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1. OVERVIEW AND SCOPE OF REPORT 

1.1 Overview and Objective 
 
The Wattle Valley Women’s National Basketball League (WNBL) is Australia’s longest running elite 
women’s national competition. In 34 seasons, the WNBL has played a critical role in unearthing new talent, 
and increasing the quality and technical ability of players whilst also providing an opportunity to showcase 
the best female basketballers. The future challenge for the WNBL is to create commercial opportunities 
and to build and grow a sustainable competition and club model. 
 
The focus of this review was on the structure, administration and promotion of the WNBL, with particular 
emphasis on long-term sustainability and growth. By its nature, the league is integrally linked to community 
participation (and the 100,000 registered females playing basketball) and with national team success (with 
the Opals ranked 2nd in the world). 
 
In conducting the review and designing the optimal competition model, consideration was given to the 
following 12 elements: 
 

1. BA: BA strategic priorities and role of WNBL Commission 
2. Competition: Number and location of teams and quantity and quality of venues and facilities 
3. Season: Season length, season timing and match scheduling 
4. Clubs: Club ownership and operational structures, including association with NBL clubs 

(acknowledging the de-merger in 2012/2013 season), state and local associations, universities 
and private investors 

5. Players: Playing squads, including number of national representatives and foreign players per 
team and player ages 

6. Operations: Competition resourcing, personnel, and operations  
7. High Performance: Development pathways for elite female players  
8. Participation: State associations, state leagues and community basketball 
9. Customer Research: Market research to better understand customers, competitors and the 

environment of the WNBL and the clubs 
10. Promotions: League and club based marketing and media campaigns 
11. Assets and Revenue Streams: Commercial assets and opportunities, including broadcast, 

sponsorship, merchandise and licensing, ticketing and other customer segment driven 
revenue 

12. Cost Structures: Investment in women’s basketball in Australia, including competition and 
operations costs of the league and clubs  

 
This Report: 
 

(a) summarises the existing basketball landscape and work undertaken by BA that positions the 
WNBL; 

(b) analyses the input and feedback received from key stakeholders as part of an extensive 
consultation process; 

(c) benchmarks the WNBL structures and investment against basketball’s domestic peers and 
other international basketball leagues; 

(d) makes recommendations on the optimal season length, timing and number and location of 
teams for the competition; 

(e) ensures the WNBL is aligned with both community basketball and elite player pathways; 
(f) comments on commercial and marketing opportunities, based in part on insights gained from 

customer research; 
(g) comments on the adequacy of existing structures and investment costs by BA and the WNBL 

clubs; and 
(h) concludes by prioritising recommendations through a phased implementation roadmap, 

recognising that additional financial investment might take a period of time to reach levels 
required to fully implement all recommendations. 

 
All recommendations made in this Report are cognisant of the particular circumstances created by a semi-
professional league and the impact playing and training commitments may have on a player’s education or 
employment commitments. 
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1.2 Methodology 
 
The scope of this Report is dictated by the Terms of Reference, which are included in full as Annexure 
A. BA and ASC engaged Suiko Consulting to conduct a review into the structure, administration and 
promotion of the WNBL, with particular emphasis on long-term sustainability and growth. 

 
The review was conducted under the following six phases: 
 

(a) Current Situational Analysis 
Detailed review of existing documentation to obtain a clear understanding of the current 
landscape and objectives and the opportunities and challenges faced 

(b) Customer Research 
An online survey and desktop research was conducted to gather information about current and 
potential WNBL customers, spectators and members 

(c) Stakeholder Consultation 
Extensive consultation was a key element of the review. Recommendations and a new optimal 
competition model will be successfully implemented only if stakeholders have been engaged 
and their ideas, issues, problems and proposals fully considered 

(d) Peer Sport Benchmarking 
Key elements were benchmarked against domestic competition models as well as 
competitions conducted by Australia’s international basketball peers. The domestic sports 
chosen were football (soccer) given the similarities in integrated male and female sport with 
truly global reach and extensive grassroots community; and netball as BA considers this its 
direct competitor  

(e) Optimal Model Design  
Based on a review of documentation, statistics, market research and feedback, an Optimal 
Competition Model was designed with emphasis on long-term sustainability, stability and 
growth 

(f) Implementation Strategy  
A roadmap charts the direction to the Optimal Competition Model with prioritised initiatives. 

 
Given the importance of the review, Suiko consulted broadly and extensively and, wherever possible, in 
person. Meetings were conducted in Brisbane, Sydney, Canberra, Melbourne, Adelaide and Perth. To 
facilitate the current situational analysis and to enable club benchmarking, a template Feedback Form was 
provided to WNBL Clubs and to State Associations for completion prior to meetings. At least 43 people 
provided input into the review.  
 
This feedback was reviewed and analysed together with statistics and information on the WNBL and its 
clubs and players over the last three seasons. From this analysis, a draft summary of preliminary findings 
was presented to the WNBL Project Reference Group for discussion at a workshop conducted on 22 
September at BA’s Melbourne office. The Project Reference Group comprised Steve Whately of ASC, 
Scott Derwin, Graeme Allen and Mark Chivers of BA and Eugénie Buckley and Juliet Tetley of Suiko 
Consulting. 
 
In preparing this Report, Suiko Consulting has relied on the documents, information and opinions provided 
by BA, State Associations, WNBL Clubs and other contributors. In some case, there was little data to rely 
on and in others, conflicting data and so assumptions were made. These areas have been expressly 
identified. This was partly due to the fact that there have been significant personnel changes at BA over 
the last year. It is acknowledged the completeness, currency and accuracy of some of the information 
provided may vary depending on the experience, position and expertise of the person providing it. All 
observations and recommendations made by Suiko have been made in good faith based on this 
information and advice. 
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2. EXECUTIVE SUMMARY  

Basketball is truly a global sport, with 213 countries affiliated to the international governing body, FIBA, 
and an estimated 450 million people playing basketball at the grassroots and competition level.  At the 
international level, women compete in two of the largest international sporting events, namely the 
Olympics and the FIBA Women’s World Championships, generating extensive profile and reach. For 
example, the 2010 FIBA World Championships generated a global television audience of 80 million. 
Basketball will also be played at the Commonwealth Games 2018 Gold Coast. 
 
The Australian women’s team, the Jayco Opals, are one of Australia’s most successful sporting teams and 
are currently ranked 2nd in the world. Many of the Opals play in the domestic Wattle Valley Women’s 
National Basketball League (WNBL). Under the Australian Sports Commission Australia’s Winning Edge, 
the Opals high performance funding is now linked to the attainment of pre-defined performance targets, 
elevating the importance of the WNBL in fostering international performances. 
 
Basketball is particularly thriving at the grassroots level. It is the second highest team participation sport in 
Australia, played by more than one million people, with over 25% of Australians having participated in 
basketball. According to data from the Australian Bureau of Statistics, basketball continues to grow 
amongst children, which is an encouraging result contrary to the national trend. This growth is expected to 
continue with the roll out of the reinvigorated national junior participation program, Aussie Hoops. 
 
These international opportunities and successes combined with grassroots popularity and growth means 
there should be an appetite for a sustainable and popular domestic national league. 
 
The three equally important purposes or objectives of BA owning and staging the WNBL are: 
 

1. High Performance: to deliver consistent, high quality games for elite players to increase 
Australia’s international competitiveness; 

2. Participation and Development: to increase female participation numbers and standards for 
players and coaches; and 

3. Promotion: to provide the shop front to showcase and profile women’s basketball to drive 
commercial outcomes. 

The focus of the review and this Report is on the structure, administration and promotion of the WNBL, 
with particular emphasis on long-term sustainability, stability and growth. The output of this review is a 
multi-year strategy outlining the transition to an Optimal Competition Model. This Model presents the 
WNBL as the pinnacle of the elite player pathway in Australia, connects with grassroots basketball, and 
delivers governance and operational structures for the league and the clubs. The league is then positioned 
as the platform to drive growth and economic outcomes. 
 
The WNBL has operated since 1981 and enters its 35th season with eight teams, a naming rights sponsor 
and a free-to-air television deal. It is recognised as one of the top five female basketball leagues in the 
world and is an integral part of the elite player pathway. 
 
Despite the longevity of the league, there are significant financial issues affecting stability and 
sustainability and there are many impediments to growth. The number of teams have fallen from 10 to 
eight over the last few seasons, two thirds of the teams made financial losses last season and one team 
has withdrawn effective from the end of the upcoming season. Limited financial resources mean there are 
very few dedicated administration staff to drive the business, no marketing and promotion and little 
engagement with basketball fans and participants. There is huge disparity in club finances with a 350% 
differential in revenue contributing to differing playing standards and an uneven competition. Not 
surprisingly, crowds have stagnated over the last 10 years, television audiences are declining and the 
social media reach is low. 
 
BA needs to take a leadership role to ensure the WNBL is a priority and consequently fully embedded 
within BA strategy, operations and budgets. There needs to be responsibility and accountability. Significant 
changes are required to the competition structure and scheduling to create the best environment to deliver 
each of the WNBL objectives against the current background of limited financial resources. These changes 
are necessary to improve the reach and profile of the league to improve finances to reinvest back into the 
league, clubs and players.  
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The immediate priority is the appointment of a General Manager for the WNBL, who is to be accountable 
for the implementation of the Optimal Competition Model and the co-ordination and collaboration of all 
stakeholders. BA needs to directly control the quality of the product and consequently the WNBL needs to 
be centrally regulated, funded, promoted and enforced. This must be done in a transparent and 
consultative manner to improve relationships and the level of trust with clubs. The rules and regulations 
need an overhaul to raise standards, increase professionalism and create responsibility and accountability 
at both league and club level. This regulatory framework must then be monitored and enforced to drive 
continuous improvement. 
 
The competition needs to remain at eight teams with a strategy to increase to 10 teams, based on the best 
possible locations to drive growth. To reduce costs and to drive excitement, the regular season length 
should be shortened and the finals series should be expanded. BA needs to focus on the creation of new 
revenue generating product such as WNBL All Stars, WNBA touring teams and a Champions League 
concept involving winning clubs from FIBA Oceania and FIBA Asia. The WNBL would be better positioned 
in winter to maximise crowds as an indoor sport, to better align with the basketball community and 
university terms, to be attractive for Opals by not competing with European and Asian leagues and to 
create post-season options with the commercially successful WNBA. 
 
To deliver against high performance objectives and to improve the evenness of competition, player 
contracting rules need to be revised and strengthened. Currently, an average of 64% of team revenue is 
budgeted for player salaries and this is creating both financial difficulties for clubs and an uneven 
competition. It is recommended that maximum player payments for a team are capped at the lesser of 
40% of team revenue or a total of $200,000. A Marquee Player system is to be introduced with one player 
who meets pre-defined criteria to sit outside the cap in recognition of a superior marketing and 
development contribution to the league. This is to ensure that world-class players like Lauren Jackson and 
Liz Cambage can continue to play in the WNBL. 
 
Resources must be allocated to the development and implementation of integrated marketing and media 
plans, with a focus on a digital strategy to create regular and exciting content to dramatically improve the 
reach, presence and profile of the league. BA needs to make better use of the profile of Australia’s leading 
current and former players, to integrate with community basketball including through WNBL branded 
Aussie Hoops and school programs, and to maximise cross-promotional opportunities with the NBL and its 
teams.  
 
Women’s basketball needs a dedicated commercial strategy to fully exploit the potential of women’s 
basketball to levels commensurate with basketball’s competitors, using the WNBL as the platform to 
promote the women’s game and link with significant grassroots participation, the profile of the national 
team and the global support for the game. Key revenues such as broadcast and media rights, 
sponsorship, merchandise and licensing, and finals series should be centralised with revenue equalisation 
strategies adopted to account for the significant differences in local populations of teams from 4.6 million to 
100,000.  
 
From this revenue base, BA needs to fund the operational costs of the league and this will allow clubs to 
focus on funding administration to improve professionalism, including through the appointment of full time 
general managers and head coaches. The funding model needs to foster the professionalism of the 
league, to alleviate the financial burden on clubs, to create parity amongst participating teams, and to be 
commensurate with female participation numbers. 
 
The transition to the Optimal Competition Model needs to be managed through three stages over the next 
five seasons. These stages focus on governance, product development and then commercialisation. 
 
Stabilise Foundation (Short Term: 2014 and 2015/2016 Season) 
 
The General Manager, WNBL needs to be appointed as soon as possible to stabilise the foundations for 
the sustainability and growth of the league. In this short term, the strategic and regulatory framework is 
designed, performance targets are defined, BA budgets allocated specifically to WNBL, commercial 
strategy is developed and contingency planning is undertaken around new and replacement teams. The 
focus is also on engaging with one of basketball’s greatest assets, the extensive community basketball 
base. 
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The 2014/2015 Season is conducted under the existing competition structure and framework. The key 
changes to be introduced in time for the 2015/2016 Season are the reduction in the regular season and 
expansion of the finals series, the introduction of the new player contracting rules and the improved 
delivery of marketing and media plans.  
 
Build Support (Medium Term: 2017 and 2018 Seasons) 
 
The focus in the medium term is on improving capability of the clubs to drive growth. BA appoints 
dedicated marketing and media resources with an appropriate budget allocation to drive awareness and 
attendance, to focus on fan engagement and to improve club capacity, especially in terms of sponsorship 
acquisition and crowd attendance. Digital media becomes the focus of the media and communication 
strategy with the introduction of WNBL YouTube channel and a reinvigorated WNBL website. The 
centralised merchandise program is introduced and the WNBL All Stars play post-season games against a 
WNBA team.  
 
The 2016/2017 Season moves forward to winter 2017 and is otherwise conducted under the same 
regulatory and competition framework as the 2015/2016 Season. This creates a definitive gap between 
WNBL seasons, but is required for planning and promotional purposes. This alignment with state leagues 
is important as WNBL clubs need to engage with community basketballers to expand their supporter base. 
 
The WNBL 2018 season will be book ended by the Commonwealth Games 2018 Gold Coast in April and 
the FIBA Women’s World Championships 2018 in September (destination not yet decided). This 
international exposure provides a tremendous opportunity to promote the sport, players and league. 
 
Given the need to increase the number of teams to 10, preparatory tender planning, stakeholder 
engagement and the development of minimum standards needs to occur in this stage. 
 
Deliver Returns (Long Term: from 2019 Season) 
 
The league should start to deliver returns over the long term from the 2019 Season. The WNBL will be 
operating under the Optimal Competition Model, comprised of 10 teams playing out of the best possible 
locations to drive growth. The competition will at least comprise one team from Brisbane and two from 
Melbourne and Sydney to create derbies in the key support centres.  
 
The league is centrally managed, regulated and monitored with financially secure clubs providing stability 
and certainty. Clubs will have full time General Managers and Head Coaches and will not be required to 
pay a levy to BA. Together with a clear commercial strategy and marketing purpose, the environment is 
ideal to drive commercial returns. 
 
Consideration should be given to hosting the FIBA Women’s World Championships 2022 to create a 
legacy for both grassroots and elite basketball. This will lead to visiting teams and test events in Australia 
in the lead up to the Championships all increasing the exposure and profile of the game. 
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3. LANDSCAPE AND STRATEGIC FRAMEWORK 

This Section summarises the strategic work undertaken by BA that shapes women’s basketball. It is 
important to place the WNBL in context and to ensure that the implementation of recommendations is 
consistent with the overarching strategic framework. BA needs to demonstrate strong leadership and 
continue to drive initiatives and provide resources to ensure these strategic imperatives can be 
implemented. 
 
3.1 International Basketball Landscape 
 
FIBA is the international body responsible for the administration and management of basketball 
internationally. FIBA has 213 national federations as members and is divided into five continental zones as 
follows: 
 

(a) FIBA Africa 
(b) FIBA Americas 
(c) FIBA Asia 
(d) FIBA Europe 
(e) FIBA Oceania. 

 
FIBA stages a FIBA Basketball World Cup for men (recently renamed from World Championships) and 
FIBA World Championships for women each four years. In addition, it stages FIBA World Championships 
at the U19 and U17 level for men and women. 
 
Australia has been a member of FIBA since 1947 and sits within FIBA Oceania, thus qualifying through 
this region for international events. Australia is the number 1 ranked team for men and women within 
Oceania. Australia’s world ranking is 11th for the men1 (Boomers) and 2nd for the women2 (Opals). 
 
Australia is in a good position to influence the international agenda. FIBA has eight commissions and an 
Australia is Chairman or Deputy Chairman of five of those commissions. In addition, at the recent FIBA 
World Congress 2014, BA Chairman, Scott Derwin, was elected to FIBA Central Board for the 2014 – 
2019 term of office. 
 
3.2 Australian Basketball Landscape 
 
BA Limited is a company limited by guarantee3. BA works under a federated model and essentially has the 
eight State Associations as members: 
 

• Basketball ACT 
• Basketball NSW 
• Basketball NT 
• Basketball QLD 
• Basketball SA  
• Basketball Tas 
• Basketball Vic 
• Basketball WA 

 
These are referred to as “Constituent Association Members” and are the only members with a right to vote. 
Voting rights are based on the number of participants in the relevant territory. BA has the ability to appoint 
non-voting members as “Associate Members”, but it has not elected to do so as at the date of this Report. 
 
Each State Association is a separate legal entity with its own board (or committee) and management 
structure. In addition, within State Associations there are additional layers, including associations, clubs 
and affiliates of their own.  
 

                                                   
1 FIBA World Rankings as at 14 September 2014 (falling since last FIBA World Cup 2014) 
2 FIBA World Rankings as at 3 November 2013 
3 BA Limited is governed by its Constitution of July 2009, most recently updated 7 December 2013. 
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BA also has five Commissions as follows: 
• WNBL Commission 
• Associations Commission 
• Competitions Commission 
• High Performance Commission 
• Honours and Awards Commission 

 
All Commissions act as advisory boards and make recommendations in their respective portfolio. These 
recommendations are considered by BA management and, if required, the BA Board. 
 
BA has key responsibilities in relation to national teams, national leagues and national game development, 
including grassroots programs and policies. These responsibilities are supported by administrative 
services (operations and finance) and marketing and media. BA has the following management structure. 
It needs to be noted that the executive management team at BA has undergone significant personnel 
change over the last 12 months. 4  
 

 
 

(a) National Teams 
 
BA manages 10 national team programs: 
 

• Senior men (Boomers) 
• Senior women (Opals) 
• Men’s and women’s wheelchair (Rollers and Gliders) 
• Men’s under 19 (Emus) and U17 
• Women’s under 19 (Gems) and U17 
• Men’s and women’s para (Boomerangs and Pearls) 

 
BA also manages the Centre of Excellence at the AIS in Canberra. 
 

(b) National Leagues and Championships 
 
One of BA’s stated constitutional objectives is to “establish and conduct elite national competitions for both 
men and women.”  
 
In 2012/2013, the national men’s competition, the National Basketball League (NBL) was de-merged from 
BA5. The national women’s competition, the Women’s National Basketball League (WNBL) has been 
owned and managed by BA since 2005. BA also manages the men’s and women’s National Wheelchair 
Basketball Leagues (NWBL and WNWBL). 

                                                   
4 During the review, Anthony Moore was announced as the new Chief Executive Officer of BA and he starts 
on 13 October 2014. 
5 This de-merger was the ultimate result of BA’s White Paper process to deliver a sustainable and 
commercially successful NBL. The validity or effectiveness of this move is beyond the scope of this Report, 
but it is clear that BA needs to maintain a close working relationship with the NBL and its participating teams. 
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BA and South East Australia Basketball League (SEABL) are in the final stages of negotiating SEABL 
being subsumed with BA6. SEABL run a men’s and women’s league over the winter for teams based on 
the eastern seaboard (other than New South Wales). SEABL Women 2014 have 15 teams divided into two 
conferences. The Eastern Conference contains the following teams from Queensland, Victoria and ACT: 
 

• Brisbane 
• Albury Wodonga 
• Dandenong 
• Geelong 
• Nunawading 
• Ballarat 
• Knox 
• BA Centre of Excellence 

The Southern Conference contains the following teams from ACT, Victoria and Tasmania: 
 

• Bendigo 
• Frankston 
• Hobart 
• Kilsyth 
• Launceston 
• Sandringham 
• Canberra 

In addition, BA manages five annual Australian Junior Championships for males and females at the U14, 
U16, U18 and U20 levels as well as the Australian Schools Championships. 
 
The national leagues and championships are managed under the following structure: 
 
 

 
 

(c) Game Development 
 
BA reports that basketball is the second highest team participation sport in Australia, played by more than 
one million people7. 625,000 participants are aged 15 years and over. From this, there are almost 243,000 
registered players on The Basketball Network (TBN). In 2011/2012, there were 426 associations, 20,000 
clubs and 60,000 teams creating 360,000 contacts on TBN. 
 

                                                   
6 Similarly, the validity, effectiveness or desirability of this merger is beyond the scope of this Report. 
7 BA Annual Report 2012/2013. 
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25% of Australians have participated in basketball during their life and 27% of Australians consider 
themselves fans of basketball8. 
 
In particular, basketball has a strong junior participation base. Analysis of consumer data from a 2013 
Gemba survey shows that 19% of children aged 5 to 12 participated in basketball in the last 12 months.9  
 
The key BA entry level or grassroots program is Aussie Hoops. There are three tiers, namely Tip-Off (5 
and 6 year olds), Rookie (7 and 8 year olds) and Pro (9 to 10 year olds). The number of associations and 
clubs taking part in the program increased from 154 to 213 in the 2012/2013 year, which is a 38% increase 
and a total of almost 5,000 registrants10. The brand ambassadors are the sports two most well known 
Australian team members, Lauren Jackson and Patty Mills. 
 

 
 
 
There were also almost 53,000 participants in the Active After-School Communities program (as it was 
then called) aimed at primary school children across Australia, which represented an 11% increase. This 
presence will continue through the Sporting Schools. 
 
The role of the State Associations is crucial both in delivering programs at the grassroots level and 
supporting elite player pathways at a state level to feed through to the WNBL and Opals national 
programs. 
 

                                                   
8 WNBL Business Plan 2013/2014. 
9 ASC & Gemba Aussie Hoops Program – Product Positioning & Branding Review August 2013 p15. 
10 As a result of the ASC & Gemba Aussie Hoops Program – Product Positioning & Branding Review August 
2013, the program was relaunched in the 2013/2014 financial year. As a result, significant growth is 
projected of around 100,000 by year five from a base of 40,000. 
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3.3 BA Strategic Plan 
 

BA has a Strategic Plan 2011 – 2014, which is summarised by the following one pager:  
 

 
 
There is no specific reference to the WNBL, although an integrated inclusive competition is a strategic 
priority.  
 
The approved working draft for the BA Strategic Plan 2014 – 2018 details the aspirations and objectives 
across four pillars: 
 

(a) Commercial  
(b) Community – Participation and Facilities 
(c) High Performance 
(d) Facilitating Organisational Excellence – Governance & Leadership, Finance, Selling our 

Story and Technology. 
 

Objectives relate to leveraging international success, NBA’s commercial footprint and Aussie Hoops. 
However, again there is no specific reference to the WNBL. Under the Participation and High Performance 
pillars, the Plan states: 
 

“Collaboratively develop the approach that articulates the overall competition pathway and enables 
best possible leagues and competitions for our sport.” 

 
The Plan notes this will enable each league and competition the surety to develop their own Strategic 
Plans.  
 
3.4 WNBL Business Plan  

 
The WNBL Business Plan 2013/14 states it is aligned with the BA Strategic Plan and establishes a 
framework for realising WNBL’s potential. Its successful implementation is reliant upon a collaborative and 
committed approach from all stakeholders associated with the league. 

 
VISION 

“To be the leading women’s national sporting competition widely acclaimed for developing elite 
international quality basketball players, delivering world class sporting events through excellence in 
operational and commercial performance.” 

BA Strategy on a page 2011_2014

Vision Basketball – Everyone’s Game

Mission To ignite Australia’s passion for basketball through growth, success and unity

Our  Shared 
Values

Three Year
Outcomes

¾ Self-sustaining and commercial sport

¾ Increased player and spectator registrations and affiliations

¾ Increased participation and spectator involvement

¾ More international success

¾ Increased visibility of basketball in all media

¾ Improved unity and strategic alignment within the basketball community

Marketing
Cooperation & 

good Governance

Create and 
leverage National 

Database

Integrated 
Inclusive

Competition

People and 
Facilities

International
Success

Unity AccessibilityExcellenceIntegrity Innovation National Pride

Strategic 
Priorities

Adopted BA Board Meeting 20 June 2011
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PURPOSE 
“To be a professional, sustainable and respected national sporting league which: 

 
• governs a financially successful elite sporting competition 
• embraces the fabric of its grassroots origins developing an appropriate and effective business 

model to support stability and growth of its Clubs 
• develops best practice commercial and marketing programs to realise the necessary income 

growth to invest in the promotion of the competition 
• delivers value for our key stakeholders and excellence in its partnerships 
• ignites the passion for engaging and consuming women’s basketball 
• promotes a pathway for the elite participation in the game. 

PRIORITIES 
The six Business Plan identified priorities11 are to: 
 

(a) implement the operational and commercial principles of the WNBL Licence Agreement to 
ensure minimum performance standards are adopted at league and club level to promote 
sustainability of the competition 

(b) develop the commercial framework of the WNBL to facilitate the necessary commercial 
revenues to invest in the sustainability and growth of the league 

(c) develop strategies to grow equity in the brand of the WNBL by delivering efficient and effective 
centralised marketing programs 

(d) expand coverage of the WNBL brand through development and enhancing of broadcast 
platforms and the development of an integrated and dedicated media and communications 
strategy for the league 

(e) invest in and develop our professionalism, capacity and resources in order to grow the league 
(f) establish a set of performance indicators that allows the WNBL to manage and respond to a 

changing environment. 
 
3.5 WNBL Objectives 
 
In the current environment, the BA Strategic Plan is silent on the WNBL. The WNBL Business Plan has a 
vision based on quality of players and operational and commercial performance. The WNBL Licence 
Agreement, which is to be signed by each Club wanting to participate in the WNBL, focuses more on mass 
entertainment product. Clause 3.1(d) states:  
 

“long term goal for the WNBL is for it to be a commercially sustainable mass entertainment product 
that engages the massive player and supporter interest in Basketball in Australia.” 

 
BA has a federated structure. The complexity and independence of the various layers within this structure 
necessitates a clear, nationally aligned vision and strategy for the development of WNBL. Governance, 
management and organisational structures must be integrated and co-ordinated through all levels of 
basketball to maximise growth opportunities. The implementation of the recommendations in this Report 
will involve multiple organisations and so good communication is required from top to bottom and bottom 
to top. 
 
For the purposes of this Report, it is recommended that there are three equally important key purposes of 
the WNBL: 
 

(a) High Performance – to deliver consistent, high quality matches for the Opals squad to 
increase Australia’s international competitiveness; 

(b) Participation and Development - to increase female participation and standard for 
players and coaches; and 

(c) Promotion – to provide the shop front to showcase and profile women’s basketball. 
 

                                                   
11 39 key actions were identified under these priorities. 
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The strategic and operational documentation needs to be consistent with the WNBL’s agreed objectives. 
BA, as the national governing body, needs to take the lead and work closely with WNBL Clubs and State 
Associations, as their support is crucial to delivery and implementation. 
 
The BA Strategic Plan 2014-2018 needs to specifically identify the WNBL as a priority. It then needs to set 
measurable deliverables or outcomes to enable assessment to occur. Consistent monitoring and review 
are required for continual improvement. A specific individual needs to be held responsible and accountable 
for outcomes within specified timeframes and budgets. 
 
Whilst the priorities in the WNBL Business Plan are sound, it does not appear that many of them were met 
during the 2013/2014 season. On an annual basis, the Business Plan needs defined performance targets 
for the WNBL against specific initiatives to ensure those targets are met. The targets must be reviewed 
and assessed at the end of the year and performance targets and strategic initiatives defined and set for 
the following year. This process is important because it makes stakeholders responsible and accountable 
for growth targets. 
 
RECOMMENDATIONS 
 

1. BA must adopt a leadership approach to advance the growth of the WNBL, 
including in all strategy, operations, resourcing and budgeting. 

 
2. BA Strategic Plan 2014 – 2018 needs to specifically identify the WNBL, its 

purpose and how it can be used as a platform to drive the attainment of 
participation, high performance and promotional objectives. 
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4. COMPETITION STRUCTURE  

The WNBL was established in 1980 and is the longest running national women’s league in Australia. It has 
been integrated within BA since 2005. The partnership with ABC TV is the longest continuous broadcast 
arrangement of a women’s sporting event in Australia. The playing standard of the WNBL is very high and 
it has provided a launching pad for many international careers. 
 
The 2013/2014 WNBL Season was a nine team competition comprising 19 weeks (referred to as rounds) 
with each team playing 24 matches on a home and away basis. Logan Thunder has withdrawn and so the 
upcoming 2014/2015 WNBL Season has each of the eight teams playing 22 matches each over 17 
rounds. This means eight teams play each other three times and then one additional match to comprise 
the 22 matches each.     
 
This Section examines the appropriate number of teams and the optimal location of WNBL clubs. 
 
4.1 Number of Teams 
 
The league will be an eight-team competition for the 2014/2015 WNBL Season. This has reduced from 
nine teams in 2013/2014 and 2012/2013 (as Logan Thunder has now withdrawn) and from 10 teams in 
2011/2012 (when the AIS team moved to SEABL to more accurately reflect its development status).  
 
As part of the detailed consultation process, the WNBL Clubs were asked their views on whether an eight-
team competition is the right number of teams for the competition. The results are summarised in the chart 
below: 
 

 
 
Opinion was split amongst the WNBL Clubs in regards to the preferred number of teams in the league, 
with half suggesting the existing number of eight teams is sufficient, and the other half indicating eight was 
not enough. However, those satisfied with the current number of teams based their feedback on concerns 
over the financial viability of existing teams and the additional pressure if the league expanded at this time. 
No Club suggested eight teams were too many. 
 
It is clear the WNBL will struggle if any further team falls over or withdraws from the league. This is a 
possibility given half of the Clubs have budgeted to make a loss during the next season and the owner of 
Adelaide Lightning has already relinquished its licence. BA needs to promptly undertake contingency 
planning and to proactively determine the best possible location of replacement teams (see the next 
section). 
 
One of the objectives of the WNBL is high performance related. The league needs to deliver consistent, 
high quality matches for the Opals squad to increase Australia’s international competitiveness. Arguably, 
eight teams provide a maximum pool of 96 players available to play12 and this is too small to provide 
opportunities for a broad pool of Australia’s elite and emerging athletes. This is confirmed by feedback 

                                                   
12 WNBL Rules (September 2011) clause 23.2 (Team Numbers) and maximum numbers include foreign 
players. 
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from national team, coaches and high performance staff who advised that the pool of elite players is large 
enough to warrant more than eight elite teams.    
 
An analysis of international basketball competitors highlights that an eight-team competition is the lowest. 
The countries are listed together with their respective ranking in brackets against the number of teams 
playing in the domestic competition: 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

4.2 Location of Teams 
 
The location of teams for the 2014/2015 WNBL Season are: 

 
o Perth 
o Adelaide 
o Melbourne 
o Bendigo 
o Dandenong 
o Canberra 
o Sydney 
o Townsville 

The current eight-team structure of the WNBL is in many ways a result of evolution over time as opposed 
to a planned and considered roll out across the most appropriate regions for a WNBL licence. This review 
created the opportunity to consider what characteristics define a sustainable and successful region for a 
WNBL club. This is particularly relevant as the urbanisation of Australia continues to gather pace as more 
people migrate to the larger cities on the eastern seaboard.  
 
Australia’s small population and sheer geographical size limits the options for future clubs. Regions need 
to provide a sustainable array of economic and fan support mechanisms that benefit not only a club itself, 
but the entire WNBL competition. In order for the WNBL to achieve growth, it needs to maximise crowd 
attendances and television audiences to provide benefits to commercial and media partners. From an elite 
player pathway perspective, it would be desirable if the WNBL Club location also hosted a team in the 
SEABL or State Association league. 
 
As discussed above, BA needs to ensure it maintains at least an eight-team competition. Given the 
withdrawal of Adelaide Lightning and the financial instability of many clubs, BA needs to be proactive and 
undertake contingency planning. As part of this planning, it needs to formulate some simple rules based on 
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population, basketball participation and culture, pathways and capacity of a location to provide a solid 
indication of the potential for success of a WNBL club in that location.  
 
It is proposed that the simple rules to govern determination of the appropriate location for WNBL clubs are: 
 

(a) Population of more than 500,000 people 
(b) Basketball registered participation base of more than 10,000  
(c) Capacity, including existing indoor venue that meets minimum standards. 

 
If we overlay these simple rules against the current eight teams, the results are summarised in the table 
below: 
 

WNBL Team Region Population13 State 
Participation14 

Local 
Participation15 

NBL team Elite Pathway 

Adelaide 
Lightning 

Greater 
Adelaide* 

1,278,432 23,544 n/a Adelaide 
36ers 

CABL 

Bendigo 
Spirit 

Greater 
Bendigo 

103,722 119,462 15,199 
Loddon 
region 

n/a SEABL 

Canberra 
Capitals 

Canberra* 374,912 4,110 4,110 n/a SEABL 

Dandenong 
Rangers 

Greater 
Melbourne* 

4,248,344 119,462 29,319 South 
East 
Melbourne 
region 

n/a SEABL 

Melbourne 
Boomers 

Greater 
Melbourne* 

4,248,344 119,462 102,491 
metro total 

Melbourne 
United 

Big V 

Sydney Uni 
Flames 

Greater 
Sydney* 

4,672,619 46,321 29,119 metro 
total 

Sydney Kings Waratah Cup 

Townsville 
Fire 

Townsville 184,526 18,592 
 

1,203 in FNQ Townsville 
Crocs 

QBL 

West Coast 
Waves 

Greater Perth* 1,899,999 21,200 n/a Perth 
Wildcats 

WABL 

*Greater Capital City Statistical Area. The other regions are calculated within the relevant Local Government 
Area. 
 
This is not to say that locations that do not meet the simple rules should never have been, or be, 
considered for a WNBL licence. It is acknowledged that regionally based teams have been very successful 
on the court in recent seasons. The simple rules are meant as guidelines that indicate the potential for 
success of a location, but not necessarily feasibility. There are, however, a number of implications to the 
location of existing teams. 
 
There is a strong regional influence with two teams (Bendigo and Townsville) as well as Canberra. Whilst it 
is acknowledged that regional teams provide good local government and community support for teams, 
they do not meet the simple rules and do not have the population to support a commercial growth strategy. 
It is not to say that the WNBL optimal model cannot contain a regional team. 
 
The additional factor created by regional teams is that it does not allow for derbies, which are the impetus 
for fan engagement and attraction. Traditional derbies are inner and west Sydney, north and south of the 

                                                   
13 The population information below is taken from the Australian Bureau of Statistics – National 
Regional Profile 2008-2012. 
14 These numbers are from BA and are from data provided to BA from the State Associations. Note this 
information is not verified and the numbers provided by State Associations in Annual Reports and on 
websites differ. For example, BQ report 22,252, BSA 29,701, BNSW 51,207, and BV 146,877. 
15 In the absence of a national registration database, these local participation figures differ as they use 
different systems and are collected and reported differently. For example, some State Associations can only 
break down into metro and regional. Further divisions into male and female and junior and senior split was 
not possible. 
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river in Melbourne, Brisbane and Gold Coast and even Sydney and Brisbane. All of these locations have 
the population and basketball participation base to support more than one team. 
 
 
During this review, the owner of the Adelaide Lightning gave notice under the Club Participation 
Agreement that it was going to relinquish its licence. This means at the conclusion of the 2014/2015 WNBL 
Season, a solution needs to obtained for Adelaide. As a priority, discussions need to be had with 
Basketball SA, Adelaide 36ers, government and corporates to assess the initial feasibility of another entity 
taking a WNBL licence in Adelaide.  
 
There is no team located in Brisbane, which means there is no elite player pathway for the best South East 
Queensland basketballers, there are no matches for fans to watch and the sport cannot be showcased to 
the increasing participation base. Brisbane is the third largest city in Australia with a Greater Brisbane* 
population of 2,192,065.  Despite this, it is behind both Western Australia and South Australia in registered 
playing numbers.  Brisbane has a team in SEABL and, from 2015/2016, a Brisbane team will be re-
admitted into the NBL. 
 
Basketball Queensland was able to provide a breakdown of registered playing numbers as follows: 

 
 
The location of a WNBL team in the northern suburbs stronghold would greatly assist in driving a 
participation growth strategy. The team would provide an elite pathway for South East Queensland’s best 
talent.  
 
Melbourne is the predominant support base for women’s basketball. In these circumstances, it is 
recommended that Melbourne be awarded at least a second licence to create a local derby and generate 
rivalry and further interest in the league. A definitive breakdown of participation numbers and support base 
was not provided and so no comment is made on precise location.  
 
BA also needs to provide additional support for the existing franchise, Melbourne Boomers. Melbourne is 
without doubt the centre of women’s basketball with a population of 4.2 million, a registered playing base 
of over 100,000 and a newly branded NBL team in Melbourne United, all available to support the team. 
Last season, the Boomers had four Opals and two imports. Despite all this, Melbourne had the lowest 
team budget and made a loss of over $155,000. The impact of new CEO and a Board with a more 
commercial focus has yet to be seen, but the WNBL needs the Melbourne Boomers to be thriving.  
 
Sydney has the largest population and the second largest registered participation base. For these same 
reasons, it is recommended that a second licence be awarded in Sydney. Whilst a breakdown in 
participation numbers was not provided, it is suggested that this licence be awarded in western Sydney to 
take advantage of existing rivalries. This would particularly work given the central location of the Flames 
and its ownership by the University of Sydney. 
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Based on last season’s results, serious consideration should be given to the inclusion of a Perth based 
franchise based on the value added to the league as a whole, given the incremental costs of a west coast 
based team. In the 2013/2014 WNBL Season, West Coast Waves won only 1 of 24 matches or 4.15%, 
had only 1 match televised on ABC, had the second lowest average crowd (after Logan Thunder) and did 
not contain any Opals players. In these circumstances, it is not fulfilling any of the WNBL objectives, but 
adds to the cost of the league in terms of travel and extra accommodation. It is acknowledged that 
Basketball WA has doubled its contribution for the upcoming season and so Perth’s results on and off the 
court should be carefully reviewed after the season. 
 
RECOMMENDATIONS 
 

3. The 2015/2016 WNBL Season should remain an eight-team competition, with 
BA needing to find a replacement for Adelaide Lightning. Growth must be 
planned to an optimal 10 team competition. 

 
 

4. BA needs to promptly undertake contingency planning to proactively 
determine the best possible location of new or replacement teams with 
priority given to Brisbane and additional teams in Melbourne and then 
Sydney. 
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5. COMPETITION SCHEDULING 

The season length has been very consistent over the last four seasons with the competition conducted 
over a period of six months. It generally starts early October with the regular season finishing on the 
weekend around 15 to 18 February and the Grand Final on the second weekend in March. 
 
This Section examines the appropriate season length and timing of the WNBL. 
 
5.1 Season Length 
 
The 2014/2015 Season will see each team play each other team three times and then play one additional 
match. This means each team will play 22 games during the regular season. The season comprises a total 
of 88 games with a two week break over Christmas and the New Year (17 rounds). 
 
The 2013/2104 Season and 2012/2013 Season had each of the nine teams playing 24 games with total 
matches of 108 (19 rounds). The 2011/2012 Season had each of the 10 teams playing 22 games with total 
games of 110 (18 rounds). 
 
Season Season Start Regular 

Season Finish  
No. Matches 
per Team 

Total No. 
Matches 

No. Rounds 
(Weeks) 

2014/2015 17 Oct 15 Feb 22 88 17 
2013/2014 4 Oct 15 Feb 24 108 19 
2012/2013 5 Oct 16 Feb 24 108 19 
2011/2012 7 Oct 18 Feb 22 110 18 
 
The WNBL Clubs were asked if the number of games were too few, the right number or not enough. There 
was no real consensus as indicated by the response below:  
 

 
 
There was universally consistent feedback that the one additional game was not desirable as it created 
competition unfairness and general confusion, with the limited benefit of only one additional match. For 
example, based on last season’s results there is a substantial difference between a team’s additional 
game being drawn against one of the top two teams as opposed to the bottom two teams.  
 
The length of the season is an area that needs a clear balance between the three objectives of the WNBL.  
 
High performance objectives prefer that more competitive games are played to maintain Australia’s 
international competitiveness. Based on international women’s basketball competitions last season, 22 to 
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26 matches seem about the right number. The table below shows the number of games played per season 
in national elite basketball competitions during the 2013/14 season. The number in brackets indicates the 
current FIBA ranking of the national team. The number of games is based on the regular season. It should 
be noted that USA, Russia, China and Japan all play multiple games within their finals series (best of 3 or 
5). 
 

 
 
The objective of promoting women’s basketball would favour fewer games being played to create 
excitement and hype and to better engage with a larger crowd. If teams only played each other twice, the 
home team could generate additional excitement, as it would only play each team at home once. A shorter 
season is also the preference of the broadcaster. The W-League is trialling a different season length and 
timing in 2014/2015 so that it starts earlier in September (bringing it closer to community football season) 
and finishing before Christmas (instead of around February).  
 
In any case, clubs’ perilous financial position should dictate the outcome. Fewer matches would enable 
significant cost savings or, at least, allow existing resources to be redirected to management, marketing 
and promotion. Currently limited financial resources dictate that both the league and Clubs are 
considerably under staffed (see Section 6 Competition Operations and Resourcing) and undertake limited 
or no time on marketing and promotion and revenue generation activities. This is crucial to generate 
awareness and increased attendance and viewership numbers to in turn broaden the reach and hence 
commercial appeal of the WNBL. This is discussed in more detail under Section 12 (Promotion and 
Awareness). 
 
This reduction in the number of matches is consistent with other female national leagues, with ANZ 
Championship teams playing 13 matches, the W-League teams 12 matches and WNCL 6 One Day 
matches (50 overs) and 12 T20s. 
 
The alternative to shortening the season length is changing the format to a tournament style. For example, 
due to cost, the men’s and women’s Australian Hockey League is played as a tournament over a week 
rather than a home and away league. This is akin to a national championship as it is contested by eight 
teams representing the states and territories of Australia.  
 
The compensation for a shorter regular season is an expansion of the more popular Finals Series games 
and the introduction of new and additional product to drive awareness and profile of the sport and the elite 
players in Australia. 
 
An analysis of spectator and broadcast numbers shows substantially greater numbers for games played 
during a Finals Series. The Finals Series over the last two seasons enjoyed 280% and 325% increases in 
average crowd numbers from the regular season games. In addition, over the last two seasons 60% and 
80% of the top five television audiences were for Finals Series games.  
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In these circumstances, the Finals Series needs to be expanded by BA. Consistent with international 
basketball leagues, the Grand Final should be played over three games. Consideration should also be 
given to playing the semi finals on a home and away basis (with aggregation of results) to drive crowd 
numbers. This allows teams who have made the top four to be guaranteed an additional home match and 
partly compensate for the reduction in regular season matches. These higher spectator and broadcast 
numbers will encourage greater corporate support for the league. 
 
In terms of additional games, the focus should be on ‘value add’ and the development of new product 
capable of commercial exploitation. For example, the creation of a WNBL All Stars team to play against a 
touring team from the WNBA. Phoenix Mercury, for example, has an Australian Head Coach and two 
Opals players. Australia could also host a ‘Champions League’ with various club winners from FIBA 
Oceania and FIBA Asia. The staging of this high profile product in Australia raises the profile of the sport 
and the players. 
 
It is acknowledged that this means the WNBL season may not be long enough for high performance 
purposes and elite players may need to supplement with overseas competitions (with SEABL and State 
Association leagues not being of sufficient quality for national team players). The BA high performance 
department and the Opals’ Head Coach should formalise a strategy to address this on the basis that some 
international leagues may be better than others for the development of technical skill, playing and training 
performance or player welfare. As a minimum, player workloads must be managed and allow for players to 
have a complete annual break. 
 
RECOMMENDATIONS 

 
5. The length of the WNBL regular season should be shortened to teams 

playing each other on a home and away basis to save costs, drive 
excitement and improve crowd and television numbers. 

 
 

6. The WNBL Finals Series should be expanded so that the Grand Final is 
played over three games and semi finals are played on a home and away 
basis (with aggregate scores. 

 
 

7. BA should create new profile raising and revenue generating products such 
as WNBL All Stars team, WNBA touring teams or a ‘Champions League’ with 
various club winners from FIBA Oceania and FIBA Asia. 

 
 

8. BA needs individualised plans for national team players to identify sufficient 
competitive playing opportunities (including playing in international 
leagues) and to ensure that workloads are managed and balanced. 

 
 

5.2 Season Timing 
  
The WNBL first moved from winter to summer in 1998/1999 when the NBL decided to move its season 
primarily so as not to compete with the football codes. No real analysis was conducted as to the success 
of this move from a WNBL perspective. 
 
The WNBL season timing has been very consistent over the last four seasons with the competition 
conducted over the six months of summer. It generally starts early October with the regular season 
finishing on the weekend around 15 to 18 February and the Grand Final on the second weekend in March. 
 
Like season length, season timing needs to consider a multitude of differing, and sometimes competing, 
factors. These include the timing of international leagues, SEABL and state based domestic competitions, 
Opals playing and training commitments, timing of competitor leagues and the maximisation of crowds and 
television audiences. 
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The WNBA Season runs during winter from May to October. The key European and Asian leagues run 
over summer with similar season timings to the WNBL. The European leagues start in October and Russia 
(Superleague) and Czech Republic (ZBL) finish in March, Spain (LFB) has finals in April and France (LFB) 
finishes in May. The EuroLeague, which is organised by FIBA Europe, runs from November to April. The 
Asian leagues start a bit later in November with China (WCBA) staging finals in February and March and 
Japan in April. 
 
Domestically, SEABL and the key State Association competitions are played from around March to 
August. For 2014, SEABL competition runs from 22 March to 16 August with the Championship Final 
played on 14 September 2014. The dates of the state competitions are summarised in the table below: 
 
League 2014 Regular Season 2014 Finals Series finish date 
QBL 
13 teams and 16 games per 
season men and women 

3 May to 9 August 30 Aug 
Played over 3 weekends 

Waratah 
Championship League 

15 March to 16 August 31 August 
Played over 3 weekends 

Big V 
13 men’s and 10 women’s play 2 
full rounds 

15 March to 26 July 24 August 
Over 3 weekends. GF is best of 3 

CABL 
Central Australian Basketball 
League – 10 teams men and 
women 

15 March to 2 August 30 Aug 
Over 4 weekends 

Premier League (ACT) 
Played on Wednesday night. 6 
teams men and women 

12 Feb to 3 September 24 September 
Over 3 weekends 

 
For basketball’s domestic competitors, cricket and football are played over summer and netball in winter. 
The seasons are generally as summarised in the table below: 
 
Competition Regular Season Finals  
WNBL October to February March 
ANZ Championships March to May June 
WNCL October to January January 
W-League October to January February 
W-League (2014) September to November December 
 
As an indoor sport, basketball would have a more natural fit in winter. BA may wish to conduct additional 
consumer research, but anecdotally feedback suggests that it would be easier to promote the league over 
winter. Basketball would no longer compete with cricket and football (soccer) and the many summer 
outdoor activities available to consumers. In addition, three of the eight teams are affiliated with 
universities whose students are on extensive summer holidays for most of the league. Preliminary 
discussions with ABC production staff indicate that ABC thinks winter could work. 
 
Currently the competition breaks for a couple of weeks over the Christmas and New Year period. It is 
difficult to maintain momentum through this break leading into January and school holidays. Additional 
stress is placed on the under-resourced Clubs due to the more limited availability of volunteers during 
summer holidays.  
 
The high performance advantage is that players who compete in European and Asian leagues could now 
also commit to the WNBL. The WNBL would run at the same time as the WNBA. Given the WNBA is 
undisputedly the world’s leading league, it is not in competition with the WNBL for Australia’s very best 
players as they should be playing in the WNBA at the peak of their careers. Similar season timings would 
also allow for pre and post season engagement and enable the WNBL to take advantage of the high 
profile of the WNBA and its Clubs.  
 



   30 

The participation advantage is that greater connections can be made between community basketball and 
the WNBL. Players can conduct school visits and training camps during the actual WNBL season and 
when State Association competitions are being played.  
 
It is acknowledged that this would mean SEABL seasons would need to be adjusted. However, the WNBL 
needs to be prioritised as it sits at the top of the Australian high performance pathway.  
 
RECOMMENDATIONS 

 
9. The WNBL moves to winter with suggested timings of April to June with 

Finals Series in July to drive attendance, align with community basketball 
and to not compete with European and Asian leagues. 

 
 

10. BA needs to develop a consistent annual playing calendar for the elite 
players, which prioritises WNBL and incorporates national team games and 
camps and international and key domestic leagues. 

 
 
5.3 Match Scheduling 
 
The WNBL is the premier women’s competition and its scheduling requires priority and protection. Match 
scheduling needs to be driven by factors maximising crowd numbers.  
 
The scheduling over the last four seasons has seen fewer rounds (weeks) than games to be played. For 
example, in the upcoming 2014/2015 Season, there are 17 rounds and 22 games. This necessitates 
teams playing twice in a round on five occasions or, in the case of Melbourne Boomers, six times but one 
round they do not play at all.  
 
There are a number of downsides to this scheduling. From a marketing perspective, it creates confusion 
and becomes difficult to promote a team’s standing at the conclusion of each round.  
 
The travel component creates issues with parity and player welfare when teams have to travel and play 
back to back matches. For example, it is proposed during the 2014/2105 Season: 
 

• Both Adelaide and Melbourne have to play in Townsville and Sydney on consecutive days 
• Both Canberra and Townsville have to play Adelaide and then West Coast on consecutive 

days 
• Both Townsville and Dandenong have to play Sydney and Canberra on consecutive days with 

the first match having a 7pm start and the next day playing at 1pm and 3pm respectively 
 
For promotional clarity and competition fairness, ideally one game should be played each week and the 
number of rounds should be the same as number of weeks16. 
 
The feedback from both WNBL Clubs and from customer research shows that the preferred timing of a 
WNBL game is (in order of priority): 
 

• Saturday night  
• Friday night 
• Sunday afternoon 

WNBL Clubs were asked to choose their top three most preferred game timings. The results are 
summarised in the chart below, but Friday and Saturday nights dominated: 
 
 

                                                   
16 It is acknowledged that competition practicality may override perception of competition fairness.  
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Customer research included a question asking respondents to nominate up to three preferred times to 
attend WNBL games. The results are summarised in the table below, and interestingly customers want the 
same top three timings as Clubs: 
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When the preferred timings are compared to actual timings, it becomes apparent that games are already 
played at the two most favoured times. The chart below summarises this: 
 
 

 
 
The implication of this is that match scheduling is not an issue adversely affecting crowd numbers. Games 
are largely being played at times most desirable for Clubs and customers. 
 
BA should encourage NBL clubs to host at least one double header each season. It is acknowledged that 
there may be additional incremental costs17 due to the NBL venues being more expensive to hire, but that 
investment is worth the return on increased crowd numbers. Basketball fans need exposure to the pace, 
skill and general quality of the women’s game. The key to the success of any double header is the time 
gap between games and the advance promotion of both games.  

 
One match each round is televised live on ABC. This presents a real opportunity for WNBL teams to be 
exposed to a free-to-air television audience. Broadcast matches are played and shown at 3pm Australian 
Eastern Daylight Savings time on Saturday. Whilst a standard televised time is great for consistency and 
ease of awareness, an afternoon match is not ideal to maximise viewership numbers. This needs to be 
addressed through the development and implementation of a broadcast strategy, which is aligned with 
WNBL marketing and media campaigns.   
 
RECOMMENDATIONS 

 
11. WNBL rounds need to consist of each team playing only once to reduce 

confusion to fans, enable the promotion of team standings and minimise 
equity and player welfare issues created by some teams playing back to 
back matches with travel. 

 
 

12. Match scheduling needs to be driven by factors maximising crowd numbers 
including double headers with NBL and games played on Friday and 
Saturday evenings and Sunday afternoons 

 

                                                   
17 In some cases, it makes it more cost effective. For example, in the case of Adelaide Lightning, it is able to 
use the venue free of charge when playing before the Adelaide 36ers. 
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6. COMPETITION OPERATIONS & RESOURCING  

In essence, the WNBL is administered on a user pays basis with each participating team paying an annual 
Club Levy to offset travel, accommodation, referees and administration of the WNBL. 
 
This Section examines the existing rules and regulations governing the operation of the WNBL, including 
the role of the WNBL Commission. The existing resourcing and operational structures of the league and 
the Clubs are examined and recommendations are made to improve consultation, collaboration and 
transparency. 

 
6.1 Competition Rules and Regulations 
 
The WNBL is regulated by the following documents: 
 

• WNBL Licence Agreement  
• WNBL Rules (September 2011)18 
• WNBL Operations Manual 2013/2014 
• WNBL Player Contract 2014 

There are a number of obligations contained in the documentation and they need to be read together. 
Some content is provided in more than one document. 
 

(a) Club Licence Agreement 
 

By way of general overview, the WNBL Licence Agreement is comprehensive and detailed. The issue is 
that it is readily apparent that many of the obligations and conditions are not met by BA and, in respect of 
Clubs, either not monitored or enforced by BA. For example, there are no Venue Minimum Standards, no 
Player Contract System or Standard Player Contract (as described), the WNBL Operations Commission 
does not meet and there is no annual training for club personnel, there is no 5 year plan for the league, 
centralised License and Merchandise Program (other than playing kit and ball) nor Branding Guidelines, 
an annual review of each club is not undertaken, detailed financial accounts are not provided by clubs in 
the format, detail or timing required, and there are no Community Engagement Plans with State Basketball 
Associations.  
 
It is not considered helpful to highlight all the areas of non-compliance, nor to make any specific comments 
on the terms of the Licence Agreement. Instead, it is recommended that the Licence Agreement is 
comprehensively reviewed to ensure all rights and obligations are consistent with the strategic direction 
and are commensurate with the status of the league. It should be simplified. In addition, consequential 
amendments will be required to implement the recommendations contained in this Report.  
 

(b) WNBL Rules 
 
The WNBL Rules are comprehensive but they do contain some matters that are covered in the Licence 
Agreement, including role of BA, league and club sponsorship, merchandising and use of league and club 
logos, and finance and administration (including annual review), and many operational matters.  
 
To avoid duplication and inconsistencies and to focus on purpose, it is recommended that the WNBL 
Rules are comprehensively reviewed and relate only to rules of the competition, such as team content, 
player eligibility, contracting and transfers, competition standings, qualification for and format of finals, and 
administration of tribunals and judiciary. 
 

(c) WNBL Operations Manual 
 
The WNBL Operations Manual is very brief and runs to only nine pages (excluding attached Forms). 
Again, some topics are covered elsewhere such as sponsorship, venues, flights and Game Commissioner.  
 

                                                   
18 This version provided has a note “to be endorsed by BA Board” and it is assumed this occurred. 
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Similarly, to avoid duplication and inconsistencies and to focus on its purpose, it is recommended that the 
WNBL Operations Manual is comprehensively reviewed against the Licence Agreement and Rules and 
contains all information relating to the operation of the competition, such as fixture scheduling, home club 
obligations, sponsor requirements, security, medical, promotion and media. It should not contain any 
information on Playing Rules. 
 

(d) Player Contract  
 
Any player wanting to participate in the WNBL must sign the standard WNBL Player Agreement.19 To 
centrally manage and commercially exploit the WNBL in an effective manner, it is recommended that the 
Player Agreement is amended to become tri-partite and incorporate BA as the league owner and 
administrator. 
 
The revised Player Agreement would clearly delineate the roles and responsibilities of each party to 
ensure the success of the league. By way of example, the roles of each party could entail the following: 

 
BA CLUB PLAYER 
Develop and enforce WNBL 
Rules and Regulations, 
including Operations Manual, 
Code of Conduct and Anti-
Doping Code 
 

Comply with WNBL Rules and 
Regulations 
 

Comply with WNBL Rules 
and Regulations 
Comply with Club Code of 
Conduct 

Regulate, organise and 
promote the WNBL 
competition 
 

Host home games as per 
Operations Manual 

 

Determine the season and 
match schedule each year 

Participate in matches as per 
match schedule 
 

Play in matches exclusively 
for Club to best of ability 
Promptly attend training and 
Club events and functions 
 

 Pay (and insure) the players 
Procure all necessary 
equipment, travel and 
accommodation 
 

Wear official uniform 

 Provide medical staff and 
facilities 
 

Submit to fitness testing, drug 
testing and medical 
examination 

Provide player welfare 
programs 

Provide player welfare 
programs 

 

Appoint (and pay) Game 
Officials 

  

Conduct centralised marketing 
and media campaigns for the 
league 

Conduct club specific 
marketing campaigns aimed at 
membership and ticket sales 

Grant WNBL and Club the 
right to use image 
Attend promotional activities 
for WNBL and for Club  
Attend game development 
initiatives for WNBL and for 
Club 
Agree to limitations on 
personal sponsorships 

Conduct national team 
matches 

Release players for national 
team duty 

When selected, play for 
national team 

Right to terminate for breach Right to terminate for breach Right to terminate for breach 
 

                                                   
19 There was considerable conjecture that this was not enforced by BA. 



   36 

 
 
RECOMMENDATIONS 
 

13. To centrally manage and commercially exploit the WNBL in an effective 
manner, the Player Agreement should become tri-partite and incorporate BA 
as the league owner and administrator. 

 
 

14. The Licence Agreement must be comprehensively reviewed to ensure all 
rights and obligations are consistent with strategic direction, commensurate 
with the status of the league and comply with recommendations in the 
Report. 

 
 

15. BA must comprehensively review the WNBL Rules and WNBL Operations 
Manual to avoid duplication and inconsistencies and for documentation to 
focus on its purpose. 

 
 

16. Once the WNBL Rules and Regulations are simplified, integrated and 
finalised, BA must regularly monitor and enforce compliance to raise 
professionalism and drive continual improvement.  

 
 
6.2 WNBL Commission  
 
The WNBL Commission was introduced in 2012 as a result of a recommendation made under a 2011 
WNBL Review. Before then, the WNBL was placed under the Competitions Commission, with one member 
representing the WNBL. The reasoning for the introduction was that clubs felt under-represented in the 
WNBL governance arrangements and that the NBL had its own commission.  
 
The WNBL Commission operates under broad Terms of Reference. The Role of the WNBL Commission is 
defined to be: 
 

(a) manage the WNBL as a strategic business unit of BA. The operating budget for the WNBL will 
be determined and recommended by the Commission to the BA Board for approval as part of 
the regular budgeting process;   

(b) recommend the appropriate financial criteria and parameters for the clubs and league to 
establish a sustainable financial and business model that provides for secure growth in future 
seasons; 

(c) make recommendations on season timing should adjustments be required; 
(d) recommend the appropriate geographic coverage, size and composition of the WNBL, criteria 

for expansion, and criteria for club inclusion; 
(e) ensure that the WNBL is appropriately linked to the high performance pathway for the 

development of players, coaches and officials; 
(f) ensure that the WNBL provides an appropriate opportunity for players, coaches and officials to 

perform to their full potential at the international level;   
(g) review the effectiveness of the management and operations support provided to the league by 

BA; and 
(h) do all things as are incidental or conducive to the attainment of these roles and aims. 

 
The WNBL Commission Members at the time of this Report were: 
 

• BA Chairman (Scott Derwin) 
• BA management (Chuck Harmison) 
• two independents (Lesley Podesta and Alexis Dodwell) 
• three club representatives (Jayne Arlett, Matthew Phelps and Jeremi Moule) 
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There was universal and consistent feedback that the WNBL Commission was not working, including from 
the members of the Commission themselves. The WNBL Commission does not operate in accordance 
with its defined role. Feedback suggested this was for several reasons. First, the Commission comprised 
representatives with differing focuses. Some were focussed on the strategic direction and high level focus 
of the league and others were more focussed on operational matters. In some matters, clubs’ self-interest 
was more prevalent. Second, the Commission members were not given full access to financials and other 
documentation required to undertake its role effectively and in a timely manner. Finally, the Commission 
had no ‘teeth’ and its role was only to make recommendations to BA management. 
 
It is agreed that WNBL Clubs need appropriate representation in league governance and operations. This 
is covered in recommendations below in relation to Human Resources (Section 6.3) and Operations 
(Section 6.4). The role of the WNBL Commission as described above would be driven by a newly 
appointed General Manager, WNBL.  
 
It is also important to ensure that the WNBL remains fully embedded within BA’s operations. BA Board and 
BA management need to be accountable for the delivery of the league and the attainment of performance 
targets. A separate Commission has the potential for personnel to divest themselves of responsibility.  
 
In these circumstances, it is recommended that the WNBL Commission be disbanded and the WNBL as a 
competition be represented through the BA Competitions Committee. 
 
Each WNBL Club should be admitted as an Associate Member of BA Limited. Whilst this does not give a 
WNBL Club any voting rights, they would have the right to receive notice and attend general meetings. 
Associate Membership status is granted by the BA Board and so can be achieved quickly. This would be 
viewed as a good faith gesture from BA to improve the relationship with Clubs.  
 
The only voting members of BA are the State Associations (referred to in the Constitution as Constituent 
Association Members). However, many of the WNBL Clubs are owned and funded by private owners, 
including universities and investors. BA, and the league, are dependent on this independent funding for the 
sustainability and especially growth of the league. Given the WNBL is now the premier national league 
owned by BA, the significant contribution of non State Associations should be appropriately reflected in the 
BA governance structure. It is recommended that the WNBL as a league be admitted as a voting member 
of BA. 
 
It is acknowledged that this would require a change to the Constitution and that the State Associations 
would need to vote in favour of this change20. This recommendation would take longer to implement and 
does requires the buy-in from the State Associations to acknowledge the status and importance of the 
WNBL. By way of case study, Football Federation Australia Limited relatively recently added the A-League 
as a voting member together with the state and territory associations (each has one vote). 
 
 
RECOMMENDATIONS 

 
17. The WNBL Commission be disbanded and the operation of the WNBL be 

fully embedded within BA operations with senior management and Board 
responsibility and accountability. The WNBL is to have a representative on 
the BA Competitions Committee. 

 
 

18. Each WNBL Club is admitted as an Associate Member of BA Limited. 

 
 

19. To reflect the contribution of the private and independent ownership of 
many of the WNBL Clubs, the WNBL as a league becomes a “Constituent 
Association Member” of BA with voting rights. 

                                                   
20 It is also acknowledged that BA owns the two wheelchair national leagues. The ownership structure of 
those leagues and clubs is outside the scope of this Report. 
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6.3 Human Resources 
 
There are too few full time and dedicated resources directed at the WNBL. At the BA level, there are no full 
time dedicated WNBL staff and, at the Club level, only three have a full time General Manager.  
 
BA outsourced the administration of the 2013/2014 WNBL Season to SEABL. Whilst administration was 
effective, this structure created issues with both planning and perception.  
 
The SEABL competition covers a Southern and Eastern conference and for both males and females. For 
example, in 2014 it runs from the end of March with the Championship Final played on 14 September. The 
WNBL pre-season tournament started the following weekend on 20 September. It is extremely difficult to 
effectively plan the start of a new national league when managing the finals series of another league. This 
places undue pressure on SEABL and does not allow for any long term or strategic planning of the WNBL. 
The administration of WNBL by SEABL also creates the perception that WNBL is not a priority for BA. This 
even involves small things like the WNBL managers using SEABL email addresses.  
 
If the WNBL is to realise any growth, it is imperative that a dedicated General Manager be appointed at the 
senior or executive level. This person would sit above the SEABL operational staff and be responsible for 
driving the commercial growth agenda and fully integrating the WNBL within BA’s operations. This is 
consistent with basketball’s sporting peers. 
 
For example, the ANZ Championships is operated under a General Manager and it has recently also 
appointed a Head of League Operations.   
 
The FFA has adopted a slightly different and more integrated model with dedicated women’s football and 
W-League resources appointed at the management level. For example: 
 

(a) W-League Operations Manager reporting to Head of A-League (and W-League) 
(b) Women’s Football and W-League Marketing Manager reporting to GM, Marketing and Fan 

Engagement 
(c) Women’s Football and W-League Media Manager reporting to Head of Corporate Affairs and 

Communications  
(d) Women’s Football Development Manger reporting to Head of Community Football and Head 

of Women’s Football 
 
It is recommended that BA appoint a dedicated General Manager of the WNBL in addition to the current 
operational and administrative support for the league. The long-term vision would be to have an integrated 
model similar to FFA with dedicated expertise for marketing and media. 
 
There are very few dedicated or full time resources at the club level and huge disparities in resourcing. 
The WNBL Rules only require that clubs have “access to” either a full time or part time administrator, in a 
paid position21. This needs to change on two levels.  
 
First, Clubs need a General Manager who is capable of driving a growth agenda and generating additional 
revenue and exposure. Less than half the Clubs have this position. 
 
For each Club: 

o West Coast Waves – full time Operations Manager 
o Adelaide Lightning – no dedicated resource 
o Melbourne Boomers – joint CEO with Association 
o Bendigo Spirit – Team Operations Manager 
o Dandenong Rangers – joint with Association 
o Canberra Capitals – full time dedicated GM 
o Sydney University Flames – full time dedicated GM 
o Townsville Fire - full time dedicated GM 

                                                   
21 Clause 13 (f) Structure and Administration 
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Not surprisingly, those Clubs with a full time dedicated General Manager have the highest revenue (see 
further under Section 12.2 Team Budgets). 
 
Second, Clubs need a sufficient quantity of resources to operate, promote and commercialise the team. 
The 2014 Club Benchmarking data summarised below, highlights the lack of administrative and team 
resources: 
 

   
Townsville Melbourne Sydney Uni West Coast 

      Total Total Total Total 
Number of Full time admin staff 3 0 0 1 
Number of Full time team staff 0 0 1 0 
Number of Part time admin staff 0 2 1 0 
Number of Part time team staff 3 3 5 0 
Is your coach full time? N N Y N 
Number of volunteers 30 12 20 20 

 
 
 

   
Adelaide Bendigo Dandenong Canberra22 

      Total Total Total Total 
Number of Full time admin staff 1 NOT PROVIDED 1 1 
Number of Full time team staff 0  0 0 
Number of Part time admin staff 2  3 UC 
Number of Part time team staff 2  4 UC 
Is your coach full time? N  N Y 
Number of volunteers 0  10 

  
These low staffing levels are consistent with previous years of Club Benchmarking data: 
 

Year Full Time 
Equivalent 

Part Time 
Equivalent 

Game Day Staff 

2011 1.13 1.50 11.5 

2013 2 1.33 4.3 Paid 
10.75 Voluntary 

 

RECOMMENDATIONS 

 
20. BA appoints a General Manager, WNBL as a matter of priority to drive the 

long-term sustainability and growth agenda, fully integrate the WNBL within 
BA’s operations and collaborate with key stakeholders. 

 
 

21. Each WNBL Club must, as soon as practicable, appoint at least one full time 
dedicated management resource to complement the league’s growth agenda 
and focus on generating additional revenue and exposure. 

 
 

                                                   
22 Not provided and information taken from Stakeholder Feedback Form and consultation. 
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6.4 Operations  
 
It is clear that the WNBL operates with limited financial and resource capacity at both the league and club 
administrative level. Despite its admirable longevity, the WNBL is semi-professional at best and 
continuation based on existing operations would mean its future is tenuous. There are very few full time 
administrative or basketball resources and Clubs rely heavily on volunteers. Most Clubs make a loss from 
their WNBL basketball operations. 
 
Significant and consistent feedback from the consultation process was that Clubs felt under-represented in 
the WNBL governance arrangements and that their views were not considered.23 In order to overcome this 
concern and to start to improve the level of trust required to effectively conduct a centralised league, it is 
recommended that BA introduce consultation at both the strategic level and the operational level. It is 
important for the Clubs as key stakeholders to be fully engaged and have their ideas, issues, problems 
and proposals fully considered. 
 
As mentioned above, the BA Strategic Plan needs to reference the importance of the WNBL and set the 
objectives and priorities for the league from the short to the long term. This needs to be underpinned by an 
annual Business Plan, which sets pre-defined performance targets against initiatives, budgets, timeframes 
and designated personnel. The league is then operated and managed in accordance with these strategic 
and operational plans. 
 
Even though the teams are competitors on the court, they need to work co-operatively together off the 
court. If one or two teams are struggling financially or competitively, this will affect the league as a whole. 
BA needs to facilitate improved consultation on both a strategic and operational level. 
 
At least twice per annum, BA should conduct an owner’s forum. These forums should occur before the 
season starts and then post season for an analysis and review against pre-defined KPIs. At least one of 
these forums should to occur face to face. These forums must be high level and strategic proving BA with 
the opportunity to share its vision and long term planning and providing Clubs with an opportunity to 
provide input. 
 
In addition, to deal with operational, scheduling and compliance matters, BA needs to conduct regular 
operational meetings for the WNBL Clubs during the season. A face to face meeting between all Clubs 
should occur before the start of the season and then regular fortnightly teleconferences leading into and 
during the season.  
 
At the same time as improving consultation and communication between BA and the clubs, measures 
need to be introduced to increase transparency and to create trust. The most significant of these relates to 
BA sharing detailed financial accounts for the operation of the league and the Clubs providing detailed 
financial accounts for the operation of the team. Club reporting must be against template chart of accounts 
and financial statements with assumptions listed, to enable direct comparison and accurate benchmarking.  
 
Financial transparency would have two further benefits. It allows BA to identify any issues or problems 
early and work with clubs to overcome.24 It also assists BA to identify large expense items with a view to 
examining shared services and cost saving avenues for the league and clubs. There are savings to be had 
in economies of scale. 
 
For annual reporting purposes, it is recommended that BA develop a template Club Annual Report that 
would contain information similar to the Club Benchmarking Information. This would enable BA to track the 
performance of the league against the strategic direction and agreed KPIs. This annual review should 
have a significant compliance component and include the following matters: 
 

(a) financial accounts and general financial viability; 
(b) team’s on court performance;  

                                                   
23 This feedback is entirely consistent with feedback received under the ASC Operational Analysis WNBL 
(July 2014). Suiko Consulting agrees with each of the 11 recommendations made in that Phase 1. 
24 This is to ensure a situation like Logan Thunder does not occur again. BA was not aware of the serious 
financial issues until a few weeks before the start of last season. Fortunately, with BQ assistance, Logan 
Thunder was able to participate for that season. 
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(c) compliance with Venue Minimum Standards;  
(d) participation in the marketing program and support for league sponsors;  
(e) player professionalism, welfare and education programs; 
(f) community basketball programs; and 
(g) Club’s overall compliance with WNBL Rules and Regulations, including the Licence 

Agreement and player contracting rules. 
 
There are noticeably differing standards of match day operations and, in particular, the conduct of 
entertainment and fan engagement.  
 
Consumer research highlighted that 50% of attendees thought the pre-match entertainment was 
“poor”.  
 
There are limited regulations on match day and this needs to be rectified to raise the standard of the 
product and create professionalism. The WNBL Rules state that the style and presentation of the WNBL 
should be “simple”, “suit a family audience” and “have a strong focus on the game”. This is addressed 
further under Section 12 (Promotion and Awareness), but fan engagement strategies will form a major 
component of increasing crowd attendances. 
 
RECOMMENDATIONS 

 
22. BA conducts bi-annual Owner’s Forum and regular operational meetings 

with WNBL Clubs to improve communication and consultation on both 
strategic and operational levels. 

 
 

23. To increase transparency and to improve trust, BA and WNBL Clubs share 
detailed financial accounts against template chart of accounts and financial 
statements. 

 
 

24. BA and WNBL Clubs to undertake a detailed annual review to assess the 
performance of each Club on and off the court against team performance, 
financial viability, marketing support and compliance with minimum 
standards and regulations. 

 
 

25. BA to introduce regulations concerning match day operations to improve 
professionalism and to provide a consistent ‘look and feel’ for the WNBL 
especially around half time entertainment. 

 
6.5 Match Venues 

 
The limited funding available to the WNBL and the clubs usually means that less money is available to be 
spent on venues and facilities. Some Clubs use multi-purpose venues and very few have spectator seating 
commensurate with a televised and semi-professional league. 
 
The WNBL Clubs themselves are satisfied with the quality of venues as shown in the graphs below: 
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Whilst the rating provided on the feedback form in relation to the quality of venues, both for players and 
spectators, was relatively high, discussions highlighted that there was universal acceptance that most 
venues are dated and need to be upgraded. It was acknowledged that there were significant 
improvements over the last few years. 
 
The minimum requirements for venues are stipulated in Section 14 (Venue) of the WNBL Rules. However, 
they are too brief and do not contain the requisite detail. For example, the Rules use words like 
“adequate”, “good quality” and “appropriate” without stipulating what adequate would be. The Rules are 
silent on spectator facilities, other than to say adequate seating for spectators. Improved facilities are 
crucial to raising the spectator numbers at matches. 
 
It is recommended that BA update the venue minimum standards in the WNBL Rules, including in respect 
of:  

(a) Warm-Up Areas;  
(b) Operational Rooms;  
(c) Team and Game Officials Dressing Rooms;  
(d) Player and Spectator Medical Rooms and minimums for medial equipment and supplies;  
(e) Anti-Doping room and facilities;  
(f) Broadcast and Media facilities; 
(g) Security and emergency services; 
(h) Spectator facilities, including catering, sanitary and facilities for disabled;  
(i) Merchandise and concessions; and 
(j) Partner and signage requirements. 

 

RECOMMENDATION 

26. BA needs to develop, implement, monitor and enforce Venue Minimum 
Standards including spectator facilities. 
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7. CLUB STRUCTURES 

There are no rules or regulations surrounding the ownership or governance structures of WNBL Clubs. 
This Section summarises the existing ownership structures and makes comment on best practice based 
on the benchmarking of peer sports. 

 
7.1 Current Ownership Structures 

 
There is not one single ownership structure of WNBL Clubs. For example, they are not all run by State 
Associations (like most cricket, netball and hockey) and similarly not all run by private or community 
ownership (like most football, AFL and NRL). The WNBL Clubs are a combination as well as university 
ownership and local association ownership.  
 
The ownership structure of WNBL clubs has changed over the duration of the competition. For example, 
some teams were run with NBL clubs (such as Sydney Flames under Sydney Kings and Melbourne Tigers 
had a male and female team in the 1990s) and some have moved between private and State Association 
ownership (such as Adelaide Lightning).  
 
For the purposes of this Review, we have classified the Club ownership structures into four categories: 
 

(a) State Association 
(b) Local Association 
(c) University 
(d) Independent (or private). 

 
Four of the teams during the 2013/14 WNBL Season were independently owned and hence relied on third 
party funding, namely Adelaide Lightning, Bendigo Spirit, Logan Thunder and Townsville Fire. Until 
recently, the Canberra Capitals were run by Basketball ACT, but the team has now been taken over by the 
University of Canberra. There are currently no WNBL clubs that have any shared ownership or any 
affiliation with a NBL team.  
 
Different ownership structures can create complexity for the league, as the owners necessarily will have 
different objectives. For example, a state or local association may be focussed on the development of local 
players whilst a private owner’s sole focus is on winning the league. These different goals often signify a 
different stance towards use of foreign players, young players or size of player salaries.  
 
Different ownership structures lead to variations in financial and human resources and skill sets. The core 
business and strength of state and local associations is on grassroots and community basketball, which is 
very different to managing the business of a professional or semi-professional club.  
 
The advantage of State or Local Association ownership is seamless integration between the grassroots 
community base and the semi-professional team. This drives the participation and development objective 
of the WNBL. The downside, however, is that State Associations tend to have less financial resources to 
commit to the team, resulting in fewer human resources and limited capacity to drive revenues and 
promotion. West Coast Waves is an example. There is also a philosophical consideration as to whether 
grassroots sport should fund the high risk nature of professional or semi-professional teams. 
 
There are now two clubs that are owned by universities, the Sydney University Flames and the Canberra 
Capitals. In addition, Townsville Fire recently appointed James Cook University as a naming rights 
sponsor for the next three seasons. The relationship with universities can be seen as a positive and 
certainly provides financial stability to clubs. From a player perspective it is ideal, as players have access 
to an education, sports science and sports medicine, gyms, swimming pools and training facilities and 
various other player welfare and career initiatives. From a club perspective, it has the administrative and 
financial support and resources of the university. University ownership provides a good model for WNBL 
Club ownership. The university owned Clubs do need to ensure the Clubs are operated as a business with 
efforts to maximise revenues and crowd attendance.  
 
The majority of clubs are independently or privately owned. The advantage is that community basketball 
players are not funding a semi-professional team and (usually) the owner operates the Club as a business 
in order to generate a return from the investment. The disadvantage can be long-term certainty when an 
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owner decides it no longer wants to continue investing in the Club if these returns are not apparent. This 
happened recently with the private owners of Logan Thunder and, more recently, Adelaide Lightning. 
 
There have been occasions in the past when WNBL teams were owned by their NBL counterparts. Where 
appropriate, a relationship with the NBL is prudent to enable shared services and various other cost saving 
mechanisms. This particularly holds true for Adelaide Lightning and West Coast Waves who share the 
same offices and venues as NBL counterparts.  
 
By way of basketball case study, the WNBA was founded in 1996 with the full backing of the NBA. Teams 
are all privately owned. Originally, all WNBA teams were owned by the NBA team, but this is changing with 
several now boasting independent ownership. Even where the WNBA team has an NBA counterpart – 
sharing an arena or operating within the same market, each has its own name (such as Phoenix Mercury 
and Phoenix Suns and Atlanta Dream and Atlanta Hawks). 
 
The Minnesota Lynx (WNBA Champions in 2011 and 2013), the Indiana Fever (2012) and the Phoenix 
Mercury (competing in the 2014 WNBA Finals Series) are all fully or partly owned by their NBA 
counterparts. This highlights the success of an ownership model linked to the men’s team. 
 
There are advantages and disadvantages of each of the Club ownership models. There is no need to 
dictate ownership structures as different solutions are appropriate to different regions and individual sets of 
circumstance. The success of ownership structures also depends on a variety of other factors, including 
resources and people.  
 
However, BA does need to dictate strong and clear regulations to ensure all Clubs are operating under a 
united model for the benefit of the league as a whole (and thus themselves). This includes model club 
budgets (to ensure State and Local Associations are cognisant of the appropriate amount of financial 
investment), player contracting regulations (to protect high performance pathways from too many imports) 
and salary caps (to promote economic viability and parity).  
 
In addition, notwithstanding the specific ownership structure, it is vital that a WNBL club has a strong 
relationship with its respective State Association from the perspective of engagement with the community 
and delivery of high performance programs (see further under Section 10 Participation Alignment).  
 
7.2 Ownership Benchmarking 
 
The two key standard ownership models are private ownership and State Association ownership. This 
Section provides the best example in Australia of each ownership model, but the key is meaningful 
integration. 
 
Case Study – Private Ownership (Brisbane Roar FC) 
 
The W-League has eight teams, seven of which are owned by A-League clubs. Canberra United is owned 
and managed by Capital Football (State Association) as there is no A-League club in that territory. The 
best example of integration in the W-League context is Brisbane Roar FC.  
 
Brisbane Roar FC operates as a club with three teams, the men in A-League, women in W-League and 
youth males in National Youth League. There are many advantages to this approach: 
 

• Shared administration and football resources 
• Shared facilities 
• Mentoring opportunities for the women’s head coach as each coach reports to the Director of 

Football 
• Joint marketing and collateral to promote the club to 100% of the market  
• Increased sponsorship potential through access to both male and female market 
• Increased visibility and awareness of the women’s team by wearing the same uniforms 
• Access by the women’s team to a greater reach and presence through social media 
• Access by the Club to a free-to-air television market (for women) and pay TV (for men) 
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By way of example, here is a page of the Brisbane Roar membership brochure for the 2011/12 A-League 
Season adopting female team imagery and the joint new kit launch: 
 
 

 
 

 
 
 
Case Study – State Association Ownership (Cricket NSW) 
 
Like Basketball Australia, Cricket Australia and its State Associations operate under an integrated male 
and female model on a federated basis. Teams competing in the Women’s National Cricket League 
(WNCL) are owned and managed by State Associations, alongside the men in their respective 
competitions. The difference is that these Associations are well resourced and receive significant funding 
from Cricket Australia.  
 
The best example of integration in the State Association context is Cricket New South Wales. Cricket NSW 
conducts is activities, operations and promotions on a truly integrated basis. The examples below show 
male and female cricketers included on the website banner and joint season launch involving captains 
from both the men’s and women’s teams. 
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RECOMMENDATION 
 

27. No restrictions are to be placed on club ownership structures, but BA must 
enforce strong and clear competition regulations to ensure all Clubs are 
operating under a united model for the benefit of the league as a whole, 
including club budgets, player contracting regulations, marketing support 
and minimum standards and resources. 
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8. PLAYERS 

One of the key objectives of the WNBL is high performance. The league needs to provide consistent high 
quality matches for elite players to foster national team success. The WNBL is an integral step in the elite 
player pathway and an important talent identification tool. Currently the Opals are ranked second in the 
world, behind the United States. 

 

 
There is a relatively free market in the WNBL on the contracting of players as there are very few player 
contracting rules. WNBL Rules dictate that each club is permitted to have up to 12 players dressed and 
available to play in all regular season and Finals Series matches.25 There are also minimum requirements, 
with 11 players on the playing list at all times and 9 players dressed and able to play for each match. 
 
Each club is limited to no more than two Restricted Players, which is defined to mean “a player who is not 
eligible to represent the Australian Team in FIBA competition, pursuant to all FIBA regulations as 
determined from time to time”. 
 
This Section analyses WNBL team performances over the last three seasons against the number of 
national team and foreign players in squads and the age of players, to establish if these are determinative 
to success. 
 
8.1 Championship Ladders 
 
An analysis of team performances in the WNBL over the previous three seasons does highlight that there 
are always two teams each season that perform well below standard. Canberra Capitals and West Coast 
have finished in the bottom three in each season. 
 
The following WNBL Championship Ladders for the last three seasons are provided below:  
 
 
 
 
 
 
 
 
                                                   
25 Clause 23.2 (Limitation on Player Numbers & Season Minimum) 
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2013/2014 REGULAR SEASON 
Place Team Won Lost % won 
1 Bendigo 22 2 91.67 
2 Dandenong 16 8 66.67 
3 Townsville 16 8 66.67 
4 Melbourne 14 10 58.33 

 
5 Adelaide 12 12 50 
6 Sydney Uni 10 14 41.67 
7 Canberra 10 14 41.67 
8 Logan 7 17 29.17 
9 West Coast 1 23 4.17 

Bendigo Spirit won the Grand Final against Townsville. 
 
2012/2013 REGULAR SEASON 
Place Team Won Lost % won 
1 Bendigo 21 3 87.5 
2 Dandenong 19 5 79.17 
3 Adelaide 18 6 75 
4 Townsville 13 11 54.17 

 
5 Bulleen (now Melbourne) 10 14 41.67 
6 Logan 8 16 33.33 
7 Sydney Uni 8 16 33.33 
8 Canberra 7 17 29.17 
9 West Coast 4 20 16.67 

Bendigo Spirit won the Grand Final against Townsville. 
 
2011/2012 REGULAR SEASON 
Place Team Won Lost % won 
1 Adelaide 18 4 81.82 
2 Bulleen (now Melbourne) 15 7 68.18 
3 Dandenong 14 8 63.64 
4 Townsville 13 9 59.09 
5 Sydney Uni 13 9 59.09 

 
6 Bendigo 12 10 54.55 
7 Logan 12 10 54.55 
8 Canberra 9 13 40.91 
9 West Coast 2 20 9.09 
10 AIS 2 20 9.09 

Dandenong Rangers won the Grand Final against Bulleen Boomers. 
 
8.2 National Team & Foreign Players 
 
The WNBL Total Squad Breakdowns for the 2013/2014 Season are attached as Annexure F.  
 
This Section analyses the WNBL player squads to determine if the number of national team and foreign 
players (or imports) are significant factors toward team results.  
 

(a) National Team Players 
 
Club feedback highlights that the WNBL is rated as very important to contributing to the strength of 
national teams. In terms of squads, it was very important that clubs had national team players but less 
important to have imports. These results are summarised below:  
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Currently there are no restrictions under the WNBL Rules on the number of national team players each 
WNBL team may have. The chart below show there is a disproportionate spread of national team players26 
across the WNBL teams.  
 

 

                                                   
26 National Team player includes any player named by BA in a squad from June 2014 to the recent 
September announcement of the FIBA World Championship squad. 
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Not surprisingly, the teams with no or very few national team players are the lower performing teams. 
Neither Logan Thunder nor West Coast Waves had a single national team player and they were the 
bottom two placed teams last season. 
 
The question of whether national team talent should be distributed across the teams or restricted in any 
way is discussed below under Section 8.4 (Distribution of Talent). 
 

(b) Imports 
 
During a WNBL season, a Club must not have more than two imports on its playing list. Despite the 
wording of the WNBL Rules, practice has dictated that New Zealand players are not considered as 
Restricted Players and so are not caught in this cap of two. There are no additional requirements that need 
to be satisfied for an import and BA approval is not required.  
 
The number of foreign players per WNBL squad for the last two seasons are summarised by the chart 
below:  
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In addition, there were six and seven New Zealanders playing in the last two seasons respectively. The 
number of foreign players including New Zealanders are summarised by the chart below:  
 

 
 
This means that in Season 2012/2013, Townsville Fire could have fielded a starting five without any 
Australian players.  
 
The number and quality of imports are both relevant.  
 
A concern was raised that imports should be limited as they take the place of Australian players in what is 
a relatively small competition with only eight teams and a maximum of 12 players each. Whilst this concern 
is valid, it is important to recognise that the WNBL has two other purposes in addition to national team 
competitiveness, being basketball development and the showcasing of women’s basketball. A careful 
balance needs to be maintained in relation to imports so that each of the equally important objectives can 
be met. There is no apparent reason to change the restriction of two, especially as four teams last season 
(including the Champions) had no foreign players. 
 
The quality of imports has varied significantly between teams and over the seasons and has contributed to 
the explosion in player salaries. This is due to some teams knowledge and recruitment of the best 
international female players being better than other teams. Clubs should only be signing imports that can 
contribute in a marketing or team development sense. It is recommended that BA set minimum criteria for 
imports and that BA prior approval needs to be obtained.  
 
There is no competition, commercial or promotional reason for New Zealand players to not be included as 
imports. Given Australia’s qualification pathway to some major international events is through FIBA 
Oceania, the WNBL should not be providing an advantage to New Zealand players. New Zealand players 
need to be classified as imports and treated the same as every other nationality. 
 
RECOMMENDATION 

 
28. Player contracting rules should be amended to require Clubs to obtain BA’s 

prior written consent before signing the maximum of two foreign players 
who must meet pre-defined criteria. New Zealand players are to be included 
as foreign players.  

0"

1"

2"

3"

4"

5"

Ad
ela
ide
"Lig
htn
ing
"

Be
nd
igo
"Sp
irit
"

Ca
nb
err
a"C
ap
ita
ls"

Da
nd
en
on
g"R
an
ge
rs"

Lo
ga
n"T
hu
nd
er"

Me
lbo
urn
e"B
oo
me
rs"

Sy
dn
ey
"Un
i"F
lam

es"

To
wn
svi
lle
"Fi
re"

W
est
"Co
ast
"W
av
es"

Foreign"players"per"squad"(including"NZ)"

Foreign(players(12/13(

Foreign(players(13/14(



   54 

8.3 Youth Development  
 
There are no minimum age requirements in the WNBL Rules. 
 
Traditionally in women’s team sports, the teams with players in their mid to late 20s tend to perform better 
in high level competition. Bendigo Spirit, the WNBL Champions over the last two seasons, have the oldest 
average age in the competition. However, the next three placed teams are the three youngest teams. So 
the converse that younger teams do not perform as well, does not appear correct.  
 
The chart below highlights the average age of each squad over the last two seasons: 
 

 
 
The implication is that age does not appear to be determinative to performance at this stage. 
 
In terms of player age, there needs to be a careful balance between providing an elite player pathway for 
the next generation of Opals and ensuring that the league does not become dominated by junior players 
and gradually become more of a development league over time. The Gems (under 19) do need to have a 
defined pathway and BA needs to address the current temptation for these younger players to be attracted 
to US Colleges. 
 
The charts below highlight the number of players aged 19 or under at each club over the last two 
seasons27: 
 

                                                   
27 Ages taken as at 31 December each year. 
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There are a couple of teams each season with only one or no under 19 players.  
 
In order to provide a competition pathway for the Gems (Under 19s), it is recommended that WNBL Rules 
dictate that each club must include two under 19 players in the playing list of 12. There needs to be 
opportunities for the very best 18 and 19 year olds. 
 
The WNBL needs to be the pinnacle of women’s basketball in Australia. In terms of very young players at 
15 and 16 years of age, there have been three and seven over the last two seasons respectively. In 
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2013/2014, three clubs had a player aged 15 or 16 (Dandenong, Melbourne and Sydney University 
Flames). In 2012/2013, there were significantly more younger players with three clubs having two players 
aged 15 or 16 (Dandenong, Melbourne and Townsville) and one club with one player (Sydney Uni). 
 
Accordingly, it is recommended that a minimum age of players be introduced at 17 years of age. This does 
not mean that the best younger players cannot participate in the WNBL, but this needs to be the exception. 
If a club wants to sign a player under 17, it must obtain the permission of the Opals Head Coach and/or 
the General Manager High Performance, to ensure the player is able to play at the elite level.  
 
Strong youth development systems and programs are vitally important to national team success. BA needs 
to formalise an elite player pathway for competitions and representative teams from U14 National Junior 
Championships, through State Association competitions and SEABL to the WNBL as the pinnacle of the 
high performance pathway in Australia.  
 
The pathway needs to include the Centre of Excellence,28 U17, U19 (Gems) through to open women 
(Opals) representative teams. For completeness, there are also State Association NTIP programs, which 
are regularly reviewed and supported by BA. 
 
Finally, all programs, competitions and teams need to be cognisant that the vast majority of elite players 
are amateur or semi-professional at best. In these circumstances, BA and clubs need to ensure any 
playing or training obligations it imposes on a player, allow her to properly undertake educational or 
employment commitments. 
 
RECOMMENDATION 

 
29. In order to provide a competition pathway for the Gems (Under 19s), it is 

recommended that WNBL Rules dictate that each club must include two 
under 19 players in the playing list of 12 players. 

 
 

30. Player contracting rules should introduce a minimum age for players of 17 
years of age. Any club wanting to sign a player younger than this must 
obtain the prior written approval of the Opals Head Coach and/or the General 
Manager High Performance.  

 
 

31. BA needs to formalise an elite player pathway for competitions and 
representative teams from National Junior Championships, through State 
Association competitions and SEABL to the WNBL as the pinnacle of the 
high performance pathway in Australia. 

 
 

32. Player contracting rules should state that WNBL Clubs must ensure that the 
playing and training obligations it imposes on a player allow her to properly 
undertake educational or employment commitments. 

 
 
8.4 Distribution of Talent 
 
The Championship Ladders over the last three seasons highlight the competition is not evenly balanced. 
This is important to create tension and interest from basketball fans and participants. Accordingly, several 
competition and financial regulations were considered as a means of addressing this imbalance. These 
initiatives included distribution of national team talent, centralised contracts, player drafts, caps on the 
number of national team players per squad, salary cap and player points system.  
                                                   
28 From 1 January 2014, 12 female athletes have been on scholarship with BA. The women’s program will 
have six school age scholarships and six emerging Opals on scholarship from the end of the WNBL season 
(March – October) until the beginning of the 2014/15 WNBL season. The Centre of Excellence team 
competes in SEABL. 



   57 

 
The distribution of national players has been successfully used in the USA. When the National Women’s 
Soccer League was organised, US Soccer agreed to subsidise the salaries of USA national team players 
and last year, the Canadian and Mexican federations agreed to do the same. Given these central 
contracts, the league evenly allocates all national team players amongst the teams. 
 
Whilst the distribution of talent reasoning is sound, ultimately these initiatives were rejected for the WNBL. 
The key reasoning is that the players are amateur or semi-professional. On this basis, it was not 
considered fair to send players interstate for 5 or 6 months when they are dependant on university or 
employment in their home bases. However, once BA finances improve to the level that it could afford to 
pay full time salaries to the Opals, this centralisation of contracts and allocation of national team players 
should be carefully considered.  
 
At this stage, BA should state that as an aspirational goal, each Club should seek to sign at least one 
national team player. BA national coaching staff making recommendations to ensure key players obtain 
sufficient game time could support this aspiration.  
 
BA could consider the introduction of a player points system. This system is used by Basketball 
Queensland in the QBL and by National Premier League senior men’s team in football. Under this system, 
points could be used to limit national representative players and imports, reward clubs for youth 
development, reward player loyalty and regulate player ages. 
 
However, given the financial precariousness of most Clubs, club budgets need to be regulated to prevent 
Clubs from spending beyond their means. These financial aspects are covered in detail under Section 12 
(Finances and Budgets). For this financial reason, the introduction of a salary cap is preferred to a player 
points system. Both the ANZ Championships and the W-League have adopted salary caps at $270,000 
and $150,000 respectively.29 
 
Given the limited resources at BA and WNBL Clubs, the system needs to be simple and easily enforced. 
For this reason, it was considered that the introduction of both a player points system and a salary cap 
was too burdensome. 
 
It is recommend that the WNBL implements a salary cap under the following considerations: 
 

(a) Maximum player payments per team are capped at the lesser of 40% of team 
revenues and up to a total of $200,000. This is to incentivise clubs to drive revenue 
generation. 
 

(b) Scholarships and education related expenses should sit outside the cap. This is due 
to the number of university teams and the desirability of promoting player welfare 
and education initiatives. 

 
(c) So as to maximise flexibility for clubs, there is no maximum per player and no tiered 

system based on player ability, status, age or other factor. 
 

(d) A Marquee Player should be introduced so that one player may sit outside the cap. 
This acknowledges the desirability of players like Lauren Jackson and Liz Cambage 
playing in the league. The Marquee Player may be Australian or one of the two 
imports, must meet minimum criteria and be approved by BA.  

 
(e) The salary cap will be linked to league and club revenues so that the $200,000 will 

incrementally increase each year as revenues increase. 
 

(f) Minimum player payments will be introduced as soon as practicable. 
 
 
                                                   
29 NA funds the salary cap of the teams and it is a soft cap so that there are many excluded items such as 
accommodation, vehicle and education. The W-League has a maximum amount for player payments, but no 
minimum. In reality, not a single team spends near the maximum.  
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RECOMMENDATION 
 

33. Maximum player payments per team are capped at 40% of team revenues 
and up to a total of $200,000 (with one Marquee Player outside the cap) to 
improve financial sustainability of clubs and to balance talent across more 
teams. 

 
 

8.5 Elite Coaches and Referees 
 

The coaching and refereeing standards of the WNBL are equally important to maintain standards of 
professionalism and player development. 
 

(a) Elite Coaches 
 
Quality coaches are crucial to the development of elite athletes. Over the last few years, BA has 
undertaken extensive work in coach identification, development, education and support. For example, 
during 2012/2013 BA established a National Coach Development Strategy to raise coaching standards 
across Australia and to support long-term coach development. There is now an online National Coaches 
Database and a National Coach Depth Chart. Furthermore, BA has recently appointed the head coach for 
the Opals program on a full time basis.  
 
Given the importance of the WNBL in the performance pathway, BA should formalise the elite coach 
pathway and introduce specific minimum qualifications for WNBL teams. The communication between the 
Opals coaching staff and the WNBL coaching staff could be improved and driven by the BA General 
Manager, High Performance. 
 
Related to this, it is equally important to retain the experience of former Opals for the benefit of the new 
generation of players. This could be addressed through current Opals being encouraged to undertake 
coaching licences during the WNBL Season. 
 

(b) Elite Referees 
 
Finally, for completeness it is noted that referees also play an important role. The quality of refereeing also 
impacts the quality of play. The advance in the pace and skill of the players needs to be matched by an 
increase in quality from referees. BA has conducted a National Referees Pathway Review, which 
examined the effectiveness and relevance of current systems used in the referee pathway.30 That review 
ultimately recommended a pathway model for the identification, education, development and retention of 
referees. Although an analysis of refereeing standards is outside the scope of this Report, it is 
recommended that BA develops a National Refereeing Strategic Plan that incorporates a development 
pathway for female and male referees with performance-based appointments to an elite panel. 
 
RECOMMENDATION 
 

34. BA to set minimum coaching qualifications for all WNBL head coaches and 
assistant coaches. 

 
 

35. BA to develop a formalised elite coach pathway, consistent with the elite 
player pathway, which addresses succession planning. 

 
 

 

                                                   
30 Final Report submitted to BA Competitions Commission on 1 October 2012. 
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9. BASKETBALL FANS 

Despite the inherent strong attributes and playing quality of the WNBL, BA acknowledges it has failed to 
commercially capture the hearts and minds of the broader Australian community. 
 
The WNBL is not growing in terms of crowd attendance or television audience. This Section reviews the 
numbers over the last few seasons and comments on the findings from the online customer research 
survey, undertaken to better understand WNBL fans. 
 
9.1 Crowd Attendances  
 
The WNBL is not growing in crowd attendance. Despite recent pleasing growth, an average of 600 – 700 
fans watch regular season basketball and this is similar to almost a decade ago31. The chart below 
summarises the average attendance from the 2003/2004 Season to the 2013/2014 Season: 
 
 

 
 
The WNBL total attendance for 2013/2014 Season was 94,628, which was slightly down from the 
2012/2013 Season of 97,518 but an improvement on previous years.  
 
The individual club attendances is summarised in the table below: 
 

                                                   
31 Source BA attendance and rating statistics, 2011 WNBL Review, 2013 and 2014 Club Benchmarking 
Information and 2013/2014 Statistical Information. It should be noted that there are discrepancies in crowd 
numbers across the various documents with 2013 Club Benchmarking Information, in particular, reporting 
lower attendances than BA documentation.  
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Not surprisingly, finals attendances are substantially higher than the regular season averages: 
 

 
 
From the 2014 Club Benchmarking Data, Clubs reported the following numbers: 
 

   
Townsville Melbourne Sydney Uni West Coast 

      Total Total Total Total 
Venue capacity 2200 3200 800 2000 
Average Attendance Number 1500 225 531 600 
Highest Attendance 2200   701 600 
Lowest Attendance 1100   409 600 

 

   
Adelaide Bendigo Dandenong Canberra32   

      Total Total Total Total 
Venue capacity 7000 2200 2400 4500 
Average Attendance Number 500 1000 - 1250 1131 1000 – 1250 
Highest Attendance 1200  1932  
Lowest Attendance 300   576  

 
 
While none of the clubs sell out their venue for each match, it would appear that a significant amount of 
tickets are also provided on a complimentary basis. This is supported by the information collected within 
the online survey, indicating that over 20% of respondents do not buy tickets to WNBL games as they are 
in possession of a complimentary ticket or accreditation pass. See chart below: 
                                                   
32 Bendigo and Canberra did not provide the benchmarking data and so information taken from Stakeholder 
Feedback Form and consultation. 
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These average crowds correlate to other national female leagues in Australia. For example, the average 
W-League crowd for the 2013/2014 Season was 750. Since then, the FFA has engaged a dedicated 
marketing manager and a dedicated media manager and it is expected these figures will significantly 
improve over the coming season. For example, the recent derby between Sydney FC and Western Sydney 
Wanderers on 27th September 2014 attracted a crowd of over 3,000. 
 
Benchmarked against its Australian peers, the WNBL Grand Final attendance is lower than average, but a 
product of the small venue size: 
 

 
 
In terms of aspirational goals, the WNBA continues to grow with increased attendance and viewership 
across television, social media and digital.33 WNBA attendance averaged 7,578 spectators per game. This 
was driven by Phoenix Mercury, which lead all teams in attendance and had an 11.7% increase. The 
Phoenix Mercury has a strong Australian connection with Head Coach, Sandy Brondello, and Opals Erin 
Phillips and Penny Taylor. 
 
9.2 Television Audiences 
 
Each Saturday at 3pm, ABC broadcast one match per round of the WNBL live. This presents a real 
opportunity for WNBL clubs and their commercial partners to be exposed to a free to air television 
audience.  
 
                                                   
33 Statistics taken from Official Release published on WNBA website.  
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For the 2013/2014 Season, the broadcast matches per WNBL Club were as follows: 
 

 
 
There is great disparity amongst participating teams in terms of home matches broadcast for various 
reasons. This limits value to sponsors and signage partners. It is cost prohibitive for ABC to produce 
matches from Townsville and so they will never have a home match broadcast. Poor on court performance 
was a key factor to West Coast Waves only having one home match and Adelaide elects not to play 
matches at the required 3pm in order to save costs on venue hire.  
 
Television audiences have been declining over recent seasons. 
 
The 2013/2014 WNBL Season average was 48,000 (rounds 1 to 19 for metro and regional) or 56,000 
(including four matches of the Finals Series). The total series average comprised 35,000 metro and 21,000 
regional.  
 
The top five television audiences for 2013/2014 WNBL Season were: 
 
Date Round Match Audience 
9 March 2014 GF Bendigo Spirit v Townsville Fire 123,000 
2 March 2014 PF Dandenong Rangers v Townsville Fire 95,000 
25 January 2014 16 Dandenong Rangers v Adelaide Lightning 71,000 
23 February 2014 SF2 Bendigo Spirit v Dandenong Rangers 69,000 
1 February 2014 17 Melbourne Boomers v Canberra Capitals 63,000 
 
The 2012/2013 WNBL Season series average was slightly higher at 49,773 (rounds 1 to 19 for metro and 
regional) or 59,370, including Finals Series. The total series average comprised 30,072 metro and 19,661 
regional.  
 
The top five television audiences for 2012/2013 WNBL Season were: 
 
Date Round Match Audience 
10 March 2013 GF Bendigo Spirit v Townsville Fire 173,546 
24 February 2013 SF2 Bendigo Spirit v Dandenong Rangers  98,300 
3 March 2013 PF Dandenong Rangers v Townsville Fire 83,952 
12 January 14 Adelaide Lightning v Canberra Capitals  80,710 
23 February SF1 Adelaide Lightning v Townsville Fire* 64,776 
 
This is lower than average television audience (rounds 1 to 18) for 2010/2011 of 49,368 and for 2009/2010 
of 69,779. 
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The summary of the average television audiences for regular season WNBL over the last five seasons34 is 
summarised in the chart below: 
 

 
 
These figures compare unfavourably when compared to basketball’s peers. For the last W-League 
season, one match of each of the 12 rounds was broadcast on ABC TV at 3pm on Sunday. Overall 
viewing figures for the 2013/14 season were 1.3 million, at an average of 86,889 per match. The highest 
figures of 217,000 were for the semi-final.  
 
The ANZ Championships signed a 2-year agreement in 2013 with Fox Sports and SBS to broadcast each 
game of the ANZ Championships, which equates to 69 ANZ round games plus the finals series. This 
followed the previous broadcast arrangement with Network Ten. From the first to second year of this deal, 
broadcast figures rose 14% with over three million viewers watching games across both Australia and New 
Zealand. 
 
The WNBA 2014 regular season averaged 235,000 television viewers per game. The WNBA Draft was the 
most viewed at 413,000 viewers. In addition, the WNBA YouTube Channel surpassed 11.2 million all-time 
videos viewed, growing 40% since the end of last season. 
 
9.3 Customer Research 

 
In order to better understand customers of the WNBL and the WNBL Clubs, the review undertook market 
research through an online survey. The survey was designed to provide clear data as to the demographic 
of respondents, involvement and interest in basketball, reasons for attending games, and feedback around 
match entertainment, venues and other factors that would increase attendance. Questions also captured 
data regarding use of social media, basketball viewing and participation habits as well as overall 
awareness of the WNBL.  
 
The overall aim of the survey was threefold: 
 

(a) to gain a better understanding of customers; 
(b) to help focus future marketing efforts; and 
(c) to improve customer service and communication 

 
The survey was developed using Survey Monkey and promoted primarily via social media. The survey link 
was displayed on the BA and WNBL Facebook pages, with followers of 12,356 and 2,164 respectively. 

                                                   
34 Could not obtain 2011/2012 data. 
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The survey was also tweeted via the Basketball Australia, WNBL, Jayco Opals and Airbnb Boomers twitter 
account and a direct email sent to all BA stakeholders, including State Associations and WNBL Clubs. 
 
The survey was re-posted and re-tweeted over a period of three weeks at different times of day in order to 
capture as many respondents as possible. In addition, links to the survey were included in the weekly wrap 
to BA stakeholders and the monthly Chair Communiqué. The first three days of the survey being released 
accounted for over half the responses, with final respondents reaching 1437. 
 
This Section summarises the key implications for the WNBL against the overall survey aims. 
 
The WNBL customer encompasses a broad demographic. The graphs below show the overall 
demographics of the respondents, with an even spread of males and females. In terms of ages, 50% were 
aged between 26 and 45, but all age categories were represented. 68% of respondents were either 
married or in a relationship, and 57% had at least one child, with an average number of children across all 
respondents being 1.29. 
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Pleasingly, respondents came from all states and territories of Australia, although over 40% were based in 
Victoria. This is not surprising given the high participation numbers in that state. Victoria accounts for 
about 50% of basketball’s total registered players. 
 

 
 
82% of respondents are current or former players, where participation includes playing for a club, school, 
university or social environment. 
 

 
 
Most respondents who attended at least one WNBL game over the last 12 months were also current or 
former players themselves (83%). The implications of this for WNBL marketing campaigns is they should 
primarily be targeted at basketball players (as opposed to sports fans or leisure market). 
 
However, more respondents attended state league or local association games (86%) than WNBL games 
(67%). Even out of those who rated their interest in WNBL as low (1 to 3), 68% of these attended state 
league or local association games. This strength in community basketball suggests that engaging and 
communicating with these consumers could assist in driving WNBL attendances. 
 
30% of those completing the survey did not attend a single WNBL match during the 2013/14 season. As 
seen in the table below, better advertising and awareness of matches was identified as the main factor that 
would encourage increased attendance. Playing matches at different venues also ranked highly, though it 
is not clear if this is due to the respondent not living close to a WNBL team, or relates to the quality of the 
venue itself. 
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Customer service could improve by more regular communication focussed on social media. A 
respondent’s preferred method of receiving information about the WNBL was, in order of preference, 
Facebook, WNBL website and e-newsletter. The full results are summarised in the chart below: 
 

 
  
In terms of the regularity of that communication, the overwhelming response, at almost 70%, was weekly. 
Responses for daily outweighed responses for monthly reinforcing weekly as the best option for WNBL. 
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In addition, ASC and Repucom conducted a review of the Australian Sporting Landscape for the financial 
year 2013/2014 from the perspective of the consumer. The key findings for basketball were: 
 

• 19% of the Australian population are interested in basketball (places basketball just outside 
the top 10 sports)  
o This was further segmented between 22% for males and 16% for females  
o Cricket was the highest sport for males at 55% and tennis for females at 40% 

• the age group most interested in basketball is 18 – 24 year olds (25%) closely followed by 25 
to 34 year olds (24%) 

• 7% of males and 6% of females attended basketball (places basketball at 7th) 
• the age group most active in participation is 18 – 24 year olds (12%) followed by 25 – 34 year 

olds (8%) 

The dashboard of 18+ basketball fans is summarised by Repucom as follows: 
 

 
 
Although further market segmentation work needs to be undertaken, it seems clear that WNBL marketing 
should start by targeting juniors and a primary audience of 18 – 24 year olds who play basketball. This is 
discussed further under Section 11 (League Marketing). 
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10. BASKETBALL PARTICIPANTS  

One of basketball’s key strengths is the sheer size of its community basketball participation base. BA 
reports that basketball is the second highest team participation sport in Australia, played by more than one 
million people35. 625,000 participants are aged 15 years and over. From this, there are almost 243,000 
registered players. In 2011/2012, there were 426 associations, 20,000 clubs and 60,000 teams creating 
360,000 contacts on The Basketball Network. 
 
The 2013 national registered participation numbers as provided by BA are summarised in the table below: 
 

 
 
Almost half of all registered players are based in Victoria, followed by New South Wales, South Australia 
and then Western Australia. Queensland has the lowest state registrations, although its numbers are 
increasing. 
 
The latest sports participation data from the Australian Bureau of Statistics (October 2012) shows 
basketball has defied the national trend and continued to grow its already strong participation base 
amongst children. The Children’s Participation in Cultural and Leisure Activities survey collected 
information on participation in sport, cultural activities and use of technology for children aged between 5 
and 14. The study found an increase of 8% to 220,200 (or 18,000 participants) from 2009 to 2012. Since 
2006, that increase is 25% (or 44,000 participants). 
 
Basketball participants represent a relatively untapped market for the WNBL and Clubs. However, there 
are two barriers.  
 
First, in the absence of a national registration database, it is not possible to identify, understand or 
communicate with the basketball participant. Indeed, BA cannot provide a breakdown of participants into 
male or female36, senior or junior, or association or regions around Australia. In some cases, this cannot 
be done at the State Association level either as registration sits with the local association. Currently, 
different State Associations are on different systems and collect player data in different ways. BA has 
commenced a national registration database project and this needs to be prioritised and accelerated. 
 
The second barrier is the current lack of engagement between State Associations and WNBL Clubs. Both 
WNBL Clubs and State Associations were asked to rate the level of engagement between each other on a 
scale of 1 to 10. The results are summarised in the table below: 
 

                                                   
35 BA Annual Report 2012/2013. 
36 For example, female registration numbers have been provided at 100,000, at 48% and at 33% of total 
registrations in various documents. 
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The results highlight that, not surprisingly, those WNBL teams managed by State Associations show 
significantly higher engagement with community or grassroots basketball. The results from other teams are 
alarmingly negative. In fact, almost half of WNBL Clubs rate their relationship with the State Association as 
a two from 10. This needs to be rectified as a matter of urgency. 
 
A sport is only as strong as its local delivery or distribution network. BA needs to work closely with State 
Associations to improve capability to deliver against national direction, programs and policies and to 
prioritise the WNBL as a pathway, high performance and promotional tool. BA, State Associations and 
WNBL Clubs need to work together to create better links between community clubs and WNBL teams for 
the benefit of both community and elite basketball. There are many mutual benefits from improved 
alignment, including access to State Association databases, championships, leagues and competitions, 
branding and media profile of WNBL, school programs, registration and gala days at community clubs. 
 
Collectively, basketball needs to promote and raise the awareness of women’s basketball to ensure 
participation and high performance objectives are met and that outcomes from the growth in the women’s 
game are maximised. Part of this is the encouragement of dedicated women’s basketball fans. This 
objective can be achieved partly by better integration between WNBL Clubs and community clubs. 
 
 RECOMMENDATIONS 

 
36. BA needs to prioritise and accelerate the national registration database 

project so that collectively basketball can better understand the gender, age 
and location of players. 

 
 

37. An MOU needs to be signed by each WNBL Club with both the State 
Association and Local Association to clearly delineate roles and 
responsibilities and to identify areas of joint co-operation and alignment 
around playing, coaching and promotional opportunities. 
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11. LEAGUE MARKETING 

One of the primary purposes of the WNBL is to be the ‘shop front’ to showcase women’s basketball and to 
maximise outcomes in terms of participation, fan engagement and commercial opportunities. However, 
attendance has stagnated and broadcast viewership numbers have decreased over the last 10 years. 
Whilst this decline has been arrested in the last couple of seasons, considerable work needs to be 
undertaken to improve these numbers. 
 
This Section builds on the implications from the customer research and analysis of basketball fans and 
participants to provide recommendations in relation to marketing of the WNBL.  
 
11.1 Marketing Resources 
 
Customer research highlighted that the main factor that would encourage increased attendance was better 
advertising and awareness of games.  
 
WNBL Clubs themselves acknowledge that there is limited awareness of the WNBL and the average 
ranking of a club’s ability to market and promote the Club is only at 5.1. 
 

 
 
Media and marketing needs to be centrally driven. There are two aspects to the marketing campaign. First, 
the campaign needs to drive awareness that the WNBL exists, including regular content and freely 
available information on upcoming games. Second, consumers must be given a reason to attend. 
Awareness on its own is insufficient.  
 
With minimal external funding available to the WNBL, there is negligible marketing and promotional spend 
resulting in both limited awareness of, and attendance at, WNBL matches. Smaller viewership numbers 
then make it harder to attract external funding. This cycle needs to be broken. 
 
It is clear that the level of marketing and promotion of the WNBL and its teams has fallen dramatically over 
the last few years. Funding and resources have gone into basketball development initiatives with the 
resultant effect of an increase in the standard of play. The next phase for the WNBL is to revamp 
promotion and awareness so that this quality competition maximises its exposure and attendance. All 
parties need to work together co-operatively and collaboratively in order to maximise marketing 
opportunities. 
 
[section removed] 
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BA marketing staff are already stretched given they need to work on Aussie Hoops, Australian Junior 
Championships, Boomers and Opals as well as the WNBL. There is a 2013/2014 WNBL Marketing Plan 
and WNBL Media and Communications Plan based around the ‘Step into the Spotlight’ theme from the 
previous season. Although these plans are solid, they do not seem to have been implemented. There is no 
direct responsibility or accountability for the implementation, measurement or success of the marketing 
plans. 
 
In due course, the appointment of a dedicated marketing resource for the WNBL together with a dedicated 
and appropriate marketing budget would facilitate awareness. The WNBL marketing resource would work 
closely with BA marketing, fan engagement and media resources to ensure the WNBL was truly 
embedded in marketing operations and initiatives. This person would have overall responsibility for the 
development of an integrated marketing and media campaign for the WNBL, the generation of regular 
content and the creation of template resources for use by WNBL Clubs. The role could ensure the 
augmentation of NBL Club and State Associations cross-promotional opportunities as well as sponsor 
activation strategies.  
 
RECOMMENDATION 

 
38. In the short term, BA needs to re-allocate resources and funding to drive 

WNBL marketing campaigns focussed on awareness and improving 
attendance.  

 
 

39. When funding permits, the WNBL needs a dedicated marketing resource 
together with an appropriate budget allocation. 

 
 
11.2 Play to Strengths  
 
The Australian Financial Review reported (24 February 2014) that Netball Australia’s annual revenue 
should reach about $20 million. CEO Kate Palmer, was quoted as saying netball has no issue in attracting 
good sponsors. Of its sponsors, she said “These are blue chip companies and we have that appeal 
because of the female element to the sport”.  
 
Basketball has this same female element, but also the further advantages of an extensive international 
basketball network, a professional men’s league and a large community base. With this substantial 
grassroots interest combined with access to high profile World Championships and Olympics, there is no 
reason the WNBL could not be suitably commercialised with the proper focus and resources.  
 
BA, the WNBL and the WNBL Clubs need to maximise the outcomes from its key strengths: 
 

• continuous growth in participation rates 
• the international landscape of basketball and the success of the Opals  
• cross-promotions wherever possible with NBL franchises in WNBL territories. 

Basketball needs to grow the women’s basketball fan base. The simplest way to achieve this is by 
converting participants into fans by connecting them with their heroes. 
 

(a) Grassroots Community 
 
In the last year, 19% of children aged 5 to 12 played basketball.37 BA should develop a Schools Strategy 
to drive this participation and to convert participants into life-long fans. A large component of this will be 
the national junior participation program, Aussie Hoops. 
 
Aussie Hoops has recently been reinvigorated and major growth is anticipated. There is a significant 
opportunity for Aussie Hoops to be delivered and promoted with WNBL branding to create that missing link 

                                                   
37 ASC & Gemba Aussie Hoops Program – Product Positioning & Branding Review August 2013 p15. 
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between the junior basketball participants and the national league. This can occur by either the Aussie 
Hoops Ambassadors being presented in WNBL branding (eg Lauren Jackson in Canberra Capitals uniform 
rather than the Australian uniform) or the Aussie Hoops Ambassadors are retained as Australian team 
players, but the deliverers of program wear WNBL branded kit. 
 
Consumer research highlighted that 83% of attendees at WNBL matches played basketball. This 
connection should drive BA’s marketing and awareness campaigns. To access the basketball community, 
WNBL Clubs should work collaboratively with the relevant State Association and Local Association(s). 
WNBL Club alignment with State Association activities and community initiatives needs be improved, 
including: 
 

• WNBL players conduct school and community club visits, including coaching clinics and trophy 
tours 

• access to State Association databases to promote WNBL messaging 
• WNBL players to be present at community club registration and sign on days  
• delivery of Aussie Hoops in WNBL branding, including opportunities for half time activations 

during WNBL matches 

(b) International Exposure 
 

FIBA has 213 member countries and basketball is played all around the world throughout America, Europe 
and Asia. The Opals are ranked second in the world behind the United States. For this upcoming season, 
75% of the Opals will be playing in the WNBL.  
 
The WNBL should maximise the exposure generated each year through major international events. For 
example, the FIBA World Championships 2014 Turkey, Rio Olympics 2016, Commonwealth Games 2018 
Gold Coast and FIBA World Championships 2019. 
 
For example, Australian basketball contributed to many of the highlights during the recent London 2012 
Olympics: Lauren Jackson as the Australian Team flag bearer at the opening ceremony, Liz Cambage as 
the first woman to slam dunk at an Olympic Games, and Patty Mills taking the record as the highest 
scoring male player in the tournament.  
 
The Opals players have significant profiles in their own right and BA, the WNBL and the Clubs should 
optimise this. This is discussed further under Section 11.3 (Players as Ambassadors). 
 

(c) NBL 
 

Basketball also has a national men’s competition, the NBL, which is a mass entertainment product played 
over the summer months. Currently, there is no interaction between the NBL and the WNBL and minimal 
engagement between the NBL and WNBL Clubs. 

 
The chart below highlights both the WNBL Clubs’ relationship with the closest NBL team and the WNBL 
Clubs’ rating of the importance of an association (both on a scale of 1 to 10, with 10 being the highest): 
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This chart shows that with the exception of Adelaide Lighting (who play double headers with Adelaide 
36ers) and Townsville Fire, most WNBL Clubs do not relate an association with NBL clubs as important.  
 
In some circumstances, there may be missed opportunities in terms of shared services (finance, 
administration, operations and legal), marketing support or cross-promotional opportunities. There are 
many cross-promotional opportunities between NBL and WNBL Clubs, including: 

 
• joint posters, player cards and marketing and merchandise items 
• male and female player imagery in membership, hospitality and other marketing collateral 
• joint kit and season launches and functions 
• promotion of WNBL teams and content on NBL websites and social media platforms 
• access to NBL tickets and advertising space within match day programs. 

 
RECOMMENDATIONS 
 

40. BA should develop a Schools Strategy to optimise junior participation and to 
convert participants into life-long fans, including through the WNBL branded 
delivery of Aussie Hoops. 

 
 

41. WNBL Club alignment with State Association activities and community 
initiatives should be maximised, particularly through school visits, 
coaching clinics, club registration days, trophy tours and WNBL 
promotions. 

 
 

42. WNBL Clubs should enter into a MOU with the closest NBL Club to maximise 
opportunities with shared administrative services and resources, marketing 
and media support and cross-promotional opportunities across all 
platforms, including website, social media and marketing collateral. 

 
11.3 Players as Ambassadors 
 
The marketing campaign needs to be developed by experts, but consideration should be given to the 
creation of heroes and ambassadors (both male and female). This can be driven primarily by Clubs. The 
WNBL has the advantage that many Opals play in the league and some already have a high profile, such 
as Lauren Jackson and Liz Cambage. Lauren Jackson is an eight-time WNBA All-Star player and recipient 
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of the WNBA most Valuable Player award three times. Jackson has over 102,000 twitter followers and Liz 
Cambage over 25,000, which is significant compared to the whole WNBL of less than 4,800. These heroes 
provide a direct connection to young female basketball players.  
 
Fans are also interested in the ‘colour’ and human-interest stories. For example, Abby Bishop’s (Canberra 
Capitals) decision to take custody of her niece, Sarah Blicavs (Bendigo Spirit) has a brother who plays 
AFL for Geelong and both parents were Olympians or the Froling twins who played for Townsville Fire. 
These types of stories need to be integrated within marketing and media campaigns to provide interesting 
and regular content to consumers. 
 
In order to create heroes, the national team needs to play in Australia. Australians need the opportunity of 
watching the Opals play at home regularly to drive awareness of, and appreciation for, the players and 
their quality and skill. There were no home matches in 2014 and none are currently planned for 2015. 
 
RECOMMENDATIONS 
 

43. A key component of the marketing campaign needs to be hero creation and 
the promotion of key male and female players as ambassadors.  

 
 

44. BA needs to schedule Opals matches in Australia to drive awareness of, and 
appreciation for, the players and their quality and skill. 

 
 
11.4 Broadcast and Partner Activation 
 
ABC, as broadcast partner, televises one match of each round live on free-to-air. This television exposure 
is rated as very important by WNBL Clubs to drive awareness of women’s basketball. 
 
The WNBL clubs rate the importance of the ABC television broadcast to drive awareness of 
women’s basketball as very high at 8.7. 
 
The broadcasting of the WNBL is essential as it provides exposure of the league, Clubs and brands to a 
free-to-air audience. However, there is limited additional activation by ABC and no TVC has been 
produced and aired for the league. BA’s marketing and media staff need to work more closely with ABC to 
produce audio-visual content and to jointly enhance the promotion of the WNBL. 
 
The ABC is coming under increasing pressure with budget reductions leading to job cuts (including in-
house television production) and continued speculation on further cuts, loss of programming and closure of 
offices.38 This uncertainty places greater pressure on the broadcasting of WNBL, especially with relatively 
small television audiences. BA needs to be proactive in contingency planning to find a suitable alternative. 
The small audience means it is unlikely that another free-to-air or subscription television broadcaster 
would purchase the product. Accordingly, the most viable option would be online streaming and this is 
discussed below under Section 11.5 (The Digital Opportunity).  
 
Sponsor activation is particularly important when there are limited financial resources from the sport itself 
to devote to marketing. All partners need to actively leverage and promote their association with the 
league and with Clubs. The calibre of a company like Wattle Valley as naming rights partner gives 
significant credibility to the WNBL. Hopefully, Wattle Valley will actively leverage its association, including 
through consumer competitions and point of sale displays. 
 
For example, ANZ, the naming rights partner of the Trans-Tasman netball league, does a substantial 
amount of leveraging for the ANZ Championships. ANZ has a dedicated website, www.netballnation.com, 
which highlights ANZ’s support from grassroots (an introductory netball program, ANZ NetSetGo, and 
netball grants) to the elite with its ANZ Championships sponsorship. 

                                                   
38 The Federal Government May Budget provided for a 1% cut to the ABC Budget. There is recent 
speculation that this could increase to $200 million over a four year period. See further, Malcolm Turnball 
says ABC cuts no big deal The Australian, 27 September 2014. 



   78 

 

Although Westfield’s leveraging of the Westfield W-League has declined over recent seasons, the early 
marketing campaigns promoted the league with Westfield shopping centres. By way of example, the 
photographs below show the large posters and table top posters exhibited by Westfield in its stores, which 
generated great exposure for the league, clubs and players. 
 

 
 
RECOMMENDATIONS 

 
45. ABC, Wattle Valley and sponsors need to be encouraged to actively leverage 

and promote their association with the WNBL and Clubs, including point of 
sale campaigns and consumer promotions. 

 
 
11.5 The Digital Opportunity 
 
Consumer research revealed that WNBL fans want to receive weekly information about the WNBL from 
Facebook, WNBL website and e-newsletters. BA can leverage this opportunity and engage this audience 
through the regular distribution of compelling content.  
 
BA needs to develop a specific WNBL Digital Strategy that will deliver against two main objectives: 
 

• Drive engagement with basketball participants  
• Raise awareness for WNBL 

An effective content strategy will drive engagement with participants and fans on a regular basis. Over 
time it will also be a useful marketing tool in better and further understanding of this demographic. These 
insights can be used to inform commercial strategies. 
 
As noted above, BA is in the process of developing a National Registration Database and this needs to be 
prioritised in the short term. BA needs to be able to collect meaningful data from participants in order to 
analyse and draw insights from that data to drive commercial strategies.  
 
Secondly, BA needs to greatly extend the reach, profile and presence of the WNBL. Currently, the WNBL 
social media presence has around 6,700 Facebook likes and 5,700 Twitter followers, which is significantly 
behind the ANZ Championships at 72,000 and 13,000 respectively. 
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Repucom research shows the age group most interested in basketball is 18 – 24 year olds and 
basketball’s strength is in its junior base. BA needs to engage with this younger demographic in the digital 
space. 
 
Social content in particular will play a critical role in achieving these two objectives. Social media today is 
highly competitive as most brands are fighting for consumer attention on a daily basis. YouTube is one of 
the easiest places to lose a video if a solid strategy is not in place.39 A strategic framework is needed to 
maximise distribution (across owned and earned platforms). The strategy will also drive and filter 
execution, keeping conversations focused on achieving WNBL objectives.  
 

 
Whilst the content of the Digital Strategy is outside the scope of this Report, BA should look to other 
examples in the basketball landscape. For example, FIBA Live Basketball TV streams matches and 
promotes Best Shot, Best Action, Top 5 plays and match highlights each round, NBL conducts TV 
(operated by Perform) on a subscription basis and SEABL TV live streams all matches with commentary.  
 
The best case study is the WNBA. The 2014 WNBA Season recorded strong social media growth with new 
Twitter followers almost doubling and new Facebook likes up five-fold compared to last season. Overall, 
the WNBA has nearly 7 million fans and followers combined across all league, team and players pages. 
Fans consumed WNBA content across multiple digital platforms (WNBA.com, WNBA Mobile, WNBA 
Center Court, team sites), with the league receiving over 37 million pages viewed during the regular 
season. The WNBA YouTube Channel surpassed 11.2 million viewed videos. 
 

RECOMMENDATION 

 
46. BA should develop a hard working digital strategy to engage and grow the 

digital audience around WNBL. Higher engagement in the digital space 
through a content driven approach will provide more insight and knowledge 
about this audience, which can then be used to inform commercial 
strategies. 

 

                                                   
39 BA has an official YouTube channel, but with only 1,133 subscribers. 
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11.6 Improved Capability 
 

The WNBL needs regular and exciting content to engage with media and fans. However, no WNBL club 
has a dedicated marketing resource. There is a huge disparity in resourcing and expertise across the 
existing eight WNBL Clubs. BA needs to provide assistance to improve the capability of Clubs in this 
important area, including easy access to imagery and templates. This will become easier once BA itself 
has dedicated WNBL marketing and media resources. 
 
There should be readily available and free of charge access to video, imagery and other content to assist 
WNBL Clubs in promotional activities and sponsorship presentations.  
 
The establishment of a WNBL Content Vault could incorporate: 
 

• ABC television footage 
• Head shot of each player and coaching staff 
• Twitter handles of players  
• Match and training photographs  
• Personal interest stories and photographs 
• Interesting facts about players 
• Key statistics	  
• Testimonials by BA Chairman, BA CEO, Opals Head Coach and key players	  

 
RECOMMENDATION 

 
47. BA to assist WNBL Clubs to improve marketing capability, including through 

free of charge access to video, imagery, statistics and interesting content 
and marketing templates. 
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12. COST STRUCTURES 

The single biggest impediment to the sustainability and growth of the WNBL is the limited financial 
resources of the league and the participating Clubs. This is partly due to the sheer geographical size of 
Australia and the funding costs required to operate a national league. The vast proportion of competition 
funding is spent on airfares and accommodation. For women’s basketball, this funding is substantially 
sourced by the sport itself due to more limited commercial opportunities, especially in terms of revenue 
received from broadcast, sponsorship and gate attendance. 
 
The analysis of the WNBL and Club finances is based on information provided by BA and by Clubs. The 
level and detail of information provided varied making this process difficult, especially when different club 
documents showed different figures. No independent verification was conducted. 
 
12.1 BA and WNBL Budgets 
 
The WNBL needs to become a priority for BA and BA and WNBL budgets should reflect this. There are 
three aspects to this in the short term: 
 

(a) BA needs to make a direct financial contribution to the WNBL. This could come from a 
reallocation of high performance funding or business cost savings; 

(b) Within existing WNBL and Club budgets, there needs to be a reallocation of funding to 
focus on marketing and growth initiatives; and 

(c) BA needs to provide greater financial transparency to Clubs to improve trust and create 
accountability. 

 
[section removed] 
 
BA needs to reprioritise the WNBL within its overall operations and allocate some of its own finances and 
AWE high performance funding to the league. This reallocation is a matter for BA, but high performance 
funding seems the obvious place to start given the quantum of government support and the importance of 
the WNBL to the high performance pathway.  
 
For example, the national teams could tour less frequently to allow funds to be allocated to the WNBL, 
which is acknowledged to be crucial in the identification and development of national team players. During 
2013, in the lead up to the FIBA U19 World Championships at the end of July 2013, the U19 Gems team 
toured China in May, France in June and the Canary Islands in July. Similarly, BA provides high 
performance funding down to the State Associations. A cost benefit analysis should be undertaken to 
ascertain the return on this investment and to consider whether to redirect part or all of this to WNBL clubs. 
In addition, BA could undertake a comprehensive review of its own operations to find cost savings to 
reallocate to WNBL operations and resourcing. This is outside the scope of this review, but BA could, for 
example, review having offices located in both Sydney and Melbourne as well as the Centre of Excellence 
in Canberra.  
 
The WNBL budget needs to be reviewed against revised priorities of long-term sustainability and growth. 
The previous Sections have focussed on the need to improve reach and profile such as crowds, television 
audience and social media numbers to make the league commercially more attractive. In the short term, 
BA needs to reallocate existing budgets towards marketing and promotion.   
 
[section removed] 
 
RECOMMENDATIONS 

 
48. BA needs to allocate direct funding to the WNBL from its own finances, 

including from AWE high performance funding or business cost savings. 
 

49. The WNBL needs to reprioritise budgets to increase the allocation to 
marketing and other commercial growth initiatives. 
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12.2 Team Budgets 
 

The WNBL Clubs are in a financially precarious position with two thirds of Clubs losing money last season. 
For the upcoming 2014/2015 Season, half of the Clubs have budgeted to make a loss and the other Clubs 
are essentially breaking even. This is not sustainable. It means Clubs are not resourced to meet 
professional standards and cannot conduct appropriate marketing or media campaigns or drive revenue 
generation. 
 
The largest expense item of each Club is player payments. On average for last season, player payments 
reflected 61% of a team’s total revenue and they are projected at 64% for the upcoming season. In a 
couple of Clubs, these payments were at a staggering 100% and 90% of revenue leading to significant 
losses for those Clubs.  
 
This has been the case for several years now. The Club Benchmarking Survey Results (July 2013) 
showed a substantial increase in player salaries from the 2011 Survey Results.  
 
[section removed] 
 
The ever increasing player payments should be addressed through the introduction of a salary cap that 
defines maximum player payments per Club. This was addressed in Section 8.3 (Talent Distribution). 
Although the primary reason is sustainability of clubs, the secondary purpose is to achieve a more evenly 
balanced competition.  
 
[section removed] 
 
The second, but equally significant issue, is the substantial disparity between budgets of the team.  Not 
surprisingly, the weaker performing clubs on the court have the smallest budgets.  
 
[section removed] 
 
The next Section 13 (Revenue Streams) recommends the centralisation of revenues by BA to maximise 
commercial outcomes.  
 
[section removed] 
 
 
RECOMMENDATION 
 

50. BA needs to phase out the Club annual levy over time with Clubs 
encouraged to allocate these savings to dedicated management resources 
and marketing plans. 
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13. REVENUE STREAMS 

BA needs to lead a centralised approach to the maximisation of revenues for the WNBL in order to 
centrally administer and fund the league. This Section reviews the existing revenue streams of 
sponsorship, merchandise and match day and identifies new assets and revenue generating products. 
 
As a matter of principle, BA should, wherever possible, undertake revenue sharing and equalisation. This 
is to reflect the significant differences in population from Melbourne and Sydney with over 4 million to 
Bendigo, Dandenong and Townsville with less than 200,000 each.40 
 
The three Clubs with full time dedicated General Managers have the largest club revenue. Comment has 
previously been made in relation to the need to improve capability at Club level. This is also true for 
sponsor acquisition and match day marketing. Once league wide strategies are developed, BA needs to 
tailor for Clubs and produce templates and collateral for ready use by Clubs who require assistance. 
 
The first step is the appreciation of the value of women’s basketball. A women’s basketball Commercial 
Strategy needs to be created using the WNBL as the platform to promote the women’s game and to link 
with the significant grassroots support, national team success and international high profile. Many Opals 
play in the WNBL enabling heroes to be created to provide that link between the community and the 
WNBL. 
 
13.1 Sponsorship 
 
The league receives no broadcast revenue. This means sponsorship is the largest revenue source for the 
WNBL and for the WNBL Clubs.  
 
The brand of the WNBL and each of its Clubs has a commercial value based largely on the exposure they 
generate. Consequently, this Report has focused considerably on the need to increase this exposure in 
order to increase the value.  
 
[section removed] 
 
Given the extensive costs of conducting a national league in Australia, BA needs to work hard to improve 
the value of league sponsorships. The recommendations made in relation to the engagement of full time 
resources, focus on marketing, development of digital strategy and reallocation of budgets will all greatly 
assist in this regard. 
 
Based on the 2014 Club Internal Benchmarking, it is apparent that Clubs need to rationalise sponsorship 
and improve values.  
 
[section removed] 
 
 
Concurrently with the centralised WNBL Marketing and Media Plans and Digital Strategy, BA needs to 
develop a WNBL Sponsorship Strategy. This Strategy needs to clearly identify the available assets (what), 
the relevant target markets (who) and the rollout of rights and benefits (how). There needs to be tiered 
sponsorship levels with commensurate rights and benefits. By way of example: 
 

(a) Platinum level – Wattle Valley as naming rights sponsor 
(b) Gold level – three to four league wide sponsors (such as motor vehicles, airlines (Virgin), 

telecommunications and financial institutions) 
(c) Silver level – three to four league wide suppliers (such as playing kit (Peak), compression 

(Alanic), basketballs (Spalding), and beverages) 
 
These sponsors need to be granted exclusivity and protected to maximise the value of the sponsorships. 
Where possible, the gold partners must be for cash or in a budget relieving nature for the league. Once 
these improved revenues start to offset the operational costs of the league, there will be improved buy-in 
from Clubs to support the league sponsors. 
                                                   
40 It is acknowledged some Clubs in regional areas are currently performing better than those in metro areas. 
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Individual saleable league assets need to be identified and shared between Clubs and the WNBL, with 
priority to the league in the short term. It is recommended that the assets are shared as follows: 
 

(i) on court signage, including post and backboard (exclusive to WNBL at Platinum or Gold 
level and subject to FIBA regulations); 

(ii) officials (exclusive to WNBL at Gold level); 
(iii) mascot (exclusive to WNBL at Gold level); 
(iv) player benches and technical areas (non-exclusive in conjunction with a Club’s Major 

Sponsor); 
(v) front of shirt (exclusive to Club); 
(vi) front of one leg of the Team shorts (exclusive to WNBL at Gold level); and 
(vii) signage, media backdrops and other aspects of team uniform (non-exclusive in 

conjunction with a Club’s Major Sponsors). 
 
13.2 Merchandise and Licensing  

 
Merchandise sales is an area of growth for the WNBL and for the Clubs. There are over 1 million 
basketball players in Australia with the NBL and WNBL as the pinnacle competitions with the profile to 
drive sales. 
 
Based on the 2014 Club Internal Benchmarking41, merchandise sales was not really a source of revenue 
for Clubs.  
 
[section removed] 
 
In order to generate decent revenues, merchandise and licensing needs to be centralised with the WNBL. 
Given the limited resources of BA, it is recommended that BA appoint a licensing representative to conduct 
a turnkey licensing and merchandise program for the WNBL. That licensing representative would be 
responsible for the: 
 

(a) Identification of licensed product, including types and quality desired by fans  
(b) Identification and quality control of licensees 
(c) Contract management and relationship with licensees 
(d) Sales and distribution, including online, retail and at venues 
(e) Reporting and royalty collection 

 
The revenue from this merchandise program should be equalised and shared as follows: 
 

• 25% to BA to reflect the administration and management of the program 
• 50% to the WNBL Club whose logo appears on the sold product 
• 25% to a central pool to be divided equally between the eight Clubs 

13.3 Match Day Revenue  
 

One of the key revenue streams for WNBL Clubs is match day, including ticketing, membership, hospitality 
and catering revenue. Match day revenue sources are an area for growth and will, in part, be dependant 
on the successful implementation of the marketing and media strategies. At almost all venues, the capacity 
is higher than ticket sales,42 which allows for immediate growth. 

 
Based on the 2014 Club Internal Benchmarking,43 all Clubs need to improve gate receipts.  
 
[section removed] 
 

                                                   
41 Bendigo Spirit did not provide any benchmarking data and Adelaide and Canberra did not provide actuals 
and so the budgeted amount was used. 
42 As discussed under Section 9.1 (Crowd Attendance) 
43 Bendigo Spirit did not provide any benchmarking data and Adelaide and Canberra did not provide actuals 
and so the budgeted amount was used.  
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Consumer research highlighted that 86% of respondents thought that WNBL ‘value for money’ was 
either excellent or good. 
 
Ticket prices are not a barrier to attendance. In these circumstances, Clubs could review ticketing prices 
with a view to increasing the price to fund an increase to the quality of match day presentation and fan 
engagement. 
 
13.4 New Product 
 
BA needs to create, own, manage and exploit the revamped Finals Series, including sale of sponsorship, 
merchandise, ticketing and hospitality. Any net surplus generated from the Final Series could be shared as 
follows: 
 

• 20% retained by BA 
• 40% paid to the winner 
• 20% paid to the runner up 
• 20% shared amongst the non-participating Clubs 

 
As discussed previously, BA should also look to create additional product capable of sponsorship such as 
WNBL Finals Series, WNBL All Stars team, WNBA matches, engagement with winners from FIBA Oceania 
and FIBA Asia. Any surplus generated would be subject to revenue equalisation arrangements. 
 
RECOMMENDATIONS 

 
51. BA needs a Commercial Strategy to fully exploit the potential of women’s 

basketball to levels commensurate with basketball’s competitors using the 
WNBL as the promotional platform and to link with the significant grassroots 
support, national team profile and success and global support for the game. 

 
 

52. BA should implement revenue sharing and equalisation to reflect the 
significant differences in populations of Club locations, including revenue 
from finals series, licensing program and new product. 

 
 

53. BA needs to develop a WNBL Sponsorship Strategy for the league and 
Clubs, which identifies the saleable assets, target markets and clearly 
defines sponsorship tiers with commensurate levels of rights and benefits. 
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14. FULL LIST OF RECOMMENDATIONS 

The following is a full list of the 53 recommendations made in this Report. The priority of implementation of 
the recommendations is covered under Section 16 (Implementation Roadmap). 
 
Section 3: BA Strategic Framework 

 
1. BA must adopt a leadership approach to advance the growth of the WNBL, including in all 

strategy, operations, resourcing and budgeting. 
 

2. BA Strategic Plan 2014 – 2018 needs to specifically identify the WNBL, its purpose and how it 
can be used as a platform to drive the attainment of participation, high performance and 
promotional objectives. 

 
Section 4: Competition Structure 

 
3. The 2015/2016 WNBL Season should remain an eight team competition, with BA needing to 

find a replacement for Adelaide Lightning. Growth must be planned to an optimal 10 team 
competition. 
 

4. BA needs to promptly undertake contingency planning to proactively determine the best 
possible location of new or replacement teams with priority given to Brisbane and additional 
teams in Melbourne and then Sydney. 

 
Section 5: Competition Scheduling  

 
5. The length of the WNBL regular season should be shortened to teams playing each other on a 

home and away basis to save costs, drive excitement and improve crowd and television 
numbers. 

 
6. The WNBL Finals Series should be expanded so that the Grand Final is played over three 

games and semi finals are played on a home and away basis (with aggregate scores). 
 
7. BA should create new profile raising and revenue generating product such as WNBL All Stars 

team, WNBA touring teams or a ‘Champions League’ with various club winners from FIBA 
Oceania and FIBA Asia. 

 
8. BA needs individualised plans for national team players to identify sufficient competitive 

playing opportunities (including playing in international leagues) and to ensure that workloads 
are managed and balanced. 

 
9. The WNBL moves to winter with suggested timings of April to June with Finals Series in July 

to drive attendance, align with community basketball and to not compete with European and 
Asian leagues. 

 
10. BA needs to develop a consistent annual playing calendar for the elite players, which 

prioritises WNBL and incorporates national team games and camps and international and key 
domestic leagues. 

 
11. WNBL rounds need to consist of each team playing only once to reduce confusion to fans, 

enable the promotion of team standings and minimise equity and player welfare issues 
created by some teams playing back to back matches with travel. 

 
12. Match scheduling needs to be driven by factors maximising crowd numbers, including double 

headers with NBL and games played on Friday and Saturday evenings and Sunday 
afternoons. 
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Section 6: Competition	  Operations	  and	  Resourcing 
 
13. To centrally manage and commercially exploit the WNBL in an effective manner, the Player 

Agreement should become tri-partite and incorporate BA as the league owner and 
administrator. 
 

14. The Licence Agreement must be comprehensively reviewed to ensure all rights and 
obligations are consistent with strategic direction, commensurate with the status of the league 
and comply with recommendations in the Report. 

 
15. BA must comprehensively review the WNBL Rules and WNBL Operations Manual to avoid 

duplication and inconsistencies and for the documentation to focus on its purpose. 
 
16. Once the WNBL Rules and Regulations are simplified, integrated and finalised, BA must 

regularly monitor and enforce compliance to raise professionalism and drive continual 
improvement.  

 
17. The WNBL Commission be disbanded and the operation of the WNBL be fully embedded 

within BA operations with senior management and Board responsibility and accountability. The 
WNBL is to have a representative on the BA Competitions Committee. 

 
18. Each WNBL Club is admitted as an Associate Member of BA Limited. 
 
19. To reflect the contribution of the private and independent ownership of many of the WNBL 

Clubs, the WNBL as a league becomes a “Constituent Association Member” of BA with voting 
rights. 

 
20. BA appoints a General Manager, WNBL as a matter of priority to drive the long-term 

sustainability and growth agenda, fully integrate the WNBL within BA’s operations and 
collaborate with key stakeholders. 

 
21. Each WNBL Club must, as soon as practicable, appoint at least one full time dedicated 

management resource to complement the league’s growth agenda and focus on generating 
additional revenue and exposure. 

 
22. BA conducts bi-annual Owner’s Forum and regular operational meetings with WNBL Clubs to 

improve communication and consultation on both strategic and operational levels. 
 
23. To increase transparency and to improve trust, BA and WNBL Clubs share detailed financial 

accounts against template chart of accounts and financial statements. 
 
24. BA and WNBL Clubs to undertake a detailed annual review to assess the performance of each 

Club on and off the court against team performance, financial viability, marketing support and 
compliance with minimum standards and regulations. 

 
25. BA to introduce regulations concerning match day operations to improve professionalism and 

to provide a consistent ‘look and feel’ for the WNBL, especially around half time entertainment. 
 
26. BA needs to develop, implement, monitor and enforce Venue Minimum Standards, including 

spectator facilities. 
 
Section 7: Club Structures 

 
27. No restrictions are to be placed on club ownership structures, but BA must enforce strong and 

clear competition regulations to ensure all Clubs are operating under a united model for the 
benefit of the league as a whole, including club budgets, player contracting regulations, 
marketing support and minimum standards and resources. 
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Section 8: Players 
 

28. Player contracting rules should be amended to require Clubs to obtain BA’s prior written 
consent before signing the maximum of two foreign players who must meet pre-defined 
criteria. New Zealand players are to be included as foreign players. 

 
29. In order to provide a competition pathway for the Gems (Under 19s), it is recommended that 

WNBL Rules dictate that each club must include two under 19 players in the playing list of 12 
players. 

 
30. Player contracting rules should introduce a minimum age for players of 17 years of age. Any 

club wanting to sign a player younger than this must obtain the prior written approval of the 
Opals Head Coach and/or the General Manager High Performance.  

 
31. BA needs to formalise an elite player pathway for competitions and representative teams from 

National Junior Championships, through State Association competitions and SEABL to the 
WNBL as the pinnacle of the high performance pathway in Australia. 

 
32. Player contracting rules should state that WNBL Clubs must ensure that the playing and 

training obligations it imposes on a player, allow her to properly undertake educational or 
employment commitments. 

 
33. Maximum player payments per team are capped at 40% of team revenues and up to a total of 

$200,000 (with one Marquee Player outside the cap) primarily to improve financial 
sustainability of clubs but also to more evenly balance talent across teams. 

 
34. BA to set minimum coaching qualifications for all WNBL head coaches and assistant coaches. 
 
35. BA to develop a formalised elite coach pathway, consistent with the elite player pathway, 

which addresses succession planning. 
 

Section 10: Basketball Participants  
 

36. BA needs to prioritise and accelerate the national registration database project so that 
collectively basketball can better understand the gender, age and location of players. 

 
37. An MOU needs to be signed by each WNBL Club with both the State Association and Local 

Association to clearly delineate roles and responsibilities and to identify areas of joint co-
operation and alignment around playing, coaching and promotional opportunities. 
 

Section 11: League Marketing 
 

38. In the short term, BA needs to re-allocate resources and funding to drive WNBL marketing 
campaigns focussed on awareness and improving attendance.  

 
39. When funding permits, the WNBL needs a dedicated marketing resource together with an 

appropriate budget allocation. 
 
40. BA should develop a Schools Strategy to optimise junior participation and to convert 

participants into life-long fans, including through the WNBL branded delivery of Aussie Hoops. 
 
41. WNBL Club alignment with State Association activities and community initiatives should be 

maximised, particularly through school visits, coaching clinics, club registration days, trophy 
tours and WNBL promotions. 

 
42. WNBL Clubs should enter into a MOU with the closest NBL Club to maximise opportunities 

with shared administrative services and resources, marketing and media support and cross 
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promotional opportunities across all platforms, including website, social media and marketing 
collateral. 

 
43. A key component of the marketing campaign needs to be hero creation and the promotion of 

key male and female players as ambassadors.  
 
44. BA needs to schedule Opals matches in Australia to drive awareness of, and appreciation for, 

the players and their quality and skill. 
 
45. ABC, Wattle Valley and sponsors need to be encouraged to actively leverage and promote 

their association with the WNBL and Clubs, including point of sale campaigns and consumer 
promotions. 

 
46. BA should develop a hard working digital strategy to engage & grow the digital audience 

around WNBL. Higher engagement in the digital space through a content driven approach will 
provide more insight and knowledge about this audience, which can then be used to inform 
commercial strategies. 

 
47. BA to assist WNBL Clubs to improve marketing capability, including through free of charge 

access to video, imagery, statistics and interesting content and marketing templates. 
 

Section 12: Cost Structures 
 
48. BA needs to allocate direct funding to the WNBL from its own finances, including from 

reallocation from AWE high performance funding or business cost savings. 
 
49. The WNBL needs to reprioritise budgets to increase the allocation to marketing and other 

commercial growth initiatives. 
 
50. BA needs to phase out the Club annual levy over time with Clubs encouraged to allocate 

these savings to dedicated management resources and marketing plans. 
 
Section 13: Revenue Streams 
 

51. BA needs a Commercial Strategy to fully exploit the potential of women’s basketball to levels 
commensurate with basketball’s competitors using the WNBL as the promotional platform and 
to link with the significant grassroots support, national team profile and success and global 
support for the game. 

 
52. BA should implement revenue sharing and equalisation to reflect the significant differences in 

populations of Club locations, including revenue from finals series, licensing program and new 
product. 

 
53. BA needs to develop a WNBL Sponsorship Strategy for the league and Clubs, which identifies 

the saleable assets and target markets and clearly defines sponsorship tiers with 
commensurate levels of rights and benefits. 
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15. OPTIMAL COMPETITION MODEL 

The Optimal Competition Model was designed to deliver long-term sustainability and growth of the WNBL 
and the Clubs around the 12 reviewed elements. This Model needs to be implemented over a defined 
period in accordance with the Implementation Roadmap described in Section 16.  
 

 

 
 
 
 

BA Strategic Priorities 

! Revised BA Strategic Plan 2015 – 2019 specifically prioritises the 
WNBL 

! WNBL is fully embedded within BA strategy, operations and 
budgets being accountable to the Board under the direction of a 
dedicated General Manager 

! WNBL is a Constituent Association Member of BA with voting rights 
 

Competition Structure 

! 10 team competition 
! Teams are located in regions capable of driving the growth agenda, 

including one team in Brisbane, two in Sydney and at least two in 
Melbourne 
  

Season Length and Timing 

! Season is played over winter months (April to June with finals in 
July) 

! Regular season is played over two rounds with each team playing 
each other on a home and away basis 

! Finals Series is comprised of home and away semi finals and a 
best of three grand final 
 

Club Structure 

! Each Club is an Associate Member of BA 
! Each Club is financially stable with a broad based support 

structure, including links with respective State Association and 
Local Association to drive community engagement, NBL teams to 
maximise cross-promotional opportunities, and private or university 
investment 

WNBL 
OPTIMAL 
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Players 

! All Clubs comply with Player Contract Regulations, including salary 
cap, restriction on two imports (including New Zealanders), 
mandatory two U19 players and minimum age restrictions of 17  

! At least 75% of the Opals and 100% of the Gems play in the WNBL 
 

Operations and Resourcing 

! WNBL is centrally regulated, funded, promoted and monitored to 
ensure professional standards and continuous improvement 

! WNBL has a full time General Manager and dedicated marketing 
and media resources 

! Each Club has a full time General Manager and a full time Head 
Coach meeting minimum coaching qualifications 

! BA hosts bi-annual Owner’s Forum and regular operational 
meetings with WNBL Clubs 

! BA and WNBL Clubs share detailed financial accounts against 
template chart of accounts and financial statements 

! BA and WNBL Clubs undertake a detailed annual review to assess 
the performance of each Club on and off the court against team 
performance, financial viability, marketing support and compliance 
with minimum standards and regulations 
 

High Performance Pathway 

! Formalised elite player pathway highlights the competitions and 
representative team pathway with the WNBL as the pinnacle of the 
high performance pathway in Australia 

! Formalised elite coach pathway consistent with the elite player 
pathway, which also addresses succession planning, minimum 
qualifications for WNBL coaches and mentor programs 
 

Participation Alignment 

! BA has a national online registration database 
! Each WNBL Club has signed an MOU with both the State 

Association and Local Association to clearly delineate roles and 
responsibilities and to identify areas of joint co-operation and 
alignment around playing, coaching and promotional opportunities 

! BA, WNBL and State Associations are collaboratively implementing 
a Schools Strategy and WNBL branded Aussie Hoops programs 
 

Customer Research 
! WNBL and Clubs continue to engage with basketball fans on a 

weekly basis through Facebook and the WNBL website  
 

Promotion and Awareness 

! WNBL is broadcast on ABC  
! All Clubs are implementing the centralised and integrated 

marketing and media plans, including player focus 
! The Digital Strategy has significantly grown the digital audience 

commensurate with ANZ Championships 
! The Opals play international matches at home each year 
! All major sponsors are actively leveraging their association with the 

WNBL and Clubs 
 

Asset and Revenue Streams 

! Key revenues are centralised and the league has three to four 
major partners as a result of the BA Commercial Strategy and 
WNBL Sponsorship Strategy and a solid licensing program 

! The WNBL All Stars team play against a WNBA touring team in a 
post season exhibition and winners from WNBL (representing FIBA 
Oceania) play against club winners from FIBA Asia in an end of 
season champions league 

! Revenue equalisation has contributed additional revenue to Clubs 
! Clubs have substantially improved match day income 

Cost Structures 
! BA fully funds the operation of the WNBL and clubs are not required 

to pay an annual levy 
! All Clubs have a minimum budget of around $500,000 
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16. IMPLEMENTATION ROADMAP 

In order to successfully transition to the Optimal Competition Model, BA needs to take a leadership role to 
ensure the WNBL is fully embedded within BA strategy, operations and budgets. Whilst BA lead, the 
outcomes will be maximised through an integrated and partnership approach through State and Local 
Associations, the NBL and its clubs, government, venues, and other basketball bodies and stakeholders. 
 
There are three stages to ensure the WNBL can transition from its current structure to the Optimal 
Competition Model. The implementation needs to be managed under a building block process over the 
next five seasons. Whilst the Model needs to be implemented in these stages, each stage remains inter-
related with all other stages. The stages are: 
 

1 point: Free Throw – Stabilise Foundations 
2 point: Field Goal – Build Support 
3 point: Three Pointer – Deliver Returns 

 
It is imperative that BA appoints a General Manager, WNBL as soon as practicable to drive the 
implementation of the Optimal Competition Model and to co-ordinate the collaboration of all stakeholders. 
 
16.1 Free Throw – Stabilise Foundations 
 
The league foundations need to be stabilised over the short term from now until 2016. 
 
The 2014/2015 WNBL Season will be managed under the existing structures 
and regulatory framework. It starts after the conclusion of FIBA Women’s 
World Championships 2014 Turkey (27 September to 5 October), which will 
hopefully generate good publicity for the Opals and women’s basketball. 
However, in the background, all the strategic work, operational planning and 
budgeting will commence in time for the 2015/2016 Season. BA needs to 
control the quality of the product. 
 
 
The following foundation planning work needs to be conducted in this first stage: 
 

o BA Strategic Plan must incorporate the WNBL as the platform to promote women’s 
basketball in order to grow participation and maintain the Opal’s international 
competitiveness  

o WNBL Business Plan must be aligned to the strategic direction and incorporate annual, 
measurable performance targets 

o The WNBL Licence Agreement, Rules, Operations Manual and Player Contract must be 
overhauled to improve standards, increase professionalism and reflect the new 
structure 

o BA budgets need to identify and allocate direct funding to the WNBL 
o An overall BA commercial strategy for women’s basketball must be designed together 

with a WNBL Sponsorship Strategy to identify assets, targets and deliverables 
o Community alignment is addressed through an MOU signed between BA, State 

Association, Local Association and the WNBL Club  
o Contingency planning is conducted on optimal locations for new or replacement teams 

noting Adelaide Lightning’s withdrawal is effective from the end of next season. This 
will involve an assessment of West Coast Waves after next season, the feasibility of a 
Brisbane licence and any other interested locations. 

 
Given the strength of basketball in Victoria, it is imperative that the Melbourne franchise is successful on 
and off the court. BA and Basketball Victoria should provide all support and assistance necessary to 
improve the financial performance of the Melbourne Boomers. 
 
Given the timeframes, 2015/2016 Season will be played over the summer. The changes to be 
implemented in time for 2015/2016 Season are: 
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o no pre-season tournament (and budget is reallocated to marketing) 
o reduction in the regular season to home and away, which allows scheduling of each 

team playing only once each round 
o expansion of the Finals Series 
o introduction of the new Player Contracting Regulations, including salary cap 
o improved marketing and media plan, noting this season leads in to Rio Olympics 2016 

(5 – 21 August) 

The numbers of the recommendations that need to be implemented in this first Stabilise Foundations 
phase are 1 - 6, 8, 10 – 15, 17, 18, 20, 22, 23, 28 – 38, 41 – 45, 48, 49, 51 and 53. 

 
 

16.2 Field Goal – Build Support 
 
Support for the league needs to be built over the medium term from end of 2016 until 2018.  
 

 
 
This 2-point field goal stage is about improving capability to drive growth. The 
professionalism and standards of the league need to be increased each 
season. 
 
 
 
 

 
The following support building needs to be conducted in this second stage: 
 

o BA appoints dedicated marketing and media resources with an appropriate budget 
allocation to drive awareness and attendance and focus on fan engagement 

o Digital media becomes the focus of the media and communication strategy with the 
introduction of WNBL YouTube channel and reinvigorated WNBL website 

o Centralised merchandise program is introduced 
o New WNBL related product is launched, including WNBL All Stars and Champions 

League games against FIBA Asia winners after the end of the 2017 Season 
o Improved club capacity, especially in terms of sponsorship acquisition and marketing 

aimed at increased attendances 
 
The 2016/2017 Season moves forward to winter 2017 and is otherwise conducted under the same 
regulatory and competition framework as the 2015/2016 Season. This creates a gap between WNBL 
seasons, but this time is required for planning and promotional purposes. This alignment with State 
Associations is important as WNBL clubs need to engage with the extensive community basketball base to 
expand their supporter base. 
 
2018 will be a big year for women’s basketball. The WNBL 2018 season will be book ended by the 
Commonwealth Games 2018 Gold Coast in April and the FIBA Women’s World Championships 2018 in 
September (destination not yet decided). This international exposure provides a tremendous opportunity to 
promote the sport, players and league. 
 
Given the need to increase the number of teams to 10, preparatory tender planning, stakeholder 
engagement and the development of minimum standards needs to occur in this stage. This includes 
minimum monetary commitment of $500,000 per Club. 
 
The numbers of the recommendations that need to be implemented in the second Build Support phase are 
7, 9, 16, 24 – 27, 39, 40, 46, 47 and 52. 
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16.3 Three Pointer – Deliver Returns 
 
The league should start to deliver returns over the long term from the 2019 Season.  
 
The 3-pointer stage is about maximising commercial outcomes from the 
stable regulatory environment and larger profile and reach of the WNBL 
and Clubs built over the medium term.  
 
The WNBL will be operating under the Optimal Competition Model, 
comprised of 10 teams playing out of the best possible locations to drive 
growth. The competition will at least comprise one team from Brisbane and 
two from Melbourne and Sydney to create derbies in the key support 
centres.  
 
The league is centrally managed, regulated and monitored with financially secure Clubs providing stability 
and certainty. Clubs will have full time General Managers and Head Coaches and will not be required to 
pay an annual levy to BA. Access to participation data and a clear commercial strategy and marketing 
purpose, creates the ideal environment to drive commercial returns. 
 
Consideration should be given to hosting the FIBA Women’s World Championships 2022 to create a 
legacy for both grassroots and the elite through the WNBL. This will lead to visiting teams and test events 
in Australia in the lead up to the Championships, all increasing the exposure and profile to the game. 
 
The numbers of the recommendations that need to be implemented in the final Deliver Returns phase are 
19, 21, and 50. 
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ANNEXURE A: TERMS OF REFERENCE 
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Schedule 1- Statement of Requirement 

One  of  the  ASC’s  strategic  priorities  is  to help sports become more sustainable. They have 
identified the need to support national sporting organisations to develop their organisation, 
workforce and business capability; and are supporting initiatives which assist the sport sector 
plan for and shape its future.  

 

Project Purpose 

The ASC and BA have jointly identified the need to develop an optimal model for a sustainable 
women’s  national  basketball  competition. 

 

Project Background 

BA  manages  the  WNBL,  which  is  Australia’s  longest  running  elite  national  women’s  sports  
competition. The league is comprised of eight clubs (nine in 2013/14) across WA, SA, Victoria, 
ACT, NSW, and Queensland. The previous season commenced in October and concluded in 
March, with 24 home and away rounds as well as three weeks of finals.  

 

Over the past 12 months, BA has implemented a Business Plan for the WNBL with the aim to 
ensure the commercial viability of the league. Key metrics over this time suggest that the league 
itself is improving with increases in attendance and television figures. However, it is 
acknowledged that the current competition model of the league requires a review to ensure its 
own long-term success as well as that of its clubs.  

 

A 2013 internal benchmarking study has been undertaken across all WNBL clubs which 
provided BA with limited information to assess the performance of each of the clubs across the 
key areas of administration, game production, resources, players, facilities, game day, 
membership & marketing, finance, community, and technology.  

 

The data from the study suggests a vast difference between the best and worst performing 
clubs, as defined by these criteria, and highlighted some preliminary concerns around 
venue/facility costs, player salaries (as a percentage of total expenses), and a lack of human 
resources. BA have identified that this data set needs to be further developed and analysed to 
highlight areas where they can assist clubs. 

 

Project Scope  
The successful Respondent will be required to develop an optimal model  for  a  women’s  national 
basketball competition – highlighting how BA should progress from the current model of the 
WNBL to the new optimal model.  

 

The model will include an analysis of key partners, activities, resources, relationships, channels, 
customer segments, cost structures, revenue streams and a clear value proposition. This model 
should also include specifics on competition structure and timing. 
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The model will include a clear statement on the purpose of the WNBL and how it contributes to 
and aligns with BA’s  purpose  and  strategy.  

 

The successful Respondent will also be required to develop and value a register of the 
competition’s  assets;;  and  include  recommendations for increasing this value through the new 
competition model.  

 

Methodology  
The successful Respondent will be required to, at a minimum, address the following elements 
within their proposed methodology:  

x Stakeholder consultation  

x Utilising the current benchmarking study 

x Assessing industry best-practice for relevant competition models 

x Competition model design and implementation 

x Club set-up and structure within the national competition 

x Valuation  of  the  competition’s  commercial  assets 

 
Respondents must clearly articulate their proposed methodology, rationale for the approach 
proposed, and any limitations. 

 

Project Deliverables 
Findings from the project will be presented in a written report (electronic only) and in an initial 
face to face presentation to key Basketball Australia and Australian Sports Commission 
members. The format and contents of the final report will be discussed and finalised with the 
successful tenderer. 

 

There may also be a requirement to present the findings to a Basketball Australia forum of 
members and key stakeholders.   

 

All work will be delivered in accordance with the W3C accessibility guidelines and the ASC web 
publishing standards as listed in Attachment A. 

 

Project Reference Group  
 

The Project Reference Group will consist of: 
x Scott Derwin  Chair, Basketball Australia 
x Graeme Allen  COO, Basketball Australia 
x Kevin Thompson  Lead Workforce, Australian Sports Commission 
x Steve Whately  Project Manager, Australian Sports Commission 

 

Timelines 

The project is to be commenced as soon as practicable in July 2014. A detailed timetable will be 
formulated and agreed with the consultant prior to commencement of the review and in 
consultation with the Project Reference Group.  


