CITY OF POLOKWANE NATURALLV PROGRSSIVE


· Most responsible commentators around the world have described South Africa's staging of the FIFA World Cup as the most successful since the first Final ever was played in Brazil in 1930.
· But now, like every country that has had the honour of hosting the most prestigious event in world sport, South Africa faces an enormous challenge.
· How do we ensure' that the glory of our world class stadiums lives on, enriching the communities which they serve and honouring the country that created them?

· This presentation outlines the vision for the Peter Mokaba stadium in Polokwane, the heart and soul, of the Limpopo province.
Challenges

· Limpopo Province does not have a major sports team based in the region that could call our stadium their home ground.
· A home-based team with a good record and a full schedule of matches is an essential pre-requisite for generating income from ticket sales, advertising and corporate suites.
· Limpopo attracts only around 15% of PSL games in a typical season.
· Hosting soccer and rugby tournaments at the stadium is costly and our projections show that, although the region will benefit from an influx of visitors, the stadium itself will lose money on each match played.
· Whilst the idea of a stadium, was to build a multi-purpose facility half of those had to be cut from the plans to stay within the budget of R900 million for the 2010 FIFA World Cup Venue.
· Had to forgo some of the aspects like Museum, retail shops, science centre and roof on the other 3 sides of the stadium.

· It's well known that the major cities are all competing fiercely to' encourage major sporting bodies to use their stadia.
· It has been estimated that at least two major events per month drawing crowds of more than 15 000 are required to attract major sponsorship.
· At the moment the cost of maintenance and operations are estimated at R20-R25 million per annum. City has budgeted R17 million from own budget.

· Our focus has been on the successful completion of the stadium according to FIFA's specifications and timing program.
· Our post World Cup planning is, therefore, behind schedule.
· We have limited financial resources and must ensure that we invest-judiciously in the promotion of our stadium and its facilities.
“If I'm battling in a big city, I'd hate to know what my colleagues are doing in Polokwane and Mbobela.” Michael Sutcliffe, Durban City Manager, quoted by Business Day, 22 June 2010

Our opportunities

· With our enthusiastic management team backed by a dynamic marketing plan, we believe the Peter Mokaba Stadium.
· Working on documentation for appointment of long-term stadium management company.
· We are approaching various sporting bodies to negotiate the staging of crowd-pulling games at our stadium.
· We have identified four PSL teams without fixed home stadia - and are in the process of negotiating for games to be played in the stadium.
· We will investigate the feasibility of persuading one of these teams to make PMS their home ground.
· Teams in the First Division (Black Leopards) have also expressed an. interest and these approaches will be pursued.
· We have identified various commercial organizations who are interested in using our facilities for trade' shows and expos.
· We will encourage event planners and organizers to hire our suites "and' function rooms.
· Local organizations will be approached to use our suites for entertaining, even on days where no other activities are taking place.
· Our office space is suitable for any organization connected to commercial sporting activity.
· Part of our strategy dictates that we become pro​active in creating event ideas and marketing them to suitable prospects.
· As the capital of an extensive agricultural region, Polokwane is ideally situated for agricultural events and it is our intention to collaborate with industry influencers to promote the use of our stadium as a venue.
· Polokwane is ideally situated to attract visitors from Zimbabwe, Mozambique, Botswana, Malawi and Swaziland and we intend approaching stakeholders in those countries to explore cross-border event opportunities.
· We will investigate the possibility of inviting teams from these countries to participate in the Peter Mokaba Cup in January 2011.
· The stadium construction is an outstanding example of engineering creativity and we will motivate visits by academics, students and learners from local and regional schools and universities, thereby helping to position the stadium as a center of excellence.
· We have plenty of space for advertising inside the stadium and 'contracts with local businesses will be pursued.
· A pre-construction research project among 20 Polokwane based organizations revealed that 70% would consider hiring corporate suites at PMS. .
· A similar study in Gauteng showed that 40% of the organizations approached would be interested.
· These opportunities will be aggressively pursued.
· Without a home team and a regular schedule of credible matches, it will be difficult to attract a high profile marketer to sponsor the stadium in the way that ABSA, Telkom and Coca Cola have done.
· However, a slightly less prominent brand may be persuaded to sponsor PMS in return for naming rights.
· Sponsorship can generate R8-10m annual income for a major stadium but smaller stadiums can expect less than R1m 

· There are various regional stakeholders with which we can develop cooperative marketing initiatives.
· Dialogue will be initiated with the local Chamber of Commerce, Dept of Tourism (discussions have already been scheduled), hospitality associations and any other formal structures that can influence the stadium's ability to build profitable business connections
Initiative already undertaken

· Extended the mandate of Seco Betts Townsend, the management company that supervised the stadium construction. This is to ensure smooth transition during the period before new tender invitations are issued.
· Through Seco Betts Townsend, a marketing consultant has been deployed to advise stadium management on marketing best practise.
· Two sports marketing consultancies have been approached to provide any specialized input we may require.
· Negotiations are continuing but the leading companies are actually overloaded with work from other stadiums.
· Discussions regarding the feasibility of scheduling of PSL matches are underway.
· Research into competitive tariffs has been completed and a tariff structure for the stadium's various facilities has been issued.
· A dedicated stadium website has been commissioned and is currently under development.
· Negotiations with various sporting and commercial organizations will soon result in the permanent letting of office space within the stadium complex.'
· Leases with the following interested parties are currently under negotiation: Blue Bulls Rugby and Aurecon Engineers.
· Discussions with: South African Breweries regarding sponsorship of events are at an early stage.
· We are also currently arranging fee-paying tours by various professional and educational institutions.
· A Black farmers' workshop and expo is in the planning stage.
· We are investigating the stadium as a suitable venue for large weddings and other catered events.
· Once all major business elements are underway, we will prepare revenue projections for the next five years or as directed by the appropriate authority.
Thank you for your attendance and support
