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What works when
promoting local activity .
opportunities? X

Chris Norfield
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What works when advertising local sport and physical activity sessions?

g How to pick the right channels to reach your audience

Top tips on content and offers.
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What works when advertising local
sport and physical activity sessions?

oliday Activity Programme
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Your 4 step marketing plan

ldentify who your most likely or ideal customers are.

Advertise your session in the places they are.

Ads should grab their attention and make it easy for
them to express an interest in your session.

Support them to turn up and take part.
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Why the focus on paid social ads?

« All marketing activity has a cost to it (time, effort, money)
« Within digital marketing there is so much you *could* do

« But when starting out its better to focus on one or two approaches that

you can quickly test if it works for you

« For promotion of local activity opportunities - we think paid social is the

easiest place to start
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Your 4 step marketing plan

ldentify who your most likely or ideal customers are.

Advertise your session in the places they are.

Ads should grab their attention and make it easy for them to express an
interest in your session.

Support them to turn up and take part.
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1. Who are your customers?

« What is the profile of your current attendees?
« Do you have any specific target audiences in mind?

* |f your session is for younger people, who is actually responsible for
booking and getting them to the session?
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Create a saved audience

Audience Name Exam

Custom Audi

Locations € ‘eople who live in this location «

@ (51.5010, -0.2032)

Age §

Gender §

Browse

m

Westmins

@ Drop Pin

Potential audience:

tial Reach; 11,000 g

Audience details:

Cancel




Targeting the right people

Get Active with London Borough of ... Locslivhs

ACTIVE Hounslow. People living in or recently in this location Audience definition
Sponsored - i@

Your audience
Find out about your nearest school holiday United Kingdom O ::Iec;ion is fairly
3w i ‘Dad.
camps, activities and one off events throughout
this summer! @ Heston +2km

Specific Broad

-

Potential reach: 54,000 people @
@ Include v Q Search locations Browse Your criteria is currently set to allow detailed targeting
expansion.
— Ay p

r
on

Estimated daily results

Reach

5.5K-16K
|

8 . - Link clicks @
»ndon Heathrow . i
@hirport . _ 49-143
2 I —.—.—————.

Add locations in bulk
The accuracy of estimates is based an factors such as past

Age campaign data, the budget you entered, market data,
targeting criteria and ad placements. Numbers are provided

30 to give you an idea of performance for your budget, but are
only estimates and don't guarantee results.

Gender Were these estimates helpful?

HOUNSLOW.GOV.UK/SUMMER20... All genders

Find free and low cost LEARN MORE : .
: Detailed targeting

sessions near you
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Demographics > Parents > All parents
lfJ Like (D Comment &> Share sarents (All)
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» Advanced targeting
options
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« Web visitor retargeting (requires
Parental a pixel on your site - GDPR)
status
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« Customer list
targeting (uploading customer
* Language email lists - GDPR)

 Life events
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« Lookalike audiences
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* Post in the chat your activity and your most
likely attendees

- Walking Group: Women, aged 55+, within 1km of
Regents Park

- Preschool gymnastics: Parents of children under 5,
living within 5km of Woking Leisure Centre




\
%

& &

What works when advertising local
sport and physical activity sessions?

r

N @ O

ldentify who your most likely or ideal customers are.

Advertise your session in the places they are (i.e. on social media).

Ads should grab their attention and make it easy for them to express an interest in

your session.

Support them to turn up and take part.

14



il THE WORLD’S MOST-USED SOCIAL PLATFORMS

THE LATEST GLOBAL ACTIVE USER FIGURES (IN MILLIONS) FOR A SELECTION OF THE WORLD'S TOP SOCIAL MEDIA PLATFORMS™

FACEBOOK'
YOUTUBE®

WHATSAPP' *

nstacrav: [ 1393
remessencer:* [, 1300
weckar [ 125!
crox | 1000
oouvin** | 600
co' N 591
snaweeo GG 56
teecrav | <50
sarcrar: N 3¢ DATA UPDATED TO:
xuaistou GG 506 17 OCTOBER 2021
einteresT [ 454
wirer: | 436
recor - | 430
auora [ 300

SOURCES: KEPIOS ANALYSIS [OC 121], BASED O DATA PUBUISHED IN: [1) COMPANY STATEMENTS AND EARNINGS ANMNOUNCEMENTS; (2] PLATFORMS' SELF-SERVICE AD TOOILS we
*NOTES: 'USERS' MAY N IDENTIFIED BY ATED USER MUMBERS IN THE PAST 12 MONTHS, SO FIGURES WILL BE LESS re.,
REUABLE. [**) FIGURE USES THE REPORTED DAILY ACTIVE USER FIGURE, SO MONTHLY ACTIVE USER FIGURE IS UKELY HIGHER md

®l Hootsuite:
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Recommendation: If you are trying to reach
adults

F Facebook

Good reach, great for targeted advertising + you get Instagram
ads as well.

Full Facebook Ads webinar available for free on the Digital
Marketing Hub - digital.cimspa.co.uk

16
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Create posts with an eye-catching image
or video.

Your call to action should include

a registration form, or sending a message.

‘Boost’ the post to show it to people who
live within 2km of the venue.

Follow up with everyone who registers to

answer questions and remind then
to attend the session.

«er  Get Active with London Borough of ...
ACTIVE Hounslow.
Sponsored - &

Find out about your nearest school holiday
camps, activities and one off events throughout
this summer!

HOUNSLOW.GOV.UK/SUMMER20...

Find free and low cost LEARN MORE

sessions near you

[ﬂ) Like (D Ccomment F> Share



But the Facebook

approach doesn’t work
as well for under 35s!

Demographics
Maximum

Women Men

124,385  _ 3,221

People reached ® Landing page views

2k

..

18
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Why doesn’t our Facebook

approach work
for younger audiences?

Use of Facebook by younger people
is declining (but only by 2%).

19
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Why doesn’t our Facebook

approach work
for younger audiences?

r

.'h.;

Use of Facebook by younger people
is declining (but only by 2%).

Younger users scroll faster, and are less likely

to respond to this direct marketing approach.

20
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Why doesn’t our Facebook

approach work
for younger audiences?

u
e
s
e

Use of Facebook by younger people
is declining (but only by 2%).

Younger users scroll faster, and are less likely
to respond to this direct marketing approach.

Newsfeed vs Stories and Reels entertainment
format.

21
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Social media channels (younger
audiences)

% of population who use each social media channel by age
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Instagram

Social media channels

H18-29 MW30-49 m50-64
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COUCH TO FITNESS

*
‘i

s 9 Weeks duration May 2022 campaign
‘:‘ &, 3 Sessions per week v FaCGbOOk + |nStagram

i
L 2

(® 30 Minutes per session s YO u Tu be
« SnapChat
 TikTok
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euewrn  Couch to Fitness
FITHESS
Sponsored - @

If you want to get active but don't want to be
locked into a gym contract, then why not try our

Results FREE at hqme online fitness programme funded
by the National Lottery.

« £2,251 spent
* 1,924 people clicked
* 1.17% click through rate

Pros/cons

« Used postcode targeting to reach | FOUND THE GYM
specific audiences DAUNTINGSD]
« Ads run on Instagram and Facebook by STARTED [:[ll.":H
default TO FITNESS |
» Multiple placements (i.e. newsfeed / (3 COUCH TO FITNESS

stories / etc)

couchtofitness.com

Try Couch To Fitness Learn More
Get active from the comf...
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Results

« £1,500 spent

« 934 people clicked

* 0.16% click through rate

Pros/Cons

() COUCH TO FITNESS

« Skipable instream placement CRENTED BY CHOMRPANIS

Skip Ad M

Free Fitness TRY NOW
I®| couchtofitness.com

* Lowest click through rate

« Acts as an awareness driver - rather than
a direct response campaign

o § =
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Results

« £1,500 spent

« 6,665 people clicked

* 0.93% click through rate

Pros/cons
| @ snm
@couchtofiifgss
Try Couch ta'Fiiness. The free,
flexible S-w..3

« Comparable click through rate to
Facebook/Instagram

J1 Promotional Music

« Lowest cost per click across campaign
« Location targeting ability limited
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TikTok

FE]

@couchtof

Followir 'zf:1. For You

Location

United Kingdom X

Al Cllyidiiy

Bristol

Greater London
Greater Manchester
Merseyside
Nottingham

West Midlands

West Yorkshire
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Results

£1,500 spent
6,830 people clicked
0.78% click through rate

Pros/cons

Click through rate slightly lower than
other social channels

On site conversion was much lower

Audience targeting features less robust
than others
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Recommendation: If you are trying to reach
younger people directly

F Instagram

Good reach, great for targeted advertising + you get Facebook as
well as back up.

F TikTok

Rapidly growing userbase, Well set up for cheaper
advertising (but not hyperlocal yet).

Full ‘engaging younger audiences’ webinar available for free on
the Digital Marketing Hub - digital.cimspa.co.uk

34


http://www.digital.cimspa.co.uk/
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What works when advertising local sport
and physical activity sessions?

r
.

ldentify who your most likely or ideal customers are.

Advertise your session in the places they are (i.e. on social media).

Grab their attention and make it easy for them to express an interest in your session

Support them to turn up and take part.

35
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What kind of content works? (FB/Insta feeds)

gl Covehito Flinecs FB/ Instagram Newsfeed/Grid
If you want to get active but don't want to be approaCh

locked into a gym contract, then why not try our
FREE at home online fitness¥aaramme funded
by the National Lottery.

Engaging image or video
to stop scroall

|dentify the problem your
user has

Show how your session
can help

i

Qcoucurummzss i .- £ Simple call to action

couchtofitness.com
Try Couch To Fitness Learn More
Get active from the comf... 36



What kind of content
works? (Video first
platforms)

o TikTok

POV - you pay £26.99 a

month and get these
classes included aswell
as the gym...

28



& 4
o4

%

%'

¢ ¢
@ &
¢ e

& &

e & & 0
0%6%0%%% %

> &
& &
& &

i
> & & & & & & &

L 3

L3
L

& & & & & &
> & & & &

Other content ideas

U Challenge trends.

' TikTok

@broughtonastleyleisus

38



Other content ideas

- )

Challenge trends.

Contests.

{4 urbansportlondon

HOW TO ENTER:

Post a pic on Instagram
showing how you are
keeping active using
#UrbanActiveLDN

. tag & follow
Ry/ . @UrbanSportLondon

Y 2 S BESTRICWIN

ny ST PIC WINS
O Q A
6 likes

urbansportlondon Last call to enter our #competition to
#win a £50 @jdsports voucher.

We want to see how keep active in #london.

To enter, post your favourite pic of you doing a sport or
activity and include #UrbanActiveLDN.

Make sure to tag and follow @UrbanSportLondon.

Best pic as chosen by our followers wins the voucher.

® a ® ©® 2
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Other content ideas & Hikitobal e wal

so it hits it without
bouncing, then
rebounds & bounces
somewhere on the floor.

Challenge trends.

Contests. Your opponent has to hit
the ball back.

-

Guides.

Send message

40
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Other content ideas

F Challenge trends.
F Contests.
F Guides.

:I i Influencer partnerships.

41
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What works when advertising local
sport and physical activity sessions?

r

B

ldentify who your most likely or ideal customers are.

Advertise your session in the places they are (i.e. on social media).

Grab their attention and make it easy for them to express an interest in your
session.

Support them to turn up and take part.

42



Decide on
your offer

i 1t class FFIEE

I click here to download

Jios ==

“-"--“:;!_ :::-,:I-HE_ olipr ordy BppEeSE 10 D WA R e

YoupE reaw ta preasssisrd @ he class

Thet il ik ol Biw peingd Fodd @lpas maih e el Ceiy

- L0 [ - L0 [ - & [ . L0 [ . L0 [

35



Make it easy to express an interest

36
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PN 'l ldentify who your most likely or ideal customers are.

) F Advertise your session in the places they are (i.e. on social media).
F Grab their attention and make it easy for them to express an interest in your session

Er Support them to turn up and take part.

45



Ways to followup +

ACTIVE Hi Susan, your nearest walk is on a

s u o rt Friday at Tlam it starts at North Harrow
underground station, HA2 7SR.

Would you be interested in attending this

« Email, SMS, Messenger walk?

 Create and send content that answers
questions, builds confidence and

GET
. ACT|VE Great, I'll send you some more information
remi ndS th em tO aCtua”y attend ' over the next few days and a reminder the
day before.
1 DAY LATER
GET . " .
ACTIVE Hi Susan, here is a short video about our

walking groups.

L Watch video )

38



1 DAY LATER

ways to fOI Iow u p + EE:TTQ{E Hi Susan, this is a reminder that your

nearest health walk is taking place

support
Will you be able to attend this walk?

+ Email, SMS, Messenger LYeMW,”attend)L i )

 Create and send content that answers
questions, builds confidence and

ACTIVE Great, the meeting point is outside

reminds them to actua”y attend! the station entrance. Here is a map.

You might want to make a plan of
how you will get there.

- ——

L Open map

38



Ways to follow up +
support

« Email, SMS, Messenger

 Create and send content that answers
questions, builds confidence and
reminds them to actually attend!

¢ TikTok

@cotlandswick

Howitolenterourgym:...
t C 4

38
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Your 4 step marketing plan

Who are my most likely or ideal customers?

Where can | reach this audience?

What is the offer I’'m asking them to register
for?

How will | follow up with them to encourage
them to turn up?

49



Takeaways

Paid advertising to reach target audience

Pick the channel(s) best work for your audience

0%6%0%0%%0%%%%%%"*

S

Create ad content that grabs attention

&

L

&
&

&
L

Make it easy for people to express an interest

L
> & & &

&

Follow up to support them to get started

aqddaa

50
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Chris Norfield

@chrisnorfield

N; LONDON SPORT
"@J CONSULTANCY
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