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Who are Redtorch?

Redtorchis a bespoke and fully
independent Research, Content &
Creative Agency working to make sport
more relevant.

We're driven by our fundamental mission
- to create partnerships that ensure sport
changes the world and improves people's
lives.
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Why this workshop?

ANOC Digital
Accelerator
Program

Paris 2024 Summer Olympic Games

"

ANOC Digital Accelerator Program

SECTION 3

DURING THE
PARIS 2024

BOOSTING CONTENT DURING GAMES TIME

Games Time is when your content gets the greatest
results. ~ This chapter (3 highlights how to maximise
your content during Paris 2024.

When reviewing NOC Tokyo 2020 data via the ANOC
Digital Dashboard, we saw that most NOC audience
growth came in the first 5 days of the Games when
interest and exciterent are at their peak.

INSTAGRAM GROWTH BY DAY

What does this tell us? Games Time is when your
content is Likely to perform best. It's when fans/athletes
are most engaged, so this period must be a key focus for
content creation/ output.

Note that Facebook has the largest potential audience
for most NOCs, whereas Instagram and TikTok present
the best opportunity for growth. Consider these facts
when choosing what channels should receive most
resources.

Almost every NOC uses Facebook but are on other
platforms much less.

NOC PLATFORM USAGE
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Before we dive into recommendations/tactics for
Paris 2024, however, it's extremely important to start
by reviewing all I0C guidelines. They were created to
enable athletes/accredited individuals to share their
experiences at the Games while protecting the rights
of I0C media rightsholders.

There are 2 sets of guidelines:
1. for athletes.

2. for accredited individuals

ATHLETES

They are a key avenue of support for you in content
creation/achieving objectives. Establish athlete
relationships early on in your planning; communicate
guidelines with athletes to ensure they know what they
can/can't post (especially as there have been updates
since Tokyo 2020.

ACCREDITED INDIVIDUALS

NOCs fall under ‘accredited individuals' so the
guidelines below apply directly to your social media
output, Clarity is essential to ensure full use is made of
your capabilities while adhering to the guidelines and
avoiding any possible conflict with the 10C.

Accredited individuals also refer to others, e.g.
coaches & support staff/media personnel/ 10C
members & staff/volunteers.




What we will cover in this session

01 02

How to maximise social media What can be learnt from NOC
impact before, during, and social media performance at
after Paris 2024 Tokyo 2020?

03

What industry lessons can
enhance social media strategies
for Paris 2024?



How to win at Paris 2024



What is winning?

Harnessing the global stage of the Games

NOCs to promote their participationin the Games

Engage with fans

Celebrate achievements

Leave a tangible legacy




Where to start planning

Evaluate your social media presence: Identify target audience and their preferences: Ensure social media goals complement broader
business aims for the Games:

* Platforms *  Whoare they?
* How do social media efforts support the

. : . . . 5

Audience demographics Which channels do they use most- overall success of your NOC at Paris 20242
* Engagement levels . Whiz:at t?ypes of content and formats do they «  What specific outcomes do we aim to
preter: achieve on social media during the Games?

*  When are they most active?



Defining clear social media objectives

What do you want your
social media to achieve?



Define your goals

Grow audiences Increasing the visibility of
during Paris 2024 your athletes
Boost community Generate traffic to

engagement your website



Example social media objectives

01

Increase follower count on
Instagram by 15% (from current
follower base).

02

Achieve a 3% engagementrate
(likes, comments, shares) on all
social media content posted
during the Games.

Grow the NOC's Facebook group
by 1,000 new members by the
end of the Games.



Where to play

Lower Tier NOC Medium Tier NOC

<10k followers 10k - 99k followers
1-2 channels 3—4 channels 5+ channels
Mixture of low & medium Mixture of low & medium & one Mixture of low, medium & high

resource requirements high resource requirements resource requirements



What channels to focus on?

Facebook Instagram YouTube
Twitter LinkedIn YouTube Shorts
WhatsApp NOC websites TikTok

Snapchat



Resource-limited NOCs

Prioritise platforms where
your target audience is most
active.

Platform selection

Large potential audience

Focus on Facebook &
Instagram for broad reach
and optimised engagement.

Younger
audiences

Consider platforms like
TikTok for targeted
engagement.



Pre-Games



Pre-Games: build a community

Build an engaged community by:

* Working towards a common cause

* Benefiting the community




Content ideas to help build community

Hype /

Interactive User campaien
posts / generated Palg
launch
contests content )
videos

Bring

Play on
together
culture &
. . fans &
patriotism

athletes



Pre-Games: engage athletes

Engage with & give back to athletes

Athlete spotlights
* Educational content
e Supportduring & post-competition

* UGC: encourage athletes to share their own content
so it can be reposted on your channels




It’s time to start planning content
with athletes NOW!

Get organised and create a bank of contentahead of the Games so
you always have quality contentto hand.



Pre-Games case study

India's hype video

A launch video aimed at building excitement

Inspires athletes and fans through emotive storytelling.






Pre-Games case study

India's hype video

Learning
Getting your audience to connect . .
. .. . Give your contenta Introduce campaign
with something is common in top- .
narrative name / hashtag

performing content



Pre-Games case study

Spain's #EICorazonDeEspaiia campaign

#EICorazonDeEspana (The Heart of Spain)
1. Athletes at the heart of their campaign.
2. Telling athlete stories by showcasing their journeys.

3. Created connections with athletes to build excitement.



Pre-Games case study &

\
Spain's #EICorazonDeEspaiia campaign //"




Pre-Games case study

Spain's #EICorazonDeEspaiia campaign

Learning

1. Define a clear campaign outline.

2. Use athletes to introduce the campaign and encourage fans to be a part of their
journey.

3. Build the athlete stories early so fans are familiar with them during the Games.



Pre-Games case study

Namibia's patriotic Facebook campaign

Lower resource option

1. Doubled the number of Facebook fans (2.6k to 5.7k).

2. Focusedon engaging posts about athlete profiles and national pride.



Pre-Games case study

Namibia's patriotic Facebook campaign
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TOKYO FLAGBEARERS ANNOUNCEMENT fy

Namibia will have two flag-bearers for the opening ceremony of the Tokyo Olympic Games.
For the first time, the International Olympic Committee (IOC) encouraged every nation to
nominate a female and male flag bearer during the Opening Ceremony as it continues to
promote gender equality.

Given the unique circumstances surrounding the games, only a very small contingent of
the Namibian Athletes are expected to march in the opening ceremony. Athletes are
allowed to enter the Athletes Village only 5 days before their event to adhere to Japans
strict COVID regulations which makes it impossible for all athletes to march at the opening
ceremony.

Namibia’s Flag-bearers will be Maike Diekmann (Rowing) and Jonas Jonas (Boxing)

Athlete stories



Pre-Games case study

Namibia's patriotic Facebook campaign

Learning

1. Leverage your national pride to boost Paris 2024 engagement.

2. Global stage to represent your country.



Pre-Games: engaging partners

£+ ausolympicteam &
Paid partnership with asicsaustralia

o

Use social media to engage with and give back to

your partners, e.g. sponsors/media/educational
institutions.

* Highlighting partnerships

* Co-branded/collaborated content

i .

‘ : * Engagement campaigns
Q Q7 . A
% Liked by loganmartinbmx and 7,015 others ° Co ntent featur”']g athletes
ausolympicteam Kids (and adults) inspired by the Olympic
Games, participating in Olympic sports - that's what it's all
apout * Impact reports
We want to see you having a go
Take a photo or video of yourself participating in an
Olympic sport
Post your content on social media

&4 Tag @AUSOlympicTeam #HaveAGo and
#ASICSBeMoved



Pre-Games: top tips

1. Prepare a collection of content for the Games in advance.
2. Build athlete stories early and encourage fans to be a part of their journey.

3. Create excitement with your fans through national pride.



During Games



During the Games: content

When planning Games time content, there are 4 key content
themes to guide you in the storylines you tell:

01 Campaign 02 planned content

03 Anticipated 04 Reactive content



During the Games: campaigns

A Paris 2024 campaign should be centred

around:

a specifictheme (e.g. national pride) g

message (e.g. support your athletes/country)

. WE ARE TEAM USA
goal (e.g. establish long-term relationships with sy

your athletes)




During the Games: planned content

TEAM USA
ATHLETE VOICES
Content that can be scheduled, prepared ST
or created in advance of publication e
dates.
Example:

Blogs / athlete profiles / event schedules / inspirational
quotes scheduled for release throughout the Games.

|Spo ts' "

17-time Paralymplc medallst Oksana Masters
healed through the power of sports



During the Games: anticipated content

. @@AMEHE@

Content that cannot be created in
advance as it depends on real-time
events / developments.

Example:

Plan contentideas/templates for key moments, e.g. medal
wins, to save time and still post in a timely manner as
events unfold.

HOCKEY

Men




During the Games: reactive content

Content created in response to real-time

events/trends/unexpected moments
during the Games.

Example:

If your athlete unexpectedly wins during Paris 2024, you can

repackage pre-existing content with a trending subject (e.g.
a trending song).

©QyVv ’ W

1,794 likes

ausolympicteam Not 1, not 2, but 3 World Cup medals

have been won by our artistic swimming team in an
Arictralian firetl



Restrictions have been lifted!
Your athletes can now

share video on social media.

Make sure they are aware of this and get
them sharing on social media.

They are your biggest assets.

Y2 nojo18 &
3 1 nojo18 - Original audio




During the Games: case study

Brazil’s Instagram strategy

Understanding of audience preferences, particularly on Instagram.

A Mix of:
‘ Winner announcements ‘ ‘ Athlete interviews
‘ News updates ‘ ‘ Sport graphics

Highlighted the passion of fans for athletes and Olympic events to create content that built
connection and excitement continuously throughout the Games.



During the Games: case study

Brazil’s Instagram strategy

PELA VOLTA
DOS ABRACOS
SEGUROS:

RE ..
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| .
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Medal announcements News updates Sports graphics Athlete interviews



During the Games: case study

Brazil’s Instagram strategy

Learning

Know your audience

1. Brazil knew their target audience — the fans — appeal to the large majority and
produced content they knew their fans would want to see.

2. Efficient and specific with their content creation and resource which led to
extremely high engagement.



During the Games: case study

New Zealand’s athlete focused TikTok videos

Most engagements per post (on average) of all NOCs.

Focusing on athletes:

Funny videos ‘ ‘ Athlete personalities

Behind-the-scenes/ unique content

Capture a unique side of athletes that engaged their TikTok audience.

Engages TikTok’s younger fanbase.



During the Games: case study

New Zealand’s athlete focused TikTok videos

Competing in Men’s
Triathlon at the Olympics

=

s
A N)
78

Just won gold at the
Olympic Games

Funny videos Athlete personalities Behind-the-scenes/unique content



During the Games: case study

New Zealand’s athlete focused TikTok videos

Learning

Use TikTok to capture a younger audience.
1. Focuson athlete personalities.
2. Show a different side to them.

3. Creating funny/unique content will be more engaging with the young userbase
on TikTok.



During the Games: case study

Great Britain's highlight videos

Great Britain partnered with Eurosport at Tokyo 2020 to share
Olympic footage on their own channels

1. 31m video views during the Games on Facebook alone —3x more than any other NOC.
2. These videos were some of the best performing posts at Tokyo.

3. Fans want to see the best moments & highlightvideos during the Games.



During the Games: case study

Great Britain's highlight videos

ave -UROSPORT 1

Diving highlight BMX highlight




During the Games: case study

Great Britain's highlight videos

Learning
1. Partner with broadcasters to deliver Olympic footage.
2. Notall NOCs did during Tokyo 2020.

3. A broadcaster partnership will deliver a significant number of video views &
engagement.

4. Make your NOC known as the place to come to view Olympic content.



During the Games: top tips

01 02

Partner with local broadcasters Showcase athlete personalities Athletes can now share video
to share Olympic footage on social media, make sure
they’re aware of this!




Post-Games



Post-Games: what we saw in Tokyo

NOCs posted a lot less after the Games

Engagement level did not drop

Average Engagement (Post-Games vs Pre-Games)

XiTwitter +4. 250

Instagram +160%

Facebook +122%

YouTube

o, |

+117%%



Post-Games: what we saw in Tokyo

* Engagement remained high, but growth slowed down Post-Games.

* Probably due to new followers disengaging once the event was over.

* Some platforms saw small levels of growth, but lots of NOCs saw decreases in
followers post-Games.



During the Games: case study

Ukraine’s Instagram growth

After the Games, Ukraine's NOC continued their content momentum.
More new followers post-Games than pre-Games.

Post-Games content plan included:
* Athlete highlights/stories
* Behind-the-scenes

* Athletesreturning home



During the Games: case study

Ukraine’s Instagram growth
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Successful athlete stories Athletes returning home



During the Games: case study

Ukraine’s Instagram growth

Learning

1. Keep up your momentum post-Paris 2024.
2. Remain consistentin social media posting frequency/themes.

3. Reflecting on Paris 2024 and what your athletes achieved is the perfect
opportunity to keep your audience engaged.



During the Games: case study

Japan’s insightful YouTube

Used behind-the-scenes content to retain their high engagement rate post-
Tokyo 2020.

Tripled their account size throughout the Games.

Posting exclusive insights into athlete personalities/experiences:
* Q&Asessions
* Celebratory medal moments

* Feature interviews.



During the Games: case study

Japan’s insightful YouTube
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Q&A with fans Behind-the-scenes with medallists




During the Games: case study

Japan’s insightful YouTube

Learning

Give your fans what they want.

There will be masses of Paris 2024 content available so you need to think beyond
what’s already out there.

Create content that is unique to you and your NOC.

You can do this by making the most of the unique access/relationship you have with
athletes.



Post-Games: continue the growth

Frequency Shift the narrative

Athlete relationships Teamwork makes the dreamwork
Newsworthy content Inspire & inform

Ticket to the future Continue the Olympic journey

Avoid farewell blues



During the Games: top tips

01

Continue momentum after
the Games

02

Complete the athlete
journey by showing their
return to home country
and family

Use your platform to
inform new fans of
upcoming eventsto keep
them engaged



Wider industry learnings




WhatsApp

Massive potential

Powerful tool for you to connect with fans/stakeholders
on a global scale.

Enormous user base

2 billion people across 180 countries.

Use WhatsApp for 2 different purposes:
* Enhancing fan experience

* Connecting with stakeholders



WhatsApp: enhancing fan experience

Direct
reach fans worldwide

Real-time updates/notifications
event updates, results and breaking news

Cost effective

only important updates

Community
‘virtual fan clubs’




WhatsApp also offers you a direct avenue to
engage with stakeholders such as athletes and
their entourage.

* Provide athletes with real-time updates:
* reminders regardingtheir training schedules
* competition timings
* team meetings
e other crucial events

* Establish direct communication channels to keep athletes informed
and organized

6 Q9 Pparis 2024 Announcements (X

=~ 145 W

Good morning everyone!
Here's a quick roundup of
yesterday's sports events:

@S Basketball

Secured a thrilling victory against
our rivals with a final score of
89-78! Incredible teamwork and
spirit on display.

&, Athletics

The track and field events saw
some personal bests, with Sarah
Lee breaking her own record in the
400m sprint. Congratulations,
Sarah!

Reminders

I Don't forget about tomorrow's
team meeting at 10:00 AM in the
conference room. We will discuss
the upcoming schedule and
strategies for the week.

w4 Additionally, please review the
10C guidelines on what athletes are
allowed to post on social media:
https://www.iocguidelines.com/
athlete-posting 09:45 W/

©C ® 9




Long-form content

Social media platforms are embracing
long-form content (typically videos
over a minute).

Long-form content can lead to
increased dwell time/interaction.




Variety is key!

Short-form contentis still a popular and high-performing content format
that requires low resource to produce.



Artificial Intelligence (Al)

With easy access to
platforms like
ChatGPT/Gemini, there
are some key areas
where it can have an
immediate impact for
you.

4+ Gemini

€« C @ gemini.google.com/app h & » 0=

B ranpage Karma (@ CrowdTangle - Tubular ) Facebook W Twitter @B YouTube [[] Linkedin @b SharePoint [5 GangwonlOC & Google Drive [ Learnings »

Gemini ~ 4 Try Gemini Advanced

& Gemini was just updated. See update

TomLE

Write a fun and friendly post from the US NOC, about the USA’s Women's Water Polo team won their third
consecutive Olympic title to add to the 2019 FINA World Championships title. Social medn:l post should be Chris Ar

]
(@] for Twitter, Facebook and Instagram. Include emojis.
)
B ¢ b
nini ma ) accurate in dir L t r pr & Gemini Apps
& ScreenRec_we...dmg A @ www_screenca...mp4 A Show all X

Chris Ar



Al: creative

The ability to generate a wide range of content when using
the correct inputs.

Through image generation, it enables you to swiftly
visualise your concepts, quickly create themed graphics
and create posts similar to high-performing ones you’ve
seen elsewhere.

This is extremely useful if your budget is limited when
producing social media content.




Al tools

Creative: Copy: Operations:

2\
Camm Gemini & Hootsuite

Picsart ChatGPT e SocialBee

h\ Midjourney anYNord g buffer



Any questions?
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