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trusted by:

Redtorch is 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.

Who are Redtorch?



Why this workshop?



How to maximise social media 
impact before, during, and 

after Paris 2024

What we will cover in this session

What industry lessons can 
enhance social media strategies 

for Paris 2024?

What can be learnt from NOC 
social media performance at 

Tokyo 2020?
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Pre-Games Case Study
INDIA’S HYPE VIDEO

A launch video aimed at building excitement in the run up to the Games. 

Inspires and unites athletes and fans alike through emotive storytelling. 

How to win at Paris 2024



• NOCs to promote their participation in the Games

• Engage with fans

• Celebrate achievements

• Leave a tangible legacy

What is winning? 

Harnessing the global stage of the Games



Where to start planning 

1. Assess current state 2. Understand your audience 3. Align with overall objectives

Evaluate your social media presence:

• Platforms

• Audience demographics

• Engagement levels

Identify target audience and their preferences:

• Who are they?

• Which channels do they use most?

• What types of content and formats do they 
prefer?

• When are they most active?

Ensure social media goals complement broader 
business aims for the Games:

• How do social media efforts support the 
overall success of your NOC at Paris 2024?

• What specific outcomes do we aim to 
achieve on social media during the Games?



Defining clear social media objectives 

What do you want your 
social media to achieve? 



Grow audiences 

during Paris 2024
Increasing the visibility of 

your athletes

Boost community 

engagement

Generate traffic to 

your website

Define your goals



Example social media objectives 

Increase follower count on 
Instagram by 15% (from current 

follower base).

Grow the NOC's Facebook group 
by 1,000 new members by the 

end of the Games.

Achieve a 3% engagement rate 
(likes, comments, shares) on all 

social media content posted 
during the Games.

01 0302



Where to play

Lower Tier NOC 

<10k followers

1–2 channels

Mixture of low & medium 
resource requirements

Medium Tier NOC 

10k - 99k followers

3–4 channels

Mixture of low & medium & one 
high resource requirements

Top Tier NOC 

100k+ followers

5+ channels

Mixture of low, medium & high 
resource requirements



What channels to focus on? 

Low resource Medium resource High resource

Facebook

Twitter

WhatsApp

Instagram

LinkedIn

NOC websites

YouTube

YouTube Shorts

TikTok

Snapchat



Prioritise platforms where 
your target audience is most 

active.

Resource-limited NOCs

Focus on Facebook & 
Instagram for broad reach 

and optimisedengagement.

Large potential audience

Consider platforms like 
TikTok for targeted 

engagement.

Younger 
audiences

Platform selection

Top tips 



Pre-Games Case Study
INDIA’S HYPE VIDEO

A launch video aimed at building excitement in the run up to the Games. 

Inspires and unites athletes and fans alike through emotive storytelling. 

Pre-Games
Build a community
Engaging athletes
Case studies
Engaging partners



Build an engaged community by:  

• Working towards a common cause 

• Benefiting the community  

Pre-Games: build a community



Interactive 
posts / 

contests

User 
generated 

content

Hype / 
campaign 

launch 
videos

Play on 
culture &  

patriotism

Bring 
together 

fans & 
athletes

Content ideas to help build community



Engage with & give back to athletes

• Athlete spotlights

• Educational content

• Support during & post-competition

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

Pre-Games: engage athletes



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

Get organised and create a bank of content ahead of the Games so 
you always have quality content to hand.

Top tip



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

Learning: getting your audience to connect with something is a key 
characteristic of top-performing content. Pulling on those heartstrings or 
evoking national pride will give your content a narrative and resonate deeply 
with your audience. 

INDIA’S HYPE VIDEO

India's NOC kicked off their Tokyo 2020 campaign with a video aimed at 
building excitement in the run up to the Games. The aim of this video was to 
inspire and unite athletes and fans alike through emotive storytelling. 



Getting your audience to connect 
with something is common in top-

performing content

Give your content a 
narrative

Introduce campaign 
name / hashtag

Learning

Pre-Games case study
India's hype video



#ElCorazónDeEspaña (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 #ElCorazónDeEspaña campaign



Pre-Games case study
Spain's #ElCorazónDeEspaña campaign



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.

Learning

Pre-Games case study
Spain's #ElCorazónDeEspaña campaign



Lower resource option

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

2. Focused on engaging posts about athlete profiles and national pride.

Pre-Games case study
Namibia's patriotic Facebook campaign



Flag Athlete profiles Athlete stories

Pre-Games case study
Namibia's patriotic Facebook campaign



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

2. Global stage to represent your country.

Learning

Pre-Games case study
Namibia's patriotic Facebook campaign



Pre-Games: engaging partners

Use social media to engage with and give back to 
your partners, e.g. sponsors/media/educational 
institutions.  

• Highlighting partnerships

• Co-branded/collaborated content

• Engagement campaigns

• Content featuring athletes

• Impact reports



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.



Pre-Games Case Study
INDIA’S HYPE VIDEO

A launch video aimed at building excitement in the run up to the Games. 

Inspires and unites athletes and fans alike through emotive storytelling. 

During Games
Case studies
Engaging athletes
Engaging partners



During the Games: content

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

Reactive content

Campaign Planned content

Anticipated

01 02 

03 04 



A Paris 2024 campaign should be centred
around:

a specific theme (e.g. national pride)

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

or 

goal (e.g. establish long-term relationships with 
your athletes)

During the Games: campaigns



Content that can be scheduled, prepared 
or created in advance of publication 
dates. 

Example: 

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

During the Games: planned content



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

Example: 

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

During the Games: anticipated 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).

During the Games: reactive content



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.

Top tip 



Understanding of audience preferences, particularly on Instagram.

A Mix of:

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

Winner announcements Athlete interviews

News updates Sport graphics

During the Games: case study
Brazil’s Instagram strategy



Medal announcements News updates Sports graphics Athlete interviews

During the Games: case study
Brazil’s Instagram strategy



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.

Learning

During the Games: case study
Brazil’s Instagram strategy



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

Focusing on athletes:

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

Engages TikTok’s younger fanbase.

Funny videos Athlete personalities

Behind-the-scenes / unique content

During the Games: case study
New Zealand’s athlete focused TikTok videos



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

During the Games: case study
New Zealand’s athlete focused TikTok videos



Use TikTok to capture a younger audience.

1. Focus on athlete personalities.

2. Show a different side to them.

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

Learning

During the Games: case study
New Zealand’s athlete focused TikTok 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 & highlight videos during the Games.

During the Games: case study
Great Britain's highlight videos



Diving highlight BMX highlight

During the Games: case study
Great Britain's highlight videos



1. Partner with broadcasters to deliver Olympic footage.

2. Not all 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.

Learning

During the Games: case study
Great Britain's highlight videos



During the Games: top tips

Partner with local broadcasters 
to share Olympic footage

Athletes can now share video 
on social media, make sure 

they’re aware of this!

Showcase athlete personalities

01 0302



Pre-Games Case Study
INDIA’S HYPE VIDEO

A launch video aimed at building excitement in the run up to the Games. 

Inspires and unites athletes and fans alike through emotive storytelling. 

Post-Games
Case studies
Engaging athletes
Engaging partners



NOCs posted a lot less after the Games

Engagement level did not drop

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.

Post-Games: what we saw in Tokyo



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

• Athletes returning home

During the Games: case study
Ukraine’s Instagram growth



athlete success stories athletes returning home

During the Games: case study
Ukraine’s Instagram growth

Successful athlete stories Athletes returning home



Learning

1. Keep up your momentum post-Paris 2024.

2. Remain consistent in 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
Ukraine’s Instagram growth



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&A sessions

• Celebratory medal moments

• Feature interviews.

During the Games: case study
Japan’s insightful YouTube



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.

During the Games: case study
Japan’s insightful YouTube



Frequency

Athlete relationships

Newsworthy content

Ticket to the future

Avoid farewell blues

Post-Games: continue the growth

Shift the narrative

Teamwork makes the dreamwork

Inspire & inform

Continue the Olympic journey



Continue momentum after 
the Games

Use your platform to 
inform new fans of 

upcoming events to keep 
them engaged

Complete the athlete 
journey by showing their 
return to home country 

and family

01 0302

During the Games: top tips



Wider industry learnings



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



Direct

reach fans worldwide

Real-time updates/notifications

event updates, results and breaking news

Cost effective 

only important updates

Community

‘virtual fan clubs’

WhatsApp: enhancing fan experience



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

• Provide athletes with real-time updates:

• reminders regarding their training schedules

• competition timings

• team meetings

• other crucial events

• Establish direct communication channels to keep athletes informed 
and organized

WhatsApp: connecting with stakeholders

Paris 2024 Announcements



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

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

Long-form content



Variety is key!

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

Top tip



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

Artificial Intelligence (AI)



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.

AI: creative



AI tools

Creative: Copy: Operations:

AI tools



Any questions? 
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