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EDITORIAL

the on-going activities for the
International
Shooting
Sport
Federation.
Pearse Connolly, Head of Business
Development with the Norwegian
FA, shares with our readers
the journey they have taken to
improve the digital and match
day experience for their fans.
Meanwhile, in his regular series,
Richard Clarke reviews UK based
Corinthians
Casuals
Football
club, a non league football clubs
with approx... 145.000 Facebook
friends, of which 142.000 reside
in Brazil. An interesting digital
story…
Welcome to the October edition
of Digital Sports Media. This
month we feature two federations
in our expert talk as we discuss all
things digital with the Norwegian
Football Association and the
International
Shooting
Sport
Federation. The ISSF has seen a
tremendous increase of its digital
community during the Olympics
in Rio while the Norwegian’s
FA decision to focus on the fan
experience around international
games is already paying dividends.

Digital Innovations

Marco Dalla Dea, Communications
Manager of the ISSF has given us
a very detailed insight into the
strategy adoption, the imminent
success and an outlook on

Digital Sports & Entertainment
Conference

We at RESULT Sports had an
eventful September and October,
as we hosted our 4th annual
Digital Sports & Entertainment
conference in Berlin. More than
350 delegates and 40 speakers
gathered for the one day event to
discuss digital trends and present
case studies.

Core focus in 2016 was on Content
Monetisation, CRM Optimisation,
Digital
Commerce,
eSports
and Fantasy games. We were
overwhelmed with the positive
feedback from participants and
are already planning the 2017
event.

Strategic Need

Content
Monetisation,
CRM
Optimisation, Digital Commerce,
eSports – trending topics in sports
organisations these days and
far more than putting a post on
Facebook, Twitter or any other
social platform. The strategic
approach, meeting the sports
organisations overall vision and
objective is mandatory. Investment
into manpower and knowledge
are crucial, but will be rewarded
with an overall profit centre,
one less dependent on sporting
results. Identifying and analysing
the digital communities on social
platforms and match them with
visitors of website or the existing
merchandise or ticketing database.
The next step to personalisation is
just around the corner.

RESULT Sports

These topics are the daily business
at RESULT Sports. We monitor and
analyse profiles, provide guidance,
workshops and seminars to identify
and enable your potential. With
this in mind, I close the editorial
and wish you a pleasant reading!
Enjoy the October
Digital Sports Media

edition

Yours,
Mario Leo
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FAN EXPERIENCE IS KEY
Digital Sports Media spoke in a
detailed Expert Talk with Pearse
Connolly, Business Development
Director Football Media, Norwegian
Football Federation.
Good Day Pearse. We are very excited
to feature the Norwegian Football
Federation in our magazine. With
the World cup qualifiers now up and
running, I imagine there is a strong
focus on digital media and especially
social media. Can you share with our
readers why?
In Norway, in the key group of 1829 year olds, the top 5 channels
are Facebook, YouTube, national
newspaper, Instagram and snapchat.
It is interesting that twitter and
broadcasters don’t make that list.
For us, in order to engage with our
audience and complement our
rights partner’s match coverage it is
important to be in these channels.
I have been involved in digital for a
long time and the key for me is finding
the right balance between traditional
linear media and the right content on
the SoMe platforms that resonates
with people.
This is a metric that is set against our
goals which in addition to selling more
tickets are about getting the general
public to have belief and interest in
our quest to qualify for the World Cup
2018. Norway’s men’s team has not
been at a world cup since 1998 so a
generation of our fan base has not
experienced what it is like to be at a
major tournament.
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Our desire is to have people believe
the narrative we have developed –
the quest of an underdog. We want to
make it to a major final and we want
the fans to share in that story beyond
the match-day. Digital and social
are the two most important spaces
beyond the match events themselves
– they allow us direct communications
with our audience.
You coordinate the strategic digital
activities for Norwegian FF. Could you
describe a (regular) workday?

creation and distribution has to fit
with our goals, I feel there is a lot
of ad-hoc activity, well meant and
from a traditional sports journalism
perspective, which we want to tighten
up into better market communications.
It is very hands-on especially as we
move closer to game –day. In the match
versus Germany, we launched our new
smart stadium featuring CISCO WiFi and Stadium Vision system. There
was a huge amount of work involved
in the design and development of the
content. We had to correlate our brand
and with the service design model we
have for activating the brand. That
brand, the values we have identified
are Pride, solidarity and ferocity – the
will to win, that ravenous spirit and
desire for success. These are the values
we want to instil in our communication.

Striking a balance is a key part of my
day. I cross over between operations
and the strategic. A core part of my
role is about the strategic perspective
– elements of which we have spent a
long time working on. However we
need to ensure that our journey – the
quest narrative - is communicated
to the operational team. The content The Norwegian FA have an overall
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strategic plan for 2016-2019 with
specific goals to build the relationship
between the national teams and the
public – we want to strengthen the
relationship and bring the fans closer
to the teams. Using the brand allows us
to do this in a specific way.
Through a research grant from the
Norwegian Design Council for Design
Driven Innovation in 2014 we started
a project with the aim of improving
the match day experience at national
team games. This was a collaboration
with the Service Design faculty of the
School of Architecture and Design.
We were interested in how a rigorous
design approach could help us to
understand the role of myth, rituals
and rites of passage in a football
context. It may sound fluffy but the
results were a game changer for us
and we use them in all our match
planning and activation now.
Understanding how experience can
be orchestrated through design of
place and touch points over time has
been a revelation. I would encourage
everyone to undertake some customer
journeys, to look at and document/
capture the experience through the
fans eyes. What greets you when you
get off the train, what experience are
you trying to deliver on the way in to
the stadium, how is your story told to
the fans, what do you do when you
win, when you lose etc. etc. This is far
more than being about “on brand”
it is about the relationship through
experience you have with your fans.
Put it all on a huge paper roll on a wall
and get all the stake holders to work
on it with you – we did; I can highly
recommend the exercise.
One area was to look into and identify
the meaningful moments that make
a game for the fan and we looked at

PIC. Twitter Profile of the NFF

the rituals about being a fan of the
team. We asked ourselves “What is
involved in coming to a national team
game and how we can improve it by
methodical design”. For instance the
flag and national anthem are two
key parts of the game experience.
However we found they were not
receiving the focus they should and
changed a lot of things to make sure
they are stand out elements during the
event and are designed to resonate
with the national pride and solidarity.
In the case of the anthem the playlist of
music before the event was changed
from random dance/techno at the
whim of a DJ to a playlist of Norwegian
music that build the expectation and
atmosphere leading into the national
anthems. The players were all given a
brief on how important it was to bind
them to the public and encouraged
to sing. We went from only a few
players singing to all of them belting
it out Gianni Buffon style. We believe
the public here at the stadium and at
home watching on screens take notice.

The service design tasks look at the
emotional state that we want to get
the fans to – transforming them from
their daily life into the game day.
How do you prepare the fan for the
game? This is well researched in the
social sciences, the term in the study
of Rites of Passage is the Separation
Phase – you can look at other aspects
of life, for example, the army shaves
the hair of cadets to get them ready,
a separation from civilian life to the
military. We obviously adopted a less
dramatic approach – we re-designed
music, the timing and content of
events and the dialogue. We wanted
fans to know they are at the national
stadium at a national event at the
home of Norwegian football. It is easy
to question this and say we should
just get on with the game but we
are living in the experience and visual
economy with very sophisticated
fans. We know this stuff works as
we are surrounded by it in the rest
of our lives, I feel strongly that sports
and football specifically has a great
opportunity to really enhance the fan
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Twitter, YouTube, etc.) and what role
do they play in our communicationand marketing mix?

PIC. Facebook profile of the NFF

relationship through these activities.
Our key challenge is to keep it
authentic and true to the very reason
people support us and come to the
games in the first place – there’s that
difficult “Why?” question again.
So for authenticity a key to this is the
buy in from the team which we work
hard on. In an era when so many
other attractions, we have to amplify
their collective story (the underdog on
the quest) and the individual profiles
that make it happen. The star is the
team as the saying goes. To help us
structure all this and to communicate
it in a simple way we’ve come up
with a model around the game, it’s a
drama based on 5 acts. The call up,
getting to game, the game itself, the
end of the game with 3 scenarios
based on result and then the last
act, reincorporation into day-to-day
life – closure. We would love if the
players would sing the anthem as a
team before they went back to their
clubs – we are not there yet but this
would be a fine gesture, and gestures
can become symbols, symbols are
very powerful for building a resilient
relationship.
We have started on our own journey
too – one to build those relationships
and fan culture. I believe that the
service design approach is of great
help on that path.
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Facebook is dominating at most
sports organisations around the
world. When did you launch your
profile? Were Goals & Objectives set
before entering Facebook and have
they been reached?
We were an early adopter of Facebook
from a FA perspective but we found
we were covering everything from
grassroots to the national team. We
have since shifted our focus for each
level. Unification versus segregation
is a challenge we face. The dilemma
for us is we can get 1 million people
watching the national team on
television but we still haven’t reached
100k likes. Performance helps so we
know we could have grown it for
example if we had reached Euro 2016.
However organic growth is difficult. We
have a good dialogue with Facebook
and we will continue to improve our
offer and our analytics. Facebook is the
dominant platform for us, Twitter for
example is the platform for the media
business but has never taken off as a
mass communication platform here
in Norway. On the Facebook side, we
work with a local agency, to look at
analytics and understand the platform
developments better – Ads etc.
Which other channels/ platforms are
implemented at Norwegian FA to
interact with the fan base (e.g. Google+,

Snapchat, Instagram and YouTube –
Snapchat is a key one for us going
forward. Looking at the Wifi data
from traffic within the stadium it has
been more active than Facebook with
our younger audience. Facebook
is still the largest overall by far but
we see more youths creating Snap
content around games. We have
recently started using Facebook
live and Instagram live. We haven’t
reached our goals but we are close,
we are fine tuning what content
works. Instagram we’ve put a lot of
time into – Twitter we don’t use really
use –while we also look at more
alternative platforms.
Football.no is another channel we
have developed that we are very
focused on. We have a grassroots
app – to make life easier for parents.
So far it has 500k downloads which
is huge for us and it includes all
the fixtures for grassroots with
everything about teams. We work
with our insurance partner to include
one click calls to our injury service
for parents and children. We have
mapping included and are looking at
incorporating carpool ideas for fans.
It is proving very popular. During the
season we get 50k unique visits per
day. The next stage in this products
evolution is to include more of the
national team elements into it.
Do you offer specific content for each
individual channel, or do you use
cross-posting across platforms?
Yes. For example, given its nature,
Instagram stories are different to
Facebook. Facebook live has proved
popular. Although we did learn some
lessons. Recently during training
before the friendly against Belarus
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we streamed on Facebook live. The
immediate impact was amazing
however we didn’t get the full effect
as we were cut off by Facebook due to
rights based around the music on the
PA in the background. We got shut out
for 24 hours! Facebook says it’s a grey
area but the lesson for us – music off
for training.
We are looking to use Hootsuite
for cross posting. We do Facebook
campaigns around the starting XI,
guessing the result of games and
“what player are you?”, the aim being
to drive people to CRM registration.
We use a campaign builder tool called
SocialCee which we are really happy
with – data capture is very important.
We got 1500 new sign-ups based on
recent campaigns for the Germany
game.
Our overall story is managed by
a content calendar. We’ve also
recognised the impact photography,
imagery and video play in the message.
We’ve hired a photographer in a deal
with Getty Images, one of the best in
Norway, to work with us to capture
strong imagery that enhances our
message and works to our brief.
The result have been impressive, the
players even use the images in their
own social media; which helps spread
the message. Working with Getty has
also helped us understand the major
trends in visual storytelling – an area I
feel other teams and FA’s could learn
a lot from.
How do you keep up with the ongoing evolution of platforms? Now
there is a hype on video, initially with
Meerkat, then Periscope and now
SnapChat? Is there a process in place
to review and consider new platforms,
plus subsequently adopt them, if they
are evaluated positive?

There is a lot of interest internally in all
things digital – we like to look ahead
but there is too much to follow. We
follow a lot of tracking and national
trends with both the Statistics Bureau
and TNS Gallup. We use sporttechie.
com and there are lots of other great
online resources curating the huge
amount of development going on
so we can keep informed. We use
a network of other sports people
to keep contact each other and see
what actual practitioners are doing.
The Sportsgeek Slack group has been
a great source of information and
experience; I would like to see more
like that. The SEAT conference is
another area we are involved with, I
like the style and the emphasis on real
case studies and peer learning. Lucky
this is a personal hobby for so many
of us as well!

Have you implemented any internal
Digital Media Guidelines (e.g. for
players, staff, etc.) at the club?

For evaluation we have our own
internal process based on needs and
business analysis. We are looking
to UEFA and FIFA facilitate some
standard tools and also to get involved
in the Start-up and Venture scene, we
feel they can play a stronger role in
that space looking at it from a scale
perspective.

Yes. Our “I Play for Norway”
programme started with the U15
boys and U16 girls. It highlights the
honour and responsibility of playing
for your country. We have an app
we give them when they are called
up and give them guidelines. One of
the things we have realised but one
that is often overlooked is the call up.
This is one of the standout moments
for international players however the
experience wasn’t matched by how
we implemented it. Our approach was
different to their experience. We have
changed that. We have introduced
a welcome pack featuring a pride
jersey, moleskin diary and a set of
guides and values they have to follow
including social media guidelines. The
players in turn share their experience
on social and create currency. We see
Athlete Generated Content as a huge
potential and follow the likes of The
Player’s Tribune closely. As the next
generations come up to senior level
they will have a completely different
perspective and experience of their
ambassador role in media.

Do you see a platform ‘overflow’ –
too many platform offerings – which
potentially will irritate the fan base?

Did the growth on Social Media
channels impact the traffic (visits,
page impressions) on the website? If
yes, how?

Yes, most definitely, can’t be active on
them all have to decide what the best
is to help us reach our organisation
goals. There is a lot of hype around
platforms – we are contacted a lot by
new products, we have to make sure
we don’t dilute our message. If you
are a bigger FA you can outsource this
element but for us at the moment
it is about Facebook, Instagram and
Snapchat.

Yes and no. We did an analysis of our
website traffic, previously we had
a lot of focus on sports journalism
and editorial on national team. We
noticed that the traffic was minimal
on editorial pieces, less than one
percent. People are coming to the
site to their grassroots activity and for
stats on players. So we took that on
board and redesigned the website to
reflect that. The goal and strategy is to
make life easier. For the moment we
are not worried about social activity

DIGITAL SPORTS MEDIA | 7

NFF
rapport with them, both men’s and
women’s teams. So we have a close
relationship with them. The players
for the most part see the potential of
what we are doing, so long as we do
not breach that trust and encroach on
their privacy we believe it is positive
for all. So we already had a VR 360
camera in the dressing room just
before the players arrived – great and
engaging images. The next step is to
have it in there and get 360 player
reactions. They are getting more used
to this and see it as part of their own
brand building – their network can
also start using the content. This area
is a huge area for us.

Pic. Pearse Connolly, Business
Development Director Football Media,
Norwegian Football Federation

conversions to the website. This is our
case where fotball.no is the main site
of the governing body and the day-today grass-roots activity. I think it will be
different for clubs though I have seen a
push back from the traditional sports
journalism type of content. The key
for all is to find a business model that
works in the changing consumption
patterns driven by SoMe.
Players are often a key factor for
fans towards their engagement and
interaction. Are you able to approach
the players directly to coordinate
content or do you have to go through
a dedicated process?
Both – we are able to do it through
our own process. We can do it during
camp and with other players between
games. We have a dedicated contact,
our media officer, and we also have
the usual approvals to go through
but is less formal than perhaps other
nations. We are in close contact with
the players – we have an embedded
reporter during camp that has a great
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Besides the players being brand
ambassadors for the club, the
content is key for interactions and
engagement. Do you create the
content in-house or is there a process
in place to receive content?
We have a dedicated team to
create content in-house, we have
resources dedicated to video we
have experienced with Augmented
Reality. We have taken a decision to
build our own broadcast centre, the
results of which were very positive
as we won the contract to be the
technical producer of the European
world cup qualifiers for the rights
holder Discovery Networks. We have
an in-house designer to create all
our assets. We receive content from
players and there is a process for
review and approval.
Which Content works best for the
online community of Norwegian
fans?
Clichéd now but Video, video, video!
– Especially behind the scenes content
when the players are relaxed and
being themselves, that is fantastic. Our
embedded reporter is comfortable
with the players so we get good

natural content. I love the quirky stuff
where you learn more about a player’s
habits and superstitions. It gets the
public closer to the team. We heard
this from Getty as well as I mentioned,
the trends for Outsider In and Hyperrealism have certainly influenced our
content planning of lateDo you take a look at other clubs
or sports in terms of growing and
interacting with your community?
Yes all the time. As a United fan I am
loathe to say it but we really admire
Manchester City. They are quite smart
and innovative. I like the camera
in tunnel, social walls and dressing
room insight. Their women’s team
did a great FB Live production, we
will stream the Norway – Sweden
Women’s friendly on FB Live. I am
excited to learn and test out the
engagement.
The American Women’s national team
at the last world cup really caught the
eye. They had a strong bond with the
fans. We want to increase our focus
on this area. We need to communicate
tactics and analysis better and find a
way to share this in an approachable
manner. Teach fans about player’s
strengths and tactics, we need to get
back to basics first. We want to let
people come closer to all aspects of
our team activities.
Sponsors also want to be closer to the
players and focus far more on activation
through digital engagement. One
campaign that caught my eye was from
the telco here Telenor. They worked
with Aksel Lund Svindal to melt down
his first World Ski Championship gold
medal that he won in the downhill
competition in Åre in 2007 and
inserted into sim card. That was simply
stunning, it is genuine bridge building
between extraordinary and ordinary.
Our aim is to make elite footballers

NFF
more approachable.
One thing we have observed though
is the potential in the role of the
manager. It is very under-stated in the
fan relationship context. However he
is an archetype guardian figure who
is a guide in story telling (back to
drama and service design again) – the
Manager as Virgil to Dante, Obi Wan
to Luke or Mickey to Rocky – but as
guide for the nation of fans to the
team. Did I mention this could sound
fluffy? The Captain of the team is also
important – they help build a different
bridge to the fans.
We try to spread the net wide and
look at venues, individual athletes,
and clubs - from the UEFA Champions
league to Premier league to players
and fan groups. We also look at
other sports for example the NFL,
winter sports in Norway, Formula
E. Wimbledon have been rightly
recognised for their digital activities
and we follow them closely. There are
also lots of great agencies out there
and I would pick our Seven League
in the UK as they are just focused
on sports and have delivered great
projects to the football family through
UEFA.
Social Media channels have grown so
significantly in terms of followership.
Does this attract existing and also new
sponsorships? If yes, do you execute
specific campaigns or marketing/
sponsor activities throughout the
season?
We do execute specific campaigns
with the sponsors. Campaign based
sponsorship on digital is an area we
are getting better at. We have a lot
of strong partnerships, 22 years is our
longest deal so a lot of what we do is
extensions to existing contracts where
we look to pull them in the activity
with us. For instance our fitness and

wellness campaign EAT MOVE SLEEP
together with our food partner has a
huge element of digital involved – it’s
a maturing process on both sides and
of course it is only going to become
more and more important.
We do have an understanding
between partners that this is an area
with rapid development, new assets
and categories are being created so
we reserve the right to go out to new
sponsors. This is also where following
the industry and best practices is also
really important.
Digital is not only the growth of social
platforms, but also the evolution of
smartphones. Did you experience
this adoption/ evolution within your
fan base for Mobile and Social Media
(i.e. Check-Ins, etc.) and how did this
change your offering (ie. any special
content or contests)?
Mobile first, that’s the new doctrine
for all it seems - the majority of our
traffic is mobile, up to 88% in fact.
We analyse the behaviour and see
influence of mobile – sound off,
auto-play is the reality we face so our
content has to adapt and really stand
out if we are not to be just thumbed
over. I would highlight AJ+ as someone
who has grasped this and really made
the change. Understanding content
discovery and finding is an area we
will put a lot of focus on from now
on.
Audio had been a little neglected in
the past, but now we see great desire
from Fans at soccer and other sports
organizations, will Audio revive or do
you see this differently?
We don’t do much with audio – we
want to. The area we saw a real
effect was with the playlist for the
national team as I mentioned earlier.
The changes led to a better vibe

and build up to the anthem. We are
also looking at audio from referee
in league games like rugby while
subjective commentary like what
Liverpool provide on match days is
rich in potential. Fan commentary
/ unique commentary – cheap and
cheerful and provides strong content.
From an overall perspective we have
just started an activity to look at the
sonic branding possibilities for the
league. We know it can be really
important but we have to feel our
way forward as it’s a completely new
area for us.
What will be the next “big” thing on
Digital Media for Norway? Second
Screen, SMART-TV Apps or do you
think new platforms will appear?
Virtual Reality is cool and we have
taken steps in this. We did VR pictures
around the stadium and in the VIP
Lounges we do have a Live 3D VR
demo from the Germany game, all the
goals alas. Over ½ million people in
Norway have already tried VR and it’s
a country with very high technology
adoption rates so we think this is one
to watch.
Another potential avenue for us is
wearables to track and measure activity
and set up personal fitness/wellness
goals. I’m personally fascinated by the
Bio-Hacking movement and see one
club in Argentina already offering a
season ticket as a chip embedded in
your arm. Wonder will you get zapped
if you don’t agree to the price increase
next year? Gesture and haptic devices
such as the Myo and Ring are on our
radar as well – everything from access
control to refs using them is on the
possible list. Things are moving so
fast in Sports Tech innovation now it’s
really hard to predict what will stick
but it’s certainly the most fascinating
time ever and how lucky we are to be
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PIC. Every team of the accociation get their support on social media

right in the middle of it all.
Augmented Reality is something we
have experimented with – we have
tried a few things such as when you
scan crest on national jersey you
see branded content. It’s a great fan
experience but resource intensive
and needs continuous updates to
stay compelling. Sponsors love the
potential too.
Looking from an overall business
perspective, I repeat that I think service
design is the next big thing, i.e. getting
better at story telling and designing an
overall experience through multiple
touch points over time rather than
focusing on the specific platforms.
With all your activities on digital. How
do you keep an overview of things in
terms of Monitoring?
We look at own analytics, tracking
surveys, ticketing database activity
and the grass roots app. We work
with our agency to create meaningful
analysis and measurable actions.
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What planning did you do prior to the
start of the World Cup Qualifiers?
Lots! We spent a lot of time preparing
for the qualifiers. Alas we have lost the
first two games but we have no control
over the performance on the pitch. We
wanted to work across departments so
we pulled all the various stakeholders
together. We feel we have a good
working structure around match week
now to plan and deliver content across
all our platforms. Launching the new
CISCO system at the national stadium
for the first qualifier took a lot of effort.
We have learnt a huge amount about
using it to deliver the experiences we
want on match day – it’s quite a journey
to go from making sure the match
programme is published to a full event
production with zonal content, live
engagement and result driven content
updates – we didn’t run the Giant Killer
pieces after the Germany game 0-3
defeat…

The technology has all worked, our
focus now is to ensure the organisation
and
operational
routines
are
optimised to get the most effect. We
will sit down and look at how we run
digital/communication and how we
plan the national team games going
forward. We have set up work groups
and we meet regularly to discuss. Buyin from top management and actual
resources being allocated has been
key to achieving our goals so far, we
hope this has laid the foundation to
build that precious relationship we
want with the fans.

Thank you, Pearse, for such detailed
and very interesting interview!

ISSF

360 DEGREES ENGAGEMENT
Digital Sports Media talked to Marco
Dalla Dea, Head of Communications
of the International Shooting Sport
Federation about their digital
communications.
Good Day Marco. We are very
happy and excited to feature
the International Shooting Sport
Federation in our magazine. The
ISSF does focus quite strongly on
digital. Can you share with our
readers why?
The International Shooting Sport
Federation is indeed very active on
digital channels. We are working at
360 degrees to promote the sport
on the most popular platforms, in
order to raise the awareness on our
disciplines, and to increase grassroots participation world-wide.
Shooting is indeed often considered
a nice sport, but we do count over
60 million participants all around
the globe: the ISSF has over 160
national member federations in all
continents. We believe that digital
is the right way to engage both
with hard-core fans (those who are
familiar with and follow our sport)
and with general sport fans who
might find it interesting to get an
insider-view on our events and the
champions.
You
are
the
Communication
Manager. Could you describe a
(regular) workday?
As ISSF Communication Manager I
oversee the official communication
channels of the Federation, I
organize media operations at
the events and the content
production, and I am in charge

Pic. ISSF streams a lot of its events online

of defying the communication
strategy in accordance with and
under the guidance of the body’s
leadership. It’s tough to describe a
regular workday, because as you
can imagine there’s no standard
workday in this business. We have
to be both proactive (planning and
delivering) and reactive (taking
care of special situation, challenges
and opportunities). It is also to be
said that – like every other sport
organization – we have different
moments throughout the year. Being
a summer sport, we use the winter
season to plan for the forthcoming
competition, hold our meeting and
workshops. During the competition
season (March-October) we travel
a lot to the locations of our main
events, namely the world cup
stages, world championships, and
junior cups. All is designed on a

four-year cycle: the ISSF is the world
governing body for shooting sport,
and the Olympic Games are off
course at the core of our activities,
therefore our actions are scaled and
vary from year to year, on the road
to the next Games.
How important and in terms of
manpower, how large is the digital
unit at the ISSF and how do you
coordinate internally activities across
departments (e.g. with ticketing,
marketing, press department, etc.
to meet their department needs in
fan communication?
At ISSF, we believe in flexibility. As
I said, our activities hit the roof
during the competition season. We
have an internal team of 4-5 people
dedicated to communication –
digital press office, social media
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management (English and Chinese),
media operations, TV production
coordination. All of them able to
conduct tasks specifically connected
with their areas of expertise, and
at the same time to collaborate on
specific projects. In this context,
the contact with the other areas
of the Federation is constant. We
also work in coordination with
sport organizations and with our
Championship Organizers. Indeed,
in our Federation’s model, some
of the areas you mentioned are
run by the local organizers, such
as the ticketing and the regional
promotion and press office. As I
said, this is scalable: during the
World Cup season (we typically
have 8 world cup stages, and two
world cup finals, per year) we do
employ freelancers to produce extra
contents on the venues, such as
photographers and video-makers.
Indeed, in terms of communication,
it’s all about implementing the
right mix of contents, services and
distribution, in order to be able to
deploy the right amount of intensity
at the right time, without wasting
resources.
Facebook is dominating at most
sports organisations around the
world. When did you launch your
profile? Were Goals & Objectives set
before entering Facebook and have
they been reached?
The ISSF launched its Facebook page
in 2010. When we first opened our
page, our initial goal was mainly
to provide a platform to our fans
over the globe to virtually meet and
share their passion for the sport.
As I mentioned before, we believe
that our target audience is really
clustered in different countries,
languages,
and
demographics.
Facebook seemed a great tool to
do that, at that time. Goals to reach
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Pic.The federation uses Sina Weibo for Chinese fans

developed with the tool – as the
platform offered more and more
features – and with the experience.
Nowadays, we have more than
400k followers on the ISSF page,
making of it one of the 10 most
followed international summer sport
federations on facebook. Therefore,
we use it both as an editorial
platform, to display our sport, our
champions and our federation
under a different degree, as well as a
promotion platform for our activities
and competitions. And off course as
direct contact with our community.
We are keen in producing quality
contents specifically crafted for
our Facebook followers, that can
be both entertaining and a helpful
tool to promote our disciplines. A
good example of that is the video
promo we distributed on Facebook
one month before Rio 2016. The
goal was to showcase our sport
ahead of the most important event
of the four-year cycle. Therefore, we
invested in the production (using
ultra high speed camera and skilled

producers and editors), to end up
with a short video which has been
seen by over 1.4 million people
before the Games.
Which other channels/ platforms are
implemented at the ISSF to interact
with the fan base (e.g. Google+,
Twitter, YouTube, etc.)?
We want to be able to reach our
target, intercepting the people
where they normally hang out.
Therefore, we are running several
different channels. Apart from
facebook, we are also on Twitter,
Instagram, Flickr, YouTube and
LiveStream. To create a direct link
with the Chinese audience, we’ve
also opened a Weibo account
and a YouKu channel – which are
managed by Chinese-speaking
staffs. Livestream, YouTube and
YouKu turned out to be very useful
and very welcomed. It’s not a secret:
it’s hard to find large spaces for sports
such as Shooting on everyday TV
shows. That’s why the ISSF produces

ISSF
over 100 hours of TV per year at its
own expenses, distributing it both
to linear TV channels and through
its digital platforms. In this way, we
can get space in TV news for the
general sport fans. On the other
side, we offer to our core fans and
practitioners all over the world the
chance to watch a full match from
the first to the last shot, both live
(on LiveStream) and in playback (on
YouTube and YouKu).
Do you offer specific content for
each individual channel, or do you
use cross-posting across platforms?
We have a best-mix strategy: we
try to produce some contents
specifically for each platform (I am
thinking about the video production
which is streamed live, or at
the promotional videos used on
Facebook) but at the same time we
are keen in developing an economy
of scale for other contents, such
as photos, which are used in a
cross-platform logic, with different
edgings.
Do you see a platform ‘overflow’
– too many club offerings – which
potentially will irritate the fan base?
We always have to be careful to
the overflow effect: we have to
consider that we are not the only
one talking about our sport. Fans
are the first content producers.
Then we have the athletes, national
federations, and the organizer of
each event, plus traditional media
and specialized press outlets. It’s
indeed part of the strategy definition
process to find the right positioning
for the Federation communication.

Have you implemented any internal
Digital Media Guidelines (e.g. for
players, staff, etc.) at ISSF?

We are working on that. Right
now, we have published an ISSF
Corporate Identity Guideline which
is mainly used by our organizers to
standardize the look-and-feel of the
venues, and when we created it we
kept in mind some specific needs for
the content producers (TV, photos,
journalists) in order to maximize
the visual impact of our logos and
themes. Indeed, we should not
forget that contents are at the core
of social media communication, in
the field of sports.
Did the growth on Social Media
channels impact the traffic (visits,
page impressions) on the website?
If yes, how?
Yes it did, I think it’s a common
experience among people working
in this field. Throughout the last
six years, we have seen the “social
media drive” increasing its share
of our website traffic. It’s not only
that more people are coming in
from socials, these are also different
people: more and more individuals
who don’t know much about our
sport but who are interested in
learning more about it are landing
on the website. And this required
some fine-tuning on our editorial
line: we have to keep in mind that
we aren’t talking only to the expert
anymore, we have to engage those
who get interested through socials
and try to dig deeper by clicking
forward to our website for the first
time.
Athletes are often a key factor for
fans towards their engagement and
interaction. Are you able to approach
them directly to coordinate content
or do you have to go through a
dedicated process?
Depending on the athletes and

on their national federations, we
both approach them directly or
coordinate the actions with their
press offices. It also depends on
the context: some contents can be
planned in advance; some others
are realized on location according to
the competition results. Generally
speaking, we have an editorial
calendar which provides us the
frame. We then try to schedule
as much as possible the content
production according to the frame,
but then we rely on the networking
on the venue to fill in the gaps.
Besides the athletes as brand
ambassadors of the federation, the
content is a key for interactions
and engagement. Do you create
the content in-house or is there a
process in place to receive content?
We coordinate most of the content
production activities. Shooting is

Pic. Marco Dalla Dea, Head of
Communications of the ISSF
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a peculiar sport, and you need a
certain degree of expertise to craft
adequate contents, both visual and
textual. As flexibility is key in this
business, we rely on a network of
experienced freelancers: we tend
to work with them over the years
through different seasons, in order
to develop and then leverage their
knowledge curve. Once we find a
professional we can rely on, we let
him or her to become an expert of
our sport, so that he/she can grow an
independent attitude in producing
contents, under our guidance.
Which Content works best for the
online community of the ISSF?
Videos are cool, but photos are
key for success, in our experience.
Our target is really clustered, and
language barriers are sometimes
difficult to overcome with limited
resources. A photo says more than
a thousand words - I have been
thought. And that’s true. A powerful
image triggers more engagement
than any other content on our
platforms.

the outcomes. You can’t freeze a
strategy, as you have an Olympic
peak every four years: that’s your
chance.
The ISSF also recorded a significant
increase of its digital community
during the Olympic games in Rio.
Did this impact the federation
digital strategy?
The ISSF indeed experienced a
growth before and during the
Olympics, in 2016. We saw a slight
change in our fan base, as more
and more people who are not sport
shooters are now following us. This
will lead to an adjustment in our
digital strategy, at the end of the
season, after the two ISSF World
Cup Finals taking place in these days
in Bologna and Rome, Italy. That’s a
challenge but also an opportunity
of digital communication: you have
to find the right balance between
feeding your fan base with contents
which are engaging, and that at the
same time are congruent with your

goals.
Social
Media
channels
have
grown so significantly in terms
of followership. Does this attract
existing and also new sponsorships?
If yes, do you execute specific
campaigns or marketing/ sponsor
activities throughout the season?
We actually don’t execute sponsor
activities on our social.
Digital is not only the growth
of social platforms, but also the
evolution of smartphones. Did you
experience this adoption/ evolution
within your fan base for Mobile
and Social Media (i.e. Check-Ins,
etc.) and how did this change your
offering (ie. any special content or
contests)?
Mobile devices hits on our website
www.issf-sports.org
has
been
rocketing, between the London
2012 and the Rio 2016 Olympic
Games. Nowadays, about 50%

During the recent Olympics,
especially
here
in
Germany,
we noticed a more dedicated
communication from the ISSF. Did
you plan this, or did you act flexible,
as the competitions got more and
more exciting?
Athletes are the first ambassadors of
our disciplines. And consequently,
their successes are a powerful drive
for our communication outcomes.
We are therefore really flexible, and
try to adjust our actions according
to the results of specific athletes,
in relation to specific markets. It’s
something you plan, and at the
same time an attitude you develop
by constantly measuring your
outputs against the analytics of
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Pic.Instagram is very important in the media strategy
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of our website users access with a
mobile. And we all know that people
are mostly using mobile devices to
check their socials. This off course
led to a change in our offering. We
opened an Istagram account last
year, as Instagram is a must-have
when dealing with mobile users.
And we slightly changed the way
we produce our social media video
highlights, relying less on speeches
and more on graphics.
It seems the fans cannot get enough
from the direct relationship with
an athlete, a club or a federation.
What will be your next “big” focus
on Digital Media? Second Screen,
SMART-TV Apps or do you think
new platforms will appear?
That’s the question: what’s the next
big thing? I have the feeling that
nobody really knows, right now.
Second screens are a hot topic right
now, but I believe that we are far
from a standard business model that
can justify an investment. Here we
should say that, generally speaking,
it’s difficult for an international
sport federation to become an early
adopter, we tend to follow.
Can you share with us your digital
media approach in the coming
months and towards the next large
ISSF event?
We are currently working on
venue at our ISSF Shotgun World
Cup Final in Rome, Italy. We are
working in the frame of our “2016
masterplan”, trying to produce
contents that leverage the Olympic
Games success to bridge us into
the 2017 season. From next year
on, we will move the focus on the
2018 Youth Olympic Games in
Buenos Aires, Argentina, and on
our 2018 ISSF World Championship
in all events in Changwon, Korea.

Pic.One of a lot of successful posts on Facebook

The ISSF World Championship in
all events typically takes place every
four years, it involves Olympic events
(15 competitions) and non-Olympic
events (bringing the total up to over
50 competitions), and it gathers
more than 2.000 athletes from all
over the world. 2018 – and those
events– will be the pivotal point
towards the Tokyo 2020 Games.

MARCO DALLA DEA’s PROFILE:
Marco Dalla Dea (34) is the
Communication Manager of the
International
Shooting
Sport
Federation (ISSF), the world’s
governing body for shooting sport,
which has more than 160 national
member
federations.
Shooting
sport currently counts 15 Olympic
events, in the disciplines of Rifle,
Pistol and Shotgun Shooting. Marco
is an Italian journalist, founder
of the communication agency
Voice2Media, and runs the course
of Digital Languages at the CIELS
University Campus of Padova, Italy.
He has been collaborating with the
ISSF since 2005.
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RICHARD CLARKE

UNIQUE TEAM WITH
120 FANS AND 147,000
FACEBOOK FOLLOWERS

There is a club in the eighth tier of
English football, playing in front of
around 120 supporters each week,
who claim to possess the highest
social media following of any amateur
sports team in the world.

Right now, Corinthian Casuals have
147,000 followers on Facebook,
enough for a middle ranking team
in The Championship. An incredible
statistic. And, more incredible still,
142,000 of those are in Brazil.

That may or may not be true.

Corinthian FC were formed by the
Football Association in 1892 as a way
to bring top players together regularly
in the hope of improving an England
side who, dash it all, had started
losing to Scotland.

But, then again, Corinthian Casuals
have a very special story. Most of it
was created long before the television
age, let alone the digital and social
era.
Their modern day shirts may be a
gaudy clash of pink and brown but
their story plays out in grainy black
and white.
Yet they are re-telling it to another
generation via digital.
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From the start the new side represented
the “amateur gentleman” ethos. They
only played friendlies and respected
the game with a passion. If awarded
to them, penalties were deliberately
missed. If they conceded a spot kick
the keeper would stand aside. The
referee enforced the laws of the

game, they enforced the laws of a
Gentleman. It was a higher calling
altogether.
In those early years they twice provided
11 players in the England team, a feat
that has never been repeated. They
inflicted the worst ever defeat on
Manchester United, an 11-3 rout. It is
still in the record books.
However their principles brought
them into conflict with the Football
Association so they were barred from
the possibility of competition in the
rapidly developing FA Cup or League.
They became evangelists for the
game, taking it around the world for
the first time. They started off in South
Africa but went to every Continent.
A former player went to Brazil, a trip

RICHARD CLARKE

that ended up with Corinthians being
formed in Sao Paulo, the extra S was
a miscommunication. They beat New
York 18-0 and a fledging Real Madrid
liked their pristine white shirts so
much that they copied them.
One of the their team invented the
word “soccer”, an abbreviation of the
association football and a alternative
to rugby football, or rugger. They are
the only club to have an official coat
of arms instead of a badge.
Financial strife meant they merged
with Casuals FC in mid-1939 and
became Corinthian Casuals. It
was agreed the Corinthians’ white
shirts would be used for friendlies
and Casuals pink and brown for
competitive games.
As the professional game took hold
of the English psyche, this strictly
amateur team perhaps looked more
and more like a relic of a bygone era
or, even worse, a regular non-League
club. They were now a different team,
even penalties were contested.
However the Corinthian part of
Corinthian Casuals has never been
forgotten and, in 2015, they flew to
Brazil to take on their namesakes in
front of 50,000 fans. It is the third such
trip, during a previous outing none
other than Socrates ended up in pink
and brown. This one was to complete
the aborted excursion of 1914 when,
while sailing over, the First World War
broke out. The gentlemen did their
duty, turned around and went back.
No club would lose more players in
the service of their country during
that conflict.
The tour last year finally fulfilled those
fixtures. A documentary recounting the
trip will debut at Cannes later this year.
They found the Brazilian connection

intact. It already brought a curious
Corinthians fan to leafy Surbiton every
other game. They did not expect to
find counterfeit pink and brown shirts
being sold by street vendors.
Despite their size and place in
the football pyramid, Corinthians
Causals possess something major
right holders are looking for – a
differentiation narrative and a means
of internationalisation. Big clubs are
looking for a unique “brand” and
method to monetise. Digital/social,
mostly overseas, is the vehicle.
You really should not use the B word
when talking about an organisation as
sacred as Corinthian FC.
But, given that the club
needs funds, let’s pull it
out.
Sheffield FC, the world’s
first
football
team,
have 42,000 fans on
Facebook and 13,000
on Twitter. Not bad
for a team in Northern
Premier League Division
One South, the eighth
tier of English football.
However they do not
posses a developed
international
story.
Meanwhile St Pauli are
the 11th most followed
team
in
Germany,
sitting just above Mainz,
who are in the Europa
League. Of course their
culture is not congruent
with monetisation via
social media. But their
“brand” (sorry about
that) is strong enough
to withstand only two
seasons in the German
top flight since the turn
of the century.

The beauty of digital is that the
story can take new levels with a new
cadence. And it does not matter if you
are in Surrey or Sao Paulo.
The 2015 tour grew their Facebook
following from 10,000 to the current
level. An agency based in South
America is taking up the reigns soon
and the film hopes to give them
another injection of interest.
Goal graphics are already posted in
Portuguese and, going forward, there
will be translated articles and social
posts.The opportunities are limitless
because the story has power, depth
and social resonance.

Pic. Corinthian Casuals in the news
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Meanwhile cost of production
on digital and social continues to
plummet and cutting-edge skills are
possessed by those just entering the
labour market.
A tiny club with no money but a great
story can reach the world and continue
to spread its message. Especially
one so worthy. In many ways, the
“Corinthian” spirit is the forerunner of
Uefa’s Respect campaign. The merged
club is now a competitive non-League
club like any other but it retains roots.
The website still declares its primary
aim to be promoting, “fair play and
sportsmanship, to play competitive
football at the highest level possible
whilst remaining strictly amateur and
retaining the ideals of the Corinthian
and the Casuals Football Clubs.”
It has never been more important to
promote such principles.
And digital can bring them to a new
audience.

Richard Clarke blogs at www.MrRichardClarke.com.
He is @MrRichardClarke on Twitter, Instagram and Snapchat
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DIGITAL SPORTS & ENTERTAINMENT

DIGITAL SPORTS &
ENTERTAINMENT

On October 10th 2016, ESB & RESULT Sports were hosting the DIGITAL SPORTS & ENTERTAINMENT conference in Berlin for
the fourth consecutive year. 350 delegates and 40 speakers participated to present, discuss and listen to the evolution and
trends in digital media, especially in Digital Commerce, Digital CRM eSports and Fantasy Sports.
Adobe (Presenting), Nielsen Sports, gettyimages, transfermarkt.de and many others were amongst the partners of the
event. The response on the day and since given to us was only positive and we‘d like to say THANK YOU to all participants,
speakers and partners. The fifth DIGITAL SPORTS & ENTERTAINMENT conference will be held October 16th 2017.
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For those who are enthusiastic about management in sports

INTERNATIONAL SPORTS MANAGEMENT (B.A.)
nd
Start studying a ee
fr
get an iPad for

The Bachelor degree in International Sports Management (B.A.) is the perfect
qualification for the entry into the international sports business
The degree program is aimed towards those who are interested in sports and the sports
industry. Athletes are able to open up new perspectives after their sports career. Those
who are already involved in organized sports or in sports-related businesses and
companies have the opportunity to gain qualifications to meet future challenges.
New ways of learning:
Examples from the field of sports and a practical orientation faciliate the understanding for
important business management contents. Due to that the degree program also provides
the basis for a career outside the field of sports.
LUNEX University focuses on a modern, digital learning environment and a
flexible study with block scheduling in small groups. The central location
of the campus right in the heart of Europe (Luxembourg) and English as
program language facilitate the construction/extension of a professional
and international network within sports, health and education.

MATION
MORE INFOR

ABOUT

LUNEX

Information about the sports and health study programs at LUNEX University on: www.lunex-university.net
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LAST BUT NOT LEAST

INSTAGRAM INSIGHTS
DIGITAL SPORTS MEDIA
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IMPRINT
DIGITAL SPORTS MEDIA:
This publication is dedicated to the
global Digital Sports Business.
This magazine is published
monthly and features the overall
evolution, interesting applications,
case studies, best practice models,
expert talks, used cases,
plus the overall
evolution and trends for
Digital Media in Sports.
We determine the term ‚Digital Media‘
with the entire mobile & wireless
communication, the various
social networking platforms and
the overall world wide web/ website
evolution.

In the past couple of years Instagram
has gained a lot of attention from
marketers, brands and influencers.
According to Ali Tufail („The Drum“)
the social platform has remarkable
statistics, that could simply convince
everyone to invest their (or more)
time in Instagram.

•

•

•
•

•

•

•

Instagram is the second
most engaged network after
Facebook with over 60 per cent
of users logging in daily.
48.8 percent of brands are
on Instagram, by 2017, this is
predicted to rise to 70.7 per
cent.
Engagement with brands on
Instagram is 10 times higher
than Facebook, 54 times higher
than Pinterest, and 84 times
higher than Twitter.

•
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•

•

•

Instagram users are 70 per cent
more likely to purchase a product
online using their mobile.
In 2 years, the average
engagement per post has grown
by 416%.
On an average day, 80 million
photos are shared.
Instagram now has more
than 400 million active users.
30 per cent of internet users are
now on Instagram, with users
outside the US accounting for
75 per cent.
32 per cent of US teens
list Instagram as their most
important social network, more
than any other social network,
90 per cent of Instagram users
are younger than 35.
50 per cent of Instagrammers follow brands, making
them the social networkers who
are most likely to do so.

The magazine is prepared in
close consideration of the pragmatical
approach in sports organizations and
the scientific teaching and is in sole
ownership published by RESULT Sports.
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