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Welcome to this year’s League Table

Jonny Murch, CEO, Redtorch

Welcome to the 6th edition of the #SportOnSocial League Table which
measures the social media performance of Olympic International Federations
across 2021.

Despite a challenging start to the year, the incredibly hard work of so many in
our industry meant that the world of sport was able to re-ignite.

Kudos to everyone who helped deliver the Tokyo 2020 Olympic Games and
other major events under very difficult circumstances.

Disruption to sport in 2021 is reflected by the fact that the number of social
posts did not reach levels seen in 2018 or 2019. Nevertheless, creativity
overcame broadcast restrictions at Tokyo 2020 to increase engagement rates
by 99% compared to 2020.

#sport on Social Powered by Redtorch

Creativity overcame broadcast
restrictions at Tokyo 2020 to
increase engagement rates
by 99% compared to 2020

Social media continues to have a huge influence in improving marketing
effectiveness in sport. It plays a vital role in growing the long-term brand
strength of your IF and your sport, and in delivering short-term activations
that engage audiences at key moments.

I hope the insights are useful and help inform your future decision making!
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methodology

The #SportOnSocial League Table 2022 ranks every Olympic International
Federation (IF) by performance across Facebook, Instagram, Twitter and
YouTube.

To determine the rankings, our proprietary #SportOnSocial Tracker
analysed the primary social media pages and handles of all Olympic IFs, as
well as the active pages and handles of their specific disciplines and World

Championships.

The following metrics were analysed:

total fans

absolute growth
growth rate
engagement rate*
total engagements
ehgagements per post
total views

views per video

Insights gathered from last year’'s # SportOnSocial Survey enabled us to
weight each social media channel based on the average level of priority for
IFs

* Instagram (35%)
* Facebook (25%)
* YouTube (20%)
*  Twitter (20%)

Notes
Data correct as of January 2022

The analysis of open-source data meant it was not possible to determine
whether engagements/views were organic or paid

‘Followers’ have replaced ‘Likes’ to measure size, growth
and engagement rate of Facebook pages

Instagram Stories and Instagram Reels have not been included in the
report as data not available

Although an overview of TikTok is given in the report, it has not been
included in the rankings as most IFs are not yet active on this platform

Redtorch cannot guarantee the accuracy of analysis of #SportOnSocial and disclaims all warranties — either express or

*engagement rate = number of post engagements divided by number of fans —— " .
implied — including warranties for merchantability and fitness for any particular purpose
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#SportOnSocial League Table 2022

International Federation

Badminton World Federation (BWF)
Volleyball World

FIFA

World Athletics

International Basketball Federation (FIBA)

International Cycling Union (UCT)

World Archery

World Rugby

International Federation for Equestrian Sports (FEI)
International Swimming Federation (FINA)
United World Wrestling (UWW)

World Table Tennis (WTT)

International Judo Federation (IJF)
International Gymnastics Federation (FIG)
International Ski Federation (FIS)
International Handball Federation (IHF)
International Tennis Federation (ITF)
International Skating Union (ISU)

World Karate Federation (WKF)
International Biathlon Union (IBU)
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2022

2021

Change

International Federation 2022 2021

International Boxing Association (IBA)
International Federation of Sport Climbing (IFSC)
World Baseball Softball Confederation (WBSC)
International Hockey Federation (FIH)
International Ice Hockey Federation (IIHF)
World Taekwondo (WT)

International Surfing Association (ISA)

World Curling Federation (WCF)

International Shooting Sport Federation (ISSF)
International Weightlifting Federation (IWF)
World Rowing

International Fencing Federation (FIE)

World Skate

World Sailing (WS)

International Luge Federation (FIL)

World Triathlon

International Canoe Federation (ICF)

World Pentathlon (UIPM)
International Bobsleigh and Skeleton Federation (IBSF)

International Golf Federation (IGF)

Change




Ollie’s headlines

Ollie Davis, Head of Research and Performance, Redtorch

“ IHF jumped 15 places to #16 overall and was one of 3 IFs
(along with WBSC and ISA) to improve its ranking on each platform

ranked #1 overall

through climbing to #1 on Instagram - higher
engagements were the result of more content
and a real understanding of what fans wanted
on the platform

Fi&

only Winter IF

up in rankings
Beijing 2022 likely to result in all Winter
IFs climbing the rankings next year
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N,
Fina

ranked #1 on Facebook

high levels of engagement and video views were
generated from Flashback series and new video
formats that featured athletes from a different
perspective

biggest riser

jumped 15 places to #16 overall and was
one of 3 IFs (along with WBSC and ISA) to
improve their ranking on each platform

v

Volleyball
World

#1 on Twitter and YouTube
Success on YouTube came through a mix of archive
and current tournament content; experimenting with
YouTube Shorts attracted younger viewers

h |

2nd biggest riser

jumped 12 places to #7 overall with significant
improvements on Facebook (#2) and Twitter

(#4); high growth and high engagement rates

led to this increase.




7 interview with Lloyd Green

e Head of Communications, Badminton World Federation

\

A big congratulations for topping this year’s
#SportOnSocial League Table! What’s the key to your success?

We are extremely excited about this achievement, and it is a culmination
of a lot of hard work from the team.

We have been able to bring our vision alive over the past three years and deliver upon our
goals. The key to our success has been an improved relationship with the player group that has
allowed us to connect fans closer to players than ever before, both on our Anglophone channels
and on our Chinese platforms.

This has included a dedicated approach to improving the social media literacy of all players
through our Star Creation Programme, in which we have delivered intensive tutoring to a small
number of players who have then gone on to share this learning with their peers and
teammates.

While we have not had exhaustive resources to create a large-scale content team, we have
been smart with our existing resources, and what we have been able to do is intensify the
appetite of fans for more content by developing a consistent, accurate, reliable and entertaining
content offering.

#Sport on SOCiaI Powered by Redtorch



interview with Lloyd Green (cont.)

Linked closely to this is an intimate knowledge of the exact types of content our fans enjoy, and how
such content is consumed. We are now in a position of constantly increasing the value proposition for
fans, so the sport and the players remain relevant. Our fan-first approach to engagement - in which we
have explored a more informal voice, particularly on Instagram - has meant our storytelling has become

more inclusive to more people. ‘ ‘

We look forward to building upon this foundation and working with our badminton community to keep
badminton the number one sport on social media. we are now in a

You also came #1 on Instagram, sharing more content than any other IF. position of constantly

How did you manage this frequency while ensuring content remained relevant? increasing the value
Our frequency of content on Instagram is an indication of the demand from fans. We have enthusiastic, proPOSItlon fOr fans
passionate and loyal fans from around the world and all they want to do is be closer to their heroes.

So we embarked on a plan to give fans more of what they wanted. We did not necessarily reinvent the
wheel. We focused on the innocent moments, the human touches, which allowed fans to relate to
players more. This was simple to execute and very manageable over a 365-day period.
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interview with Lloyd Green (cont.)

Tokyo 2020 was certainly a successful period for us. We were able to capitalise on our raised profile
and carried this momentum into a busy O3 and Q4 where we had several high-profile tournaments.
Subsequently, we surpassed the 1-million-follower mark and continued to engage fans 24-hours a day.

How does social media fit within BWF’s wider marketing strategy? ‘ ‘

We are very aware of the badminton ecosystem and the commercial value of our social
media assets running in parallel to our live delivery of television content to audiences globally. we surpassed the

A thriving social media machine creates further opportunity and awareness for badminton stakeholders T=-million-follower
and ultimately creates a revenue stream that we can put back into the sport. =

As we endeavour to get more children to pick up a badminton racket, the fact we are igniting more mark and Contlnued
badminton conversations online helps us promote the game far and wide. to engage fans

24-hours a day

What tactical execution from 2021 are you most proud of?

With no spectators at Tokyo 2020, BWF launched a new fan engagement campaign for the Olympic
and Paralympic Games. The goal was to ask everyone in the badminton community

#Sport on Social Powered by Redtorch



interview with Lloyd Green (cont.)

to #RaiseARacket on social media for all the players, teams, support staff, officials, volunteers and
fans who helped make Tokyo 2020 memorable. The resulting influence saw badminton ranked among
the best-performing International Federations in terms of social and digital performance

during Tokyo 2020. ‘ ‘

How did you capitalise on the Tokyo Olympics?

Data comparing search trends from Rio 2016 to Tokyo 2020 showed that participation and PartICIp_atlo_n and
consumption interest in badminton was at an all-time high - this despite COVID-19 severely impacting Consumptlon interest

the organisation of badminton activities worldwide. in badminton was at

This supported BWF’s own research across the past five years into sports consumption an all-time high
trends and the online preferences of our existing community, enabling us to pinpoint the types of
communication tools and available technology required to take badminton to the next level digitally.

We were excited, therefore, to leverage this heightened exposure from Tokyo to launch our brand-
new mobile app, Badminton4U. The app consolidates our digital assets into a dynamic, user friendly,
one-stop-shop solution with an immersive user experience in which the fan is in the pilot’s seat of their
badminton journey: created with the fan solely in mind.
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interview with Lloyd Green (cont.)

The app launched to great success and we look forward to seeing its benefits for
many years to come.

What was your most important learning from 2021? ‘ ‘

There is still much that can be improved about player accessibility and player

willingness to participate in content activities. We need more players to realise the The app IaunChed to
full potential of an engaged fan base and how they can build commercial

opportunities for themselves from this. So, we will continue with our successful great success and we
education programmes as the success of our digital strategy is closely tied to the look forward to seeing

visibility and star power of our players. its benefits for many

What do the next 12 months have in store for years to come
BWF on social media?

We are about to expand our content team and roll out our long-awaited 365
content strategy designed to make our channels even more engaging. Fans can
expect to see more unique content with their favourite players to showcase a
different side to the sport and its characters.
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year-on-year.comparisons
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IFs added 10.5m followers on Instagram
- the highest ever annual growth

Facebook experienced a 192% year-on-year increase

total fans by year absolute growth by year

10.5m

2.8m

2017 2018 Instagram Facebook

2016 M 2017 2018 2019 M 2020 2021
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44% more posts than in 2020

IFs posted 44.2k times on Instagram - the highest ever number on the platform

total posts by year
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photo content on Facebook made up
46% of total posts vs only 35% in 2020

- e R AC 6 He SR (i s * photo content at its lowest on Instagram (33% of total),

o, o/
42 /o of total posts vs 50 /o in 2020 video content represented lowest proportion of total content since 2017

content format on Facebook
content format on Instagram

Photo Status

1 AT

51% 1%

44% 0%

%1% 1%

34% 0%

35% 1%

2017 2018 20[€) 2020

46% 2%

Carousel Photo M Video
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IFs racked up 572.9m engagements
- 2 100% year-on-year increase

° —0ON-
o the highest SVEF AURTSER 6 engagements was COUREE Iorgely Twitter expenenced a /o year-on-year increase in engagements

by IFs producing more content on Instagram than ever before (17-7m) - which was still less than 2018 (24-9m) - primarily
as a result of less content

engagements by year
engagements by platform

Instagram Facebook Twitter

820m 504m 4.3m

133.2m 535m 91m

295./m 90.8m 24.9m

3325m 822m 22.6m

212.1m 635m 120m

44.5.0m 1102m 17.7m

| |
2016 2017 2018 2019 2020 2016 M 2017 2018 2019 M 2020
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92% year-on-year increase in video views
- despite video restrictions at Tokyo 2020

* Facebook and Instagram had highest numbers of video views e YouTube video views were 105% higher than 2020 but

(4.2bn and 1.4bn respectively) - reasons for increase include still lower than 2018 (when more video content than any other year)
highly engaging Olympic campaigns and effective paid media strategies

video views by year

1 n

Facebook Instogram YouTube

5151m 595! 3519m

759.4m 1833m 4680m

1ibn 430.1m 1.9bn

1.4bn
922.6m 2.3bn 902.1m 12bn
- 2.1bn 8855m 395.6m
4.2bn 14bn 809.6m

2016 2017 2018

2016 2017 2018 2019 2020 M 2021
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overall platform analysis
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IFs added 188.8m new followers
- an 11% year-on-year increase

23% of all followers were on Instagram - a 19% year-on-year increase

&

32%
total growth rate on Instagram
(higher than any other platform)

o

4.7m

new subscribers on YouTube

- 2nd highest growth rate (24%)

fan breakdown by platform

M Facebook Instagram Twitter YouTube
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f

8.3m

new followers on Facebook
(2nd highest absolute increase)

O

2.0m

new followers on Twitter - 56%
higher than previous year (1-3m)




IFs gained 10.5m new followers on Instagram
- more than any other platform

absolute growth per platform total growth rate per platform

Instagram

YouTube

Facebook

Twitter

Instogram Facebook YouTube Twitter
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IFs posted 230k times
- a2 44% year-on-year increase

posts by platform

43% increase

35% increase

48% increase

22k increase

M Facebook Instogram Twitter YouTube
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IF content received 583m engagements
- a2 99% year-on-year increase

total engagements by platform

2%

445m Instagram engagements A 100% increase
g gag

o 110m Facebook engagements > 74% increase

0 18m Twitter engagements A 47% increase

Q 10m YouTube engagements 110% increase

B Facebook Instogram Twitter YouTube
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engagement rates increased on each platform

engagement rate by platform

2.7%
2.5%

Instogram Facebook Twitter

W 2020 2021
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&

f
o

Instagram’s engogement rate of 2-7% was the highest
of any platform

Facebook’s engagement rate increase from 0-3% to 0-7%
(largest year-on-year increase)

Twitter's engagement rate increased from 0-1% to 0-2%
(the result of Gold medal announcements and record-breaking
moments from Tokyo 2020)




there were 6.4bn video views - a 92% year-on-year

increase

views by platform

M Facebook Instogram YouTube
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Facebook experienced a 103% increase
in views and accounted for 65% of total

Instagram views jumped from 886m
to 1 4bn 60/0 increase

YouTube views rose by 105% to 810m

(partly due to a 68% uplift in content)

> +103%

+60%

+105%




Facebook
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o  Facebook top 10

International Federation 2022 2021 Change

International Swimming Federation (FINA)
World Archery

Volleyball World

World Athletics

Badminton World Federation (BWF)

FIFA

World Table Tennis (WTT)

International Cycling Union (UCT)
International Basketball Federation (FIBA)

International Gymnastics Federation (FIG)
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o IFs posted an average of 2.5
pieces of content a day

posts by content format
2%

m 46% of content was photo (34% in 2020)
‘ 42% of content was video (50% in 2020)

% 10% of content was link (14% in 2020)

M video photo link status
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o World Archery increased its following
onh Facebook by 162%

facebook

Home Favourites Recent

va: World Archery @ posted an episode of
4 Condensed.
16 July 2021 at 19:55- @

Condensed: India versus China for the
recurve men'’s team world title in 2019

A preview of the final at the Olympics?
Q©O%F 571K - 59K comments - 11K shares

oY Like (D comment /> Share

Most relevant v

a Khup Haokip

#Sport on Social Powered by Redtorch

Ome  Favourites  Recent %
[b Like (D comment A Share
pst relevant v
Khup Haokip
3 nubs a representing india
3w Like Reply Q@
3 Khup Haokip replied - 4 Relies
S8 Ak Jajoriya
~ Proud of Indian archery team
35w Like Reply 00s0
@ Ak Jajoriya replied - 3 Replies
Gamdam Dakpe

Indian players thought they were in
bollywood movie and they can easily

make itey
35w Like Reply 1 0%

Anisur Khan replied - 4 Replies

World Archery gained 622k followers

and achieved the highest growth rate overall (162%)
32% came in the first week of the Olympic Games

FINA amassed 643k followers and generated

the 2nd highest growth rate (145%)
41% came during the Olympic Games

WCF’s growth rate of 128% (65k followers)

was the highest of any Winter IF

The highest daily growth (1-6k) came on the
final day of the 2021 World Men’s Curling Championship




o  video remained the best
format to engage fans on Facebook

< Watch

For you Live Gaming Following
average engagement rate by post type

Overhand %

#AIBA #AIBAcompetition #boxing *' George Foreman vs Terry Handreson

over hand punch knock out Handreson
being as it is. best over hand shot of

biue uniform

1y Like Reply Qs

@ verry Trespeces repied 2 repies

Jerry Mcfeeters

HAHAHA yup did you see when he went
10 throw his left jab he removed his right
hand from his face and the rest is
History!!! | remember that you were easy
10 train too....| think | had some hand in
teacher mode while you came up the
ranks....good job.

1y Like Reply 20
0 Jerry Mcfeeters rephed

Harvey Brown
That over hand right or southpaw over
©Q 45k 1.7k comments 6.6k shares 3.8m views hand left is unforgiving. o
1
fA.. tva Bealv
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22:34

o  91% of total engagements
on Facebook were reactions

v Watch

Foryou  Live Gaming Following

World Athletics - &
=@ 16 Aug2021-6

Top posts by reaction included funny UGC content Usain Bolt | Men’s 100m World Record
and archive content that evoked excitement /surprise

Top posts by comment included winning
moments, epic fails and questions posed to fans

Il downthere at the ent/of the'3
straight for the final. The

Top posts by share were videos, some of which were
recreational content reposted from other related accounts

W
Q0 254k 3.4k comments 23.7k shares

o) Like (O Comment 2 Share

New for you

. Vinllaviaall Whiaci e -

Seeall (4)
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o 4.2bn video views on Facebook

- the most watched videos typically featured footage from events

09:11

M International Handball Federation - IHF - F
®© 27an2021- 6

Denmark vs Egypt: Quarter-final penalty shoot-out

e & )

oI e mons eottag esorsp etiog « ooy ezeangeneean
m-_x,‘_x_-‘x.-‘x,u,—_JV
@ ISSF - International Shoo... Follow

t

Q0 649k 1.1k comments 2k shares 9.5m views

o Like (D comment (> Share

World Archerv - &
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United World Wrestling - Follow
10 Apr 2021 - G

Sonam (IND) rallies from 0-6 down to beat
Kassymova (KAZ) 9-6. She becomes th... See more

Watch

For you Live Gaming Following

% BWF — Badminton World Federation -« Follo:
-G

Pai hip

'OYOTA Thailand Open | Play of the Day: Sublime
pkills on show from Mohammad Ahsan

© 149k
oY Like

78 comments 361 shares 4.1m views
() Comment £ Share

OO 247k 286 comments 1.4k shares 5.7m views

wa:  World Archery - &




o outside of competition, video views
were generated from reposting UGC content

9 FINA - Follow
firg svar- 6
Count the summersault...

Volleyball World - & Foryou  Live  Gaming sy UC! - Follow
< 2001-6 % % 24 Mar 2021 - ©

Extreme Volleyball In The Water How impressive is this! ©
By, FIBA - Follow ... See more
® 31Dec 2021-Q

Guy smashing arcade basketball game &

O0% 108k 4.2k comments 9.7k shares x 0 94.9k 275 comments 671 shares 19.3m views

ﬁ & % ® & = § 28.8k comments 39.5k shares D Like (I comment @ Share

Friends  Marketplace  Profile  Notifications  Menu

2k comments 5.7k shares 4m

Hs po rt on soc ial Powered by Redtorch
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o 2.7bn total views were generated
from the top 5 IFs (64% of total)

o8 FIFA Women's World Cup + Follow
50ct2021.

#TopTalent: &1 Natalia Guitler

Y

Volleyball
World

2.2k comments 19.3k shares

Q0 311k

#Sport on Social Powered by Redtorch

FIFA had 1-1 bn video views (26% of total)

The top 2 videos by view were part of the #TopTalent series
on the FIFA Women’s World Cup page

Slow-motion videos (#SloMoSaturday) accounted for half of the top 10 videos by view

Volleyball World had 51 7m video views (1 2% of total)

o, L ! .
91 /o of videos produced were over 3 minutes long, however the most watched videos
were reposted from other accounts and included funny/inspirational moments

FIBA had 399m video views (10% of total)

The most viewed videos were reposts, including impressive
shots from recreational players in different environments




o content posted during Tokyo 2020
outperformed other IF content posted in 2021

content created by IFs during
Tokyo 2020 accounted for:

26%

of total growth
(2.2m new followers)

17%

of total
engagements
(1 9.2m engagements)

#Sport on Social Powered by Redtorch

19% higher
engagement rate
(0-82% Vs 0-69%)

6%
of total views
(266-2m views)

N
\«

¢ FBAQ
7hug 2026

The #Tokyo2020 Men's Basketball #0lympics 5

USA Basketball ¥ | #Basketball

14% of
total posts
(7-9k posts)

0 comment

D ke
Oo 85.4k

4,458 shares




interview with Luca Fasani

Digital Manager, FINA

FINA ranked #1 on Facebook. What has been the
key to your success on the platform?

Our success on Facebook is the result of a new digital strategy implemented right
before the Tokyo 2020 Olympic Games. With specific regard to Facebook, we keep
reviewing how we produce digital content to intercept the latest trends and changes
in the algorithm.

It’'s an ongoing process that aims to provide the right content at the right time.

Facebook is still the social media platform with the largest global community and its
target audiences continue to be very attractive for many businesses. I am confident
that the META ecosystem will keep offering a wide range of solutions for sport entities
to engage with multiple audiences.

Holding a solid presence on Facebook today is a good starting point for the future
digital transformation of FINA.
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interview with Luca Fasani (cont.)

What tactics have you put in place to receive such high engagement rates
on Facebook?

The 2021 season was the first real ‘comeback’ after the pandemic; our athletes were finally ‘ ‘

back to compete after such a difficult period. It was the first time we could finally talk about
what we know best: our six aquatic sports.

The fact the epic flashbacks are still attractive means our message was well received, but it's HOIdlng a SOIId presence
now time to move on and plenty of new epic moments will feature in the 2022 season. (0] ] Facebook today is a

In the second half of 2021, we also introduced new video formats to feature athletes from a gOOd starting pOint for
different perspective; great comments were shared for our video production at the FINA the future digital

World Swimming Championships 2021 in Abu Dhabi. transformation Of FINA

How did Tokyo 2020 benefit your social media performance and what
learnings did you take that you can apply to future campaigns?

We knew that the Tokyo 2020 Olympics Games would have had a positive effect
by amplifying our reach and enabling our content to be seen by a wider audience
around the world.
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interview with Luca Fasani (cont.)

The Olympic Games are a global event and every sport business benefits from this

special edition in Tokyo. Sport lovers were eager to see our athletes compete, ‘ ‘
celebrate, cry, and eventually become legends. Athletes are the real protagonists of

our sport, and their stories represent the ideal narrative for a successful message to

be spread on social media. We want to collaborate

_ _ more and better with our
My takeaway from Tokyo 2020 is that we did well, but we could have done P
even better. The potential of this event and its capacity to bring people together is athletes; as mentloned!
massive and we are already looking forward to Paris 2024. they are at the heart of our
Does FINA have any tactical changes lined up for content production, but we
its social media strategy? also look forward to more
FINA is going through a process of reforms and the digital transformation is one of the engagement WIth our
main pillars. I wouldn’t talk about changes, but additions and brand-new projects that National Federations in
will impact our social media strateqgy as well. the near future

We want to collaborate more and better with our athletes; as mentioned, they are at
the heart of our content production but we also look forward to more engagement with
our National Federations in the near future.
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Instagram
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o—— Instagram top 10

Badminton World Federation (BWF)
FIFA
Volleyball World

United World Wrestling (UWW)
World Athletics

International Federation for Equestrian Sports (FEI)
International Judo Federation (IJF)

International Cycling Union (UCT)

International Basketball Federation (FIBA)

World Rugby
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e growth rate on Instagram increased by a
massive 47%
©

@ increase in

engagement
@ 47% rate

higher average (from 2:5% 1o

2.1 growth rate 2.6%,

average dai'y (from 24% 35%)

pos::s 13%
(50/0 increase) increase in

36.3k views per video
34% new followers (1 9.7k average views)

of posts were on average
carousel 26.1K i 2020)

0% in 2020)
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o Instagram growth
higher than any other platform

BWF’s growth rate of 142% was the highest of any IF (633'( new followers)
Major tournaments were a huge catalyst for growth, including:

the Yonex All England Open Badminton Championships 2021, the 2020 Summer
Olympics, and the rearranged TotalEnergies BWF Thomas & Uber Cup Finals 2020

World Athletics gained 1-2m new followers (116% increase)

25% of its growth came during the 2020 Summer Olympics; 165k
new followers coincided with several Continental Tour meetings towards the
end of April

@ aiba_official & Follow
New Day - New Dance 'K
IBA followers grew from 11°k to 218k (97% increase)

: @andycruzgomez
21 /o of total growth (22-1k) came during the @cuba.boxing

2021 IBA World Boxing Championships in Belgrade, Serbia
#AIBAWCHS2021 #boxing

" "
1 ffir
¢ I

3iba ® 3 nan
0 a 3 people
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©—— content type was split evenly between
carousel (34%), photo (33%) and video (33%)

Carousel represented the largest proportion of content (34%); in 2020 it was the smallest.
Carousel was the most popular content type for 15 IFs (4 IFs in 2020)

< Post

(@ biathlonworld
World Cup Ostersund

Cp 71% of 18U content was carousel

Carousels were used to show athlete stories
leading up to victories and to congratulate
retiring athletes on outstanding careers

60% of both FIBA and n
Volleyball World content was carousel vieg

MANN

These IFs used carousels to showcase a : » S ' |hﬁm
selection of photos from key events as well as

posing questions to fans, encouraging them to oQv
pick their favourite location, team or character

22,648 likes

biathlonworld % FABULOUS, SIMON %%
@simon_desthieux wins the second World Cup race
of his career in the Oestersund Men's Mass Start
ahead of @edlatypov who finishes on the podium for
the first time - on his birthday! @johannesbo seals
victory in the Total Score with a third place. &3

wiManzoni/IBU #biathlon #biathlonfamily #ost21
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o carousel posts remained
the most engaging content type

BWF generated high engagement rates
on carousels through funny and cartoon-edited celebrations

<

WKF experienced success on carousels with themed graphics
that showcased gold and silver medallists from the Olympic Games < bwtofficial

engagement rate by post type

3.1% 3.1%

2.2% 2.2%

carousel photo 195,509 likes

bwf.official Did you witness the transformation?
@sinisukanthony just transformed into Super Saiyan

M 2020 2021 Ginting!

#Sport on SOCiaI Powered by Redtorch



o— |Fs used the Olympic spotlight to increase their
share of voice among new target audiences

Photo

@ worldkaratefederation

@ volleyballworld
/' Tokyo, Japan

oQv R ©aQav W oQv
1,967 likes 1,071 likes

35,444 views
worldkaratefederation With Karate's Olympic debut worldrugby7s Welcome to the festival of frenzy volleyballworld #TokyoHereWeGo - ARE YOU
only days away, we want everyone to get into the READY?
#KarateSpiritwithus. % & ¥ Bring on Tokyo %3

#Volleyball | #8eachVolleyball | #Tokvo2020 |
#sport on Social Powered by Redtorch




o event-related content, such as record-breaking
moments and gold medals, generated substantial

engagements

<

Q ifsclimbing
Tokyo, Japan

" <
! q worldathletics
==/ Tokyo Japan

MEN'S SPEED X
OLYMPIC RECORD #cLiMbrotokyo ¥

T0KY02020 . 8 Iaﬁsﬁéu 5-‘?,

Qv W
15,395 likes

ifsclimbing BASSA MAWEM B 1 IS THE FASTEST
MAN IN THE OLYMPICS

80,509 likes
@) Liked by micahrichards and 116,872 others uci_cycling ITALIA 11 OLYMPIC CHAMPIONS!
worldathletics Elaine Thompson-Herah.

bd P emad Mlaee ok AeAA AAA

a ~ an a ~ A (@) (5] ) ) #olympics #tokyo2020 #sportclimbing
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e while more IFs than ever before used humour
to engage fans

%‘- fei_global

225,282 likes

bwf.official Are you ready for the epic battle? 7
@sinisukanthony ™= [ 141 @kevincordon17

#BWF #badminton #badmintonlover
#badmintonlovers # 7 #Toky02020 #RaiseARacket

& @nathalialia_lisa v} Q v

T 4,380 likes View all 3,485 comments
2 es 2

2 August 2021 & Liked by jessreus and 83,711 others
fiba Should we just call him Splash Fratello? ¥ 12 wtt When #PhotoshopFriday is a piece of cake August

fei_global The face you make when your Mum says

there's food at home &3 ¢ @

#Toky02020 #Basketball Thanks g) all of your creative efforts this week! =
Lt
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o there was an increased focus on diversity and
inclusivity

fei_global

Qv

4,002 likes

worldrowingofficial 4 June is Pride Month! /# We A
believe that everyone, regardless of gender, age, o O v
race, ability, sexual orientation, should have a place / ’ . 8

7,758 likes in our sport 4. What does Pride Month mean to 7,718 likes

?
worldathletics Over the past few months, we've you? #LOVEISLOVE

fei_global "Love has to prevail. If you're born with a
been celebrating diversity and equality in our sport. isabili

. . . i = if you have a child with a disability then just
#rowing #worldrowing #rowinglife #fisa #aviron . . 4 just love them. Nobody wants to be different, but we
Haad auar tn warddathlatice arn far 3 lnal hask at #rudern #roeien #canottaaaio #remo 15 d 1al” LE - . 11 have to embrace different people because that's

#sport on Social Powered by Redtorch




o 9 |Fs each generated over 1TO0m engagements

445m total engagements
24% of engagements came from FIFA (1 O8.5m)

95 of the top 100 posts by engagement were from FIFA accounts

8 of the top 10 posts included Lionel Messi or Cristiano Ronaldo

Lo 18% came from BWF (81-6m)

70% of the top 50 posts (excluding FIFA) were from BWF

P 12% were from UWW

e 4% were from each of Volleyball World, ITF and FIBA

34% of the top 50 posts were produced during the 2020 Olympic Games

the top 2 most engaging posts in 2021 were from ITF and BWF, both featuring gold

©oaQv medallists from Tokyo 2020

764,562 likes ) aworldcup All these stars ace in the
fifaworldcup All these stars are in the hunt for a ket to Qatar & 89
ticket to Qatar & 48 =2

hunt for @

#Sport on SOCiaI Powered by Redtorch



© 6 IFs generated over 75m views each

1'4bn total engagements 28% of views came from FIFA (399-4“1)
14% of views came from World Rugby (198-1 m) and BWF (195-2m)

Video ' 84 of the top 100 most viewed videos were from FIFA

) Comments

( nitedworldwrestling
' Oslo, Horwey imands126 @
0w Vlike R * the top 10 were archive footage and throwbacks

peyman_s.k i i
©a 1ike :.T,mm 4 * a carousel showing Germany’s 7-1 win against Brazil in the

ardeshe_abbasi M ¢Sl sty _ 2014 World Cup generated the most video views (12.5M)

e b
W dlkes  Reply

\ sheidaryan8 ¥ & %

T Ry : World Rugby produced 38% of the top 50 most viewed videos (excluding FIFA)
3 mo.taba8188 g g ==
20% were from UWW

10 % u.cre from each of BWF, FIBA and ITF
N amirhossein_vi $ @YY
x ke Rop * Only 5 of the top 50 videos were produced during the 2020 Olympic Games
) y.u.s.o}.m.i.lr.ae.i.l.i:::.‘-‘S:
5 =

w2 ke Ropy * 2 of the top 3 most viewed videos in 2021 were
2,753,354 views =3 o ‘Own The Moment’ posts by ITF at the Paralympics

unitedworldwrestling @mohammadreza_geraci ==
letting it fly!

#Sport on SOCiaI Powered by Redtorch



©—— content posted during Tokyo 2020
outperformed other IF content posted in 2021

content created by IFs during Tokyo 2020 accounted for: 4
b

Photo
@““““
9% 17% of

of total views total growth
(134-5m views) (1-7m new followers)

19‘{: 16% of 19% of total
Igher total posts engagements

:Bzr:‘g;?/oevl:lze.rgsrf/:)e (7_1k posts) (84-4m engagements)

QQ 3

B ke arby nell an \0\ 0“*(5 ‘
i\ d by
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Twitter
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o Twitter top 10

International Federation 2022 2021 Change

Volleyball World

Badminton World Federation (BWF)

World Baseball Softball Confederation (WBSC)
World Archery

International Cycling Union (UCT)

World Athletics

International Skating Union (ISU)

FIFA

International Basketball Federation (FIBA)

International Tennis Federation (ITF)

#sport on Social Powered by Redtorch



o engagements per post increased by 75%

O

4.8

average
daily posts
(49% increase)

#sport on Social Powered by Redtorch

O

15%
average
growth rate
(6% in 2020)

7.7k

new followers
on average
(2.8'( in 2020)

O

70%

increase in
engagement rate
(from 0-1 0%

0 0.17%

75%

increase in
engagements
per post

(63 engagements

on average)




o IFs experienced an average growth rate of 15%

&

International Surfing Association &
@1ISAsurfing

52 Nations to Compete for Olympic
Qualification in #E|Salvador.

Full story: bit.ly/3yyZNt2
@surfcity #ISAworlds

21:40 - 22/05/2021 - Twitter Web App
343 Retweets 38 Quote Tweets 1,985 Likes

© 0 Q 1

(55
A \nvaa Briae flnrah 0 < UNRINDY

Tweet your reply

#Sport on Social Powered by Redtorch

isasurf

BWEF experienced the highest growth rate (65%), amassing 104-2k

new followers, the 2nd highest after FIFA (1-4m)

ISA gained 7-9k new followers (51% growth rate) of which 32%

(2-5k) came during the 2021 ISA World Surfing Games in El Salvador

IHF accumulated 12-6k new followers

(31% growth rate) and had the 4th highest number of tweets

The 2021 World Men’s Handball Championship
in Egypt was responsible for 38% of IHF’s total growth




o 16% of all tweets included #Tokyo02020 and
the best-performing were related to medal winners

FIG @

@gymnastics

wsc  WBSC 53 @
@WBSC

@ g-:dz o Standing ovation and not a dry eye
Sy @ludo o Japan Wy & & in the house for the

. . ¥ B ”‘ et 3 ire
History s iiade, & 1n 8 HToky02020 #Olympics #Baseball ArtisticGymnastics legend Oksana

Chusovitina = as she takes her
#UnitedByEmotion #tokyo2020 #Softball #Gold #JPN final @Olympics bow. The 46-year-

old today became an [EJ-time
Olympian, competing on Vault for
the last time at @Tokyo2020 @

#Tokyo2020 #Olympics

Translate Tweet

2 Teddy Riner and 4 others & SOFT JAPAN (V7 FiR—JLEZ... and 4 others

12:48 - 31/07/2021 - Twitter Web App 14:32 - 07/08/2021 - Twitter Web App
11:00 - 25/07/2021 - Twitter Web App
1,287 Retweets 91 Quote Tweets 11.8K Likes 6,371 Retweets 217 Quote Tweets 25.4K Likes
3,353 Retweets 704 Quote Tweets 14K Likes

Hs po rt on soc ial Powered by Redtorch




o content posted during Tokyo 2020
outperformed other IF content posted in 2021

content created by IFs during
Tokyo 2020 accounted for:

BWFO
@obwimedia

14% 19% of Luar biasa!!

We salute = \ndonesia’s first ever

of total growth total posts o champions B invomer's
(289-8'( new followers) (20-1'( new followers) doubles.

#RaiseAR:
#Olympics

acket 2 #Toky02020

17%

higher
engagement rate
(0-21% Vs 0-18%)

25% of total
engagements
(4-4m engagements)

J
o1 00 07.{,7.\ L Twitter \Web ApP
1 \ikes
s \202 Quote Tweets 3‘.\K
\B.AK Retweels W
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o WBSC popularity on TV was reflected
onh Twitter

\VY.Vi=) ol ad

S 512 %y, @maru... - 07/08/2021
) ying to @WBSC @torikinchan and 4
The Japan vs USA Baseball Gold Medal Game was Japan’s most €

watched sports event at the Tokyo 2020 Olympics Games . WBSC LW @

~~ @wssC

The success of the Japan team resulted in strong growth on Twitter

for WBSC and significantly higher levels of engagements during the Games i ¢ Team Photo *# A @kazuchin3 - 07/08/2021
EC, MUWTT LRl

47 of WBSC's top 50 best-performing tweets
were from the Tokyo 2020 Olympic period

; Bk BB} @cgazTbTmsBh... - 07/08/2021
19 posts were from 7 August, B ol ol on L AR va o o8 ing to @WBSC @samuraijapan_pr

the day of the Japan vs USA Olympic Final =V g [ra—
N = ratulation. It was a great match It
: A great team. &0 W W
41 featured Japan n Q 2
2 FRBERR FY 1\ 23 and 3 others

1 1 featured USA 14:51 - 07/08/2021 - Twitter Web App

> <% @yukin...- 07/08/2021
ying to @WBSC @Akamiso97 and 4

5,642 Retweets 312 Quote Tweets 27.6K Likes B

1 were written in both English and Japanese b BBIBREATY .,
© 1 0 g 6 O 8

36 reatured emojis e WBSC D O @WBSC - 07/08/2021 f3 @northislandO... - 07/08/2021
~= Replying to @WBSC ying to @WBSC @kanamiando and 4
AllSmiles QOB WL @ s
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o— human-interest content helped IFs stay
relevant outside of competition

o < Tweet | ‘ IIHF &
@IIHFHockey

s ucie Meet Venessa.
UC auci cycing Yesterday in Pakistan'®@ Shas - —_—
e's 6 years old, from the Czec

" You never fail until you stop trying " Republic and plays like a mini

Keep it up Aubrée Henson! @ Rt 18 3 @Petra_Kvitova s

#MyCourt

32.6K views 259K views - From NowThis @

Daliictan | anale Nalahrata \WWintar

Hs po rt on soc ial Powered by Redtorch



interview with Chris Wells
Head Of Communications, World Archery

Obmpic Champion Mete Gazoz shooting
WORLDARCHERY Yol ‘ 9 'bms I ‘Afche')'alfok','o
low ™

3 viws - g o

World Archery climbed 19 places on Twitter in this year’s League weidarchary & w 7

= Duoai Ci fox Pecgie_ - aadd nslh

Table. Have you changed anything in your strateqgy to achieve this 1 o
success? i

We developed more bespoke graphics for the platform but this wasn’t only for
Twitter. There was just a lot of unrealised potential and the platform’s demographics
actually track well with archery’s audience demographics.

What tactics did you utilise to drive growth
and engagement during the Olympics?

We built a campaign that started a month or so before the Games, collecting content
that could be used to create an ecosystem in the lead-up, during and after the
Olympics, with a particular focus on video. It’s the first time we've really successful
leveraged archive - and it's the perfect time to do it when you have little video
availability during the event itself. It was all based around three key pillars:

#Sport on SOCiaI Powered by Redtorch



interview with Chris Wells (cont.)

guide to the key news from the Games. For the first time, we didn’t really view the lack of
video as a hinderance - more an opportunity to get creative and focus on what will help

people enjoy the Olympics. I even got my old film camera out for the first time in a few years, we didn,t rea"y View
took advantage of the fast development services in Japan, and posted some snaps from that

on social. I'm not a good photographer but they performed alright. the lack of video as a
hinderance - more an

opportunity to get creative
and focus on what will help

people enjoy the Olympics

explaining what was happening, hearing from athletes, and giving a comprehensive and visual ‘ ‘

Were there learnings from your strategy during the first 3 stages of the
Archery World Cup or Olympics that you took into the World Cup Final?

During the World Cup, we experimented with a bunch of different video formats using archive
- and assessing the impact in retention in the analytics on each platform. It gave us a real
understanding of what worked and why, enabling us to take advantage of the general spike in
interest during the Olympics.

#sport on Social Powered by Redtorch



interview with Chris Wells (cont.)

Three of World Archery’s top 5 tweets during the World Cup featured Indian athletes.
Have you adapted your social media strategy to target specific audiences that are more engaged with the sport?

This is not a new thing. Across all forms of media, we target key markets that are ready for growth. \We also target more explanatory or general content to
markets that have little archery activity. The goal is to develop worldwide, obviously, but not every territory is at the same stage - and that must be taken into
account. India is key for us, not just because of the population but because of the talented athletes and the growing participation community.

You also performed really well on Facebook, finishing #2 overall. What’s the key to your success on the platform?

Targeting and analytics! Understanding what and why things work - and for which audiences - and being able to replicate those. We've developed some video
formats that worked really well this past year. They probably won't work as well in 2022, but we’ll continue tinkering to ensure we're still engaging people -
because that's ultimately what drives the statistics.

What tactical executions from 2021 are you particularly proud of?

The statistics we achieved during the Olympics were incredible - but it’s also something we could never control. The only thing we can control is how prepared
we are to take advantage of the spike in public interest in sport during major events like this. The plan we had worked - though on reflection, there are still
obvious and huge holes. Archery hasn’t suddenly become the most popular sport on the planet, nobody’s under that illusion. But if we're always able to take
advantage of global, regional or national spikes in interest, we're going to continually put the sport in the public eye. That’s the real success story for us.

#Sport on Social Powered by Redtorch



YouTube
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o  YouTube top 10

International Federation 2022 2021 Change

Volleyball World
Badminton World Federation (BWF)
FIFA

World Archery
World Athletics

International Basketball Federation (FIBA)
World Rugby

s

4 International Swimmming Federation (FINA)

&  United World Wrestling (UWW)

lSU International Skating Union (ISU)

#sport on Social Powered by Redtorch



o—IFs increased content production on YouTube
by 68%

o o

37%
68% increase in total
(¢]

24%
average
growth rate
(19% in 2020)

28.6k

new subscribers
on average

14.2K i 2020

#sport on Social Powered by Redtorch

increase in
content
(22 -5k VS
13-4k videos)

7%

increase in
views per video
8.2K in 2020)

channel views
(1 -an VS 1-3bn)

105%

increase in

video views from
content produced
in the year
(809-6m VS
396-6m views)




o 9 IFs each amassed 100k new YouTube
subscribers

FIFA experienced a 19% increase, generating 1-8m new subscribers

Volleyball World gained 521k new subscribers (54% increase)

BWF grew by 30% (from 1-6m to 2-1m subscribers)

FIBA gained 325'( new subscribers across 2 channels

World Athletics amassed 286k new subscribers (45% increase)

Hs po rt on soc ial Powered by Redtorch



o 5 of the top 10 most popular videos
were from FIBA Asia Cup 2021 Qualifiers

79% of FIBA videos came from their main channel and 21%

from FIBA 3x3, generating 57-9m views in total

The top 10 most viewed videos were all footage of full matches,
5 of which featured American athletes

UWW produced 2-1k videos (9% of total),
generating 15-6m Vile[STeRVIIWVS

BWF uploaded 2.0K ideos 1o YouTube (9% of total), resulting
in 165-3“1 WEWS]
Koreo - Phiopines | Highlights - FIBA Asia Cup 2021 Qualifiers

The top 2 most viewed videos featured Indonesian athletes at razzs : 5% GOKE SR 4 oMo @) THNG IO Te SAVE .

the BWF Thomas Cup, generating a combined 5.2M veus =

#Sport on SOCiaI Powered by Redtorch



o 75 videos amassed 1.0m+ views, of which ...

O O O G

52% 15% 8% 72% 25%

FIFA World Archery Olympic Quadlifiers match/event highlights full match/event

©

12% 8% 69% 13%

YouTube shorts live streams featured competition footage featured skills/goals

#sport on Social Powered by Redtorch



o the 3 most watched IF videos on YouTube in
2021

One Year To Go | FIFA World Cup Qatar
2022 Show

28M views - 4 mo ago #WorldCup

(6 & ~

40K Dislike

FIFA
11.4M subscribers SUBSCRIBE

Comments 1.2K

Hs po rt on soc ial Powered by Redtorch

Ana Vazquez v Deepika Kumari - recurve
women semifinal | Paris 2021 Hyundai Ar...
8M views : 8 mo ago

(& % ~

75K Dislike

m World Archery
24 493K subscribers SUBSCRIBE

Comments 2.5K

Buy World Archery merchandise
From Spring

This is speed

5.9M views - 4 mo ago

=
£18.42 + fees £18.42 + fees £18.42 + fees



Karate Star Antonio Diaz at his best |
Karate Paris 2012

76K views - 1yr ago

R I =

250 Dislike Live chat

World Karate Federation
623K subscribers SUBSCRIBE

Comments 16

Buy World Karate Federation merchandise

From FlashFomo
]
KARATE

£17.50 + fees £18.99 + fees £14.46 + fees

Hs po rt on soc ial Powered by Redtorch

World Record - Kirill Prigoda |
#FINAHanghzhou2018 | 200m Breast
10K views - 1 yr ago

6} % ~ L

224 Dislike Share Download Cli

FINA
127K subscribers SUBSCRIBE

Comments 8

o IFs made full use of archived event footage

Men's 60m Final | World Indoor
Championships Portland 2016

33K views - 1yr ago

L6} % ~

713 Dislike Share

World Athletics
714K subscribers

Comments 69

L

Download ]

SUBSCRIBE




THE EVOLUTION OF THE HAKA

The INTIMIDATING ritual of the haka | The
evolution of the Haka

682K views - 11 mo ago #WorldRugby #RugbyWorldCup
#Haka

i & ~ L

7.2K Dislike Share

World Rugby

1.05M subscribers SUBSCRIBE

Comments 496

Hs po rt on soc ial Powered by Redtorch

o and produced informative
content through documentaries

We call them off in order of the

Olympic Dressage Horses arrive in Tokyo!
#Tokyo2020
622K views - 8 mo ago

i} % ~ L

1K Dislike Share Download Cl

FEI

214K subscribers SUBSCRIBE

Comments 407

Episode 1: Heart | This is #UpAgain: A
Figure Skating documentary

10K views - 5 mo ago

L6} o A

156 Dislike Live chat

@ Skating ISU

=== 243K subscribers

SUBSCRIBE

Comments 1




o content posted during Tokyo 2020 compared
with other IF content posted in 2021

content created by IFs during
Tokyo 2020 accounted for: Q

G 5%

of total videos

11% of (1-0k videos)
total growth

(536-1'( new followers)

5%
6% of total videos

of total A
engagements (43-2m views)

(595-0'( engagements)

52 .0 ; ; 'g-. :
b |52 ired i s o | I

3
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interview with Ace Ferdinand Asas

Digital Content Manager, Volleyball World

A big congratulations for ranking #1 on YouTube in this year’s
#SportOnSocial League Table! Have you changed anything
in your strategy to achieve such success?

q’-‘(‘ﬁ.r-‘t YR T "
le'mwg ~  MEXCO

Quality over quantity is our key for growth and success on YouTube! We want to entertain our
viewers without overwhelming them with a flood of content. The mix of archive and current
tournament content also perfectly satisfies the needs and preferences of our fans and viewers.

What made you experiment with YouTube shorts and is this something you will
continue to incorporate into your strateqy?

Always keen on trying out new features (which also explains the success on TT as well)

YouTube Shorts is a great way to make use of the synergies that the trend towards vertical
formats brings on all social media platforms. Volleyball as a primarily vertical and dynamic sport with
spectacular actions and game changes that are understood and celebrated even by newbies.
YouTube Shorts is definitely a promising tool to get the attention of younger viewers on the
platform itself.

Athletia is a great partner who shares the same philosophy.

#Sport on SOCiaI Powered by Redtorch



interview with Ace Ferdinand Asas (cont.)

Live streams also performed well. Do you think there is any
particular reason for this?

Generally, a huge trend for live content on YouTube. ‘ ‘

Woatch Time of livestreams on YouTube has more than tripled between Jan 2020 and
Deei02 Quality over quantity is our

Not only livestreams but livestreams from youth tournaments - that is indeed special key for growth and success
as no volleyball superstars are competing in these tournaments. Our fans and viewers on YO“TUbe'

loves live action from their favourite team!

Sometimes, it’s their own national team and sometimes a totally different one. But
youth tournaments enable fans of teams that are not yet playing in the major
international tournaments to cheer on and watch live - that’'s a great opportunity!

Huge opportunity to serve niches (e.g. Italion league).

Consumption via TV is increasing, and TV is the best device for live streams.

#Sport on Social Powered by Redtorch



interview with Ace Ferdinand Asas (cont.)

Your most viewed video was USA vs Brazil - Men’s Volleyball World League from 2014. How do you decide on which archive
content to repurpose?

We focus on past duels that are legendary: Be it because of the teams involved, who are favourites for the title, or because of the thrilling match itself. We know
which teams are particularly popular on our channel and then choose the most exciting matches to entertain our fans to the maximum.

What tactical executions that have performed well are you looking to continue with going forward?

The most essential tactical executions last year were to react on tournaments as quick as possible, to stay relevant even in tournament gaps by using high-quality
archive material, and to consider the insights of YouTube Analytics in our content strategy.

How did you leverage the Olympics to grow your social media following?

* The Olympic Games are an awesome chance for niche sports to gain awareness and popularity!
Live Coverage of the Olympic Qualifiers was already a success and gained relevance again during the Olympics
Identification of potential finalists and most popular players in general

Publication of relevant content before the Games even started so viewers find our content first when they search for it

#Sport on Social Powered by Redtorch




TikTok
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top 5 TikTok accounts

followers

M
Volleyball World o [ A5 Home of Hoops
Hoops

World Rugby Volleyball World
Home of Hoops World Rugby

a/ My Horse World Club 2 My Horse World Club
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o |Fs used TikTok to deliver emotive and
narrative focused event content

N

« B 31:316

vam +4:17.1 B2 vaLiotNnaU - G
B +4:200 E] smoLski A

~@biathtonwortd-¢ i R —-
v bd +4:59.7 ] 1] GOW C. SaR @worldathletics @ - 202 :

will f his look. #rugh
Lama -— Fhis-changeoverthough-@&-#fyp We will never forget this fook: I
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o—— while fun-filled and light-hearted moments
drove engagement outside of event time

Never too ear J3 original sound Sli€k_cycling

£
} @uci_cycling ¥ 2021-9-10
@fiba® - 20 3-3 4 8
The future of BMXKlatland is in
e T
@isasurfing Caption t'w:e.@ (via'@The Kil spiderman’s hands:#9 @... See more
t to Gat them siarted'ona Underdogs) #homeofNoops...Setifiore
War N N
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interview with Ben Harlow

Digital Innovation Manager, World Athletics

World Athletics has more followers and video views on TikTok than any other IF.
Why do you think the community has reacted so positively towards your content?

I think it’s a combination of two things: representation and TikTok’s algorithm.

Athletics is an incredibly diverse sport, showcasing men and women equally, all races, shapes
and sizes. Despite these athletes performing like superhumans, the range of diversity makes
it so much more relatable, and our most popular videos follow this trend: one featuring a
female Jamaican shot putter, the other a Japanese men’s relay team. It’s just something
different to the traditional sporting model and I think the world, and particularly Gen-Z, are
ready to embrace that.

Regarding the algorithm, before TikTok existed there were no platforms that centred the user
experience around content you don’t actively choose to follow. In the past, on platforms like
Facebook and Instagram, we've sometimes struggled to reach our potential fans. But with
TikTok, the For You Page connected us with these unknowing fans. Often, we get comments
like "I love this sport, what is it?, people are athletics fans without redalising, and TikTok’s
algorithm has been a key part of facilitating that.

#Sport on SOCiaI Powered by Redtorch



Q‘” interview with Ben Harlow (cont.)

How much of your content is planned and how much is reacting to trends?

Barely any content is planned, sometimes we have a very loose schedule to build hype around events but the majority of TikToks are made on the day they're
posted. The social media landscape, particularly TikTok, changes so quickly.

To be successful on TikTok you really must be a fan of it yourself, only then will it give you the nuanced understanding required of what sounds to use, what
trends to jump on, and what’s appropriate for you as an organisation.

How is your TikTok strategy different from your strategy on other social media channels?

To follow from my last answer, the key difference is the lack of forward planning. A lot of what we post is acting on the trends of that day/week, and whilst we still
do that on other platforms, it's amost impossible to have a monthly content plan dedicated to TikToks that’ll go on to perform successfully.

The other key difference is our tone of voice. On TikTok we redlly let it all hang out, it's our most informal and playful platform. It gives us the opportunity to crack
jokes with fans, make fun of ourselves, and really lean in on pop cultural references that otherwise may not be appropriate on other platforms.
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interview with Ben Harlow (cont.)

What advice would you give an
IF looking to launch on TikTok? ‘ ‘

Three pieces of advice:

5 - =
1. Spend time on the app before posting your first TikTok. Enjoy the app as a user It S aImOSt lmpOSS|ble to
and your knowledge, understanding and content quality will improve tenfold. have a monthly content plan

2. Try not to take it too seriously and don’t overthink it, often our best-performing dedicated to TikToks that’ll go
content is something thrown together in 30 minutes on the fly as opposed to on to perform succeSSfuuy

something more well thought out.

3. When using TikTok on your personal account or IF account, always save sounds
whenever you hear something catchy. It's so useful to have a catalogue of sounds
you can refer to when you need to put something out quickly.
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say hello

We're an evidence-based research,
digital and social media agency dedicated to
improving marketing effectiveness in Olympic sport.

call .. ) 207 036 8080

email hello@redtorch.sport

website www.redtorch.sport



