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Abstract

Any sports event is characterized by the process of planning, organization and implementation and
evaluation itself. This system applies to both single and repetitive, small or larger sports events. The
planning process itself applies to all components - sports, technical, financial, process-law, and mar-
keting communications.

There are several marketing communication goals, but they all focus on end-users, fans, their desires,
needs and interests in each sporting event. To maximize the benefits of marketing communications,
careful preparation and a creative concept in the editorial plan must be prepared.

Different procedures are used to prepare the communication strategy. This article aims to introduce the
universal Double Diamond framework, which was used to prepare the communication strategy on the
web and social medias for the World Cup in biathlon in Nové Mésto na Moravé held from December 20
to December 23, 2018, to familiarize with the possibilities of using social tools networks and to present
the results achieved with these instruments.

This study describes the framework theoretically and then shows possible practical outputs from the
whole process.

Keywords: sport, sports event, fans, biathlon, marketing, marketing communication, communication
strategy, double diamond

INTRODUCTION

Marketing communication involves the sharing of meaning, information and concepts from the
source and the receiver about the products and services through the devices of promotion through
advertising, publicity, salesmanship and sales promotion (Rohini, 2018).

According to Prikrylova & Jahodova (2010) there is a several objectives of marketing com-
munications: provide information, create and stimulate demand, different your product or service,
emphasize the benefit and value of the product, build and grow a brand or strengthen corporate
image.

With the rise of internet communications and mostly social networks, there is growing demand
for regular and immediate awareness of the fans. They are usually looking information on the
event’s website and Facebook page.

Biathlon in the Czech Republic experienced a huge boom mainly thanks to the performance
of Czech representatives like Gabriela Koukalova (born Soukalova), Ondfej Moravec, Michal
Slesingr or Veronika Vitkova (Hanél, 2017). World Cup races in the year 2016 visited 123,500
fans in four days (Libal & Mikes, 2016).

And a similar visit was also expected in December 2018. Especially this enormous interest of
fans has prompted the need for quality communication through web sites and social networks. The
entire communication strategy on the web, Facebook and Instagram was created to activate biath-
lon fans before the start of World Cup competitions in Nové Mésto na Moravé and provide them
information about important aspects related to the arrival and the actual stay in Vysoc¢ina Arena.

The whole communication concept was created through the Double Diamond framework.
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METHODS

Double diamond (Figure 1) is a framework of managing divergent and convergent thought models
to create a flow between research, development and design techniques and is also used to create
communication strategies (Nessler, 2018; Stubbs, 2018).
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Fig. 1: Double Diamond framework (Nessler, 2018)

As can be seen in the figure, the framework consists of four phases:
» Research Phase,

* Synthesis Phase,

e Ideation Phase,

* Implementation Phase.

Research Phase (Discover) is the first step of the whole process and is based on a written brief
describing the starting situation, description of goals, costs, tools, timing and responsible persons.
Another part of this phase is also research - marketing mix, definition of our customer or clients,
position on the marketing, our competitors etc. The following research methods were also used
for this phase: desk research - evaluation the web data from Google Analytics and statistics from
Facebook page and Instagram page and also evaluation competitor’s qualitative data (the quality
of web site, amount of Facebook status and Instagram pages, used tools), and traffic analysis.
The second is Synthesis Phase (Define) and starts with definition of personas (personas are
archetypical users whose goals and characteristics represent the needs of a larger group of users)
(Babich, 2017). For definition of personas were used brainstorming and brainwriting. In case of
misunderstanding, the Dot voting was used for clear solution. Dot voting is marketing method
that is used when the team needs to choose one option from multiple options (Zbiejczuk Sucha,
2018). The next step of this phase was definition Customer journey map. Customer journey map
describes the customer’s experience on every single communication channel we used (Boag, 2018).
Important part of customer journey is also an empathy map (Figure 2). An empathy map is a
collaborative tool teams can use to gain a deeper insight into their customers. Much like a user
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persona, an empathy map can represent a group of users, such as a customer segment (Bland,
2016). The last step of Synthesis Phase was to define How might we questions. These questions
define the specific opportunities and tasks we are trying to solve in next phase of this framework
(Libdesign, 2018).

Think & Feel?

Hear? See?

Say & Do?

Pain Gain

Fig. 2: Empathy Map (Bland, 2016)

After defining How might we questions, we approach Ideation Phase (Develop). This creative
phase is primarily about finding answers to HMW questions. A few rounds of brainstorming and
brainwriting were used like a research method. Process for generating creative ideas and solutions
through intensive and freewheeling group discussion. Every participant is encouraged to think
aloud and suggest as many ideas as possible, no matter seemingly how outlandish or bizarre.
Analysis, discussion, or criticism of the aired ideas is allowed only when the brainstorming ses-
sion is over and evaluation session begins (BusinessDictionary, 2019). Brainwriting is a technique
similar to brainstorming, but the general process is that all ideas are recorded by the individual
who thought of them. They are then passed on to the next person who uses them as a trigger for
their own ideas (Mycoted, 2019). The decisions and the final draft of communication strategy
was created through Dot voting.

The last phase of Double Diamond is called Implementation Phase (Deliver). This phase is
about concretizing individual elements of every strategy we have chosen to create. It contains
several rounds of suggestions, testing and approving posts, graphics, voting, etc. All suggestions
were then put into a detailed editorial plan and applied to individual communication channels.
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RESULTS

The assignment of the entire project was to create a communication strategy from November 1%
to December 24" for Biathlon NMNM, its website (www.biathlonnmnm.cz) and social medias
Facebook (https://www.facebook.com/biathlonnmnm/) and Instagram (https://www.instagram.
com/biathlonnmnm.cz/).
The main goal was to activate fans on social networks and to provide enough information
through the website. Partial goals for social networks were defined:
» Increase the average organic reach to a post on the Facebook from current 630 users to the
least 5,000 users.
* Increase the average response to a post on the Facebook from current 10 to the least 300.
* Increase the followers on the Instagram page from 800 to the least 2,000 followers.
* Gain the organic responses to a post on the Instagram to the least 200.

According to several brainstorming a brainwriting activities (Figure 3), the whole strategy was
created for these personas:

Sdrka

o« Age: 15

* Job: student

» Marital status: single

» User of social media: very active

» Hobbies: friends, dance, skiing,

+ Biathlon fan - active participate with her family and friends. She wants to see all information
and photo with her favorite athletes Martin Fourcade and Johannes Thingnes Boe. She is
waiting for autographs and photos after the race.

Radim

o Age: 21

* Job: student

» Marital status: single

» User of social media: very active

* Hobbies: active athlete, mostly winter sports and jogging

» Biathlon fan - active participate during the races, buying merchandise, follower of all social
media about biathlon, he wants to have all information about current situation, arrangement,
athletes etc.

Monika

o Age: 27

» Job: Receptionist in the fitness center

» Marital status: single

» User of social media: very active

» Hobbies: recreational athlete, education, books

» Biathlon fan: huge fan, active participant with a whole family and her boyfriend - they spend
all four days in Nové Mésto na Moravé, buying merchandise. She is follower of all social media,

but she is active just on Instagram. She wants to see biathletes and backstage, that fans can’t
see.
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Petra

Age: 35

Job: financial accountant

Marital status: married

User of social media: passive

Hobbies: family, friends, skiing

Biathlon fan: passive participant, she visits the races with a family, organizes a whole trip and
stay in Nové Mé&sto na Moravé. She takes care of her children who love biathlon as well as
her husband. She needs to know all information about traffic and parking, accommodation,
race program, also history of races etc.

Martin

Age: 43

Job: marketing manager

Marital status: married

User of social media: active

Hobbies: friends, music, cheering on big sports events

Biathlon fan: big, he wants to know all necessary information including news about Czech
team and the biggest stars of world biathlon. He visits the races with his friends, he wants to
enjoy the great atmosphere in Vyso¢ina Arena.

We also excluded two personas from the process, due to low social activity on social network,

because that we had to focus on the goal of the entire strategy. But these personas could be in-
cluded in other marketing activities.

Fig. 3: Creating personas
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After personas definition, the customer journey was created. The entire customer journey
(Table 1) is tailored to the needs of the project - the goals and especially the personas.

Tab. 1: Customer journey

Awareness

Consideration
and purchase

Acquisition

Service and care

high contribution
reach

program search and
schedule

search for informa-
tion about tickets,

return ticket infor-
mation

to do there?

tions

discounts for part-
ners

experience from the
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What are  sharing, comments | ¢ search for informa- arenas, and tribunes | * message response
they doing from friends tion about transpor- | * online ticket pur- « ticket delivery
on social * hashtags tation, parking and chase
network? * recommended posts| accommodation * online purchase of
» what to take to the promotional items
arena
* interest * understanding ¢ enthusiasm * satisfaction
« enthusiasm * curiosity e joy * positive feedback
Empathy * anew opportunity | ¢ surprise ¢ enjoyment * annoyance in case
Map * curiosity * search ¢ entertainment of non-compliance
* confusion
* surprise
* to gain awareness * easy orientation  simple purchase of | * immediate answers
* raising interest * available informa- tickets » immediate receipt
* brand search tion ¢ buying merchandis- of tickets
What do we . .raising positive feel- ing . . . good. informa.tion
ings  quality service and | ¢ true information
want people . . .
* quality presenta- product * friendliness

great sharing of
posts

« stories about biath-
lon events in the
Vysoc€ina Arena

video with invita-
tions of representa-

to take with to take
virtual map of the
premises

purchase directly
on Facebook

ships with partners

direct messages on
Messenger

« viral video tives  share your NMNM | ¢ informing fans
... | * stories of represen- | * an article with in- experiences through the a
Opportunities . p . p . & PP
we have tatives formation on what | * activating partner-

* virtual parking map

The next step was to define “How might we questions” (HMW). After several rounds of brainwrit-
ing, 20 possible creative ideas were created. With the help of Dot voting, they were determined
HMW questions:

1. How might we use social media tools to get the great fans interaction on social media?

2. How might we increase engagement on social media with the help of Czech representation?
3. How might we give our fans enough information?

After defining HMW questions, the creative process followed. Each question was devised with
several ideas (Figure 4).
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Fig. 4: Creative process

Created strategies:

HMW q. 1

« Emoji voting - example: a favorite color combination of a new hat

« Comments - example: write us your comments about what favorite song you want to sing at
the stadium together

¢ Connection Instagram and Facebook to direct share photos and stories - example: countdown
of 10 day before the start of the race (Figure 5)

* Cross posting of videos made by International Biathlon Union (IBU) - example: course over-
view with Eva Puskarcikova (Figure 6)

* Videos - example: favorite NMNM song

¢ Using hashtags - examples: #nmnm2018, #biathlonnmnm, #celebratingbiathlon (Figure 5)

« Stories voting on Instagram through a survey or scale (Figure 7)

wes
8 Biathlon NMNM

Mrinéte se na 2 Bkm okruh v podani Eva Puskarikova a M arkéta Davidova.
& 2 Celé video najdete zde htips :f'www_youtube com/waich?v=-_GQuD-
uWyA

NOVE M,
NA MORA

Zobrazit prehledy

12 070 1980 TS
@ O V m Osloveni lidé Zajem
116 To se mi libi
biathlonnmnm.cz 8!!! &» S kym se do NMNM chystate? Q0% 18 2komentafl 10 sdileni 17 fis. Zhiédnuti
& #biathlonnmnm #biathlon #celebratingbiathlon
#nmnm2018 o To se milibi ) Komentar £ Sdilet (=S
Zobrazit véechny komentéafe (8)
Fig. 5: Countdown sample Fig. 6: Cross posted video made by IBU
Source: Instagram page biathlonnmnm.cz Source: Facebook page Biathlon NMNM
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Vidila to 1331 bl Zvyraznit  Daldi

Fig. 7: Stories samples

Source: Instagram page biathlonnmnm.cz

HMW q. 2

¢ Interview with Czech representative

¢ Creating an invitation from the Czech team for Czech fans

* Leaving Instagram profile to Czech representatives for one day
¢ Marking Czech or other athletes in posts or stories

HMWq. 3

* Creating a virtual parking map

* Writing an article about what to take and to do in Vyso¢ina Arena
* A series of articles about historical events in Vysocina Arena

¢ Writing an article about snow storage and track preparation

¢ Creating a Biathlon FunCard and sharing for fans

All ideas from strategies were transformed to the posts and stories on Facebook and

Instagram, and to the articles on the website. Each specific post was insert into the editorial plan
(Figure 8). According to this plan were all posts published until December 24,
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Datum Typ prispévku | F A Zodpowé Pfisp& Fotky ! Video | Odkaz

Pfesné za mésic se ofeviou brany Vysofina

Maldkdni pfed 5P - pfesné mésic do Areny pfed Uvadnim zdvodem v NMMM. Tak se

20 11.2018 startu Michal Jilka na to pojdme naladit. Volume doprava! ﬂl’
NMNM.... @
Tribuny nam postupné rostou @ & A5 Uz
, ) P il
21.11.2018 | Stavba tribun - fotky dod3 Honza Michal Jitka mate vytipované své misto k fandéni? @

#biathlon #biathlonworld #biathlonnmnm
#iribuny #makame

Pfedéasny wanoéni darek - i to bude pro mnoho
fanouskd letodni svétovy pohar v NMNM! @
Pofidte i vy sami sobé, svym znamym nebo

22, 11. 2018 | Informace k listim Michal Jika patelim unikitni zaZitek ve Vysodina Arené. @ b
Tieti kolo SP bude opét swatkem biatlonu, tak
budte u toha! Voiné listky najdete g
hitps e ticketlive.cz/cs/event/biatlon-2018

W roce 2008 z4&fil na Mistrovsivi Evropy v Novém

Mésté na Moravé Michal Slesingr. V juniorskych

kategoriich o sob& zase dali vdét Veronika

Vitkova a Anton Sipulin. =:iwww.bizthlonnmnm.e=/2013/11/23/na-

A vic se doftete v nasledujicim Sanku@ mistrovstvi-evropy-2008-na-vysocine-zarili-cle
23 11. 2018 | Clnek - shmuti pfedchozich roénikd | Karel HalberStat singr-vitkova-ci-sipulin/?fbolid=lwAROvDInTbs

hitps:/fwaww.biathlonnmnm. cz/2018/11/22Mma-mis | 801 UehuiQ-05x2mz3mgzXaAufPlyic TrHrh0Z

trovstvi-evropy-2008-na-vysocine-zarili-slesingr- | HyZHECH31dMM

vitkova-ci-sipulin/?feclid=lwARMVIInTb=8U1Ueh

uiQ-05x2mz 3mgzXaAufPlytc TrHrh0ZHyZHBCH

I1dNM

hitpsi/get yourpass eu/537504d0-0385-48e6-
220d-4ec1012ab2daTiag=facebook

Cheete mit nejakiudinéjsi informace o Seském
FAN CARD - vytvofit QR kdd skrz tag biatlonu we vaSem chytrém telefonu? .‘
(pfidat ?=facebook, do dalsiho Stahnéte si pomoci QR kddu nebo nasledujiciho
?=instagram, do dalsiho ?=web) a odkazu do vasi mobilni penézenky nasi

24.11.2018 vioit jak na web, tak na Facebook, Michal Jilka FanCARD a méjte velkeré novinky a dileZité
tak na Instagram - najdou tam vedkeré aktuality ihned po ruce!
novinky, informace, apod. hitpsiiget yourpass.eu/537504d0-0a85-48e6-a2

B8d-4ec102ab2da?tag=Tfacebook

Fig. 8: Illustration of editorial plan

After the end of the World Cup in the biathlon in Nové Mésto na Morave, the evaluation of the
selected strategies followed. According to data from Facebook and Instagram, the chosen strate-
gies were successful:

Partial goal I: Increase the average organic reach to a post on the Facebook from current 630

users to the least 5,000 users - according to data from Facebook (Figure 9), we increased the
average organic reach to more than 15,000 users.
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@ Organic [ Paid = BENCHMARK
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Fig. 9: Organic reach between November 15t and December 31¢
Source: data from Facebook Biathlon NMNM

Partial goal 2: Increase the average response to a post on the Facebook from current 10 to the
least 300 - according to data from Facebook (Figure 10), we increased the average response to
almost 500 per post.

= Reactions == Comments == Shares == Other BENCHM ARK
- Compare your average
performance over time.
Reactions v
- Comments
Shares
x
Your Average ! Other
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Your Average 487
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|
4 ~ A
| Gg
ral . 9
Q il . +Q O P 7\ ;r‘}-’-"b)ﬂ\. \
o 2 Pead -L*m-i}%\n_r(' \"Dﬂ EH’-n-‘x. o ‘u\:“{ O - Qo .
0305070011 131517 1921 23 2527 20 : 03 0507 09 11 13 15 17 19 21 23 25 27 29
NOV DEC

Fig. 10: Average reactions to a post between November 15t and December 31
Source: data from Facebook Biathlon NMINM

Partial goal 3: Increase the followers on the Instagram page from 800 to the least 2,000 followers
- according to data from Instagram (Figure 11), we increased the number of followers from 800
to more than 2,200 (data from January 2nd). On January 13th, the profile has a total of 2,510
followers.
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@ biathlonnmnm.cz v =

155 2210 37

prispévky sledujici sledovani

e Propagace Upravit profil

BiathlonNMNM

Stadion, aréna a sportovni areal

Welcome to official Instagram profile of Biathlon Nové Mésto
na Moravé.

www.biathlonNMNM.cz/

Vlachovicka 1200, Nove Mesto na Morave

Fig. 11: The number of followers on Instagram on January 2"
Source: Instagram page biathlonnmnm.cz

Partial goal 4: Gain the organic responses to a post on the Instagram to the least 200 - accord-
ing to image data from Instagram (Figure 12), between November 1% and December 24" were
published 47 posts, 13 posts received a lower response than required 200. That means 72,34 %
of posts reached the goal.
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Fig. 12: Posts data biathlonnmnm.cz on January 2™
Source: Instagram page biathlonnmnm.cz
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CONCLUSION

This study presents the Double Diamond framework as one of the best options for creating
a communication strategy. Apart from the precise methodological description, it also illustrates
concrete examples of individual steps of this framework.

The framework is consists of four phases: Research phase, Synthesis phase, Ideation phase and
Implementation phase. An important part of the whole process is a facilitator, who moderates,
determines and monitors the time span of individual tasks and coordinates the colleagues. This
communication strategy involved a total of four people.

Even prior to launching the strategy, it is necessary to set goals that will define the success
of the project. Each communication strategy is based on a detailed analysis of the internal and
external environment. In the case of focusing on the internet, we can use input data from tools like
Google Analytics and individual social media reports. The often-neglected part of communication
strategies are precisely defined customers to whom communication is directed. In this case - the
personas, who are complemented by a customer journey.

The creative part of the model then offers a variety of opportunities to differentiate from its
own previous strategies and to differentiate itself from the competition.

It is also necessary to consider the time-consuming implementation of individual strategies.
Just as it was in this case, several ideas were created that could not be realized due to time require-
ments. All approved ideas are then placed in an editorial plan and ready for publication.
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