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Introduction

Digital engagement allows the entire bowls community
the opportunity for a thoroughly interactive

experience. From Bowls Australia (BA), with MA’s and
clubs to players and social participants, the ability to
know what is happening, share the knowledge and

be involved in the conversation is the desire, available
across any device or platform.

Bowls Australia have initiated through workshops,
dialogue and analysis the process of a Digital
Strategy to activate a starting point that delivers an
inclusiveness and understanding that is valued by all.

The Digital Strategy is aligned to the following
framework:

e Audience. Who BAis engaging with
e Content. Whatis of interest and valued

e Channels. How the contentis delivered, received
and responded to

e Analysis.Understanding whatis working, what
more or less of is needed

e Implement. Howto make available

This document provides an updated insight into

the activity, research and points of learning that will
continue to evolve as we actively seek to improve
the connectivity and meet the demands of the bowls
community from knowing more about each other.






Vision and Mission

Vision

To reposition how the sport of bowls is seen and
perceived in Australia and internationally through
a dynamic digital platform.

Mission

To determine a whole of sport digital strategy
flowing from a digital roadmap (plan of action,

program of work) that connects, listens, captures and
communicates to the entire Bowls community.






Guiding Principles

In alignment with the guiding principles established,
defined and presented by the Australian Sports
Commission - Helping Sports with Digital.

Digital Leadership

“Supporting sports to develop digital leadership and
capability to ensure they are connecting with their
customers effectively and building their commercial
potential and utilising technology to support growth
and innovation”

Digital Strategy

A digital strategy is a business strategy inspired

by the capabilities of powerful, readily accessible
technologies, intent on delivering unique, integrated
business capabilities and customer experiences
that are responsive to constantly changing market
conditions.

Vs. IT Strategy
Identificationandapplicationofnewtechnologiesto
opportunities identifiedinthe digital strategy, and

existing products, practices and processes.

Vs. Communications Strategy (Digital)

Expresses the goals and methods of an organisation's

information outreach activities, including what an
organisation wishes to share with the public, whom
the organisation is trying to reach, and through which
channels (digital).

“Digital
be seen le

way of doing things.
To help make this
definition more
concrete, we’ve
broken it down into
three attributes:
creating value at
the new frontiers of
the business world,
creating value

in the processes
that execute a
vision of customer
experiences,

and building
foundational
capabilities that
support the entire

structure.”

Karel Dorner
McKinsey & Company

Australian Government

Australian Sports Commission
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Situation QOverview

Exploration through the Digital Diagnostic process
(refer Insights) and workshop activities within forums
that contained a cross section of representatives from
Bowls Australia, MA’s, clubs and players revealed

a current position consisting of various levels of
effectiveness, activity and usefulness. This included
various platforms and software programs (tools) where
it was agreed a review was essential.

From the asset review, a summary of tools included:

Websites (4)
* Newsletters (5)

e Social Platform. Facebook (3), Twitter, Instagram
(2), YouTube, LinkedIn

e Services. Bowls Connect, Maximiser (CRM),
Bamboo, MYOB, E-Learning.

From here, a starting point of review activity (refer
Tasks) affiliated with brand control, good behavior,
best practice and logic can commence to improve the
senseoforderwithcurrentassets. ltwas alsoidentified
to examine where Snapchat, Facebook Live, podcasts
andarepositioning of some of the current profiles may
deliver improved outcomes.

An outline of current audience:

e [Facebook =13,147 Likes and 13,044 Following
= Twitter = 4,776 Followers

= Instagram = 720Followers

e YouTube=1,400 Subscribers.

From a positive perspective, findings from the analytics
available within Facebook were that:

= Bowls Show previews were well received

= Comments and feedback generally of a positive
sentiment

< Encouragement to MA’s and clubs to broadcast
events on Facebook Live

e Heavy Melbourne basedaudience
- Audience appear to accept click through ads

< Native posts without external linksgenerate
increased traffic

< Use of scheduling tools to post content in peak
times (5pm to 9pm)

< Demographic stronger in younger males and
senior females.

Initial research with sponsorship targets indicated that
potential value invested by a partner can be multiplied
by a factor of 6 based on the position of broadcast and
social content.

Apps are expected to be increasingly reliant for the
availability of competition information and results from
BA events.






Purpose

The Digital Strategy will enable a seamless connection
of stakeholders, participants, fans and customers to
the entire sport, to create a single view of a sports
customer.

To properly know and understand the audience
comes from the ability to collect data, intelligence and
sentiment through real time user generated content
and observing trends. Finding a trusted and respected
position to rally the audience to unlock the creativity
and arouse transparent engagement.

What is the current digital position of BA?

How can BA improve communications with digital
platforms to understand and connect with the
audience?

What type of digital experience will drive
commercial opportunity and engagement?

How can BA activate and influence enablers to
reach a new target audience?

Can BA transform a live event into an interactive
conversation and experience?

Can BA activate campaigns that capture valuable
first party data?

What is the digital brand that BA want to project?

How to develop digital assets of commercial value
(content, engagement, App data, email, social
audience) and collect data of strategic interest?

How BA can provide supporting systems, assets
and infrastructure to MA’s and clubs to deliver
content?

Ensure relevant policies, behaviours and guidelines
are compliant with risk management and public
relations processes.

How to deliver extended and ongoing value to
BA community, sponsors, partners and suppliers
(tickets, registrations, advertising, merchandising,
interactions)?






Insights

Digital Diagnostic

Insights gained from conducting Digital Diagnostic
workshops to uncover the current position and status
across digital platforms at a high level by way of:

= Asset Review — platforms used, activity trends
and metrics, objectives and goals relative to KPI’s,
consistency of brand and image

« Comparison —industry equivalent, influencers and

enablers, method of activity and engagement,
demographics

= Emerging Trends — progressive leaders, method of
activity and engagement, risks, interactions

= Value — current position, measurement tools, KPI’s,
projected.

Expectations

Today’s digital customer expects a quality experience
atalltimesandacrossallchannels. People come first
at all times. Governing bodies must demonstrate
value, trust and expertise to differentiate themselves,
attracting, retaining and converting the unengaged
into ambassadors and advocates for their activities.
Successful execution of this will result in:

- Vibrant, engaged community having open
conversations

= Enhancedrevenuesfrom memberships

= Unlock new opportunities from existing and niche
audience segments and demographics

e The channel to drive income from commercial
offerings and services.

Digital Assets

Identified as being:

Web Assets
Content
Social Channel

Toolsand Technology.
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Digital Roadmap

The Digital Roadmap is a communication plan
developed from a series of exercises and interactions
with nominated participants that will provide structure
and direction.

People and Culture

Are we allocated, aligned and responsible for effective
utilisation that encourages growth and engagement
throughout the community?

Digital activity relies on agility, testing and the ability
to fail. Senior management needs to have a real
understanding of digital.

People need to be adaptable with digital expertise,
digital education, senior management immersion,
training on the job, digital WIP’s and sprints, enablers,
external speakers and mentors.

Skills

Skills are important, can be gained and can be
taught for written, visual, audio and broadcast (TV
and streaming) that deliver HR assets and personal
development.

Process

Can our organisation execute with the focus on digital
and mobile first?

Do we understand the responsibilities, accountabilities
and communications processes?

Technology
Do we have access to the right tools and networks for
analytics, review management systems, Apps, content

management and feedback loops?

Arethetools fit for purpose and have they been
correctly installed or contracted?
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Value and
Measurement

A management dashboard of key metrics to be
configured for a live status aligned to monthly
reporting requirements against performance and
return on investment.

To properly identify aspects of the unique value
proposition and have the best measurement tools in
place by and through:

= Process map the journey of participation and the
sponsor interaction

= Why, how and what is being measured
= Engagementdataanalysis

 Facebook insights and use of existing data from
demographics, interests, events and sentiment

- App data usage

e Cost of services.

"It is perceived
that the value
invested Dby
partners (actual
spend with BA) can
be multiplied by a
factor of 6 based on
broadcast position
and improved use of
measurement data."



1.181 977

Tweets  Tweets &replies  Media

Cameron White

Cameron White

The Official Account of @Bushrangers #bow‘s #freetoa”;#igoodgrass

@RenegadesBBL ... Cameron
White...@EiteSportsProp

@ Melbourne, Australia
[£] Joined November 2011

T/, Tweet to Cameron White

2 311 Followers you know

L mE
o R T g

£ 104 Photos and videos

e“\‘b‘\é %

Th 0 xe®
Loy, se Bowis Show - SBS a“ds?sxo‘ﬁv‘
4Nday from 1.00-2.00pm MY

s | don




Tasks

Immediate tasks that can be undertaken to establish
a sense of order and foundation of good behaviour,
best practice and logic ongoing that can be contained
within digital WIP’s and sprints:

Process

Clarify staff roles, responsibilities and
accountabilities

Digital security audit of access levels
Research partners and sponsors
Feedback awarenessloop

Where an App can enhance experience

Ensure privacy policies, terms and conditions of use
are implemented.

Content

Create and activate digital style guide
Audit of logos, brands and images

Content strategy sprints aligned to events,
programs and activities

Curate and aggregate with vision of being
destination of choice

Digital branding ie: hashtags and acronyms

Identify broadcast opportunity ie: podcast.

Audience

Analyse available demographic and engagement
data from all sources.

Social Media

IR 4 SNinl >

Content posted during peak viewing times
Increase native posts

Facebook Live and video

Capture email contacts

Upload database contacts

Broadcast of live scores at events

Identify dedicated hashtags

Create segmented lists

Engagement method with enablers and HP athletes

Social eventpostings.






Recommendations

The sport is in a reasonably healthy position with
validated scope to extend digital assets and services
that BA can control, lead and commercialise.

The amount of investment and resources required

to deliver will need to factor in the following
recommendations:

1. Establish Digital Team with skills and tools that can
be developed and enhanced

2. Identify and secure talent

3. Digital Team to be responsible for completing
identified tasks

4. Develop framework and form Digital Roadmap
5. Establish position for BA and with the community

6. Control mobile services and assets for BA — events
and community

7. Communication plan —forums

8. Guidance from ASC on level of investment, support
and aligned behaviours.
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