
LEARNING FROM 
OTHERS

R E S U L T  S P O R T S
“ E N A B L I N G  D I G I T A L  T R A N S F O R M A T I O N ”



RESULT SPORTS 
THE DIGITAL MINDED TRANSFORMATOR

DIGITAL 
MONITORING

DIGITAL 
STRATEGY

SSR &
EDUCATION

DIGITAL
MARKETING



M O N I T O R I N G S T R A T E G Y MONETISATION E D U C A T I O N S  S  R

RESULT SPORTS PILLARS

• Content
• Community
• Markets
• KPIs & Opportunities
• Analytics & Insights
• Benchmarking

• Athlete, Club/ League 
or Federation

• Content/ Community
• Department
• Internationalisation
• Monetisation

• Web/ Mobile & Social 
Media

• Content Assets
• Community
• Partnerships
• Activation

• Seminars
• Webinars/ Workshops
• Certification
• Educational Modules
• University Degrees

• Social Responsibility 
• Education
• Health
• Sustainability
• Digitalisation
• Society Evolution



SELECTED SPORTS REFERENCES



SO WHERE



FIVE KEY 
TAKE AWAY OF LEARNING



LEARN FROM COACHES: 
EVERYTHING THEY DO, COMES WITH A PLAN

 STRATEGY

 WHAT WOULD YOU LIKE TO ACHIEVE WITH YOUR SOCIAL MEDIA PROFILE?

 IN WHICH TIME FRAME DO YOU WANT TO ACHIEVE THIS?

 WHO DOES SUPPORT YOU?

 RESOURCES

 WHICH RESOURCES DO YOU HAVE AVAILABLE?

 IS THIS RESOURCE INTERNAL OR EXTERNAL?

 TRAINING

 WHICH KNOWLEDGE DO YOUR RESOURCES HAVE?

 WHERE CAN I (YOU) IDENTIFY TRAINING FOR THE RESOURCE?



ALWAYS FIRST: 
IDENTIFY THE OPPORTUNITY?

PLATFORM ACTIVE USER IN EUROPE ACTIVE USER IN THE WORLD

FACEBOOK 423 MILLION 2,400    MILLION

INSTAGRAM 175 MILLION 1,400     MILLION

YOUTUBE 160 MILLION 2,300   MILLION

TIKTOK 135 MILLION 750     MILLION

TWITTER 50 MILLION 400     MILLION



DIGITAL AUDIENCE EXAMPLE IN SPORT FROM GERMANY

Football

20 Million



THE SINGLE USER ANALYSIS

165 MINUTES ACTIVE ON SOCIAL 
MEDIA (ON SINGLE OR MULTIPLE) 

PLATFORM(S)

EVERY SOCIAL MEDIA USER IS 
REGISTERED ON FOUR SOCIAL 

MEDIA PLATFORMS ON AVERAGE 

423 MILLION SOCIAL MEDIA 
USERS IN EUROPE



WHY SOCIAL 
MEDIA

Determine why the use of 
social media can benefit the 

sport organization?
RESSOURCES

Identify, if the resources 
available have knowledge 
and strategic mind for 

social media? TARGET AUDIENCE
Are fans, media and sponsors active 

on social media?

PLANNING
Is content constantly 
available? Are other 

departments involved? How 
is the content delivery 

‘process’?

MONITORING

Do we track the 
performance of our 

community, content across 
all social platforms in 

operation?

LEARN FROM CHILDREN: 
KEEP IT SIMPLE



Planning is half the life

…but only half

Spontaneous posts are also a key

✓ Define your goals – What would you like to achieve?

✓ Status Quo – What platforms do you ‚offer‘ now?

LEARN FROM VISIONARIES: 
DEFINE GOALS & OBJECTIVES



PLATFORM‐REQUIREMENTS
Not all content formats achieve the same impact on the 
various platforms. 

TARGET AUDIENCE‐REQUIREMENTS
The Target Audience has a certain content expectation: 
Relevance, Actuality & Values are Key

DEPARTMENT‐REQUIREMENTS
All departments in a sport organisation has requirements for 
the digital platforms. 

DIGITAL

EDITORIAL

PLAN

MARKETING

MERCHANDISING

MEDIA & 
COMMUNICATION

TICKETING

LEARN FROM MEDIA: 
THE RIGHT MIX AT THE RIGHT TIME



EMOTIONAL

VALUE

INFORMATIVE

GLOBAL

CULTURAL DEMAND REVENUE SOURCE

ENTERTAINING ACTIVE

DIGITAL

CONTENT
S T A T U S  Q U O

Content requirements do change very frequently in social media.
Sometimes driven by technology changes on the platforms, most
of the time by the ever growing demand of the target audience.

Analysis & Monitoring are more than ever critical to get the
right content into the right platform to enable the best
possible results in the target audience.

MONITORING

To get the message out, before others do is highly critical.
The fan wants to be always up-to-date and requires a
knowledge advantage in his friend circle.

ACTUAL

One core attribute, which is demanded by the audience is
RELEVANCE

RELEVANCE

Get insights into areas, where a common person does not
get in a sport club. Promotions and Competitions with
money can’t buy prices achieve highest participation.

VALUE



PUBLISH YOUR POSTS REGULARLY
 This ‚assists‘ the mathematical platforms to ‚remember‘ you

FAST & DIRECT
 Social media not only react faster than any other form of communication, but also without any major detours via 

the classic press.

 Chance: Information advantage over classic media; in the case of athletes, the message is genuine and 
unexpected because it does not go through the press.

 Risk: Danger of being “too fast”, certain journalistic due diligence obligations are sacrificed due to 
topicality, journalistic quality filter is missing - criterion of relevance of a message

OPEN & TRANSPARENT
(Almost) Everything is in public. Only those can build trust who take this form of communication seriously - of 

course with   justified restraint, for example in private.

 Chance: Authenticity, Credibility of Digital Media

 Risk: Openness is exploited, especially for female athletes: from “pick-up lines” to stalking

LEARN FROM MANUFACTURING: 
CONTINUITY & QUALITY



WHEN IS THE DIGITAL COMMUNITY ONLINE?
 Basically, the smartphone is used for about 16 hours a day.

 However, all statistics show that use of social networks is limited during (official) working hours.

MONITORING IS KEY
 If you know what works on which platform evolve it

PLATFORM BEST TIMING BAD TIMING

FACEBOOK Weekdays    
16:00 – 20:00

Weekends          
11:00 – 17:00 22:00 – 07:00

TWITTER AS & WHEN 
THINGS HAPPEN´

AS & WHEN 
THINGS HAPPEN 23:00 – 08:00

INSTAGRAM Weekdays     
17:00 – 21:00

Weekends           
11:00 – 17:00 22:00 – 08:00

LEARN FROM EDUCATION: 
KNOW WHEN THINGS WORK & WHY



WEB SITE

MEDIASOCIAL

LEARN FROM BUSINESS: 
GENERATE REVENUE STREAMS



DEFINE
DIGITAL ASSET CATALOUGE CONCEPT



DEVELOP STANDARDIZED APPROACH



ORGANISATION – EVOLUTION 

2019



SUCCEEDING THE 

DIGITAL TRANSFORMATION



A Digital Transformation affects the 
entire organization:

 Organizational‐Structure

 Roles & Responsibilities

 Processes

 Targets & Measurables

 Dynamic Adjustments

 External (Partner) Structure

 An Educational Strategy

DIGITAL TRANSFORMATION IS MORE…



MOST IMPORTANT REMAINS SOCIAL RESPONSIBILITY

RELENTLESS, DISCIPLINE & ENTHUSIAM

COMMUNICATION, LEARNING & PLANNING

PEOPLE, PROCESS & VALUES

POSITIONING, GOALS & OBJECTIVES



AND THE FINAL LEARNING…

IN DIGITAL & SOCIAL MEDIA
YOU NEVER STOP LEARNING!!!



FOUNDER & CEO E. mleo@result-sports.com

W. www.result-sports.comMARIO LEO RESULT Sports

@RESULTSports
@marioleo71
facebook.com/RESULTSports

THANK YOU!

DIGITAL 
MONITORING

DIGITAL 
STRATEGY

S S R &
EDUCATION

DIGITAL
MARKETING


