Running your triathlon club, particularly as a volunteer, can take up a lot of time and is certainly hard, but rewarding work.  Marketing your club and attracting members is a very important element in order for your club to thrive.
This guide aims to provide you with some ideas and guidance to help you do so…
What is marketing?
The Chartered Institute of Marketing defines marketing as “the process of identifying, anticipating and satisfying your customer requirements profitably.” In simple terms it is providing a service your customers want and ensuring your club is sustainable.
Challenges
There is no doubt there is a lot of competition out there for sporting clubs to overcome, but by focusing on some key areas you can help your club grow and attract new members.  
Some of these include:
· Raise awareness of your club and what you can offer
· Communicating specific messages about your club
· Increase your membership numbers
It is important when you do any kind of marketing that before you start you understand your audience – who are they?  Where are they?  What do they need?  This will help your shape your messages and also help you decide what channels to use.
Communicating about your club
It is important to know what your club is about and try and communicate that to people.  For example:
“We are a family friendly club that caters for the most competitive ….”
Being clear about what kind of club you are is crucial to starting to attract and retain new members.  If you know what your unique selling points are then this is a great place to start.
Clearly developing your identity – commonly known as your brand – will help you stand out from the crowd and reinforce what your club is about and give a sense of the personality of your club; such as fun, social, professional.  If you identify these areas and consistently express them in all your club activities it will make a big difference to how you are seen by existing and potential club members.
Where do you start?
So this all sounds good, but where do you start?
A common tool used in marketing is the “5Ps” (sometimes 4Ps).  These are Product, Price, Place, Promotion and the fifth; People.
The 5Ps can break down your market and help you think about activities in a logical manner.
Product
· What are you offering?
· What is unique?
· What are you best at doing?
· What can you offer that other clubs (any sports), sports facilities etc cannot?
Try and think about membership offers, family atmosphere, sense of community, unique aspects of triathlon itself – the areas that you believe will appeal to the community and prospective members.
Price
· Is your pricing realistic?
· What are others charging and how do you compare?
· Are you charging too much, or even too little.
Try and keep in mind value for money – are/would members get value for money?  If so how are they?
Place
· What types of advertising will reach the people you are targeting?
· What has worked and what has not, in the past?
It is useful when you have new enquiries to ask them where they heard of you.  If you notice a pattern take advantage of that route.  
Promotion
· Do you know where your target audience can be found and how you can reach them?
Remember that many communities still produce newsletters or have community Facebook pages.  Perhaps this is an area that can be more exposed?
People
· Who makes up your club, and what are their skills, knowledge, attitude?
· Try and find advocates for the club who can provide points of view. 
· Are there issues that need addressed in the club?  Make sure you do so.
· Don’t forget that volunteers are one of your club’s major assets and their skills and attitudes can positively (and indeed negatively) reflect on your club.
· Athletes are also a big asset to your club the more they enjoy themselves, the better they do, the better that is for your club.
Remember whilst attracting new members and expanding your club is vital, don’t forget about your existing members.  Keep in communication with them – satisfied members will act as advocates for your club and will make recommendations to friends and family.  Deal with any unrest quickly, unfortunately people tend to communicate the negatives at a faster rate than the positives.
Communicating with Existing Members
As mentioned above, your existing members are also extremely important – don’t forget about them!  Do you hold information about your members?  This is a very useful way to communicate with them – an email address or a Facebook page?  
There are lots of ways to communicate with your members, but remember it is important to understand who your members are so you can target this communication.  That will make it more effective and a better use of committee time.  For example if your club is made up of predominantly 18-21 years old, the overwhelming majority have a Facebook page and that therefore makes it effective to use this channel for them.  But equally the older members of the club may not be so engaged in social media therefore a newsletter (email/hard copy) would perhaps be better used.  It is unlikely that one channel will suit everyone so perhaps use more than one?
Examples:
• Meetings
• Notice boards in club
• Letters/Newsletters
• Email
• Website
• Text messaging
• Social Networking – Facebook, Twitter etc



Website
Writing for the web is not the same as writing a report, story, article or any other paper based piece.  Information needs to be short and to the point.
If you can try and keep all your information on the screen – by this we mean so the reader does not have to scan down.  If you cannot, make sure all your important information is near to the top.  Often readers will not scroll down the page.
Top tips
· Make sure the reader knows what the page is about – e.g. have a title and short paragraph that describes the page.
· Remember who you are writing for.  Keep information relevant, avoid jargon and keep it to the point.
· Don’t worry about repeating yourself on multiple pages.  Always remember someone may access that page of information through a search engine and therefore land straight to a page – make sure that each page gives context.
· Keep language short and to the point so it is easy to read.
· Be consistent.  On every page you should use the same language, the same formatting and the same colour of text(s).  Try and use bold and italics sparingly and try and not underline words (underlined words can be confused with links).  By following these principles it will give your site a professional look. 
· Make sure pages are checked for grammar and spelling.
· It is useful to remember that website content should help the reader find out something new – something they didn’t know or weren’t able to do before.
· Using images and video footage can really bring your website to life.
· People tend to scan web pages, they won’t necessarily sit down and read the detail.  This is why it is useful to have a short explanation on the page as to what it is about.  The reader can then decide if it is relevant and what they are looking for, and if so they will carry on reading the detail.  Using lists, pictures, bullet points etc. can help break up a page and make it more engaging and easier to read.
· If you have a lot of text to convey to the reader think how you can break this up.  For example can you have more detail linked to that page via a key word link etc.
Press Release
A press release should contain the following information: 
• Name of your club/organisation/event organiser.
• Date you want the press to publish e.g. for immediate release/not for release until 12.00 hours on 28 October.
• Contact details of your press officer or who to contact for further information.
Layout
Layout important – here are a few pointers you may want to look for.
• It’s usually better to use 1.5 or double line spacing.
• Font size should be 11 or 12 - stick to something simple, such as Arial.
• Style is key. Don’t start sentences with numerals (For example; Ten members will compete…) and always spell out numbers below 10 (one, two, three). Spell words such as ‘degrees’ and ‘percent’, avoiding using their symbol, and use capital letters sparingly.
• At the foot of each full page put "More” and at the end of the article put “Ends”.
• After the article has ended, make sure you include your name, address and e-mail address so that the journalist can get in contact. Include any relevant background information after the article too and be sure to include information on your organisation and sources for additional information (e.g. websites, governing bodies, etc.).
So what makes a good press release?
You are looking for something that will grab the readers’ attention.
· Use your best line in the introduction to draw the reader in to the story. Every press release you write should have a strong title and interesting angle e.g. ‘firsts’ (is one of your club members first to qualify for a national event?)
· Avoid using jargon, acronyms and abbreviations.
· Make it relevant.  It is very important that you get the local angle across in the introduction in order to relate it to the local community. 
·  Keep it simple and brief.
Things to avoid?
· Keep the introduction clutter free.  Sharp and to the point.
· Try to keep each paragraph to around 30 words.
· Try to keep the release to a maximum of 300 words.
· If you are struggling to stick to 300 words you can use the ‘Notes to Editors’ at the bottom of the page.  This information is information that is not essential to the article but that the journalist may find useful in terms of setting context.
· Remember to always include facts you can back up – don’t exaggerate. 
Structure
A structure you can follow is:
· An interesting, attention grabbing headline
· Introduction 
· Second paragraph backs up the introduction
· Try and include an interesting quote in the third paragraph
· Then, go back and tell the story 
Remember – the local press love a local angle so make sure this is conveyed in the piece.  Also, an interesting photograph that tells the story is useful to include where possible. 
Sending the press release
So what do I do know that I have written the piece?
• Email press releases to journalists in the main body of the email and as an attachment (you can find local media contacts using the newspaper’s website).
• Put the headline in the subject box of your email.
• Follow up press releases (once completed or if calling before writing it, make sure you know your subject and story before you call).  Also remember do not try to ‘sell’ your story in your email.  It is better to call the journalist.
Try not to be too daunted about contacting the media.  Remember, local journalists rely on local people to provide them with the local stories and, importantly, if you are not comfortable writing a piece, don’t be afraid to pick up the phone and let the journalist know the news.  If they feel their readers will be interested they will produce the piece.
Raising the Profile of your Club
Here are a few ideas:
· If you are a member of triathlonscotland make sure your club details are up to date on our website. 
· Think about promotional materials, can you produce a leaflet about your club to give to the public. 
· Consider putting together a newsletter for club members or press articles to raise your profile. Send articles in to the local newspapers and parish/community news newsletter with news and updates. Remember to put your contact details at the end of the article.
· Have offers such as taster days, membership offers, monthly discounts etc.
· Piggy back on other events in the community and offer to have a stand or do an active display.
· Make sure your website and social media channels are up to date.
Remember:
• Whenever you get an enquiry or a new member joins, ask where they heard about you.
• Look at what’s happening around you are there any gaps, trends or opportunities to improve and develop your club further?
• The more often you change the content on your home page, the higher up the list it will appear on search engine sites.
