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A PLATFORM TO SHARE

STUDENT ATHLETE'S
AND

CLOSE TO THEIR HEART.
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Personal Awareness

From prior classes with the college of business, I've been told that you
could have the best product or service ever, but if people don't know
about it, it will fail.

Understand Socials Growth Personal Expanding

Wanted to understand
the hustle of running a
branded social

Always wanted to build | knew this class would
a functioning website. be challenging, but
rewarding.

campaign.




Expectations

Build a Brand e Fully-Functioning Website

e Create a WordPress Website * Planned an In-Depth

Editorial Calendar

Run an Email Campaign

Create and Curate e SEO Confusiton

Captivating Content HPECTA"ONS e Analyzed Google Analytics

and |dentified Engagement

e Acquire Subscribers

e Build Brand Loyalty ES 1$ Drivers
e Utilize SEO R UL e Acquired a Steady Following
e Analyze Data from Google on Social Media and Email
Analytics to Position Blog for Subscriptions
Success e Engaged a Variety of Target

Segments

Results






INTERNAL SWOT ANALYSIS

Strengths Weaknesses

Loyal followers - social & email. e Low referral count.

On time posting. e Average goal completion.

. . 0
High email open %. e Little to no Twitter engagement.

Consistent analytics review. ) ) )
e Time constraints and scheduling
Led the competition all the way.
_ conflicts limit featured athlete
Followers know what content they will

: : availability.
receive on socials.

e Consistent email campaign setup - e Junk box email issues.

email style and send date. e SEO awarness and utilization.




EXTERNAL SWOT ANALYSIS

Opportunities Threats

Include others to spread awareness Blogs with this style and mission have
within their family and friends. been done before.

Create "member only" content only Lack of website aesthetics.

accessible through emails. Call to action buttons not producing goal
Increase Instagram following. conversions.

Collab posts with featured individuals Home page lacing attractiveness and call

increases audience reach. to action opportunities.




SUCCESS

What Drove It

Instagram Growth

Collab posts drove
engagement.

mailchimp

Facebook Parents Loyal Subscribers

The ability to tag & Reminders to check
share with family and
friends that care.

in on the blog and
preview what is
coming.

20

Features

Finding "big names" or
those with overcoming
stories had high
engagement.
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GOAL OF BLOG

Show another side of athletes other than their sport.

Content included mainly posts about athletics & student-athlete
features with a sprinkle of mental health and faith-based content.
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BLOG POSTS

a. E MINI BLOGS F:«!m{m FEATURES
- 5 ) The Future Plans of Beyond The Net 22 - Wialnan Trailblazer: Unfin;shed Apparel

=
THE FUTURE PLANS OF BEYOND THE NET

E i1, laurashoopman

)
- a y laurashoopman

o Spotlight -
i Alumni Spotlight: Maggie Kuyper
Reilly Jo Swanson SR bas Who God Says You Are potlig g9 yp
WHO GOD
Maggie
Kuyper
ARE A
y laurashoopman
By laurashoopman - e By laurashoopman
'S -
l A Breakdown of the Student-Athlete Life
FEATURES

Watering Your Pot I am Powerful! by Grace Evans
Beyond The
Net. | am

Powerful

A\ BREAKDOWN 0O}
F'HE STUDEN']

ATHLETE LIF] 8y laurashoopman

Watering:Your Pot

By laurashoopman

By laurashoopman

I am a Light, Believer, Saved The Attitude of Gratitude

Gratitude

Beyond The
Net. lama
Light. Believer.
and Saved

gra-ti-tude/ nour

By laurashoopman By laurashoopman




BLOG POSTS

-

FEATURES FEATURES
Campbell Bowden Izzy Schauer - Resilient
Beyond The
Net. | am
Resihent

By laurashoopman, :

By laurashoopman, 1 ¢

EATURES

Laura Shoopman - Unconditionally Loved
MINI BLOGS

Belmont Athletics on a Mission

By laur

WoPERFORME MINI BLOGS

Fan Section: October Preview

By laurashoopman

FEATURES

Beyond The Net, Michael Shanks

—-—
F’ lam
‘”\J_‘ Loved, Loyal,

By laurashoopman

Hard-Worker & | Mental Illness Awareness Week

Love Others
By laur P
By laurashoopman
Alex & Dylan - Brothers FEATURES
Beyond The Welcome
Net, we are
Brothers. CIRTelNs] THE NET
By laurashoopman

By laurashoopman, 1 mont




TOP BLOGS

#1 1zzy Schauer

By laurashoopman, 2 months ago #2 Reilly Jo swanson

66 FEATURES
Izzy Schauer - Resilient
Beyond The
Net, | am
Resilient

THOUGHT LEADERSHIP

Reilly Jo Swanson

461 Pageviews w

739 Pageviews

#3 Madison Bartley

ew
Beyond The

Net, | am a
Light, Believer,
and Saved

I am a Light, Believer, Saved

Read more

By laurashoopman, 2 weeks ago

.

Z71 Daceviewe
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SUPPORTING DATA

Unique Pageviews

= Page Title Pageviews Avg. Time on Page Entrances Bounce Rate % Exit Page Value
5,217 4,170 00:01:48 2,999 74.95% 49.05% $0.00
0 1. Home - Beyond The Net 781 (14.97%) 520 (124 00:01:15 280 '- 26.43% 19.08% $0.00
2. lzzy Schauer - Resilient - Beyond The Net 739 (14.17%) 616 (14 00:02:29 553 ( 88.25% 76.05% $0.00
(J | 3. Blog-Beyond The Net 550 (10.54%) 361 (8.6 00:00:49 51 33.33% 13.82% $0.00
4. Reilly Jo Swanson - Beyond The Net 461 (8.84%) 426 (10.2: 00:04:13 407 92.63% 87.64% $0.00
5. lam a Light, Believer, Saved - Beyond The Net 371 (7.11%) 340 00:03:39 293 ! 88.05% 78.98% $0.00
0 6. Michael Shanks - Beyond The Net 261 (5.00%) 225 a 00:03:04 175 (6.84 89.14% 73.56% $0.00
I -7 S o e o ay i g 235 (4.50%) 200 (4 00:03:41 109 (4 75.23% 51.49% $0.00
(J ' 8. Iam Powerful' by Grace Evans - Beyond The Net 208 (3.99%) 180 (4 00:04:48 159 (¢ 91.82% 79.81% $0.00
O 9. Alex & Dylan - Brothers - Beyond The Net 165 (3.16%) 142 : 00:02:16 116 (4 77.59% 67.88% $0.00

Subscribe - Beyond The Net 147 (2.82%) 121 00:01:37 20 55.00% 23.81% $0.00



TOP POST TYPE:

STUDENT
ATHLETE
FEATURES

e 6 Student Athlete Features
e 1 Alumni Spotlight

e 2 Guest Blogs

e 8 Mini Blogs/Thought Leadership



SOCIAL CHANNELS

(»)

e 19 followers e 114 followers e 24 followers

e Success did not come e Tagging/Collab Post e Little engagement
from my own posts. e Stories e Lost cause

e Facebook parents shared e Direct Links e Time consuming
links which drove page e Send posts via DM e No reach

view (a lot of them!).




SUPPORTING DATA

Social Network | Sessions v |J Sessions Contribution to total: | Sessions v

1. M Facebook 1,078 56.62%
2. M Instagram 658 34.56%
3. MW Twitter 85 4.46%
4. LinkedIn 55 2.89%
5. M Instagram Stories et 1.42%
6. Snapchat 1 0.05%

e Linkedin Sessions came from personal posting.

e Not sure how data was derived from Snapchat.




TOP INSTAGRAM POSTS

Ca beyond.the.net_ and izzyschauer O beyond.the.net_

@ beyond.the.net_ and cammybowden

Guest
Blog

N Beyond The
Beyond The BN Net, we are

Net’. l. 201 Brothers.
Resilient

Boost post

QY W QY W
Q V m @NP Liked by kristenclemons and 21 others

ﬂ‘.\'a iked by izzyschauer and 140 others
beyond.the.net_ Dylan and Alex’s story is LIVE 4

beyond.the.net_ Campbell's Story is Live 4 @D Liked by izzyschauer and 100 others

beyond.the.net_ Izzy’s story is LIVE 4 link in bio

ine in now to hear about how she has overcome
. t
ercoming her current obstacles

Link in bio

Reach: 2,135 Reach: 1,326 Reach: 322
Likes: 141 Likes: 101 Likes: 22
Comments: 1 Comments: O Comments: O
Sent: 8 Sent: 16 Sent: 15
Bookmark: 2 Bookmark: 2 Bookmark: 3



TOP FACEBOOK POSTS

< Beyond The Net
t13- Q@

What an honor to interview my friend, teammate, and fellow
Wisconsinite for this campaign. 1zzy has a one of a kind
story that is still unfolding.

Beyond The
Net, | am
Resilient

I1zzy Schauer - Resilient - Beyond The Net

See insights and ads Boost post

[[’“,‘ Like [‘ ) Comment (i Share

10 Shares

Reach: 1,626
Engagement: 794

< Beyond The Net
: \Q

Regardless of performance on and off the court, Laura
knows that she is unconditionally loved by God.

Read her story now!

Beyond The
Net, | am
Unconditionally

Loved

Laura Shoopman - Unconditionally Loved - Beyond The
Net

See insights and ads Boost post

Comment

Reach: 229
Engagement: 65



TOP TWEETS

re-sil-ient

Tap into these accounts that help
FILL YOUR CUP!

- _ able to withstand or recover quickly
R 7 e from difficult conditions.

link in bio

RESILIENT

Beyond The
Net, [ am

Izzy's setbacks have no hold on her. Tomorrow,
read how she is determined to see the volleyball

court again

Unconditionally

Loved.

Beyond The

Net, | am
Resilient

: o) )/12/% 22 4
@ =
View Tweet activit Boost
a pponent and 3 othe - v Boost

1“:etweet 2 retweets 1 retweet 1 retweet

2 likes 8 likes 4 likes 4 likes

196 impressions 181 impressions 103 impressions 145 impressions
29 engagements 20 engagements 7 engagements 29 engagements

15 detail expands 7 detail expands 1 detail expand 10 detail expand




CAMPAIGN RESULTS

Class Average
e Users: 270

Difference
e Users: +1,707

My Campaign
e Users: 1,977

Sessions: 2,584
Pageviews: 5,255
Direct: 347
Social: 1,626
Referrals: 1
Organic: 12

Goal Completion: 52
Subscribers: 73
Emails Sent: 8
Opens: 344

Click Through: 92

e Sessions: 420

e Pageviews: 1,205

e Direct: 86
Social: 178
Referrals: 4.5
Organic: 14
Goal Completion: 38.64
Subscribers: 38.43
Emails Sent: 7.21
Opens: 121.07
Click Through: 24.64

Sessions: +2,164
Pageviews:+4,050
Direct: +26]1

Social: +1,448
Referrals: -3.5
Organic: -2

Goal Completion: +13.36
Subscribers: +34.57
Emails Sent: +0.79
Opens: +222.93

Click Through: +67.36




BRAND AWARENESS

Brand Awareness
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® Users

400

200

Users

1,958
v/\M_,\,.___/\../\.j\

Pageviews

92 17
"LA/"\—-’\M’M/\—A/

New Users

1,945
JM_A./\A

Pages / Session

2.04
N\M’M«\J

Sessions

2,559
VAM__NJ\-A

Avg. Session Duration

00:01:52
M_NWA«—M

November 2022

v

Number of Sessions per User

1.31

B VOG> DG ) W -

Bounce Rate

74.95%
\_A/\/"\‘\/\/v-—xa\_\/\/-"\’\

B New Visitor

B Returning Visitor




BRAND ACQUISITION

Brand Acquisition
1800
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1400
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Top Channels Users Conversions

M Social ® Users ® Follow Me Thank You (Goal 1 Conversion Rate)
M Direct

M Organic Search

TOP CHANNEL:

IY“ ! A | . SOCIAL

400 40%00%

November 2022 November 2022
Acquisition Behavior Conversions
Users 4 New Users Sessions Bounce Rate Pages / Session Avg. Session Goal 1 Goal 1 Goal 1 Value
Duration Conversion Rate Completion
1,958 1,945 2,559 74.95% 2.04 00:01:52 2.03% 52 $0.00
; 4n vco. I £ Ao
3 m Organic Search 12 |
Acquisition Behavior Conversions Goal 1: Follow Me Thank You ~
4 Referral 1 Social Network
I 3 Bounce Rate Pages / Avg. Session F:&.:‘M‘cmﬁ;:" :glol:nmmm' Ikl Yo:; Follow Me Thank Yc
Users New Users Sessions Session Duration =0 (Goal 1 Value)
1,613 1,598 1,904 82.25% 1.43 00:00:52 1.21% 29 $0.0
Tot 82.38 f Tota fTotal: 74 4 Avg for View Avq for View Avq for View q for View: 2.03 f Total: 44.23 of Total: 0.0
TOP sml A I ° O 1. Facebook 1,000 (61.39%) 995 (627 1,078 (56¢ 92.30% 1.15 00:00:23 0.28% 3 (13.04%) $0.00 (00
O 2. Instagram 515 (31.611 505 € 658 (34 5¢ 71.58% 1.57 00:00:50 1.98% 13 (56.52 $0.00 (o«
I ACEBOOK U 3. Twitter 70 (430 68 (4.2 85 (44¢ 82.35% 1.41 00:00:46 0.00% 0 (0.00%) $0.00 (00
0 4. Instagram Stories 26 (1.60%) 14 (08¢ 27 (14 66.67% 2.00 00:00:50 11.11% 3 (13.04 $0.00 ©o0
O 5. Linkedin 17 (1.04 15 4 55 ) 21.82% 4.69 00:10:50 7.27% 4 (17.39%) $0.00

U 6. Snapchat 1 (0.06%) 1 ¢ 1 0.00% 5.00 00:09:03 0.00% 0 (0.00%) $0.00



BRAND RETENTION

Brand Retention
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BRAND RETENTION

Opens vs. Clicks

60
50
40
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20

/

10 —

Email#1 Email#2 Email#3 Email#4 Email#5 Email#6 Email#7 Email #8

s QPENS s Clicks



COMPLETION

® Goal Completions

Goal Completions

52
T

Submit Prayer/Praise (Goal 3
Completions)

0

Goal Value Goal Conversion Rate
$0.00 2.03%
| R W

Submit Story Thank You (Goal
4 Completions)

0

Total Abandonment Rate

78.24% 52 0
VWY W VYVY A

November 2022

Follow Me Thank You (Goal 1
Completions)

Contact Me Thank You (Goal 2
Completions)

First peak: mother sent out email to friends to subscribe.



This Week Beyond The Net

Thank you for being a loyal Nssener! mp ‘
This woek w the rece elmart Athletics r 1!

nalakioct. Alaska

1 \ af

ey e 70 Recipients

Looking Ahead

e 45 Opens

s e * 16 Clicks

24-hour performance M Opens M Clicks

10:00PM 2:00AM 6:00AM 10:00AM

Follow Our Soclals!

U






WE
DOMINATED.




e There is a lot of work that goes into
creating content and running a social
media page.

e | cannot imagine running a large-scale
campaign.

e There is a constant battle between
guantity and quality (especially when
your rely on other people as a large part
of your content).

e Finding a common time, type of post,
post format, email format, etc. is HUGE.
Giving a consistent look & feel play large
roles in the success of the campaign.

e Planning ahead is essential to success.
Working 2 weeks in advance is helpful.

e Get others involved, it helps you grow,
get other opinions, and round out your
goals.




e | want to continue the blog. It is sparking
conversation, creating community, &
letting others know they are not alone.

e Either end the email campaign or reduce
to one email per month.

Focus solely on Instagram posting.

Delete Twitter Account

Delete Facebook Page

Need to schedule interviews & have a
supply of audio to use on hand.
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ADDITIONAL

THOUGHTS

This campaign was a lot of work.

The design of the campaign is what
made it successful.

The biggest lesson: getting others
involved helps you (& can be applied
later in life too).




SOCIAL ACCOUNT LINKS

@beyond.the.net_ Beyond The Net



https://www.instagram.com/beyond.the.net_/?igshid=NmNmNjAwNzg%3D
https://twitter.com/beyond_the_net_
https://www.facebook.com/people/Beyond-The-Net/100086397096289/

0000

LAURA SHOOPMAN




