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GET STARTED
Create a Voice/Social Brand Guidelines

One of the most important aspects of growing your online community 
is defining and emulating a consistent voice across your social media 
channels. We recommend hosting a branding session with your 
entire team to define the overall tone of your race brand. Generate 
a one-page document that explains the core values, target 
demographic, how you want to speak to your audience, and goals of 
your race. Distribute this document to your team, particularly anyone 
who will be posting to your social media accounts. Consistency of 
your message and tone, regardless of who is posting on your behalf, 
is essential for people to get to know you and connect with your 
event. It’s also important to keep the branding consistent across 
your social networks. Make sure you use similar creative & branding 
on Facebook, Twitter, Instagram, etc.
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Brand personality is the key 
emotional component that 

determines whether we are an 
engaging brand. This is the 

overall tone and attitude we use 
to deliver our message.



Once you’ve established your social media branding, it’s time to plan out 
your content. Posting frequency is key. You don’t want to overload your 
fans with content, but you also need to keep them engaged and interested 
in your race. The best way to stay on track and ensure you’re delivering 
content in a timely fashion is by creating a Content Calendar that you can 
share with your internal team. Dedicate a “theme” or goal to each month 
and develop content/promotions around those goals. You don’t have to 
write out each status update verbatim. Just map out a general idea of 
what you’d like to post each day. After you’ve planned out your content, 
pick 3-5 posts each month to promote (ie. put dollars behind). 

These posts should either: 

• Provide value to the fans 
• Drive registrations
• Increase engagement on that social channel

We’ll discuss the types of promoted posts, and which ones have proven 
most effective, in our Paid Advertising section. 

Organize Your Content

Determine Content Type: the 80/20 Rule

Before we dive into Ads, an important reminder about posting frequency is 
the type and quality of content you’re promoting. We’ll defer to the 80/20 
Rule: 20% of your content should promote your event and drive registrations 
and 80% of your content should provide value to your audience and engage 
them in conversations. Repeatedly asking fans to register for your 
event is not an ideal use of your social media networks. People 
will be much more likely to visit your pages if you’re providing them with 
interesting, relevant and beneficial content. Your direct race promotions 

should be peppered into your general content calendar of industry 
news, training tips, course info, and other relevant, useful information. 

1. Define your tone: laid back, fun, competitive, 
community-oriented, etc.

2. Create a content calendar to hit the right milestones 
leading up to the event. You can use Google Calendar 
or a more robust tool like Hubspot. 

3. Make sure you schedule posts for price increases, 
event countdowns, medal and shirt reveals.
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DRIVE ORGANIC ENGAGEMENT 
ACROSS YOUR SOCIAL CHANNELS

Build an Ambassador Program
A great way to organically increase your social reach is to empower your 
event advocates. You already have a core group of athletes who love 

your event and sign up every year. Ambassador programs allow you to 
leverage these advocates by empowering them with high level insight 
into your race and encouraging them to share their passion through 
social media. To keep your ambassadors active on social media you 
can seed them with weekly missions/challenges.  Challenges can 
be anything that help generate buzz around your event and help 
increase registrations. For example, if you have a running event, you 
can ask your advocates to upload their favorite running photos using 
your event hashtag to get the word out. Or, you can ask the advocates 
to help spread the word about a registration fee increase. People are 

more likely to sign up for your race when they’re invited and encouraged 
by a friend. Pro Tip: provide your advocates with a unique coupon code 
to distribute to their friends and family. Keep track of registrations and 
display a leaderboard to generate some friendly competition.

“Our Ambassadors, the A-Team, were an integral part of our suc-
cess in 2015. They accounted for 14% of all registrations.”

- Lisa Fontaine, Race Director for the Annapolis Running Classic



Consider Contests & 
Sweepstakes

The Differences between Contests 
& Sweeps

In addition to Ambassador programs, contests and sweepstakes 
are a great way to drive organic activity and engagement 
across social media channels. And, it doesn’t have to cost you 
anything beyond a little legwork. As a Race Director, you have 
access to sponsors and stores that can offer valuable prizes. 
You can work with these partners to determine budget, timing 
and promotional efforts behind the contest and/or sweeps. This 
is a great opportunity for you to provide additional exposure 
to your partners. Every time you promote the contest, you’ll be 
highlighting your sponsor. Plus, social media tracking tools can 
really help you share engagement numbers with your partner. It’s 
a win-win-win. Even if your sponsor isn’t in the same industry, 
make sure your prize is pertinent to your target demographic. 
Offer up a new pair of running shoes for training, a GPS watch, 
or maybe a free hotel night at a hotel near your start line. These 
types of prizes are sure to generate some excitement and buzz 
across your social channels. 

Contests and sweepstakes can be structured in many different ways. 
It’s extremely important to understand the laws and the differences 
between the two. If you’re not familiar with contest or sweepstakes 
law, you can view this easily-digestible breakdown from Business.
com. The duration, value and overall goal of your promotion should 
help you decipher which type to host. 

Sweepstakes are primarily used to generate awareness or to grow 
your fan base. They are simple to implement and should be really 
easy to enter. A typical online sweepstakes will ask a fan to enter 
some personal information (name, address, email) for a chance to 
win a prize. 

Contests are used to engage fans. A simple contest asks participants 
to create a piece of content for a chance to win a prize. For example, 
you could ask your fans to upload a photo on Instagram using a 
specific hashtag. At the end of the contest period, the photos are 
judged against a set of criteria that is outlined in your Official 
Rules. This ensures the judging process will be fair for all entries. 
The photos they upload can be invaluable to your brand. Not only 
can you gain insights on your race loyalists, but the photos can be 
used later in other marketing efforts (assuming all proper releases 
are collected.) 

“35% of people who “Like” a company’s page on Facebook do so in 
order to participate in a contest”

- Buffer             



1. Find your advocates. Look at past registrants, see 
who’s liking and commenting on your social posts, 
find well-known locals who would be willing to get 
the word out about your race. Remember you want 
to select runners with large social networks.

2. Do some research on online contests and 
sweepstakes to help get the ideas flowing.

3. Try out a small hashtag contest. See how much user-
generated content your followers will generate. Keep 
the prize simple. If that works, you know a bigger 
prize will generate more engagement.

DIVE
INTO PAID SOCIAL



FACEBOOK
The News Feed, which is fighting for your attention, is 
becoming increasingly competitive and decreasingly 
effective. You’ve already seen your organic distribution 
fall significantly. The good news is you can still effectively 
target and reach your audience on Facebook. The bad news 
is that it will cost you. There are a couple of options for 
promoting content on Facebook: boosted posts or ads.

Boosting Posts

Boosting posts is the easiest way to promote your content. 
It’s as simple as clicking the ‘Boost Post’ button on the 
lower right-hand corner of any Facebook post. You have 
the option to target your fans, friends of fans, or a custom 
audience based on gender, age geography, and interests. 
Once you specify a budget and a duration, you’re all set. 
Facebook will provide you with an estimated reach and you 
can keep an eye on things with their real-time reporting. 
Note: Boosted posts have to be approved. If you use an 
image with over 20% text, your post will be rejected. Pro 
Tip: look at your post analytics for the last few weeks of 
posts and boost the one that had the most engagement 
organically. Remember: don’t over-do the boosted posts. 
You want to keep your Timeline clean, fun and informative. 
You do not want to appear spammy.  BONUS Pro Tip: when 
boosting a post… paste the URL you’d like to promote 
onto your Facebook page and allow it to pull up a post-
preview. Upload a custom image and then boost. This 
makes the entire image clickable. 

Promoted Posts/Facebook Ads

Promoted posts can be set up through the Facebook Ads 
Manager or Power Editor. The advantage to this method 
is you’re getting more control over who sees your ad and 
how you pay for it. For example, you can create specific 
campaign objectives and track your success for things such 
as Page Likes or website conversions (registrations). Think 
about what you are trying to achieve with your ad. What is 
the end goal? Is it to drive awareness of your event? Are you 
looking to drive registrations? Do you want people to claim 
an offer? Here’s a full list of campaign objective options:
• Clicks to Website
• Website Conversions
• Page Post Engagement*

– *Note: this is the only campaign objective available when you 
boost posts. 

• Page Likes
• App Installs
• App Engagement
• Offer Claims
• Local Awareness
• Event Responses:
• Video Views
Once you’ve decided upon your end goal, Facebook walks you 
through the set up process based on that goal. You’re able 
to pick your audience, budget, specify whether you’d like to 
pay based on clicks or impressions, manage scheduling, 
and ad placement (desktop right column, mobile/desktop 
news feed, and/or an audience network). Pro Tip: take a 
look at your registration conversions. If 90% of your 
participants are signing up on desktop, running ads 
across mobile is not a great use of your ad budget.

Why use paid advertising?



$ $

$ $

$ $

$ $

Promoted Posts/Facebook Ads

You can include one or multiple images, or create a carousel ad. Carousel ads 
are a great way to include multiple images and links in a single ad. The images 
in your carousel ad should grabs someone’s attention when they’re scrolling 
through their News Feed. Do your best to keep the headlines and descriptions 
short and sweet. Carousel ads work well on desktop, but are inherently optimized 
for mobile phones, so make sure you’re running your carousel ad on mobile. You 
have the ability to associate each image with a page on your website, so decide 
whether to use the same link for all images or different links for each. 

BUDGETING 

Ask Facebook for a credit if you are new to test out the ads. They sometimes give 
a $50 credit to newbies. It’s really easy to set a daily budget so you won’t break 
the bank. Set a start and end date if you don’t want to forget to shut them off. 
You can always go in and change it later. 

So how much should you spend? There is no magic dollar value to creating a 
successful Facebook Ad campaign. What makes an ad successful on Facebook 
has more to do with the copy & creative. As we noted earlier, the image has to 
be primarily ‘image’. Only 20% of your ad can be text. It WILL get rejected by 
Facebook if it’s not. 

How do you know if you have a great-looking ad? Facebook will provide you with 
a relevance score. The Relevance score is calculated based on the positive and 
negative feedback expected from an ad. The more positive interactions Facebook 
expects an ad to receive, the higher the ad’s relevance score will be. The more 
times Facebook expects people to hide or report an ad, the lower its score will 
be. Ads receive a score between 1 and 10, with 10 being the highest. The score 
is updated once the ad is live and people begin to interact with the post. 

Why is the relevance score important? 

1. It can lower the cost of reaching people. The higher an ad’s relevance score is, 

the less it will cost to be delivered. Facebook’s ad delivery system is designed 
to show the right content to the right people, and a high relevance score is seen 
by the system as a positive signal.

2. It allows you to test creative options before running a campaign. 
3. It can help optimize campaigns already in progress. You can monitor your ad 

relevance scores and adjust if a score begins to dip.

This is not to say the relevance score is a tell-all. At the end of the day, if your goal 
is to increase registrations, the number of registrations is still the #1 indicator of 
a successful ad campaign, not the relevance score. If you have an average score 
but your ad is working, you may not want to change anything. Or you may consider 
tweaking the ad to see how you can get a lower cost of delivery.

Budget vs. Bidding

Your budget is the maximum amount you’re willing to spend on each campaign you 
run. A bid allows you to tell Facebook your desired maximum price for a specific 
outcome (i.e. registrations, Page likes, post engagement, clicks, or impressions).

You have two bidding options: automatic and manual. In general, we recommend 
using automatic bidding. It’s easy. It allows Facebook to set your bid amount to get 
the most out of your dollars, related to your end-goal. However, if you want more 
control, you can manually bid what you’re willing to pay. For example, if you’re goal 
is website conversions (registrations) you could enter in the max amount you’re 
willing to pay for one registration.

$ $

$ $



CUSTOM AUDIENCES 

Custom Audiences look daunting, but they’re easy to set up. A Custom Audience 
in Facebook is created by tracking website activity or by uploading a list of 
emails. A custom audience based on website activity requires a pixel on your 
site. Once installed, you can choose to target everyone who visited your site, or 
segment them by specific activities; i.e. users who visited specific pages of your 
website. 

To create a custom audience from emails, simply upload a list. Make sure 
your lists are segmented.  You may want to upload prospect lists and customer 
lists so you can exclude customers from any prospecting activity you’re working 
on. Pro Tip: The email address you upload has to match the one the person 
uses in Facebook for this to work. Lists may get cut down by 70-80%, so the 
bigger the original list, the better.

After you’ve created your custom audiences, Facebook provides you with 
statistical data (if the audience contains 1000+ users). The data Facebook 
gives you is incredibly useful (and somewhat terrifying). You can find out 
everything from education level to relationship status to household income. 

Lookalike audiences can be created using the custom audiences you created 
based on emails and website activity. Facebook will scrape the data from those 
users and find individuals with similar behaviors to target. 

Play around with Saved Audience. Add various lists together and exclude 
Facebook followers. This is a good test since organic Facebook reach has 
become so limited. 

CONVERSION TRACKING

Facebook’s tracking and optimization tools can help you increase registrations 
through your website. By placing a conversion pixel on your registration page 
you’ll know exactly which ads led to your conversions (registrations). 

NOTE: Facebook will be removing the conversion tracking pixel in the second half 
of 2016. Audience and Conversion pixels will be combined into one Facebook 

Pixel. The new Facebook pixel can be used to measure, optimize and build 
audiences for your ad campaigns, and you no longer need to implement the 
conversion pixel and Custom Audience pixel. However, if you have an existing 
Custom Audience pixel, you can continue to use it and just add standard events 
for conversion tracking and optimization.

Instead of Facebook’s tracking system, try Google Tag Manager. You’re able 
to Create tags and rules for how those tags should work. Check out this article 
for the basics. You can find even more detail here. Once you get GTM added 
to your site, it’s very easy to use for basic paid advertising tracking. You can 
manage pixel tracking for any paid advertising through GTM.

Facebook Ad Reporting

Facebook Ad reporting is available in the Ads Manager. You’re able to review the 
actions, reach, audience breakdown and which placement performed the best 
overall. All of the information is exportable into Excel and you can sort based 
on performance, delivery or engagement. The reporting is highly customizable 
and Facebook allows you to add in or remove any columns you like before 
exporting into Excel. The cost per result is an extremely important metric to 
track your success. It’s a great way to understand your audience and adjust your 
marketing tactics based on performance. Pro Tip: if you boosted a post (which 
means the default “result” metric will be engagement) and you want to view 
conversions, you can add in a custom column for pixel conversions.

PRO TIP



1. Find a post that has performed well organically and 
boost it with some cash. You know people like it, and 
this gives you one less thing to worry about because 
the creative and copy are already done.

2. Upload your database of emails into Facebook for 
ad targeting. This is your first custom audience!

3. Create a lookalike audience to your database. 
Over time, Facebook will find other people like your 
audience to target with your ads.

TWITTER
Why use Twitter paid advertising?

TO BE HEARD: Taking liberties with a Ferris Bueller 
quote, “Your Twitter feed moves pretty fast. If you 

don’t stop and look around once in awhile, you could 
miss it”. On average, there are about 6,000 Tweets/

second Tweeted, which means over 350,000 Tweets/
minute, or 500 million Tweets/day. (Internet Live Stats). 

Bottom line, it’s tough to get heard through all the noise, 
unless you promote your Tweet, in which case it will show 

up at the top of the target audience’s feed when they log 
in.

THE TARGETING IS GREAT: Twitter offers a variety of 
targeting options: follower, device, behavioral, tailored audience, 

geographic, keyword, language, gender and interest targeting. 
Here’s a breakdown: 

1. Follower targeting helps you connect with the people who are likely 
to be interested in your event or race. It works by displaying your Twitter Ads 

to people who follow specific usernames. Follower targeting is located under 
additional targeting, under Add followers. Tips:

• Consider focusing on one of these follower targeting categories:

• Competitors: Target the users of races/events who offer similar experiences in 
your area. 

• Similar events: Include the users of races/events/brands who aren’t direct 
competitors, but who target a similar audience (i.e. Boston qualifier). 

• Industry media: Try targeting the users of news sites, blogs, TV shows, magazines, 
etc. that focus on running, triathlon, mud runs, races, athletes, etc. 

• Influencers: Focus on the users who are influential in your community, or in the 
running/tri/mud run community.

• Aim to target around 30 users per campaign to ensure that you’re reaching a large 

FACEBOOK:



enough audience. The campaign dashboard gives 
you an estimate of the potential reach given those 
30 users and their following.

 
• Be specific. Target the users that are most closely 

tied to your event. Sometimes the biggest isn’t 
the best. You’re going to get lost in the crowd if 
you go after the big guys, like Nike. Sure they have 
5.5 million followers, but not all of those followers 
will fall into your target demographic. Targeting 
smaller, similar accounts will ultimately render 
better results. 

2. Behavior targeting allows you to reach audiences 
on Twitter based on their shopping behavior, lifestyle 
and other key attributes. You can select from a variety 
of behavior categories. For example, you may want to 
target someone interested in fitness & health, or a 
specific cause or beneficiary connected to your event. 

3. Keyword Targeting allows you to connect with 
users based on words and phrases they’ve recently 
Tweeted or searched for on Twitter. 

Keyword targeting in Search: 
• This type of targeting is particularly effective 

during seasonal events. For example, you might 
want to target users searching for Tweets about 
marathons. To do so, you could target general 
keywords, such as run a marathon, 5K training, 
and running, as well as event-themed keywords, 
such as Boston Marathon or New York Marathon.

Keyword targeting in Timeline: 
• With keyword targeting in timeline, you can target 

users based on something they’ve Tweeted. For 
example, you could reach people who have 
recently Tweeted about signing up for their next 

race by targeting phrases such as planning next 
race or best half marathon. 

4. Tailored Audiences are a great way to create 
remarketing campaigns. There are three ways to use 
Tailored Audiences:

• Lists: Use email lists to reach existing 
participants.

• Web: Target the people that have recently visited 
your website. You can collect this data using 
Twitter’s website tag.

• Mobile apps: Reach groups of people who have 
taken a specific action in your app, such as install 
or sign up. You can collect data on who uses your 
mobile app with conversion tracking.

 
BIDDING & BUDGET 

Twitter Ads are priced using an auction model. Similar 
to Facebook, you have two options to choose from 
when determining how to set bids for campaigns - 
automatic or maximum bidding. Automatic bidding 
enables Twitter to auto-optimize bids for a given 
campaign objective. Twitter will attempt to enter 
you into auctions with the lowest bid possible, while 
also delivering on your overall campaign objectives. 
Maximum bidding allows you to manually select how 
much a follow, lead, click or engagement is worth.

AD SETUP: 

CREATE A WEBSITE CARD
Website Cards allow you to promote your website by 
adding an image, related content and a strong CTA 
(call to action) button. Twitter claims that Tweets 
with Website Cards drive 43% more clicks. Much like 
Facebook Ads, the cards can be used with conversion 

tracking to measure the end-to-end conversions, 
like number of registrations. 

It’s best to create a few versions of your Cards 
with different combinations of images and copy to 
see what resonates. You can monitor them in your 
Campaign dashboard and use that information 
to adjust as you go. Testing multiple ads and 
comparing results is the best way to create more 
effective campaigns and increase registrations in 
future promotions. 
 
CREATE A NEW CAMPAIGN (be sure to save as a draft 
as soon as you get some information populated...
learn from others’ mistakes).
 
1. Campaigns > Create new Campaign 

• From the Dropdown, you’ll have the option 
to select: 
• Followers 
• Website clicks or conversions* 
• Tweet engagements 
• App installs or re-engagements 
• Leads on Twitter 
• Video Views 
• Custom  

*For general promotion and registrations, you’ll 
select website clicks or conversions 

2. Follow steps to create a Tweet and website 
card
• Give your campaign a name. 
• Select your audience, language and devices 

• Targeting: spend time here (review 
our 
section above on targeting options). 
Note: As you add more to the 
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Instagram

Instagram

Instagram

• Don’t waste precious character count with hashtags. You’re already targeting 
through the paid advertising tools.

• Separate campaigns by objectives and targeting.
• Only test one thing in each campaign so you know what’s working (ie, image, 

Call-to-action, text).
• With @username targeting, target at least 30 names of competitors and indus-

try leaders if you can.
• Don’t use more than 2 interest categories per campaign.
• Optimize by checking the campaign dashboard to see what’s performing best. 

Wait a few days to gain some momentum.

targeting, you are adding more to your 
audience size, not narrowing it down.

• If you’re promoting one event, you can 
target people in certain zip codes.

• Think about words your target audience 
might use to search for your type of event 
(or even similar events in your area).

• Use the “expand your reach” and “search 
Twitter for @handles to include” within 
the targeting tool to get ideas.

• Target people following training advice, 
your competition, influential athletes in 
your area with a lot of followers, city/town 
Twitter accounts, etc. Do your homework!

• Set your budget 
• Start small. You can set a daily budget. Don’t 

expect things to work right from the get-go, 
and don’t give up. Give it time and be sure to 
test and learn. Contact Twitter and ask them 
if they will give you a credit to test their ads 
if this is your first time. They usually will give 
a $50 advertising credit to new business to 
encourage them to get things up and running.

• Add your Creative 
• As we mentioned earlier, website cards help 

increase conversion so take the time to create 
these. 

• Add website conversion tracking for best results 
reporting.

PRO TIPS

1. Create Twitter cards. This is a good way to get your 
feet wet in the world of Twitter advertising.

2. Create a list of keywords you want to target. Do 
your research on Twitter to make sure you’ll reach 
the right audience.

3. As with Facebook, get your database of emails 
into the system. The more you segment prior to 
uploading, the more targeted your ads can be. (ex. 
If you have athletes that did you race 2 years ago 
but missed last year, maybe you want to send them 
a special incentive to sign up again this year).

TWITTER:



57840

Instagram

Instagram

Instagram

INSTAGRAM
Instagram ads have finally rolled out to everyone! Having the ability to post ads 
on Instagram, instead of just sharing images, is a whole new ballgame. If you’re 
familiar with setting up Facebook ads, you’ll be relieved to know Instagram Ads 
are set up and tracked in the same place. 

To get started you need to add your Instagram account(s) to your Facebook Ad 
Account. You have a couple options for this. You can set up Business Manager or 
you can add an Instagram account through your Page and then use it to run ads.

Note: If you’d like to review and respond to comments on your ads, you’ll need to 
add an Instagram account to your Business Manager. If you don’t have Business 
Manager, you can sign up for one.

To add an Instagram account to your Business Manager:

1. Go to your Business Manager.
2. On the left side of the page, click Business Settings > Instagram Accounts.
3. Click Claim New Instagram Account.
4. Add your username and password, then click Next.

5. To authorize one or more of your ad accounts to use the Instagram Account, 
check the box next to each ad account and click Save Changes.

When you access your Instagram Accounts from your Settings, you should be able 
to see all the Instagram accounts you’ve added.

Now that you’ve connected your Instagram account it’s time to set up your first 
ad. Off to the Power Editor (found within Business Manager)… 

1. In Power Editor, click the Manage Ads tab at the top of the page.
2. Select + Create Campaign, give it a name and select an ad objective that 

supports Instagram ads. These include: 
• Clicks to Website
• Website Conversions
• Page Post Engagement
• Mobile App Installs
• Video Views

Note: if you select another campaign objective, you will not be able to promote 
on Instagram. 

The Instagram 
community 

has grown to 
more than 400 
million strong.



3. Just as you’ve done on Faceook, complete the details for the Ad Set and the Ad, 
including the audience, budget, timeline and creative. 

Note: it’s on the Ad Set level that you will specify Instagram for the Ad placement. 
4. Instagram doesn’t have any stipulations about the amount of text you can have 

in a photo. This gives you the opportunity to create ads that are text-heavy if you 
want. Just be careful. Facebook limits this for a reason... You can also include a 
CTA  directly in your photos or video.

5. When you’re ready, click Upload Changes in the Power Editor to complete your new 
ad. You’ll be notified once it’s approved and running. 

Instagram is a place for visually appealing images. Be creative and smart about the 
photos you share. The more positive engagement your ad receives, the more times it 
will be delivered. Remember, just like with Facebook, viewers have the option to “hide” 
ads they don’t like and don’t want in their feed. Make sure you’re delivering content 
that is friendly, appealing and showcases your event in a positive way. Here are some 
ideas to get you started: 

• Go behind-the-scenes (display shirt designs, medal production, event 
planning, new vendors, etc.) Build relationships by letting your followers feel 
like insiders. 

• Use real people and real stories. User-generated content (UGC) is an easy way 
to create an authentic feel for your event. 

• Show-off the course with appealing images or videos. 
• Share exciting, happy finisher photos. Get your fans motivated to participate 

in your event. 

1. Start gathering Instagram-worthy images based on 
the ideas here. It’s OK to use shots already posted 
in your Instagram account. 

2. Try adding to the image with a tool like Canva to 
draw more attention to the image.

3. Set up Business Manager and add your Instagram 
account. Take some time to familiarize yourself with 
the tool and just start testing with a small group.

INSTAGRAM:



PERISCOPE
What is Periscope?
In short, Periscope is an application that allows you to broadcast live from your smart 
phone. This gives you the ability to share what you are seeing, live to your audience. 
Essentially, this turns everyone with a smartphone into a mini-network. “Put simply, 
just as blogs made it possible for every person to be a newspaper reporter, Periscope 
makes everyone a television network.” –Fox Sports. Periscope talks about seeing the 
world through others’ eyes. There is nothing more exciting about seeing the moment as 
it unfolds especially when it comes to sporting events, like a race. 

Getting started
First things first, head over the Apple Store and download the Periscope App. You can 
sign up easily with your Twitter account. Before your first broadcast, note that viewers 
will have 24 hours to watch your ‘scope’ (ie your broadcast video) before it is gone 
forever. However, you can have all your scopes automatically saved to your phone. To do 
this, go to Settings and make sure Autosave Broadcasts is toggled in the ‘on’ position. 
We highly recommend this. 

Once you’ve downloaded the App, you’ll need to set up a profile. Make sure this aligns 
with your other networks. You can keep your Twitter bio in place if you’re comfortable 
with it, but make sure your website is listed. Periscope is not a “link-heavy” network so 
take advantage of this opportunity. 

Your First Broadcast: 
1. Click on the camera lens icon.
2. Create a title for your scope (make it enticing!). 
3. Turn precise location on or off by clicking the arrow icon.
4. To create a private scope, click the lock icon and select the follower(s) you would 

like to privately scope.
5. Choose between allowing only your followers to comment or allowing everyone to 

comment.
6. Click the Tweet icon to send a link out to your Twitter followers.
7. Once you’re ready, hit the ‘Start Broadcast’ button.
8. During your broadcast, you’ll be able to see who is viewing your scope and who 



Why do races and brands need to jump on the Periscope bandwagon? 
Well, Periscope took only ten days to hit 1 million users and it’s still growing at a 
rapid rate. What better way to capture the flavor of your event than by broadcasting 
it live? Plus, Periscope allows for real-time engagement with viewers. We are living in 
a generation of “now.” Nothing compares to participants being able to ask questions 
live on a Periscope broadcast and get an immediate response. Periscope will help you 
build up FOMA (fear of missing out) for next year’s event.
Here are a few ideas for races:
• Periscope the swag unveiling

• Medal Announcement 
• Premiums 

• Announce a discount/coupon code 
• Interview athletes and volunteers
• Periscope the race start
• Periscope mid-race
• Periscope the finish
• Periscope the after party

Not sure what to broadcast? Ask your fans! You can poll them ahead of time or hold a 
live Q&A session on the platform. This will not only give you insight into what the fans 
are looking for, but makes them feel important and like they have a voice.

“...I tried Periscope for the first time 
and the first time I used it I had a 
Facebook and Twitter experience 
-- just like those two websites I’m 
convinced Periscope is going to 

change everything.”

– Clay Travis, Fox Sports

likes your scope by the amount of hearts you receive.
9. Don’t forget to ask your viewers to share the broadcast - they can swipe 

right (iOS) or swipe up (Android) to share the scope and invite viewers.
10. When you’re done broadcasting, review your scope. If you love it, share 

it on Twitter. Your followers will have 24 hours to view the broadcast. If 
you REALLY love it, make sure you save it to your phone to repurpose for 
Facebook and other networks.

What streams should you follow?
Periscope is linked to your Twitter account so you can go through the list of 
people you follow and choose to follow them on Periscope as well. There is a 
search feature that you can use for people and brands that you do not follow 
on Twitter. Additionally, Periscope has a “Global” feed that streams the most 
popular live broadcasts.

How are people using Periscope? 
VH1 is using Periscope to expand the coverage of their reality show Love & Hip 
Hop. You can see more off-screen drama by tuning into their live Periscope 
feed. Tom Chirico, VH1’s vice president of digital and social engagement, feels 
the application can change the way we interact with brands. For more details 
read his interview with Multichannel.com

Clay Travis wrote an article for Fox Sports calling Periscope a sea change for the 
broadcasting industry. “Periscope Is a Game Changer” is the title of the post. 
Think of all the sports that have niche audiences that don’t merit primetime 
coverage or even coverage on one of the sub-sport cable channels. Marathons, 
CrossFit competitions, Ultimate Frisbee, Rugby, and the list goes on. Flotrack 
has done an amazing job covering the world of Track & Field with video, they 
will be a power channel for the track & field with Periscope.

Video is having a huge impact on the way news stories are unfolding. From 
capturing accidents to civil liberty issues, video has changed the world forever. 
No longer are we left to hear the story from limited sources. Now with 
Periscope live video, there will not only be more coverage locally, 
but globally. 



1. Do your research on Periscope to see what others are doing and what 
is resonating with viewers.

2. Do some off-line testing first where you create some videos around 
some of the above ideas. Share them with people offline or on your 
other social channels to get feedback first. THEN head to Periscope 
for the real thing. 

3. Do a small test event where you unveil something like your t-shirt 
or medal design. Don’t be afraid to do a trial video first so you don’t 
feel the pressure of live video without having rehearsed.

Feeling overwhelmed? Don’t worry. We’re here to help. 
For more information on starting an ambassador 
program, setting up Ads or general campaign 
management, contact: info@bigrunmedia.com.

RESOURCES
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• www.facebook.com/business/resources

• business.facebook.com/

• www.business.com/

• ads.twitter.com/

• business.twitter.com/

• business.twitter.com/lp-campaign-best-practices

• Twitter Academy videos

• business.instagram.com/advertising/

• periscope.tv/

• entrepreneur.com/

PERISCOPE:



ABOUT CHRONOTRACK

ChronoTrack is a one-stop race management 
shop for timers and race organizers alike.  Our 
hardware and software solutions, paired with our 
certified network of partners, provide the most 
comprehensive set of registration, timing, race 
management and live race services available in the 
market. Our technology and partners are trusted by 
25 of the top 30 largest races in the U.S.  

More information is available here:
ChronoTrack.com

ABOUT BIG RUN MEDIA

Big Run Media is a full service digital media 
marketing agency with one simple mission: 
Connect active brands with their fans. Through 
strategic digital marketing Big Run strengthens 
relationships, builds influence, and drives fans to 
take action. Big Run Media works with clients that 
support active lifestyles and have a positive impact 
on the community they serve.

For more information visit:
BigRunMedia.com
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