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Social Media Recognition 

“Everton is one of the few clubs to take 
the time to respond personally to fans... 
displaying a light touch and appearing at 
ease conversing with followers.” 

 Accepted Socially Premier League Report 

March 2014 

(report ranked Everton 

2nd in the Premier League) 



Setting & Understanding Goals 

• Filling the Stadium 

• Making Fans Proud to be Blue 

• Creating a Single Customer View 

• Campaigns driven by personality and 
intelligent analytics 

• Supporting  the ‘Four Pillars’ 



O & P 
Easy 

To Buy 
Memorable 

Matchday 

• CRM 

• Analytics 

• Single User 

View 

• Social 

integration 

• Social data 

gathering 

• Fan-focused 

Interactivity 

• Success 

based on 

engagement 

• Campaigns 

driven by 

knowledge 

Supporting The Four Pillars 

Knowledge 

• Digital 

platform 

agnostic 

• Social media 

customer 

support 

• Regular digital 

updates 

• Themed 

activity 

• Social media 

driving 

awareness 

• Fans given a 

voice in activity 

choices 



Engage 

Measure 

Learn 

Implement 
Drive Results 

Social Engagement Cycle 



Delivering For The Fans 

• 50% of website traffic is from mobile 
devices 

• Mobile apps have supplemented traffic, 
not relocated it 

• Individual users engage on multiple 
devices throughout the day 

• Integrated platforms provide opportunity 
for personalised content and messaging 



Make Their Day 

• Video 01 



‘Make Their Day’ Impact 

PR Success 
• 39 items of 

targeted media 

coverage 

• £1 to £192.5 ROI 

• ST rev up by 4.8% 

YoY  

Campaign 
13/14 Season Tickets 

Digital Success 
• 15% YoY web 

traffic growth to 

Season Ticket 

area 

• 150k+ online plays 

of video content 



Have Fun With Your Audience 

• A simple light-hearted 
tweet about a wrestler’s 
theme song led to an 
extended 
conversation – 
thousands of RTs, an 
unlikely friendship and 
great cross-promotion 
opportunities 



Have Fun With Your Audience 

A special visit 
by WWE star 
Fandango to 
Everton – all 
as a result of 
one light-
hearted 
tweet… 



Have Fun With Your Audience 

• Everton Drinks XI 

• Using twitter to 
give away mugs as 
part of the 14/15 
Season Ticket 
campaign 

• Resulted in 2,604 
tweets and 42m 
timeline deliveries 



The Ric Wee Effect 

ANTICIPATION 
• Ric posted his 

original tweet shortly 
after arriving at the 
ground 

• It went viral after the 
fixture was 
postponed, 
generating 7,689 RTs 



The Ric Wee Effect 

DISAPPOINTMENT 
• Ric’s second tweet after 

the postponement 
alerted Everton’s digital 
team to his story 

• And responses to his 
tweets increased the 
virality 



The Ric Wee Effect 

SATISFACTION 
• Everton’s digital team 

tracked Ric down and 
took him to meet the 
team 

• This tweet received 
3,321 RTs 

• But it was the media 
frenzy it triggered which 
had the biggest impact 



The Ric Wee Effect 

NOTABLE TWITTER REACTION 



The Ric Wee Effect 

Social 

Growth 

Twitter 
• 9,290 RTs of Club 

activity 

• 72.3m timeline 

impressions 

• 232 direct tweets 

from rival fans 

delivering praise 

Facebook 
• 82.43% above avg 

engagements on 

posts 

• 21.4% increase in 

fans from Malaysia 

• 38% increase in 

new US fans 



The #EFCfanXI 

• Video 02  



The #EFCfanXI 

Umbro 

Event 

Event legacy 
Innovative approach 

generated widespread 

media coverage and 

brand goodwill, 

triggering viral growth 

of  Umbro/Everton 

association 

 

Fan Generated 
102 tweets from the 

Fan XI kick-started 

1,200 additional 

tweets and 21m 

timeline deliveries of 

the hashtag in just 3 

hours 



BlueCrimbo Gamification 



BlueCrimbo 

• Video 03 



Spreading Festive Cheer 

37% rise 

in sign 

ups 

18k 

Hashtag 

tweets 

25% YoY 

increase in 

retail traffic 

180% rise 

In HST 

sales 
33% boost in 

twitter 

engagement 

#bluecrimbo 



Identifying The Audience 

NEW 
FUNCTIONALITY 

• Keep abreast of new 
solutions on social 
networks that could 
boost data gathering 

• Integrate with a CRM 
system 

• Measure engagement 
to help guide future 

• initiatives 



• 50% of the most 

commented fb posts 

include a question 

• Fb interactions 

reach a peak the 

day after a fixture 

• 2500% engagement 

increase from photo 

albums 

 

Other 

• Four times the 

social media 

engagement rate of 

comparable clubs – 

Newcastle and 

Aston Villa 

• Innovative use of 

vine, instagram and 

google+ 

 

• 173% increase in 

interaction when 

personality is injected 

• 3000+ twitter 

conversations with 

fans 

• 2500+ official 

accounts RTs of fans 

Social Engagement 13/14 Season 



Our Key Learnings 

• Talk in a language the fans understand, using 
colloquial phraseology where possible 

• Encourage interactivity, questions and responses 

• Develop a strategy for wider utilisation of social 
platforms across the business 

• Capitalise on the good days 

• Be always ‘online’ to identify trends as they 
develop 

• Be approachable and display humour 



Scott McLeod -  


