October 2016

o
&
ol

o

osd
CXD
=

S, 0.0,
& 5.9
G 0. 0. 0.9,
(ALK

S

55

-

52020,
Bt o0 oees0.0s
oS
%,
209

EHes
o7
o ¥

¢
&
00 0.4 058
A AR
e 0.4 Voo
a0 1%

s

5%

\h
;:axﬁﬁw

*

(2

| -0
%’0: )

o

A A T S S ECECVICVICTE = A HT AT . TR BT AT A N

€

B0 e o B RTATATATEVAS TAVANATAIAVATETATETEVRVRYNR

?’ i

T T I VI I TR AN i g, 0 S

‘-

»Q;’:.-v.v -

N AT AT N A s AN
ST A e W IS F e S

2t bl

S NN

Paon renaeny

~ a4
e ——

e

R N

S A Tt Pt ot e+ = u i, b e s S e

eaways

T TP LUI TV MPIITE PO T WP SN AL RPN PGNP it TS SIS MR NE PG I TP S G, TG W 6 W SO, GG BN e ST R L S L ey e

tak

B R I S o e e R s o e e L . R e e e A SRl o o g e L T o 2 e

L L W e e (T T Wt S~ s

L S

B g ®
i

h“'\}\\,- -~

»
¥

i L L TH A LG Y SN SR SRR PRCE I ST 1 3 S P S N P R A A U e ST AR T BRI O R

bod o

—
g

RTF- F R, TT IR oITLE e TP,

-

- e P S S



OVERVIEW

* Digital communication strategy that included mass email + social media + website
integration

* Emalil communications were divided into 6 different segments and involved new list growth,
dynamic content each week, half-way point carret, and an unopens strategy

* Social media promotion involved a robust paid strategy.and experimenting with targeting
different audience sizes and geos, predominately on FB + |G
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Total Reach 43 273
* Avg Engagement Rate
524% (3088

engagements T 4
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WEB TRAFFIC TRACKING

Website Traffic

Google Analytics

‘ ial : 501
Mailchimp : 525 Social : 50

Note: does not include traffic driven
from content we developed for
Bl Social B Salesforce Mailchimp LMAS to send to their audiences via

emails, magazine or social

“ Salesforce : 436
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THEN AND NOW

2015 Metries:

» JlotabAudience Size: 8,147

*“Number of Emails Sent: 11campaign emails + 2
“deadline extension” emails

* Average Open Rate: 10.3%
SPREAD THE WORD.

Know someone who wants to start a Marathon Kids school-based running club? Or someone who . \
would make a great Coach, but doesn't know how to get started? 9 AVG rag e C I IC k'Th rU Rate . 1 . 1 c)/O
Funding available to start new Marathon Kids running clubs!

NOW through December 1, 2015, we are accepting grant applications to bring Marathon Kids to
an elementary or middle school near you. In partnership with Let’s Move! Active Schools and
Nike, grants up to $2,500 will be awarded to 100 schools who want to get kids up and running with

a Marathon Kids running club.

If this opportunity sounds like a fit for someone you know, we'd love for you to share this
information. Help us get even more kids active and healthy across the country!
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COACH ME. THEN AND NOW

2016 Metrics:
» Total Audience Size:42,013

FOLLOW THESE STEPS .
Whether you start with a small 10-person club or you want to get your whole school running, follow o N m b f E m I S t 3 5 9
these three simple steps and apply by Sept. 15 to make sure your kids get up and running with u e r O a I S e n "
Marathon Kids this year:

You know me. I’'m the kid who acts up in class. The budding all-star. The 1. Download and read the Pre-Registration Packet, (0 minutes)

bookworm. The kgo';'s';o deal:opﬁfvsdl’zgntl ”“,'3 ;g Eggct:rl;fn é" Brooklyn. I live 2. Apply for the Marathon Kids Active Schools Grant by Saptember 15. Only asplications
? - y - submitted via the grant portal will be accopted. (10-15 minutoe)

3. If your school hasn't already, erroll with Let's Move! Active Schools and complet2

You are not just a PE teacher to me - you are a role model. And you can be 1 i . g ; A O R . 6 5 O/
Coach. Help me become a Marathon Kid." ther Active Schools Assessment for the 2016-17 school year. (5-10 minutes) y Ve I ag e p e I l ate . I . 2 (o)
Contact programs@marathonkids.org with any questions.
/
( +5.95%

We think you’re pretty inspirational. We know you change lives in your school community. In fact
below video was inspired by and for you. Marathon Kids and Let's Move! Active Schools are o
hunt for future Coaches like you 1o take kids on a 104.8-mile journey. They’ll set geals, track their m
leam how to fuel their bodies. Theyll earn exclusive Nike rewards. They’ll watch you - their role moc

cheose healthy behaviors. And those lessons will stay with them for life. | ! ' ® AV e r a g e C I i C k_T h ru R at e : 6 2 4 O/ o

Now through Sept. 15, you can apply for a grant to bring Marathon Kids to your school community . ‘
year and give your students even more opportunities to be active before, during or after school. We' ( + 5 3 (@ /O )

the program, exclusive Nike rewards and support ready. We even have the funding covered.
We just need you: the Coach.

CLICK HERE TO APPLY

COACH ME: CLICK HERE TO WATCH WHAT IT MEANS.

HO®
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"HE USES STATISTICS AS"A DRUNKEN MAN
USES LAMP POSTS = FORs SUPPORT
RATHER THAN FOR ILLUMINATION.”

- ANDREW LANG
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» Keep investing budget and time into'marketing,efforts, specifically for
bigger, more comprehensive and timeline-driven strategies/tactics.

» Understand what is and isn’t working with a dual-channel strategy —
paid social campaigns should be thoughtfully selected.

* MORCAP leads are worth the effort. The‘'work done on the ground is
creating an audience that listens and has higher response to CTAs.
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KEY INSIGHTAH"KEEP INVESI ING IN
MARKE TINGTEEFORTS

* Our marketing/cemmunications pushes are continuously.improving
and becoming inCreasingly sophisticated, translating to success for
our programmatic objectives.

Simple examples:

* Overshooting our fund requést'goal

* First LMAS\campaign averaged €58 0 . New LMAS
Campaign averaged o
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KEY INSIGHT 2:

* Paid social prometion is expensive and should not be used for every effort — the outgoing
dollars can outweigh, the incoming dellars or Impact.

* Awesome social metrics do not necessarily imply awesome conversion metrics. Cracking the
conversion nut is more challenging than receiving great post engagements.

* The larger the target audienee, the more difficult it'is to break through noise/make real impact.

Suggested ways forward:

> Target by specific zip codes, use narrowing parameters — and be okay withssmaller reach
numbers, as long as engagement stays'high. I he actions.taken may bedmore significant. Use a
sliding spend scale; larger audiences reguiresbigger budget.

> Special consideration for our owned audienec“for.applicable campaigns. Lheir responsiveness
IS unsurprisingly higher.

> (Get personal. Localized content and images\are doing,better.

> Continue experimentation for new audience creation and insight, including TW + FB pixels.
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KEY INSIGHT3:

* The 6 segments were:. MCH lists, past LMAS re€ipients, principals of running

clubs, Laura’s LA Leads; Laura's LA leads with'no prior engagement/contact,
and SFDC leads.

» With no exceptions, the MORCARP lead lists — SFDC leads and Laura’s LA'leads

list — outperformed their purchased counternpartsin terms of open and click-thru
rates.
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