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GDFC BACKGROUND

EXECUTIVE SUMMARY

SITUATION ANALYSIS

SWOT ANALYSIS

We have developed a campaign plan to increase positive public perception of GDFC, build social capital in the
Glenorchy community and draw in a new generation of club members for lifetime loyalty. The target audience
for this campaign is parents and kids aged 8-18 years who are looking for activities to participate in during the
school holidays. The Have a Go Summer Clinics will begin with a promotional period to encourage registrations
for the summer clinics. There will be three summer clinics and one family fun day over three weeks in the
January school holidays. Summer clinics will teach participants about having a healthy lifestyle, impart
essential footy skills, and inspire kids to stay active. This campaign will provide a positive experience to improve
community identity, facilitate positive change and preserve existing and future community participation by
Glenorchy residents. 

The Glenorchy District Football Club (GDFC) is a leading community-based AFL sports club located in the
Northern suburbs of Hobart, Tasmania. Proudly presenting a Magpie emblem on a black and white playing strip,
GDFC prides itself on being a social hub for the surrounding community, with a key focus on youth engagement,
health and recreation, and family values. The Club aims to support social community events, build trust, meet
stakeholder relationship expectations, increase social capital within the local community, and create
memorable and positive experiences for all involved. 
 
The GDFC currently competes in the Tasmanian State League (TSL), Tasmanian State League Women’s (TSLW)
and the Southern Tasmanian Junior Football League (STJFL) with players aged from four years to senior.  

Since 2020, GDFC has been impacted by the COVID-19 pandemic. The Club is looking to expand and re-establish
itself as a central organisation to the Glenorchy community across sporting and social opportunities. By
connecting with the Glenorchy youth and their families, Mint Communications has recommended the "Have a
Go Summer Clinics" campaign as an opportunity to expand and provide lifelong club loyalty memberships and
community engagement hubs in January 2022. 

STRENGTHS

GDFC is an established organisation with a
strong focus and involvement with the Glenorchy
community. 
A strong team of volunteers.
Existing relationships and sponsorships with
local businesses. 
Daily engagement with an established audience
on GFDC social media platforms.

WEAKNESSES

Website is overwhelming; competitors have a more
engaging and easily accessible website. 
Little recognition of volunteers and promotion of
the GDFC facilities on social media.
Limited funding for promotional activity. 

Mint Communications has conducted   a SWOT Analysis to examine what the GDFC does well, what could be
improved, and identify potential opportunities and risks in the external environment to create the foundation
for campaign success.  



OPPORTUNITIES

Using surrounding facilities as marketing
opportunities.
Improve engagement regarding GDFC local
community involvement. 
Develop programs and events that allow potential
players to try before they commit to formal
registration, for example, creating a summer
program.

THREATS 

COVID-19 restrictions have the potential to impact
GDFC registration rates.
Individuals may not be able to afford registration
fees. 
Potential target audiences might have other
interests such as hobby groups, family activities
and part- or full-time work commitments, which
can impact GDFC registration rates. 
Competing clubs and other sporting groups in the
community run similar activities.

To increase positive public perceptions of the Club. 
To draw in a new generation of club members for lifetime loyalty. 

100 registrations for the Have a Go Summer Clinics, measured through registration records. 
Convert 20% of Have a Go participants to 2022 season players, measured through registration records. 
The Family Fun Day will see 100 additional attendees, in the form of family and friends of the Have a Go
participants, measured through attendance records. 
Convert 20% of Family Fun Day attendees to social club members, measured through registration records. 

Goals 
1.
2.

 
Objectives 

1.
2.
3.

4.

TARGET AUDIENCE

The primary audience for this campaign is children aged 8-18 who would be eager to participate in the Have a
Go Summer Clinics during the summer school holidays. Attracting school-aged children to become involved in
the Club is likely to lead to lifelong loyalty. Their parents are our secondary audience, as they will be registering
their children for the clinics and will be involved in the GDFC Family Fun Day.  

KEY MESSAGES 

GDFC provides opportunities for the local kids of Glenorchy to develop physical and social skills and build
their confidence and self-esteem.  
GDFC is the place where Glenorchy families and the community come together and share meaningful
moments. 

1.

2.

GOALS & OBJECTIVES 

STRATEGY

Our strategy centres around developing a series of Have a Go Summer Clinics, targeting school-aged children
and their families. The clinics will allow our target audience to experience the ‘GDFC way’. They will increase
ongoing membership sign-ups and create positive community engagement between the Club and the
Glenorchy public.   



Social media advertisements across Facebook and Instagram over six weeks (see Appendix 1). 
Advertising the summer clinic program on the GDFC website and to the existing email membership list.  
Outreach to existing sponsors to ask for additional support for the event.
A media release and media kit will be provided to local media outlets to encourage news coverage of the
clinics prior to the sign-up deadline. 
GDFC Printed A3 Posters (Appendix 2) will be placed on community notice boards and surrounding public
transport to advertise the Have a Go Summer Clinics.  
GDFC Printed DL Flyers (Appendix 3) to hand out at local shopping centres and provide to local schools and
businesses to advertise the Have a Go Summer Clinics.
A digital copy of the posters and flyers will also be uploaded to GDFC’s social media channels.  
The Detailed Timeline (Appendix 1) includes a content calendar for promotional activity.  

Pre-event planning and promotion (6 weeks)

The summer clinics will consist of four different events over three consecutive weeks during the summer school
holidays. The first three events will be skills-development clinics, and the final event will be a Have a Go Family
Fun Day. The Family Fun Day allows parents and relatives to spend the day watching their children play some
social footy and show off their newly acquired fitness skills. The summer clinics will include a range of age-
appropriate activities, focusing on both football skills development and other activities that encourage the
living of an active, healthy lifestyle.  
 

The primary strategy is supported by a promotional campaign to encourage registration for the Have a Go
Summer Clinics. The promotional period will include paid social media advertisements and organic posts
across GDFC’s existing social media platforms. Media relations and PR opportunities in local media outlets and
school newsletters will also be utilised to promote the Have a Go Summer Clinics. 
 

After the summer clinics have concluded, a post-event promotion will encourage attendees and their families to
become active members of the Club through player registrations and social club memberships. Marketing
collateral collected during the clinics, e.g., images, videos, testimonials, will also be used to further promote
GDFC’s commitment to an active Glenorchy community.  

The three summer clinics will be held once a week over three weeks for half a day, and the Family Fun Day
will be held on the weekend of the third week (example dates: Friday 7 Jan, Friday 14 Jan, Friday 21 Jan,
Saturday 22 Jan). January coincides with school holidays which is a time that parents are looking to enrol
their kids into supervised activities as kids are getting bored with school holidays, and parents may have
returned to work after the Christmas/New Year period. 
Summer clinics to be run by club staff, players, and volunteers.  
The Family Fun Day is open to the families of the clinic participants. This is an opportunity for further
fundraising through a BBQ and raffle. A sign-up table will be available where club members/coaches can
talk to parents about signing up their kids for the footy season or signing families up with a general club
membership. 
An awards ceremony will be held at the Family Fun Day, celebrating the kids’ achievements and hard work
during the clinics (see Appendix 4).  

Event (3 weeks)

TACTICS

Emails will be sent out a week after the Have a Go Summer Clinics to parents to encourage conversion to
season registrations and social club memberships. 

Post-event promotion



BUDGET

PLAN EVALUATION

Mint Communications has provided an approximate budget (see Appendix 5), including potential revenue and
expenses for the Have a Go Summer Clinics campaign.   

Web and email analytics: The number of individuals who click on the sign-up link and how many people
open recruitment emails. 
Social media engagement: Analysing metrics on GDFC’s social media channels should analyse the number
of likes, comments, shares, social media sentiment, click-through rate to online sign-up, and conversions
(clinic registrations generated by social media traffic). These should be reviewed weekly. 
Media coverage generated: number of mentions and impressions, sentiment, and inclusion of key
messages. 
Registrations for the summer clinics: number of online registrations and completed hard copy registrations
forms.
Attendee numbers for the Family Fun Day.
Attendee satisfaction: an online survey to be sent to attendees and parents on the last day of the GDFC
summer clinics.
Player registrations from the summer clinic campaign. 
Social membership sign-ups from the summer clinic campaign.
Cost-benefit analysis: comparison of the costs and benefits of the Have a Go Summer Clinics campaign.

Metrics that should be monitored throughout the GDFC campaign include: 

PROPOSED CAMPAIGN TIMELINE

See Appendix 1 for Detailed Campaign Timeline. 

Social media posts to encourage registrations using content from the clinics, including a final thank you
video from the coach. 
Additionally, a satisfaction survey will be administered to attendees and parents on the last day of the GDFC
Have a Go Summer Clinics.



APPENDIX 1. DETAILED PROPOSED CAMPAIGN TIMELINE 

Promotion in local schools &
at after school care. E.g.,
Glenorchy Primary, Cosgrove
High. 
Submit events onto
Glenorchy City Council event
page, Tasmania events page,
7HOFM, etc.
Create Facebook events &
invite those that sign up. 

 

NOV 29-
DEC 5 

Promotional posters/flyers
(digital and physical) 
Social media video: Initial
coach
introduction/welcome, see
who’ll be teaching the
clinics. 
Also, email this video as
people sign-up so that it
feels like a personal
welcome

A phone to film the social
media video 
A Canva (free) account to
edit the video 

Social media video: Initial
celebrity mentor and/or
nutrition & mental health
professionals introduction 

A phone to film the social
media video 
A Canva (free) account to
edit the video 

Social media video:
“Welcome to the school
holidays! Here’s what you
could be doing at our
summer clinic…”  

Social media video: “Have a
good Christmas, see you
soon! It’s not too late to sign
up…” 
Social media video: “Last
chance to sign up. This is
what we’ll be doing next
week…” 

DATE/S TASKS EQUIPMENT REQUIRED PROMOTIONAL CONTENT  

NOV
22-28

Printed posters/flyers
Staff or volunteers to
distribute flyers 
A Canva (free) account to
develop artwork 

 

Promotional posters/flyers
(digital & physical) 
Promotional artwork for
digital event promotion
(such as Facebook event
pages). 

 

Promotion in schools & at
after school care. E.g.,
Goodwood primary. 
Social media promotion
(paid and organic) 
Electronic direct mail
promotion 

Printed posters/flyers 
Staff or volunteers to
distribute flyers 
A Canva (free) account to
develop artwork/edit the
video 
A phone to film the social
media video 

DEC 6-12  

Social media promotion
(paid and organic) 

DEC 13-19   

Social media promotion
(paid and organic) 

DEC 20-
JAN 2    

Social media promotion
(paid and organic) 

A phone to film the social
media video 
A Canva (free) account to
edit the video 

JAN 3-6 

Social media promotion
(paid and organic) 

A phone to film the social
media video 
A Canva (free) account to
edit the video 



DATE/S TASKS EQUIPMENT REQUIRED PROMOTIONAL CONTENT  

 JAN 7 

Event day 1: Celebrity Mentor
Day 

Football equipment 
Event staff/volunteers 
Volunteer celebrity mentor 
Lunches 
A phone to take photos &
videos of the day 

 

Take photos/videos on each
of the days for further
promotion during & after the
events 

 

JAN 8-13 
Post social media content
from clinics and promote
Family Fun Day (organic) .

Stay up to date on any
mentions/tags to reshare 
Post updates  

JAN 14   

Nutrition workshops 
Mental health workshops 

Event day 2: Wellbeing Day Event staff/volunteers 
Volunteer nutrition &
mental health
professionals 
Lunches  
A phone to take photos &
videos of the day 

Take photos/videos on each
of the days for further
promotion during & after
the events 

JAN 15-20    
Post social media content
from clinics and promote
Family Fun Day (organic) 

Stay up to date on any
mentions/tags to reshare 

JAN 21     
Football drills 

Event day 3: Skills Day Event staff/volunteers 
Lunches 
Football equipment 
A phone to take photos &
videos of the day  

Take photos/videos on each
of the days for further
promotion during & after
the events 

JAN 22 
Morning for all ages
(including parents and those
under 8 years) to participate
in games 
Afternoon for awards 

Event day 4: Family Fun Day Event staff/volunteers 
Lunches 
Awards 
A phone to take photos &
videos of the day  

Take photos/videos on each
of the days for further
promotion during & after
the events 

JAN 22 

Social media promotion
using content from clinics
and Family Fun Day to
encourage player
registrations (organic) 
Electronic direct mail
promotion 

Encourage sign-ups before
school starts – email to
parents & social media posts
using content from the
events & one final thank you
video from the coach as well
as a survey about the Have a
Go Summer Clinics  



APPENDIX 2: GDFC A3 PRINTED POSTER 



APPENDIX 3: GDFC HAVE A GO SUMMER CLINIC DL FLYERS 



APPENDIX 4: GDFC HAVE A GO SUMMER CLINIC AWARD



APPENDIX 5: GDFC HAVE A GO BUDGET  


