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ANALYSIS	
  
	
  
Campaigns	
  to	
  consider	
  	
  
A	
  quick	
  survey	
  of	
  social	
  media	
  campaigns	
  by	
  health	
  and	
  fitness	
  brands	
  immediately	
  
reveals	
  hits	
  and	
  missed	
  opportunities.	
  	
  
	
  
Equinox	
  is	
  an	
  example	
  of	
  a	
  successful	
  campaign	
  which,	
  according	
  to	
  a	
  Mashable	
  
article	
  on	
  the	
  “5	
  fitness	
  brands	
  kicking	
  but	
  in	
  social	
  media,”	
  resulted	
  in	
  growth	
  from	
  
22,000	
  Facebook	
  likes	
  and	
  6,000	
  Twitter	
  followers	
  to	
  48,000	
  likes	
  and	
  13,000	
  
followers.	
  As	
  of	
  April	
  4,	
  Equinox	
  had	
  62,188	
  likes	
  on	
  their	
  Facebook	
  page,	
  which	
  
features	
  YouTube	
  videos,	
  blog	
  links,	
  contests,	
  photos,	
  a	
  “refer	
  a	
  friend”	
  option	
  and	
  
more.	
  According	
  to	
  the	
  article,	
  this	
  social	
  growth	
  came	
  from	
  a	
  campaign	
  focusing	
  on	
  
“content	
  and	
  conversations.”	
  The	
  company’s	
  Q	
  Blog	
  was	
  also	
  part	
  of	
  the	
  strategy,	
  
featuring	
  Q	
  &	
  A’s	
  with	
  a	
  variety	
  of	
  celebrities	
  and	
  topics	
  like	
  “Art	
  of	
  Moderation”	
  and	
  
“Better	
  than	
  Botox.”	
  	
  
	
  
The	
  Rush’s	
  social	
  media	
  presence	
  is	
  more	
  of	
  a	
  cautionary	
  tale.	
  While	
  the	
  chain	
  of	
  
fitness	
  centers	
  boasts	
  more	
  than	
  6,000	
  likes	
  and	
  2,000	
  followers,	
  engagement	
  is	
  low	
  
and	
  content	
  is	
  crap.	
  The	
  blog	
  featured	
  on	
  the	
  website	
  is	
  a	
  video	
  blog	
  (not	
  so	
  SEO	
  
friendly)	
  and	
  contains	
  sporadic	
  posts	
  (one	
  in	
  each	
  Jan,	
  March,	
  April	
  and	
  December	
  of	
  
2011	
  to	
  be	
  exact).	
  	
  The	
  videos	
  are	
  highly	
  commercial	
  in	
  nature	
  and	
  offer	
  little	
  
beyond	
  an	
  advertisement.	
  The	
  Twitter	
  stream	
  is	
  similarly	
  commercial	
  and	
  also	
  
contains	
  many	
  vague	
  and	
  broad	
  questions	
  attempting	
  to	
  solicit	
  responses.	
  The	
  Rush	
  
had	
  only	
  6	
  Twitter	
  @mentions	
  and	
  of	
  the	
  responses	
  to	
  negative	
  Facebook	
  
comments,	
  no	
  replies	
  had	
  been	
  made,	
  only	
  furthering	
  ill	
  will.	
  	
  
	
  
Lessons	
  Learned	
  
Keep	
  posts	
  consistent	
  
Focus	
  on	
  engaging	
  content	
  
Offer	
  a	
  variety	
  of	
  media	
  and	
  focus	
  on	
  what	
  works	
  best	
  for	
  each	
  task	
  
Issue	
  specific	
  questions/calls	
  to	
  action	
  
Reply	
  to	
  comments/inquires,	
  social	
  is	
  about	
  conversation	
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OBJECTIVES	
  
	
  
ShapeUp	
  NC’s	
  mission	
  is	
  to	
  encourage	
  exercise	
  through	
  group	
  activity	
  and	
  team-­‐
based	
  competition.	
  People	
  register	
  for	
  teams	
  that	
  compete	
  with	
  other	
  teams	
  to	
  earn	
  
prizes	
  from	
  corporate	
  sponsors.	
  	
  The	
  program	
  looks	
  to	
  educate	
  residents	
  on	
  the	
  
benefits	
  of	
  effective	
  exercise	
  and	
  get	
  people	
  participating	
  in	
  effective	
  exercise.	
  	
  
The	
  goal	
  of	
  this	
  campaign	
  should	
  be	
  to	
  not	
  only	
  make	
  NC	
  residents	
  aware	
  of	
  
ShapeUp	
  NC	
  and	
  its	
  message	
  but	
  also	
  encourage	
  any	
  form	
  of	
  exercise	
  and	
  healthy	
  
choices.	
  Encourage	
  participation	
  and	
  conversation	
  through	
  a	
  variety	
  of	
  social	
  media	
  
networks	
  (SMN).	
  	
  
	
  

■	
  Educate	
  audience	
  on	
  ShapeUp	
  mission	
  and	
  resources	
  
■	
  Promote	
  physical	
  fitness	
  and	
  healthy	
  lifestyle	
  
■	
  Increase	
  message	
  and	
  audience	
  reach	
  
■	
  Encourage	
  healthy	
  competition	
  and	
  team	
  bonding	
  
■	
  Increase	
  participant	
  signups	
  and	
  group	
  activity	
  	
  

	
  
Target	
  Audience	
  
For	
  this	
  social	
  media	
  campaign,	
  the	
  target	
  audience	
  is	
  all	
  North	
  Carolina	
  residents	
  
that	
  are	
  currently	
  active	
  on	
  social	
  media	
  networks	
  including	
  Facebook,	
  Twitter,	
  
YouTube	
  and	
  FourSquare.	
  According	
  to	
  Pew	
  Research	
  detailed	
  above,	
  North	
  
Carolina	
  boasts	
  about	
  9.7	
  million	
  residents	
  in	
  total.	
  About	
  80	
  percent	
  of	
  American’s	
  
had	
  Internet	
  access,	
  according	
  to	
  the	
  U.S.	
  Census	
  Bureau	
  and,	
  according	
  to	
  Pew,	
  
about	
  66	
  percent	
  of	
  adults	
  online	
  were	
  using	
  social	
  networks.	
  	
  
	
  
The	
  target	
  audience	
  should	
  have	
  the	
  physical	
  ability	
  to	
  participate	
  in	
  moderate	
  
exercise	
  and	
  the	
  willingness	
  to	
  participate	
  in	
  physical	
  fitness	
  activities.	
  The	
  target	
  
audience	
  will	
  have	
  knowledge	
  of	
  at	
  least	
  one	
  of	
  the	
  social	
  media	
  platforms	
  used	
  in	
  
the	
  campaign	
  and	
  a	
  desire	
  to	
  maintain	
  a	
  healthy	
  lifestyle.	
  While	
  the	
  target	
  audience	
  
has	
  already	
  been	
  narrowed	
  by	
  social	
  media	
  participation,	
  ability	
  to	
  participate	
  in	
  
moderate	
  exercise	
  and	
  a	
  desire	
  to	
  maintain	
  a	
  healthy	
  lifestyle,	
  further	
  narrowing	
  is	
  
not	
  needed	
  at	
  this	
  point,	
  considering	
  those	
  of	
  all	
  ages	
  and	
  demographics	
  can	
  benefit	
  
from	
  group	
  exercise	
  and	
  increased	
  access	
  to	
  health	
  information	
  and	
  tips.	
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TACTICS	
  
	
  
Platforms	
  
The	
  campaign	
  will	
  target	
  multiple	
  social	
  media	
  platforms	
  to	
  increase	
  participation	
  
and	
  enable	
  multiple	
  media	
  types	
  and	
  promotions	
  to	
  take	
  place.	
  	
  Facebook,	
  Twitter,	
  
YouTube,	
  FourSquare	
  and	
  a	
  blog	
  will	
  all	
  be	
  used.	
  While	
  the	
  research	
  indicated	
  a	
  
popularity	
  of	
  MySpace	
  and	
  LinkedIn,	
  those	
  networks	
  are	
  largely	
  used	
  for	
  specific	
  
business	
  connections	
  in	
  the	
  case	
  of	
  LinkedIn	
  and	
  music/artistic	
  pursuits	
  on	
  
MySpace.	
  For	
  these	
  reasons,	
  more	
  popular,	
  less	
  interest-­‐specific	
  networks	
  were	
  
chosen	
  for	
  their	
  different	
  capabilities.	
  	
  
	
  
Facebook	
  and	
  Twitter	
  work	
  best	
  for	
  pushing	
  out	
  messages	
  and	
  encouraging	
  
conversations	
  with	
  the	
  target	
  audience,	
  while	
  YouTube	
  and	
  FourSquare	
  were	
  
selected	
  because	
  they	
  offer	
  the	
  best	
  options	
  for	
  social	
  participation	
  and	
  content	
  
submissions.	
  FourSquare	
  works	
  for	
  encouraging	
  check-­‐ins	
  at	
  gyms	
  and	
  group	
  
exercise	
  events,	
  while	
  YouTube	
  was	
  the	
  most	
  well	
  known	
  and	
  perhaps	
  easiest	
  way	
  
for	
  user-­‐generated	
  video	
  submissions	
  to	
  be	
  handled.	
  By	
  creating	
  network-­‐specific	
  
contests,	
  users	
  of	
  different	
  platforms	
  can	
  be	
  included	
  and	
  a	
  variety	
  of	
  contest	
  types	
  
can	
  be	
  offered	
  (video,	
  Facebook	
  page,	
  tweeter	
  responses,	
  check-­‐ins	
  and	
  more).	
  	
  
	
  
Plan	
  
#Listen	
  –	
  to	
  health	
  &	
  fitness	
  brands,	
  opinion	
  leaders,	
  those	
  on	
  SMNs	
  &	
  RESPOND	
  
#Tweet	
  –	
  5-­‐10	
  times	
  a	
  day,	
  no	
  more	
  than	
  12	
  times	
  a	
  day	
  
#Blog	
  –	
  1-­‐2	
  times	
  a	
  week	
  about	
  health	
  and	
  fitness	
  topics	
  	
  
#Post	
  –	
  Facebook	
  updates	
  2-­‐4	
  times	
  a	
  day,	
  no	
  more	
  than	
  6	
  per	
  day	
  	
  
#Encourage	
  –	
  activity,	
  sharing	
  and	
  participation	
  in	
  daily,	
  weekly,	
  monthly	
  contests	
  	
  
	
  
Listen	
  to	
  current	
  conversations	
  and	
  trends.	
  DON’T	
  preschedule	
  messages	
  unless	
  
absolutely	
  necessary	
  to	
  avoid	
  messages	
  posted	
  during	
  times	
  when	
  focus	
  is	
  on	
  
breaking	
  news	
  events	
  –	
  you	
  don’t	
  want	
  to	
  seem	
  irrelevant,	
  unsympathetic	
  or	
  robotic	
  	
  
Tweet	
  and	
  post	
  via	
  Facebook	
  messages	
  designed	
  to	
  shape	
  attitudes	
  and	
  
knowledge	
  about	
  exercise	
  and	
  healthy	
  living;	
  messages	
  that	
  encourage	
  others	
  to	
  
forward,	
  reply	
  and	
  repeat	
  the	
  message	
  	
  
Blog	
  about	
  benefits	
  and	
  tips	
  for	
  safe,	
  effective	
  exercise	
  and	
  healthy	
  living;	
  
Congratulate	
  and	
  praise	
  teams	
  doing	
  well	
  and	
  individual	
  successes	
  via	
  SMNs	
  	
  
Encourage	
  and	
  reward	
  user-­‐generated	
  content	
  submissions	
  across	
  platforms	
  	
  
Maintain	
  consistent	
  message	
  and	
  delivery	
  methods	
  to	
  ensure	
  audience	
  stability	
  
and	
  growth	
  	
  
	
  
Personnel	
  
This	
  campaign	
  will	
  require	
  at	
  least	
  one	
  full-­‐time	
  person	
  (40	
  hrs/wk,	
  with	
  
reach/audience	
  growth	
  eventually	
  requiring	
  additional	
  positions)	
  to	
  monitor	
  online	
  
health	
  &	
  fitness	
  trends	
  and	
  conversations,	
  create	
  content	
  (blog,	
  FB,	
  Twitter),	
  
structure,	
  promote	
  and	
  manage	
  social	
  media	
  contests,	
  track	
  key	
  performance	
  
indictors	
  detailed	
  below	
  and	
  respond	
  to	
  mentions,	
  inquiries,	
  comments	
  and	
  posts.	
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TARGETS	
  
	
  
Social	
  media	
  targets	
  are	
  constantly	
  shifting	
  and	
  changes	
  in	
  platforms	
  may	
  even	
  be	
  
required	
  but	
  the	
  goals	
  for	
  this	
  campaign	
  need	
  to	
  be	
  to	
  constantly	
  increase	
  message	
  
reach.	
  Targets	
  should	
  be	
  balanced	
  between	
  platforms	
  as	
  well,	
  so	
  that	
  if	
  Twitter	
  has	
  a	
  
big	
  week	
  and	
  Facebook	
  doesn’t,	
  success	
  is	
  still	
  understood.	
  	
  
	
  
Key	
  Performance	
  Indicators	
  	
  
While	
  likes,	
  fans,	
  follows	
  and	
  retweets	
  are	
  important,	
  UGC	
  submissions	
  should	
  be	
  
the	
  largest	
  focus	
  of	
  the	
  campaign.	
  Word-­‐of-­‐mouth	
  advertising	
  is	
  powerful	
  on	
  a	
  social	
  
level	
  and	
  also	
  increases	
  reach	
  at	
  little	
  to	
  no	
  cost.	
  Submissions	
  also	
  show	
  people	
  are	
  
getting	
  out	
  and	
  participating	
  in	
  group	
  exercise	
  and	
  that’s	
  ShapeUp	
  NC’s	
  main	
  goal.	
  	
  
	
  
Measurement	
  methods	
  
 
■	
  Post	
  and	
  track	
  Twitter,	
  Facebook	
  and	
  FourSquare	
  performance	
  using	
  Hootsuite	
  
	
  
■	
  Measure	
  retweets,	
  link	
  clicks,	
  @mentions,	
  hashtags,	
  likes,	
  wall	
  posts	
  and	
  checkins	
  
	
  
■	
  Track	
  YouTube	
  video	
  submissions,	
  Blog	
  views	
  and	
  comments	
  and	
  mentions	
  of	
  
ShapeUp	
  NC	
  online	
  and	
  in	
  SMNs	
  through	
  YouTube,	
  Google	
  Analytics	
  and	
  Google	
  
Alerts	
  
	
  
■ Whentotweet.com	
  analyzes	
  your	
  account	
  performance	
  and	
  offers	
  suggestions	
  on	
  
the	
  best	
  time	
  to	
  tweet	
  based	
  on	
  past	
  performance	
  and	
  the	
  amount	
  of	
  followers	
  
online.	
  	
  
	
  
■	
  Respond	
  accordingly	
  to	
  message	
  timing,	
  retweets,	
  mentions,	
  link	
  clicks	
  and	
  
hashtags.	
  For	
  example,	
  many	
  suggest	
  the	
  best	
  time	
  to	
  tweet	
  is	
  between	
  9	
  a.m.	
  and	
  3	
  
p.m.,	
  yet	
  if	
  you	
  get	
  more	
  retweets	
  at	
  6	
  p.m.,	
  respond	
  accordingly	
  and	
  post	
  at	
  least	
  
once	
  daily	
  during	
  that	
  time.	
  	
  The	
  same	
  goes	
  for	
  content;	
  if	
  certain	
  types	
  of	
  posts	
  
garner	
  more	
  attention,	
  start	
  increasing	
  those	
  types	
  of	
  posts.	
  	
  
	
  
Success	
  Defined	
  
While	
  a	
  20	
  percent	
  increase	
  each	
  week	
  is	
  reasonable	
  for	
  the	
  first	
  few	
  weeks,	
  
maintaining	
  relationships	
  and	
  reach	
  will	
  become	
  increasingly	
  important	
  following	
  
the	
  initial	
  campaign	
  rollout.	
  While	
  a	
  long	
  tail	
  of	
  new	
  follows	
  and	
  likes	
  will	
  be	
  seen	
  
after	
  rollout	
  weeks,	
  retweets,	
  blog	
  views,	
  UGC	
  submissions	
  and	
  ShapeUp	
  NC	
  
mentions	
  should	
  become	
  increasingly	
  more	
  important	
  than	
  likes	
  and	
  follows	
  after	
  
the	
  first	
  6	
  weeks.	
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#Listen	
  before	
  you	
  speak	
  
It’s	
  important	
  not	
  to	
  enter	
  a	
  conversation	
  screaming	
  without	
  knowing	
  what’s	
  already	
  being	
  
said.	
  Below	
  is	
  a	
  primer	
  on	
  who	
  to	
  follow	
  initially,	
  just	
  to	
  get	
  the	
  ball	
  rolling.	
  Remember,	
  
retweets	
  are	
  encouraged	
  and	
  these	
  folks	
  should	
  have	
  some	
  great	
  content	
  for	
  you	
  to	
  share	
  or	
  
reply	
  to.	
  As	
  experience	
  gains	
  and	
  conversations	
  increase,	
  additional	
  follows	
  (and	
  even	
  some	
  
unfollows)	
  will	
  be	
  needed.	
  	
  
	
  
	
  
ACROSS THE STATE 
@unc_hpdp - UNC Research Center devoted to improving the health of communities. 
 
 @CLTrunup           - For walkers, wanna-be joggers, rookie runners, etc.  
 
 @BCBSNCFound           - The BCBSNC Foundation is a separate, independent, private, 
charitable foundation with the mission of improving the health of North Carolinians. 
 
@MissionHealthNC - Improving the health of the people of Western North Carolina 
and surrounding region 
 
 @UNCIOA           - The Institute on Aging works to enhance the well-being of older North 
Carolinians through statewide collaboration in research, education, and public service. 
 
 @ahealthierclt           - A Healthier Charlotte is a regional forum for current health and 
wellness topics, issues and discussion.  
 
 @HealthyUNCG           - HealthyUNCG is the UNCG employee health promotion program 
 
 @NCCHW           - North Carolina Center for Health & Wellness focuses on #healthyweight 
for youth, the facilitation of #healthyaging, and enhancement of #worksitewellness. 
 
 @REITriangle           - Get out in and around the Triangle region with help from staff in our 
Raleigh, Durham and Cary, NC REI locations 
 
 @WalkRaleigh           - Walk Raleigh is a project to encourage pedestrian activity in Raleigh. 
 
 @everywomannc           - Every Woman NC is a women's health resource aimed at women of 
child bearing age, health care providers and public health programs. 
 
 
 
ACROSS THE NATION 
 @AHA_nutweetion           - Bite-size nutrition tips from the American Heart Association. 
 
 @EmpowHER           - EmpowHER is an award-winning social health company for women. 
 
 @NPRHealth           - Health coverage from the NPR Science Desk 
 
 @WellWire           - Inspiring your health r/evolution 
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 @HealthyLivngMag           - Magazine about natural, alternative health products & solutions. 
 
 @HealthyMonday          - Your weekly reminder to make positive changes in your life.   
 
 @FitnessGov           - News from President’s Council on Fitness, Sports & Nutrition (PCFSN). 
 
 @GenMoveUSA           - Education solutions to move generations to better, healthier lives. 
 
 @AHAScience           - American Heart Association/ Stroke Association Science News 
 
 @TeamPAL           - FREE phone line and online resource to active & healthy living. 
 
 @blackgirlsrun           - Encourages African-American women to practice a healthy lifestyle. 
 
 @STOPObesity           - Alliance looks to change obesity perception and approach. 
 
 @MillionHeartsUS           - Initiative to prevent 1 million heart attacks & strokes by 2017.  
 
 @MSNHealth           - MSN Health: Tools to empower your health 
 
 @ymca           - The Y: We're for youth development, healthy living and social responsibility. 
 
 @Gatorade           - Helping athletes get the most before, during and after activity. 
 
 @cnnhealth           - Bringing you breaking health news, tips & features on living better. 
 
 @Cooking_Light           - Life Lived Deliciously 
 
 @EatThisNotThat           - Learn thousands of food swaps that can save you pounds! 
 
 @outsidemagazine           - Live the Active Life 
 
 @Nike            - If You Have A Body, You're An Athlete 
 
 @KidsHealth           - Site for health and development info for parents, educators and kids. 
 
  @runnersworld           - Training tips, news, and motivation from editors of Runner's World.  
 
 @everybodywalk           - Getting Americans moving with health info, maps and groups.  
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#Tweet	
  it	
  up	
  in	
  a	
  thoughtful	
  way	
  
While	
  Twitter	
  isn’t	
  the	
  most	
  used	
  medium,	
  it	
  is	
  experiencing	
  rapid	
  growth	
  and	
  affords	
  the	
  
opportunity	
  to	
  connect	
  with	
  the	
  targeted	
  audience	
  immediately	
  and	
  in	
  a	
  concise	
  way.	
  	
  
	
  
EVENTS/ACTIVITIES	
  -­‐	
  #getout	
  
Promote	
  local	
  and	
  statewide	
  events	
  or	
  suggest	
  specific	
  activities	
  targeted	
  at	
  fitness	
  and	
  health.	
  
	
  
Part	
  game,	
  part	
  race	
  and	
  there's	
  prizes!	
  Get	
  you're	
  partner	
  and	
  #getout	
  April	
  14	
  	
  
#shapeupnc	
  http://ow.ly/a0TUd	
  
	
  
Beach	
  run!	
  Get	
  your	
  team,	
  #getout	
  and	
  register	
  now!	
  OBX	
  Flying	
  Pirate	
  Half	
  Marathon	
  
#shapeupnc	
  http://ow.ly/a0TXI	
  
	
  
Dancing	
  can	
  burn	
  more	
  than	
  400	
  calories	
  per	
  hour!	
  #getout	
  to	
  MerleFest	
  April	
  26-­‐29	
  
#shapeupnc	
  http://ow.ly/a0U1J	
  
	
  
Ready	
  for	
  a	
  weekend	
  getaway?	
  #getout	
  on	
  NC's	
  best	
  hiking	
  trails	
  no	
  matter	
  your	
  level	
  
#shapeupnc	
  http://ow.ly/a0U30	
  
	
  
Challenge	
  time:	
  Make	
  a	
  #DIY	
  fitness	
  boot	
  camp	
  with	
  sandbags	
  and	
  rope.	
  Tweet	
  tips	
  &	
  pics	
  
#shapeupnc	
  to	
  win	
  classes!	
  
	
  
	
  
TOOLS	
  -­‐	
  #techtool	
  
Any	
  device	
  or	
  digital	
  tool	
  that	
  helps	
  promote	
  a	
  healthy	
  lifestyle	
  
	
  
What	
  should	
  your	
  target	
  heart	
  beat	
  be	
  when	
  doing	
  cardio?	
  Find	
  out	
  with	
  this	
  #techtool	
  
#shapeupnc	
  http://ow.ly/a0Ulu	
  
	
  
BMI	
  is	
  used	
  to	
  determine	
  health	
  risks	
  and	
  obesity.	
  Calculate	
  yours	
  with	
  this	
  #techtool	
  
#shapeupnc	
  http://ow.ly/a0Umz	
  
	
  
This	
  #techtool	
  helps	
  create	
  training	
  maps,	
  track	
  activity	
  and	
  connect	
  with	
  your	
  group.	
  
#shapeupnc	
  http://ow.ly/a0UnN	
  
	
  
Count	
  steps,	
  distance,	
  speed	
  and	
  calories	
  with	
  this	
  #techtool	
  Tweet	
  your	
  success	
  
#shapeupnc	
  http://ow.ly/a0UpA	
  
	
  
Think	
  you	
  know	
  portion	
  sizes?	
  Test	
  yourself	
  with	
  this	
  #techtool	
  and	
  tweet	
  results	
  to	
  
#shapeupnc	
  http://ow.ly/a0UsT	
  
	
  
We	
  get	
  80%	
  of	
  fluid	
  from	
  drinks	
  and	
  20%	
  from	
  food.	
  Use	
  this	
  #techtool	
  to	
  check	
  hydration	
  
#shapeupnc	
  http://ow.ly/a0UzR	
  
	
  
	
  
TIPS/FACTS	
  -­‐	
  #shapeupfact	
  or	
  #shapeuptip	
  	
  
Strange,	
  shocking	
  or	
  helpful,	
  it’s	
  important	
  that	
  they	
  encourage	
  retweets	
  
	
  
#shapeupfact	
  18%	
  of	
  adults	
  met	
  guidelines	
  for	
  aerobic	
  physical	
  activity	
  in	
  2009.	
  Time	
  to	
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#shapeupnc	
  http://ow.ly/a0UJW	
  
	
  
#shapeupfact	
  Swimming	
  burns	
  more	
  calories	
  than	
  walking,	
  golf	
  &	
  volleyball.	
  Jump	
  in	
  and	
  
#shapeupnc	
  http://ow.ly/a0UMZ	
  
	
  
#shapeupfact	
  1,440	
  minutes	
  in	
  a	
  day	
  and	
  only	
  30	
  minutes	
  needed	
  for	
  moderate	
  physical	
  
activity.	
  Take	
  time	
  to	
  #shapeupnc	
  
	
  
#shapeuptip	
  Turn	
  sit	
  time	
  into	
  fit	
  time:	
  Organize	
  a	
  walking	
  group	
  outside	
  your	
  office	
  during	
  
the	
  lunch	
  break.	
  #shapeupnc	
  
	
  
#shapeupfact	
  In	
  a	
  study	
  3	
  short	
  brisk	
  10-­‐minute	
  walks	
  were	
  as	
  good	
  as	
  a	
  30-­‐minute	
  one.	
  
Tweet	
  your	
  tips	
  #shapeupnc	
  
	
  
#shapeupfact	
  Study	
  found	
  higher	
  pain	
  threshold	
  after	
  group	
  workouts.	
  Tweet	
  how	
  group	
  
workouts	
  help	
  you	
  #shapeupnc	
  
	
  
	
  
PRAISE	
  -­‐	
  #shapeupstar	
  
Hard	
  work	
  deserves	
  to	
  be	
  rewarded,	
  congratulate	
  folks	
  making	
  progress	
  	
  
	
  
Check	
  out	
  the	
  teams	
  in	
  our	
  gym	
  fashion	
  photo	
  contest!	
  Cast	
  your	
  vote	
  now	
  for	
  the	
  
#shapeupnc	
  photo	
  winner!	
  #shapeupstar	
  
	
  
Congrats	
  to	
  all	
  who	
  completed	
  the	
  #shapeupnc	
  marathon!	
  Group	
  with	
  the	
  best	
  collective	
  
time	
  was	
  WorkoutRats	
  #shapeupstar	
  
	
  
#shapeupstar	
  @fitchic	
  just	
  hit	
  her	
  target	
  weight	
  and	
  led	
  her	
  team	
  in	
  GetFit	
  Obstacle	
  Course.	
  
Congrats!	
  #shapeupnc	
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#Blog	
  about	
  it	
  
As	
  mentioned	
  in	
  the	
  demographic	
  research,	
  34	
  percent	
  of	
  Internet	
  users	
  have	
  read	
  someone	
  
else’s	
  online	
  commentary	
  or	
  experience	
  about	
  health	
  or	
  medical	
  issues.	
  Blogs	
  afford	
  the	
  ability	
  
to	
  take	
  on	
  a	
  variety	
  of	
  health	
  related	
  issues	
  and	
  provide	
  resources	
  to	
  many	
  who	
  wouldn’t	
  
connect	
  with	
  the	
  campaign	
  via	
  social	
  media.	
  Below	
  are	
  suggested	
  blog	
  prompts	
  just	
  to	
  get	
  you	
  
started.	
  	
  
 
Suggested	
  Headline:	
  Group	
  exercise	
  is	
  more	
  than	
  just	
  physical	
  fitness	
  
	
  
Prompt:	
  Group	
  exercise	
  is	
  social	
  and	
  the	
  social	
  connectivity	
  of	
  it	
  encourages	
  
increased	
  activity.	
  This	
  is	
  your	
  opportunity	
  to	
  explain	
  the	
  way	
  group	
  sports	
  push	
  
you	
  to	
  continually	
  push	
  yourself,	
  the	
  adrenaline	
  rush	
  that	
  comes	
  from	
  winning	
  a	
  
competition,	
  the	
  feeling	
  of	
  accomplishment	
  when	
  you	
  look	
  in	
  the	
  mirror	
  and	
  the	
  
satisfaction	
  that	
  the	
  physical	
  and	
  mental	
  tests	
  sports	
  dole	
  out	
  are	
  making	
  your	
  
tougher.	
  This	
  is	
  your	
  time	
  to	
  appeal	
  to	
  all	
  the	
  adrenaline	
  junkies	
  and	
  challenge	
  
seekers	
  out	
  there.	
  Get	
  them	
  as	
  amped	
  about	
  group	
  exercise	
  as	
  you	
  are!	
  	
  
	
  
Links:	
  	
  
Use	
  your	
  imagination	
  -­‐	
  videos	
  of	
  group	
  activities	
  on	
  YouTube,	
  links	
  to	
  what	
  inspires	
  
you,	
  bios	
  on	
  the	
  toughest	
  teams,	
  links	
  to	
  great	
  groups	
  encouraging	
  activity	
  across	
  
the	
  state,	
  sport	
  specific	
  clubs,	
  etc.	
  	
  
	
  
Suggested	
  tags	
  for	
  post:	
  group	
  activity,	
  adrenaline	
  rush,	
  strength,	
  accomplishment,	
  
satisfaction,	
  ultimate	
  workout	
  	
  
	
  
	
  
Suggested	
  Headline:	
  Battling	
  childhood	
  obesity	
  through	
  fitness	
  
	
  
Prompt:	
  According	
  to	
  the	
  Centers	
  for	
  Disease	
  Control,	
  childhood	
  obesity	
  has	
  more	
  
than	
  tripled	
  in	
  the	
  past	
  30	
  years,	
  which	
  can	
  lead	
  to	
  greater	
  risk	
  of	
  high	
  cholesterol,	
  
high	
  blood	
  pressure,	
  bone	
  and	
  joint	
  problems	
  and	
  sleep	
  apnea.	
  Considering	
  this	
  is	
  
such	
  a	
  widespread	
  problem,	
  discuss	
  the	
  benefits	
  of	
  group	
  exercise	
  and	
  team	
  
competition	
  as	
  a	
  way	
  for	
  children	
  to	
  get	
  fit	
  in	
  a	
  fun,	
  exciting	
  way.	
  Provide	
  a	
  
suggestions	
  and	
  links	
  for	
  kids	
  group	
  fitness	
  activities	
  across	
  the	
  state.	
  	
  
	
  
Links:	
  	
  
http://www.cdc.gov/	
  
http://www.cdc.gov/healthyyouth/obesity/facts.htm	
  
	
  
Suggested	
  tags	
  for	
  post:	
  children's	
  health,	
  childhood	
  obesity,	
  youth	
  sports,	
  
preventing	
  obesity	
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Suggested	
  Headline:	
  Taking	
  action	
  can	
  reduce	
  stress	
  in	
  teens	
  	
  
	
  
Prompt:	
  Teenage	
  years	
  are	
  difficult.	
  Often,	
  teens	
  can	
  experience	
  stress	
  and	
  self-­‐
esteem	
  issues.	
  According	
  to	
  the	
  American	
  Academy	
  of	
  Child	
  &	
  Adolescent	
  
Psychiatry,	
  exercise,	
  assertiveness	
  training	
  skills	
  and	
  enjoying	
  fun	
  activities	
  with	
  
friends	
  can	
  all	
  help	
  reduce	
  stress	
  in	
  teens.	
  Discuss	
  how	
  group	
  exercise	
  can	
  impact	
  
teens	
  and	
  help	
  reduce	
  stress.	
  How	
  do	
  group	
  activities	
  empower	
  people	
  to	
  feel	
  more	
  
confident?	
  How	
  can	
  group	
  exercise	
  classes	
  function	
  as	
  an	
  outlet	
  for	
  all	
  the	
  powerful	
  
emotions	
  and	
  hormones	
  teens	
  are	
  experiencing?	
  How	
  can	
  parents	
  encourage	
  these	
  
kinds	
  of	
  positive	
  outlets	
  for	
  their	
  teens?	
  Share	
  suggested	
  activities	
  across	
  the	
  state	
  
targeted	
  specifically	
  to	
  teens.	
  	
  	
  
	
  
Links:	
  	
  
http://www.aacap.org/cs/root/facts_for_families/helping_teenagers_with_stress	
  
	
  
Suggested	
  tags	
  for	
  post:	
  teen	
  stress,	
  teen	
  empowerment,	
  building	
  confidence,	
  
healthy	
  outlets	
  
	
  
	
  
	
  
	
  
	
  
Suggested	
  Headline:	
  Getting	
  fit	
  and	
  sexy	
  for	
  summer	
  is	
  just	
  a	
  few	
  kicks	
  away	
  
	
  
Prompt:	
  Clearly	
  martial	
  arts	
  are	
  a	
  great	
  way	
  to	
  get	
  in	
  shape	
  for	
  men	
  and	
  women	
  of	
  
all	
  age	
  groups.	
  But,	
  as	
  summer	
  rolls	
  around,	
  women	
  especially	
  want	
  a	
  beach-­‐ready	
  
body	
  and	
  this	
  is	
  a	
  fun,	
  exciting	
  way	
  to	
  get	
  one	
  with	
  friends.	
  Discuss	
  the	
  variety	
  of	
  
muscle	
  groups	
  that	
  martial	
  arts	
  training	
  works.	
  What	
  are	
  the	
  best	
  moves	
  for	
  getting	
  
stunning	
  arms	
  or	
  toned	
  legs?	
  What	
  about	
  the	
  added	
  confidence	
  training	
  gives	
  you?	
  If	
  
you	
  have	
  any	
  interesting	
  or	
  inspiring	
  transformation	
  stories	
  that	
  resulted	
  from	
  
martial	
  arts,	
  this	
  is	
  the	
  post	
  to	
  mention	
  them	
  in.	
  And	
  let’s	
  be	
  honest,	
  aren’t	
  group	
  
martial	
  arts	
  more	
  fun	
  than	
  dieting	
  and	
  running	
  on	
  a	
  treadmill	
  for	
  hours?	
  	
  
	
  
Links:	
  	
  
http://www.radaronline.com/exclusives/2012/01/sexy-­‐supermodel-­‐bar-­‐refaelis-­‐
butt-­‐kicking-­‐hot-­‐body-­‐workout-­‐0	
  
http://www.your-­‐krav-­‐maga-­‐expert.com/krav-­‐maga-­‐perfect-­‐body.html	
  
	
  
Suggested	
  tag	
  for	
  post:	
  self-­‐defense,	
  women's	
  safety,	
  group	
  exercise,	
  exercise	
  
classes,	
  violence	
  prevention	
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#Encourage	
  group	
  activity	
  and	
  social	
  sharing	
  
In	
  an	
  effort	
  to	
  further	
  align	
  the	
  campaign	
  with	
  the	
  goals	
  of	
  ShapeUp	
  NC,	
  group	
  activity	
  and	
  
sharing	
  of	
  exercise	
  experiences	
  should	
  be	
  encouraged	
  and	
  promoted.	
  By	
  soliciting	
  user-­‐
generated	
  content	
  (UGC),	
  the	
  campaign	
  works	
  two-­‐fold;	
  encouraging	
  group	
  activity	
  
submissions	
  via	
  photo	
  requests,	
  stories	
  and	
  posts	
  and	
  also	
  furthering	
  the	
  message	
  and	
  
knowledge	
  of	
  ShapeUp	
  NC.	
  	
  Promotions	
  involving	
  corporate	
  sponsors	
  and	
  prizes	
  will	
  work	
  to	
  
encourage	
  participation	
  in	
  social	
  contests	
  and	
  promotions	
  and	
  aid	
  viral	
  marketing.	
   
 
	
  
Suggested	
  Promotions	
  and	
  Platforms:	
  	
  
	
  
FourSquare:	
  Encourage	
  checkins	
  at	
  ShapeUp	
  NC	
  sponsored	
  events	
  –	
  offer	
  prize	
  
package	
  to	
  the	
  team	
  that	
  boasts	
  the	
  most	
  checkins	
  during	
  a	
  week’s	
  time.	
  	
  
	
  
Facebook:	
  Encourage	
  groups	
  to	
  create	
  team	
  pages	
  via	
  Facebook	
  and	
  update	
  
activities	
  completed,	
  photos	
  from	
  events,	
  health	
  status	
  updates	
  of	
  members	
  (weight,	
  
BMI,	
  body	
  fat,	
  exercise	
  goal	
  success,	
  etc.)	
  and	
  more	
  all	
  via	
  Facebook.	
  Offer	
  periodic	
  
prizes	
  for	
  a	
  variety	
  of	
  categories	
  such	
  as	
  best	
  over	
  all	
  page,	
  best	
  tips/advice	
  updates,	
  
best	
  photo	
  album	
  of	
  activities,	
  largest	
  active	
  team,	
  most	
  creative	
  exercise	
  activity,	
  	
  
best	
  video	
  post,	
  page	
  with	
  the	
  most	
  overall	
  fans,	
  best	
  transformation	
  story,	
  etc.	
  	
  	
  	
  
	
  
Twitter:	
  Offer	
  a	
  daily	
  prize	
  for	
  the	
  best	
  response	
  to	
  a	
  Twitter	
  solicitation	
  for	
  advice,	
  
tip,	
  picture,	
  recipe,	
  etc.	
  	
  Offer	
  a	
  monthly	
  prize	
  for	
  the	
  best	
  collective	
  group	
  
responses.	
  	
  
	
  
YouTube:	
  Offer	
  a	
  monthly	
  prize	
  for	
  team	
  videos	
  posted	
  via	
  YouTube	
  and	
  tagged	
  
ShapeUpNC.	
  Make	
  rules	
  whatever	
  works	
  best	
  for	
  campaign	
  during	
  that	
  time	
  period	
  
but	
  consider	
  creativity,	
  effort,	
  activity	
  featured,	
  team	
  fitness	
  overall,	
  video	
  quality,	
  
YouTube	
  likes/dislikes,	
  etc.	
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Resources	
  
	
  
Pew	
  Internet	
  &	
  American	
  Life	
  Project,	
  Pew	
  Research	
  Center	
  
http://www.pewinternet.org/	
  
	
  
5	
  Fitness	
  Brands	
  Kicking	
  Butt	
  on	
  Social	
  Media,	
  By	
  Lauren	
  Drell	
  –	
  Jan.	
  6,	
  2012	
  
http://mashable.com/2012/01/06/fitness-­‐brands-­‐social-­‐media/	
  
	
  
The	
  Best	
  Time	
  of	
  Day	
  to	
  Tweet,	
  By	
  Bob	
  Hodgson	
  -­‐	
  April	
  5,	
  2010	
  
http://predictive-­‐marketing.com/index.php/the-­‐best-­‐time-­‐of-­‐day-­‐to-­‐tweet/	
  
	
  
Infographic	
  Reveals	
  The	
  Best	
  Times	
  To	
  Post	
  To	
  Twitter	
  &	
  Facebook,	
  By	
  Megan	
  
O'Neill	
  -­‐	
  June	
  23,	
  2011	
  	
  
http://socialtimes.com/infographic-­‐reveals-­‐the-­‐best-­‐times-­‐to-­‐post-­‐to-­‐twitter-­‐
facebook_b67570	
  
	
  
Top	
  5	
  Tools	
  to	
  Better	
  Time	
  Your	
  Tweets,	
  By	
  Leonhard	
  Widrich	
  –	
  Oct.	
  28,	
  2011	
  
http://mashable.com/2011/10/28/best-­‐time-­‐to-­‐tweet/	
  
	
  
5	
  Steps	
  to	
  Going	
  Viral	
  on	
  Twitter,	
  by	
  Dan	
  Zarrella	
  
http://www.copyblogger.com/go-­‐viral-­‐on-­‐twitter/	
  
	
  
When	
  should	
  brands	
  tweet	
  for	
  the	
  greatest	
  reach?	
  By	
  Matthew	
  Royse	
  -­‐	
  March	
  
27,	
  2012	
  
http://www.prdaily.com/Main/Articles/When_should_brands_tweet_for_the_greate
st_reach__11207.aspx	
  
	
  
Why	
  Social	
  Media	
  is	
  Like	
  Going	
  to	
  Gym,	
  By	
  Mark	
  Evans	
  -­‐	
  Aug.	
  23,	
  2010	
  	
  
http://blog.sysomos.com/2010/08/23/why-­‐social-­‐media-­‐is-­‐like-­‐going-­‐to-­‐gym/	
  	
  
	
  
Groundswell:	
  Winning	
  in	
  a	
  World	
  Transformed	
  by	
  Social	
  Technologies,	
  By	
  
Charlene	
  Li,	
  Josh	
  Bernoff	
  -­‐	
  Harvard	
  Business	
  Press	
  (2011)	
  -­‐	
  ISBN	
  1422161986	
  	
  
	
  
10	
  Best	
  Practice	
  Tips	
  for	
  Facebook	
  Page	
  Content	
  Publishing,	
  By	
  Jeff	
  Bullas	
  
http://www.jeffbullas.com/2011/11/01/10-­‐best-­‐practice-­‐tips-­‐for-­‐facebook-­‐page-­‐
content-­‐publishing/	
  
	
  
5	
  Facebook	
  Posting	
  Best	
  Practices,	
  By	
  Danny	
  Flamberg	
  -­‐	
  March	
  03,	
  2011	
  
http://manhattanmarketingmaven.blogs.com/mmm/2011/03/5-­‐facebook-­‐posting-­‐
best-­‐practices.html	
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