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The Approach

XercisedLess is one of the UK’s leading gym providers and a pioneer of the low cost,

high quality fitness experience.

e | created a number of new campaigns designed to increase ROl and help Xercise4Less
achieve their goals of opening more clubs in the UK

e |'ve covered the complete strategy in a separate case study, but in these slides, I've
focussed specifically on the Facebook campaigns | created and the results gained from
the strategy

® The client’s aims were to increase sales and engagement across their Facebook pages
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Social Media Responsibilities

Posting a variety of social media content
Creating Facebook competitions
Engaging gym members over social media

Setting up and managing Facebook & Instagram
adverts
Increasing followers




Social Media KPIs

® Increase followers

e Demonstrate a measurable increase in sales and ROI

® Increase brand awareness

e Engage with customers and resolve enquiries
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My Solution

With XercisedLess being such a well-known brand, the challenge was to
create new and compelling content that results in a measurable increase in
sales.

I came up with the following ideas:

e A Facebook competition encouraging people to send in before and after
pictures of themselves after training in one of our exercise programmes.
The prize was free gym membership for a year

e A mixture of memes and gifs encouraging people to live healthy lifestyle

Social media videos with highlights from our best training programmes






http://www.youtube.com/watch?v=Kbtb1cR4HGw

Some of the memes/content | posted were designed to be
humorous and boost engagement
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Facebook Ads

| created a number of targeted Facebook ads, which included the
following:

e Ads aimed at generating clicks and views

e Segmenting customer data and importing it into Facebook to
create custom and Lookalike audiences

e Creating remarketing ads with custom audience targeting

e Producing targeted Facebook adverts, such as ads, blogs,

graphics and videos




Results - Membership ads

® Increased followers from 95,000-103,000 within 3 months
e 1,551 website conversions
e 44 immediate purchases

e 1,025 link clicks
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Results - Membership Clicks

77 signups
® 54 purchases of other products
e Engagement rose by 53%

67 link clicks
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Results - Free Day Pass

201 link clicks
® 60 website checkouts
e 38,853 people reached

Engaged increased by 35%
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