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SUMMARY  
 
In 2012, Wheelchair Basketball Canada continued making important leaps and bounds in 
its marketing and communications efforts. The organization continues to establish a 
strong presence in the amateur sport marketplace while garnering increased levels of 
expertise and sophistication in the marketing and communications landscape. 
 
Consistent with the organization’s overall objectives, Wheelchair Basketball Canada 
delivered on its desire to leverage the 2012 Paralympics to ensure positive representation.  
Our participation at the Games, and the success of our gold medal winning Men’s National 
Team propelled the organization to set entirely new benchmarks with regards to website 
analytics, social media audience, and media monitoring.   
 
Through execution of the 2012 London Communications Strategy we were able to 
increase awareness and enhance the visibility and recognition of our athletes and the 
sport.  Overall Wheelchair Basketball Canada’s communications efforts in 2012 were 
successful at ensuring positive representation of the organization, individuals, and 
properties, while remaining true to the organization’s established brand. 
 
At the heart of our London 2012 communications accomplishments, is a very favourable 
media presence. Significant resources were dedicated to our online presence (including 
website and social media) to ensure we maximized potential audience growth. A variety of 
communications products (many of them unique to Wheelchair Basketball Canada) were 
made available to our current and potential audiences through the organization’s website, 
and helped set the organization apart as trailblazer. 
 
The look, feel, and substance behind our communication products, our online presence, 
and our relationship with the media and other key stakeholders grow stronger with each 
year.  In particular, the London 2012 Games allowed us to obtain invaluable knowledge 
and expertise that should serve us well as we look ahead at hosting the 2014 Women’s 
World Wheelchair Basketball Championships (2014WWWBC).  In 2012, we make a point 
of both celebrating our successes and learning from the challenges that we encountered as 



 

we turn our gaze to Toronto for both the 2014WWWBC and the Toronto 2015 Parapan 
American Games. 
 
This report details the ongoing progress that the organization is making on the path 
towards its ultimate goal of being a world leader in wheelchair basketball and highlights 
several significant accomplishments unprecedented in the history of our organization. 
 
 
AWARENESS, VISIBILITY & AUDIENCE GROWTH 
 
2012 Notable Accomplishments: 

• Over 700 articles published in Canada; reaching a potential audience of 546 
Million (London 2012) 

• 22 thousand visits & 15 thousand unique visitors  - new all-time highs (London 
2012) 

• 23 thousand video and photo views on Flick’r & Youtube (London 2012) 
• 419% growth on Facebook (London 2012) 
• 150% growth on Twitter (London 2012) 
• Updated website to introduce better integration with social media properties and 

addressed a number of outstanding technical issues 
o Embedded social media widgets 
o Upgraded and improved player bio pages 
o Improved SEO (search engine optimization) 

• London 2012 coverage: included increased multimedia content across all social 
media channels (Facebook, Twitter, YouTube, and Flick’r) including: 

o 6-part “Coaches Clipboard” video series (during Games) 
o 8-part “London Calling” promo video series & 12 athlete vignettes (pre 

Games) 
o In-depth athlete bios and competition previews for men and women 
o Integrated social media strategy including live tweeting during 

Paralympics 
o Daily recaps, media notes, photo galleries, and enewsletters 

• Increased Bilingualism  
o Conducted French audit of website 
o Introduced bilingual enewsetter 

• Compiled National Team statistics and began tracking highs, lows, and record 
holders etc. 

• Developed a social media calendar 



 

• Successfully provided recognition to key WBC representatives through various 
award nominations 

• Sent two staff members to London 2012 Paralympics to serve as press attaché and 
official photographer 

• Hired summer communications assistant 
 
Current Projects & Future Plans: 

• Continued organization and backup of all online content 
• Additional website upgrades focused on integration of social media and user 

interactivity 
• Expand social media networks (LinkedIn, Google+ etc.) 
• Develop strategy for including French content across social media channels 
• Continue to explore opportunities to grow audience, promote events and create 

more incentives for sponsors and partners 
• Gather information and content to promote Junior Men’s National team and 2013 

Junior World Championships 
• National recruitment videos & skill demonstration videos 

 
BRAND IMPLEMENTATION / POSITIVE REPRESENTATION 
 
With Wheelchair Basketball Canada’s brand clearly defined and established in previous 
years, our focus has shifted to ensuring favourable representation in the marketplace.  All 
of the activities we engage, the information that we present to the world and the way in 
which we deliver it, the things we say, and how we say them, all communicate messages 
about us as a sport community. Our goal is to ensure that those messages reflect positively 
upon our sport, our people, and our organization. We strive to be perceived as 
professional, competent, and deserving of attention. 
 
2012 Notable Accomplishments: 

• Media training of all National Team athlete and coaches prior to London 2012 
Paralympics 

• Robust online presence through upgraded website and increased social media 
focus 

• Increased quality and quantity of communications products including multimedia 
and games coverage during London 2012 Paralympics 

• Identify and consistent delivery of key messages 
• Revamped Brochure 
• Logo developed for 2014 Women’s World Championships 

 



 

Current Projects & Future Plans: 
• Athlete signature cards 
• Improved email distribution through Mailchimp (signatures and press releases) 
• Second round public awareness survey (2012) 
• Social media policies and guidelines 
• Continued branding of 2014 Women’s World Championships 

 
PARTNERSHIPS & ADVOCACY 
 
2012 Notable Accomplishments: 

• Worked closely with CPC on delivery of London 2012 Paralympic Games and had 
two staff members on Communications Team (press attaché and photographer) 

• Coordinated with International Paralympic Committee on a variety of 
communications projects including Athlete blogs, and other social media 
initiatives 

• Participated in NBA 3x (formerly NBA Jam) 
• Worked with Rick Hansen to integrate his anniversary tour into the 2012 National 

Championships 
• Partnered with Toronto Raptors to access funding for junior development & Team 

Canada appreciation night at Toronto Raptors game 
 
Current Projects & Future Plans: 

• Continue to work with Toronto 2015 Parapan group & Ryerson University on 
delivery of 2014 World Championships 

 
MARKETING 
 
2012 Notable Accomplishments: 

• Reviewed fundraising opportunities and current donor base  
• Developed a draft Marketing Plan focused on fundraising and revenue generation 

for the organization 
 
Current Projects & Future Plans: 

• Researching sponsorship opportunities for 2014 World Championships 
• Access grants for 2014 World Championships 

 
WEBSITE PERFORMANCE: 
 
Quickstats: 



 

 

 

 
 
Over the course of a 10 month period (from January 1, 2012 – October 31, 2012) the 
Wheelchair Basketball Canada website (www.wheelchairbasketball.ca) accumulated 
78,239 visits – which is 21,313 more than all of 2011 representing +37.4% growth. 
Audiences peaked in late August and early September during the height of the London 
2012 Paralympic Games. 
 

 
The average number of monthly visitors to the website increased +64.9% in 2012 
compared to the previous benchmarks established in 2011; the average monthly number 
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of new visits increased +103.9%; and the average monthly number of unique visitors 
increased +93.4%. 
 

 
 

The average number of pageviews on the website increased +52.9% compared to the 
previous benchmark established in 2011.  
 
NEWSLETTER: 
 
Wheelchair Basketball Canada’s e-newsletter is currently distributed to 510 subscribers 
as of October 31, 2012 – which is down slightly since January 1, 2012 (516).  
 
Wheelchair Basketball Canada created a bilingual, customized, daily e-newsletter for 
London 2012. It was rich with content including recaps, boxscores, game schedules, 
videos, and photos. It was distributed 11 times to the organization’s regular mailing list. 
The average open rate – the percentage of those who opened the email – was 33.9%. This 
exceeded the industry average (17.3%) but fell below that of the regular monthly “Tip Off” 
newsletter, which boasts an average open rate of 42.6%. 
 
FACEBOOK: 
 
London 2012 was dubbed as the first truly Social Media Games. To capitalize on this 
phenomenon, Wheelchair Basketball Canada used each of its social media platforms – 
Facebook, Twitter, YouTube and Flick’r – and a customized event e-newsletter to 
expand and engage the audience during London 2012, as per the goal outlined below.  
 
At the end of October 2012 Wheelchair Basketball Canada had 7161 Facebook Likes (up 
significantly from 983 fans in January 2012 – which equals a +628.4 % increase). 
As the chart below indicates, growth has been steady with a major spike beginning in 
August 2012 corresponding with the London 2012 Paralympics. 
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TWITTER: 
 
Wheelchair Basketball Canada currently has 1619 followers on Twitter - as of October 
31, 2012. (This number is up from 1020 followers in January 2012 - which equals a +170.2 
% increase). 
 
Significant growth took place between May 2012 (National Championships) and 
September 2012 (London 2012 Paralympics) – when Wheelchair Basketball Canada was 
the most engaged across all social media channels, including Twitter. 
 

 
 
YOUTUBE: 
 
Wheelchair Basketball Canada currently has 119 YouTube videos that have been 
watched close to 100,000 times – as of October 31, 2012.  
There are currently 174 subscribers - as of October 31, 2011. (This number is up from 78 
subscribers in January 2012 – which equals a +81.2% increase). Note the spikes in 
subscriptions in July and August 2011 as a result of content produced for the U25WWBC. 
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Video content played a large role in the organization’s efforts to generate and engage fans 
during the London 2012 Paralympics . From August 18 to September 17, the official WBC 
YouTube channel logged 10,707 views, which marked the second highest total to date. The 
channel also gained 21 new subscribers over this period, matching the gains from the 
U25WWBC. 
 
2012 Video Content: 
Wheelchair Basketball Canada produced three exclusive video series both leading up to 
and during London 2012 to generate a following for the Canadian National Teams: 

• London Calling – eight-part series launched in February 2012 with a new video 
released each month prior to the start of the games. At this writing: 

o Total views – 8,779 
o Average views – 1,097 

 
• 12 To Watch – series of 12 vignettes profiling one athlete each day in the 12 days 

before the start of London 2012. At this writing: 
o Total views – 4,973 
o Average views – 414 

 
• Coach’s Clipboard – six recap/teaser videos with analysis by Tim Frick released 

during the Games. At this writing: 
o Total views – 2,102 
o Average views – 350 

 
FLICK’R: 
 
Unfortunately, in-depth analytics for Flick’r are not available at this time. The only metric 
available to track is lifetime views for the entire account, which went from 169,621 on 
January 1, 2012 to 238,249 on October 31, 2012 (a +40.5% increase). 
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Wheelchair Basketball Canada uploaded 296 photos to Flick’r from the London 2012 
Paralympic Games. By manually adding the views of each photo (at this writing), the 
organization generated a total of 13,253 photo views on Flickr – for an average of 45 views 
per photo. 
 
MEDIA RELATIONS: 
 
As can be expected in a Paralympic year (2008 / 2012) we would typically receive more 
requests.  So far in 2012 we have received 116 requests (this represents a +65.7% 
increase from one-year-ago). 
 

 
 
Wheelchair Basketball Canada primarily utilized Meltwater online news tracking in 
combination with Google Alerts and CPC media monitoring reports.  
 
As October 31, 2012, we can confirm at least 1137 published articles/stories about our 
sport, organization, athletes, coaches, and events in 2012 (this represents a +165% 
increase). 
 

 
 

70 39 65 
118 

281 

0 
100 
200 
300 

2008 2009 2010 2011 As of Oct 
31, 2012 

Media Requests by Year 

41 37 124 
429 

1137 

0 

500 

1000 

1500 

2008 2009 2010 2011 As of Oct 
31, 2012 

Published Articles by Year 



 

It’s no surprise that the vast majority of media attention received so far in 2012 centered 
around the Senior National Teams and the London 2012 Paralympics.  
 
London 2012 Articles (Canada only) 
 
We tracked 954 counts of London 2012 media coverage (internationally - including 300 
articles tracked from international sources), and 711 counts of Canadian media 
coverage (over +500% growth compared to U25WWBC – our previous benchmark high). 
 

 
 
 
London 2012 Reach (Canada only) 
 
According to Meltwater analytics - London 2012 generated a potential audience reach of 
1.3 billion (internationally - including coverage in major UK based media such as the Daily 
Telegraph and BBC), and a potential audience reach of 546.6 million in Canada 
(representing a greater than +9k% increase in coverage.  
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