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Advertising and promotions are just a form of communica-
tion to let people in your community know about your club. Most of you 
are already doing this and do not even know it. We have put together 
some reasons and suggestions for possible advertising and promotion 
opportunities that might work for you. 

WHY ADVERTISING AND PROMOTIONS?
Simply put, to get the word out. It is a way to communicate the benefits and unique nature of your 
club that you determined in Attracting New Members 101. It is time to use these basics and apply 
them to some advertising and promotions that will help you in your efforts. 

SUGGESTIONS
There are many tactics that can be successful. Here are some suggestions with high and low levels of 
effort for advertising and promotion. We do not talk about posting flyers or getting putting an ad in 
a newspaper as these are generally pretty self explanatory.  If you do need help in these areas let us 
know.

SOCIAL MEDIA
Goal – Create an online community that your swimmers can connect with and also attract new ones. 
As we are defining it, social media refers to Facebook and Twitter. These sites are a useful and easy 
way to help share information about your club and to let your existing members share with their 
friends. Take a few minutes and set up an account for your club on your site of choice. 

Account pages:
• Facebook: facebook.com/pages/create.php
• Twitter: twitter.com

Think about social media as a place to build relationships. In general, social networks are a forum to 
extend relationships that already exist, but they can also help foster new relationships with a wider 
audience.  Here are some general tips to think about when setting up your accounts. 

• Share information. For example, practices schedules/interesting articles or updates.
• Include important information about the club. Locations, phone numbers, email address and 

missions. 
• Encourage comments and questions. Address concerns, offer customer service or thanks and 

praise.  Build relationships the same way you would offline, by having conversations and sharing.

If you set up a Facebook fan page - Let us know! We will include it as one of our favorite pages on the 
USA Swimming Clubs pages! Post it on the USA Swimming Clubs Facebook Community at facebook.
com/USASwimmingClubs. 

E-NEWSLETTERS
Goal – A customized way to share information and build your brand.
Another way to share information with members and future members is an E-Newsletter.  Although, 
they tend to a little more time consuming they still have plenty of benefits. There are a wide variety 
of benefits.  Including but not limited to:

• Messaging – you customize and control
• Opportunity to share information 
• Opportunity to discuss important issues and events
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There are a couple of ways to start an E-newsletter. Some are easier than others. It can be as simple 
as email blast through outlook or your webmail provider or as professional as a template created by a 
pay sites such as Constant Contact and Blue Hornet. 

GOOGLE MAPS AND SEARCH ENGINES
Goal – Improve your online “curb appeal”
Parents will search for you on Google and you want to make your club as attractive as possible. To 
enhance your online curb appeal, add images of your club to Google Maps. This is will give you club a 
nice first impression for people who are using Google to find your club. You’ll want to have clean hi0- 
resolution pictures that show the most appealing portions of your club. 

For direction on how to upload pictures on Google Maps use this link-   
http://www.google.com/local/add/analyticsSplashPage?gl=US&hl=en-US

GUERRILLA MARKETING
Goal – Creatively, get the word out. 
This is a marketing term that is basically means you are going to do as much as you can without very 
many resources. Most of the tactics here are technically guerilla tactics but we wanted to get you 
thinking about some possibilities. 

An easy tactic to use to get the word out is to post posters and flyers around your pool and your 
community. Make sure to hang posters and flyers whereever your potential athletes are including 
partners’ locations. Be sure to get permission to post these items.  

We have posters and flyers that are available to download or you can request posters from us. You 
can find out more on partners check out the America’s Swim Team partnership section.

Another easy tactic would be displaying balloons with your team logo and website at community 
events or at a local supermarket. Obviously, you want to get permission to do this but you get the 
idea. You want to be in as many locations as possible where there might be potential swimmers or 
parents of potential swimmers. Get your swimmers to be your ambassadors! Get everyone at the 
club to lend a helping hand. 

PUBLIC RELATIONS
Goal – Spread the word. 
You have a fantastic club now it is time to tell your community about it! One of the best and easiest 
ways to spread the word about swimming and what your club is doing is to reach out to local and 
regional media outlets in your area. Outlined below are a few simple ways to help generate media 
coverage for your event.

Targeting Print Media (Newspapers):
Identify your local daily and weekly print media outlets and call to speak to a sports writer, feature 
writer, editor, or events calendar editor who might be interested in your event.

It’s generally best to reach out to a contact through e-mail and then follow-up with a phone call. 
Also, be sure to research who is the best person to contact at the paper. Check out a paper’s website 
to see who has covered swim meets in your area and community events, as it will be best to contact 
them before going to the main editor. Generally, e-mail addresses can easily be found online on a 
newspaper’s website.

Targeting Broadcast Media (Radio & Television):
Identify your local radio and television news stations. You can use the same pitch used for news-
papers to talk about your event with producers or assignment editors at TV or radio stations. As 
mentioned before, it’s best to start with an e-mail when reaching out to contacts at the station.
Offer A Source And Extend An Invitation – Invite the reporter to attend an event or promotion to in-
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There’s also a couple 
of pitching tips to 
keep in mind when 
reaching out to 
broadcast media:

1. TIMING – If you 
are going to call a TV 
or radio station, be 
mindful of the time. 
Most sports depart-
ments do not get in 
the office until after 
2 p.m. and it’s best 
to avoid making calls 
when they are busy 
preparing for their 5 
p.m. news cast.

2. TALK TO THE 
RIGHT PERSON – 
While most people 
are familiar with 
the TV anchors and 
radio talent on their 
local TV broadcasts 
and radio programs, 
it’s sometimes best 
to reach out to the 
producers who work 
in the TV sports de-
partment and on the 
radio programs. These 
contacts generally 
decide what news will 
be covered and their 
information can often 
be found on their sta-
tion’s website.

terview the event organizer, your swim team director or coach, or some 
of the fans/kids in attendance. It’s best if this source can talk about 
how it is a great way to get others involved in the sport of swimming.

GENERAL PITCHING TIPS 
Below are some tips for the best way to effectively secure coverage for 
your event:

Timing is everything - To ensure that your event receives the coverage 
it deserves, use the following guidelines for when to contact your local/
regional media outlets:

PRINT: Send event details to weekly community papers at least two 
weeks in advance of event and send details to daily newspapers at 
least one week in advance of event.

BROADCAST: Send event details to TV stations at least two to three 
days in advance of event. Radio stations can be contacted five to 
seven days before the event. Many of these outlets will request a 
faxed copy the day before your event.

Introduce yourself – Once you have identified a contact at each outlet, 
send them your event details via email/fax (depending on the outlet) 
and call to follow-up. When you call, introduce yourself as the contact 
for the local club, be sure to ask if they have a moment to talk. Report-
ers are often on deadline. If they have a moment, briefly summarize 
the newsworthiness of your event. If they do not, be persistent and 
ask when a good tome would be to call back.

Establish a relationship – Make the conversation friendly and casual. 
The reporter may also be a good contact to have for future events.

Artwork/Photos – Take lively photos that capture the success and 
excitement of your event and can help secure coverage in print media 
after the event. Send the picture to the media after your event, at-
taching a photo caption with statistics on how many people from the 
community were in attendance.

BOTTOMLINE
The advertising and promotional opportunities are almost endless. 
These are some examples that we have seen from successful clubs. 
Most are very easy to implement and will help you with your goals.

fOR BROADCAST MEDIA

ADVERTISIN
G AN

D PROM
OTION

S

3

Do you have any successful promotion that you would be willing 
to share? Go to USA Swimming Clubs Facebook page at 
facebook.com/usaswimmingclubs and post your story today!

facebook.com/usaswimmingclubs

