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BATL is fun, urban, and high-energy. It delivers a unique athletic experience 
for adults that is competitive and accessible. At it’s nine venues in Ontario and 
Alberta, BATL offers three main services: 

1. Private group axe throwing: Groups reserve axe throwing lanes, are 
trained and supervised by coaches, and then compete against each other 
in a tournament. This is the largest share of BATL’s business.

2. Axe throwing leagues: BATL hosts axe throwing leagues four evenings a 
week at every venue. BATL’s strongest supporters are league members.

3. Walk-in sessions: BATL offers walk-sessions up to three times a week 
depending on the location. This is a small part of its business and an 
important service to attract new customers. 

Since BATL launched in 2006, it has steadily grown its customer base and 
brand recognition. BATL enjoys regular press mentions and is featured on 
many “best of” lists. However, there are many people who have never heard 
of axe throwing as a recreational activity. They may be interested in group 
activities, joining leagues, and team building, but axe throwing isn’t even 
considered.

Competing services regularly enter the spotlight. Archery tag, escape 
rooms, knife throwing, bubble soccer, and trampoline dodgeball are services 
available in the same markets. In October 2014, Bad Axe Throwing opened it’s 
first venue in Burlington and is now BATL’s closest competitor. In 2016, Bad 
Axe Throwing opened its 11th venue, in Chicago, and launched its own axe 
throwing league.

Instead of rapid expansion, BATL has focused on besting its competitors 
by building unique venues, hiring personable coaches, and establishing a 
loyal fan base. BATL is so much more than throwing axes at boards. BATL 
competitions are two hour parties where everyone is included, everyone is 
active, and everyone gets the help needed to hit a target. The challenge is 
communicating this to potential customers.
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BATL on Social Media Today
 
Currently, BATL focuses on Facebook and Instagram. 

On Facebook, it posts once a day. Content includes announcements, event 
photos, short videos, profiles on BATL coaches, and links to press mentions. 

Facebook is the platform with the most engagement: 

• The page has 17,500 likes. 
• Posts receive 15-200 likes.
• Posts receive up to 20 shares and 10 comments.
• People send direct messages and BATL typically replies within an hour.

Photos and videos with people that can be identified receive the most 
engagement. Photos of merchandise and faceless people in the venue receive 
little engagement. BATL should encourage engagement by interacting with 
comments (like, reply), sharing content from fans and staff, and answering all 
questions posted on the page. 

On Instagram, BATL has 5800 followers. It posts original and shared content, 
two times a day. Both types of content receive an average of 80 likes and 4 
comments. BATL needs to tag more people and use additional hashtags (not 
just #BATL and #axethrowing) to attract people to its content.

BATL also posts on YouTube, a blog on its own website, and Twitter. YouTube 
hosts a few videos and the blog contains reposted content from other 
platforms – these provide SEO value but are generally underused. Engagement 
on Twitter is the most disappointing. BATL has 3100 followers but only 1-10 
likes and 0-3 retweets per tweet. This may be because content is not being 
created for Twitter—BATL is only reposting content from other platforms. 
BATL should consider a new strategy for Twitter and evaluate whether Twitter 
is a fit for its business. 
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1. A photo of an older BATL customer’s happy experience with the brand.
2. Cute photos taken inside a BATL venue are always a good bet for Instagram.
3. Spirited photo of BATL employees used to announce an Open House event
4. Axe throwing trick shot video posted to Facebook are always popular.
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Competitors on Social Media

Competitors

• Battle Archery has more engagement 
than BATL on Instagram. It has 10,400 
followers, 150-350 likes and 0-50 
comments per post. It’s successful at 
reposting content and engaging with 
its audience by liking their posts and 
reposting. Videos receive significantly 
more engagement than photos.

• Bubble Soccer Toronto doesn’t 
currently post to social media.

•  Captive is strongest on Instagram 
with 2200 followers. Its most popular 
posts are not about the business. 

• Stryke receives the most engagement 
when it posts about specific events.  
It’s on Facebook, Instagram, and 
Twitter.

• Sky Zone Trampoline Park has 
Facebook and Twitter accounts for 
the brand (which has franchises in six 
countries) and for individual locations. 
Their Canadian locations receive no 
engagment on either platform.

• TKTO has 1700 likes on Facebook. It 
receives the most engagement when 
it posts relatable photos of one person 
or a small group with a short caption.

General Notes

• BATL has a larger following on social media than its competitors.
• Similar to BATL, all businesses struggle to engage their audience on 

Twitter. Competiors have little or no engagement on Twitter.
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Competitors on Social Media
Bad Axe Throwing

Bad Axe Throwing is BATL’s closest competitor. Similar to BATL, Bad Axe 
Throwing focuses on Facebook and Instagram. Bad Axe Throwing frequently 
posts the same content on both platforms. It’s most popular content includes 
photos of one person throwing an axe, event announcements, and posts that 
link to or mention other small businesses. Samples are below.

Platform BATL Bad Axe Throwing

Facebook • 17,478 likes
• Posts 1 time per day
• Posts average 50 like (15-170),  

0-20 shares, and 0-10 comments

• 8,634 likes
• Posts 2 times per week
• Posts average 15 likes, rarely  

have shares and comments

Instagram • 5,861 followers
• Posts 2 times a day
• Posts averages 80 likes and  

4 comments

• 2,304 followers
• Posts 3 times a week
• Posts average 50 likes and  

2 comments
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Business Objectives
 
•  Use existing customers to help promote the brand

•  Strengthen brand loyalty among league customers

•  Increase brand awareness in the wedding industry

Business Strategies
 
•  Drive existing customers to BATL pages on review sites

•  Increase social media engagement with league customers

•  Engage professional wedding planners and their clients on social media
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Private Group Event Customers
 
BATL’s main customers are people who book and attend private group events. 
These events are typically small group celebrations (birthdays, bachelor parties). 
Attendees are primarily 20-40 years old and urban. BATL only offers services to 
people 18+; some competitors allow minors to play if a parent or guardian signs a 
waiver.

The best platform to reach out to this audience is Facebook. About 87% of people 
18-29 are on Facebook and 73% of people 30-49. It’s the platform they already use 
to organize social gatherings, contact friends, and learn about events.

Other platforms to reach out to this audience are Twitter and Yelp. A 2016 
whitepaper by Twitter found that 66% of people discovered a small business on 
Twitter. A 2014 Nielsen’s report commissioned by Yelp found that 78% of people 
turn to review sites like Yelp to find local businesses. It’s important to focus 
on being discovered by new customers because most people in this audience 
segment will not be regular customers. 

Corporate Customers
 
Group axe throwing is a team building exercise for businesses. Business clients 
tend to be small (less than 100 employees) and located near a BATL venue. The 
best platforms to reach out to this audience are Twitter and LinkedIn. These are 
the most popular social media platforms for businesses to communicate with 
other businesses. Public interactions on these channels allow BATL to reach out to 
potential business customers and the customers of those businesses.
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Axe Throwing League Members
 
BATL runs its Axe Throwing League four evenings a week at every venue. There 
are currently 1500 league participants. Participants are primarily male (65%), urban, 
social, and 25-45 years old. They have some disposable income and time for 
recreational activities. Think of a twentysomething man who wants to enjoy a few 
rounds of beer with friends on Wednesday night or the mother of three teenage 
boys who looks forward to league night once a week.

People in this audience are similar to the people who attend private group events, 
so the best platform to engage them is Facebook. However, the content BATL uses 
to engage these two audiences must be different. While the audience for private 
group events are people just discovering BATL, league members need insider 
content that will strengthen their brand loyalty.

Other appropriate platforms for this audience are Google+ for men and Instagram 
for women under 40 years old. 

 
Wedding Planners and Their Clients
 
Professional wedding planners can help BATL increase brand awareness within the 
wedding industry and connect BATL with their clients. They’re people who know 
wedding planning sites like theknot.com and themanregistry.com inside out and 
write blogs about planning the perfect bachelorette party.

The best platform to engage with this audience is Pinterest. This is the platform 
where members of bridal parties gather ideas, interact with other people planning 
events, and connect with professional wedding planners. Engagement with 
professional wedding planners and their customers on Pinterest will help increase 
brand awareness in the wedding industry and increase demand for private group 
event bookings. 

https://www.theknot.com/
https://themanregistry.com/
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Yelp Check-In Offers
 
Yelp check-in offers can drive customers to BATL review pages. Making customers 
aware of BATL pages on Yelp is the first step in getting them to post reviews and 
photos.

BATL’s customers are its best promoters. Customers can communicate a 
perspective on the BATL experience that staff cannot provide. Existing online 
reviews are overwhelmingly positive and show appreciation for BATL coaches, the 
high-spirited atmosphere, and the thought put into organizing BATL events. The 
problem is that few customers post reviews. This problem is not unique to BATL.

Although people search for local businesses online and read reviews on sites like 
Yelp and TripAdvisor, only 1 in 100 readers will post a review. Both the positivity 
of reviews and the number of reviews matter: it impacts the amount of time 
people spend on the page, BATL’s ranking on the review site, and Google SEO. 
BATL’s closest competitor, Bad Axe Throwing, is already using this knowledge to 
its advantage. BATL’s largest location (Toronto Port Lands) has 19 reviews and ranks 
#23 of 126 on TripAdvisor’s list of Fun & Games in Toronto. Bad Axe Throwing’s 
Toronto location has 190 reviews, in the same period, and ranks #1 on the list. Bad 
Axe Throwing encourages people to post reviews by embedding reviews on its 
website and responding to every reviews.

Yelp check-in offers take minimal time to maintain and can be implemented 
quickly. They help spotlight the business for existing customers since Yelp prompts 
people to write reviews for businesses where they have checked in. They also help 
potential customers discover BATL because businesses with check-in offers are 
often listed first in the Nearby section of the app. 

Best of all, Yelp offers businesses access to free analytics. Yelp will track traffic to 
the page, the way people interact with BATL on Yelp (clicked website link, mapped 
directions, used the click-to-call feature). When people check-in, BATL will be able 
to see their profiles and collect their demographics. Their profiles will also be listed 
in the Regulars section of the venue’s page on the Yelp app.

BATL should prepare to engage with all reviews by posting public responses and 
occasional sending direct messages. Not all reviews will be positive. This is true 
with or without check-in offers. What’s important is to respond to reviews regularly 
and to remain positive in the response.
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Yelp Check-In Offers
 
Focusing on Yelp over TripAdvisor is recommended because BATL services (private 
events and leagues) appeal more to locals than travellers. 

Best practices for check-in offers

• Tone: The tone of check-in offers should be fun, light, and encouraging.  
A check-in offer is a thank you and a reward.

• Crafting the offer: The offer must be valuable to customers and entice them to 
check-in. A/B testing can be conducted by setting different offers for different 
venues.

• Upsell: Check-in offers can be used to increase sales of other products such as 
merchandise and food. 

SAMPLE CHECK-IN OFFER
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Establish a Secret Facebook Group for 
League Players
 
As similar leagues rise in popularity, it’s important to strengthen brand loyalty 
among league customers. Establishing a secret Facebook group for league 
members will deepen the connection between league members and the brand.

The Facebook group can be used to communicate league news and team 
achievements, build stronger relationships with loyal fans, and collect insight from 
existing customers. More importantly, the group will be a place for league players 
to communicate with each other and share their BATL photos and videos. League 
players may be more likely to share content if they have access to an appreciative 
audience. The best content can then be posted on the main Facebook page and 
other social channels (after permission has been obtained).

There is risk in moving engagement with league players from the main Facebook 
page to a group. This can be mitigated by giving league players reasons to interact 
with the brand on both the public page and private group.  Posting separate and 
relevant content in each space is important.

Establishing a secret group is recommended over a private group to increase the 
feeling of exclusivity.

Types of content for the Facebook group

• Exclusive discounts. Example: Just for our group members! Show this post to 
staff to get 10% off food purchases.

• Announcements. Example: Advance notice: We’ve got your dates for the 2017 
BATL Prom. 

• Polls. Example: What do you want to see on our food menu?
• Contests. Example: Post your favourite team photo for your chance to win a 

round of drinks on us during your next league night.
• Frequent league updates, including photos and videos. Example: Top 10 

Teams This Week.
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Establish a Secret Facebook Group for 
League Players
 
SAMPLE CONTENT FOR FACEBOOK GROUP
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Create Bachelorette Party Themed 
Boards on Pinterest
 
To grow brand awareness in the wedding industry and increase bookings by 
wedding parties, BATL should engage with professional wedding planners and  
their clients on Pinterest. 

BATL should create content specifically for Pinterest. Think images that are bright, 
cheerful, and cheeky. Ideally, they should have a 2:3 aspect ratio but it’s also 
important that images do not all look the same. The best Pinterest boards look like 
they’ve been painstakingly curated from a variety of sources. BATL should freely 
repin content from the people it wants to engage.

To establish a following on Pinterest early on, BATL should promote Pinterest on 
it’s website and in booking confirmation emails. More importantly, BATL should join 
related groups on Pinterest and frequently pin to group boards.

Best practices for pinning

• Original content: Include keywords (i.e. tags) in the description and the name 
of the image file, fill out the location field, and include a link. Post videos but 
focus on photos. 

• Repins: Write a new description. 
• Reusing original content: Repinning your own content is encouraged when it 

fits the theme of the board. Content can also be altered by overlaying text or 
combining images to form mosaics.

Recommended board themes

• A BATL Bachelorette Party (An alternative to traditional parties).
• Wedding Fitness Plans (Fitness activities for the entire wedding party).
• Joint Bachelor/Bachelorette Parties (The couple that plays together).
• Winter Bachelorette Parties (Indoor venues open all year round).
• A Weekend Party in the City (List of downtown party venues).
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Create Bachelorette Party Themed 
Boards on Pinterest
 
SAMPLE PINTEREST BOARD

View online: https://www.pinterest.com/BATLplanning/a-batl-bachelorette-party

https://www.pinterest.com/BATLplanning/a-batl-bachelorette-party
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Yelp
 
On Yelp, BATL should consider the volume of participation by fans and their impact.

Key measurements

• Customer reviews and photos: This is the most important measurement for 
Yelp. One in 10 people who check-in should post a review or photo. The number 
of reviews from people who have not checked-in should increase as well, since 
the visibility of BATL pages on Yelp increases as more people check-in and post 
content.

• Number of check-ins: Two check-ins per week for smaller locations and three 
check-ins per week for larger locations is expected. If the number of check-ins 
is lower, this is a sign that BATL should use a more enticing offer.

• Redemption of check-in offer: When check-in offers upsell the customer, 
ideally at least 25% of people who have checked-in will redeem the offer. If the 
check-in offer is a discount on merchandise, the best outcome is a perceptible 
increase in the number of customers wearing BATL merchandise and then 
posting photos of themselves wearing/using the merchandise on social media.

• Visits to BATL pages on Yelp: The number of check-ins and reviews on each 
Yelp page will help increase the visibility of those pages when people search 
within Yelp and using Google. BATL should see a 15% increase in page views 
in the first three months. Afterwards, expect to see the volume of page views 
increase slightly every three months (1-2%).

Garnering a review takes more effort than gaining a like or comment but the 
benefits of Yelp reviews and photos are long term and worth the effort.
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Facebook
 
For BATL’s League Facebook Group, BATL should look at the types and frequency 
of engagement.

Key measurements

• Conversions from exclusive offers: When an exclusive offer is posted in the 
Facebook group, BATL should expect people to comment and like the offer, and  
redeem the offer. For online offers, members can redeem them by accessing an 
exclusive section of BATL’s Shopify site or using a discount code. For in-store 
offers, members can redeem them by showing the offer on their phone.

• Number of members: There are 1500 league members. Every week, BATL 
should track the percentage of league members who have joined the group 
and promote the group in person and on social media to increase membership. 
When the Facebook group is first establish, expect 50 people to join the group 
within a few days. Expect other people to join in waves at the start of a league 
season and near the end of a season. Within 16 weeks (two league seasons), 
BATL should expect the number of group members to be at least 300.

• Engagement with content posted by BATL: BATL should track the percentage 
of group participants who interact with content posted by BATL and their 
types of interaction (likes vs comments). The level of engagement in the group 
should be significantly higher than the level of engagement on the Facebook 
page. Early on, when the group has less than 100 members, at least 15% of 
members should like content and 5% should comment. As the group grows, it’s 
expected that the percentage of members interacting with each post will drop 
but the number of likes and comments will be higher. Shares are not important 
for a private group. 

• Volume of content posted by group members: For every piece of content 
posted by BATL, there should be at least one piece of content that is posted by 
another member of the group. 

• Usability of content on other social channels: Every week, there should be 
enough content posted to the group to find at least one piece of content to 
post on another social channel.

Since Facebook is already a strong platform for BATL, the level of engagement in 
the group should be substantial within a short period.
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Pinterest
 
On Pinterest, BATL should focus on building a following and better understanding 
it’s target audience. Since Pinterest will be used to gain a new audience segment, 
levels of engagement early on are expected to be low. Use this time to analyze 
pins that receive a high number of interactions or a low number of interactions. 

Key measurements

• Relationships with influencers: Engagement with professional wedding 
planners and wedding industry experts is more valuable than engagement 
with other people. They can connect BATL to their ever-changing list of clients. 
BATL should identify a list of key influencers that can help BATL increase brand 
awareness and then build ongoing relationships with them so that each pin is 
repined by at least one influencer. 

• Understanding audience motivation: After six months on Pinterest, BATL 
should have a better understand of how its target audience engages on 
Pinterest and how it can be part of their activities on the platform.

• Repins: In the first three months, expect pins to receive 0-5 repins. Use data 
from this time to better understand which pins receive the most engagement. 

• Comments: Comments are rare. Most pins will receive zero comments in the 
first three months.

• Likes: Likes are less important than repins and comments but are still valuable. 
In the first three months, expect pins to receive 0-5 likes.

• Link outs: In the first three months, expect 0-10 link outs per pin.

Although the level of engagement on Pinterest is expected to be low in the first 
few months, it’s important to remember that the lifespan of a pin is much longer 
than a Facebook post or tweet. Pins are repined, liked, and clicked for months after 
the initial pin.
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BATL delivers fun and competitive experiences that have wide appeal. It 
communicates this to potential customers primarily using Facebook and 
Instagram. It’s time to branch out.

Yelp check-in offers can encourage existing customers to help promote 
the brand they love. Pinterest boards can develop ties to wedding industry 
experts and increase bookings by bachelor and bachelorette parties. 
Facebook, which is already the platform where BATL enjoys the most 
engagement, can be further extended to strengthen brand loyalty.

Events at BATL feel like highly social and engaging parties. The 
recommendations in this plan will help bring that feeling to BATL’s audience 
on social media.
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