STATSTRADE

Social Content That Asks Something Back

Bondi Surf Life Saving Club

How a surf club can add interactive prediction content to its existing social channels to drive purposeful en-
gagement and sponsor visibility.

This is an illustrative case study based only on publicly visible club and Surf Life Saving workflows. It does not imply a partnership,
endorsement, access to internal systems, or measured results at Bondi Surf Bathers Life Saving Club.
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n The social media problem is passive attention

Bondi Surf Bathers Life Saving Club already runs the channels a modern organisation needs: Instagram, TikTok, Facebook, newsletter,
podcast, website, and event listings. The content is good—beach scenes, patrol updates, Nippers, fundraisers, sponsor thanks. But
most people scroll past. A like or a view is a thin signal. It does not tell the marketing team whether someone cares enough to act,
share, or return.

The club is a not-for-profit organisation whose members contribute more than 40 hours of beach patrol service each summer. It also
runs Nippers, training courses, social gatherings, and fundraising events. Surf clubs nearby and across Australia run outward-facing
events that could use the same content format: North Bondi's Oceana Funds Swim Classic each February, IRB carnivals, junior and
senior surf carnivals, Nippers family days, trivia nights, barefoot bowls, golf days, and open days. The marketing team'’s job is to turn
that activity into attention that sponsors will pay for and that the public will act on.

Statstrade is not another social platform to manage. It is a content format that lives inside the channels the club already uses. A
prediction card is a piece of social content that asks the viewer to take a position. That position—backed by a task, a share, and a
reason—is a far more purposeful view than a passive impression.

Publicly visible workflow evidence

The Bondi club website links to membership renewal, SLS Hub/SurfGuard instructions, a Working With Children Check form, handbooks, a patrol-category form, a published patrol
roster, volunteer and lifesaver pathways, newsletter subscription, donations, sponsors, and activations. The club describes itself as a not-for-profit organisation whose members
contribute more than 40 hours of beach patrol service each summer. The public 2026/27 renewal instructions describe a two-step process and state that club acceptance
may take up to fifteen days. North Bondi Surf Life Saving Club hosts the annual Oceana Funds Swim Classic each February, with Tkm and 2km courses. Similar clubs run
surf carnivals, IRB carnivals, Nippers family days, trivia nights, barefoot bowls, golf days, luncheons, and raffles. Sources: https: //bondisurfclub.com/; https:
//bondisurfclub.com/members/2026-27membershiprenewals/renewal-instructions/; https://bondisurfclub.com/wp-content/u
ploads/2025/02/2024_2025-Patrol-Roster.pdf; https://www.oceanafunds.com/community/north-bondi-surf-life-saving-club;
https://www.surflifesaving.com.au/organiser/bondi-sblsc/.

a The content question

The club's social team chooses a question that is safe, public, and fun for locals and visitors. It is posted as a link in bio, a story
sticker, a QR code at the clubhouse, or a pinned post:

lllustrative Topic

Which Bondi community event will generate the most social shares and official check-ins before the end of the season: the
ocean swim fundraiser, the surf carnival, the charity trivia night, the Nippers family day, or the club open day?

The resolution source is the club's own event check-in counts and social share metrics, collected through approved public channels.
The question is about community participation and fundraising momentum, not patrol readiness, water safety, or individual member
status.

Other outward-facing Topics that fit the club’s calendar and similar surf-club events include:

« Will the next ocean swim sell out before the early-bird deadline?

« Which sponsor-backed hashtag challenge will produce the most user-generated videos this month?
o Will the surf carnival attract more than 2,000 public check-ins?

« Which local business's sponsored action will be completed most often?

o Will the Nippers family day bring more first-time visitors than last year's event?

« Which event will raise the most funds: the trivia night or the ocean swim?

o Will a community unlock—such as 1,000 event check-ins—be reached before carnival day?

These give the marketing team concrete engagement numbers to take back to partners.

a How it fits into existing social channels

Statstrade does not replace the club’s Instagram, TikTok, Facebook, newsletter, or podcast. It adds an interactive object that is native
to how those channels work:

« Linkinbio: one campaign link that recognises the club, shows the current question, and lets the visitor take a position in seconds.
« Story stickers: a QR code or swipe-up link to the prediction card, with a countdown to the deadline.

« Pinned posts: the current question and aggregate forecast stay at the top of the feed, so new visitors see the live story instead
of an old announcement.

+ Newsletter embed: a button that pre-fills the participant’s prediction and links to the live campaign.
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« Podcast callout: the host asks listeners to back an outcome, then reads the updated forecast in the next episode.

« Sponsor co-branded posts: the sponsor's own social accounts share the same prediction card, driving their audience into the
club's campaign.

Every share card that a participant publishes loops back into the same channels. The campaign grows through the existing graph
rather than requiring a new app download or account creation.

n Purposeful views, not passive impressions

A typical social post reports reach and likes. A Statstrade post reports:

« how many people clicked through and took a position;

« which outcomes they backed and how confident they were;

« what tasks they completed—follow, share, check-in, register interest, visit a sponsor page;
« whether they returned after an evidence update;

+ how many referred others into the campaign.

These are purposeful views. The viewer did something with the content. That is the metric sponsors actually want, because it is
closer to behaviour than attention.

B How sponsors get involved

A sponsor can attach their brand to a prediction or milestone rather than to a generic post. For example:

« alocal café sponsors the “community beach carnival” outcome; every share card for that outcome carries the café's mark;

« an equipment brand promises to match donations if confidence in the ocean swim outcome crosses 60% by a deadline;

« a real-estate agency backs the Nippers family day and receives a report showing how many people predicted, shared, and
completed sponsor-linked tasks;

« a fitness brand creates a hashtag challenge; the campaign counts tagged videos as tasks and shows which sponsor-backed
action is winning.

The sponsor sees aggregated participation and public progress. They cannot see confidential reasoning or personal contact infor-
mation. The club can report more than impressions: how many people opened the campaign, took a position, completed approved
tasks, returned after an update, referred a friend, and interacted with a sponsor-backed action.

This makes sponsor renewal easier. Instead of saying “your post reached 12,000 people”, the marketing team can say: “3,400 people
took a position, 1,247 completed sponsor-linked tasks, and confidence in your outcome moved from 18% to 47% after the matching
announcement.”

B What makes it spread

A prediction card is naturally shareable because it says something about the person sharing it. "l back the ocean swim" is more
interesting than “Check out this event”. Several mechanisms make it travel:

« Identity: locals back local events, Nippers parents back the family day, swimmers back the ocean swim.

« Rivalry: the campaign can pit events, sponsors, or suburbs against each other in a friendly competition.

+ Countdown urgency: as the deadline approaches, the forecast becomes more volatile and the cards more urgent.

« Sponsorunlocks: when confidence or participation crosses a threshold, a sponsor reward is triggered, creating a news moment.

« Updates as content: every evidence update—a sold-out trivia night, a swell forecast, a sponsor match—generates a new card
to share.

« Cross-posting: sponsors, participants, and the club all share the same link, concentrating traffic on one measurable object.
A realistic time comparison

The following comparison is an illustrative workflow estimate, not a measured Bondi time study. It compares creating sponsor-grade
engagement content manually with running the same layer through a reusable Statstrade template.

lllustrative research-led scenario 2
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Table 1: lllustrative social-team effort for one season-long engagement campaign

Activity Conventional cross-channel approach Statstrade-supported approach

Campaign concept 2-4 hours to design a contest, giveaway, or engage- 30-60 minutes to select a prediction template, link the official event or sponsor
ment mechanic from scratch for each sponsor. page, and define the question and resolution source.

Content production 2-3 hours per post to design graphics, write copy, 10-20 minutes to generate a share card, story sticker, or update from the live
and build tracking links. campaign data.

Engagement reporting 1-2 hours per sponsor to collect screenshots, reach, 15-30 minutes to export participation, task completion, forecast movement,
clicks, and qualitative comments. and sponsor-linked actions.

Re-engagement New bespoke post for each update or reminder. One evidence update generates new cards for the club, sponsors, and partici-

pants to share.

Sponsor renewal deck 3-5 hours to assemble reach, content, and narrative 45-90 minutes to export the campaign story—predictions, tasks, shares, spon-

after the campaign. sor unlocks, and resolution—then add interpretation.

a The participant journey

A person sees a prediction card in the club's Instagram story or a sponsor's Facebook post. They tap the link, see the question, and
take a position in seconds. They can complete tasks without leaving the campaign: follow the club, share the card, check in at an
event, register interest, or visit a sponsor page.

If they add private reasoning—"the forecast looks great and my running group is planning to come down"—that note helps the club
understand why confidence is moving. It stays private unless the participant chooses to publish it. When the deadline arrives, the
club resolves the Topic from the stated source and everyone sees the outcome.

n What success would look like

A useful first campaign would increase purposeful views, grow sponsor-linked task completion, reduce repeated “where do | buy
tickets?" questions, reveal at least one practical barrier earlier than the ordinary reporting cycle, generate measurable sponsor-
backed sharing, and give the club a reusable content format for the next event.

Metrics include: click-through rate from social posts, percentage of visitors who take a position, task completion rate, return rate
after evidence updates, number of share cards, referral signups, sponsor unlocks completed, and sponsor-reported quality of en-
gagement. Operational metrics remain the club’s own: event attendance, social follower growth, sponsor retention, fundraising totals,
and community satisfaction.

n Boundaries

Statstrade must not become a parallel patrol roster, membership database, child-safety register, qualification system, emergency
command system, or public rating of individual volunteers. SLS Hub/SurfGuard, official club forms, patrol processes, and authorised
leadership remain the sources of truth for those functions. The market question is about public community participation, the evidence
is controlled, and private reasoning is protected.

A campaign should never pressure an unqualified person to patrol, imply a particular beach shift is unsafe, or replace official surf-
safety advice. Publication timing and granularity must be approved by the club. The positive pressure is directed toward legitimate
public participation, fundraising actions, and helping the organisation meet its own stated event and sponsor targets.

n When it keeps making sense

The social team keeps using Statstrade whenever the club has a question that is more interesting as a prediction than as an announce-
ment: which event will draw the biggest crowd, which sponsor-backed post will travel furthest, which hashtag challenge will produce
the most videos, or which fundraising message will convert the most supporters. The value is not another platform to manage. It is
a content format that turns passive views into purposeful participation and gives sponsors evidence they can use.

Keep the social channels and operational systems the club already trusts. Add Statstrade as an interactive content layer that
turns announcements into predictions, predictions into shares, and shares into sponsor-grade engagement data.

Research sources

Bondi Surf Bathers Life Saving Club website and public member resources: https://bondisurfclub.com/.
2026/27 membership renewal instructions: https://bondisurfclub.com/members/2026-27membershiprenewals/renewal-ins
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tructions/.

2024/25 public patrol roster: https://bondisurfclub.com/wp-content/uploads/2025/02/2024_2025-Patrol-Roster.pdf.
North Bondi Oceana Funds Swim Classic: https://www.oceanafunds.com/community/north-bondi-surf-life-saving-club.
Surf Life Saving NSW Bondi SBLSC organiser page: https://www.surflifesaving.com.au/organiser/bondi-sblsc/.

SLS Hub: https://hub.sls.com.au/.

All Statstrade workflows, effort estimates, questions, outcomes, and benefits in this document are illustrative proposals.
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