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0 1

The honest question every
organisation should ask

How many of our audience do we actually know?

Not followers. Not impressions. Not reach estimates from a platform we don't

control.

How many people can we name, contact directly, understand, and prove to a partner

that they exist and are engaged?

For most organisations — clubs, destinations, venues, events, even universities — the honest

answer is uncomfortable. The bulk of "engagement" lives on rented platforms. Great content

gets posted. The platform decides who sees it. The data stays with the platform. And when

it's time to renew a sponsor, justify a budget, or measure the value of a season, the numbers

are vague.

The content's fine. The control is the problem.
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Reach vs. relationship — the
real distinction

We've spent a decade being told reach is the metric that matters. Get the followers. Chase

the views. Manufacture the viral moment.

But reach is a moment. Relationship is a memory.

Reach is a million strangers seeing you for three seconds. Relationship is one thousand

people you can name, message, reward, and bring back next week — and the week after

that.

The numbers most teams quietly know but rarely surface

5–12%
Average organic reach on
social media

3+ hrs
Wasted weekly on
cross-posting

0%
Sponsor measurement
from fence signs

60–90%
Push notification
delivery rate

The two questions that change everything

"How many people did we reach this week?" — interesting, but rented.

"How many people did we deepen a relationship with this week?" — strategic, and yours.

Do you want your audience to know you exist, or do you want
to know who your audience is?

1. 

2. 
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0 2  ·  C O N T I N U E D

What the numbers actually
represent

The thing about followers, likes and reach is that they're the visible bit. They're easy to

count, easy to put on a slide, easy to be impressed by. But they sit on top of something much

larger that nobody on a public dashboard can see — and which is where almost all the value

actually lives.

The job isn't to grow the bit above the waterline. The job is to convert as much of

it as possible into the bit below.

Every section that follows is, in one way or another, about that conversion: the mechanics,

the mindset, the conversations, and the proof. The clubs, destinations, events, venues and

universities winning right now are the ones who've stopped reporting on the visible bit and

started measuring the invisible one.

— T H E W A T E R L I N E —

A B O V E T H E W A T E R L I N E

Followers · Likes · Reach

Owned by the platform.

Visible to everyone.

Looks impressive. Means very little.

W H A T I T I S

~10% of the value

A vanity metric, not a measure

of relationship.

W H A T I T I S

~90% of the value

First-party data.

Owned by you.

Compounds over time.

B E L O W T H E W A T E R L I N E

Identified fans
Names. Emails. Real people.

Profiled fans
Preferences. Behaviours. Segments.

Engaged fans
Returning. Reachable. Reward-able.

Advocates
Bring others in. Defend the brand.
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The rented land trap: why
social is an away game

Think of social media — Instagram, TikTok, X, Facebook, LinkedIn — as an away game.

When you play away, you don't control the surface. You don't control the gates. You don't

even control who sees the scoreboard. The algorithm is the referee, and the referee is biased

— they want to keep users on their platform, not send them to yours.

If a platform changes its algorithm tomorrow, your reach can drop by 90% overnight. You've

spent years building on rented land. The landlord just tripled the rent.

The home ground alternative

Your owned channel — your branded mobile app — is your home ground. You own the turf.

You control the experience. You own the data. When someone enters your app, they aren't a

"user" owned by a tech giant. They're your guest, in your space, on your terms.

P R O -T I P  —  T H E  H O M E  G R O U N D  T E S T

If a platform you don't own disappeared tomorrow, how much of your audience could

you still reach? If the honest answer is "not many", you have a control problem — and

it's solvable.
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The Digital Clubhouse: where
the relationship lives

Every great club, every great destination, every great venue has a clubhouse — a place

where people gather, where stories are told, where loyalty is recognised, where identity

lives.

Your owned mobile experience is the digital version of that. Not a marketing

channel. Not another posting platform. A place — your place — where your

audience belongs.

Social is the invite.
The Digital Clubhouse is where they belong.

What lives in the clubhouse

Live updates, scores, schedules, line-ups — everything they need in the moment.

Exclusive content they won't find anywhere else.

Sponsor activations that are tapped and claimed, not just seen.

• 

• 

• 
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Loyalty, points, rewards and recognition for the people who show up.

Polls, predictions, check-ins, votes — interaction designed for engagement, not

algorithms.

A direct push channel that doesn't depend on anyone else's permission.

Inside the clubhouse, no algorithm filters your message. No competitor content sits next to

yours. No third party owns the relationship. Every interaction is a signal you keep, a person

you know better, a relationship that compounds over time.

• 

• 

• 
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The content multiplier: from
disposable to durable

The content team is exhausted. Four hours editing a behind-the-scenes piece. Posted to

social. A few hundred likes. By tomorrow morning it's buried under cat videos and political

rants.

That's disposable content. Burned for a single day's reach.

The same work, on your own platform, becomes a content multiplier

On social, the video dies in 24 hours.

In the clubhouse, the video lives in your library — searchable, categorised, surfaceable,

and earning data every time someone watches it for the next three years.

Instead of working harder to feed the algorithm, your team works smarter — building an

archive of value that compounds. Every poll, every clip, every offer adds to a knowledge

base of who your audience is and what they care about.

P R O -T I P  —  T H E  G O L D E N  R U L E

If a piece of content is worth a social media post, it's worth a push notification. Don't

just hope they see it in their feed — invite them into the clubhouse to view it on your

turf.

• 

• 
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Meeting A vs. Meeting B

Here's how the reach-vs-relationship distinction lands in the conversation that actually

matters: a sponsor renewal, a board meeting, a council briefing, a funding review.

Meeting A — The reach report

"We had a great month. Our Instagram reached 1 million people and we got 20,000 likes on

our match-day graphics."

"That's great… but who are those people? Did they buy anything? Can I talk to them?"

"Uh… we don't know. But look at that big number."

Meeting B — The relationship report

"We had 5,000 active fans in the clubhouse this weekend. During the half-time activation,

450 people claimed the 2-for-1 offer. 38% are aged 18–34, and they've engaged with three

other sponsor offers this season. Here's the segmented list of fans who opted in for follow-

up."

"Where do I sign the renewal?"

Without an owned channel, sponsor value is a story. With one,
sponsor value is a spreadsheet.

This shift — from ego metrics to bank-account metrics — is what keeps the lights on. It's true

whether you're a professional sports team, a regional tourism body, an events organisation,

a venue, or a university student experience team.
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0 6  ·  C O N T I N U E D

Two report cards. One
conversation.

Same organisation. Same season. Two reports. The difference between them is not effort or

content — it's the channel the engagement happened on, and whether the data came back

to you afterwards.

The card on the left is what most clubs walk into a renewal meeting with. The

card on the right is what their competitor will start walking in with.

Note what's missing from Meeting A: every question the sponsor actually wants answered.

Note what fills Meeting B: numbers small enough to defend and specific enough to act on.

Sponsorship has always been about evidence — the new channel just changes who has it.

M E E T I N G A

The reach report

REACH

~1,000,000
estimated impressions

Who are they? ?

What did they do? ?

Can we contact them? ?

Did anyone convert? ?

S P O N S O R R E S P O N S E

"Let me think about it…"

M E E T I N G B

The relationship report

CLAIMED THE OFFER

450
identified, segmented fans

Aged 18–34 38%

Other offers engaged 3 / season

Opted in for follow-up 312

Within 5km of partner 61%

S P O N S O R R E S P O N S E

"Where do I sign the renewal?"
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From follower to identified
fan

A follower is a stranger. An identified fan is a partner.

The job of every digital interaction should be to move someone from rented land into the

clubhouse — and then, gently, deepen what you know about them. We call this progressive

profiling.

The four levels of knowing your audience

Anonymous — they download the app, but you know nothing about them yet.

Identified — they vote in a poll, check in at a venue, or claim a reward. You now have a

stable ID.

Profiled — they claim a sponsor discount, complete a trail, or favourite a category. You

now know their preferences.

Engaged — they share their email, birthday, or postcode for an exclusive offer. You now

have a direct line and a real person.

None of this happens on social media. On social, the platform keeps the data and sells it

back to you in the form of boosted posts.

P R O -T I P  —  T R A D E  VA LU E  F O R  VA LU E

People will give you data when you give them something genuinely useful in return —

early access, a real reward, useful utility, or a bit of recognition. The exchange has to

feel fair. If it doesn't, don't ask.

Anonymous Identified Profiled Engaged

1. 

2. 

3. 

4. 
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The Reach Is Not Relationship
scorecard

Use this as a side-by-side reference when you're explaining why an owned channel matters

— to staff, to a board, to a sponsor, to a partner.

Social media Your Digital Clubhouse

The algorithm decides who sees your content Every audience member with the app

receives it

The platform owns the data You own the data

You can only contact people via paid ads Push notifications, any time, no fee per send

Sponsor value is estimated impressions Exact taps, claims, dwell time and segments

Competitor content sits next to yours Your environment. Your brand. No

competitors.

Aggregate demographics only Individual profiles, opt-in segments, real

names

Loyalty mechanics are very limited Points, tiers, rewards, check-ins built in

Reach is rented and revocable Your audience relationship is yours,

permanently

Open rates of 1–5% Push delivery rates of 60–90%

No offline access Cached content, offline-friendly experiences
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What this looks like by sector

The reach-versus-relationship problem is universal. The shape of the clubhouse shifts by

sector. The five we work with most often:

Same underlying platform. Five very different shapes, depending on whose

audience is being owned and what they're being asked to do.

The detail of each sector follows. Skim the sector that matches yours; the others are useful

as comparison and as evidence that the model works across very different organisations.

SECTOR CLUBHOUSE NAME KEY MECHANIC KEY METRIC

Sports clubs

Pro · semi-pro · community

The digital clubhouse

Home ground in the pocket

Game-day check-ins,
polls, sponsor activations

Identified fans
per home game

Tourism · destinations

Regions · DMOs · councils

The region's clubhouse

Region in the visitor's pocket

Digital passports,
trails, operator activations

Visitor dispersal,
spend per region

Events · festivals

Multi-day · single-day

The event in their pocket

Schedule, map, reward

Wayfinding, push,
moment-tied activations

Returning attendees
year-on-year

Venues

Stadiums · arts · hospitality

The patron's clubhouse

Walk-ins become known

Loyalty, programming,
recognition

Repeat visit rate,
spend per patron

Universities

Student experience teams

The campus clubhouse

Discovery + belonging layer

Onboarding missions,
campus + city trails

Engagement,
retention rate
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Sports clubs — the digital clubhouse
For clubs, the owned app becomes the digital clubhouse — the home ground in your fans'

pockets. Live scores, exclusive content, polls, loyalty, sponsor activations and game-day

companion features all in one place. Volunteers stop chasing six channels. Sponsors get

measurable activations. Members feel recognised. The board gets numbers it can actually

use.

Match-day check-ins, polls and predictions

Sponsor activations with measurable taps and claims

Loyalty and rewards that turn casual followers into committed members

A direct push channel that doesn't depend on an algorithm

Tourism and destinations — the region's
clubhouse
For destinations, the owned app turns passive visitors into active explorers. Digital passports,

reward trails, local operator activations and real-time movement data finally make visitor

dispersal measurable rather than aspirational. The region stops competing for moments of

attention online and starts owning the visitor's journey from arrival to departure — and

beyond, into return visits and word-of-mouth.

Digital passports and discovery trails that move visitors beyond hero attractions

Operator activations that drive real foot traffic to smaller and regional businesses

First-party visitor data that proves regional impact to councils and stakeholders

A year-round resident audience that makes engagement persistent and revenue

recurring

• 

• 

• 

• 

• 

• 

• 

• 
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Events and festivals — the event in their pocket
For events, the owned app is the difference between a one-off audience and an audience you

can bring back next year. Schedules, maps, push alerts, sponsor activations, post-event

content — and a database of attendees that doesn't evaporate the moment the gates close.

Schedules, wayfinding and live updates without paper or signage churn

Sponsor activations tied to specific moments, stages, or experiences

A persistent audience you can re-engage for next year's event

Venues — your patrons, not someone else's
database
For venues, the owned app turns walk-ins into known patrons. Loyalty, offers, programming

and recognition — built around individuals, not anonymous footfall. The data you've always

been collecting through tickets and EFTPOS finally becomes a living relationship.

Universities — the campus clubhouse
For universities and student experience teams, the owned app is a discovery layer. New and

returning students settle in faster, find people, find support, and find their place — on

campus and in the city around it. Engagement, belonging and retention stop being soft

concepts and start being measurable behaviours.

Onboarding missions that get students into clubs, services and events

Campus and city discovery trails that build belonging

Partner perks and local commerce activations students actually use

Behavioural signals that surface students who may need support, earlier

• 

• 

• 

• 

• 

• 

• 
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What every team can do this
week

You don't need to be "a digital person" to contribute. If you touch the audience in any way,

you can move the needle from reach to relationship.

If you… Do this Why it matters

Create content Ask: where does this live best? Use

social as the hook; put the real value

in the clubhouse.

Builds a content library that

compounds in value over

time.

Talk to sponsors Include clubhouse activations in every

conversation — taps, claims,

segmented reporting.

Moves sponsor renewals

from a story to a

spreadsheet.

Run game-day, events

or venue ops

Push check-ins, in-moment polls, and

post-event content through the app.

Every interaction becomes a

permanent data point you

keep.

Look after members

or community

Move loyalty, rewards and recognition

into the clubhouse.

Turns casual followers into

committed, identified fans.

Sit on the leadership

team

Make "identified audience" a board-

level KPI, alongside membership and

revenue.

Forces the rest of the

organisation to take it

seriously.

Work in partnerships

or BD

Lead with strategic intent — what

outcome the partner is trying to

achieve — not product.

Reframes the conversation

around control, not features.
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The Monday Morning Test

This is the simplest discipline we know. Apply it to every piece of content, every campaign,

every activation.

Can we host this in the clubhouse first? (Owned channel first, social second.)

How are we capturing data? (A poll, a check-in, a click-through, a claim.)

What's the clubhouse experience? (What does the audience get here that they can't get

anywhere else?)

Next time you have a big moment — a signing announcement, a destination launch, a

programme reveal, a major event — post the teaser to social to grab the reach. But put the

substance — the exclusive interview, the poll, the offer, the unlock — inside the clubhouse.

The reach pulls them in.
The clubhouse keeps them.

1. 

2. 

3. 
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Pro-tips: practical wins for
the digital team

S T O P  T H E  S C R O L L ,  S TA RT  T H E  C O N V E R S AT I O N

Don't just post a result — post a teaser. "Who was your MVP today? Cast your vote

and unlock a signed jersey in the app." You've just converted reach into a relationship.

U S E  P U S H  P O W E R  S PA R I N G LY

A push notification is a direct line into someone's pocket. Don't waste it on routine

news. Save it for big moments, exclusive offers and breaking news. Make people feel

like insiders. Two great pushes a week beats six average ones.

M O N E T I S E  T H E  I N T E R A C T I O N

Every poll, quiz, prediction and check-in is a sponsorship opportunity. Don't ask "who

won?" — ask "the [Brand] Player of the Match." Don't run a check-in — run the [Brand]

check-in challenge. Branded interaction is worth more than branded impressions.

B U I L D  I N  S E A S O N S

Plan content and activations around your real cycles — pre-season, in-season, off-

season; pre-event, event, post-event; semester one, breaks, semester two. Owned

channels reward rhythm. Social rewards noise.

M A K E  T H E  O F F E R  W O RT H  C L A I M I N G

If your sponsor activation is a 5% discount nobody wants, no platform on earth will

save it. The clubhouse is leverage, not magic. Bring real value into it and the metrics

follow.
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Common objections

"Our audience won't download an app."

Audiences download apps when there's a clear, ongoing reason — exclusive content, real

rewards, useful utility (scores, schedules, maps, check-ins), recognition. Adoption is a

function of value, not virality. The question isn't "will they download an app?" — it's "have we

given them a reason worth downloading for?"

"We already have email and social. Isn't that enough?"

Email open rates sit in single digits for many sectors. Social reach is a fraction of your

follower count. Both have a role — neither delivers a guaranteed, segmented, identified

channel into a known audience. The clubhouse sits alongside those tools and turns them into

a loop, not a ceiling.

"We don't have the resources to run another channel."

This is the fair objection — and it's why platforms like Tiparra exist. Owned channels used to

mean expensive custom builds and dedicated dev teams. Modern, self-service platforms

collapse that cost dramatically, so the question becomes capability, not capacity.

"Our content team is already at full capacity."

The point of an owned channel isn't more content — it's better leverage from the content

you already make. Repurpose, archive, surface, and reward the work you're already doing.

The content multiplier (Section 05) is exactly this.

"Our sponsors are happy with logo placement."

Some are. The forward-looking ones aren't. Sponsorship is rapidly moving from impressions

to interactions — and the partners who can prove interaction will outbid the ones who can't.

An owned channel is how you stay in front of that curve, not behind it.
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The mindset shift

Old thinking New thinking

"Social reach equals fan engagement." "Direct reach equals real engagement."

"More followers means more fans." "Known fans means real relationships."

"The platform will show our content." "We guarantee our message lands."

"We know our fans because they like our

posts."

"We know our fans because we have their

data."

"Sponsors should be happy with logo

placement."

"Sponsors get measurable proof of value."

"We have a content problem." "We had a control problem. We fixed it."

"Reach is the goal." "Reach is the invite. Belonging is the goal."
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1 5  ·  A B O U T  T I P A R R A

Stop renting
attention.
Own your audience.

Tiparra is a self-service platform for white-label mobile apps. We help

organisations stop renting attention and start owning their audience — through a

branded mobile experience built around their fans, visitors, patrons, members or

students.

We work with sports clubs, events, venues, tourism bodies and universities to replace

fragmented, rented audiences with one Digital Clubhouse. Live updates, content, push, polls,

rewards, check-ins, sponsor activations and first-party data — all in one place, all yours.

Social is the invite. The Digital Clubhouse is where they
belong.

How to use this guide

Share it internally — with your board, leadership team, content team, commercial team

and partnerships team.

Use it as a conversation starter with sponsors and stakeholders. The Meeting A vs.

Meeting B framing (Section 06) is designed for exactly that conversation.

Apply the Monday Morning Test (Section 11) to your next campaign and see what

changes.

When you're ready to talk about what a Digital Clubhouse looks like for your organisation,

get in touch.

G E T  S TA RT E D

tiparra.com

Your app. Your channel. Your rules.

• 

• 

• 

• 
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