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5. LOCAL MARKETING AND VISIBILITY

A practical guide for grassroots sports clubs in Tendring

Introduction

Many grassroots sports clubs underestimate their local
visibility.

They assume that because they are not advertising
online, running paid campaigns, or posting daily on
social media, they are not providing much value to
local businesses. In reality, the opposite is often true.

Grassroots clubs are some of the most visible, trusted,
and regularly visited places in their communities. This
guide is designed to help clubs understand the
visibility they already have, why it matters to local
businesses, and how to explain that value clearly and
confidently.

Local marketing is not about reach at scale. It is about
repeated exposure, familiarity, and trust. Grassroots
sports clubs are exceptionally strong in all three.

Step 1: Understanding what local visibility really means

Local visibility is not about how many people see something once. It
is about:

* the same people seeing something regularly
* in a trusted, familiar environment
« connected to something they care about

This guide is provided free of charge to grassroots sports clubs in Tendring @

and is funded by the UK Government through the UK Shared Prosperity Fund Funded by
UK Government



Tendring Club B i e
S u p port UK Government

5. LOCAL MARKETING AND VISIBILITY

A practical guide for grassroots sports clubs in Tendring

For a local business, this is often far more valuable than a one-off
advert seen briefly online.

Visibility can include:

* seeing a sponsor’'s name every week in the clubhouse

« seeing the same logo on noticeboards or signage over a season
* hearing a sponsor mentioned casually in conversation

« associating a business with a club they support or are part of

This kind of visibility builds familiarity and trust over time, and is
something most other paid-for media simply cannot deliver at a local
level.

Step 2: Why repetition matters more than reach

National and digital advertising often focuses on reach. Local
marketing works differently.

A local business does not usually need thousands of impressions
from people who live miles away. They need:

* awareness among nearby people
» familiarity among repeat visitors g Grassroots clubs
 trust built through repeated exposure naturally deliver

repetition because:
A sponsor logo seen:
« twice a week v' members return
« over a period of months weekly
by the same group of members, v' seasons run for

families, and visitors months

v' clubs are social
can be more effective than a paid spaces, not pass-
advert that appears briefly, if at all, through spaces

and is soon forgotten.
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Step 3: The spaces clubs already control

Most clubs already control more visible spaces than they realise.
These may include:

* clubhouse walls and noticeboards Clubs do not need
* bars and social areas g to invent new

e entrance points assets to be

» pitch-side fencing or boards valuable. They

* changing rooms need to

» fixture boards and results boards understand and

- fixture cards/books organise the

» club websites and newsletters assets they already
« social media pages

have.
« announcements and word-of-mouth

None of these require expensive infrastructure. Their value comes
from how often they are seen, not how flashy they look.

Step 4: Why clubs are trusted environments

Local businesses care about where their name appears.

Grassroots clubs offer: The trust. ggrnered
by associating a

¢ strong community association company with a

« goodwill and shared values grassroots sports

« family-friendly and social settings team canngt be

+ long-term presence in a town/village bought easny .
through traditional

People are more likely to notice and advertising.

remember a business when it is supporting their club, involved in the
community, and associated with something positive and familiar.
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Step 5: Explaining visibility in simple terms to firms

Clubs do not need marketing jargon to explain visibility.
Simple explanations often work best, for example:

* “Our members are here every week”

+ “The same home players people will see your name all season, they
won't be able to forget it, but every week sees away teams coming
to us and learning about you, and us going to other areas
spreading your word”

« “People come here socially, not just to play”

« “Our members tend to support businesses that support the club”

Comparisons can also help:

* Alocal magazine advert might be seen once

* A Facebook advert might be scrolled past

« Club visibility is seen repeatedly, over time, by the same
dedicated local audience

The goal is to not oversell, but to explain why local visibility works
differently.

Step 6: Visibility is about association, not hard selling

Local sponsorship works best when it feels natural.

Businesses are not looking to “sell” inside a clubhouse. They are
looking to:

* be recognised
e beremembered
« be associated with the club

This guide is provided free of charge to grassroots sports clubs in Tendring @
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Clubs should avoid promising:

 direct sales
* guaranteed leads
e« unrealistic outcomes

Instead, focus on:

* awareness

« familiarity

* long-term goodwill

This makes sponsorship more credible and sustainable.

Step 7. Common mistakes to avoid

Clubs often undervalue themselves by:

* assuming relatively small audiences mean low value

« comparing themselves unfairly to national media or bigger clubs
+ focusing only on numbers rather than frequency

* underplaying the trust they hold locally

Other common mistakes include:

« offering too many small, confusing assets
* not explaining visibility clearly
* assuming businesses already understand the value

g Confidence comes from clarity, not exaggeration.
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Step 8: Visibility over time is what sponsors are buying

Most local sponsors are not buying a single advert. This is true in
most local media, so try to reflect how they buy elsewhere.

They are buying:
« months of visibility
* repeated association

e presencein a community space

When clubs think in terms of seasons, not moments, their
sponsorship offers become clearer and more realistic.

This also helps clubs price fairly and explain value without pressure..

Final thoughts

Grassroots sports clubs are powerful local marketing platforms, even
if they do not think of themselves that way.

By understanding:

* how visibility works
 why repetition matters
« and how trust is built locally

clubs can speak more confidently to local businesses and build
stronger, longer-lasting partnerships.

This guide is designed to help clubs recognise the value they already
have, not to turn them into marketers or hard-nosed media and
sponsorship salespeople.
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