
The NBA Global Games came to 
Manchester’s Phones 4U Arena in 
October 2013, with a high-profile  
match between Oklahoma City 
Thunder and the Philadelphia 76ers.

The client was keen to generate 
significant ticket sales from members 
of the Chinese community.

They needed a new plan.

THE BRIEF THE CHALLENGE
Before speaking to UKC Company, 
the client thought that the 
Chinese community could be 
reached organically, using normal 
communication channels. This had not 
proved to be the case. 

By the time they approached UKC 
Company they had just 28 remaining 
days in which to achieve ambitious 
promotional targets, including new 
audiences reached and ticket sales. 
They needed specialist insight.

A CASE STUDY BY UKC COMPANY



UKC COMPANY INSIGHT
Just 28 days to reach a highly targeted audience. 
Tall order. Of course, that’s where UKC Company 
came in.

Our knowledge of the Chinese market told us a 
number of things. And it made us confident we could 
deliver a truly effective campaign.

We knew that NBA is very popular in China, so we 
figured that there would be significant audience for 
the event… it was just a matter of reaching it.

We knew that the ‘post-90s’ demographic of young 
Chinese people are a hugely ‘mobile’ generation; 
communicating frequently via social media and 
smartphones.

Finally, we also knew that Chinese people love 
attending events in social groups. So, if the campaign 
was going to work well, we needed to find ways of 
getting them to attend together.

The target audience for the campaign was primarily 
Chinese international students living in the North 
West of England and the wider UK, other Chinese 
residents in the UK, and visiting tourists.

It’s a large community. Just not so easy to get to.

To be effective, we needed to get the NBA message 
out through the right platform. A platform where our 
audience could be found. Weibo.

A LARGE COMMUNITY,  
BUT WHERE?

A STRATEGIC RESPONSE
With just 28 days results needed to be achieved 
quickly. 

The UKC Company team swiftly registered the 
@NBAManchester Weibo account and devised a 
social media strategy: one that would achieve the 
right results in a tight timeframe. 

24 posts would be sent through the account each 
day. Posts regularly provided team information 
and ticket booking details, alongside messages 
designed to get fans talking about how they would 
experience the game.

1215 posts went out during the campaign. 587 
original messages. 628 replies or ‘retweets’. 

The word spread. Momentum built.

Weibo is one  
of China’s major 

social media 
platforms. 

Over 30% of 
Chinese internet 
users are on the 

service.

503  
MILLION  
USERS WORLDWIDE.

100  
MILLION  

messages posted  
each and every day. 

30%

“THE ‘POST-90S’ 
DEMOGRAPHIC OF 
YOUNG CHINESE 
PEOPLE ARE A HUGELY 
‘MOBILE’ GENERATION; 
COMMUNICATING 
FREQUENTLY VIA 
SOCIAL MEDIA AND 
SMARTPHONES.
With a little clever thinking, UKC Company developed 
an innovative social media strategy based around the 
Chinese social media platform, Weibo.



UKC Company categorised Weibo users into two 
segments: infl uencers and individuals. 

‘Infl uencers’ were those users that could give our 
message fl ight; the official NBA accounts, Chinese 
media, bloggers, Chinese basketball associations 
based in the UK, student societies, and other Chinese 
organisations in the UK. A strategic ‘retweet’ from 
these users could reach thousands of people in an 
instant.

But ‘individuals’ were just as important to the 
campaign’s success. The target audience, the people 
most likely to click and book…and invite their friends, 
too. Weibo users tagged with terms like ‘basketball’, 
‘sports’, ‘Manchester’, ‘Salford’, ‘North West’, ‘North 
England’, ‘Liverpool’, ‘Sheffield’, ‘Leeds’, ‘York’, and 
‘Derbyshire’.

Knowing how to reach both segments required UKC 
Company’s specialist knowledge of the China market.

REACH THROUGH INFLUENCERS, 
CONVERSION THROUGH 
INDIVIDUALS

Encouraging people to attend the event in groups 
not only increased the amount of ticket sold, it 
increased the likelihood of those tickets actually 
being sold. Peer pressure rules.

UKC Company created a ‘Let’s Go Together’ 
campaign; designed to inspire groups of friends 
and families to arrange ‘NBA parties’…and make a 
real night of it.

The @NBAManchester account provided details 
on booking, travel information, and on restaurants 
close the event’s location. The account even 
helped to pair up attendees with other people 

DRIVING GROUP BOOKINGS

RESULT: A SLAM-DUNKIN’ 
SUCCESS!
190,000 people reached in total. One group 
bought 240 tickets. In one transaction. A single 
tweet was read 17,000 times, driving 566 clicks 
onto the booking website.

Attendees came from the North West, from 
Yorkshire, even from Cardiff and London. People 
made a day out of the event; booking hotels, 
eating out, shopping.

A return on investment of 1:15. In just 28 days.

TICKETS SOLD TO ONE GROUP. IN ONE TRANSACTION.

240

going to the game.

On the night of the event two hashtags, #NBA 
and #NBAManchester, carried the message even 
further. Using the hashtags attendees were invited 
to share their own experiences of the match. Some 
created digital photo albums, documenting their 
night. Some had bought premium tickets, so got 
‘up front and personal’ with celebs such as Rio 
Ferdinand. Some had bought new shirts, especially 
for the players to sign. And many had bought 
souvenirs from the game. 

All these experiences, captured digitally, shared 
through Weibo. A genuine sense of community 
around the event.



SO, IS TIME REALLY AN ISSUE? 
NOT AT ALL. IF YOU HAVE 
THE RIGHT INSIGHT YOU CAN 
ACHIEVE GREAT THINGS. OF 
COURSE, WHERE YOU GET THAT 
INSIGHT FROM IS CRITICAL.

IF IT’S TIME TO TAKE YOUR 
BRAND INTO THE CHINESE 
MARKET, JUST IMAGINE WHAT 
CAN HAPPEN IF YOU SPEAK TO 
THE EXPERTS.
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