Social Value Model

and the role of business intelligence
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Empowering data. Intelligent investment.
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ActiveXchange & the SportskEye Network
Committed to creating active communities - unprecedented intelligence

OVER 2 MILLION MEN

300+ VENUES

A DATA TEAM + PREDICTIVE MODELS

SIMPLE DECISIONS

MORE MEMBERS MORE ACTIVE MORE OFTEN
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‘ 4 predictive models powering positive change
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SITE SCORECARD: WAVES FITNESS AND AQUATIC CENTRE
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ANC COMMUNICATION LOG

STAGE 1: RETENTION — CUSTOMER BEHAVIOUR

VTS FLARMUNCE LWL

AX DATA TEAN

MEMBER KPIS
(activeCAMPAIGNS)

activeCAMPAIGNS

AcToN aLUE

COMMUNITY PRIORITIES

Firadice.

FeEmBACH — : °”; ST T 2 STAGE 2 RETENTION - S FFER
PERFORMANCE & GROWTH MEMBER VALUE MODEL
Pinpointing growth potential 'The so what next’ question

Focussing on 2-3 ongoing 'change’ priorities

1) Understand relative under/over performance
2) Optimal site investment options
3) Target 'unmet demand'
4) Integration into target digital campaigns

1) Optimal offer for current members - increasing the
number of live member days in the business (retention)
2) Align the offer with unmet demand in the area
(prospect acquisition)
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4 predictive models powering positive change

activeCAMPAIGNS MARKETING SOCIAL VALUE MODEL

Accurate, consistent, credible. Automated tracking of

Right person, right message, right time . . - .
social value (community savings) generated by sites

Risk-free with upfront lead generation guarantee

1) Aligned with Federal Government research principles
2) Supported by State associations
3) Social Value growth plan linked to SportsEye intelligence
and tailored for each partner operator

1) Reduced cost of member acquisition
(targeting unmet demand)
2) Retention Model - predicting drop out + optimal
intervention to mitigate - increasing member lifetime



SportsEye partners - Social Value Growth Plan

Using wider intelligence (facility, program, pricing, operations, marketing)

For full details on SportsEye for Operators please visit
https://activexchange.org/sportseye-operator
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https://activexchange.org/sportseye-operator

Social Value Model
Shifting Values...

Recognising
community
savings through
physical activity

Ensuring
funding is
allocated to
where it will
make the
greatest impact

Engaging a
wider range of
funding sources
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/" SOCIAL VALUE MODEL
h.; ACCURACY - CREDIBILITY - CONSISTENCY
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The Value of Change
Social Value Model

Supported bv 96.5m Economic value of community Increased

e hours of volunteer time sports infrastructure
The value of ik it

community
sports Used by 8m people
it annually

Enf raStructU Fe : Health value of community sports
in Australia is SR Nl '
at least Employing 57,000 o
people

Social valus of community sports

Preventing 24,000 infrastructurs
DALYs At

[Dizability adjusted fife yoars)

o T d B 4 KPMG

o

Empowering data. Intelligent investment.
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A Social Value Model
i B Key principles

The social value model provides a quantified estimate of the health
and social value generated by member activity

» Each member is first segmented into demographic groups to
facilitate individualised estimates of the impact of their

activity.

» Each month of member activity is then analysed to generate _ _] .
an estimate of their health effective minutes for that month, Ine \/awg O]_c QUITWIWLJ!WI[V
which is determined by a combination of the intensity and SDU[[b nirastructure

duration of the activities within that period. Investigating the value of communty spors facites to Austaia

The model then calculates whether in a given month, a person has
met the required level of activity in order to meet the threshold to
generate benefits.

» This threshold has been based upon the Australian Institute
of Health and Welfare (AIHW) Guidelines for Physical Activity.

» The social value model includes ten social value indicators,
some of which are able to be attained in a given month
(Acute value), and some which require an annual threshold

to also be met (Chronic value). ki
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Risk {, 25% Risk {, 20%
Saving $2,815 Saving $288

Cardiovascular
disease
2.27%

Bowel Cancer
0.35%

o
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SOCIAL VALUE MODEL

Risk & 7%
Saving $239

Diabetes
1.33%

Risk { 35%
Saving $3,167

Dementia
2.43%

Risk {, 4%
Saving $404

Mental health
4.40%

N\

Actlv_e‘

change



Export from the
site's member
management

system

Activity profile -

MET.mins

Threshold met for
acute/ chronic
outcomes

Data standardised
(activity types)

- DataHub

Risk profile all
individuals (acute
and chronic
indicators, right)

Individual values
summed to venue
and outcome level

The Value of Change
Social Value Model Process

Mental health (Acute)

Dementia (Chronic)

Cardiovascular disease (C)
Type 2 diabetes (C)
Bowel cancer (C)
Breast cancer (C)
Health system savings (A)

Risk of drowning

Education attainment (A)

Increased productivity (A)

Activa&change
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‘ The Value of Change
‘ » Social Value Model Process

The Social Value Model methodology aligns
closely with the AIHW Guidelines for Physical

Activity levels in adults. These guidelines BRI
recommend that adults undertake the Lane oL ME_TS
. . swimmin er min
following: E\SNCI) MEITSg aalafiea P
' : 8.0 METS
. per min .
e 150 to 300 minutes of moderate 4 per min Aqua
intensity physical activity per week; or classes

* 75 to 150 minutes of vigorous intensity General Yy 5.8 METS
physical activity per week; or gym Golf per min

* An equivalent combination of the two. 5.5 METS 4.8 METS -

per min/ per min
Acute threshold: 1,500 MET.mins per month Bowls ) v Body attach
t
Chronic threshold: 13,500 annual MET.mins 3.0 carn to 8.0 METS

+ minimum acute threshold for at least 6 per min
months

METS )

6.0 METS
per min

ive

per min



Social Value Model
Output: Report - consistent, accurate, credible

SOCIALVALUE  sewooperator
CALCULATORREPORT  isoias
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B SOCIAL VALUE MAPS O

MAPS - FLTER COMBINED VIEW

The heat map below shows the social value generated by the higher social value generated compared to lighter coloured area. The Ave ra e
lower-super-output-area (LSOA) level. The darker colours indicate blue dots on the map show other leisure centres in the catchment area. g

value per
leisure &
=9 . °  — =3 aquatics

' ' participant:

$3,932

B2 Sodal Value Map

2634.14

Shetile

TOTAL SOCIAL VALUE

=121
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SPORTSEYE

FOWERED BY ACTIVEXCHANGE

SITE & AREA
PERFORMANCE

AUDIT

ALL LOCATIONS

HEALTH CLUBS

AQUATIC

SWIM SCHOOL (APRIL 19)

MEMBER KPIS
(activeCAMPAIGNS)

AX DATA TEAM

COMMUNITY PRIORITIES

HEALTH FACTORS
DEMOGRAPHICS
SPORT NSW DEMAND
AREA INFO

THE LOCKER ROOM

PERFORMANCE

Select layers below to display on the
map.

1. DEPRIVATION ?
CONVERSION (SITE)

2. AXC RISK OF INACTIVITY ?
CONVERSION (SITE)

3. SOCIAL VALUE ?
GENERATED (SITE)

Size: Social Value Generated in last
calendar year

4. SOCIAL VALUE ?
PERCENTAGE CHANGE
(SITE)

Slze: Soclal Value Percentage Change
between last 2 calendar years

Colour: Change %

Red: Reduction

Green: Increase

LAYER DETAILS El

SportsEye partners

Social Value Growth Plan

AQUATIC & FITNESS CENTRE

1. DEPRIVATION CONVERSION (SITE)

41%

2. AXC RISK OF INACTIVITY CONVERSION (SITE)

81.4%

3. SOCIAL VALUE GENERATED IN LAST CALENDAR YEAR (SITE)

$ 2315221

4. SOCIAL VALUE PERCEMNTAGE CHANGE BETWEEN LAST 2 CALENDAR YEARS (SITE)

1.1%

SOCIAL VALUE SUMMARY
DASHBOARD

Click here to view Social Value Summary Dashboard for subscribed
Sites.

ORDER SOCIAL VALUE REPORT @

Click here to order Soclal Value Report from the AX Data Team.

VISIBLE LAYERS

1 at Site

i i o
Soclal Value (3) Generated
by .

viep improve this map
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SportsEye Partners — summary uploaded

Social Value Model - Reporting

Average value per participant: $3,932

-0: AX_Social Value_Model_Report_Demo
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Actlveiénange ActiveXchange Social Value Model DEMO

SITE -
Empowesing d Hligeni investment

Last 12 months vs Previous 12 months Community Savings
W Hov 2017 -0ct 2078 Nov 2006 - Oct 2017 STATE -
1.5M
] YEAR -
uced risk of demertia
i risk ol candior..
— e risk. ol drowning
eased preductivity TIME -
[
ACUTE CHRONIC W Reduced risk of breast..
TYPE -
B tow 2017 -0ct 2018 [ Mov 2016 - Oct 2017
1.5M
KEY_INDICATORS -
1 Dema Centre 3

Nav 2017 - Oct 2018: 400,000

Total Value

S $4,286,196.00
Average across sites In the last 12 months
i
: e —— o 3 $584,049.00
Demo Centre 1 Dema Centre 2 Demo Centra 3 Demo Centre 4
Averag 1 the 12 months
$487,500.00
Total generated in community savings Average indicator per site
I Moy 2017- 0ct 2018 [ Now 2006 - Dct 2017 ! :
LT
0Nm‘..¢ubr
M C‘ODEHHI.Ib
s data to provide partner KPMG provices cngaing expertise and BataHub i a global software provider that
™ th the confidence io change, research i relation o the broader sacial processes and standardises member and
and heaith henefit pererating business
create & clear line of =gt on cutcomes and sport and recreation. Mosi intelbgence reporting, benchmarks and
Ll Now 2017 - et 2018 Now 2016 - Ozt 2017 impacts. This creates active oo mmunites KPMG's Sports Advisory feam parinered market trends
and extends the reach of each delbvery and with Spart Austraka to rvestigate the
mwestment partners. This includes being lead economic, social and health value of
partner of this Social Value Model service Commurity Sports Infr cture.

10 ata Last Lipdsted: 7/2/2018 54751 PM | Prvacy Policy
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ALL LOCATIONS

SPORTSEYE

FOWERED BY ACTIVEXCHANGE
map.

Click here to see all Site
performance data.

SITE & AREA
PERFORMANCE

AUDIT 1A. MEMBERS (SITE)

HEALTH CLUBS
AQUATIC
SWIM SCHOOL (APRIL 19)

1B. MEMBERS (AREA)
2. DEMAND (AREA)

3. CONVERSION (AREA)

MEMBER KPIS
(activeCAMPAIGNS)

4A. TARGET UNMET
DEMAND (SITE)

4B. ALLOCATED UNMET
DEMAND (SITE)

AX DATA TEAM

4C. UNMET DEMAND (AREA)

Colour: Unmet Demand

COMMUNITY PRIORITIES

PERFORMANCE
HEALTH FACTORS
DEMOGRAPHICS
SPORT NSW DEMAND
AREA INFO

CHOOSE VIEW:

- Il

5. PERFORMANCE BALANCE
(SITE)

THE LOCKER ROOM

LAYER DETAILS

Select layers below to display on the

SA1 CODE: 1158501

33

-

SportsEye partners - Social Value Growth Plan
Using wider intelligence (facility, program, pricing, operations, marketing)

I 4

EWU

VISIBLELAYERS Xy

Social Value F'aroumag;!_:_riange '
(%jat Site (Calour: Category)

| 3 “<Peprivation Deciledn SA1 Area

X Social Value (5) Generamdat?.ﬁe'

X Unmetl]'gmanﬂ i SAT Area > :

X,

LEGEND

Social Value Percentage Chan'g_e' (2] at
- Site (Colour: Category)

. .
a0 w B s o

Deprivation Decile In SA1 Area

1 & 1o

Soclal Value (§) Generated at Site
-0 @
5000000 10000000

bl

Pk,
.L.Qn_'netﬁemand in SA1 Area
e

penStreatian Improve this map
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‘< Social Value Model - Report
‘ » Investment

ALFAQ member price:

» $2,995 per operator setup (removed for ALFAQ members in August/ Sept)
» $995 per site per report (typically ordered annually)
» 2-3 week turnaround

ActiveXchange ongoing commitment:

» Presentation/ briefing on outputs with each Council
» Bi-annual ‘State of the Sector’ social value summary report to support
SportsEye partners to influence stakeholders

» Direct support for SportsEye partners to grow their social value on a rolling
basis.

e
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‘< Social Value Model (UK example)
‘ » ActiveXchange - Supporting Change

Social Value of an Individual Social Value of aMember Social Value of Sports

[ What contribution does one person make 1o the ovesall Social Value? ] What & the difference between members and casualvsitors n 20172 ]

o dee O

w6 - £42935
-‘ people Sorsa Vet ca
[‘ £431 J{& £424

Which Sports prov ide the highest Social Value in each of the components 'n2017'?]

lolars Toe cifern I
) -
Thezlowelirelaids thars festal dsers { How does the frequency of memberv Eis mpact Social Value n 20177 ] The table below highlights the twe sports that hawve the highest contributions
: : Ihis g | Siecia Wa s gensates oy tha G20 sies bas nereased by £49 milion over I& SW\mmIDgH £78 I[ £260 ‘I £4 I[ £0H l
T ) m _ ["z'szsm“nm"_-ns’m“u““m“] (T e[ e | [ roe: | (DD DR
{nasig arrase
ot e by [ s50412 M‘ £205 } [ ——— ] [#_cowvero| (RSN (NEEERDD
[ What is the difference bet ween male and female contribulionsin 20177 } _ Rt Sucd Velse [F roval[ ez | [ eoas | [N (EOOON)
NFRECUENT e, OORE [F  samnon|| eso | [ e2m || e8| | go24 |
A | [ RS | e e
B o] = @R | ] el e e
llms'vﬂy?svﬂ f‘. olf
frequency ncreases. e - - : -m
[ %ﬂ&@ﬁ 37 ‘ £320 ‘ £32% ] _ ﬁ’mm;;":em 50+ eowactiviies|| g2 | [ €306 | [ eo | [ 000 |
ILII,JMON] £ ‘ - ‘ - ] [ 21265 J[‘ £1251 J &“ﬁﬂ“’mﬁf K veve| [ 73 || £242 || e | [ £om |
lllmﬂil'l'ﬂ'l'l
Ig) CRIMEH £031 H - ‘ £065 ] oo s
isz%ufsampke *48%0fsanp|e = - 168x more Group Workouts Football contributed
‘ b sodd vae contributethe - thebiggest amount
‘ ; af - -, 23 gende biggest amount to 7 toﬁnoc:tnionmd
* +H£10 ;gnwmmwammmﬁ;ﬁ;ﬁWMMzmam @ ingani membertoarc % more socia vale " ©
“}'1'- ----- for
Tales e 1 terEles nThe sarmple was b
ukactive Social Value 2077 Powered by DataHub ukactive Sodial Value2017 Powered by DataHub ukactive Social Value 207 Powered by DataHub 0
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Social Value Model (UK Example)

ActiveXchange - Supporting Change

)
‘ »

Social Value of the Sector

Data has been taken from 65 1publiclesure faciiies acoss the UK and processed using the DataHiub
Social value Caleulalor 1o deler nine g oveell Sode Value Lhel hese sies are genereling The year

used for calculat ions nuns f om Octoberto September.

2016/ 7

2015/6

%

Theslal Sodal daae or Lhe
UK Pubic Leisure Sectar has
beenestimated by scalingthe
‘igure of E770m generaled
from the 651sitesinthe sample
by thetot a number of Public
Leisure facilit ies inthe UK from
the 2017 State of the Inoustry
Repart.

Extrapolated Socia
Value for UK Public
Leisure (20 17)

[ How does thisfigurebreakdown into the four componentsof Socia Vaue?

ﬁ HEALTH || E745 million '*‘-
SUBLECTIVE m
WELLBEING|| =24 bilion

ED EDUCATION || £123million e

Ehcadion

83 CRIME|| £2.4 milion ——

Ihie rragnitude of these ramnbers sarves B bighlight the mps tance of <eepirg the slready active
moving and encouraging the inact ve to participate nexercse.

Social Value by Region

[ How does Soclal Value differ by Region? ‘

The difference in average sodial value generated per region is driven by the difference in participation frequency of
users and thelr demographic and Mosalc profiles rather than differences In the sodal return per regicn

ﬁ Average secial value for one site

‘ Average soclal value for one persan

NORTH WEST

ﬁ E£0.9 million

‘ E418

WALES

ﬁ £0.6 million
‘ £448

WEST MIDLANDS

& £0.9 million
.‘. E£457

SOUTH WEST

ﬁ £1.0 million
‘ £465

SCOTLAND

ﬁ £1.9 million
& £451

NORTH EAST

ﬁ £0.8 million
‘ £476

YORKSHIRE

£1.3 million

& 1

EAST MIDLANDS

ﬁ £1.0 million
& 490

EAST OF ENGLAND

& £1.0million
& E466

SOUTHEAST

ﬁEIS million
‘ F452

LONDON

Social Value 2017 Powered by DataHub

ukactive

Social Value 2017

ukactive

Powered by DataHub u

e
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| Contact the team today

i » The ActiveXchange team can manage your data transfer
& 2019 National Sports Convention Award w a.v s
> Best Tech Solution ~ | Lo,
H NEW ZEALAND "’"
> All categories Farel oYY,

NATIONAL

=3 Links 'o' Jonas
ravolul'lonlsespoRT

./// FOOTBALL ﬁr
< tennis

-

: Auckland
D
/% belgravia ] Councn =

Y cccccccc
L !}3!.!9!!!2!{5% ARC

3 Z insideEDGE TRE )WELL

4

ActiveXchange
www.ActiveXchange.org

Alex Burrows, Director
Alex@ActiveXchange.org
intelligence@ActiveXchange.org



http://www.activexchange.org/
mailto:Alex@ActiveXchange.org
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