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Executive Summary 

  

This project will provide a full analysis of misfits boxing as a company. In this project i 
will dissect the website & offer actionable suggestions & point out errors & offer up 
solutions. In the following project you will see a lot of the beliefs & ideas that I have 
offered up as suggestions for misfits to employ such as issues with their website url , 
dependencies & a very hard-sell as the first moment of truth on their website & the fact 
their website struggles even when explicitly searching for it. In this project I will be 
offering up my own campaign called “Fight your way “this campaign’s goal is to 
revitalise & further deepen misfit’s already grown roster by having a 32-man tournament 
in the same structure as the ultimate fighter. The ultimate fighter is a fighting 
competition & a tv show cantered around 2 teams, 2 captains & the rival dynamics of 
fighters competing for a ufc contract. However, the ufc got lazy & ratings & viewership 
for the ultimate fighter have never been lower as it continued to lack quality 
entertainment. The goal of the fight your way campaign is to reinvent this idea & 
incorporate it into streaming culture. 



   
 

   
 

 

 



   
 

   
 

 

 
 

Situational Analysis 

 

  

Misfits Boxing is a leader in the phenomenon of crossover boxing. it merges combat 
sports with influencer entertainment. this draws an audience that treats fighting as both 
spectacle and as a storyline. Since Misfit's inception in 2022, Misfits has become the 
dominant force in this niche. through its partnership with DAZN and the cultural reach 
of KSI and the wider influencer ecosystem. The organisation’s rise reflects broader 
success of misfits boxing. misfits draw in the younger audiences that tend to consume 
entertainment in short-form content, personalities over institutions, and with 
interactive drama rather than passive broadcast sport. 

 



   
 

   
 

 

 

Internal Environment 

  

The brand’s internal strengths begin with scale. Misfits can tap into the combined social 
reach of its founders and fighters. Misfit's relies on the hype surrounding its viral 
moments like callouts, rivalry fights & influencer storylines that give Misfits the cultural 
virality that traditional boxing often struggles to generate. Because events are built 
around its creators who already know how to generate attention, Misfits can reduce 
conventional promotional costs and still achieve a sense of global visibility. 



   
 

   
 

  
 

However, the organisation’s internal weaknesses are structural. in evaluating the 
website it is functional in its purpose of being on the internet. but it lacks the 
operational features of Seo that modern websites require. Misfits has too large hero 
images that dominate their homepage that require series scrolling to get past & also 
lack persuasive calls-to-action.  

  



   
 

   
 

 

  

Search-engine visibility is another major weakness. Misfits perform poorly for non-
branded keywords and struggles even with branded ones. Essential optimisation 
metadata, keyword-rich headings, alt text, semantic structure is largely absent. The 
domain name (misfitsinc.shop) is both counterintuitive and lacks any reference to 
boxing, weakening their credibility and discoverability it should be Misfitsboxing.com. 
The brand is forced to lean almost exclusively on its social presence to due its lack of 
care in terms of its digital presence that isn't social media and with their DAZN 
partnership they don't care about organic search traffic. The person who commissioned 
the website certainly didn't understand what a website needs to be successful & the 
person who created the website clearly demonstrated their laziness in not completing 
misfit’s website to an acceptable standard. 



   
 

   
 

 



   
 

   
 

 



   
 

   
 

 

 

  



   
 

   
 

 

 

  

Paid media is another underdeveloped area. Transparency reports across suggest 
Misfits runs no paid advertising across Google or Meta. While the brand does benefit 
from its strong organic attention completely relying  on virality creates extreme volatility 
for misfits as a brand in terms of their growth they are a making millions they can afford 
a couple of google ads to increase their reach or have a outside marketing & seo expert 
fix their website. while paid acquisition would allow them to retarget engaged users 
they need to stabilise their interest beyond the hype cycles and build a CRM strategy.  



   
 

   
 

 

 

 

Below is a comparison of both Misfits’ website & a college students website as a 
comparison using good page speed insights to compare David to goliath. misfits is a 
large organisation with substantial revenue. Yet their website while scoring well in some 
areas  underperforms in others especially accessibility. In the comparison below i 
compare a small student-built portfolio site  to misfits & was surprised to find that it 
surpasses them on some key metrics. Misfits’  need to rethink its digital infrastructure 
as it does not match its brand scale. 



   
 

   
 

 

  



   
 

   
 

 

  

  

At the same time, the external environment carries risk. The influencer economy is 
volatile by nature. Creator relevance can rise or collapse overnight, meaning fighter 
popularity swings significantly more than in conventional sport. Public controversies, 
content scandals, and interpersonal fallouts can instantly rewrite event narratives. 
Audience expectations are also constantly changing due to the high-budget 
competitors like Riyadh Season, whose events redefine what “premium” really looks 
like. But Misfits can compete with Saudi money they just need to balance the 
entertainment of the sport with creative ideas for cards & campaigns to feel fresh & to 
Continue growing. 



   
 

   
 

 



   
 

   
 

 

 



   
 

   
 

 

 



   
 

   
 

 

 

  

Overall Assessment 

  

Misfits Boxing’s strongest assets are cultural momentum, vast organic reach, and a 
digital-native audience whose consumption habits align perfectly with its brand 
identity. Its weaknesses fragmented ticketing, weak SEO, limited paid media, 
inconsistent UX, and an underutilised website are solvable structural issues rather than 
strategic failures. Addressing these weaknesses would allow Misfits to convert hype 
into long-term brand equity, stabilise revenue, and solidify its position as the leading 
global crossover boxing franchise. 

 



   
 

   
 

Website Analysis of misfits boxing  

 

 

 

 

 

 



   
 

   
 

 



   
 

   
 

 

 

 



   
 

   
 

 

 

 

 



   
 

   
 

 

 

Social Media Content Calendar 
 
 
 
 

 

 



   
 

   
 



   
 

   
 



   
 

   
 

 



   
 

   
 

 

 



   
 

   
 

 



   
 

   
 

 



   
 

   
 

 



   
 

   
 

 
 



   
 

   
 

 



   
 

   
 

 

 



   
 

   
 

 

 



   
 

   
 



   
 

   
 

 

 

 

 

 

 



   
 

   
 

 

 



   
 

   
 

 



   
 

   
 

 

 



   
 

   
 

The Race Framework & how it can work for misfits 

 
 

 

  

the Race model with an additional planning stage allows for additional freedom in the 
staging of a campaign to raise a sense of awareness for the “Fight Your Way” campaign 
and the Misfits Challenger League which aims to generate hype for misfits & improve 
their brand equity by making the path to purchase easier. The race model now is more 
of a Prace model with planning , reach , action , conversion & engagement. This is 
achieved through social media channels like TikTok, Instagram, and Twitter/X, as well 
as paid digital advertising on Google  & its display networks. By leveraging a healthy mix 
of organic & the paid strategies. Misfits try to ensure the potential participants of the 
show so that the fans can discover the campaign and its events. By maximizing their 
exposure among misfit's target demographic of 16–35-year-old males. they can also be 
appealing for a broader crossover audience. 

  



   
 

   
 

 

  

Misfits need to try to convert the focus on changing & driving tangible outcomes. These 
tangible outcomes can be anything like  tournament applications, ticket purchases, or 
subscriptions to the Side Plus service or dazn subscription for their boxing events. Each 
channel of their channels are carefully selected based on its ability to facilitate the 
conversion of sales., ensuring that traffic generated during the Reach and Act phases 
results in measurable business results. 

  



   
 

   
 

 

 
 

 

Business Objectives, Digital Goals, and KPIs 
 

Misfits Boxing’s overarching business objective is to strengthen its position as the 
leading global crossover boxing brand. The organisation operates at the junction of 
combat sports and creator-driven entertainment, giving it access to two distinct but 
overlapping audiences while traditional fight fans and digitally native younger viewers. 

 

 



   
 

   
 

in order to support this objective Misfits must seek to increase their PPV revenue by 
driving in new and returning DAZN subscriptions.  

  

The digital goals translate these ambitions into measurable performance indicators. 
Misfits aims to grow their cross-platform engagement by increasing their social reach. 
Misfits need to improve their visibility to search and have recommendation algorithms. 
Misfits need to be strengthening their website’s role as a conversion hub through 
clearer ticket pathways, improved SEO, and integrated CTAs supports higher ticket 
sales, merchandise interest, and PPV purchases. To their evaluate progress, KPIs focus 
on three layers: reach, engagement, and conversion & in a broader sense the kpi's for 
misfits & the fight your way campaign needs to centred around 

 

  

  

 



   
 

   
 

Together, these objectives, goals, and KPIs create a measurable and scalable digital 
growth system tailored to Misfits’ hybrid entertainment-sport audience. 

 

 

 

 



   
 

   
 

Strategy – Communications Strategy, Persona Definition and Value 
Proposition  
 



   
 

   
 

 
  

Value Proposition 

Misfits Boxing tries to deliver unique sense of value by combining the elements of 
excitement of the competitive combat sports world along with the increasing appeal of 
influencer-driven entertainment. Beyond promoting the matches and cards Misfits 
creates a distinct platform for fan engagement by fostering community, inspiration, and 
the entertainment across digital and live formats. While in the high-profile crossover 
fights there can be a complex compelling narrative between fighters.  

  

Misfits tries to extend their reach across its multiple channels this includes both 
DAZN's live events and their high sense of engagement in regards to their social media 
platforms such as YouTube, TikTok, and Instagram. Misfits tends to prioritise the short-
form content. they are adapted to a digital social-first content. This method of content 
is unique as it is ingrained into the modern culture of sharing short form content which 
was popularised by TikTok , & Instagram reels &  can be used to engage in a format that 
appeals to their primary audience who are digitally-native audiences. While traditional 
broadcasts tend cater to viewers valuing technical skill and long-form coverage. Misfits 
emphasises entertainment first prioritising the accessibility, virality, and immersive 
storytelling of misfits to meet the expectation of the standard of Gen Z and millennial 
fans. 

  



   
 

   
 

Persona Definition 

Misfits’ audience can be identified & segmented using Segmentation Theory, 
considering demographics, psychographics, behaviours, and media usage concerning 
their 3 most prominent demographics for misfits that concerns male & female gen z 
fight fans & millennial male fight fans.  

 

 

these Three core personas emerge: Male Gen Z fight fan (“Jose”) are mostly motivated 
by their social identity and by self-improvement, he actively selects content via 
YouTube, TikTok, and Instagram, seeking short-form breakdowns, commentary, and 
training insights. Uses & Gratifications Theory explains his choice-driven media 
consumption and preference for participatory engagement. 



   
 

   
 

 

  

Female Gen Z wellness-and-lifestyle fan (“Danielle”) – Interested in community-
building, self-expression, and inclusive spaces, she values personality-driven 
engagement and empowerment narratives. Psychographic and social identity theories 
explain her preference for Misfits’ female divisions and hybrid fan experiences. 

  

Male millennial fans (Richard) that are Loyal to traditional combat sports yet open to 
crossover formats, he consumes long-form events, press conferences, and technical 
analyses. they tend to adapt the strategy of audience adoption theory that indicates 
how the older demographics can require clear functional and rational benefits before 
engaging with new entertainment formats. 

  

These personas illustrate Misfits’ hybrid entertainment-sport positioning, with distinct 
motivational drivers that motivate the growth of identity-building, empowerment, 
entertainment, and legitimacy while sharing overlapping digital behaviours across 
platforms. 



   
 

   
 

 

 

Communications Strategy 

By using these personas Misfits can be confident in addressing the wants & needs of its 
audience ’ communications strategy emphasizes authenticity for Gen Z, community-
building for female fans, and credibility for millennials. These approaches ensures that 
content remains targeted in its delivery, optimized engagement, and coherent 
storytelling across digital channels. By aligning value propositions with audience 
motivations, Misfits strengthens its fan loyalty, that enhances misfits' brand equity & 
reinforces its position as a digital-first entertainment-first combat sports brand. 

 



   
 

   
 

 

Digital Marketing Tactical Elements  
 

The tactical elements define how Misfits Boxing will implement its digital marketing 
strategy to achieve measurable objectives. This includes content scheduling, channel-
specific actions, audience engagement tactics, and cross-platform integration to 
promote both the “Fight Your Way” campaign and the Misfits Challenger League: Clash 
Tournament. 



   
 

   
 

 

  

  

 Social Media  

  

misfit's need to have Interactive mechanics that involve their engagement tactics with 
Polls like “Who will win this week?” "how will the fight end" or voting on weekly 
challenges. 

  

Gamification: Leaderboards for predictions, fan quizzes, or engagement contests. 

  

Influencer amplification: Collaboration with crossover celebrities and fighters’ personal 
channels to increase organic reach. 

  



   
 

   
 

Metrics focus need to continue their trend of high engagement rate & keeping the rate of 
follower growth, video completion, poll participation. 

  

 Paid Media Execution 

  

Misfits are company a founded in may 2022 & my belief is that misfits subscribed to the 
belief that use of proper seo , optimisation , google & meta ads are outdated which is a 
thought that is entirely wrong. They wanted to display their nature as a fresh , modern 
brand they have very decent socials but everything apart from that is nowhere near the 
standard in the industry. Misfits need to be utilising search advertising on Google PPC 
targeting keywords such as “boxing tournaments near me,” “enter boxing 
competitions,” and “fight competitions.” 

  

They need to use their positive presence on social media via social media ads: while 
sponsored posts and story ads on Instagram, TikTok, and Facebook are focused on 
targeting boxing enthusiasts & crossover culture fans. 

  

Misfits needs to have Display advertising they need have banner ads on sports, 
entertainment, & the lifestyle of their site. They need to focus on retargeting users who 
have visited the page before its shift in quality & eventual update in content & scope of 
the site so that they can reengage individuals that did not complete any applications or 
ticket purchases. 

  

Misfits Metrics focus: CTR, CPC, ROAS, reach, and impressions. They also need to 
focus on their 



   
 

   
 

 

  

   

 

  

5. Email & CRM Tactics 

  

in terms of the segmentation misfits need to separate the campaigns for fighters vs. 
fans. such as the advertising for the show itself & advertising for contestants to sign up. 
Misfits need to have automation channels surrounding their event reminders, fighter 
updates, exclusive behind-the-scenes content, and leader board notifications. Misfits 
need to have Personalisation that can highlight a “fighter of the week” or provide early 
access to pay-per-view content. Metrics need to focus on open rate, click-through rate, 



   
 

   
 

conversion to applications/tickets, subscriber growth.

 

 

  

6. Omnichannel Integration 

  

Ensure all channels reinforce each other & the social traffic to the website. While their 
Paid ads retarget engaged users& their email nurtures prospective fighters and fans. 

  

Content marketing builds the long-term authority of the brand and effects the 
engagement. 

  

 Conclusion 

  

These tactical elements need to provide a clear, actionable roadmap for the “Fight Your 
Way” campaign and the Clash Tournament. By combining consistent content delivery, 
interactive fan engagement, targeted paid media, and integrated digital channels, 
Misfits Boxing that can maximise participation, expand its fan base, and elevate brand 
awareness while providing measurable outcomes for campaign evaluation. 

 

 

 

Digital Channel Strategy & Content Ideas 

 

 



   
 

   
 

 
 

Misfits Boxing – “Fight Your Way” Campaign 

The “Fight Your Way” campaign is an integrated digital initiative designed to identify, 
develop, and elevate emerging middleweight prospects into recognisable personalities 
under the Misfits Boxing brand. The campaign positions Misfits not only as a boxing 
promotion but as a modern talent accelerator where rising fighters shape their skills, 
their public identity, and their digital presence in real time. The fight your way campaign 
aims to use livestreamed content with short-form storytelling, and aspects of 
interactive fan participation. The “Fight Your Way” campaign also has a plan for 
decreasing the length of these longform streams edited into show episodes centred 
around the 32 man tournament & the journey to a misfits contract 50,000 grand in the 
bank. Misfits aims to revitalise & replenish the roster of middleweight fighters who are 
both competitive athletes and digital-first entertainers & also are the easiest division 
fighters to move up or down a weight class due to the difference in weight between the 
divisions. Super Welterweight that range from 66.7 kg up to 69.9 kg (which is roughly 
147 lbs up to 154 lbs) Middleweight that range from 69.9 kg up to 72.6 kg (which is 
roughly 154 lbs up to 160 lbs) Super Middleweight that range from 72.6 kg up to 76.2 kg 
(which is roughly 160 lbs up to 168 lbs) 

 

The core idea is simple: to have every participant fighting their way into the Misfits 
middleweight division & while doing so gaining notoriety & increase their fame while 
they are fighting their way into the spotlight, and fighting their way into a career. This 
concept becomes the thematic backbone for all digital channels. 

 



   
 

   
 

 

1. Social Media Strategy 

Social channels serve to initiate the engagement, and the narrative development of the 
build up of events & rivalries & fights overall. Misfits Boxing’s audience is 42.9% Gen z 
Males & Gen z Females is 19% who are young and digitally native while other members 
of misfits audience are millennial males (33.3%) & millennial females (4.8%) .The fight 
your way campaign will require use of multi-format storytelling and to have constant 
community interaction with our fighters & our campaign. 

TikTok & Instagram Short-form video carries the majority of campaign visibility. Content 
includes fighter introductions, training clips, transformation updates, call-outs, house 
dynamics, and emotionally driven micro-documentaries. Each video should be 
structured in a consistent style that entertains & incentivises returning with the use of 
hooks , rivalries & cliff-hangers. This needs to be framed within the “Fight Your Way” 
identity to reinforcing the ideas of progress, ambition, and rising talent that the 
campaign is centred around. 

TikTok content prioritises 2 aspects which are authenticity and volatility. This content 
would be any form of content from sparring footage, raw reactions, challenge results or 
to day-in-the-life clips. Instagram tends to use branded templates like fight-week 
graphics, stat cards, and structured reels that highlight fighter arcs over time or 
announcing the wins of any particular fighter on any particular card. 

YouTube functions as the long-form storytelling hub. Each week, a 10–25 minute 
episode documents fighter training, conditioning, rivalries, challenges, and personal 



   
 

   
 

motivations. These episodes emulate the appeal of reality competition formats but with 
Misfits’ distinct entertainment tone. Live sparring sessions and breakdowns are also 
archived to create bingeable depth. 

X (Twitter) X provides real-time conversation. It hosts polls (“Who fought their way to the 
top this week?”), live commentary during stream events, GIF recaps, memes, and on-
the-spot reactions that drive virality. The fast-moving nature of X positions it as the 
emotional pulse of the campaign. 

Facebook supports community building and ticketing support. Older segments of the 
Misfits audience families, local communities, and regional sports fans receive event 
information, livestream links, and paid targeting that promotes interest in the 
tournament’s live finale. 

2. Website Strategy 

The Misfits Boxing website operates as the “Fight Your Way” headquarters, serving both 
fighter applicants and fans. Every funnel point—from social clicks to paid search—
ultimately leads here. 

Application Portal A redesigned portal lets aspiring fighters apply quickly with video 
submissions, experience notes, and social links. Progress bars, automated 
confirmations, and integrated sign-in reduce friction. 

Fighter Directory Once selected, each participant receives a profile page with stats, 
bios, training footage, and episodic updates. These pages encourage parasocial 
connection and provide media-ready material for fans and journalists. 

Content Hub All long-form content, blogs, highlights, behind-the-scenes articles, and 
training analysis are centralised here. The hub strengthens SEO while presenting Misfits 
as an authority on rising talent. 

SEO Content is optimised with keywords such as “Misfits middleweight,” “rising boxing 
prospects,” and “Fight Your Way tournament.” while we try to improve the visibility for 
event dates, fighter names, and livestream drop times. 

3. Paid form of Media: Search, Display & Social Advertising 

Paid media amplifies the reach of campaigns & ensures its conversion across key 
touchpoints. 

Search Advertising (PPC) while google Ads tend to target the audience intent-driven 
queries like “boxing tournaments UK,” “how to enter Misfits Boxing,” “Misfits rising 
stars,” and “boxing trials.” Retargeting ensures that users who visit the website but 



   
 

   
 

don’t apply are influenced/nudged repeatedly by misfits with information in regard to 
deadline reminders, benefits of participating & motivational messaging. 

Paid Social Instagram and TikTok ads showcase fighter highlights, training struggles, 
competitive moments, and application prompts. Lookalike audiences are built from 
Misfits fans, combat sports interests, and viewers who interact with previous episodes. 

Display Ads Banners on sports blogs, YouTube pre-rolls, and partner websites carry 
bold identity lines such as “Watch the next wave fight their way into Misfits history.” 
Retargeting sequences encourage fans to watch new episodes or buy tickets for the 
finale. 

 

 

 

4. Email & CRM Strategy 

Email supports personalised engagement throughout the campaign cycle. 

Prospective fighters receive automated sequences after signup deadlines, preparation 
advice, video upload reminders, and schedule updates. Fans receive weekly “Fight 
Your Way Progress Reports” summarising episode outcomes, upcoming challenges, 
rankings, quotes, and exclusive clips. 

Before major fight nights, email campaigns push PPV links, ticketing options, and 
fighter spotlights. After each event, recap emails sustain momentum and drive viewers 
to the next stream. 

KPIs include opens, CTR, subscriber growth, and conversion to ticket purchases or 
episode views. 

5. Blog & Content Marketing 

Editorial content strengthens credibility and deepens fan investment. Fighter profiles, 
technical breakdowns, psychological features, nutrition and conditioning articles, and 
data-driven analysis expand Misfits beyond spectacle into expertise. These articles 
improve SEO, offer substance for fans who care about skill, and provide material for 
social repurposing. 

6. Omnichannel Integration 

"Fight Your Way" works because every channel reinforces every other channel: 



   
 

   
 

Social drives traffic to the website portal. The website supplies long-form content for 
social repurposing. – Paid media retargets users who interact with social or web 
content.  Email nurtures both fighters and fans between episodes. Blogs and YouTube 
deepen narrative investment and increase search visibility. 

 

7. Audience Personas 

The campaign addresses three groups: 

Aspiring Fighters (18–30) – motivated by exposure and opportunity. Boxing Fans (16–40) 
– digitally active and drawn to personalities. Casual Viewers (15–35) – prefer 
entertainment formats and viral moments. 

 

 

Each channel’s content is shaped to meet the motivations of these personas. 

Conclusion 

“Fight Your Way” positions Misfits Boxing as the home of future middleweight stars and 
digital-native fighters. Misfits needs to find a way through a fully integrated digital 
strategy that spans both social, website development, paid search and display, email, 
and the eventual editorial content. while the campaign builds a scalable system for 
discovering talent, growing fan investment, and expanding the brand equity of Misfits . 
Every channel contributes to a cohesive ecosystem where rising fighters develop their 
skills, their identity, and their audience under the Misfits banner. 
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