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TOP VENUES

15,001 OR MORE CAPACITY (EXCLUDING STADIUMS) |
VENUE TOTAL TOTAL NO. OF VENUE TOTAL TOTAL NO. OF
LOCATION GROSS ATTENDANCE  SHOWS LOCATION GROSS ATTENDANCE  SHOWS

= NO.1 WORLDWIDE = NO.1 SOUTH AMERICA
Sphere $185.2M Movistar Arena
LAS VEGAS _ SANTIAGO

6 g%r:;é& IRELAND $163M g American Airlines Center

LONDON DALLAS

Madison Square Garden Bridgestone Arena
NEW YORK $126'3M NASHVILLE

= NO.1 CONTINENTAL EUROPE

Movistar Arena $90.5M : ':Exg:}?ﬂa' Center
MADRID

Accor Arena Kia Center
PARIS $77'2M " ORLANDO

- NO.1 OCEANIA United Center
Qudos Bank Arena $68M CHICAGO

SYDNEY
Kia Forum Coliseo de Puerto Rico

$63.2M Jose Miguel Agrelot
INGLEWOOD g SAN JUANg €

T-Mobile Arena $63.2M Rod Laver Arena

iSVEGAS, MELBOURNE

Co-Op Live Benchmark International
MANCF?ESTER $62.5M Arena e

- NO.1 MEXICO TAMPA
Palacio de los Deportes $60.7M Chase Center
MEXICO CITY SAN FRANCISCO

Capital One Arena =
WAngNGTON | 5758-9!“7 7 gg:g‘fée Pledge Arena

State Farm Arena [ Golden 1 Center
ATLANTA $52'9M SACRAMENTO

Barclays Center Bell Centre
BROOKLYyN $51'9M MONTREAL

Xfinity Mobile Arena TD Gard
PHILAB%LPHIA $49'1M BOSTO?\Ir i

Ziggo Dome Crypto.com Arena
AMgSgTERDAM $46‘5M LOrSyApNGELES
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MERCEDES-BENZ STADIUM
ALL-ACCESS
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j 2023 NFLINTERNATIONAL GAM

LONDON

GAMES

ATLANTA FALCONS JACKSONVILLE JAGUARS
OCTOBER 1, 14:30 BST

TOTTENHAM HOTSPUR STADIUM

JACKSONVILLE JAGUARS BUFFALO BILLS
OCTOBER 8, 14:30 BST

BALTIMORE RAVENS TENNESSEE TITANS
OCTOBER 15, 14:30 BST
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FRANKFURT DKB

GAMES

\HA

FRANKFURT STADIUM

Vs

MIAMI KANSAS CITY
DOLPHINS CHIEFS

NOVEMBER 5, 15:30 CET

O w7

INDIANAPOLIS NEW ENGLAND
COLTS PATRIOTS

NOVEMBER 12, 15:30 CET
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SPORTS
TECHNOLOGY
FANS

SMART STADIUM & ULTIMATE FAN EXPERIENCE

A SMARTER TOMORROW

The anatomy of the

Ultimate Fan Experience

The fusion of design, strategy, technology and data to improve
fan engagement, team performance, and venue optimization

Visit ibm.com/sports for more information

© 2015 I1BM Corporation

ICJO3126-USEN-00

Atlanta Falcons
Smarter Stadium

(=N

ATLANTA

FALCONS

PEOPLE
INSIGHTS
EXPERIENCES
WHAT'S NEXT

IBM Delivers First-of-a-Kind NFL Fan Experience with

New Mobile Wireless Support for Atlanta Falcons

January 2015
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KEY = THE FAN
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KEY = THE FAN
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PROPOSITION

VALUE VALUE
CREATION CAPTURE
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WE DON'T SELL -~
WINS OR LOSSES.

The one thing you can’t control in sports
Is which games you are going to win or lose.

But what | could control was the experience
the fans have.

MARK CUBAN




EVENT OFFER: ONE CORE, TWO MARKETS

Customization connects the event platform to distinct customer value propositions

CORE EVENT OFFER

&>

ACTIVATION P CUSTOMIZATION [ ENTERTAINMENT

Creates business value Creates audience value

-
00
gEn B2B CUSTOMERS 244 B2C CUSTOMERS
v v
SPONSORSHIP TICKETING
W A
"

TWO CUSTOMER MARKETS



SPONSORSHIP ACTIVATION T

’
B2B IS THE FOUNDATION. +
FAN CONNECTION IS THE VALUE.

Turn partnership rights into meaningful brand experiences.

CONNECT THE BRAND TO THE FANS




B2C FAN STRATEGY

o’ ‘ “ )
- o
b « : : . ' 4 .0";
" HIGH-VALUE f s
B i i SUPPORTER y! e
PASSIONATE | -« s - :
ATTENDEE e IR ., BRAND :
. N-T 4 ADVOCATE ,

VALUABLE FANS"

From audience data to long-term B2
fan relationships ‘T

07 IDENTIFY \) 02 ENGAGE 03 GROW
@ Unify fan data and reveal Deliver personalized ) Strengthen loyalty,
§ priority segments content and experiences advocacy and lifetime value |

NS

[ CRM + ENTERTAINMENT = FAN RELATIONSHIP MANAGEMENT J

——— (@ «nowvourfaNs o ) CREATERELEVANCE * S°8 BULDLOYALTY ——



—  FANS SUPPORT THE SPORT BUSIKNESS SYSTEM —ms

Fans are the foundation

OF

/S of the business of sports.

SPORTS : : :
o ‘ ‘ They support the entire apparatus: with their

bodies at games; with their eyeballs watching
on TV; and with their wallets for tickets, for cable
and pay-per-view fees, and for merchandise,
publications, videos, fantasy leagues fees, and
equipment, as well as the sponsors’ products

and services. ’ ,

——  Stephen A. Greyser - Harvard Business School
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How

Formula *

Uses Salesforce ;
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RELATIONSHIP MARKETING

Four capabilities
turn audiences into
long-term
relationships

A continuous learning and
value-creation cycle

RELATIONSHIP
STRATEGY

-1
TRUST ¢ LOYALTY -
LIFETIME VALUE

<
/ ) b
Ea . \ ;
¥ L OFFER
\\ \ ’ y . -, CUSTOMIZATION
| : ’ IA. ’ ®
JAEN

KNOW — PERSONALIZE — ENGAGE — LEARN



FAN MARKETING JOURNEY

ATTRACT * ENGAGE « BUILD LOYALTY

Turning audiences into long-term fan relationships

01 | ATTRACT 02 | ENGAGE 03

BUILD LOYALTY

Create a desirable fan offer Drive participation and conversion ' Develop direct, lasting relationships —
' i A\ (= 2\
STORYTELLING & COMMUNICATION ACTIVATION & EXPERIENCES - FAN RELATIONSHIP MANAGEMENT
Athletes « Coaches « Events } = Content « Promotions « Special offers x CRM « Social media « Communities

>




FROM EVENT AUDIENCES TO LASTING FAN RELATIONSHIPS

A CRM roadmap for sports event ecosystems
ECOSYSTEM ASSETS KEY LIMITATIONS |  STRATEGIC RECOMMENDATIONS

& Practitioners, clubs, / Sponsor invitations / Control invitation
‘...‘ federations, consumers, < ) offer limited targeting | allocation, targeting

media and social platforms and tracking # . and audience data

0 2 Motivational segmentation \ External ticketing Bl ipargy c!ata
s and convert CRM into

e = based on owned AN platforms fragment Earibelaiion

SELECT customer data customer knowledge P

Management

0 3 Stakeholder channels: a Without an integrated b Bundle the event with

media, sponsors, cities IT strategy, interaction parking, food, merchandise

ACQUIRE and athletes remains limited o and sponsor offers

0 4 Loyalty programs and Sl One-off events and Develop a mobile strategy
i e T8 recurring fan engagement external fan cards with expert technology
RETAIN weaken continuity partners

@ THE GOAL: OWN THE DATA « PERSONALIZE THE EXPERIENCE « EXTEND THE RELATIONSHIP



NO FAN RELATIONSHIP. NO SUSTAINABLE GROWTH.

FAN DATA

WHY FAN RELATIONSHIP MANAGEMENT? /
”

FAN RELATIONSHIP | ° |I|
MANAGEMENT L* =

INSIGHTS B

THE DISCONNECTION

= SEGMENTATION
EMPTY SEATS PERSONALIZATION |
Weak attendance and participation o ‘
T ”'_f’\ + .| PARTNERS .
. 0] ‘
LOW FAN VALUE S
Limited merchandising and engagement " | STRONGER
SPONSOR VALUE

L St § ‘*"u

e amnnlu.‘ml’f“ W TS = w‘%..wrm:.a .

WEAKER PARTNERSHIPS - ”f‘-?"f“-"yx,,,.f K2

Less audience insight and sponsor value X

RN U A ey ’
[ I 2 s ) - - - 2 - B N .
)\\\\ \-\-.“\’ “_' . ‘\ ¢ \ ) ‘\,' 3‘(..‘-/ ‘o‘~ .”"l
- \ —g =% » ]
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FRM TURNS FAN KNOWLEDGE INTO RELATIONSHIPS — AND RELATIONSHIPS INTO GROWTH

/ Adapted from Bob Goldwasser, Electronic Fan Relationship Management




FAN RELATIONSHIP MANAGEMENT

Turning fan data into lasting engagement

i P\ i ) @

DATA INSIGHT ENGAGEMENT LOYALTY

Capture behaviours Understand needs Deliver personalized Build trust,
and preferences and motivations experiences attendance and
advocacy

000 FRM manages fan relationships by combining
cC ) data, customer knowledge and personalized experiences.




e KNOW YOUR
AUDIENCE

Unify CRM data across
every touchpoint

FAN RELATIONSHIP MANAGEMENT

Six practices build deeper, data-driven fan relationships

4 » CREATE MEMORABLE
EXPERIENCES

Engage fans in-stadium
and beyond matchday

-

3 2 IPVY
e PERSONALIZE 5 ¢ BUILD AND EMPOWER \»
THE EXPERIENCE THE COMMUNITY
Reward loyalty with Co-create through fan clubs,
relevant offers and UGC and participation
membership .
= . B e _wwa .
e OFFER EXCLUSIVE 6 « OWN THE FAN
DIGITAL ACCESS RELATIONSHIP
Streaming, second-screen, Use social channels—but
apps, VR and AR control your platform
and data /
\~ . - o 4
) @ DATA - @ PERSONALIZATION - ENGAGEMENT - LOYALTY
£

e 3
--.ﬂ
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— FAN RELATIONSHIP MANAGEMENT

GOES BEYOND SELLING TICKETS.

31
Ederson




\\ s DYNAMICTICKETPRICING "

One event. Different demand. Different prices.

-» \q ¢ -
- OPPONENT <~ R
Prices rise for high-profile teams, O O @)
athletes or rivalries. Ct Q‘D
)
N
TIMING
Prices vary by day, time, season an '()
and stage of the competition.
W . ! ,'," / /
\ | X ’ SEAT LOCATION
i- - -iﬁ Prices reflect visibility, proximity
and comfort.
- r— — Ty /
' | PRICE BY DEMAND

[ Ill PERCEIVED VALUE + DEMAND + CAPACITY = OPTIMAL PRICE j

e ——




TICKETING & FAN ACQUISITION

MONEY-BACK
GUARANTEES

Reduce perceived risk. Accelerate commitment. Strengthen demand. //

:

- 01 | REWARD LOYALTY o 02 ‘ CREATE FLEXIBLE

v e
. f
|

Integrate guarantees into
membership and loyalty

FANS
TRONGER
TOMORROW

w

PACKAGES

Design mini-packs for fan

03 | BUNDLE DEMAND

Use high-demand fixtures
to support lower-demand

programs groups and sportainment inventory “",“
audiences % |
TRUST & RETENTION J ACCESS & CONVERSION 'L OCCUPANCY & REVENUE ; ,
. ) iy
| REMOVE THE RISK OF PURCHASE — NOT THE VALUE OF THE EXPERIENCE ] 4
— REASSURE —>»  CONVERT — RETAIN




SMART TICKETING & SERVICING Sy "

From online purchase to a seaml
connected-venue experience

L ,'”"" v
.......... 3 - et T g
» 4 U

Premvm

~

@ . E-COMMERCE @ 2+ BENCHMARK @ 3+ FRICTIONLESS @ 4 - CONNECTED
TICKETING BEST PRACTICES MOBILE ENTRY ARENA & STADIUM
Simple, mobile-first Learn from leading US sports Fast, secure scanning One platform for access,
purchasing and ski destinations and access control services, data and engagement

S —
) ACCESS » EXPERIENCE »  ENGAGE

POSSIBILITIES




REVOLUTIONIZING
FAN ENGAGEMENT

HOW TECHNOLOGY IS SHAPING
EE FUMTURE OF SPORTS

4

AUGMENTED &
VIRTUAL REALITY

AR/VR is redefining what
it means to attend
sporting events.

ARTIFICIAL
INTELLIGENCE

Al powers 1 ersonalized
and predictive fan

BLOCKCHAIN &
DIGITAL COLLECTIBLES

Digital collectibles are
turning fans into J

asset owners.

N

experiences.
T

SOCIAL MEDIA & 5G

In-stadium and real-time
interactions are

stronger than ever.




CLASSICAL FAN SEGMENTATION

Four lenses for understanding sports audiences
A

™ i
“ » ®
il

GEOGRAPHIC
Location ¢ Market size

DEMOGRAPHIC
Density ¢ Climate

Age e Life stage * Gender
Culture ¢ Income ¢ Education

(%

y S

WHO ARE

o YOUR FANS?
PSYCHOGRAPHIC BEHAVIOURAL :
Lifestyle ¢ Personality Attendance occasion ¢ Benefits sought
Values e Interests J Qser status » Frequency ¢ Loyalty « Attitude

. B

C @/ l COMBINE THE FOUR LENSES TO BUILD ACTIONABLE FAN PROFILES D "




OTHER FAN CLASSIFICATIONS

{ ﬂ.

&

\

FANATICAL FAN

Wears team colours, fuels
the live atmosphere and

creates value for other fans.

\
LOCAL FAN

Builds loyalty through local
affiliation, community ties
and identification with

Hunt, Bristol & Bashaw

.

-

N
DEVOTED FAN

Attends games and follows
sport through media, seeking
exclusive and behind-the-

scenes content.

the city.

- v
P o :
TEMPORARY FAN

Seeks unique, once-in-a-
lifetime experiences driven
by major events, big games
and star players.

A

»
R4

.I’c"

L 0‘2 e



PHYGITAL

Fans & Members Relationship Management — FFT Case Study

225 MEMBER

t %
& Fan Ch Tool Practicer
Level of
ﬁAGEMENT m D TOOL @ PRACTICER FFT CONTEXT
i Tennis for Leisure
D <& AwaRENESS Sh atb"(;th)e“”'s | KNOW about tennis Volume
el Poor Knowledge by FFT

v

@ o ATTRACTION | LIKE tennis events (RG)

-

Py Tennis Competition
e '0.0‘ ATTACHMENT | AM a RG fan <+— a— | AM a tennis player Differenciation
Competition Community

o Y ALLEGIANCE IHIVE f°f(;eg)ms events

Tennis for leisure

| LIKE to play tennis Volume
Leisure Community inside clubs

Tennis addiction
| LIVE to play tennis Niche
Close Community

FEDERATION FRANCAISE DE TENNIS - PEOPLE | CLUBS | EVENTS | A STRONGER TENNIS TOGETHER



—— SWTRATEGIC TICKETIENG MAINAGEMENT

. Ticketing performance balances three imperatives '

. 09 4 .
- FoB oal Lo
~as REPUTATION - PROFITABILITY e
- . Fairness * Trgst . TICKETING N \\ -Reve:nue . Y.ield.-‘ -
Fan perception PERFORMANCE Financial sustainability
-, Fa ool !
SEAT-OCCUPANCY RATE ‘
$ o 2 e !
. Y. e " *%a :

RESPONSIBILITY

Accessibility « Inclusion «
Social impact

OPTIMIZE REVENUE WITHOUT COMPROMISING TRUST OR ACCESS







STADIUM PRICING ARCHITECTURE

FROM SEAT LOCATION TO PERCEIVED VALUE '

- ] s e e | el Mgl ) T Py
e T e | g=A1 i &2 | M ;
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— MATCHDAY TICKET PRICING .-,

THROUGH

Emirates Stadium | Category A vs Category B ——— HARMONY

Sl 2 | CURRENT MATCH DAY TICKET PRICES

TOGETHER . Emirates Upper/Lower Tier Category A Category B
il | Centre Upper £100 £70
Centre Upper Back £75 £53
EMIRATES Next to Centre Upper £75 £53
B Lol —~ ' . Next to Centre Upper Back £66 £47
Wing Upper £66 £47
Wing Upper Back £59 £41
Corner Upper £66 £47
Goal Upper £71 £50
Goal Upper Back £59 £41

Centre Lower £56 £38
Wing Lower £51 £35
Corner Lower £51 £35
Goal Lower £51 £35

Family Enclosure
Adults - Lower Tier

Adults - Upper Tier
Senior Citizen/Cannon Club - Lower Tier

Bo >
Executive Box Level l Senior Citizen/Cannon Club - Upper Tier
utive
B cub e Junior Gunners - Lower Tier

B LoverTier | Junior Gunners - Upper Tier

STADIUM | LONDON NS5




TICKETING & MEMBERSHIP

SEGMENTATION

ARSENAL FC -,201d

Key (@ = Platinum / Gold Members &9 = Arsenal Ticket Exchange
@ = Gold Members @ = General Sale (no membership required)
= Silver Members Bl = Ticket information
@ = Red Members 71 = Matchday Hospitality available
= Existing Travel Club members 7¢ = Travel information

| —————

e

Arsenal vs Manchester City
Carling Cup
Tuesday, November 29, 2011, 20:00

Wigan Athletic vs Arsenal
Barclays Premier League
Saturday, December 3, 2011, 15:00

Olympiacos vs Arsenal
UEFA Champions League
Tuesday, December 6, 2011, 19:45

Arsenal vs Everton
Barclays Premier League
Saturday, December 10, 2011, 15:00

Manchester City vs Arsenal
Barclays Premier League
Sunday, December 18, 2011, 16:10

Aston Villa vs Arsenal
Barclays Premier League
Wednesday, December 21, 2011, 19:45

Arsenal vs Wolverhampton W.
Barclays Premier League
Monday, December 26, 2011, 15:00

Arsenal vs QPR
Barclays Premier League
Saturday, December 31, 2011, 15:00

Arsenal vs Manchester United
Barclays Premier League
Sunday, January 22, 2012, 16:00

- BT

-

= BUY NOW

= BUY NOW

g 50LD OUT|

= BUY NOW

= 28-11-2011 /

= BUY NOW
= 01-12-2011

= BUY NOW



Turn every interaction mto an owned fan relationshi

FANBASE DEVELOPMENT

w’

.’o : o
> .o'_. s
ONLINE TICKETING o wne et Sl
& SALES
=4
PERSONALIZED v \},
GAMES & ENGAGEMENT gLy \, -
GAMIFICATION - N\ -

FAN DATA

_ Single fan view « CRM + Consent J LOYALTY &

lﬁ | LIFETIME VALUE',

SPONSOR DATA
PARTNERSHIPS

SURVEYS &
FAN FEEDBACK

ATTRACT — @ IDENTIFY — @ UNDERSTAND —> @ PERSONALIZE —> @ RETAIN Fﬂ«”j br%/‘f’



@ BEFORE THE GAME

Tickets » Travel « Personal Profile

= My Profile

REINVENTING DIGITAL FAN ENGAGEMENT

The Spectator App — Seamless Fan Journey

\

@ DURING THE GAME

H Live Content e Interaction * In-Seat Services “

\( (6 2

<07 81

2 Goal Jatan IBRAHIMOVIC (& ’ Vote & Play

w23 carn

oool

o) ® (o

-

( (@

MORE
THAN A GAME
A STRONGER
CONNECTION

@ AFTER THE GAME

Highlights ¢ Social Sharing « Merchandising

s him

s B0
3 Spectatol S
2 Social Networks (& Spectaton: son
1+ Dwy
1-22 A

‘ 2

= Oder W+

.

‘(:..c PPN e v
o o' '»

KEEP THE CONNECTION

™

A




FAN ENGAGEMENT

The process of interacting with fans before, during and after events
to encourage active participation across multiple channels and

create a strong, lasting emotional bond. . R TR
| W\l 7y ~= O Fo’
EE X b= | > o A0 |
-0 -0
BEFORE DURING AFTER
Anticipation e Content ¢ Community Interaction e Participation e Experience Conversation e Loyalty  Advocacy

o —
RER TS < Q) | ASTRONG, LASTING EMOTIONAL BOND

p e ——
o - -
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% VENUE EXCEL

-

INTUIT DOME:

SPORTS FACILITY OF THE YEAR

]

SSSSSSSSSSSSSS

WINNER

INTUIT DOME

SPORTS FACILITY
OF THE YEAR

AI-DRIVEN PERSONALIZ

LENCE & TICKETING INNOVATION

ATION

nlocking \ive even
\{\\a\ packs a puneh

How Al data-driven tec

ATICKETING “\“\\\\e\sﬁ\\a\\u\\'\m

unlocks Pr 0acl

TN




ONE FAN VIEW, ONE CRM. A 365-DAY EXPERIENCE. ‘\‘1 ”f ”l

How EngageRM and the Microsoft ecosystem connected data, teams and fan journeys

(G — — = e _ - ' - “n_
BEFORE (¢ noens | N s S |
100+ disconnected systems | - : s S N

Fragmented fan data « Low CRM adoption

[ o
Tlcketmg X Membershlps Hospitality/ ®
=
—rt
—
) \!- m
Marketing E- commerce

(4 4]
‘o
MEMBERSHIPS

b6 THE RIGHT W
< INFORMATION 373"
B AT THE RIGHT TIME 7y~

; s I'_ i‘

@]

ﬂ]

HOSPITALITY

~ |\ ONE CONNECTED
) CRM
[ o ,
PARTNERSHIPS

@ CENTRALIZED DATA @ SMARTER SALES r@ HIGHER PR(]DUCTIVITYW

-'\’\ lII
_ Events » VE,,ue \_ Analytics @ Every department Embedded scripts and a Automated renewals,
. ®

I@\

. VENUE
Partnerships

MANAGEMENT

Manasement accesses the same fan I conversation intelligence marketing journeys and
support consistent data capture improve
the year-round fan

information in real time
selling and coaching 2
J experience




GREAT FANS

BUILD BRIGHTER
TOMORROWS

EVALUATING
/ THE EXPERIENCE
|III Measure every touchpoint -

Track NPS - Convert satisfied
fans into advocates

| % ¢ 0 & 9 A - ¢ P

wow EXCITING SPECIAL PERSONALISED SMOOTH CLEAR SIGNAGE EXCLUSIVE QUALITY ENTERTAINMENT INCREDIBLE EASY & SAFE  STAY CONNECTED
FACTOR CONTENT OFFERS ENGAGEMENT JOURNEY & WELCOME RANGES & VARIETY & MASCOTS ATMOSPHERE EXIT FOR NEXT TIME
Enhances

: ®
the experience . i /

(s ($ ) O (s ($ ) (s (3] (s
R & ® @& 2 8§ - & W + 8%

MUST DO

CLSRUCLENEE  RESEARCH TICKETING DIGITAL TRAVEL ACCESSIBILITY ~ MERCHANDISE FOOD AND PRE-GAME DURING EXIT, SIGNAGE FEEDBACK
right & AWARENESS & PURCHASE COMMS & TRANSPORT & VENUE ACCESS & RETAIL DRINK EXPERIENCE THE GAME & FAREWELL & FUTURE FIXTURES

PEOPLE — PROACTIVE AND ENGAGING

BEFORE BUYING A DIGITAL HEADING TO OUTSIDE ‘ BUYING ‘ FOOD AND | PRE-GAME ‘ DURING LEAVING ‘ AFTER
GAME DAY TICKET COMMS THE GAME THE VENUE MERCHANDISE DRINK THE GAME THE VENUE THE GAME

Adapted from Bradley / Wilson / Young, April 2023



~

. - FROM SERVICE TO FAN ENGAGEMENT _ ’

‘v \&. Designing a seamless in-stadium experience I
. . W 4 « ¥ i — »
(]1 SERVICE (02 EXPERIENCE ()3 INTERACTION (04 ENGAGEMENT
. Reduce friction L-)b Create memorable moments i Invite fans to participate Build an emotional connection

L]

LESS FRICTION « MORE PARTICIPATION ¢ STRONGER LOYALTY




?ﬁﬁﬁﬂfiﬁ? CAPABILITIES “;

Design the experience. Deepen the relationship. Deliver the service.
™

(03 FAN SERVICE

The operational support that
makes every fan interaction
simple, responsive and valuable.

* (C DpELVER )

Support * Access * Resolution

01 FAN EXPERIENCE

The complete journey and
emotional connection a fan
,  develops with a team, brand or event.

( DESIGN )

Journey ¢ Emotion ¢ Touchpoints

02 FAN ENGAGEMENT/

The depth of involvement,
participation and attachment
fans develop over time.

=

—( EXPERIENCE + ENGAGEMENT + SERVICE = LASTING FAN RELATIONSHIPS D——

FROM MANAGING CONTACTS TO ORCHESTRATING THE FAN RELATIONSHIP




VALUE CREATION & CAPTURE

ENGAGED FANS.

Benefits must
outweigh costs

S ThiR'ON GER "EXP ERILENEES:

ACTIVATE

Deliver relevant,
contextual benefits

HIGHER

CAPTURE VALUE

Turn engagement
into loyalty & revenue
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The right benefit, delivered at the right moment, creates measurable fan value.



OUR PLATFORM

~' MAKE SPONSORSHIP ACTIVATION ‘
EASY AND COST-EFFECTIVE

- ' " -
N T T " SPONSORSHIP IQ ACTIVATION PACKAGE —— = ~* " w . "
3 N. I T > o
CURRENT EVENT AMBASSADOR ( CONTENT 1 ONLINE /
SPONSORSHIP ACTIVATION ENGAGEMENT AMPLIFICATION / 21 I ‘
MORE REACH - .

|\ MORE ENGAGEMENT
| MORE VALUE :

o
L_,_J
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AFP

TOUR

NEVISION

SINCIRIFES
| \ |

UNITY OPPORTUNITY FANS

OUR COMPETITION LIES BEYOND TENNIS, EMERGING TRENDS IN MEDIA AND WE COMPETE AS PART OF THE ENTERTAINMENT
NOT WITHIN IT. WE MUST ALIGN OUR TECH PRESENT HUGE GROWTH INDUSTRY. WE MUST INVEST AND PROVIDE A
INTERESTS AND WORK TOGETHER. OPPORTUNITIES FOR TENNIS. RICHER EXPERIENCE FOR THE FANS.
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. 4 . — GROUP EHALLEENGE "« "ATP ONEVISION — ,’
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PLAYER WELFARE

Does calendar intensity
increase injury risk?

~

T (4

",“

e

-1 03 il

PLAYER PATHWAY

Does the ATP 250 -» 500 -
Masters 1000 - Grand Slam
pathway support athlete

L progression?

v
j

V.

Where are the critical gaps?

f—

02

GLOBAL IMPACT

Does OneVision create

meaningful value across
territories?

=
O
04 o
FAN VALUE

Does the strategy truly
improve the fan experience?

-

.
.

_

(O\ IDENTIFY THE GAP |  [Z] PROVIDE EVIDENCE |

Q

) PROPOSE SOLUTIONS U
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Effective teamwork
begins and ends with
communication.

— Mike KrzyzewsKi

—— INTEGRATED STORYTELLING

N‘”o




OENTRAOL o

SAMDEL L. JACKSON /

HARVEY KEITEL
i TIM ROTH
, AMANDA PLUNMER
' MARIA de MEDEIR0S
 VING RHAMES

ERIC STOLTZ
ROSANNA ARQUETTE

 BRUCE WILLIS

« CHRSTOPID HILKEN
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BRAD MORGAN
PITT FREEMAN
GOURMANDISE
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Sept péchés capitaux. Sept facons de mourdr.
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CROWE

o\

2000 A.D.

ator-thefilm.com




WESLEY

Movies and teasing... ‘ﬁ
L)

HOPE COMES ALIVE

DENZEL WASHINGTON

W /)

“Tw “DENZEL
FROM THE PRODUCER OF “8 MILE"™ I'!mm!'w! x’#ﬁll'éunsgéwnﬁ'
—WoR-v

FRIDAY NIGHT LIGHTS

IHOSINE: R (i 10,08,04 = mm BT |NELTE~S

REMEMBER THE



https://www.youtube.com/watch?v=3DVgwNkKqTc

AL PAGIND CAMERON DIAZ DENNIS QUAID
JAMES WOODS  JAMIE FOXK  LL COOL J

uA great sports film” £ JONAH HILL PHILIP SEYMOUR HOFFMAN

ON F & Bwat

“A riveting must-see”

CHADWICK BOSEMAN | HARRisoN ForD  JERER DENNIS QUAID ROB BROWN

EXPRESS

THE ERNIESDAVIS STOJ-E"\/
e e o

.

B

SANDRA BULLOCK

THE BLIND SIDE

INSPIRED BY REAL EVENTS



https://www.youtube.com/watch?v=9rFx6OFooCs

COMMUNICATE TO CREATE VALUE

How an event connects markets, offers and stakeholders

[ | — WHO & WHAT? — [ 1
| MULTIPLE MARKETS MULTIPLE OFFERS
Customers « Fans « B2C experiences « B2B '
Partners « Public stakeholders solutions * Sponsorship assets | « »
S

J J

‘.. e < == - N
EVENT / SPORT
— ORGANISATION ,

3 B ' 47 ¢~ =
INTEGRATED | STAKEHOLDER
COMMUNICATION ADVOCACY
One consistent story Partners amplify reach,
across every channel — HOW? trust and impact

- w, 3 J

CONNECT THE ECOSYSTEM - AMPLIFY THE MESSAGE - CREATE VALUE



STRATEGIC COMMUNICATION QUESTIONS

—

~ Essentials of

CORPORATE
 COMMUNICATION

O
S0OR
WHO?

Audiences

)

WHAT?

Messages

| 1.
nRi

Cees B.M. van Riel and Charles J. Fombru

van Riel & Fombrun — Essentials of Corporate Communication




BALANCING SPORTS EVENT COMMUNICATION

~ . Combine reach and relevance across the fan journey
'Y
, .
. e
f J <
. MASS ONE-TO-ONE e
: COMMUNICATION COMMUNICATION .
:‘; Sponsors e Institutions « General Public ' ( :“ Fans « Buyers « Attendees J
|; Media ¢ PR ¢ Social Media r@. Ticketing » CRM e« Direct Marketing
v " % )
o | sl AWARENESS * REPUTATION - BUZZ l ( CONVERSION « PERSONALIZATION LOYALTB e

. A R o

| —

AN INTEGRATED COMMUNICATION STRATEGY

The right message ¢ The right audience « The right moment




PE'QO'P L E
CONVERSATIONS
COMMUNITIES

Buzz MARKE I ING BIGGER IMPACT

When audiences amplify the message i

-

%1 INTERACT f ()2 sHaRe ‘ 03 SMELIEY

—_—

Trusted voices extgnd
i+ *'| the original marketing

message

Consumers engage with Word of mouth spreads
a product, service or through conversations
experience and digital platforms

WHY IT WORKS
People tend to trust people more than promotional messages from organisations.

|
A

(=) ENGAGEMENT X o@ SHARING X @ wust = 4ll BUZZ »



SIX PRINCIPLES OF VIRAL MARKETING °
@®
PEOPLE SHARE IDEAS. GREAT IDEAS SPREAD. o
4 Y . D £ 2
° Valuable \'/ Make Sharing ol Tap Into Human
Incentives ‘ Effortless Motivations
\ —_— . . s =]
Give away valuable Enable frictionless Build on common
products or services sharing via email, el desires, emotions
to attract attention. websites, visuals and social drivers.
. y & and downloads. ¥y X ¥
® ® ®
S LW 4 N
Use Existing ... e Design for Leverage
Networks . > Scalability External Resources
Activate communities ..‘ Make the campaign Empower others
] and estaplished . : easy to amplify as . l to spread the ‘
communication o participation grows. message. ‘
networks.
g y.. " & - J
@ @ o @ ®



THE REPUTATION PLATFORM

Van Riel & Fombrun (2007)

The authentic position an organization chooses to stand for

—_—— — = — — = - SEs— -

A reputation platform aligns history, strategy and identity into
a credible promise for internal and external stakeholders.
e -
_. = = e «
RELEVANT 02 REALISTIC 03 APPEALING
@/ 9
Rooted in distinctive Supported by credible Emotionally meaningful
assets and capabilities stakeholder benefits and able to r':SP'fe
Suppo

AUTHENTICITY EMERGES WHEN IDENTITY, PROMISE AND ACTION ALIGN




CREATING A CORPORATE STORY

From positioning to measurable impact Q

POSITION
@ / @ Position the event \

3 MEASURE
E ll

Monitor effectiveness
& learn

f’“\ IDENTIFY

@)0 Anchor the story in

the event’s identity

A STORY THAT
BUILDS

t A ANTICIPATION & TRUST § l

ACTIVATE N e®¢ ALIGN
Implement the L '.‘ Connect the story to
corporate story @ the event’s reputation
\ ", PLOT /
' ' =~ Design the narrative &

generate buzz

| A compelling event story is designed, activated, measured—and continuously refined.




IMPLEMENTING THE CORPORATE STORY

—— A seven-step activation model ——

TEST PRIORITIZE
Test the corporate / Prioritize DEFINE
story stakeholders Identify

communication goals /

PRETEST

: Pretest the
\_ Campaign

Create a brief story 4

J/ . .
SELECT | — CREATE
Choose the right  / Develop the V3
metia creative concept ' From strategic intent
to tested activation. p

R W e



- e

GROUP EXERCISE « CORPORATE REPUTATION

TEST YOUR
CORPORATE STORY

Does the narrative match stakeholder perceptions?

= START WITH EVIDENCE
'Q Do not apply a fixed 10% communication budget. Align resources with

your reputation objectives and stakeholder needs.

ASSESS THE SIX REPUTATION PILLARS

— |
l 01 | EXPERIENCE (02 EMOTIONAL APPEAL (03 VISION & LEADERSHIP ‘

Products « Services « Venue Identity e Attachment e Pride Purpose « Direction ¢ Governance
| Stakeholders: customers and audiences . Stakeholders: fans and players Stakeholders: managers and partners | “
‘ REPUTATION IS BUILT
| 04 PERFORMANCE | 05 WoRKPLACE 06 sociAL RESPONSIBILITY THROUGH CONSISTENT
_ . = . . e - ‘ ACTIONS — NOT
Sporting « Economic « Organisational Culture « Talent « Employee experience Community « Institutions « Citizens / COMMUNICATION ALONE.
Stakeholders: managers and investors | | Stakeholders: players and employees Stakeholders: NGOs and public authorities /

p

-m IDENTIFY THEGAP —> C% PRIORITISE THE ISSUE — sa ) ADAPT THE STORY
. T T NS N

e o e T

- -




PRIORITIZE YOUR STAKEHOLDERS

Stakeholder salience: who deserves attention first?

1 ATTRIBUTE —
LOW SALIENCE

2 ATTRIBUTES —

DORMANT EXPECTANT

3 ATTRIBUTES —
HIGH PRIORITY

g&% NON-STAKEHOLDER

DEMANDING

URGENCY

Priority rises as power, legitimacy and urgency converge.




STEP 3 - COMMUNICATION STRATEGY

DEFINE YOUR
COMMUNICATION OBJECTIVES

What change do you expect from each stakeholder?

02 (&

KNOW ~ FEEL

KNOWLEDGE OBJECTIVE ATTITUDE OBJECTIVE BEHAVIOURAL OBJECTIVE

Inform Influence Activate
What should stakeholders What should stakeholders What specific action should & ==
understand or remember? believe, value or support? stakeholders take? ‘é " CASE STUDY
INFORM —— INFLUENCE —— ACTIVATE - From awareness to participation

y | ONE STAKEHOLDER « ONE DESIRED CHANGE « ONE MEASURABLE OBJECTIVE



4. CREATE A BRIEF

TURN EVENT STRATEGY INTO A COMMUNICATION BRIEF —

DIFFERENTIATE

(@ STRATEGIC FOUNDATION cuaniey

01 MARKET Describe your market:

competitors & customers

02 MISSION Why does the event exist?

03 DISTINCTIVENESS What is the event’s distinctive

competence?

CORE MESSAGE .
@ —_—— DRIVE ACTION one br’ef.

Sﬁ? PROMISE Programme, top games, experience One Stor_y: e '
One promise. [ {H !‘L L

u[Jl] PROOF ROO, ROI

TONE Aggressive, humorous, provocative L "\“ ,

From strategic intent to a compelling event narrative.



ST EP 5 & CREATIVE DEVELOPMENT

FROM STRATEGY TO
CREATIVE IDEA

Make the brand identity visible, memorable and shareable.

e —— N
01 02

™\

03

BUILD MAKE IT MAKE IT

THE CONCEPT DISTINCTIVE ACTIVATABLE

Start with the Use one strong idea, Design for multiple

organisation’s identity, visual code or experience channels, partners,

history and strategic that audiences can communities and

ambition. recognise. J real-world participation.
e/

N

CREATIVE TEST
Does the idea express who we are — and give stakeholders
a reason to engage?

ONE IDEA e MANY TOUCHPOINTS e CONSISTENT EXPERIENCE




STEP 6 - MEDIA STRATEGY

SELECT THE RIGHT MEDIA MIX

Optimise reach, frequency and continuity — within budget.

) a®
REACH FREQUENCY .
Unique people Average number .
exposed to the of exposures -t
message per person i
- , y o
< D\ - . s
CONTINUITY BUDGET 6 BI0Te Ui
"—' “ T'—”‘ ' e
How exposure is gﬁ Investment available | ** BRIGR = -,
2t : 4« FUTURES '
distributed over time across channels » o
J M iaA D,
e Paomeoa | ] owneDmeDA | @Y EARNEDMEDIA | (D) SOCIAL | &S5 LIVEEXPERIENCE | &@® PARTNERS j
ASK BEFORE YOU BUY
@ Who must we reach? @ What action do we want? @ How often should they see it? | @ When should we be present? }
. R Y
)
CF | THE BEST MEDIA PLAN IS NOT THE LOUDEST — IT IS THE MOST RELEVANT. | U ]




STEP 7 « CAMPAIGN EVALUATION

PRE-TEST BEFORE YOU LAUNCH

Turn audience feedback into a stronger campaign.

= ( \
— WHAT DOES SUCCESS
/ o ORARY \ LOOK LIKE?
: Build the corporate
m communigation a2
K i Q

What do people
understand?

@ KNOWLEDGE
05 IMPROVE '

02 TEST

Strengthen the - . ] Assess creativity ¢ -
message, then professionalism «
- test again CAA;:AMIG N consistency

LEARN « IMPROVE 4

Vs = % 2 . .
\ | ATTITUDE _— L
- @ /| What do people ’ :
/| feel or support? :

\ TEST -

| 5
ol BEHAVIOUR ‘ . 1
04 DECIDE 03 MEASURE What do people g
\ Successful? Launch. Track changes in do next?
. Not yet? Refine. knowledge, attitude &
/ _ and behaviour . p

>> NO LAUNCH WITHOUT LEARNING. > )




RO R T X ENTERTAINMENT

There is no separation
between sports

and entertainment...
merge them together
and create something unique.”

Robert L. Johnson - Owner of the Charlotte Bobcats







Buzz « Entertainment »

SPORT - MEDIA - FANS -+ EMOTIONS - BEYOND THE GAME

Fan Experience

LIVE - WATCH - FEEL - BELONG

Entertainment
Fan Engagement

. PEOPLE - PASSION - SHARED MOMENTS //

< J/

Party-time - Gaming
Exciting - Ambiance
Experiential Fan

Meta information - NTIC
Fan expert - Superfan

W
INFORM - ANALYSE - CONNECT PLAY - EXPERIENCE - SHARE

FANS MAKE ENTERTAINMENT HAPPEN



SEASON

S'EAT S

238 7.7 44% 2.0

2014-15

441

@' BY THE NUMBERS

\@PREQQQO 5+ 3-ptFG

assists

PER 28.0° Warriors are one of 10 teams in
Win Shares 15.7° NBA history with 67+ wins:
Real Plus-Minus 9.16° 14-15 Warrlors 67-15"
= N 06-07 Mavericks 67-15"
/A *Led NBA 99.00 Lakers 67-15
98-97 Bulls 69-13
95-99 Bulls 72-10
ohf RECO 91-92 Bulls 67-16°
X Broke own record of 8S-86 Celtics 67-15

2 setin 2012- 13

28 6
3-ptFG Ray Allen: 264 in 05-06

S
24 Triplo the number by
92MES J'  jomes Harden who had
the 2" most this season

PPG APG 3-ptFG SPG

@'BEST OF THE BEST

72-73 Celtics 68-14
71-72 Lakers 69-13
66-67 76ers 68-13°

@ IN GOOD COMPANY

365 4ae

Only two point istoleada

65+ win team in scoring V.

INDIVIDUAL STAR POWER

W nmun_ oumu

«— COMMUNITY AMPLIFICATION
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MOTIVATIONAL MARKETING STUDY &
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Frank Pons & Lionel Maltese

\2015 2017
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FAN ENGAGEMENT SEGMENTATION

FROM OCCASIONAL FAN TO SUPER FAN

Map the relationship between audience growth and relationship strength.

Y

ENLARGE THE FAN BASE

-

/

@

EXPERIENTIAL FANS

Create memorable live experiences

Goal: convert emotion into loyailty

SUPER FANS ‘ ll

Reward, involve and mobilise

Goal: turn loyalty into advocacy

EVENT / CLUB

Fan relationship engine ¢

-
REINFORCE :° g & N oo
THE RELATIONSHIP - -
f
' DYSFUNCTIONAL FANS
Repair trust and remove friction
Goal: rebuild the relationship

4
—>  EXPAND REACH
\ »
SOCIAL FANS £

Grow participation through community

Goal: increase reach and engagement
S

=
>
2]
=
o
;)
m
N
I

FOCUS ON EXISTING FANS

PRIORITISE >  &hy ACTIVATE > > il wmeasure

/




Fan type

Social Fan

Goals

e Enlargement —>|
e Strengthening —>| @

Actions

Gaming - Digital Social
media - Apps

Physical social support
Snacking - bars - Groups




TURN PASSION INTO A STRONGER TOMORROW T

FANS TODAY. A BIGGER, STRONGER TOMORROW.

-, Fan type Goals Actions
. . . !
. : : ‘:..J"(\)\‘
N [ A L %
\ g / L |I|I ENIEEEHISEE LMusic-Song-VideosTifo... o/
N ~J, Gameday
Experiential \)
Fan ( ( w
o A / ?R% Strengthening }—) ?nl Datatainment J
. \ .

>

T L R e W




P/EOPALIE

FROM PRODUCTSTO o
THE HUMéN SPIRIT

Marketing 3.0 through iconic sporting legacies

(e -\
o
- ‘.("“ l \
”FM Zb.ée a g 2 Jonah Lomu
@o Z&e a gee// 1975 - 2015
Rememberi;
P H I LI P KOT L E R B /t//: ) é ZWV«! na i ’4& gnyv‘;f:dﬁy'ozw T Brish Examiner

HERMAWAN KARTAJAYA IWAN SETIAWAN PR <\ 2

~ellip—

SPORT INSPIRES A MORE HUMAN TOMORROW




77 BILL
. RUSSELL
1934-2022
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"% THE FAN ENGAGEMENT JOURNEY -

DEVOTION
T G T S W e
o | .
a retained
2 ACTION eet e SSeSsccroEres L oeerescornn el At e ‘ " fan base.
(@) ' ~ Our fan base
— engages and
< , takes action.
o APPRECATION T S St o o TR Somer
(e < engage with ou
< h content, but
ST AWARENESS F:'f‘z R conversions
We know oyt remain limited.
who the fans are, interested.
INSIGHT but we haven’t
built a fan base.

STAGE ONE STAGE TWO STAGE THREE STAGE FOUR STAGE FIVE ROI
PRE-CONTEMPLATION CONTEMPLATION PREPARATION ACTION CONSOLIDATION



I SPORT BUSINESS « METIERS D’AVENIR

. e e/ - - .
ECONOMIE < ¥ : R T f&ﬂ = i ¥ 7L T ’l! R ;
: ___‘. s - .‘ 9" ==-;—.— v - ..v A
.‘ h ‘. ;_.:._‘ ‘.|.
- - - : . ~ - " .y
LN - .

e A
« Fan Relationship

Manager » et
« Sponsorship Activation - &
Manager », deux métiers § g
d’avenir dans le sport [
business

-

— vau.-a,' "m\“ ’

Lionel Maltese - 23 février 2017




FAN ENGAGEMENT

ONTICKET HoLoen | “Your fans are

PRESENTED BY \vl SeatGeek

the message

— Marshall McLuhan sort of)

“The medium is the message guy”




- Group or individual exam

#)o

D -

% You are a sport federation: your choice!

¥ You can use your events to transform fans into practicers

— Give me a draft of maximum 12 pages / slides

m 5

}fe
Al
dibd

Al: you have to explain me why you use it? (prompt, results quality, ...)

P
dibd

A
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