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Focus on the New Competition Logic

Digital Economy :

Prepare for Organizational Change

Implement New Metrics Business Essentials

‘ Velocity
c The speed of processes and
how quickly work gets done

@ Intelligence

The ability of analytics to automate
and improve decision effectiveness

E'Gi;': Experience
|—-I-—| Experiences that drive the right

behavioral and economic outcomes
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Digital Is Penetrating All Sectors,
Especially Sports Entertainment

US consumers are accelerating adoption of digital channels — a trend seen across global regions.

72%

BANKING

Source: McKinsey & Company, 2020.

ENTERTAINMENT

61%

Digital adoption, by industry, % of digital access
W Reqgular Users ™ First-time Users

The sports entertainment
industry is no stranger to digital
adoption as 64% of fans are
using digital channels.

44%

e 38% 37% 35%

GROCERY APPAREL UTILITIESTELECOM CARRIERS TRAVEL INSURANCE
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Intensifying the Fan Experience with

Technology

Start with a clear
understanding of
your organization's
goals and roadmap.

Create fan personas
to anticipate needs
and expected value.

The fan experience is
the fan’s perspective
on value, not what
your organization
thinks is important.
The better you
understand your
fans, the better
you’ll be able to
align their
experiences across
multiple channels
and platforms.

Develop a strategy to
reuse data and systems,
consolidating
management into fewer
systems whenever
possible.

Distribute over-the-top
content through multiple
channels and at the time
the fan wants it (real-time
and on-demand) while
using data across all
contact points to
understand engagement
and spending patterns.
Use this data to prioritize
changes and investment.
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Digital Initiatives and
Investments of 2022 and
Beyond

Info-Tech Research Group & ALSD Member Survey




Participant Profile

Marketing & Sales 33%
Sports Industry

General & Event
o
Management 25%

Hospitality Industr 345
’ ! ! ° IT Department 15%

Cities of 1 Million People o

Info-Tech Research Group | 7

C-Level or Director

Source: Info-Tech Research Group, Association of Luxury Suite Directors (ALSD) Member Survey, 2022. n = 65



Fan Profile

 Families with children and Millennials are a
majority of those who attend sports events.

« While Generation Z is missing from the stands.

ON AVERAGE THE YOUNGEST AGE WITHIN VENUES ON AVERAGE THE OLDEST AGE WITHIN VENUES
ARE . . . ARE . . .

0-10 0-10

1120 1120

2130 2130 T

3140 oo 2120

41-50 [B% 4150

o1 and older 51 and older 31%
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The Sports & Entertainment Industry
Depends on The Next Generation

GEN Z LESS LIKELY TO IDENTIFY AS SPORTS FANS
COMPARED TO GENERAL PUBLIC

H Avid Fan ® Casual Fan Not a Fan

* Almost 50% of Generation Z (Age
10-25) say they do not consider
themselves sports fans.

« Gen Z females are 20% less likely
to be fans than males.

* |tisimportant to note that Gen Z
as a whole is less likely to be an
avid fan.

1%

GEN Z ALL ADULTS GEN Z ALL WOMEN GEN Z MEN ALL MEN
18+ WOMEN 18+ 18+
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Multi-Screen Viewing is Typical During
a Sporting Event

ACTIVITIES FANS DO WHILE WATCHING SPORTS. . .

24%

Check/write emails 21%

Play games online 2l

20%

28%
24%

Talk to someone on the phone

B GenZ
Use Apps

H General Population

Use social media platforms

Text/SMS message

Order food delivery
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Fan Experience Components

Fans want to feel part
of the game and team.

Club app: News, hot
scoops, polls, instant
replays, and rewards.

Real-time data

Fans change between improve
channels and types of % understanding of the
content. game.

Technology is now a
key, not an option,
for the sports
industry.

Host “Ask me anything”
events with the team.

Sources: Immersiv.io, 2020; Gomeeki, 2019.



Delivering Event-Related Information to
Fans

WHEN PARTICIPANTS WERE ASKED TO RANK THE RELATIVE IMPORTANCE OF DELIVERING EVENT-RELATED
INFORMATION TO FANS THROUGH THE FOLLOWING INITIATIVES THEY ANSWERED . . .

Real-Time Interactive Digital
Experiences

Facebook or Other Social Media
Platforms

Sports Apps or Other Dedicated
Platforms

Traditional Media Outlets pLLA

Low B Medium mHigh
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Top Rated Digital Experiences

WHEN PARTICIPANTS WERE ASKED TO RANK THE RELATIVE IMPORTANCE OF THE FOLLOWING FEATURES FOR
DIGITAL EXPERIENCES THEY ANSWERED . . .

Mobile Ticket Platform 9% 87%

5G/WI-FI1 6 16% 77%

Providing Cashless and/or Checkout-less

i 22% 67%
Experiences

Digital Signage and IPTV 29% 61%

Venue App 19% 54%

Low H Medium M High
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Purpose of Digital Experiences

WHEN PARTICIPANTS WERE ASKED TO RANK THE RELATIVE IMPORTANCE OF THE FOLLOWING FEATURES FOR

DIGITAL EXPERIENCES THEY ANSWERED . . .

Providing an experience where fans can plan before the event,
and receive pre-event communication

Allowing fans to feel like VIPs inside the venue through digital
experiences

Extending your reach beyond the venue by unifying the inside
venue experience with the outside venue experience?

Providing at home excitement after the event, post-event
communication and/or experiences?

35%

Source: Info-Tech Research Group, Association of Luxury Suite Directors (ALSD) Member Survey, 2022. n = 65

Low B Medium ® High
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Future Digital Differentiators

WHEN PARTICIPANTS WERE ASKED TO RANK THE RELATIVE IMPORTANCE OF THE FOLLOWING DIGITAL
DIFFERENTIATORS AND THEY ANSWERED . . .

Hyper-personalization

Using Al, machine learning, and deep learning services to better
understand fans

Establishing digital experiences and relationships with
surronding businesses for pre- and post- event experiences

Low ®m Medium ®High
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Only A 360-Degree Experience Will Make

Fans Feel Like Real VIPs
Omni Channel 1. Before ~ 2. L';'Z'de

the Event:
Venue:

Let the fans plan
ahead Make fans feel

like VIPs

High Value

[ ‘
. 5.8eyond Fan Journey ; During the
Personalized the Venue:

Extend your
reach

Event: Anticipate
a shift in standard
expectations

\ 4. After /
the Event:

Provide at-home
excitement

Contextual

Source: Tappit, n.d.
Source: Info-Tech Research Group, Association of Luxury Suite Directors (ALSD) Member Survey, 2022. n = 65

Seamless

Direct

A
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360-Degree Technology Drives Fan

Engagement
65% CSS% '

Believes it Now interact with Want monthly Believe that Claim that they Will stream more
enhances the the team during content from their content would will go to more games.
viewing offseason. team. increase ticket physical games.

experience. sales.
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Sports & Entertainment are Investing

in Technology

WHEN PARTICIPANTS WERE ASKED
IF THEY WERE PLANNING ON
INVESTING IN NEW TECHNOLOGY IN
THE NEXT 18 MONTHS THEY

ANSWERED. . .

Yes

No

Not Sure

28%

WHEN PARTICIPANTS WERE ASKED
IF THEY WERE PLANNING ON
INVESTING IN NEW TECHNOLOGY IN
THE NEXT 3 YEARS THEY
ANSWERED . . .

Yes

No

Not Sure [PAEA

Source: Info-Tech Research Group, Association of Luxury Suite Directors (ALSD) Member Survey, 2022. n = 65

THE BUDGET FOR INVESTING IN
NEW TECHNOLOGY FOR DIGITAL
INITIATIVES RESIDES IN. . .

IT Department 43%

Digital Innovation
Department

Data & Analytics
Department

Marketing
Department

Other 29%
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Major Budget Increase

ON AVERAGE THE PERCENTAGE OF THE BUDGET ON AVERAGE THE DIGITAL INITIATIVES BUDGET HAS
THAT IS ALLOCATED FOR NEW DIGITAL INCREASED/DECREASED WHEN COMPARED TO THE BUDGET
INITIATIVES IS . . . PRE-COVID. . .
30% increase 0% 30% increase
16-30% increase 16-30% increase
6-15% increase 6-15% increase
1-5% increase 1-5% increase
1-5% decrease 0% 1-5% decrease 0%
6-15% decrease 0% 6-15% decrease 0%
16-30% decrease 0% 16-30% decrease 0%
30% decrease 0% 30% decrease 0%

No change 0% No change &4
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The Following Initiatives Have Been
Prioritized In The Next 18 Months

PARTICIPANTS WERE ASKED WHAT THEIR TOP 3 INITIATIVES ARE FOR DIGITAL EXPERIENCES IN THE NEXT 18
MONTHS AND ANSWERED WITH. . .

Cashierless and/or Checkoutless
Experiences

Venue App

Mobile Ticket Platform

3rd Initiative W 2nd Initiative W 1st Initiative
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Followed By...

PARTICIPANTS WERE ASKED WHAT THEIR TOP 3 INITIATIVES ARE FOR DIGITAL EXPERIENCES IN THE NEXT 3 YEARS
AND ANSWERED WITH. . .

Real-Time Crowd Intelligence

Immersive & Gamified Technology
(VR, AR, MR, NFTs, OTT, Sports
Betting, etc.)

3rd Initiative W 2nd Initiative ™ 1st Initiative
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89.3%

Of industry leaders believe
that enhanced digital media
fan experience is a top
opportunity to increase

revenues.
- PwC’s Sports Survey, 2020

12%

Of organizations expect to
invest in new technologies
that deliver new
experiences this year.

- Stats Perform, The Fan Engagement
Report, 202].

82.9%

Of industry leaders believe that
creation and monetization of
digital assets is a top
opportunity to increase

revenues.
- PwC'’s Sports Survey, 2020

61%

Of organizations have
refocused their efforts
when it comes to fan
engagement.

- Stats Perform, The Fan Engagement
Report, 2021

Source: Info-Tech Research Group, Association of Luxury Suite Directors (ALSD) Member Survey, 2022. n = 65

14%

Of mobile traffic will be
through video in 2024,
meaning full integration and
understanding of 5G services

are high-priority action items.
- Presto Sports, 2021.

49%

Increase in
merchandise spending
after a good

technology experience.
- Shankavaram, 2020.
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The Real Measure of Success

WHEN PARTICIPANTS WERE ASKED TO DETERMINE THE WHEN PARTICIPANTS WERE ASKED HOW OFTEN SUCCESS
REAL MEASURE OF SUCCESS FOR IMPLEMENTING SHOULD BE MEASURED THEY ANSWERED . . .
TECHNOLOGY TO ENHANCE THE FAN EXPERIENCE, THE

FOLLOWING ARE THE TOP MEASURES . . .

ROI = net return on Annually

investment / cost of
investment x 100

Bi-annually

Fan Engagement Rate =
(likes + comments +
shares/total of

followers) x 100 Quarterly
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Technology Driving Revenue

WHEN PARTICIPANTS WERE ASKED TO DETERMINE THE IMPACT ON REVENUE FOR EACH TECHNOLOGY THEY

RESPONDED WITH THESE TOP 5. . .

Mobile Ticket Platform

Providing Cashless and/or Checkout-less
Experiences

27%

18%

64%

60%

Fan Loyalty Program

23%

46%

5G/WIFI 6

Digital Signage and IPTV

Source: Info-Tech Research Group, Association of Luxury Suite Directors (ALSD) Member Survey, 2022. n = 65

50%

Low ®Medium m®High
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Technology Driving Fan Engagement

WHEN PARTICIPANTS WERE ASKED TO DETERMINE THE IMPACT ON FAN ENGAGEMENT FOR EACH TECHNOLOGY
THEY RESPONDED WITH THESE TOP 5. . .

5G/WIFI 6 9% 78%

Mobile Ticket Platform

Providing Cashless and/or Checkout-less
Experiences

Venue App

Fan Loyalty Program 19%

Low m®Medium mHigh
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Loyalty Programs are Often Overlooked in
Sports Entertainment Organizations

Understand who your incumbents and disruptors are

Increasing market competition and ubiquity of programs and define opportunities to either compete or
differentiate.
Increasing sophistication of fan expectations and Understand your fans and their journeys better to meet
demands and exceed expectations.

Determine opportunities to enter the digital economy

FAoCCusTomeriasingiteounglogicalprogress and improve customer-facing technology progress.

Siloed marketing, operations, and IT department Ability to merge two levels of maturity by aligning
strategies strategic goals and building digital fluency.
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Its Hard
Workto
Enable the

Digital
Economy

90-100%
Satisfaction

o0 -90%%
Satisfaction
H
L]

T0-80%
Satizfaction

6i0-70%
Satizfaction

<B0%
Satizsfaction

Effective

-------------------- I““n”ﬂt‘nr _ 'I'm nﬁfnrmﬁ

Feliable Technology Innovation

Business Partner - Expands
Execution on Business Projects, Sirategic Use of
Amnalytics and Customer Technology

Trusted Operator - Optimizes

Effective Fulfillment of Work Orders, Functional Business
Applications end Relisble Service Management

""" Firefighter- Supports

Fealizble Infrastructure and IT Service Desk

....................... Unstable - Struggles
Inahility to Provide Religble Business Services
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What Drives

Business Satisfaction?

Relationships Project Infrastructure
Delivery &
Capacity

Source: CIO Business Vision Diagnostic, n = 254 organizations that
completed the survey between January 2021 and April 2022

Innovation

Applications

Policies
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81%

Continuing
sl to Measure
Business
Satisfaction
with
Technology
G

80%

79%

78%

1%

76%

75%

74%

73%

12%

1%
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022

Info-Tech Research Group | 29

B Measures More than Once W Measures Only Once
Source: Info-Tech Research Group, Surveys, 2022. n = 2,254



[ts Hard
Work to - Close the stakeholder gap

Enable the

o o » Results-oriented processes
Digital ¥

Economy - Organizational maturity
- Build talent

« Strategic partnerships

Info-Tech Research Group | 30



The Dlg Ital - Pay attention to the generational shift

Economy
Is a Reality

in sports fandom (Gen Z)

* Focus on the pre, during, and post-
game experience

* Digital fan engagement strategy &
loyalty programs are critical

* Major technology investments require
business alignment
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Question & Answer
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