DATA: 5 DIL

The importance of fossil fuels, mostly oil in the beginning of the industrial revolution allowed machines to operate and

produce goods. These goods were then transported to cities and towns where industry was booming. Oil allowed societal

dots to be connected and altered the way people worked over the last 175 years. Trains and other methods of transport allowed
goods to be sold around the world at affordable prices.This natural resource in its rawest state is literally ‘crude’and has little
value. However once mined, refined, distributed and monetized it became and is still essential to how we live.

Data is just as important today. We live in a technological revolution where this ‘natural resource’ flows freely
and is only growing exponentially with the advancement of technology. The more you know about someone
(client or prospect), the better opportunity that you have in being relevant to their needs as a

consumer. We in the sports industry are no different, if anything we are still years behind the

Amazons and Walmarts of the world. And just like these revenue Goliaths, we also have

millions of people flooding through our stadium and arena gates annually, surfing

our websites, watching our programming and wearing our brands.

By collecting this data we are able to learn about how they
consume our products at what frequency and at what cost.
We can then develop methods to enhance their experiences
while increasing our profits and brand awareness. Please see
the information below that highlights key necessities when,
deciding how to harness the never ending, ever changing
power of consumer data.
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These opportunities include, sales, retention, general communication, service.

Primary & Secondary* Ticket Purchases
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*exponential due to resales, bids and transfers
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Online and In-Arena Merchandise Purchases
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Ancillary Data Sources

Internal Inputs

These metrics are important to

@9 @e% sales management as they assist in coaching

RCES = PEOPLE h and development of people and processes.

Key indicators include sales and service
activity and contact-to-close ratio.
Financial data regarding billing and

revenue recognition is also important

from a corporate partnership perspective.
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