GUIDE TO SPORTS
MARKETING AND
Data Strategy

ABOUT
SSB believes a clean data foundation
is the gateway to maximizing business
performance and empowering clients with
transformative knowledge. We have a
holistic vision about the digital and datadriven future of Higher Education and
Professional Sports. And the future is truly
about the rich combination of people,
technology, and data clarity.

CONTACT
www.ssbinfo.com
ssbinfo@ssbinfo.com

LINKEDIN twitter-square

We see the full picture of innovation
opportunities and data-driven decisionmaking in the Higher Education and
Professional Sports environment. SSB’s
unique products and services deliver
a clear picture of a client’s business in
an elegant and simplified manner to
maximize impactful business performance
and realize true potential.
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INTRODUCTION
Supporting your favorite team is one of America’s earliest pastimes.
The game remains the same, but the decision-makers behind the
organizations have changed the way fans can engage with their favorite
teams. The advent of the digital world and the infinite data points
that come with it have created a new maxim for the professional and
collegiate sports world.
Collecting data points on customer engagements has
become commonplace, but it presents a new problem:
how can you find the diamonds among the data landslide?
Leveraging valuable data gives teams the ability to serve
as both sage and salesperson - attuning the approach to
what fans are looking for, then offering opportunities they
can’t resist.
While cloud storage and customer relationship
management (CRM) programs have become increasingly
ubiquitous, the skills required to deploy those technologies
and extract wisdom from millions of data points remains in
short supply.
That’s the gap that we were built to bridge. Data is revenue,
and we want to show you how the smartest players on the
field are using the latest profit-producing strategies guided
by data.

Creating a single view of the customer means a sports
franchise can help fans find a shorter concessions line, get
discounts on their favorite beverage, access special lastminute ticket discounts and pinpoint game-day operations issues.
The handful of big market baseball teams selling out every
game might focus on adding sponsorship revenue or
driving fan loyalty with personalized services. A last-place
team in a small city might just need help filling seats over an
81-game home schedule.
Every organization has a different starting line, but the same
goal. Teams vary in terms of data strategy adoption and
technical readiness. We work with a spectrum of technology
ecosystems and offer customized services ranging from
prescriptive, hands-on assistance to more of an advisory role.
Wherever your data journey begins, unlocking the potential
in your data launches your team on the fast track to
strategic growth.

It all starts with cleaning and organizing the data, then
building unified customer profiles of your entire fan base.
SSB then feeds the data back into your systems, where
marketing and sales teams can efficiently uncover strategic
insights that feed into better decision making – and fast
financial gains.
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CASE ST UDY

UNIVERSITY OF WASHINGTON
UW Scores Quick Wins with SSB Propensity Scores

THE TEAM:
The University of Washington athletic department
led by Rob Kristiniak, Associate Athletic Director
of Ticket Sales and Operations, and the Pac 12
sales team tasked with selling tickets for the big
revenue sports – football and men’s basketball.

We really wanted to see if a random person
with zero buying history, who happens
to live in Washington, has a (propensity)
score. Then we can put that person into the
sales process and see what comes from it.
Andrew Garlock, of PAC 12 Sales at the University of Washington

THE CHALLENGE:

THE PLAY:

THE WIN:

The sales team wanted to take their
game to the next level, but was running up against challenges finding the
best leads buried in the database. Efforts focused on reviewing sales data
from preceding years, then targeting
buyers from the most recent season.
But those leads still outnumbered what
they could feasibly accomplish, forcing
the team to either act on gut instinct or
waste time searching data.

The team used data analytics to predict which fans were more likely to buy
tickets and what kind of tickets they
would buy. These factors were calculated in a propensity score – percentage estimates of the likelihood that
a customer will take a specific action
based on algorithms – then integrated
seamlessly into the Salesforce system.
The lead scoring model translated to
strictly new business, rather than a
refinement of the existing approach to
target legacy buyers.

Within two weeks of using the scores
to launch an email campaign, ticket
sales were $40,000. After two months,
the team rang up incremental sales of
$115,000. Propensity scores allowed
the sales team to focus 100% of their
time on tailored outreach to strong
prospects based on the data. This was
all accomplished without adding staff
or undergoing tech-heavy training.
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WHAT’S NEXT:
If we can capture more data points, including our scan data at the
venue, that can tell us where to allocate our resources and improve
customer service. That includes mapping out food and concession
locations and identifying areas where we might have issues.
- Andrew Garlock.
Sales and customer service teams aren’t going away anytime soon.
But, everyone is trying to find more ways to be more efficient and
maximizing their time in the right places, to get an extra edge. We
plan to continue to build on the success.
- Rob Kristiniak of University of Washington.

UW Athletics is incorporating
propensity scores into a
wider range of reporting,
which means sales reps can
use them every day on more
tasks. That includes improving
customer retention and
providing a better game day
experience for fans.
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CASE ST UDY

PITTSBURGH PENGUINS

“Event Recap Report – A snapshot of operational data”
Mark Walczak – Director of Data and Analytics

THE TEAM:
The NHL’s Pittsburgh Penguins and the sales and marketing
team supporting them.

THE CHALLENGE:
Manually crafting dashboards and reports
on business metrics into PDFs was a laborious process eating up valuable time. Data
was siloed rather than integrated, presenting organizational challenges with data
storing, managing, and reporting. Rather
than focusing on growing the organization
strategically, the data and reporting process left the Penguins team with very little
time to analyze the data for critical insights
to guide business decisions.

SAVED TIME MAKES
FOR BIGGER SUCCESS.
THE TEAM SAID GOODBYE TO
INEFFICIENT PDF REPORTS
AND WELCOMED AN EASY-TOUSE INTERACTIVE TABLEAU
DASHBOARD. THIS ALLOWED
THE TEAM TO FOCUS ON THEIR
MAIN OBJECTIVE OF BOOSTING
TICKET SALES AND PROPELLING
ORGANIZATIONAL GOALS.
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THE PLAY:
Creating a data warehouse integrating all
organizational data offered a one-stopshop for data needs and insights. From
there, the team created the Penguins
Event Recap Dashboard, offering a simple
and visual way to interpret and quickly
deploy revenue-producing strategies. The
dashboard compares categories such as
parking sales data, rental and staff, and
food, beverage and merchandise against
multiple historical benchmarks such as a
daily average, season average, season
low, season high and prior season average. The same benchmarks are also applied to season, group and student ticket
sales. Attendance data shows when fans
are entering the venue for game day.

THE WIN:
Saved time makes for bigger success. The
team said goodbye to inefficient PDF reports
and welcomed an easy-to-use interactive
Tableau dashboard. This allowed the team
to focus on their main objective of boosting
ticket sales and propelling organizational
goals. Automated event recap reports quickly
gave the executive team game attendance
performance information.

WHAT’S NEXT:
The team plans to continue utilizing the data warehouse and event recap dashboard to further strategic planning and is eager to see how sales goals are impacted over time.
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CASE ST UDY

BOSTON BRUINS

“Taking the power of the data warehouse beyond – data quality/reporting and ETL”
Joe Caggiano - Director of Business Solutions | Brad Hauser - Business Analyst

THE TEAM:
The six-time Stanley Cup winning Boston Bruins of the NHL and the
marketing and sales teams that power them.

THE CHALLENGE:
Rather than supporting business decisions, the Bruins found their data
was hindering progress by offering stale, inaccurate reporting riddled
with inconsistencies and redundancies. Data was manually collected,
transformed and delivered into reports. Bad data caused the team to
focus on the wrong objectives and lose valuable time. The team needed
a data warehouse as a permanent fix in order to focus on organizational
growth. Well-equipped for the task, the Bruins had the staff capacity, skill
sets, organizational depth and manpower needed to maintain the data
warehouse day to day.

2021 Guide to Sports Marketing & Data Strategy | 6

THE PLAY:
They enacted a complete data audit by
reviewing the needs and objectives of key
stakeholders. An evaluation from top to bottom
determined what was working in their data,
what wasn’t, and what was missing to fulfill
key objectives. After assessing data assets
then integrating the data warehouse with data
marts, the team was able to access reliable data
insights to guide business strategies. Data mart
audit logs ensured processes run seamlessly
without error. The Bruins are leveraging the data
warehouse and SSB integrations via data marts
they built (RDM for Tableau and CDM for SAS
Marketing Automation). The data that is being
actively used is currently Archtics and Eloqua
with the addition of more sources coming soon.

A SOLID DATA FOUNDATION HAS ALLOWED THE
BRUINS TO FOCUS ON DELIVERING QUICK BUSINESS
INSIGHTS, WORKING WITH A FASTER TURNAROUND
FOR IMPORTANT DECISION MAKING, AND GIVING THE
TEAM CONFIDENCE IN THE ACCURACY OF THEIR
DATA RESOURCES.

THE WIN:
A solid data foundation has allowed the
Bruins to focus on delivering quick business
insights, working with a faster turnaround for
important decision making, and giving the
team confidence in the accuracy of their data
resources. The data mart is structured to collect,
validate, manipulate and aggregate data to
support team analysts while also remaining
quick, responsive and scalable for future needs.

WHAT’S NEXT:
The team plans to continue to maximize their
data resources through the data mart and build
upon organizational goals.
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CASE ST UDY

MONUMENTAL

“Alibaba Fan Insight Portal – Bringing the data together”
Adam Falkson – Senior Director, Business Intelligence

THE TEAM:
Monumental Sports & Entertainment, one of the largest integrated sports and entertainment companies in the country,
owns and operates seven professional sports teams: AFL’s Baltimore Brigade, 2018 AFL Champion Washington Valor, NBA’s
Washington Wizards, NBA G League’s Capital City Go-Go, NBA 2K League’s Wizards District Gaming, 2018 NHL Stanley Cup
Champion Washington Capitals and the WNBA’s Washington Mystics.

THE CHALLENGE:
The Monumental team had the data warehouse but
needed guidance on how to leverage its power by
making data insights accessible to all team members,
regardless of technical skills. To build revenue, they
also needed a tool to predict future fan behavior
based upon previous recorded actions or similarities
to other target audiences.

THE PLAY:

HE PLATFORM IS A CLOUD-BASED SEGMENTATION
TOOL THAT ALLOWS MONUMENTAL TO EFFICIENTLY
GROUP, QUERY AND SEGMENT NEARLY THREE
MILLION FAN PROFILES.

In roughly half a year, the SSB and Alibaba Cloud
teams progressed from initial discussions and
whiteboarding sessions to a fully launched Fan
Insight Platform. The platform is a cloud-based
segmentation tool that allows Monumental to
efficiently group, query and segment nearly three
million fan profiles. It offers the tech-heavy data
insights without requiring any technical knowledge.
Through nearly 800 fan profile tags, any team
member can easily mine the data for target groups.
Within the profile tag selections is a predictive tag
option, which offers custom algorithms through
detailed analysis of historical data. This option allows
the team to maximize sales opportunities through
predictive analytics.
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THE WIN:
The wealth of data insights from the platform resulted in several
quick wins:

•

Wizards single game ticket sales up roughly 20% through the
same period last season

•

Capitals single game ticket sales up roughly 8% through the
same period last season

•

Bundled offers (food and beverage + ticket) will eclipse well over
10,000 across both teams

•

Two segments generated $80,000 in ticket revenue across
various ticket products since initial targeting, the smaller segment
provided nearly 45% of the total

•

Sales-focused emails are up 265% from the previous year

•

Unique email opens are up 153% with link clicks up 95%

•

Countless staff hours were saved from pulling customer list
segmentations across disparate sources of data

•

More targeted marketing enabled by the platform drove outsized
returns ($4.73 vs. $0.93)

WIZARDS SINGLE GAME
TICKET SALES UP ROUGHLY
20% THROUGH THE SAME
PERIOD LAST SEASON
UNIQUE EMAIL OPENS ARE
UP 153% WITH LINK CLICKS
UP 95%

MORE TARGETED MARKETING
ENABLED BY THE PLATFORM
DROVE OUTSIZED RETURNS
($4.73 VS. $0.93)

WHAT’S NEXT:
Next steps will focus on deeper integrations
with outbound communication tools in order to
have the Fan Insight Platform work directly with
Eloqua, a SaaS marketing automation platform.
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VI SUA LI ZAT I ONS

VISUALIZATIONS & USE CASES

FUNDRAISING PROFILER —
COMPLETE DONOR PROFILE DASHBOARD
Use Cases:
• Full demographic profile
• Map of constituents by zip code
• Giving score by graduation year
• Engagement scores

VOICE OF FAN – SURVEY DATA HEAT MAP
Use Cases:
• Satisfaction rates by row/section
• Zone in on specific opportunities to
improve fan experience

RESELLER MAP – RESELLER SALES
DASHBOARD
Use Cases:
• Which reseller partners sold tickets
• Who they sold them to
• How much they sold them for
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MARGIN ANALYSIS MAP – SECONDARY
MARKET DATA MAP
Use Cases:
• How many seats were resold?
• How many days out from the game were
they resold?
• What team were we playing?
• What day were we playing?

GAME DAY SUMMARY – CENTRAL CONTROL
DASHBOARD
Use Cases:
• What was the attendance?
• How much was sold in merchandise?
• What was sold in concessions?
• Are people using the WiFi?

MDM WATERFALL – MASTER DATA
MANAGEMENT WATERFALL
Use Cases:
• Health of database
• How many duplicates are there in the
database?
• How many crossovers are recorded?
• How many records do we have in each life
cycle stage?

2021 Guide to Sports Marketing & Data Strategy | 11

R ESOUR CES

A DATA WAREHOUSE: TO BUILD OR TO BUY?

OWNERSHIP VS. OUTSOURCING
MAYBE YOU SHOULD BUILD YOUR
OWN DATA WAREHOUSE

MAYBE YOU SHOULD BUY
A DATA WAREHOUSE

There’s a certain allure to ownership, isn’t there? There
could be tax advantages to a capital expense vs. an
operating expense as well. You’ll do it your way, specifying
and fully customizing your data warehouse to serve the
exact needs of your organization. Initial costs will be low,
but there will also be some operational risk and larger,
long-term costs. Once you build a data warehousing
solution, you have to run it, refine it, upgrade it, adjust the
data sets, monitor it, configure it and convert it to a new
system every time you make a change. Still, ownership
feels good.

When you buy a system, you relinquish some control. But
outsourcing also provides relief. You’ve figured out the
best use of your time and you’ve decided building a data
warehouse solution isn’t part of it. You’ll be dependent on
a vendor, but have fewer headaches and less chaos. No
hiring or onboarding architects, developers or help desk
staff. When things go wrong, you’ll call someone. Costs
are lower and more consistent, improving the budgeting
process. The solution will scale with your needs over time,
whatever they might be.

WE’RE HERE TO TELL YOU THERE IS NO WRONG CHOICE. Due diligence is critical though. Talk to a vendor. Do your research. Discuss
with your peers. Weigh the pros and cons. Consider what’s right for your company, your growth stage, your team and your
industry. After witnessing dozens of clients take this journey, we know that determining the right fit comes down to five factors.


Customization

Dependency

Quality

Security

Expense
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1. SPECIFIC NEEDS: CONFIGURATION
VS. CUSTOMIZATION
You think of yourself as having very unique challenges. While
this may be true, remember that the more niche your solution
becomes, the more challenging your software will be to
maintain, sustain and scale.

BUILD VS BUY
 BUILD

Building our own data warehouse was
the right decision for us. We had the
right people in-house to implement it
and continue to believe maintaining our
own CRM, data warehouse, and business
intelligence environments provides a
competitive advantage. Especially with
multiple CRM environments, we need fulltime staff to understand the nuances
of each.
Mark Bashuk, Director of Business Analytics, Oakland A’s

If you want a data warehouse solution that’s specific to your
industry and customized to your internal audience, look no
further than your own company. Remember that building,
running, and upgrading a data warehouse solution that works
with all your other systems (and factoring in time for major
bugs) is no small job. Consider employee bandwidth and how
many extra employees you’re willing and able to hire. Are
you familiar with the industry best practices required to build
a powerful platform? Can you find the right talent? Finally,
consider that even a hand-selected team may not cover all the
expertise required, so you may end up hiring a contractor to
handle the last-mile configuration.

handshake BUY
Hiring a vendor to handle this project takes the
responsibility off of your employees. You’ll want a product
that allows for the appropriate level of configuration and
downplays the customizations. A good product will help
you more easily respond to market shifts, quickly adopt
technological changes and scale with your business as
it grows.

The Technology Factor—
Data Complexity & Availability
Technology changes fast, which increases your innovation, but has a downside as well. First, evolving
technology adds to data complexity. And the more custom your product, the less well it plays together with
other systems and the more challenging your data sets and upgrades become. Second, as technology
improves, more data becomes available. This takes you from an assumption of basic system maintenance to
something very different—constantly improving your current infrastructure to accommodate new data sources.
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2. DEPENDENCY: ON YOURSELVES OR A VENDOR?
A common fear of buying is dependency on a vendor for such an important part of your business. In reality, however, unless
the owner is doing the coding, dependency is inevitable. You just have to weigh the pros and cons. Either way, there is a
dependence on people and on the technologies used.

BUILD VS BUY
 BUILD
If you build it, you’re dependent on your own people.
A great team can fix, configure and shift your data
warehouse right there in your office. No need to call the
vendor. But you’ll need a significant staff, including software
developers, data analysts, architects, quality engineers and
even administrative support. One bonus is that they know
where all the code “bones” are buried. But they also could
leave at anytime. In a world of increased turnover, constant
reorganization and less company loyalty than ever before,
you’re trusting your business to a very specific IT team.
Building also means you’re dependent on the systems
you have today. But your business is evolving.
That means email service providers, CRM, security or
ticketing may need to change. Maybe you want to switch
ESPs or migrate to a marketing automation platform.
Maybe an acquisition has changed your process.
Whatever your reason, these transitions are a lot of work.
It includes data migration, system conversion, employee
training, workflow updates and much more.

handshake BUY
If you buy it, you’re dependent on your vendor and their
system, so be sure they’re the right partner building with the
right technology. . .and have SLAs in place.
When it’s time to evolve other systems (CRM, email, app),
you’re all set. A vendor can provide technical support,
integrations, maintenance services and upgrades with an
annual service package to cover it all. That peace of mind
will come with a pricetag, but it’s a worthy investment for a
solution that can accommodate change. The benefit is that
your core business remains flexible, ready to adopt new
systems and work smoothly with ever-shifting technology.

IN REALITY, UNLESS THE OWNER IS DOING
THE CODING, DEPENDENCY IS INEVITABLE.
IF NOT THE VENDOR, IT’S AN INTERNAL
TEAM. YOU JUST HAVE TO DECIDE.
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3. QUALITY: WHAT DOES IT MEAN TO YOU?
How do you define quality? Is it about industry wisdom or system expertise? Does it include perseverance, problem-solving
and trouble-shooting? Does it include scalability and speed? Or is it about technological best practices? Whatever your
definition, ask yourself if it’s related to the core work you do or if it could be better achieved through a software partner. How
can you achieve the highest quality data warehouse?

BUILD VS BUY
 BUILD
If you’re already schooled in data warehousing, have a team
with expertise and you’re confident that spending time and
effort on this software will boost your industry knowledge
and differentiate your business, it might be time to build.
And no one knows your proprietary business operations and
processes like your internal team. Keep in mind, however,
that an internal team is biased by their own habits, so
industry best practices on technical craft or workflows will
be limited to their own insight.

AND NO ONE KNOWS YOUR
PROPRIETARY BUSINESS
OPERATIONS AND PROCESSES
LIKE YOUR INTERNAL TEAM.

handshake BUY
A vendor will already know the data warehouse space since
its their core business. And if you buy wisely, you’ll gain a
partner who understands the complexity of your systems.
This should include data normalization, data models and
security management, not to mention the business rules and
workarounds that companies use to tag specific types of
data. This framework should include:
•

Solid data models that offer consistent output and
allow you to gain insights

•

A “golden record” of a fan: master data management
with automation and scale

•

Integration from various data sets from various formats
and frequencies

Deciding to buy also boosts your potential for innovation.
When it comes to system optimization, a vendor will draw on
past data warehouse design or operational wisdom.
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4. SECURITY: ASSESSING YOUR OWN RESPONSIBILITY
It’s critical to understand the risks inherent in purchasing software to manage your data. For a sizeable system or company,
effective security is complex. Standards like SOC 2 compliance, General Data Protection Regulation (GDPR), (and any US
versions that comes next), cyber-liability and backup, and crisis response are critical.

BUILD VS BUY
 BUILD
If you build it, be prepared to purchase, understand and
monitor SOC 2 compliance. This ensures your service
providers are securely managing your data to protect client
privacy. It’s a minimal SaaS provider requirement for any
security-conscious business. GDPR is a legal framework
that sets guidelines for the processing, collection and
organization of personal data within the European Union
and will likely be mirrored in the US soon. Take heed,
because non-compliance will eventually be costly. Cyberliability insurance is also becoming a best practice and will
require research and investment. Finally, you’ll need to stay
abreast of changes in regulations—and your team will be
required to develop and adopt new approaches to handle
these effectively.

handshake BUY
If you buy it and choose a vendor wisely, legal and
compliance issues will be their responsibility. Be prepared
to ask about SOC 2 compliance, which ensures client data
privacy protection; GDPR, which sets guidelines for personal
data collection, processing and organization; and cyberliability. These components should be part of your vendor’s
package. The vendor will also be responsible for staying
relevant with crisis response requirements and any legal
shifts that occur.

While the size and complexity of our organization
led us to take a good long look at building the data
infrastructure internally, we opted to hire. Expertise
of our current data sets (and any others we may
encounter) was critical. Security was also important
and played a big role in our decision process.
Scott Miner, Director of Business Solutions, Pegula Sports
and Entertainment
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5. EXPENSE: INVESTMENT IN EMPLOYEES OR SERVICE?
A data warehouse is an investment regardless of your decision. When looking strictly at numbers, a data warehouse is
far more expensive to build than to buy. Many companies are in a “pay now vs. pay later” mindset. However, total cost of
ownership over time is the best way to think about it. Factors should also include where you want to spend your money, how
much you’re willing to invest and your own comfort with uncertainty.

BUILD VS BUY
 BUILD
If you build, you’ll be investing in employees, hardware,
software and licensure. If you already have many of these
components in place, you may benefit from building the
data infrastructure yourself. Long-term IT costs are difficult
to predict. One way to ease into costs is by selecting
partners or vendors for critical components before investing
in the full project. No matter how you structure the initiative,
it’s important to understand the layers of this expense.
One layer is the cost of new employees—onboarding,
benefits, salaries and all that comes with these multiple
new hires, such as analysts, help desk support, engineers,
architects and automation mavens.
The second layer is the opportunity cost of your current
employees working IN your data instead of working ON
your data, with less availability for other initiatives.
The third layer is the various specialty contractors your
system will require, including, for example, a part-time ETL
developer for integrations and a part-time DBA who knows
SQL. A common solution is to find a “jack of all trades”
who knows a little bit about everything. But then it’s critical
to assess the quality trade-offs of that person’s individual
skills in the specific areas.
Fourth is the cost of storage, infrastructure and software
licensing.

Finally, there’s the ongoing cost of refinement,
maintenance, upgrades and tech support. These are
usually considered to be a fraction of the investment
required for an externally licensed data warehouse.
But in the long term, 10 years of licensing adds up.
Not to mention the salaries of an internal team and
the risk of losing employees along the way.
handshake BUY
Normally, buying something is more expensive than
building it yourself. For data warehouses it is actually
the opposite. If you buy, you’re cost layers are fewer,
more straightforward, and more focused. You’re investing
in a relationship, as well as a scalable technology that
integrates with all your current systems and is constantly
innovating along the way. In this scenario, a high quality
vendor would become your “jack of all trades”, often at the
same cost of one hire. Your investment is more predictable
and consistent for the long term, with no equipment,
employees or licensure costs. And the bottom line?
It’s simply less expensive to buy than to build.
The risk here should be calculated, beginning with trust
in the technology, durability and integrity of your data
warehouse vendor. But you don’t handle the hiring,
prioritizing or project management. You’re paying someone
to do it all.
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R ESOUR CES

DATA CAN HELP HIGHER ED UP ITS GAME
When It Comes To Data, Universities Are Dropping The Ball
By Steven Hank
Senior Vice-President for Collegiate Athletics and Higher Education, SSB

Colleges and universities generate fantastic data about
their students and alumni, as well as people who just
watch their sports teams play. Unfortunately, too many of
those institutions let that data languish inside departments
that don’t talk to each other, when they could be analyzing
and sharing it to build better relationships with customers.

single football game. For casual contacts, it’s better to
start slowly and gradually connect them with the university
as a whole. Eventually, we may want to recruit the camper
to apply as an undergrad. We may try to build the football
fan into a mini-plan buyer, a season ticket holder and
ultimately a full-fledged donor.

It’s ironic that academic institutions, which train young
people to use technology and to collaborate, are among
the slowest organizations to embrace modern data
strategies and tools. And that’s a shame. Because they’re
missing a chance to empower their own people with
strategic intelligence and resources that they’ve never
had before.

PERSONALIZED ATTENTION

People may appear on the radar of a university because
they buy basketball tickets or participate in alumni
donation drives. They may have a child attending the
university, a sports camp or a community event on
campus. How can we embrace and then engage each
one of these constituents appropriately? We don’t want to
send a barrage of messages to parents of a cheerleading
camp attendee, or someone who bought tickets to a

Reaching each of those individuals requires a very
different plan. How can the university extend their initial
engagement to the deepest relationship possible? Or, as
described in the sports business book, The Elusive Fan,
how can we move customers up the seven stages of “The
Fan Involvement Ladder,” from “indifferent” to “insider”
and ultimately to “ensnared.”
To grow somebody up that ladder, we have to understand
who they are – holistically and at a high level. Not just
in isolated chunks. To do that, we can deploy a data
warehouse along with an analytics program, providing
a comprehensive view of all fan interactions – through
a single lens. A strong CRM system can then coordinate
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constituent connections across multiple departments,
streamlining and optimizing every customer contact, and
increasing revenues.
Some schools have begun dabbling with software
platforms and tools, either on their own or by hiring
consultants. They typically take a one-off approach,
addressing singular needs like handling donations, or
selling tickets and merchandise.
And while these singular platforms perform critical tasks
on campus, they don’t address customers over their entire
lifecycle. They also miss the bigger opportunity to work
together, with data that has been aggregated, cleaned,
and structured to be consumed by other systems.

A GROWING OPPORTUNITY
This opportunity isn’t entirely new. But it’s becoming
more urgent over time. The amount of available data is
growing exponentially, providing more – and more precise
– knowledge about individual constituents. That lets us
speak to people in their own language, with relevant,
personalized messages at just the right time, that help
maximize the quality of each engagement.
So why would universities resist such a fabulous
opportunity? It’s a combination of inertia, fear of change
and, frankly, a lack of awareness among academic
leaders. Campuses are filled with people who resist
change. Few people want to call out problems. We’ve
always done it this way. It’s not broken. Why do we need
to change?
But the technology in this case isn’t meant to change
existing processes. It’s meant to make employees’
lives easier – to make smart, hard-working people, even
smarter and more efficient. It can free up employees from
tasks like collecting information in spreadsheets, while
empowering them to add more value and showcase their
broader expertise.

START WITH AN OPEN MIND
It takes an open mindset to deploy better lifecycle
management. And that begins with executive leaders, who
can start breaking those institutional silos and entrenched
interdepartmental politics. Leaders must understand not
just the efficiencies that can be gained by mining their
data for strategic insights, but also the value of speaking
to customers with one voice across the institution.
That one voice means alumni no longer receive multiple
phone calls, emails, direct mail, and other ads with
completely generic requests for money. Whether the
message comes from the law library, the development
office, or the women’s basketball team, it should be
coordinated to avoid duplication, and personalized to
show recipients how much the university values them.

Clock EXAMPLE:
A NEW WORKFLOW SOLUTION MIGHT CUT 30
SECONDS OFF EVERY PHONE CALL MADE BY
A SALES REP, AND TWO MINUTES OFF FOLLOWUP CALLS. HOW MUCH MORE ADDITIONAL
REVENUE COULD A SALES REP DRIVE IF WE
GAVE HER BACK 30 MINUTES A DAY?
Unfortunately, many colleges and universities have yet to
recognize how technology can improve their customer
lifecycle management. But those that have examined the
opportunity are starting to understand it and embrace
it. And as the success of early movers becomes more
apparent, momentum is building. They may be late to the
game, but academic institutions still have time to reap
the benefits of the transformative knowledge that’s now
available to them.
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FUNDING SQUEEZE PRESSURES
UNIVERSITIES TO THINK DIFFERENTLY

By Steven Hank
Senior Vice-President for Collegiate Athletics and Higher Education, SSB

At universities across the country, admissions offices
and athletic departments face a big challenge. Shrinking
government support for higher education has put
the squeeze on academic programs and sports
programs alike.
Following the Great Recession that began in 2008, states
slashed higher education funding by billions of dollars.
As of 2017, funding levels were still below 2008 levels,
with the average state spending $1,448 less per student –
a 16 percent reduction, adjusted for inflation.
In response, many universities raised tuition and
refocused their spending to protect academic programs
and educational priorities. This often came at the expense
of athletics and other departments that could previously
rely on stronger support. Those departments increasingly
have to stand on their own. Many sports programs have
responded by raising ticket prices to daunting levels.

AS A RESULT, SOME STUDENTS AND SPORTS FANS ARE DOING SOMETHING
THAT SEEMED UNTHINKABLE NOT THAT LONG AGO. THEY’RE OPTING OUT.
WE’RE FINALLY HITTING THE CEILING—MANY PEOPLE ARE NO LONGER
WILLING TO PAY WHATEVER IT COSTS TO GET IN TO THE BIG GAME OR TO
ATTEND A TOP-RANKED COLLEGE OR UNIVERSITY.

Imagine a talented student who chooses a local, in-state
school over her first choice, which happened to be an
out of state institution that would cost $200,000 more
over four years. Or imagine a group of former college
roommates who dump their season tickets to their alma
mater’s top 20 football program and instead get together
to watch games on their 100-inch TVs in their comfortable
man caves, where beer and food cost a fraction of what
they paid at the stadium.

THE COMPETITION IS FIERCE
Athletic departments are also dealing with the explosion
of sports entertainment options. Fans have many new
ways to spend their entertainment budget. Some top
college football programs actually struggle to sell out
home games in their cavernous stadiums. For schools
that have historically used elite sports to drive alumni
donations or to attract incoming students, this presents a
problem. There’s more competition than ever.
Many schools have responded with aggressive recruiting
campaigns. The mailboxes of high school students have
been filled with an endless stream of brochures. Most of
those mailers are untargeted – a bulk mail blizzard that
relies on quantity over quality.
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An optimal approach would focus on students that are
more receptive to a school’s message and a better fit
on its campus. Taking the time to understand students’
needs better and to provide better service could make
the difference in the battle for new admissions.

and then builds better connections with students, their
families, and sports fans.
helps recognize the changing needs of constituents,
solve their problems, and inject more accountability into
university operations while providing a comprehensive
view of the health of the organization and its KPIs.

BUILDING BETTER CONNECTIONS
The same approach works with alumni, donors, and sports
fans. It starts with uncovering and analyzing the right
information, which helps improve efficiency and focus,

Ultimately, it means spending less money on marketing,
sales, and fundraising efforts, while producing better
results.

THAT INFORMATION COMES IN THE FORM OF THREE KINDS OF DATA.

Address-card

CHART-BAR

ENVELOPE

First: Actions and behaviors.
For example, a fan attends a game,
buys merchandise, or responds to a
marketing email, which suggests potential
affiliations and interests.

Second: Appended information, such as
net worth, or other demographics. Is the
ticket holder a student or an alumnus?
This information can often be gleaned, or
estimated, from information like a zip code
collected during an online ticket order.

Third: Data that customers
volunteer, which could come from
a follow-up email, asking the fan
to rate her gameday experience
or provide her age.

At SSB, we bring all three sources of information together in a structured platform where it can be measured and tracked
by people across the university. This enables better connections and better service to customers – also known as
students, alumni, and/or sports fans. That data helps recognize the changing needs of constituents, solve their problems,
and inject more accountability into university operations while providing a comprehensive view of the health of the
organization and its KPIs.

ULTIMATELY, IT MEANS SPENDING LESS MONEY ON MARKETING, SALES, AND FUNDRAISING EFFORTS,
WHILE PRODUCING BETTER RESULTS.

DOING MORE WITH LESS
Many universities have historically
been insulated from pressure to
evolve or to drive financial success.
They could just raise tuition whenever
necessary, and, in fact, the cost
of a degree has risen faster than
general inflation for decades. But
today, reduced government support
and sky-high tuition have left more
students doubting the value of a

college degree from their top choice.
University administrators are under
enormous pressure to do more with
less.
In coming weeks, we’ll be taking a
closer look at the higher education
landscape, examining the causes
of the current financial gap, and
suggesting solutions for injecting
more business accountability into
the industry.

Technology and data can play a big
role in boosting admissions, athletic
revenues, and alumni support in a
challenging financial environment.
And there’s no excuse for waiting.
The market has shifted amid external
forces that universities can no longer
control. Institutions that embrace
technology will attract more students,
sports fans, and financial donations
than those that lag behind.
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EVOLVING CORPORATE PARTNERSHIPS MARKET
BRINGS GREATER CLARITY, BIGGER OPPORTUNITIES
Sponsorships have historically been designed to help companies deliver messages to specific audiences,
including some that they otherwise might not easily reach. For example, your average football fan might
not typically seek out information about car insurance, but they hear pitches from multiple providers
during every telecast.

The need for alignment and an
understanding of the intricacies
of data coupled with the ROI
story is critical for the success
of sponsorship teams.

But like advertising, sponsorships often lack good data showing
return on investment. How many new policy holders sign up after
watching all those insurance ads on TV? How many more tickets
do airlines sell after they put their name and signage on a major
arena? It’s hard to know for sure. So, what are sponsors really
getting for their money?
Brands that shell out millions for sponsorship rights are
demanding a clearer view of ROI. They want to track key
performance indicators (KPIs) in real time and tie them to contract
milestones. If a vendor can’t provide this information, they have
plenty of other options for spending marketing dollars.

COLLABORATIVE PARTNERSHIPS
Fortunately, technology is starting to provide better answers. Data analytics tools
and real-time customer feedback are helping sports franchises and arena owners
connect brands with fans much more effectively and with measurable impact. That
means they can structure deals that look less like sponsorships and more like
collaborative partnerships, in which teams have a clear understanding of brands’
business objectives and leverage assets to drive meaningful results that create
bigger revenues for both parties.

DATA ANALYTICS TOOLS AND REALTIME CUSTOMER FEEDBACK ARE
HELPING SPORTS FRANCHISES AND
ARENA OWNERS CONNECT BRANDS

For example, an arena could offer signage to a beer brand for $50,000, hoping
to sell a million beers during the season. But what if the contract offered a bonus
for selling 2 million or 3 million beers – if the arena could prove the sponsorship
drove those sales? That could spur the arena to promote those beers in more,
or higher visibility areas, and to closely monitor performance. They might run a
social media hashtag promotion on the videoboard at the same time as a t-shirt
toss and track how many more beers were sold within a certain time period.

WITH FANS MUCH MORE EFFECTIVELY
AND WITH MEASURABLE IMPACT.

Technology also allows much more precise customer targeting than ever before.
That starts with the availability of aggregate data on the audience, which helps
tailor the marketing spaces in and around a stadium in a broad way.
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Teams can now simultaneously engage individual fans, one to one, thanks
to ubiquitous mobile phones and wi-fi. With SSB, when a fan scans a ticket
at the turnstile and enters a stadium, the team knows who they are, what
their household income is, how many kids they might have, and what their
interests are. Brands can even get data on the impact of pre-game videoboard
announcements or signage, since teams collect ticket scan times.
Stadiums and their corporate partners can connect with each fan through social
media, text messages or fantasy sports apps – and then measure the impact. A
text message could inform every fan in section 215 that there’s no line at the beer
stand, and they can get $1 off if they head up there and scan a coupon from their
phone. Teams can then track those sales in real time to attribute back to the offer.

HOW DO YOU KNOW IF A
SPONSORSHIP DEAL IS WORTH

$3 MILLION OR
$5 MILLION?
HOW DO YOU SHOW AN EXCLUSIVE
CORPORATE PARTNER THAT THEY
ARE GETTING THE MOST VALUE FOR
THEIR INVESTMENT?

GLOBAL GROWTH
The value of data and corporate partnerships will only
grow as the Big Five leagues expand into global markets.
That will bring in new data on customers in Europe and
China, for example, and new opportunities to connect those
customers with corporate partners.
This will require good tools to analyze that data in order
to determine the best way to engage with new fans both
inside and outside of arenas – and the right way to price
these assets. How do you know if a sponsorship deal
is worth $3 million or $5 million? How do you show an
exclusive corporate partner that they are getting the most
value for their investment?

THE RIGHT SPORTS DATA MARKETING ENGINE CAN
TELL A BETTER STORY OF WHAT THE PARTNER
ACTUALLY RECEIVED IN SALES DIRECTLY RELATED
TO THE CORPORATE PARTNERSHIP.
With the right data and business intelligence tools, sports
teams can provide that information with confidence, driving
bigger opportunities with bigger revenues. That starts with
organizing and analyzing various sources of customer
details, including email data, CRM data and customer
activity records.
With that information in hand, teams can pitch corporate
partners much more effectively, aligning proposals with
their customers’ marketing strategy and selling the deal

based on actual value. That’s a step beyond reporting
inputs like how many times a brand logo will appear on TV
or how much media exposure a company gets from buying
stadium naming rights.
The right sports data marketing engine can tell a better
story of what the partner actually received in sales directly
related to the corporate partnership. It can show how many
impressions the content made or how many likes or shares
it received on social media. Those metrics can then be
matched with marketing spend dollars to understand ROI.
The end result is more precise, deliberate spending with
a better connection between the marketing plan and the
ultimate output. It takes out much of the guesswork and
uncertainty of traditional sponsorship deals and builds more
lasting, productive partnerships. It’s the difference between
buying branding and making a strategic, quantifiable
investment in the business.
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A BOUT US

ABOUT SSB & SSB PRODUCTS

ABOUT US
SSB believes a clean data foundation is the gateway to maximizing
business performance and empowering clients with transformative
knowledge. We have a holistic vision about the digital and data-driven
future of Higher Education and Professional Sports. And the future is truly
about the rich combination of people, technology, and data clarity.
We see the full picture of innovation opportunities and
data-driven decision-making in the Higher Education and
Professional Sports environment. SSB’s unique products
and services deliver a clear picture of a client’s business
in an elegant and simplified manner to maximize impactful
business performance and realize true potential.
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OUR PRODUCTS
01

CENTRAL INTELLIGENCE –

Connect Your Data and Transform
Your Organization
SSB’s centralized customer intelligence
platform brings all of your customer touchpoint
data into a single repository where it uses
proprietary data hygiene methodologies to
clean and enhance the data. It eliminates
duplicate records and provides the “best
master record” possible to give you a
complete view of each of your customers.

SSB ANALYTICS –

Analytics For Full Fan Engagement
SSB Analytics takes Central Intelligence master data management platform to the next level
allowing you to go deeper into your customer
data. Understand fan habits at the concession
stand, the merchandise stand, during half time
and while in their seats. Use our out-of-the-box
predictive models to drive smart segmentation
for marketing campaigns and target your sales
teams toward the best prospects.

02

DISCOVERY CRM –

CRM Software for Sports Teams
Discovery CRM is the leading CRM solution
for the sports industry. The software provides
tools for lead discovery and generation, campaign management, sales tracking and routine
customer touch points giving your team
everything they need to convert more leads to
customers. Faster than ever before.

MATCHING GIFTS –

Simplifying Matching Gifts with a More
Effective Approach
HEPdata an SSB Company provides clients
with access to the largest, most accurate
matching gift database in the world. HEPdata
an SSB Company helps simplify the matching
gift process, increasing efficiency and
productivity along the way. We offer a robust,
comprehensive matching gift toolset that can
help increase your match revenue quickly and
with less wasted resources.
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