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https://www.insightsassociation.org/Events/X-Event-June-2-3-Atlanta

Who is IIFX?

» VISION - To be the leading and most frusted global

authority on providing exceptional fan experience for '
sports and entertainment. II F/

» MISSION - Create the ideal fan experience for our INNOVATION
members and partners resulting in measurable revenue | N S T |T UT E
growth, new and repeat altendance, workforce EE— QR S—
professional growth and development, and maximized FAN EXPERIENCE

health, safety, and security through best practices,
innovative technology solutions, and high-quality
services.
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What is a Fan?

Greek
Phantasia
* Enthusiastic Devotee .
...Shading through appearance,

o Ardent Admirer opinion, or enthusiasm for something
» Spectator English

Fanati
 Normally Sports and SREHE

Entertainment Related ...marked by excessive enthusiasm
and often intense uncritical devotion

“Of course afan is
a fanatic.”

Kansas City Times, 1885

6/5/2022 lifx.org
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Desired Outcomes from a Successful Fan Journey

* Increased revenues
» Sustained Growth

» Diversified Fanbase
* Frictionless Journey

* Memory-making
Experience




Our Discussion

* The Fan Journey

» Key Stops and Pain Points

» Understanding Today's Fans
» Memory-Making Experience

BT




What is FANCENTRIC?

* |t's About the Fan
Experience (FX) af
every inferaction and
touchpoint

* Fans are at the center
of all sports and
entertfainment

* |t's spectacular
» Memory-making

6/5/2022 lifx.org




We are not in the business of selling basketball... We are in the business of

selling fun. We are in the business of letting you escape. We are in the business

of giving you a chance to create shared experiences.” —Mark Cuban




The Eight Facets of Fandom

Excitement — Fun — Relaxing — Spectacle —
Beauty — Bonding

Sharing in Success and Failure

— ldentity ——

Freedom — Leave Real World

Community — Fans - .
Behind

Team — Artist - Venue

Positive Feelings — Excitement —
Fulfillment — Satisfaction

Fulfillment — Satisfaction —
Sense of Accomplishment

Body of Work — Traditions Fascination — Symbolism — Unity

ICANTAR



Why is Fan Experience Different?

Provide a positive,

Impression customers . :
Overall experience of a memory-making end-to-

have of a brand

‘e o . : )
What is it? throughout their buyer’s person using a product end e>.<per|enc.:e during
UG (e.g., website, app, etc.)  every interaction before,
: y during, and after events.
Build loyalty, generate
Why is it Generate revenue and Meet user needs with @ revenue, sustain growth,
important? sustain growth positive experience iIncrease fan base, entice
fans to return
Loyalty to Product
or Brand v v v
: Value, Usability, Amenities, Shared ldentity
Sl [AEGmEE weoess, Bifon, Emoien Adoptability, Desirability and Experience
Design Required v v v

6/5/2022 lifx.org 9
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FANCENTRIC is a Shared Experience




INNOVATION
IIP/ T
L i

Fan Journey Design Elements

Crowd
Management

Ticketing and
Sales

Building Access

Fan Engagement

Transportation Healthy Building Communications

Tech Food &
Infrastructure Beverage

NOTE: Hundreds of touchpoints and interactions. Not all-inclusive.
Elements vary by venue and event.
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2022 Fan Engagement Study We bring a fan-first, data-backed
perspective to issues like:

— 4,500 sports fans Sports gambling

Women's sports

— Nationally representative W INate. [keness
I Ages 12+ Social justice
Sports media / content
Other services cited: Sponsorship and media
— Global MONITOR (31 countries) The fan experience
— U.S. MONITOR (11,500 respondents,
12+)

“Why?”

KANTAR



Who are sports fans?

Sports Fan (Age 12+
“| consider P (Ag )

i % of the
myse » Population ~GenZ 17%
to be a s”po S ages 12+ Millennials 35%
fan. Gen X 21%
Baby Boomers 21%
Matures 6%
Avi rts
d Sp?:an Strongly agree 21 % Non-Hispanic White 62%
African American 12%
Hispanic/Latino 18%
Asian 3%
Casual Sports Agree Other 5%
Fan
260% £.40%
Fans
Male Female

ICANTAR



Many younger fans are raring to go...

| am focused on making up for the time that | lost during the pandemic

cen 2 | o

Boomers [ st




“The sports fan is back”

))

It wasn’t too long ago where many folks Dﬁ
In this room, including me, were

guestioning whether the sports fan would

return.
It's safe to say the sports fan in back, and of top 100 live TV of sports fans view
they’re not going anywhere. broadcasts of 2021 industry positively (#1 of
10 surveyed)
JIMMY PITARO
ESI\/IIDa[\ilczzggg Q Q\ Media rights Attendance
™ deal explosion Rebound

KANTAR




r\
‘t&\lf

ccinated, on the Coviddist,— — R T T

Kirk Cousins is unva
and the Vikings ar%aying the price

Mllke: . nime

& #
& ‘ﬂ . ‘. Irr R /
uk ! /
g

—

—% |
\ KANTAR

Kirk Cous; PR
Sins, Lamay e : Y

*  Vaccinate mar Jackson should both ¢ T e
ated (illong with ev 1 get EY ]

= 1 ev eryone Q]SQ)

Cousins continues anti-vaccine

N . ~ftar fime nn FIVIN.1G lict

R o VL

3 T r——
T A\



CENTRAL QUESTION

What are sports fans priorities
in this era of high disruption...

and how can the sports experience evolve to meet
these emerging expectations?

IKANTAR



Three Key Trends
Shaping the Sports Experience

Risk Factors

With uncertainty and volatility now the norm, fans
will increasingly seek stability, guarantees, and
comfort from the sports experience.

Being Human
Mental health, compassion, and the vulnerable sides
of today’s athletes are rising values in sports.

For the Fun of it

As sports becomes more commercial, the industry
can’t lose focus on what fans ultimately want out of
the experience.

ICANTAR
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‘ FAN EXPERIENCE

Not-so-distant in-person Future Fan Experience
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Pre-visit Travel to Enter the Pre-game Game time/ Travel
day stadium Tailgating stadium ritual half time home Post game day

Check Find Find the best Enter Go to the club Purchase food Find Watch match
tickets and transportation place to gather through shop/merchandise and drinks transportation highlights
view from and trav<.el to the OUtSId.e the secur'lty stand = P T MY and Ieaye the Book tickets

seats stadium stadium turnstiles . . stadium

) ) Buy food and drinks concession stands Y . for next
(drive/public . (drive/public
Watch and share and other services match
transport/walk transport/walk)

pregame media
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Some Fan Pain Pomts In the Event Day Experlence

Pre-venue entry m Venue experience Post-game rituals

Enter the

stadium Post game day

Checi ; Find Find the best Enter Go to the club Purchase food Find Watch match

tickets and transportation place to gather through shop/merchandise and drinks transportation highlights
view from and trav<.el to the OUtSId.e the secur'lty stand = P T MY and Ieaye the Book tickets
seats stadium stadium turnstiles . . stadium
) ) Buy food and drinks concession stands Y . for next
(drive/public . (drive/public
Watch and share and other services match
transport/walk transport/walk)

pregame media









New risks emerge

Fan behavior crosses the line —

r = I s e

Obstacle to
attending a
sporting event:

121%

Needing to deal with
rowdy or rude fans

15%

Concern over
physical safety

in virtually all sports

[
@ Ballislife.com &
@Ballislife

Another crazy fan or protestor at a Timberwolves
game!

-"" i
0-08 .Bﬂﬂ.EK\I'IEHEI_u MIN “ 160
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Let’s not overcomplicate this
The heart of sports fandom is fun

The excitement or fun of watching games | 71%

Source of entertainment 64%

Relaxing experience 55%

ICANTAR



Calls to Action

* FANCENTRIC - It's about the
fan experience!

» Create FANCENTRIC Strategies

* Innovate and Design the
Experience

» Reduce pain points

» Balance People, Process, and
Technology

6/5/2022 lifx.org

Desired Outcomes
v Increased revenues

v Sustained Growth

v’ Diversified Fanbase

v Frictionless Journey

v Memory-making
Experience

23




Memory-Making Fan Experience

k)

MANOAH

Intel Confidential | Internal Use Only 24



NNOVATION
NSTITUTE
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FAN EXPERIENCE

IIF

.; marciani@iifx.org
1,770 +1.601.466.9647

R Dr. Lou Marciani

: -==.°=:=.=-f;:=f;;;=:=:- Director and Co-Founder

lilx.org

6/5/2022 lifx.org 25
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