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MCG, Melbourne

SCG, Sydney (2)

Junction Oval,
Melbourne Manuka
Oval, Canberra
Sydney Showground,
Sydney WACA Ground,
Perth

Allan Border Field,
Brisbane Gladys
Elphick Park, Adelaide

MCG, Melbourne

SCG, Sydney
Adelaide Oval,
Adelaide

Adelaide Oval, Adelaide
MCG, Melbourne Perth
Stadium, Perth SCG,
Sydney GABBA,
Brisbane (4), Bellerive,
Hobart (2)

Bellerive Oval, Hobart
Kardinia Park Stadium,
Geelong
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01

02

03

04

05

INTERACTIVE AND DIGITAL FIRST
VIDEO CONTENT

REWARD LOYAL FANS

STRENGTHEN BRAND ASSOCIATION WITH
SPONSORS

IDENTIFY AND PROFILE A GLOBAL FAN
BASE

BOOST DIGITAL MEDIA DWELL TIME

06

07

08

09

10

DRIVE SPONSORSHIP REVENUE

COLLECT VALUABLE AUDIENCE DATA
& MARKETING OPT-INS

BOOST POSITIVE BRAND PERCEPTION

ACTIVATE FANS ACROSS MULTIPLE
PLATFORMS

MAKE STORYTELLING THE CENTRAL
THEME FOR OVERALL CONTENT STRATEGY



BUILDING THE CALENDAR

BE PREPARED AND PLAN EARLY

* Planning in advance is the key and it must

All 3

Instagram

B Image post

begin now!
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SEARCH ENGINE OPTIMIZATION

Bad & = & https://www.icc-cricket.cofn/video/887544
Practice: 77«
L k f , ICC LIVE v FIXTURES v ICC EVENTS v RANKINGS v TEAMS v VIDEO v MORE v
ack o
URL structure
C & https://www.icc-cricket.com/newq/888353
TEAMS v VIDEO v
ON-SITE SEO: URL OPTIMIZATION = !
B 260ct18 T -
- ? oy =
» Key words still matter and your target
querles ShOUId be Wlthln URLS X & https://www.atlasobscura.com/arficles/engiand-wool-burial-shrouds
» New pieces of content — website press ——_— Why England Once Forced Everyone to Be
releases, news articles, blog posts etc. to Practica! Buried in Wool
be released with keywords in the URL Key words
inco rporate d Transgressors had to pay a heavy fine.
in the URL BY MATTHEW TAUB  OCTOBER 25, 2018 (@ GRAVE WEEK

c - https://www.nytimes.com/2018/10/25/sports/tgnnis/dj

TENNIS Ehe New HJork Times

Novak Djokovic Can Regain
the No. 1 Ranking in Paris




SEARCH ENGINE OPTIMIZATION

.l.lllv L Mv'll Mrlrl\.ol

5 G(?Od img alt="Doritos Nacho Cheese Flavored
5 rac_tt')‘_’e- =|emerriE Tortilla Chips, 1 Ounce (Pack of 40)" src
imaeSeCirllfl ;Eg O ReworkTobzr e s ttps://images—na.ss (—images—amazon. com/
J e I ee— images/I/91wul6VOCLL. SX522AA522 PIbundle-
40, TopRight, 0,0 AA522 SH20 .jpg' data-old-
Y 5 hires="https://images—na.ssl-images-
7 i 91wuI6VOCLL. SL1500 .jpg" class="a-dynamic-
e Adding alternative text to photos is ‘ i image a-stretch-vertical’ id
first and foremost a principle of web A landingImage'' data—-a-dynamic—image
accessibility A {"https://images-na.ssl-images—amazon.com/
__ © UNTIL PRINTED DATE ® images/I/91wul6VOCLL. _SX425AA425 PIbundle-
 Alt tags provide better image context/ 40,TopRight, 0,0_AA425_SH20_.jpg": [425,425]
. . . e~ = . ~~1 . ~vn S
descriptions to search engine
crawlers, helping them to index an Bad Practice <«
Image properly CD Elements Console Sources Network Performance Memory »
_ _ _ : www.icc-cricket.com/world-t20 — e e ‘
o V|Sua||y |mpa|red users using screen img height="1" width="1" style="border-style:none;" alt src
. . d.adroll.com/cm/index/out?advertisable=PVLSNKBXGIJDNSDFF343IBP
readers will be to read an alt attribute | | PEETTY ; TP ;
to better understand an on-page N R d.adroll.com/cm/n/out?advertisable=PVLSNKBXGIDNSDFF3431BP
. Y o : img height="1" width="1" style="border-style:none;" alt src="https://
Image l' . ' > I [_ : ) . : d.adroll.com/cm/outbrain/out?advertisable=PVLSNKBXGIDNSDFF3431BP

img height="1" width="1" style="border-style:none;" alt src="https://
d.adroll.com/cm/pubmatic/out?advertisable=PVLSNKBXGJDNSDFF3431IBP

img height="1" width="1" style="border-style:none;" alt src="https://
d.adroll.com/cm/taboola/out?advertisable=PVLSNKBXGIJDNSDFF343IBP

img height="1" width="1" style="border-style:none;" alt src="https://
d.adroll.com/cm/triplelift/out?advertisable=PVLSNKBXGJDNSDFF3431IBP

—_— e =

/div
»<div style="width: 1px; height: 1lpx; display: inline; position: absolute;
w</d1V



http://www.icc-cricket.com/world-t20
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CONTENT STRATEGY

PART 1: CONTENT THAT DRIVES
TICKET SALES

COMBINE CONTENT-WITH COMMERCE

One of the KPls of this digital marketing campaign
will be to drive ticket sales and get people to the
stadiums for Women’s and Men'’s editions of the
World T20. It’s important to leverage storytelling
and combine it with commerce — Facebook ads,
Instagram ads, Instagram:shopping tags, in a
seamless manner which doesn’t appear as ‘in-
your-face-advertising'

Discovery

4 < Dwvenas

r

g Matt & Kim at Congress Theater
X WIh 17 other gueity

b Sidasl

' Mr. Robolo & WICAN Presents: YACHT &
< 4
!

1 M Merzanine
3 Wk 102 other Questy

MATT & KaM AT CONGRESS

r “ THEATER

1 e W A0y Wi @ Ve tas Lete Rate el g e
r— . St

Why arw the mediarm sfections in the US so importane?

The stakes could not be higher in the upeoming US
milterm elections, as a battle is being waged 10
dockde which vision of America will prevail - that of

President Donald Trump or that of his opposition,

Control of state houses, the US House of
Representatives and the Senate are at stake.
Political observers on both sides of the spectrum are
calling on people to go out and yvote because this
could be the mast important edection in our

lifetimes, if ot in US history

On the national and state levels, the Republican

Party promotes policies that helghten raclal and

Select Event




CONTENT STRATEGY

PART 2: FYOF - FILM YOUR OWN
oleayie]

DIGITAL- FIRST VIDEOS

Filming your own footage Is a great way to get game
highlights that are different from the broadcast. Teams that
hire videographers not only get great angles on big
moments, but they are also able to get all the moments
in between from celebrations to fans and more

Source: Twitter handles of the respective teams

G - Minnesota Vikings &

Mood.

#Skol 1#

S | D.Ex - «
I r — h*':' ‘.' Beid s
0:02 | 74.9K views RS

Click on the image to view

Click on the image to view

@ Seattle Mariners @

CLUTCH. #TrueToTheBlue ¢

Magic at Safeco Field

1:29 AM - 16 Jun 2018

209709269

11


https://twitter.com/Mariners/status/1007857576401235970
https://twitter.com/Vikings/status/1054108681166450688

CONTENT STRATEGY

PART 3: GRAPHICS & CREATIVES

—> Unique visual identity that
makes content stand out above
the crowd and eventually becomes

Click on the image to view

Combine design with bright

colors and strong composition

and the result is a strikingly sharp
and eye-catching graphics package

Click on the image to view OWN V|SUAL IDENTITY

@ S Owning visual graphics is
forceindiaf1 Who wants to live a true VIP key to SOCIaI SUCCGSS ThIS

experience at the Mexican Grand Prix?

Includes video, images and
We've joined forces with @F1 to offer you

the chance to win a unique weekend at the G I F S
biggest party of the F1 calendar this
October!

Find out how to enter on our website - link
in Bio!

oy I’m a big believer that teams
alfonsoverlezza Meeeeeee and brands Should Iean

cmquintt @danielapozos

A i away from content that isn’t

hightower_holt @kevamid get on it man!

We will win one of these one day! un|que to the|r brand, and

kevamid @hightower_holt & not likely!

wessori D Instead, work to create
'CfOQ0 R original content that
it evokes the right reaction

and emotion

1

Source: Instagram and Twitter handles of the respective teams


https://www.instagram.com/p/BnnlQyOH8Sg/?utm_source=ig_web_button_share_sheet

CONTENT STRATEGY

PART 3: EXAMPLES OF CUSTOM
GRAPHICS & CREATIVES

THE KEY TAKE AWAY

The bottom line is this:
Concepts are important,
but how we package and
execute Is also key.
Leverage every platform’s
different strengths to
create content that is eye-
catching, engaging and
unique to-the platform

@ worldt20 @ « Follow

blanvoveove

shete.yogini Dhbest champ dhoni

) :
chinmay_dk99 Go team : = %
pankaj. kakati & A = &=

ankush_nag @wriddhi mtlb zindagi ab Insta
phiktrhihe @

msdhoni_fanpage007 & & A

_viratkohlic_ @wriddhi Happy Birthday ™
v

saravanaS244 vee

privanshu9841 @siddharthgaur? chal teri
bat mani ab baaki 3 ipl champion trophy 120
world cup aur test me 1 position dhoni ne

dijtsingh_257 Good luck guys
ad.itya2329 Love you dhoni
kumaranand2748 Nice

©Qud

213,457 likes

Design consistent with the Team’s colors

Design consistent with the Team and World T20 colors

@ worldt20 @ « Follow

olanvevovevew

shete.yogini Dhbest champ dhonia

W .1"5
9P chinmay_dk99 Go team | = A
pankaj. kakati & & = =

ankush_nag @wriddhi mtib zindagi ab insta
phiktrhihe &

' u N
. msdhoni_fanpage007 & A A
" Vviratkohlic_ @wriddhi Happy Birthday
o ) '
| o

f saravana5244 vee

priyanshu9841 @siddharthgaur7 chal teri
. bat mani ab baaki 3 ipl champion trophy t20
~—} world cup aur test me 1 position dhoni ne

¢ dljtsingh_257 Good luck guys
& a

ad.itya2329 Love you dhon
vame | pp & DHONI (% |7
Pos

Runs | 97‘ Falls 59 — 5
. | Senike -4"\::4' A 75“. 23

kumaranand2748 Nice

Qg

213,457 likes

@ worldt20 © « Follow

worldt20 & & Qays undil #W T 20!

213,457 likes

Design consistent with the World T20 colors |

Post design: Akash Bhat

13



PART 4: HUMOR, GIFs & MEMES

PGATOUR®

PGA TOUR &
@PGATOUR

There are two kinds of people. #TOURVault
11:04 AM - Mar 13, 2018

) 48.3K () 23.5K people are talking about this

Click on the image to view

Post design: Akash Bhat

@ worldt20 @ « Follow

worddt20 Who did ¢t the best?

© Qg

213,457 likes

POP CULTURE

Staying relevant matters

Creating relatable GIFs and moments
that seep into pop culture

The key Is to connect the pulse of
the internet with your brand

Tap into existing content to evoke
emotions suchas humor through
memes and GlFs

Remember, original content wins

14


https://twitter.com/PGATOUR/status/973575654481584128

CONTENT STRATEGY

PART 5: FAN ENGAGEMENT
AND ADVOCACY

REWARDING FAN LOYALTY THROUGH SOCIAL MEDIA

* Tap into cricket’s strong global fan following

* NYCFC’s Fan Appreciation Day is a classic example of how
brands can tap into their local community and leverage the
power of social media

e Build up to the World Cup could feature fans from the
participating countries to nhominate some fascinating stories
of cricket fans and build social momentum around them

* The focus: To generate real, authentic and emotion-
provoking stories from all corners of the world

Hoping to keep supporting for many

~ Vote for the Bluest NYCFC Fan!

\ We asked City Members to nominate the biggest NYCFC Fan. Now, help us
select 15 fans to participate in the "Shirts Off Our Backs" Post-Match
S Ceremony on Fan Apprediation Day, October 23 at Yankee Stadium.

I am a NYC public school teacher in
the South Bronx. Behind my desk |
have a shrine to NYCFC. in-between
teaching students about history,
civics, and computer science, | often
successfully convert students into
fans of the team.

I'm the bluest fan because I'm
grateful to this amazing club for
being the common denominator in
my group of diverse friends. No
matter our nationalities or refigion
we all support the boys in Blue. Just
like this dity, we call home; NYCFC
brings everyone together as one.

Back when the club was in its
infancy, only very few of us traveled
to the preseason tournament in
Charieston to show our support
during NYCFC's first ever competitive
match, 'm very proud to say | was
there, front and center, cheering on
our boys in blue since Day 1.

T Y
L R A ) a2
g

*Shirts Off Our Backs" celebrates our fans lasting commitment and support
throughout the season. Each fan will be paired with a NYCFC player and will

4
= exchange shirts as a token of appreciation,

| nominate my friend Jane Viacrucis
who is also a Citymember and | as
one of the bluest fans! Represented
NYCFC every home/away game in
any way we can, Our collage is a
memory of our 15t year as city
members. We are proud of our
team! We bleed blue!

,"\
4"
\
\ i
-
.

- -

.
2
2 LR ’
e
1y i
-
-
nl‘
.

il Revisit this page on October 21 to see which fans won.

Couldn't make it to the home game
that day because we were
graduating from Fordham University
in the Bronx, but we're always

supporting our boys in bluell

a
Voo

!5") 2] e
-

" >
-
- \
J
-

4 Wl

Rl o vomeeTTV T .

v

-

~

Tommy McNamara signed her shirt

and her heart grew three sizes. [Said
shirt still worn to every game but
can’t be washed because "it's too

We're getting married Friday the
21st, and put off the honeymoon so
we can come to the game on Sunday
the 23rd, Dedicationl!

Blue trough and trough, Alice cheers,

chants and dances for NYCFC,

. | Friends with City Beats, David Villa's

imaginary best friend...at just 3, for
her, true love is blue love.

15



CONTENT STRATEGY

PART 6: BEHIND THE SCENES

_+LAST SUMMER

Achtn D
o S

BTS WITH CRICKETING LEGENDS

e Nostalgia is a great emotion and tapping
into that with former cricketing legends
and personalities from the sport will target
both today’s and yesteryear fans through
social media

e |dentify a small group of legends who will
be the face of the World Cups and
provide fans all the behind the scenes
access and fun like never before

e Opportunity to make this the most
digitally consumed World Cup in history
and by leveraging humor, cricketing
assets, exclusive access this edition
could set benchmarks for others in sports
media




CONTENT STRATEGY

PART 7: MISCEELANEOUS +IDEAS

v NEW YORK KNICKS &

Family First. #KnicksSummer

ENGAGING FANS IN
REAL-TIME WITH
REFLECTIVE RESULTS

210 Pl
@ Dan LaTorraca
@ TweetsByDanno

Poll for the #smsports community & sports fans alike...

Which do you prefer for your team's hashtag emoji?

5:19 PM - Sep 6, 2018
22% Team Name // #Jets

54% Slogan // #OnePride

24% Call To Action // #GoPats

‘ FOR INSTANCE, TRAVEL MILES

CONTENT LIKE THIS DEEPENS
RELATIONSHIPS WITH FANS AND

ALSO HELPS SELL'MERCHANDISE

AND TICKETS

WITH EMIRATES

(B warriors © «

Chicago # Caidand

U guys on Friday aganst

FOR INSTANCE: COUNTING DOWN

DAYS TO THE WORLD CUP WITH HUBLOT <

ICC WORLD T20

e
ol

1aruav G

LEADING WICKET TAKER
IN ICC WORLD T20

t
b

eMRFStatOfTheDay

i

HUBLOT

@ worldt20 @ « §

worldt20 Who od it the best?

Qd

213,457 likes

Post design: Akash Bhat

Post design: Akash Bhat

17
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CONTENT STRATEGY

PART 7: MISCELLANEOUS +IDEAS

()

DIGITAL PARTNER'ACTIVATION

e

o

o' Seamléss integration.ofpartners into
digital campaigns willkmake content feel
less brand centric and will appeal more to
fans

e Love the current countdown on
WorldT20’s Instagram account, however,
there were certain opportunities that
were missed such as key milestones
wherein partners could have been
iIntegrated

* The goal should be to create more digital
assets and inventory

e
-

¥

Post design: Akash Bhat

sukh _winder 8 == @

ICC WORLD T20

Hublot: Seamless partner integration into digital countdown campaign

Partner Logo

Cricket ground in the background

Color and design synonymous with
Hublot and the watch in picture

Event date reminder

18



PART 7: MISCELLANEOUS +,JIDEAS

Sample post: Stats about the tournament

COMPELLING STATS.AND.VISUALS

* It's important to knowthat.the attention
span.on social media‘ls decreasing by
the day; to capture attention brands need
to use visually attractive posts and
convey the message through the image
rather than text via the caption

Post design: Akash Bhat

e Stats are a great way to remind fans and
catch them by surprise about about their
favorite players, teams, moments and the
tournament itself

LEADING WICKET TAKER
IN ICC WORLD T20

e Combine that with some stunning
graphics and visuals and you’re looking
at presentation worthy of engaging !
audiences l

*MRFStatOfTheDay

\4

Design and color in sync

with the Team’s colors SponscLilaghtags

19



CONTENT STRATEGY

PART 7: MISCELLANEOUS +JIDEAS

PUT FANS AT'THE HEART OF YOUR
CAMPAIGN

* Engage the communitythrough online
polls.and other interactive tools across
all social media platforms i.e. leverage
each platform’s strengths

Putti_ng fans a.t the heart of social |
media campaigns

Dan LaTorraca
| @ TweetsByDanno

Poll for the #smsports community & sports fans alike...

Which do you prefer for your team's hashtag emoji?
5:19 PM - Sep 6, 2018

22% Team Name // #Jets
54% Slogan // #0OnePride

24% Call To Action // #GoPats

\4

Letting fans choose their team’s Hashtag Emoji
is a great way to show fans you care about their
opinion

20



CONTENT STRATEGY

PART 7: MISCELLANEOUS + IDEAS

Instagram shopping tags to
drive ticket and
merchandise sales

LIFESTYLE CONTENT
MEETS COMMERCE

e Properties should start thinking about all
the ways their brand seeps into fan
consciousness beyond the game —

lifestyle content is relatable for their fans
and effortlessly cool

e |t adds a human element, is uniquely
own-able for teams and helps develop a
closer connection between fans and
players

» Opportunity to drive ticket sales and
merchandise sales through lifestyle
content

Instagram

wkarla

Combine lifestyle with commerce

and work with partners such as
Nike, Adidas etc.

®) nvknickse "View Profile /@ nyknicks @
New York. New York ‘ / New York. New York

? NEW YORK KNICKS &

Puppy love ) #KnicksSummer

20,405 likes
nyknicks Summer Fridays. #KnicksSummer

21



THANK YOU

AKASH BHAT

28 @colu
21-996¢
ebsit

_ -



mailto:avb2128@columbia.edu
http://linkedin.com/in/bhatakash
http://twitter.com/bhatvakash
http://akashbhat.com

