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NEW WEBSITE: HOVER OVER

FEATURE ENABLED
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Nt Aae. Teams announce 2017 rosters

TEAM NEWS April 10

2017 Preview: Chicago Red
Stars

SEASON PREVIEW  April 10 o 4 Sk AR  Tealgs announce 2017 rosters

Five-time FIFA Player of the

Year Marta signs with the... N) : - — _
' : NWSL Game of the Week on Lifetime schedule

Portiand hosts Criando on Apedl 1580h on Lifetirmy

NEWS April 07

Rose Lavelle is good at soccer QR e cencuenens

NWSL announces 2017 schedule

- NWSL Game of the Week airs every Saturday on Lifetime, featuring a 30-minute pregame show
TRENDING April 07

) IRSGNWSL MARCH 28, 2017

CONSISTENCY
HOVER OVER FEATURE ENABLED



NEW WEBSITE:

A

Share a link with your followers

Share a link with your followers

|
National Women's Soccer League http://nwslsoccer.com/news/article/lavelle-nets-first-
international-goal

Deep-linking startup 2fanch raised illion from Andy Rubin's Playground Ventures

http:/tern.ch/2osiEWRX via @techerunch
« (R

CURRENT AUTO-TWEET FORMAT

a ALMOST EVERYBODY
DOES IT!

Share a link with your followers

National Women's Soccer League http://nwslsoccer.com/news/article/lavelle-nets-first-

ko]

international-goal via @ NWSL

SOCIAL
ENGAGEMENTS




NEW WEBSITE:

+Information

JESSICA
FISHLOCK

International

Yes

Place of birth
Funchal, Madeira (Portugal)

— SEA

POSITION MIDFIELDER
Rico oo View Profile
istagr AGE 01-14-1987
nstagram
https://instagr HEIGHT L by

yitter - HOMETOWN CARDIFF

ey @ Manchester City

COUNTRY WALES
Matches played last season e
0 Follow Sergio COLLEGE N/A

Goals last season
0




NEW WEBSITE:

‘GO BACK UP’ FUNCTIONALITY

ool ."““C“Es““c'" Register Sign CITY NOW Wi\ SCHEDULE  VIDEOS  STANDINGS  STATS  MEWS s  FUMERS  TEAMS.  TKETS SO vy % O

]
» READY.FOR THE
0 [l SAINTSE /
. : ‘. 4
Contact Us  Terms of Use Privacy Accessibility Shop Opening Times . g
: voted Goslkeeper of the Year
Contact Supporter Services: «44 101 4441894 (Dotien 1, aptios 3) © 2077 Manchester City FC | PP R170110728 )
4 Ive og \ Sky Dlue FC's Raquel Rodrigues

voted Rookie af the Year

GOALKEEPERS DEFENDERS MIDFIELD

Clauoo vavo Susn Acerabloyo Wy Gondogan
Wity Catterc Kovin Do Broyhe
Joe Hrt JU Loty Sare
Angus Gurn e . Fulvens Detiny
Joson Denarper* Farmandrto Lua Rors
AORsanasr Kotaroy Fomando Regas
Vincarn ¥ompary Nox Garoe
Maddo Maftoo Samar Naer
Bagum Mangala JOoua haeon
Hlacary Sagra Owes Sva
Josa Arged Tasenon Fahoom Sierkog

THORNE




NEW WEBSITE:

INDIVIDUAL BIOGRAPHIES FOR PLAYERS

= Menu @ MANCHESTER CITY

“Dubbed 'Merlin', one of
Europe's outstanding
midfield talents”
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Regastor CITY NOW

SCHEDULE VIOEOQS STANDINGS STATS NEWS « PLAYERS TEAMS NCXETS SHOp ’

e d

ROSE
LAVELLE
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NEW WEBSITE:

NWSL SCHEDULE VIDEQS STANDINGS STATS NEWS » PLAYERS TEAMS » TICKETS SHOP ' * @

GAME LOG

CLUTTERED DATA (ON PLAYER STATS PAGE) LOSS OF NAMING CONVENTION ON SCROLLING

el |

2016 @ SEA 16

BETTER FORMATTING AND VISUALIZATION
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NEW WEBSITE:

Dby — =
i Wins

ﬁ 109 33

Premier

League

o2 Laliga

& News Calendar @tw‘ooéﬂ.-mml-- @Loupo&‘l23 Other competitions LFPWCH  Accountability  Lotliga (USA) Inc

FC Barcelona Information

Attack

Goals

Goals Per Motch
Goals With Header
Goals With Right Foot
Gools With Left Foot
PenoRies Scored
Goaols From Freekick
Shots

Shots On Torget
Shooting Accuracy %
Hit Woodwork

Big Chonces Missed

Discipline

Teom Play

Assists
Passes
Passes Per Match

8ig Chances Creoted

Lionel Andrés Messi
Messi

DEFENSIVES

_ 01

Recoveries

Minutes

2,229

Matches

Tackles

Dfate 9f birth
?lace olf‘ birth
Height
Weight
ﬂa;lonality

Shirt number

Position

Compare this player

Messi (FCH)
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NEW WEBSITE:

MAE T D25 90 @ 9 B

Help Degk | Live Chat Online | Shopping Cart

My Account: Loa In or Begister
NWSL SHOP
. Keyword, Sku, Item # m

The Official Oniing Stove of ihe National Women's Soccer Loeague

Shop By Team Jerseys Apparel T-Shirts Equipment Accessories JOINUS: f ’,

PROVIDENC
L e

t
.n
_—
Man's Nike Seattle Roign FC 2016 Away Men's Nike Seattie Reign FC 2016 Home  Men's Nike Portland Thorns FC 2016 Away Mon's Nike Portland Thoens FC 2016
Jesany Jersoy Jersey Home Jarsey

$47.99 §7.66 $47.99 §7M 06 $7T.99 $79.99

CLCK IMAGE TO EMLARGE

Men's Nike Seattle Reign FC 2016 Home Jersey

Qur Price: PRODUCT 1D: US34M111216DA

$47 : 99 STYLE #: 725806-480

MSRP: §79.99 {You Save 40%)

Select Sze: Smat |

Add a Customn Name, 10 letiers max
(Add $12.50)

Add a Custom Numbaer, 2 ogits max
(Add §12.50)

Quantity: 1

ADD TO CART W/

m He the hirst of your Inends 10 iko e

s Wl
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: RECOMMENDATION

n Premier League

Premier
League @

Home
About

Fixtures
2016/17

Instagram
Videos
Photos
Likes
Events

Posts
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: RECOMMENDATION

00O ATAET F

LAVELLE NETS FIRST
INTEANATIORAL GOAL

Re-Designed NWSLsoccer.com is LIVE!!!

OO0 272

ick Sirl
How can we watch the other games? You tube
was perfect but if | have to sit in front of my
computer now instead of watching on my tv in
4 my lving room on you tube with my daughte

)

>

QUESTION POSTED
APRIL 10th AROUND
8 PM EST
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: RECOMMENDATION

r @PENING WEENEND
vo 80 @@ o3 o

/

cp (e

SETYRME 4t

fficial twitter feed of the National
cer League. #NW

NWSL &
1 L Announces Multiyear
Partnership with ( ; 9090 to
exclusively live stream 98 games in the
U.S.in 2017. n

NWSL
LIVE AND ON-DEMAND

-
r

s
—

 Q B

CURRENTLY NO
PROMOTION

DOWNLOAD LINK TO <
THE PL APP

Premier League ©
There are a few landmarks to be reached
in Matchweek 33

Feast your =+ on these
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Aaft g."

r INDULGE IN CROSS-

" LEVERAGE SOCIAL

MAINTAIN .‘

CONSISTENCY MEDIA REAL PLATFORM -
ACROSS ALL ESTATE TO THE INTEGRATION AND |
PLATFORMS ~ 7 FULLEST PROMOTION Pl
J /' : \ 1 " ,
.’} L -\ \, 3 — ' v e ’
\ - J Y\ - 7
\ { ) ’
- 3 -
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DIGITAL & SOCIAL



NATIONAL WOMEN’S
p

530.5K 338.6K

2016 FOLLOWERS ACROSS
ATTENDEES SOCIAL MEDIA

61.1K
YOUTUBE
SUBSCRIBERS

21



ACCOUNT FACEBOOK TWITTER INSTAGRAM
NWSL 170,321 95.8K 72.5K
Portland Thorns 91,223 59.3K 86.1K
" Seattle Reigns 83,615 53.6k 56.3K
Boston Breakers 18,170 35.7K 30.4K
N A Orlando Pride 61,924 48.4K 93.2K
/"’\ | Washington Spirit 30,775 54.8K 47.5K
Houston Dash 39,707 38.8K 50K
- \ NC Courage 2,931 7.8K 7.5K
:\ ' FC Kansas City 54,788 46.2K 26.2K
= Chicago Red Stars 27,107 39.4K 39.2K
Sky Blue FC 32,175 33.7K 28.2K
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AND

CAMPAIGNS



GROWTH HACKER

TEST NEW WAYSTOSYNC
BEST PRACTICES & TRENDS

excelle
sports

FIND THE RIGHT PEOPLE
ACQUISITION + AWARENESS

AN[] :\; ‘; | ;
L e

RETAIN SOCIAL CAPITAL
GO VIRAL ANDSTICK

LIFETIME .

P
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ORIGINAL CONTENT

PRODUCTION FOR TELEVISION AND OTT (G090) R
ges\)PER(%
NWSL DOCUMENTARY JINGLE/TAGLINE FOR
STYLE STORYTELLING NWSL
ORIGINS OF THE LEAGUE, HISTORY JINGLE OR TAGLINE FOR NWSL - THE
AND STORY, GROWTH AND CURRENT INDIAN SUPER LEAGUE (SOCCER)
STATUS; STORIES AROUND CREATED AN EXTREMELY CATCHY ‘COME
INTERNATIONAL PLAYERS, LIFE IN ON INDIA, LET’S FOOTBALL JINGLE TO
AMERICA, CHALLENGES. HELP MARKET THE PRODUCT TO
AUDIENCES

OBJECTIVES:

« EDUCATING THE FANS

e DRIVE INTEREST IN PLAYERS AND THE LEAGUE

« BRAND VISIBILITY

MONDAY NIGHT
ANALYSIS

MONDAY NIGHT SOCCER: 30-M

N SHOW
NG UP

(ON FACEBOOK LIVE) ROUND
THE WEEK AND ANALYZING A

_LL THE

MATCHES, STRENGTHS, WEAKNESSES
AND ANALYSIS FROM EXPERTS AND

FORMER PLAYERS

25


https://www.youtube.com/watch?v=uPWGuivocbw

ORIGINAL CONTENT

ORIGINAL CONTENT FOR SOCIAL MEDIA

TUNNEL CAMERA

BEHIND THE SCENES FOOTAGES
FROM GAME DAYS AND TRAINING

RECREATE SOCCER
MOMENTS

RECREATE FAMOUS CELEBRATIONS,
GOALS AND ICONIC MOMENTS FROM
THE WORLD OF SOCCER

WOMEN WARRIOR

TRAINING VIDEOS FOR WOMEN:
TRAIN LIKE A SOCCER PLAYER, LEARN
ABOUT QUICK WORKOUTS AND TIPS

THROWBACK TO NWSL
DEBUTS (#TBTNWSL)

SHORT FORM VIDEO CONTENT
REFLECTING DEBUTS, INTERVIEWS
OF PLAYERS RECOLLECTING THEIR

FIRST GAME FOR THEIR NWSL CLUBS

NOTE: EACH CATEGORY OPENS OPPORTUNITY FOR SPONSORSHIP

SCORING LAUGHS

END-OF-THE-SEASON COLLECTION
OF FUNNY MOMENTS ON AND OFF

THE PITCH

‘KNOW HER’
CAMPAIGN

THE THINGS YOU WOULDN’T

NORMALLY KNOW - FAVORITE CLUB
GROWING UP, MOVIE, BAND, SOCCER

PLAYER AND MORE

P
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. f{‘x; STRANGE SUPERSTITIONS
E‘&s FF AGAI f;}_':}.\ RS | T
1‘HER IN KAR/ e COMPETJTJ@NS ARE FOR M | TR

AND FANS DECIDE THEWJNNER_ ”~

. Ve
~~~~
.

NOTE: EACH CATEGORY OPENS OPPORTUNITY FOR SPONSORSHIP T
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FREESTYLE SOCCER i LOCAL CELEBRITY OR NWSL PLAYER VISITS/

PLAYERS VS NWSL MLS COUNTERPARTS VS | CHALLENGES VS WNBA,
PLAYERS NWSL PLAYERS | WTP, NBA ATHLETES

-~

;e N
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COLLECTING

SHORT FORM VIDEO CONTENT: PARTNER WITH COPA 90 AND DEPLOY INFLUENCER MARKETING
CAMPAIGNS

RAFFLE: CALL TO ACTION IN
STADIUM AND ON THE
WEBSITE

TRACK MERCHANDISE SALES
AND BUYER DETAILS
THROUGH WEBSITE

RESTART NWSL
NEWSLETTER AND
SUBSCRIPTION TO BLOGS

CAPTURE DATA IN STADIUMS BY ASKING
FANS TO ENTER PERSONAL DETAILS IN
EXCHANGE TO ENTER A RAFFLE

LEVERAGE PARTNERSHIPS WITH CALL TO ACTION SUBSCRIPTION
TICKETING PLATFORMS TO POP-UPS ON NWSL LANDING
CAPTURE DATA PAGE

FUTURE: NWSL FANTASY LEVERAGE DATA AND TICKET

LEAGUE INFORMATION
CAPTURE DATA THROUGH COLLATE INFORMATION
USER SIGN-INS FROM AFFILIATE TEAMS

29



AND HOUSES

PARTNER WITH WOMEN CENTRIC MEDIA PUBLICATIONS AND JOURNALISTS

EXCELLE SPORTS & | Broadly. | MAKERS
EXCELLE SPORTS: PLATFORM A (VICE SUB-VERTICAL) DIGITAL LARGEST STORYTELLING PLATFORM
COVERING WOMEN SPORTS ACROSS AND VIDEO CHANNEL DEVOTED TO FOCUSED AROUND WOMEN POWERED
THE GLOBE WOMEN’S EXPERIENCES BY AOL
BUSTLE | @IN-HOUSE MEDIA

o AN NWSL + LIFETIME SUB-VERTICAL

ALL WOMEN RUN MEDIA HOUSE PLATFORM FOR CELEBRITY AND
COVERING CULTURE, LIFESTYLE AND FASHION FOR WOMEN 3 OGRlIJIGEISItIl'éLB?_IE)()GGSSBA\}NIDDLk\I(\{EE{SB;?\lGDS
ENTERTAINMENT .

COACHES
(SEE EXAMPLE IN THE NEXT SLIDE)

P
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CREATIVES: LIVE BLOG

MATCHDAY

LIVE BLOG

nwslsoccer.com

31
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OBJECTIVES: & | \%u

. CREATING SOCIAL BUZZ o AN

« DRIVE TICKET SALES TO STADIUM , R, i

« INCREASE VIEWER COUNT ON LIFETIME '
« BUILD ANTICIPATION et
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THE WEST COAST
DERBY

SATURDAY MAY 6th
10 PM EDT

MEMORIAL STADIUM

- S I e
?"“‘. 1{ 7 '.. Yo ’ a "y ®



FAN EXPERIENCE +

ENCOURAGE ‘GIRLS’ PARTICIPATION: “LIFETIME” EXPERIENCE

HIGH-FIVE
EXPERIENCE

BRANDING - ONCE IN A “LIFETIME”
EXPERIENCE TO HIGH-FIVE FANS ON
THEIR WAY OUT OF THE TUNNEL FOR
PRACTICE/WARM-U

OPPORTUNITY TO PROMOTE
‘LIFETIME’ THROUGH NWSL
PLATFORM

OBJECTIVES:

« INCREASE YOUTH SOCCER CLUBS PARTICIPATION
e SHORT ‘VIRAL’ CONTENT FOR TELEVISION AND SOCIAL
e BUILD RELATIONSHIPS WITH YOUNGER FANS

SIGNING

NIKE MATCH
BALL SIGNING

ONE FAN RECEIVES A SIGNED SOCCER
BALL FROM THE CAPTAIN OF THE
HOME TEAM IN THE STADIUM

SIGN UP ONLINE ON NWSL WEBSITE
TO ENTER THE LOTTERY
(OPPORTUNITY TO CAPTURE DATA)

34



THEME BASED

IDENTIFY 5 THEMES AROUND THE NWSL SEASON TO RUN TARGETED CAMPAIGNS, FOR INSTANCE:

HISPANIC ENVIRONMENT NWSL FAMILY
HERITAGE DAY DAY DAY
ACTIVATIONS ON SOCIAL PLAYERS WEAR GREEN ARM BANDS A FAMILY WEEKEND OUTING
MEDIA AND STADIUMS TO SHOW THEIR SUPPORT AND TO THE MATCH ON/
CELEBRATING HISPANIC RAISE AWARENESS ON BETWEEN MOTHER’S DAY
HERITAGE ENVIRONMENTAL ISSUES AND FATHER’S.DAY
#HHDNWSL #GREENNWSL A#NWSLFAMILYDAY

OBJECTIVES:

o CELEBRATE DIVERSITY AND CULTURE (BRANDING)
« ENCOURAGE MORE IN-STADIUM PARTICIPATION

« ENGAGE WITH NON-PROFITS AND NGOs

« GENERATE SOCIAL MEDIA BUZZ



ey =

/

PR ~_SE S ”~

TWITTER i PLAYERS TURN
TAKEOVERS " oo | CMMENTATORS

U

THE FRIDAY
CHALLENGE

ENGA,GE PLAYERS IN VIDEO CONT%’ . GET 1 INTERNATIONAL
SOCIALLY RELEVANT PLAYERS ON TF&R PLAYER EVERY FRIDAY TO
CHALLENGES: BOTTLEFLIP, ~ KNOWLEDGE ABOUT = ~ TRY ‘SOMETHING
BLINDFOLD PENALTY KICK, ; NWSL, FORMER AMERICAN’,Eg: FOOD
20-SPIN-AND-KICK PLAYERS, COLLEAGUES ~ TASTING, BULL-RIDING
#TFC #KNOWNWSL g #TRYAMERICA
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TOOLS

INTEGRATE SOCIAL LISTENING TOOLS WITH EXISTING MEDIA PLATFORMS

e TOOLS SUCH AS CRITICAL MENTION GIVE YOU A DAILY INSIGHT INTO HOW MANY TIMES NWSL AND IT’S
RELATED KEYWORDS FEATURED ACROSS TELEVISION CHANNELS

o LEVERAGE SOCIAL AND OTHER DATA POINTS FOR MARKETING, ACTIVATIONS AND TARGETED CAMPAIGNS

O@critical _,
mention

BRAND24

37



OUTREACH AND

2-MINUTE VIDEOS ON NWSL SOCCER INITIATIVES

o ‘TACKLING A SOCIAL ISSUE’: HOW NWSL LEVERAGES ITS ASSETS, PERSONNEL AND PLATFORMS TO
ADDRESS SOCIAL ISSUES

e ROLLING CSR CAMPAIGN: RUN WITH ONE CAMPAIGN FOR THE ENTIRE SEASON AND GENERATE
AWARENESS. Eg: PLAY VISITS, BRING ONE CHILD TO THE STADIUM AND GIVE THEM A TOUR.

PUBLIC RELATIONS AND PLAYER APPEARANCES

e PLAYER APPEARANCES AND GUESTS LECTURES: IDENTIFY AND ENGAGE WITH TOP SPORTS

e IDENTIFY 1/2
CURRENT OR

MANAGEMENT PROGRAMS ACROSS THE COUNTRY

e PANELISTS: SECURE POSITIONS FOR CURRENT AND FORMER NWSL SOCCER PLAYERS ACROSS
SPORTS BUSINESS PANELS eg: SxSW, NYVC, MIT SLOAN SPORTS ANALYTICS CONFERENCE etc.

OBJECTIVE

o VISIBILITY

o BRAND AWARENESS

o LEAGUE WIDE OPPORTUNITIES
o PLAYER SPONSORSHIPS

» FORMER PLAYERS TO
BE THE FACE OF THE
LEAGUE

38



eSPORTS PLAYER %

. AN OPPORTUNITY TO'
PLAYERS eg: NYCFC, BARCELONA Us, BAYERN MUNICH US, etc.

OBJECTIVE

« BRAND AWARENESS
o ATTRACT SPONSORS
« PR AND VISIBILITY

39



OF THE WEEK/MONTH/YEAR

DIGITAL ASSETS

OF THE WEEK/MONTH/YEAR

WEEK/MONTH/YEAR

40



SPONSORSHIP OPPORTUNITIES

*SPONSOR* PRESENTS
*SPONSOR* PRESENTS

PLAYER OF THE WEEK GOAL OF THE WEEK

GOAL OF THE MONTH
PROVIDE ACCESS PLAYER'OF THE MOINEH ENGAGE FANS ON

TO DIGITAL SOCIAL MEDIA
INVENTORY THROUGH POLLS

ﬂ'.‘

POLL FANS ACROSS SOCIAL MEDIA CHANNELS, AND COLLATE DATA FROM INDIVIDUAL TEAMS TO DECIDE THE WINNER

41



*SPONSOR*

PLAYER OF THE MONTH

#SPONOR*POTM

JASMYNE

SPENCER

APRIL 2017

42



*SPONSOR*
#*SPONSOR*GOTW

nwslsoccer.com
HNSWL

LIFETIME

43



“SPONSOR’
2017 GOAL or THE YEAR

#*NAMEOFTHESPONSOR*GOTW



REIMAGINING

KEEP FANS UPDATED

KEEP IT LIGHT

STRATEGY

VIRAL FACTOR




HEAD-TO-HEAD
STATS & RECORDS

SOCIAL MEDIA CONTENT STRATEGY:

YOUR REFEREES
FOR THE GAMES

PLAYER STATS &
LANDMARKS

MANAGERIAL
STATS

TEAM NEWS &
REPORT

THROWBACK
POSTS

BIRTHDAY &
TRIBUTES

WARM-UP &
PRACTICE PHOTOS

PHOTOS OF FANS
FROM STADIUM

BITESIZE VIDEO
CONTENT (TRAILER)

RETWEET RELEVANT
ACCOUNTS

PROMOTE
SPONSORS

GOAL: NOT TO SIMPLY ‘RETWEET’ NWSL TEAM ACCOUNTS, BUT PROVIDE OWN CONTENT
(THANKS TO OPTA, THIS SEEMS MUCH EASIER TO DO)
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SOCIAL MEDIA CONTENT STRATEGY:

TWEET LIVE
MATCH UPDATES

RETWEET ANALYSTS, TEAM
ACCOUNTS & FORMER PLAYERS

HALF-TIME SCORES
& STATS

47



SUMMARY OF THE
MATCH

SOCIAL MEDIA CONTENT STRATEGY:

PLAYER/MANAGER
INTERVIEWS

PICTURES FROM
THE MATCH

TOP-3 PLAYS OF
THE FIXTURE

POST-GAME
ANALYSIS

LEADERBOARDS
ACROSS NWSL

GOALS ACROSS ALL
GAMES

TOP-3 PLAYS OF
THE WEEK

NOMINATIONS FOR
WEEKLY AWARDS

POLL FANS FOR WEEKLY AWARDS - PLAYER / GOAL / SAVE OF THE WEEK

POLL FANS FOR WEEKLY AWARDS - PLAYER / GOAL / SAVE OF THE MONTH

48



SOCIAL MEDIA CONTENT STRATEGY:

PLAYER STATS &
RECORDS

(RE)TWEET TEAM
PHOTOS

PLAYER STATS OR
LANDMARKS

MANAGERIAL
STATS

TEAM NEWS AND
REPORT

ORGANIC GROWTH
AND SEO

BIRTHDAY AND
TRIBUTES

WARM-UP AND
TRAINING PHOTOQOS

CELEBRATE OTHER
WOMEN ATHLETES

49



THINGS TO

TEAM SPECIFIC HASHTAGS
eg: #YESWEKAN (FC
KANSAS CITY)

INCORPORATE FIXTURE
HASHTAGS

EVERY POST ON SOCIAL
MEDIA TO INCORPORATE
‘#NSWL’

| eg: #SKYBOS,

#PORORL

LEVERAGE INF
AND M

_LUENCERS
NI

-CELEBR

TIES

MAINTAIN CONSISTENCY
ACROSS ALL
SOCIAL PLATFORMS

UTILIZE ALL AVAILABLE
REAL ESTATE ON SOCIAL
MEDIA PLATFORMS

LAUNCH NWSL SNAPCHAT
ACCOUNT

SOCIAL VOCABULARY:

GlFs, EMOJIS,

BITMOJIS

50



POSSIBLE

AND

#LETITREIGN

#YESWEKAN

COURAGE

‘V

N
A

I

#OURPRIDE

#KEEPROARING

~  #BREAKTHEMDOWN

#THESQAUD

51






__ SNAPCHAT




- CATCH ME IF YOU CAN

« GET MORE THAN JUST BEHIND THE SCENES WITH ‘CATCH ME
IF YOU CAN’ SNAPCHAT CAMPAIGN

« BOOST CAMPAIGN OUT THROUGH TWITTER, FACEBOOK AND
INSTAGRAM

« ENCOURAGING FANS TO FIND THE CAMERA IN THE STADIUM
o« GAMIFY THE SNAPCHAT CAMPAIGN

e POSSIBLE SPONSORSHIP OPPORTUNITY'!
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FACEBOOK

BUILD UP TO THE MATCHES

#NWSL
_C Hi1IoCnNn=ago ':)’
RED STARS
v
PRUNIEHLS THIRS, PRSI
#PORORL #CHIHOU

GAMEWEEK 1

SATURDAY 15 AFPRIL
10 PM EDT

MEMORIAL STADIUM

Sp




LAYOUT AND DESIGN

HALF-TIME UPDATE POST

e s R Sy

2 M 3 ¢t :
* ; s
i\ ‘ -~ HALF-TIME AT
' MARYLAND
SOCCERPLEX
#WASHHOU
WASHINGTON SPIRIT : :
5
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JESSICA FLISHLOCK

SEATTLE RIEGNS FC

“I’M BACK TO FULL FITNESS AND
CANNOT WAIT TO GET ON
THE PITCH ”
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METRICS AND




GOAL

HOW

SUCCESS

STREAMLINE MARKETING EFFORTSWITH
GROWTH HACKER STRATEGY

LOW BUDGET SOCIAL MEDIA FOCUS WITH
MINIMAL TV/STREAMING BANNERADS

UTILIZATION OF ALL LEAGUE ASSETS
TO ACQUIRE, RETAIN AND ENGAGE
FANS IN-STADIUM AND DIGITALLY

MINIMAL COST GROWTH WITH SUFFICIENT DATATO
DETERMINE EFFECTIVE MARKETING PRACTICES
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INCREASE SPONSORSHIP

APPEAL
CURRENT & FUTURE PARTNERS

ATTRACT NEW TALENT
AND FANS FROM
ACROSS THE GLOBE

SOCIAL & DIGITAL

T

DRIVE MORE
REVENUE UPON

RENEWALS
2017 ONWARDS




AKASH BHAT

M.S. SPORTS MANAGEMENT

COLUMBIA UNIVERSITY
917.521.9966
avb2128®@columbia.edu
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