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Data and Analytics: 
A Sports and Entertainment Industry Perspective

Every consumer-centric loyalty provider knows that collecting data, analyzing it, and creating 
insights from it are extremely difficult challenges. Brands not only have to adhere to increasingly 
stricter regulations and handle massive amounts of data from innumerable sources, but they also 
must unify all of the data into usable profiles and personas. Additionally, firms have to manage 
the entire process in an efficient manner or lose their cost-effect edge.  

In turn, the strategies and platforms that brands adopt to tackle these challenges can present 
obstacles as well, as we’ve seen from Loyalty360’s own research. A company will have to choose 
a platform with all the functionalities it needs and a data-and-analytics strategy that complements 
that platform. It may also need to create oversight teams to handle data properly and securely and 
engage employees so that they buy into the value the company provides.

INTRODUCTION

With so many variables in the data-and-analytics equation, 
solving it can seem daunting. Loyalty360, however, has taken 
steps to simplify the problem-solving process so that brands 
can develop winning strategies to do so. First, we’ve spoken 
with senior-level representatives across a range of industries 
on the challenges surrounding data and analytics. This discus-
sion has led to a number of insights that we’ve shared in our 
Data and Analytics Executive Perspective Report.

Another step we’ve taken is to highlight industries for which 
we’ve found useful advice. In our recent discussion on data 
and analytics, we noticed several concepts emerging that are 
especially important to brands in the sports and entertain-
ment industry (S&E). Overall, the ideas we discussed with S&E 
representatives reflect the need to develop a data and insights 
strategy, to manage data effectively, to select the right data 
insight tools, and to generate insights.

First, developing a data and insight strategy will enable sports 
and entertainment brands to better adapt to changing custom-
ers. Because customer bases are dynamic, not static, systems, 
brands need to constantly reevaluate their loyalty programs. 
Putting a successful insight strategy in place will help to future 
proof those programs against shifting expectations and desires. 

Second, managing data requires that S&E brands collect and 
store data effectively. They need to organize the data they keep 
in a way that makes accessing it extremely easy yet secure. 
They need to manage it so as to make understanding insights 
as simple as possible. They also need to create oversight teams 
so that nothing gets mislabeled, stolen, or otherwise lost in the 
data management process. 
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Third, selecting the right tools for insights is absolutely 
necessary. Imagine that an entertainment company with 
multiple brands knows that Janet Doe watches brand X and 
that Jan Doe watches brand Y. If it doesn’t have the correct 
tools at its disposal—whether those are segmentation, 
personalization, or machine learning tools—it may never 
realize that Janet and Jan are the same person. However, if 
it can determine this, then that entertainment company can 
target Ms. Doe with campaigns from both brands. This is an 
extremely simple example. The value of selecting the right 
tools and technology to brands with well-developed process-
es is potentially limitless.

Last, generating insights, perhaps the most important da-
ta-and-analytics challenge a company must tackle, enables 
sports and entertainment brands to improve acquisition, 
personalization, retention, and advocacy. If, for example, 
a sports brand knows that Jane Doe enjoys going to live 
sporting events as a spectator and playing on sports teams 
as well, then it can target her with offers relevant to both of 
those spaces. The point here is that the insights that come 
out of data determine a sports and entertainment brand’s 
entire loyalty strategy.

This report provides details on these four challenges and 
explains how they function within the sports and entertain-
ment space. It also shares quotations from sports and enter-
tainment representatives to give voice to how the challenges 
play out. The insights provided here are based on our larger 
Data and Analytics Executive Perspective Report. 

https://loyalty360.org/content-gallery/research-and-reports/infographic-the-state-of-best-in-class-customer-ex
https://loyalty360.org/content-gallery/research-and-reports/loyalty360-executive-perspective-the-brand-guide-t
https://loyalty360.org/content-gallery/research-and-reports/loyalty360-executive-perspective-the-brand-guide-t
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Data and Analytics: 
A Sports and Entertainment Industry Perspective

ONE: DATA AND INSIGHTS STRATEGY
S&E brands face a difficult challenge in the form of shifting customer desires. As technology changes, 
customers come to expect different services. For example, a baseball fan forty years ago might have 
been happy watching the big game from home on one evening of the week and going to the stadium on 
occasion to watch the game in person. Now, that fan probably wants to be able to record every game 
on his cable box and watch it at his leisure. In the future, that same fan may want to attend every game 
through virtual reality technology.

The shifting customer requires brands to develop successful data and insight strategies. They should 
use the data they have at their disposal to not only meet current customer needs but anticipate future 
needs as well. This is where combining state-of-the-art processes with gut instinct comes in very handy. 
The shifting customer also means that personalization, as a data and insight strategy, is a necessity.

However, according to Loyalty360 research, only 51 percent of brands believe they have the right amount 
of data to drive personalization efforts, even though over 82 percent brands say their consumers demand 
it. Perhaps this gap results from the fact that only 5 percent of brands say they have machine learning or 
artificial intelligence technology implemented. Without this kind of technology, the personalization 
strategies that brands need to launch to keep hold of the shifting customer will be dead in the water. 

Because of this, cutting edge technology is a necessity. With substandard technology, the data and insight 
strategies that a brand develops won’t have good chances for success. Better technology will lead to better 
strategies. On the other hand, brands shouldn’t approach their data like robots either. They need to think 
about it from a human angle to create long-term strategies that will actually work.
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BRAND REPRESENTATIVE QUOTE 
Cory Dolich, Senior Vice President of Business Operations & Marketing, Portland Timbers: How do you 
use present day data to make long-term decisions? I think it’s a marriage of art and science. The science is 
very important and super practical, but using your gut, using anecdotal experiences, talking to people, it’s 
important too. The other thing I would layer on top of is the fact that Portland is seeing a significant influx 
of new people to the city, so how does that change the dynamic over a longer time horizon? Those are some 
things that we wrestle with.

https://loyalty360.org/content-gallery/research-and-reports/infographic-the-state-of-best-in-class-customer-ex
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TWO: DATA COLLECTION AND MANAGEMENT
Managing data is another major challenge that 
S&E brands face. They have to structure huge 
amounts of data from a plethora of sources. 
They have to sort it, unify it, secure it, and keep 
it private. They need to make sure they’re using 
it in customer-approved ways, and they need to 
warehouse it in an accessible manner. The data 
management process is complex in and of itself, 
and this leaves aside the fact that data prolifera-
tion has increased exponentially in recent years.

To solve this problem, sports and entertainment 
brands need to identify and implement data man-
agement best practices. This may require them 
to build up quality data, warehouse it securely, 
and make it accessible to a variety of company 
personnel. They may also need to form special 
oversight teams to make sure that data is tracked 
properly at every time frame. 

These seem like daunting tasks, but the fact re-
mains that they need to be completed. From our 
research, Loyalty360 has found that 45 percent 
of marketers have seen a significant impact from 

BRAND REPRESENTATIVE QUOTE 
Adam Falkson, Director of Ticketing Analytics, Monumental Sports: We have a data warehouse solution. 
We utilize business intelligence software, which is really making big inroads into the sporting space. It’s really 
building up that expertise in terms of identifying the data sources that are necessary, warehousing them, and 
making them easily accessible. It’s all cloud-accessible and executives and associates can pull data up on their 
iPhones or iPads at any given time so data permeates everything we do. I’d say we’re definitely up there in terms 
of understanding the information that’s necessary, what’s right, and making it easily accessible. You can have 
all the best information in the world, but if you can’t make it digestible and easily understandable to the key 
stakeholders, it doesn’t really matter.

privacy and content regulations. Such regulations 
have limited their ability to use and collect cus-
tomer data. In addition, only 3 percent of brand 
representatives say their data is easy to act on. 
Clearly, the challenge of data management is still 
a difficult one.

This is why Loyalty360 seeks to establish rela-
tionships between different brands. Dialogue 
between brands leads to analysis, and analysis 
can help brands improve their processes. Data 
management is not an exception to this. As such, 
we advise not just implementing best practices 
but also cooperating with other brands to revise 
strategies.

John Koltonowski, Retail Practice Leader at FICO, 
adds, “Organizations are faced with market and 
technical challenges to know customers at scale, 
unlock the value of data, and execute with agility. 
To accomplish these objectives, ultimately orga-
nizations need to understand, decide, and act.” 
Undoubtedly, brands that confer with peers will 
be able to do all three much better. 

https://loyalty360.org/content-gallery/research-and-reports/infographic-the-state-of-best-in-class-customer-ex
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THREE: THE RIGHT TOOLS FOR INSIGHTS  
According to Andy Arnold, Chief Revenue Officer 
at Ansira, “Data and analytics, coupled with the 
proliferation of marketing technology, has pro-
vided the opportunity for brands to truly deliver 
seamless interactions for customers. On the 
flip side, this has also led to a level of angst and 
competing priorities within some brands.” Often, 
brands just don’t know what technology to adopt 
to achieve the most success. 

That’s because, just as improper data manage-
ment processes can make insights difficult to 
come by, so too can having improper or inef-
fective data insight tools. From our research, 
Loyalty360 has seen that 70 percent of brand 
representatives feel that their marketing teams 
lack technical knowledge. This gap can lead to 
the adoption of technologies that don’t meet 
insight needs. If a brand’s tools don’t meet its 
insight needs, it might send out offers that irri-
tate, rather than energize, the customer. It might 
miss out on opportunities that would be obvious 
were its tools more effective. At best, successful 
targeting will result by accident. 
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BRAND REPRESENTATIVE QUOTE 
Colleen Sugarman, Head of Marketing, Sling TV: You’ve got to keep up with all of the tools and technology, 
and I think we do a good job in terms of creating that aggregated, consistent, holistic view of our customers. 
We’re leveraging external data demographics, behavioral demographics. A lot of what we are evaluating is our 
interaction with them, with the product, and then how that leads to enhancing features like more personaliza-
tion or recommendations or email communications to showcase other content that might be more relevant for 
the consumer based on what they know and how they’re engaging with the service. Personalization is a theme 
for us in 2018. We obviously put personalization in the hands of the consumers, but how do we do our part to be 
more relevant based on the programming that we have in front of the consumer?

Imagine, for example, that a sports brand has a 
technology platform that doesn’t have any person-
alization tools. In this scenario, it might send re-
minders to Tom, who loves football, about the big 
game tonight, but it might also send those same 
reminders to George, who hates football and only 
watches soccer. This is will irritate George, and if 
the problem isn’t corrected, George may churn out 
of the sport brand’s loyalty program. 

Another scenario can have significant costs as 
well. Imagine that the same brand doesn’t need 
personalization tools for whatever reason (not 
likely, but thinkable), but has a platform that 
offers personalization tools nonetheless. In this 
scenario, the brand will probably be spending a lot 
of money on a tool for which it has no use.

For these reasons, we strongly encourage brands 
to fill in the technical knowledge gap and select 
the data insight tools that will best suit their 
needs. Doing so will save time and money in the 
long run. If brands don’t take this necessary step, 
their outreach efforts will probably end up harm-
ing customer relationships.    
 

https://loyalty360.org/content-gallery/research-and-reports/infographic-the-state-of-best-in-class-customer-ex
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FOUR: CREATING INSIGHTS
 

Developing data and insight strategies to meet shifting 
expectations while also balancing and integrating data are 
processes that S&E brands should be engaging in to meet 
this final challenge: creating insights. Insights are the ulti-
mate goal of data collection, and if brands can’t generate 
them, they seriously need to reevaluate their processes. 
Without insight, brands have no way to create personal-
ized offers, which means that retention drops to zero.

One thing brands must have to achieve insight is a very 
clear view of the customer. Evan Magliocca, Director of 
Marketing at Baesman Insights & Marketing, notes, “So 
many brands end up accidentally skipping a vital step by 
jumping into micro-level insights that end up being built on 
a false premise. The key differentiator is that insights are 
not built on what you think your customer is like. It’s not 
a persona. Those skew the data to fit a fairy tale. Under-
standing your customer requires an in-depth analytical 
profile built on their history of transactions, behavior, 
market share, brand affinity, and more. From there, brands 
can easily demarcate the right path in terms of what’s an 
actionable insight and what’s erroneous.”

In addition, we’ve seen from our research that 70 percent 
of brands are using campaign performance attribution 
methods that may not be as accurate as algorithms and re-
gression modeling. These attribution methods include last 
touch, click, and event. If a brand doesn’t have a complete 
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BRAND REPRESENTATIVE QUOTE 
Mike Marino, Chief Experience Officer, Caesars Entertainment Corporation: There’s been an explosion 
of data. I think there’s been a general expectation that the insights you’re able to generate from new data 
sources or increased levels of data are going to be much more precise, much more refined, and far more 
actionable. For companies that are really well versed in this that can be true. What’s enabled our company 
to leverage data effectively is tied to the quality of questions being asked at the senior management level 
and a clear understanding of what we’re trying to accomplish both with customers and with the experience 
or product we provide. 

picture of its customers due to the use of such methods, 
that brand will have a difficult time generating insights 
for future investment decisions.

Imagine, in this environment, if Elly Luckman, who loves 
streaming channels, never received a thank-you email 
from the companies to which she pays subscriptions. 
Imagine if she never received a personalized offer. Imag-
ine if she were never given the opportunity to earn a 
unique experience, all because her streaming companies 
couldn’t create insights from the data they stored on her. 
She wouldn’t feel any reason to remain in the subscrip-
tion programs and would churn out extremely quickly.

While this sounds obvious, it is incumbent upon brands 
that they generate actionable insight from the data they 
collect. They won’t be able to formulate any outreach 
strategies without doing so. For this reason, we advise 
that brands consider their insight generation processes 
very carefully. They should revisit them frequently to 
make sure that their insights remain useful. Then they 
should revisit them again for safety’s sake. The impor-
tance of insight cannot be understated.

 

https://loyalty360.org/content-gallery/research-and-reports/infographic-the-state-of-best-in-class-customer-ex
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CONCLUSION
We’ve seen that S&E brands are facing several challenges surrounding data and analytics. First, 
some are dealing with shifting customer expectations, which makes developing data and insight 
strategies more difficult. Combining state-of-the-art technology with human insights should enable 
brands to deal with this problem. Second, managing data in an era of data proliferation is getting 
harder and harder. Implementing best management practices and engaging in conversations with 
other brands can help out a great deal. Third, brands have to figure which insight tools will fit 
their needs. There are a lot of tools out there, so tackling this issue can be time-consuming, but not 
tackling it could do more harm than good to brands’ loyalty efforts. Last, some struggle to generate 
insights. This is by far the most important problem to handle, since a brand can’t expect any kind of 
success without insights. Solving this final problem requires that brands establish ways to deal with 
the first three.

Dealing with these challenges should have measurable benefits. By developing data strategies, 
brands should see that they are maintaining stickiness over time and generating a host of brand ad-
vocates. By managing data, they should see that information becomes easier to handle. By selecting 
the proper tools, brands should see improved customer feedback, as such tools lead to customer cen-
tricity. In addition, by generating useful insights, brands should see improvement in all other metrics, 
from personalization and acquisition to retention and engagement. Whatever the challenges, sports 
and entertainment brands should see significant positive outcomes by overcoming them.

This article is derived from a larger feature on the challenges of data and analytics across all 
industries. The view it, please click here.
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