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Last month, amid the festivities leading up to the
opening of the 49ers new $1.3 billion Levi’s Stadium
in Santa Clara, the 49ers unveiled a voluntary “fan
engagement program” called Faithful 49, where
users rack up points by interacting with the team
and its sponsors. In business terms, the team is
rewarding brand loyalty — and in the process is
amassing a pool of consumer data to bolster its
marketing, merchandise sales and clout with
advertisers.

From the Silicon Valley Business Journal:
https://www.bizjournals.com/sanjose/print-edition/2014/07/25/49ers-open-fan-data-
playbook-seeking-more-loyalty.html

Inside the 49ers' fan data playbook: How
catering to fans can make teams money
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The San Francisco 49ers are joining companies like
Google Inc. and Facebook Inc. in the data collection
game, providing a glimpse of how pro sports teams
are angling to extract more value from their best
customers: The fans.

Last month, amid the festivities leading up to the
opening of the team’s new $1.3 billion Levi’s Stadium
in Santa Clara, the 49ers unveiled a voluntary “fan
engagement program” called Faithful 49, where
users rack up points by interacting with the team and
its sponsors. With enticements like jersey discounts
or tickets to sold-out games, fans can chase rewards
by watching videos on 49ers.com or following a
Niners sponsor on Twitter, for instance. ( See what
the program offers and how fans get it here)

“This is not only providing fans with a fun way to engage with the team and compete with
one another,” said Chris Giles, 49ers director of business operations. “It incentivizes them
to report activity and preferences and those sorts of things.”

In business terms, the team is rewarding brand loyalty — and in the process is amassing a
pool of consumer data to bolster its marketing, merchandise sales and clout with
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advertisers. The data operation will be augmented at the stadium by a mobile app
designed to personalize services like ticketing, in-seat food orders and navigation.

And it’s not just the 49ers that want to get to know you better in hopes of padding their
bottom line. Corporate sponsors and other companies that have agreements with the team
are also in play.

Among the 7,990 words in the terms of service and privacy policy for the loyalty program,
users find that the team reserves the right to share fan data “with our owners or any of our
affiliates and with all other members of the NFL Family.” The 49ers can use aggregated or
anonymized data “for any reason at our sole discretion” — in line with common policies for
companies that trade in Big Data.

The privacy policy assures fans that “we respect your privacy and value your trust and
confidence.” The team currently isn’t sharing any personal data with anyone, a 49ers
spokesman said.

Like social media companies, retailers and myriad online marketers, the 49ers aim to
“build out a profile of who fans are,” Giles said. That puts the team at the intersection of
social media marketing, e-commerce and Big Data, a potential vein of new revenue.

The 49ers collect fan data from diverse sources to ensure its accuracy and reduce reliance
on fan self-reporting, the team spokesman said.

Bulking up data collection

It’s natural that the 49ers, valued at $1.2 billion by Forbes, are among the professional
sports teams making the most of fan data.

First, there’s the imperative any team faces to increase cash flow. 49ers player salaries
suck up $77 million a year, and teams must compete with ever-improving home theaters to
lure fans to stadiums.

Then there’s the tech DNA the team absorbed from hiring a number of Yahoo Inc. and
Facebook veterans. Those ties have been strengthened by sponsor agreements with
companies that understand data, like SAP AG and Yahoo Inc.

“We just try to leverage a lot of unique benefits we have being situated where we are,”
Giles said.

The team has also recruited outside help from Renier Steyn, a Colorado-based sports tech
consultant with the People Access division of SKIDATA Inc.

The company has built plenty of data tools to help teams ranging from the Denver Broncos
to European soccer’s Manchester United get to know their fans. Still, Steyn was particularly
excited when his company, part of Switzerland-based Kudelski Group, was approached by
the 49ers with a particularly ambitious goal last November.
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“What they’re trying to do is engage irrespective of where you live,” said Steyn, who is a
vice president with SKIDATA. “They’ve been very aggressive in terms of how many people
they want to capture.”

To make Faithful 49 as accessible and easy-to-use as possible, the team is rewarding
demonstrations of loyalty (think retweets and social media shares) — as well as spending
on team products.

Once a fan does engage, such programs give teams marketing superpowers by monitoring
their behavior. The team can collect and analyze concrete data on what content fans
consume and, more importantly, what spurs them to actually buy things.

Those two areas — content predilections and purchasing processes — are where the 49ers
are breaking ground with their combination of in-stadium analytics and online platforms
for fans who live nowhere near Santa Clara.

“Information about how many tickets were sold, how much beer was consumed, or how
many hot dogs were eaten is easily tracked,” Dorman Bazzell and Scott Schlesinger, two
senior executives with San Francisco consulting firm Capgemini, wrote in a recent article
for industry publication DataInformed. “Advanced social analytics against these known,
measureable variables creates advanced insights … a sweet spot of Big Data.”

From data to dollars

But how might the 49ers turn fan data into dollars?

Think about a fan who posts to Twitter to celebrate Colin Kaepernick’s latest touchdown
pass. If the fan is logged into Faithful 49, the team could theoretically market the
quarterback’s jersey to the fan, or perhaps offer a discount on the merchandise.

The potential is magnified when you take into account all the other parties that might want
to know more about fans, from sports advertisers to social media companies.

“The most concrete and the most lucrative use of fan data for any sports team is to prove
to advertisers that they have a fan base,” said Julia Jacobson, a Boston-based partner at the
law firm McDermott Will & Emery focused on data privacy. “They take their audience, they
slice and dice it, they figure out how to make the SAPs or the Levi Strausses — the deep-
pocketed companies — pay $10, $12, $15 million a year.”

Programs like Faithful 49 are already helping teams, and the league, generate business by
sweetening sponsorship deals. The Faithful 49 sponsor is Esurance Insurance Services
Inc., the team’s “exclusive car, motorcycle, homeowners and renters insurance sponsor.”

The team doesn’t disclose the terms of sponsorships. However, the Faithful 49 privacy
policy notes that the program can automatically track what you do on websites “owned
and operated by us or our business partners, and the Esurance.blog.com website.”
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Data including mailing addresses, demographic information, location data, your IP address
and myriad other data points may be collected.

The privacy policy includes opt-in and opt-out selections for some features that involve
sharing information with third parties, as well as an age verification step.

Unsurprisingly, social media companies like Facebook and Twitter (plus TicketMaster) are
listed under the privacy policy as companies that “may be able to collect information
about you, including your activity on our Services” and notify other users about your
activity.

The 49ers in turn “may receive” information that users share with social networking sites,
like who their friends are, creating new potential sales leads.

Sports tech evolution

While the intricacies of privacy policies are usually enough to glaze the eyes of U.S.
consumers, sports teams are a prime example of businesses weaving a sophisticated web
of overlapping data sets.

In the beginning, the Oakland A’s used player data to guide on-field strategy, depicted in
Michael Lewis’ 2003 book “Moneyball.” Since then, teams have implemented analytics for
scouting and wearable gadgets that quantify athlete performance, which can be used to
better project revenue and engage fans by providing more insight on their favorite players.

With Faithful 49, the team is incorporating another technology that businesses are
adopting to motivate people: Gamification.

Gamification technologies spur competition between people in a way that advances an
organization’s own goals. The 49ers built out addicting features like a real-time public
leaderboard for fans in the Faithful 49 program, which — along with incentives like ticket
giveaways and discounts at the team store — encourage them to stick around and be
generous with their data.

“Faithful 49 will get you in with your email and password,” Steyn said. “We then incentivize
you and encourage you to give us more information. Give us your birthdate. Give us your
phone number, are you male or female — blah, blah — all of that.”

And we’re not talking about winning perks like ill-fitting sports t-shirts.

“The competition is really for unique experiences that you can’t buy,” Giles said. “We have
a limited number of single-game tickets available.”

The privacy game

For the 49ers and others, dabbling in consumer data comes with potential pitfalls.

With the Faithful 49 program, determining exactly where a fan’s data might someday end
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up and how it could be used is difficult due to “fairly broad” wording, said Jules
Polonetsky, former chief privacy officer of AOL and executive director of Washington, D.C.,
think tank the Future of Privacy Forum.

Still, Heather Egan Sussman, another partner at McDermott Will & Emery, called the 49ers’
privacy policy “quite robust” because it breaks down the types of information that can be
collected, how it is collected and with whom it can be shared.

As more teams capitalize on fan data, new concerns arise, including collection of
information from children, who are some of the most engaged sports fans, Egan Sussman
said. New technologies like facial recognition in stadiums will also pose challenges to
teams looking to strengthen their relationships with fans while respecting their privacy.

In the meantime, the team continues to ramp up business development at the stadium that
has already generated more than $1 billion in revenue.

“It’s all part of the broader plan,” Giles said.
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