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Johnny Miller: [Voice with visual presentation] My name is Johnny 1 

Miller. And I’m one of the founders of a company 2 

called Manumatics. And we have a platform called 3 

Bamboo. And for the last seven years, we’ve been 4 

helping out different brands build and - and clubs. 5 

For our entire existence, it has revolved around 6 

helping different brands understand who interacts 7 

with them, purchases from them, engages with 8 

them, and how we can have an improve - and relate 9 

- that relationship, more and more and more. So 10 

basically, what we’ve been doing is having and 11 

stimulating and driving more conversations with our 12 

fans, so that we can leverage their relationships to 13 

convert into money. So everything we do is about 14 

ROI - it’s about how can we improve the experience 15 

for the fan, while resulting in benefits to the bottom 16 

line of the organization. [1:08] So we’ve run these 17 

programs for many different brands um, all around 18 

the world. And my background is actually in sports 19 

and television production. So I’ve handled 20 

everything from the Olympics to the Superbowl to 21 

the America’s Cup, doing the producing and the… 22 

handling of the production that um, results in the 23 

broadcast. And - and the part that’s always been 24 

elusive for these broadcasts has been understanding 25 

who’s actually out there, watching. So we’re gonna 26 

take a look at here, is to better understand through 27 

technology how we can increase in - um, our 28 

retention with our fans, how we can get them to 29 

engage more, how we can get referrals for those 30 

fans, and how we can have fun with them and 31 
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connect with them through Wi-Fi in our - in our 1 

arenas. So the - the biggest thing that I wanna - to 2 

stress, is that we’re gonna look at the - the 3 

technology here, but these principles here apply 4 

across all the different social medias and 5 

organizations, no matter what level of um, hockey 6 

organization you’re with, or any sports franchise. 7 

So, we’re gonna take lots of principles that have 8 

been um, well-established over brands and apply 9 

them here and to the hockey world. [2:30] So the - 10 

the - the fun part here that… there’s very little data 11 

on the broadcast side as to who’s actually watching 12 

the sporting event. And there’s very little data on 13 

ah, right now, as to who is actually sitting in the 14 

arena. Um, and I know we definitely have ticket 15 

stubs and things like that. So we know if the tickets 16 

were used, but we don’t know if they gave it to their 17 

friend. We don’t actually know who’s even sitting 18 

there. So what we would like to do is explore how 19 

we’ve um, solved these problems in the past with 20 

other brands. [3:08] We’re gonna take a look at a 21 

couple of um, case studies from brands that are… 22 

ah, that they are aware of. And how we - we helped 23 

the other people learn and ah, made fun ah, a bit 24 

more engaging experience for those fans. This one’s 25 

for our cruise company. So in the cruise company, 26 

they wanted to actually ah, get referrals. And so 27 

they were out there, going and um… selling 28 

different cruises out there and they wanted the 29 

people to speak on behalf of cruises that they took. 30 

And so, we rewarded their fans, from the people 31 
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who took the cruise, to actually ah, share on 1 

different social media. So again, what we used here 2 

were rewards to drive referrals. [3:53] We’ve done 3 

programs with um, Mountain Dew and Pepsi and - 4 

to justify the ah, existence of um, different 5 

celebrities. So in this one, we were um, working 6 

with Dale Earnhardt Junior, to be able to take the 7 

fans from him specifically, and create engagement 8 

around the brands. This is very applicable in - in 9 

hockey, because of um, the relationships and the 10 

sponsorship dollars that come in. And it’s making it 11 

fun for the experience for the - for the fans, for them 12 

to be able to engage year round is also a - a huge 13 

consideration. But it’s to be able to ah, leverage the 14 

different sponsors and advertisers, and bring them 15 

value, as well. And so, we’re gonna take a look at 16 

how we bring value back to the different sponsors 17 

to justify ah, the rates that we’re charging them for 18 

all the different um, ah, advertising opportunities 19 

within the arena, and - and surrounding the different 20 

events. [4:55] Ah, this is a very interesting program 21 

here. This is showing that um, that content ah… is - 22 

is important. But um, well, what’s more important 23 

are - are the rewards. So, this is a brand here that ah, 24 

is sold through a grocery store - Nestle Pure Life 25 

Water. So, the largest brand in the world. And we 26 

were able to sell 3.8 billion bottles of water and 27 

understand who actually purchased the actual 28 

bottles. And ah, influenced the behavior when they 29 

continued to buy more of them. You’re saying, 30 

“How does that actually apply to what you’re doing 31 
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there?” Well, it - it’s pretty simple. They - the 1 

grocery store - there was about 46 thousand 2 

products in the average grocery store. How many of 3 

those people um… how many - ah, when the brand 4 

has those… brands are - in those grocery stores, 5 

how many of the brands actually understand who is 6 

purchasing their products? Ah, less than one 7 

percent. They have no idea. There’s an intermediary 8 

there, and they have no idea who’s actually 9 

purchasing their products. The same problem exists 10 

in hockey. We don’t know who is watching our 11 

product. Ah, where they’re watching it from. And 12 

the… we - we need to find solutions and ways that 13 

they can engage with us, so that they can give us 14 

that data. And we can collect the data, and we can 15 

do something meaningful with it. So that we can 16 

um, put the right products in front of ‘em, and - and 17 

ah, opportunities for um, sales of merchandise. 18 

[6:29] So, when we look at… where um, where 19 

social is with this technology, everybody on every 20 

team you know, is - is playing on Instagram and 21 

Facebook and Twitter. Um, some of the newer ones 22 

um… oh, and more advanced are playing with 23 

Snapchat ah, and some of the other different um… 24 

social networks out there. But when you look at - at 25 

Facebook, and you look at reality of what they’re 26 

doing, is they’re actually building a wall between 27 

the teams and the fans. So you know, when you 28 

look at it, and people are treating Facebook as their 29 

- as their fan club, of sorts, that - that’s not really 30 

what - what Facebook was intended for, nor was 31 
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Instagram or - or Twitter. So, when you look at 1 

collecting likes out there, it’s important to 2 

understand what the purpose of the likes are, and 3 

what the ROI of going to collect those likes are. So, 4 

when you’re using different tools and different 5 

sweeps - like um, Food Sweep, you would post 6 

these different networks, you have to understand 7 

where you want to drive that traffic, and how we 8 

can monetize that traffic. Again, the collecting likes 9 

on Facebook is interesting. And it’s - you know, it 10 

helps - it’s ah, easy to measure, and it’s easy to 11 

prove to um, the teams. Ah, and the - and the - the C 12 

Sweep that the numbers are moving up. But really, 13 

what we wanna look at is the engagement and sales 14 

that come as a result. So, conversations are good, 15 

but we need to move to the conversions. How many 16 

- how many sales can we increase? How many more 17 

ticket sales, things like that. So again, the - the 18 

Facebooks and the Twitters and the YouTubes out 19 

there, are um, glad to have you on their platforms. 20 

You definitely need to be on those platforms. But 21 

what needs to be stressed here is, we’re in that 22 

relationship… yeah. It - it may start on Facebook. 23 

But we drive them into our web site, or into our 24 

mobile environment, to have a more um… um, 25 

valuable ah, exchange between the team and the 26 

customer. And the reason we wanna do that, and so 27 

that we control and have the information and the 28 

data coming in. [8:42] So, when we look at um… 29 

ah, the relationship, again, it’s about… you, as a 30 

team, having a relationship - a direct relationship 31 
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with those fans. They’re your customers. And so, 1 

that direct relationship is gonna be the one that’s the 2 

most prosperous. And so, when we look at 3 

intermediaries like Snapchat or - or Twitter, that’s - 4 

that’s good. But we’re using those for discovering 5 

what the real relationship and the real engagement 6 

and interaction should occur on the sites and 7 

properties you control. [9:21] So, when we look at 8 

the different types of conversions that we’re playing 9 

with, it’s important to look at how are we going to 10 

monetize? So, the monetization can be looked at in 11 

about three different ways. Um, ah, you have 12 

mailing lists. We have um, just selling ah, tickets to 13 

the - to the games themselves. And then, to increase 14 

the season ticket holder base. There’s a - a - or the 15 

three, one of the… some of the three primary 16 

reasons that we want to bring in these ah, these fans 17 

and what we can help them… um, achieve that 18 

higher level of engagement. [10:02] Look at 19 

advertising, and then we look at social, we can 20 

obviously go out there and buy traffic. So, looking 21 

at traffic on Google or Facebook, and - and 22 

purchasing that traffic and then, driving it in to - to 23 

do sales for tickets and - and it is one way of - of 24 

achieving sales. What’s more efficient on a cost 25 

basis, and ah, and more authentic and more real, is 26 

to be - ah, leverage the fan base themselves. So, by 27 

you leveraging the fan base, we’re able to actually 28 

affect and drive sales that are measurable, if we do 29 

it correctly. So the… what we’re looking to do here 30 

is actually… make each one of the fans part of an 31 
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affiliate program, if you will. To where we’re able 1 

to have them join a club, be able to share 2 

information, and track exactly what [unclear: 11:06] 3 

So in essence, we’re - we’re making them part of 4 

the ah, recruiting effort if you will, to - to drive in 5 

merchant sales and to make it fun for the… um, 6 

make it fun for them as well. And reward them for - 7 

for sharing those moments on the different social 8 

networks. To look at fan clubs as a whole, you 9 

know, the - the word - you know, even the word, 10 

“Fanatic” fan, is - is - is critical here. So what we 11 

wanna do is, every team has their - their core base 12 

of - of fans. They’re the ones that are hitting the 13 

content, first and foremost. It’s to - to leverage 14 

those - those fans, give them stuff to do, and reward 15 

them for it. So, whether it’s the hierarchy, whether 16 

it’s badges, where it’s - whether it’s online 17 

recognition, or whether it’s um, recognition at the 18 

arena and - in the 3-D world, those are great ways to 19 

um, incentivize and reward these fans. So we’re - in 20 

our past, we’ve done all kinds of programs where 21 

we’re rewarding the fans for - for sharing, for 22 

getting them to make purchases, for getting them to 23 

attend games in - in a certain amount of - ah, in a 24 

certain amount of frequency. For attending um, all 25 

of the home games. Ah, get - giving out rewards for 26 

attending all the home and away games - um, eve - 27 

even the ability for us, we’ve been able to track 28 

when they’re watching the - the - the games, or at 29 

home - ah, or on vacation. So even if um, you 30 

know, they’re an Anaheim Duck fan, and they live 31 
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in Orange County, California, we’re able to reward 1 

those people even when they’re in Paris, on 2 

vacation, for watching those games. So it’s really 3 

about looking at each one of the fans, about how we 4 

can engage with them, how we can improve that 5 

relationship, and how we can make it fun for them, 6 

year-round, as well as to be able to give them um… 7 

um, the recognition they deserve for attending um, 8 

events in person, as well as ah… when they’re 9 

um… out in a bar. Or in their living room, or um, 10 

ah, on a cruise ship. So it’s really to extend that 11 

relationship with them wherever they are. The 12 

technology exists today, and we’ll show you a little 13 

bit more about how that can - can be implemented. 14 

[13:37] So, when we look at - again, the - the 15 

companies that are successful out there, and we 16 

look at the ones that - that don’t have any data, it 17 

really drives us back to… ah, who’s doing it well. 18 

So when you look at… you know, the regular 19 

department stores out there and the re - the grocery 20 

stores, again, you look at people walking into their 21 

stores. They’re using their credit cards and they’re 22 

um, they’re making purchases. They’re using cash 23 

and they’re making purchases. There’s - we don’t 24 

know who those people are. So, if you walk into 25 

any department store or grocery store, they don’t 26 

have any idea um, the - the brands that are in there 27 

have no idea who - who are walking in there. But 28 

the people who are successful today, like Amazon 29 

and Netflix, they’re the ones that are successful 30 

because they have the data. They’re the ones 31 
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collecting the information on the customer base. 1 

They’re - Amazon’s very good at - at being able to 2 

auto suggest other products to you that you might 3 

like, based on stuff that you’ve already looked at. 4 

So what we’re really looking at here is, ah, a big 5 

divide - a huge divide between all retail 6 

establishments. And we’ve seen what happened 7 

to… um, the bookstores out there, we’re watching 8 

the retail environment ah, change rapidly. And it’s 9 

changing because of the data and the margins that 10 

Amazon again can provide us with um, these online 11 

experiences, because they have the data. They know 12 

everything that we’ve looked at. They know 13 

everything that um, we’ve purchased, so they’re 14 

able to make and suggest better options. Netflix 15 

again falls into that category of - of big data, being 16 

able to understand um, what I’ve watched, what I 17 

have watched 10 minutes of, what I’ve binge - 18 

binge watched. Which actors in what - are on what 19 

I’ve watched, so that they can get the auto suggest 20 

um, to - to better optimize for those experiences. 21 

That’s where we need to be, in sports. This is the 22 

goal. This is the - the pinnacle, is to achieve the - 23 

the levels of um, understanding our customers, like 24 

Amazon and like Netflix. They’re the ones doing it 25 

well. That’s where we should be headed. ‘Cause if 26 

we’re able to have that level of information coming 27 

in, we’re able to dissect and understand it and take 28 

it apart, we’re gonna provide our… um, audiences 29 

and our fans and our - and our prospective 30 

customers with better experiences so that they come 31 
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back more often, attend more often, and spend more 1 

money. This is critical for the advancement and the 2 

retention, as well as to bring in the new generation 3 

to watch the sports. [16:28] Kind of - what kind of 4 

data is out there? What can - what can we collect? 5 

So, online, it’s - it’s um… ah, if you’re using 6 

Facebook Connect, or you’re using um ah, an email 7 

type capture, that’s good. So it’s - ah, we also 8 

wanna pick up their birthday and - and other types 9 

of information. So, it’s - the more we have about 10 

them that we’re asking them for the information. 11 

And we’re picking it up and - we’re picking up the 12 

subtleties, as opposed to ah… um, explicitly making 13 

them fill out long forms, the better. So the - the drop 14 

off is high when we ask our - our fans to - to answer 15 

long, long-winded um, forms. And ah, what we 16 

wanna do is we wanna come in and um, be as quick 17 

and brief as possible. Especially if we’re in an arena 18 

asking up - for information, where we’re um, 19 

pressed for - for bandwidth. Again, everything here 20 

is about understanding who that we’re - we’re 21 

dealing with. And then, understanding if that person 22 

that ah, is engaging with our fan club is also a 23 

season ticket holder, if they’re just… coming and 24 

buying a ticket every once in while, or if they’re 25 

um, a - a fan that’s been displaced from their home 26 

city. And just like to watch the - the show, the - the 27 

broadcast on - on cable or - or TV. So we’re better 28 

able to understand these people, the more 29 

information we have on them. And it’s important to 30 

be able to build these - these profiles and these 31 
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pictures, so we can understand their value. To each 1 

customer or fan that we pick up, we’re gonna - 2 

we’re gonna get um… we’re gonna get data on. 3 

And so, there’s - there’s two types of data that we 4 

can - or several types. But the - the two fun, 5 

different ones to look at would be, how much 6 

they’re worth as far as how much money they spend 7 

with the organization - so that’s their - their dollar 8 

value. And the second thing to look at would be 9 

their social value. So, what’s interesting is that um, 10 

their social value may be higher than what their - 11 

their dollar implies. So let - let’s say they attend um, 12 

six home games a - a year. So you can add up the 13 

ticket sales, you can see how much they spent on 14 

each of the ticket - ah, the six tickets. And um, that 15 

we can come up with their - their - their monetary 16 

value to the club. When we look at their social 17 

value, it becomes even more interesting. So you 18 

may have ah… um, you know, a 16-year-old kid out 19 

there who’s a - who’s just super engaged and super 20 

connected. And he may be able to have people that 21 

are connected to him ah, reaching the hundreds of 22 

people that he brings into the fan club. So he’s 23 

recruiting and - and regularly posting. And so, 24 

we’re watching that - he alone provides way more 25 

value than a team - that the - the guy who um, just 26 

bought the six tickets alone. He’s influencing the 27 

behavior of - of hundreds of people. And we can 28 

measure the - through the - through the technologies 29 

that we are - we’re gonna suggest here. We’re 30 

gonna be able to see that um, the - the kid, through 31 
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his influence through social, um, may not ever 1 

attend a game or pay a dollar for any merchandise. 2 

But the value he brings to… brings to the club, is 3 

that ah… ah, he’s influencing and driving sales and 4 

member - ah, of ticket sales, and merchandise. And 5 

we’re able to actually quantify that, based on um, 6 

ah, he - the data we receive from him, and where 7 

he’s sharing in that data. So again, we’re able to see 8 

the social value of each person, based on um, ah, 9 

the connections they have and - and the money that 10 

their friends are spending, as well as seeing just the 11 

individual person and their um, net worth, or their 12 

value to the club. [20:32] So when we look at the 13 

um… the sales funnel, or the pipe, we have an 14 

interesting ah, different - interesting paradigm. 15 

Usually you have a - a funnel, where you start at the 16 

top and you wanna shove the people down into the 17 

funnel, and get ‘em to purchase more merchandise 18 

or tickets - or - or season tickets. So, what we’re 19 

looking at is a more advanced model, to where it’s 20 

not just shoving down the funnel one time. What we 21 

would like to do is look at this as a full circle, 22 

marketing platform or - or - or technique. So what - 23 

what - what’s interesting is that when we’re looking 24 

at awareness and we know we need to move to 25 

consideration and tenant purchase, loyalty and 26 

referral, we’re saying that, through leveraging the 27 

fan base, we can turn this into a circle, as opposed 28 

to just a pipe, where it goes in and then out the other 29 

end, and then we’re done. So, if we’re able to 30 

engage our fan - [unclear: 21:32] - and um, 31 
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throughout their - their life cycle with the team, 1 

we’re able to have them produce results which 2 

would be… commensurate or - or comparable to… 3 

um, ah, advertising, if you will. So when we look at 4 

our fans and we’re out there having them push our 5 

different content around, or we’re giving them 6 

content to push, or we’re asking them to share, 7 

we’re able to drive to a purchase. We’re able to 8 

drive to a merchandise say - ah, sale. We’re able to 9 

sell tickets. We’re able to actually see the - the - our 10 

fans who - who join a fan club, we’re able to see 11 

how they actually um… ah, push content to their 12 

friends. And we’re able to see the results and 13 

whether or not those people purchased, or shared, or 14 

watched a video, or things like that. So, what we’re 15 

talking about is social engagement. Um, we’re 16 

driving to a purchase, by leveraging the fans, to be 17 

able to share that content for us. So again, we’re… 18 

we’re asking the fans to um, do the work for us, of 19 

what normally we would use an ad for. So, 20 

advertising usually is where you’re gonna go spend 21 

money, drive to an action, and shove them through 22 

the funnel. What we’re saying here is that it’s more 23 

efficient to leverage the fan base to do that work for 24 

us. So by recruiting the fan to go um, push content 25 

out to their friends, we’re able to reach a heck of a 26 

lot of people. And we’re able to influence um, the 27 

decision. Because ah, as we looked at before, ah, 28 

the - the best recommend - the best form of - of 29 

getting people to buy and get ‘em to convert, is to 30 

use that word of mouth, or to leverage the - the 31 
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audience that loves us already. So when we look at 1 

the purchase, this is where we wanna immediately, 2 

once they’ve made the purchase and - immediately 3 

want to go in, to go for the loyalty and ask for the 4 

referral. And the referrals again start the cycle back, 5 

going back into the thing. So, the happiest time 6 

anybody is ever gonna be is after they’ve just made 7 

that purchase. That’s when they’re most likely to 8 

refer it to their friends. And that’s - we’re able to 9 

um, have the most effect, by them pushing it out to 10 

Facebook, to Twitter or… or any of the different 11 

social media. So it’s to reward the person right after 12 

they made that… that purchase, which is um, more 13 

essential parts to the whole system. So, we’re 14 

saying like, “Well, why can't the brand do this? 15 

Why isn’t the brand pushing out? Or why isn’t the 16 

team pushing out? Why isn’t the team pushing out 17 

the content on Facebook? What’s happening?” Ah, 18 

actually, they should be posting on Facebook. Why 19 

- and they do. So all the - all the different teams are 20 

- are pushing out on Facebook. And what’s 21 

happening is - is that um, you know, the 22 

administrator, the - the social media person is 23 

pushing that content. And Facebook is preventing 24 

that content from reaching all of the people who 25 

like… that team. So again, each team is out there, 26 

each team is collecting likes. That’s great. That’s ah 27 

- you’re able to see the different numbers. But when 28 

they collect those likes, now Facebook is charging 29 

them for the ability to… um, do sponsored posts so 30 

that they actually reach their intended recipients, or 31 
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parties, or fans. So again, ah, you’re collecting 1 

likes. But then, when you move ahead and make a 2 

post, you can't even reach the people who clicked 3 

on like. So it’s important that we want to get those 4 

people over into a fan club outside of Facebook as 5 

fast as possible. So it’s critical we get those people 6 

out of Facebook, out of Snapchat, out of… ah, 7 

Twitter and YouTube, into an environment on our 8 

web site where we’re safe, and we’re in control. 9 

Because then we’re able to reach those people at 10 

will, without having to go um, pay to reach them on 11 

Facebook. [25:28] It’s very, very critical. So, what 12 

we’re doing - what we’re proposing here, is that we 13 

leverage the fan base to share things on Facebook 14 

and the other networks, because if the fans share 15 

decent content, or video, or um, a photo, it goes 16 

through. It gets to the recipients. It gets to the 17 

friends. It gets to the friends because that’s what 18 

Facebook was built for. It’s built for um, person-to-19 

person ah, engagement. So, when you - when they 20 

bolted on the brands, and the - the hockey team and 21 

all that, and they gave them the ability to share 22 

stuff, it all stopped. They built a gate there, so that 23 

the brand or the - the hockey team would have to 24 

pay in order to reach their own audience that they 25 

had collected. So it’s very interesting um, scenario. 26 

And it - it’s all because Facebook needs to make 27 

money. And um, that’s where we are ending up. 28 

We’re saying is that… if you um… ah, leverage the 29 

- the audience, you’re gonna get a better result. So 30 

with the fans here, we’re seeing that um, right now, 31 
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that if you’re… gonna go out there and you’re 1 

gonna push, you’re gonna have like a one-to-one 2 

result. But if you use Bamboo, or ah, any type of 3 

technology to - to share, you’re gonna leverage at 4 

least 240. So I think the um… the number is now up 5 

to 300, all on Facebook alone for the ah… um, the 6 

average ah… fans that that person has. So even at - 7 

at 240, you’re seeing you can make a heck of a dent 8 

by - by picking up these fans into the system. 9 

Because every post that’s made is only reaching you 10 

know, on a one-to-one basis. Here, we’re able to 11 

have those - the fans share it for us, so it’s really 12 

moving the needle, as far as… as far reach. So, and 13 

you can look here, some ah, numbers for um, 14 

simply bringing in… ah, 2800 people, so, 2800 15 

people in - in a fan club. Ah… ah, we’ve run some 16 

things where we actually recruited ah… about 2500 17 

it looks like here, into the VIP club. We had about 18 

um… as those people shared different stories and 19 

things, you’re able to reach all of their audience. So 20 

when you’re looking at the - the total reach, ah, 21 

after four days in this case, you’ve got half a million 22 

people that are affected by just these 2500. And 23 

everything that’s referred here, or any posts that are 24 

made with the different social media or the social 25 

networks, is trackable. So what we’re looking at 26 

here is being able to leverage the different social 27 

networks. We’re able to give the fans rewards for 28 

um, pushing out to their friends, and we’re able to 29 

track the results of the friends, whether they saw the 30 

posts, whether they reacted or engaged with the 31 
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posts, whether they commented on the posts. And 1 

whether they um, made a purchase as a result. This 2 

is the greatest way, ah… the um, greatest way to 3 

measure it. And see how effective it is to leverage 4 

the fan base, to do the sharing for you. [28:54] The 5 

other interesting part is when you look at um… 6 

your - your Facebook ah, page. And you look at… 7 

ah, the - who’s sharing stuff. If you’re able to 8 

reward those people, ah, we’ve seen - this is typical 9 

for us, is that we’re getting um… a much larger… 10 

ah, spread or viral aspect to each post, if we’re 11 

rewarding them. So, just by using rewards for 12 

getting the people to um, get experiences or… or 13 

you know, rewards or upgrades or tickets or Skype 14 

calls with leading players, there’s all kinds of fun 15 

things that we can do um, at the arena itself, or for 16 

those at long distance to be able to engage and get 17 

rewarded for their efforts, for sharing. So what 18 

we’re doing here is we’re gamifying - we’re making 19 

it a game for people to engage with ah, the team. 20 

And making it fun for them and rewarding them for 21 

their actions that result in - and you know, financial 22 

benefit for the organization. Again, this is the - the 23 

virality at - especially if you reward someone, um, it 24 

becomes extremely ah… ah, fun. So when you look 25 

at the fan base here as far as page views, you know, 26 

the average guy’s in there doing… ah, off that same 27 

campaign, ah, with - with 60 thousand. And then, 28 

before and after, you’re seeing 1.3 million, or - or - 29 

or 20 X, off the page views. So again, everything 30 

being measured. You see the results of every action 31 
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those fans take. And we see the reaction of the - the 1 

people that are affecting. Acquisition - the - this um, 2 

the whole campaign was built on getting people to 3 

recruit. And see, we were able to get more people to 4 

recruit off of um… ah, rewarding them. And ah… 5 

not bad ah… at 2X. Interactions where they’re not - 6 

they’re um, commenting - whether they’re um… 7 

engaging with the content, watching the videos or 8 

taking polls or quizzes, or in any way engaging with 9 

that content, ah, you know, if - if you’re gonna get 10 

rewarded for it, ah - ah, the numbers are off the 11 

chart. And then, on the sharing of course, ah, the 12 

sharing’s critical for getting people to um… new 13 

people to… get that personal recommendation, 14 

where - where the 11X, by just using rewards to be 15 

able to punch that out. So everything again that 16 

we’re doing is to help ah… the different 17 

organizations understand who they’re dealing with, 18 

who they’re working with, and um… drive towards 19 

some sort - sort of - sort of type of… ROI or - or 20 

sales. [31:44] So when we look at the um… pop 21 

into our browser here… oh, the guy - and look at 22 

the - the ducts - ducts here, they’re on Twitter. 23 

They’ve got ah, 396,000 followers on Twitter, so 24 

you can - there’s a huge opportunity to um… 25 

understand who these people are by offering them 26 

the ability to come into some sort of fan club and 27 

reward them for their action. They can look at ah, 28 

the ducts on here… You can see they’ve got ah, 29 

412,000 likes. And then, the - the interesting part is 30 

that people don’t quite understand how these 31 
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numbers work so well. But we’re looking at the um, 1 

their page. And we’re looking at - they have 1500 2 

people talking about it. And when you see people, 3 

how many people are talking about it, that's really 4 

who - ah, that's really what the engagement level is. 5 

So it’s um… it may be nice that you’ve collected 6 

these people over time. Or that you paid to go get 7 

them at a certain la - ah, last season, or you did 8 

some sort of promotion. But this is really the 9 

number you should be focused on, the 1500. ‘Cause 10 

that's really about how many people are caring 11 

about this team right now. So when we compare 12 

that to other teams, you look at Calgary. And 13 

they’ve got ah, more people talking about it right 14 

now, but they have less likes. So it’s um… it’s 15 

actually more valuable for um, Calgary. And I’d say 16 

that they’re doing a better job because the likes - or 17 

the um, may be lower. But they’re doing a better job 18 

here, which is what matters, which is the people 19 

talking about it. You can see here how they’ve - 20 

they’ve integrated the - the ability to ask for emails. 21 

That’s super critical, to be able to get that 22 

information, and start building a fan club. And you 23 

see how they’ve tied in the Instagram here, where 24 

the - the ducts are not asking for any email. And… 25 

the - and being able to drive or engage with the 26 

people outside of Facebook. (33:43) And so it’s best 27 

to be able to have a full profile on the people, so 28 

that we can um, interact and engage. And look at 29 

the - the technology within the ah NHL, we’re 30 

limited in the web sites because of the um… the 31 
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NHL’s dominance of being able to - to say, “Here’s 1 

what you’re gonna use for… ah, the templates.” So, 2 

when - example, of the Anaheim Ducks and a um, 3 

on a web brow - and then we can look at how that 4 

looks within the environment here on - on a - on a 5 

mobile device. And up here… so what’s important 6 

here is that we’re um, using a responsive design - 7 

ah, responsive meaning that um, they didn’t have to 8 

ah, download any apps in order to  - to have this 9 

experience. So they’ve done a pretty good job here 10 

with being able to give the - the fan a robust 11 

experience that they can - they can flip through. 12 

And so, when we’re looking at what we can do to 13 

increase that, it’s important to realize that um, what 14 

kind of bandwidth is required to - to engage on 15 

mobile, since mobile is for sure the - the dominant 16 

way that our fans are engaging today. How can that 17 

ah, experience be brought into the different arenas? 18 

Well, as we know, the NFL has mandated that um, 19 

each of the stadiums in the NFL have to have Wifi. 20 

Um, the NHL and the NBA, which share facilities 21 

haven’t made that ah, a mandate yet. So it’s critical 22 

that, in order for us to have this - this 23 

communication while ah - or engagement while the 24 

fans are in attendance at the arena, um, the whole 25 

thing crumbles and falls apart if we don’t have any 26 

Wifi connectivity. So it’s - it’s critical that we’re 27 

able to either have um, Wifi throughout the facility, 28 

or to um, put in some cell phone um… ah, site - like 29 

remote cell sites ah, so that people can ah, take 30 

advantage of their - um, their carrier at that location. 31 
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Because when - ah, whenever you bring ah, an 1 

arena with 20,000 tickets, as soon as you bring eight 2 

to ten thousand people into a… um, facility like 3 

that, it - it’s just crushing the - it’s crushing the 4 

ability for the carriers. The carriers aren’t going to 5 

take responsibility for it, and it costs money for 6 

them to put in these extra ah, towers to take these 7 

surges. And so, while they’re not doing it today, this 8 

is something that needs to be budgeted and figured 9 

out on a team basis, because we can't get the 10 

engagements while these people… or, in these 11 

arenas. And that’s where we’re losing out on a huge 12 

opportunity for those people, those fans with the - 13 

their unit to share things out with their friends. 14 

That’s - what we wanna do here is we wanna 15 

leverage those people in the seats to be able to push 16 

stuff out to their friends. Think of each one of those 17 

communications or conversations that they can be 18 

having with their friends throughout the world, as 19 

they push out a photo, a little video clip - um, these 20 

are all priceless little advertisements that we need to 21 

leverage and um, and - and brand if we can, every 22 

time they punch something out. So this are - these 23 

are huge opportunities to leverage um… for each 24 

one of those people in the… ah, the arena, as the 25 

game is going on. Think of them as a - basically, 26 

these little advertising vehicles that will carry your 27 

message out to all of their friends. So um, there - 28 

there’s a huge potential there for you know, 15,000 29 

people to be able to reach their average 240 friends. 30 

You say 15,000 people times 240 - kaboom, your 31 
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reach is… you know, 3.6 million people. That’s - 1 

that’s - that’s pretty nice for a… ah, an effect off 2 

those people um, all personally recommended, push 3 

to the social network of their choosing. Um, and 4 

some of them do it more - more than once during 5 

the game. So it’s a repeated bombardment that 6 

they’re bashing their - you know, playing and… and 7 

having fun with their friends as they ah - ah, talk 8 

about - or - or the competition on the ice, whether 9 

they’re bashing the ah, the other team - it - it’s still 10 

the - ah, any publicity is good publicity at this point. 11 

And it - not coming from the team, in this case, it 12 

makes it more real. So yes, the team is tweeting and 13 

putting out their Facebook messages during the 14 

games and things like that. But what’s more 15 

important is to facilitate the fans to do that. And the 16 

numbers prove that out. Ah, yeah - like 3.6 million 17 

um, engagements - if everybody pushed just once, 18 

you - you can see where the effects um - ah, really 19 

matter for - for everyone. And so, it - to take this 20 

underutilized fan base and put them to work, and 21 

then reward them. And then you’re saying, “Well, 22 

what - what are the rewards and - what do rewards 23 

even mean?” So for us, rewards are - can be 24 

something kinda like what you’d see on like the 25 

Visa commercial. It can be an experience. It can be 26 

something where we’re… we’re coming to a um, a 27 

hockey practice and we get to go out there and skate 28 

with the team. It can be something where we’re 29 

invited to - the - the locker room. Um, or we’re - 30 

we’re invited out to - to dinner with the teams or to 31 
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a private event or - or - or special seats. There’s all 1 

kinds of different things that can be done where 2 

there are fan experiences. The - and of course we 3 

can always give away gear and we can give away 4 

tickets. But it’s really to look at the experiences that 5 

we can give with the players um… and - and make 6 

it real for the younger generation that’s coming up, 7 

as well as the older generation ah, to give them 8 

choices so that they can um, find the - the 9 

appropriate ah… activity for them. And it’s not to 10 

forget the - the people who are overseas or - or in - 11 

in different ah - thousands of miles away, whether 12 

that’s getting a Skype call with their favourite 13 

person, their ah… um, favourite guy on the team. 14 

Ah, a Skype call can go a long way. Ah, this is… 15 

um, there’s - there’s lots of ways that people can 16 

engage, whether it’s ah, face time or Skype or doing 17 

fun things like that. It makes all the difference to 18 

these different fans. And - and then they are going 19 

out and sharing what happened to them with their 20 

friends. So these valuable experiences and - and um, 21 

ah leveraging these day-to-day activities and 22 

rewarding these people is critical. And then, some 23 

teams are like, “Whoa, we don’t have the budget for 24 

that. We don’t have any money to give away…” 25 

product or anything like that. Then - then that’s 26 

where you leverage - you go after the experiences. 27 

Some of the experiences have zero cost overall. 28 

Um, and it - it’s how to make them um, find and 29 

ah… a win for the fan base. So when you’re looking 30 

again at the - the online experiences as - it’s like, 31 
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okay, so you’ve got responsive designs in here. 1 

(41:03) You’ve got um, ah, templates that are out of 2 

the control of the actual hockey organization. They 3 

can't really customize anything - it’s looking at how 4 

we can improve and give um, a fan experience, or 5 

give the ability for these clubs to leverage 6 

technology, ah, to - to build up the fan base and 7 

collect the information on those people and reward 8 

them for their engagements with their friends. It’s to 9 

leverage the different social networks, it’s to 10 

leverage um… ah, the - the traditional things that - 11 

that Facebook has - have built, and Twitter and 12 

Snapchat, YouTube - it’s to be able to um, put - put 13 

those into a media calendar that’s predictable. And 14 

give the audience um, more live engagement and 15 

ways to interact with the team, with um, the 16 

organization as a whole, the - the… the C Suite, 17 

everybody. And so, it’s really opening that up. And 18 

there’s ah, lots of different ways that um, the data 19 

can then be used to increase ah, the… the sales of 20 

the organization. So everything here that we - we’ve 21 

discussed has really been about how can we go and 22 

drive sales? How can we drive more engagements 23 

to drive the sales, how can we leverage the audience 24 

that - it loves the team, to go introduce it to more 25 

people? And that’s really about giving them the 26 

bandwidth within the arenas, so that they can shoot 27 

their little videos, they can shoot their photos - and 28 

then they’re able to actually push them out. Today 29 

that’s a - a huge problem ah, within the - the 30 

different arenas, to be able to actually get the 31 
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content um, out to their friends, so that they can 1 

even ah, brag about them being there at the actual 2 

arena. So again, the analytics are - are - are key to 3 

what we’re - we’re playing with. And the… 4 

behavioral data and other types of data and - and 5 

what can be done with that, it can be ah… we’ll go 6 

into that in another - another session. But the - the 7 

key here, again, was that by rewarding the fans, you 8 

can - we - we can um… get immense value relative 9 

to - to advertising dollars that would have to be 10 

spend to go drive those types of sales and 11 

engagements. So it’s really about entertaining those 12 

fans, having fun with them, showing them a good 13 

time with a… ah, being able to reward them. And 14 

um, the - the results are - have year after year that 15 

we’ve seen, have proved that we can drive an ROI 16 

off everything that you spend on um, rewarding 17 

these fans. I want to thank you guys again. And my 18 

name’s Johnny Miller. And I hope you had a… 19 

interesting and a eye-opening experience here. 20 

Thank you.  21 
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