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Executive Summary

Institutional capital in sports technology is pivoting from raw audience reach
to deterministic yield. Driven by flattening broadcast revenues and hard
stadium capacity caps, professional teams are forced to extract maximum
per-capita value from existing attendees [1]. However, legacy point-solutions,
concourse friction wait-times, and the fundamental failure of native mobile
applications are severely capping this potential.

360ENGAGE solves the "Billion-Dollar Paradox” by combining a browser-first
frictionless interface with an advanced Conversational Al wedge,
transforming anonymous attendees into deterministic digital identities and

converting passive support queries into high-margin revenue moments.

Pillar 1: The Macro Reality & The “Friction Penalty”

The Problem Structure: The top-line drivers of franchise value—broadcast
media and primary ticket sales—are cooling. The compound annual growth
rate of global media rights is projected to slow to 2.7% through 2027 [2].



Consequently, the mandate for club operators has shifted strictly to
optimizing in-stadium per-capita yield.

However, clubs are suffering from the Concourse Friction Penalty. Event
demand is heavily compressed into 15-minute intervals (halftime,
pre-match). Statistical modeling demonstrates that this infrastructure
bottleneck effectively kills latent demand. Over 40% of sports fans globally

abandon concession and merchandise queues due to excessive wait times

[3].
Financial Impact Quantification:

e Modeling by sports business analysts for a standard 25,000-seat
stadium indicates approximately €35,000 in uncaptured intent per
match abandoned at concourse queues. Over a 19-match season, this
equates to a pure EBITDA leakage of €665,000 annually [4].

e Psychological behavioral science indicates users will abandon
stationary queues after 5 minutes; however, surveys indicate that
cutting wait times in half empirically increases per-capita F&B spending
by 43%, or roughly $20 additional per head [3].

e Cashless and autonomous checkout kiosks (e.g., Delaware North) have
demonstrated a median transaction reduction to under 15 seconds,
lifting per-capita spend by 15% [5].

Pillar 2: The Architecture Moat vs. Native App
Collapse
The Native App Failure: The traditional solution to digital engagement—the

Native Club App—is structurally failing casual demographics. For a fan
attending a stadium 1-2 times a year, the hurdle rate of searching,



downloading, and registering for an app on a congested network is
prohibitively high [6].

e Continuous industry tracking shows a 25% single-use abandonment
rate for mobile applications [7].

e 77% of mobile apps are entirely deleted within 3 days of localized
installation [7].

e Attempting to run isolated point-solutions (ticket apps, merchandise
POS) requires manual over-night reconciliations and creates huge data
blindspots [8]. For example, replatforming from custom legacy
architectures to unified cloud systems (such as Stadium Goods'
migrotion) resulted in an 80% overall increase in user conversion [9].

The Frictionless App-Less Solution: To capture the 80% of fans who refuse
app downloads, clubs must pivot to Browser-First and Progressive Web
Applications (PWA) triggered via QR codes [10].

e Case Study: At the Race of Champions (ROC) Sydney 2025 event,
organizers bypassed app downloads entirely using Campaignware's
QR-triggered web hub. This yielded a 35% to 40% active hub
engagement conversion rate directly from stadium LED visual
impressions, far exceeding native app adoption metrics [11].

Pillar 3: Unit Economics of the Al Wedge (Support to
Sales)

The Support Bottleneck: Legacy stadium contact centers are routinely
overwhelmed by repetitive, tier-1logistical support queries (parking,
accessibility, ticketing transfers). Forcing human operators to manage this



volume cannibalizes the labor hours needed to execute high-ticket hospitality
packages [12].

The Operational Al Fix: Deploying advanced Generative Al and workflows
provides massive labor and sales relief:

e Call Deflection (The Setter): Advanced generative systems routinely
deflect 70% to 90% of tier-1 support friction [13]. For example, the
University of Alabama cut call volumes by 78% [14].

e Labor Reallocation: The Houston Astros successfully deployed an Al
Ticket Assistant that saved over 11,000 human work hours in a single
season, allowing staff to refocus on high-value operations [15].

e The High-Ticket Transfer (The Closer): By offloading generic support,
premium human sales teams have the bandwidth to execute detailed
discovery calls. Integrating automated setters yields a statistically
verified 36% to 37% improvement in deal closure rates for high-ticket
corporate packages [16].

Conversational Upselling: Al autonomous agents capitalize on high-emotion
moments consistently.

e In-chat ticket sales by the Houston Astros Al agent directly generated
$232,000 in incremental revenue, with 71% executing on game day [15].

e Case studies from text-to-buy upgrade platforms (like Pogoseat) show
that intelligent, real-time seat upgrade drops sent in-game achieve up
to a 40% acceptance rate [17].

e Fans upgraded via digital drops subsequently exhibit up to a 70%
increase in localized per-capita spend on F&B and merch [17].



Pillar 4: The Endgame Valuation (First-Party
Sovereignty)

The Anonymity Gap: Professional sports organizations suffer from an identity
deficit. According to the Anonymous Fan Index, clubs only possess identifying
data for 24% of their actual audience [18]. This means 76% of attendees

(secondary ticket holders, cash buyers) are "anonymous seat fillers".

e Clubs have historically rented these audiences back from social
algorithms, where CPMs are compounding (up 8-12% YoY) and
algorithm risk is high [19].

e Organizations report leaving over $1 million in annual revenue
completely uncaptured due to the inability to monetize this anonymous
pool [18].

The First-Party "Data Dividend": Deterministic first-party data ownership

operates as the ultimate multiplier on enterprise valuation.

¢ Lifetime Value (LTV) Multiplier: Top-quartile sports organizations
capable of deterministically identifying fans (moving from a $10
anonymous value to a $250+ "Golden Fan" value) realize an LTV
multiplier of 2.5x to 3.8x compared to bottom-quartile peers [20].

e Sponsorship Yield: Major brands exert "‘moderate to high pressure’ for
measurable ROI. Shifting to an Owned & Operated (0&O0) captive portal
(such as stadium Wi-Fi or a browser-based app-less hub) unlocks
premium CPMs. Instead of probabilistic impressions on a billboard, the
club sells deterministic intent [21].

e Case Study: The Florida Panthers utilized unified first-party fan data to
run highly localized targeting sequences. This yielded a 5x ROl on
season ticket sales within 7 days and lowered CPA by over 50% [22].



e Macro Impact: Morgan Stanley Research estimates the sports industry
can increase annual sales by 25% (or $130 Billion) by closing the digital
fan engagement gap [23].
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