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Session 1: An Introduction to the World of Sponsorship Analytics in a Digital Era

Methodology
Combining 1st and 3rd Party Data
• Digital and device-based data with no 

sample size restrictions
• 1st party data: website visitors, 

volunteers, supporters, past 
participants, newsletter

• 3rd party data: Oracle BlueKai � 60+ 
sources and 60,000+ data points

Segmenting Device Levels
• Process:
• Data ingest à Customized Portal à Audience 

Updates à Insights

Data Matching Rates
• 70% for email address
• 95% for first name, last name, email and zip code

Industry Trends

Translating Analytics Into Digital Marketing

“Creativity is one of the last remaining legal ways of gaining an unfair advantage over the competition.” – Ed McCabe

#1
Descriptive analytics 
à Predictive analytics 
à Prescriptive 
analytics

#2
Sign of the times. 
Needs have changed.

#3
Multi-data sources 
pulled together to 
provide full sight/ 
golden record.

#4
Big data, a lot of data 
and number 
crunching.

Analytics Fuels Digital

Audience #2: lacrosse 
fans

Audience #1: Baseball 
players

ANALYTICS DIGITAL MEDIA
FAN NETWORK

Message #2:  Buy tickets, 
event coming to town

Message #1: Sign up to 
play/participate

Geography


