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WHAT YOU TOLD US
Your Business Goal: Put 25k more “butts in seats” 

Our Primary Objective: Get millennials to buy tickets 

Our Secondary Objective: Bring people up "the escalator"

Overview



Millennials (1982 – 2004) 
• 13 – 20 (Underage) 

• 21 – 26 (Drinking age and no children) 
• 27 – 35 (Parents) 

MILLENNIAL WHO?
Consumer Target



Four league championships  
Rank top 5 in AHL attendance 

WHAT WE KNOW
Briefing

Facebook Twitter Instagram

Manitoba Moose 

Iowa Wild 

Charlotte Checkers 

Milwaukee Admirals 

Chicago Wolves  

Cleveland Monsters 

Rockford IceHogs 

Grand Rapids Griffins

18-24 25-44 45-54 55+

Average social media following in Central Division

Over 300,000 visitors in 2015-16



Primary 
Awareness of the Wolves 

Location (Good by car, bad by public transport) 
Competing Chicago activities 

Other financial priorities

WHAT ARE THE CHALLENGES?
General obstacles for millennials

Secondary  
No Wifi  

Pricey concessions 
Family oriented (lots of kids) 



In 2015, millennials used their smartphone about 
three hours per day, more than with any other 
device 

49% use at least four social media channels 

YouTube reaches more 18+ year old’s during prime 

time than any cable TV network 

90% of Instagram users are younger than 35 

Snapchat reaches 41% of 18-34 year olds in the U.S.

LET’S TALK TO THEM
Channel Strategy



YOUR STARTING LINE-UP
The Idea

THE PACKSix



THE SIX PACK
Data & Insights

Ticketing Strategies Location Mobile

In-Game Experience Social Responsibility Brand Engagement



TICKETING STRATEGIES
Data & Insights

Mobile tickets 
• 84% of millennials search for event information 

on their phone; 67% will make a purchase on it 
• 70% more likely than non-millennials to use their 

phone for admission 

Last minute tickets 
• More than 40% of millennials buy tickets one 

day before an event 

Bulk and special packages 
• Though millennials spend 13% less than non-

millennials on sports, their response rate 
improves with discounts



LOCATION
Data & Insights

Urban 
• Don’t have cars, don’t want to drive 

• Prefer public transportation because it’s 
cheaper and has a lower environmental impact 

Suburban 
• They have cars and don't mind driving



MOBILE
Data & Insights

60 percent of millennials are interested in 
receiving push notifications about deals while 

at an event 

31 percent spend at least half of the event 
using their phones 

A Forbes study found that two thirds of 

millennials would like to use their phone to 
pay for everything from food to merchandise 

once they're inside an event



IN-GAME EXPERIENCE
Data & Insights

Player Details  
Replays 

…

More than 3 in 4 millennials (78%) would choose 
to spend money on a desirable experience or 

event over buying something desirable. 

79% of millennials feel that going 
to live events with family and 

friends helps deepen their 
relationships.  

In fact, 30% of millennials say they 

met someone at a live event that 
became a good friend.



SOCIAL RESPONSIBILITY
Data & Insights

70% of millennials consider themselves 
social activists 

70% of millennials spend more on brands 

supporting causes they care about 

75% would think more highly of a 
company that supports a social cause

#WolfPride



BRAND ENGAGEMENT
Data & Insights

80% of millennials consider video when 
researching a purchase decision.  

76% follow companies or brands on 

YouTube. 

60% actively rate products and events 
online (will let you know if it's good but 

will also let you know if it's not) 



REALITY CHECK
Strategy  |  Customer Journey



PERSONA: JACOB
Consumer Target

Lives in Naperville, 21 years old, student 
• Media Consumer ↗ Medium Consumer 

• Lives at home and has a car 
• Above-average disposable income 

• Subscribes to favorite brands on YouTube 
• Will stop watching a video if it is poor quality 

• Regularly goes bowling or to other  
 group activities



JACOB’S JOURNEY
Strategy  |  Customer Journey



PERSONA: MICHAEL
Consumer Target

Lives in Wicker Park, 23 years old, student 
• Unaware non-consumer ↗ Light consumer 

• Does not own a car 
• Has roommates 

• Doesn’t have cable, spends most of his time  
 watching free videos online 

• Active on social media, shares content,   
 comments and interacts with brands online 

• Prefers group activities



JACOB’S JOURNEY
Strategy  |  Customer Journey



WILL IT WORK?
Program Metrics & ROI

Ticketing Strategies 
• Increased mobile ticket sales 
•More butts in seats

Location 
•More urban millennials 
•Program resonance

Mobile 
•Share of sales 
•Social engagement

In-Game Experience 
• Increased concessions sales 
•Positive reviews, affinity

Social Responsibility 
• Increased partnerships 
•More donations

Brand Engagement 
•More shares & likes 
• Increased merchandise sales



POSITIVE SIDE EFFECTS
Beyond Marketing

B2B Partnerships 

Community Engagement  

Growing the Sport of Hockey



CLOSING THOUGHTS
Conclusion

If we expect this group [millennials] to just go to a game, sit 

down and watch, we’re really missing the boat. Our task as an 

industry is to create additional ways and forums to allow this 

audience increased social engagement.

Dave Butler 
Chief Executive, Paciolan

“ “



THANK YOU FOR YOUR ATTENTION
Questions?

Special thanks to our “Millennial Talk” host Aaron Branch  |  aaronbranchworld@gmail.com 

Aaron is a student at Columbia College and comedian at Second City. 

Kristen May  |  kmay1525@gmail.com 

Lindy Walover  |  lindywolaver@gmail.com 

Andrew Zamorski  |  andrewzamorski@gmail.com  

Kevin Spitta  |  mail@kevinspitta.com

mailto:mail@kevinspitta.com


APPENDIX
Sports Interest & Consumption: 
http://www.huffingtonpost.com/bryan-elliott/how-millennials-are-chang_1_b_8178272.html 
https://www.ypulse.com/post/view/millennials-teens-sound-off-their-10-favorite-sports-to-watch 
https://newzoo.com/insights/articles/why-brands-and-esports-are-entering-esports  

Behaviors: 
http://grfx.cstv.com/photos/schools/nacda/sports/nacda/auto_pdf/2014-15/misc_non_event/
ReportFeb15.pdf 
http://www.millennialmarketing.com/2015/07/millennials-are-day-traders-and-they-are-trading-
up-for-live-experiences/  

Ticket & Mobile Strategies: 
http://fortune.com/2015/05/14/gametime-sports-funding/ 
http://www.sportsbusinessdaily.com/Journal/Issues/2015/06/08/In-Depth/Gametime.aspx 
http://www.sportsbusinessdaily.com/Journal/Issues/2015/06/08/In-Depth/Ticketing-main.aspx 



Location & Travel Habits 
http://www.usatoday.com/story/opinion/2014/05/04/peter-varga-millennials-transportation/
8577831/ 
https://www.brookings.edu/blog/the-avenue/2014/10/07/millennials-and-generation-x-
commuting-less-by-car-but-will-the-trends-hold/ 
http://www.apta.com/resources/reportsandpublications/documents/apta-millennials-and-
mobility.pdf 
  
Social Responsibility 
https://www.ama.org/publications/MarketingNews/Pages/millennial-demand-for-social-
responsibility-changes-brand-strategies.aspx 
http://www.huffingtonpost.com/ryan-rudominer/corporate-social-responsi_9_b_9155670.html 
http://www.chicagobusiness.com/article/20140325/OPINION/140329895/corporate-social-
responsibility-is-millennials-new-religion 
http://adage.com/article/digitalnext/ways-marketers-create-smarter-csr-campaigns/301796/  

Miscellaneous 
http://fortune.com/2016/03/28/millennials-leaving-cities/ 
http://www.techrepublic.com/article/how-sports-teams-are-scrambling-to-keep-millennials-
coming-to-games/



https://www2.deloitte.com/content/dam/Deloitte/us/Documents/consumer-business/us-cb-
sports-loyalty-infographic-060415.PDF 
https://www2.deloitte.com/us/en/pages/consumer-business/articles/sports-business-trends-
disruption.html 
http://www.sportsbusinessdaily.com/Journal/Issues/2015/06/08/In-Depth/Ticketing-main.aspx 
http://www.sportsmarketanalytics.com/Blog/July-2015/The-Millennials.aspx 
http://www.sportsmbablog.com/sports-and-the-millennial-generation/ 
http://thegbrief.com/articles/pro-sports-are-millennials-still-watching-586 
http://migalareport.com/node/572 
http://www.tandfonline.com/doi/abs/10.1080/15332969.2013.798196 
http://www.pewsocialtrends.org/files/2010/10/millennials-confident-connected-open-to-
change.pdf 
https://www.forbes.com/sites/hughmcintyre/2015/05/07/millennials-live-events-and-
smartphones-a-look-into-their-behavior/#64b77b883e79 
http://www.sportsdestinations.com/management/economics/millennials-poised-make-their-
move-sports-event-sp-10513 
https://timezoneone.com/work/hungry-for-more/ 
http://www.huffingtonpost.com/bryan-elliott/how-millennials-are-chang_1_b_8178272.html 
http://www.sportsbusinessdaily.com/Journal/Issues/2015/06/08/In-Depth/Ticketing-main.aspx

http://www.sportsbusinessdaily.com/Journal/Issues/2015/06/08/In-Depth/Ticketing-main.aspx


https://www.ypulse.com/post/view/millennials-teens-sound-off-their-10-favorite-sports-to-watch 
https://newzoo.com/insights/articles/why-brands-and-esports-are-entering-esports/ 
http://grfx.cstv.com/photos/schools/nacda/sports/nacda/auto_pdf/2014-15/misc_non_event/
ReportFeb15.pdf 
http://www.millennialmarketing.com/2015/07/millennials-are-day-traders-and-they-are-trading-
up-for-live-experiences/ 
http://fortune.com/2015/05/14/gametime-sports-funding/ 
http://www.sportsbusinessdaily.com/Journal/Issues/2015/06/08/In-Depth/Gametime.aspx 







Statistics 
•More likely to be motivated by altruism and “voluntourism” (more apt to participate if associated 
with causes they champion) 

•More health conscious; focus on eating right and exercising (high participation in sports 
activities and support for them) 

•Millennials regard their resources, such as time, networks and money, as having equal values, 
resulting in individuals often going beyond monetary donations as a way to become personally 
invested in a cause 

•Millennials are most likely to get involved with causes when organizations offer a range of 
volunteer opportunities, from short-to long-term projects, especially those that allow them to 
lend their knowledge and expertise 

•70% of millennials consider themselves social activists 
•33% will boycott or support businesses based on the causes they care about 
•70% of millennials spend more on brands supporting causes they care about 
•75% would think more highly of a company that supports a social cause 
•North partnership – agency that partners with brands to create social media campaigns that 
open discussion of social responsibility with millennials 

•73% of millennials are willing to pay extra for sustainable offerings (up 50% since 2014) 
•85% of millennials would switch brands to one associated with a cause 
•53% of millennials use social media to engage around Corporate Social Responsibility



•56% of millennials share products rather than buying 
•56% of millennials would take a pay cut to work for a responsible company 
•83% of millennials believe businesses should be involved in societal issues 
•82% of millennials believe business can make a greater impact addressing societal issues 
•79% of millennials wish it were easier to know what companies were doing good 
•69% of millennials want businesses to make it easier for consumers to get involved in societal 
issues 

In-Game Experience 
•Two thirds of those in the poll added that they would like to use their phone once they’re inside 
the show to pay for everything from food and merchandise, though only a tiny portion of those 
(3 percent) say they already do use their device for such a purpose, which shows that even if 
there are options already available for such transactions, those with smartphones haven’t been 
convinced to download them just yet. 

•Brands should be particularly excited that 60 percent of millennials say that they are interested 
in receiving push notifications about deals on food, drinks, merchandise, and possible VIP 
experiences while they are actually at the event.



•The study revealed that while ticket holders may have paid to get into the show, that isn’t 
stopping them from looking down at their phones as opposed to focusing on the performances 
or the game. 31 percent of those in the poll revealed that they spend at least half of the time at 
the event using their phones, which is amazing, as millennials are famous for short and fleeting 
attention spans. 

Mobile 
•60% of millennials are interested in receiving push notification about deals while at an event 
•81% more likely than non-millennials to tweet about attendance 
•54% more likely to be influenced to attend a sporting event by FB post 
•More likely to learn about live events, be influenced to purchase and share exp through social 
media 

•5x more likely to find out about a sporting event through IG; 65% more likely to find about the 
same event through Twitter 

•Millennials are predicted to spend $200 billion annually starting in 2017 
•80 % of millennials consider video when researching a purchase decision. 76 percent follow 
companies or brands on YouTube. 



•Millennials are savvy enough to know the majority of the digital video content they consume is 
sponsored. if that content is funny, informative, or insightful, most young adults will engage 
anyway. 

•Share of Mobile Video: 2084% Increase in 5 Years 
•Mobile games, fantasy sports and loyalty programs are gaining traction among sports franchises 
as fans spend more time than ever looking at their phones for things like stats and social media 
content during games.  

•Giving fans a little skin in the game—especially when it can be followed through a mobile 
devicemight make them bigger fans and boost their motivation to buy tickets or watch more 
games on TV. 

•84% of Ticketmaster’s millennial audiences searches for live event information on their phone; 
67% will make a purchase on it 

•60% of millennials are interested in receiving push notifications about deals while at an event 
•70% more likely than non-millennials to use their phone for admission 

Location  
•Urban millennials don’t have cars. Don’t want to drive. 
•Vice versa suburban 
•Only 14% of millennials live in rural areas; one third reside in central city areas, where public 
transit options tend to be robust



•Millennials are multimodal – they choose the best transportation mode based on the trip they 
are planning to take 

•Multimodal lifestyle; prefer public transportation because it is easier to use, has a lower 
environmental impact, and the sense of community it fosters (opportunity to socialize) 

•Communities that attract millennials have a multitude of transportation choices 
•45% of millennials consciously try to replace driving with transportation alternatives 
•46% of millennials choose public transportation to save money (convenience and exercise were 
the other top options) 

•Millennial workers 16-24 commute the least by compared to all other age groups (82.4%) 
•Millennials act on that desire for meaning — to "make a difference" — even when deciding how 
to get from place to place. (also ties to social responsibility) 

•Millenials find public transit’s environmental benefits attractive 
•40% of millennials point to the ability to multitask (email, games, web surf) as a reason they 
favor public transit 

•Smartphones are essential transportation tools – 25% cite transportation apps as a reason 
they’re less dependent on cars (also ties to mobile) 

Ticketing Strategies 
•More open to considering an event they hadn’t thought about (Gametime tie-in; supports the 
last-minute ticket sales strategy)



•Last-minute purchasing; spontaneous consumer (Gametime; designed for millennials) 
•Mobile at the center (84% of Ticketmaster’s millennial audience searches for live event 
information on their phone; 67% will make a purchase on it) 

•28% of Ticketmaster’s fans are millennials (projected to rise) 
•38% more likely than non-millennials to go to another website to buy (if the first 
doesn’t work) 

•Will switch ticket outlets or vendors quickly to find their preferred seat/price point 
•67% more likely to use an internet search engine to look for their tickets 
•67% of millennial event attendees buy tickets on smartphones; 31% more likely than non-
millennials 

•Spend 13% less than non-millennials on sports; response improves with discounts 
•Millennials are also responding to purchasing promotions like the Chicago White Sox’s combined 
early ticket plan (bulk games at a discount prices) or NBA teams who offer season-ticket 
monthly payment plans 

•70% more likely than non-millennials to use their phone for admission



42 Visual Content Marketing Statistics You Should Know in 2017 
•74% of social media marketers use visual assets in their social media marketing, ahead of blogs (68%) 
and videos (60%). 

•51% of B2B marketers prioritized creating visual content assets in 2016.  
•By 2017, video content will represent 74% of all internet traffic. 
•34% of B2C marketers say pre-produced video will be critical to content marketing success in 2017. 
•4X as many consumers would prefer to watch video about a product than read about it. 
•Using the word “video” in an email subject line boosts open rates by 19% and clickthrough rates by 65% 
• In a 2016 HubSpot survey, 43% of consumers wanted to see more video content in 2016. 
•51% of all video plays are on mobile devices -- this growth represents a 15% increase from 2015 and a 
203% increase from 2014. 

•Videos under five minutes in length account for 55% of total video consumption time on smartphones. 
•Facebook users watch 8 billion videos per day.  
•Snapchat users watch 10 billion videos per day.    
•Organic Facebook engagement is highest on posts with videos (13.9%) and photos (13.7%). 
•YouTube reaches more 18+-year-olds during prime-time viewing hours than any cable TV network. 
•Half of YouTube subscribers between the ages of 18 and 34 would drop whatever they were doing to 
watch a new video from their favorite channel. 



What Are Millennials Up to with Digital Video? 
•Millennials are the most active video viewers of any US age group  
•eMarketer expects 25- to 34-year-olds to make up the largest segment of any age group, 
accounting for more than 18% of the 204.2 million digital video viewers in the US. 

•Adults in the 18-to-34 age, along with 12- to 17-year-olds have the highest levels of digital video 
viewer penetration among all age groups, reaching levels of more than 90%. 

• there is no single unifying theme that explains the video habits of US millennials. 
• there is a shifting landscape of video viewing options, fluid boundaries between traditional TV 
and digital video, and changes in the millennial mindset toward video content 

Short form digital video is big news for millennials 
•Short form digital video has now become the primary source of news for younger audiences. 
More than half (52 percent) of 18-24 year olds now prefer it to reading news 

•AOL commissioned a survey of over 1,000 video viewers across the UK to reveal how 
consumers watch content and engage with brands, and find out what they expect of brands in 
return for watching their content. 

•Short form digital video – video between one and 10 minutes in length 
• It’s a valuable space for brands to engage with consumers, with the  rise in popularity being 
seen across all age groups, including those aged over 55 



•AOL commissioned a survey of over 1,000 video viewers across the UK to reveal how 
consumers watch content and engage with brands, and find out what they expect of brands in 
return for watching their content. 

•Short form digital video – video between one and 10 minutes in length – has enjoyed a boom in 
popularity, with the volume of videos viewed increasing by more than 50 percent over the last 12 
months. It’s a valuable space for brands to engage with consumers, with the  rise in popularity 
being seen across all age groups, including those aged over 55. 

•The number of 25-34 year olds watching videos increased by 69 percent over 12 months. 
Millennials are undoubtedly a primary target audience in the short form digital video space, with 
the average length of viewing per session at 26 minutes for 18-24 year olds, and 23 minutes for 
25-34 year olds, however the study also showed significant growth in amount and length of 
viewing from 45 and over. 

•Video viewers’ three most popular sources for finding short form videos online are video 
streaming sites (59 percent), social media (53 percent) and news websites (50 percent) 

•Consumers said that the key to successful short form video is quality, with over half (58 percent) 
saying that they lose patience if the production quality is not good enough. Quality also affects 
shareability – consumers see sharing videos as a reflection of themselves, 

•The majority of those asked said brands need to think of more interesting ways of advertising 
than pre-roll videos.



Millennials Find YouTube Content More Entertaining, Relatable Than TV: Study 
•Younger audiences watch more hours of video on YouTube and other digital outlets than TV 
•Consumers aged 13-24 spend 11.3 hours weekly watching free online video compared with 8.3 
hours for regularly scheduled TV 

•more millennials are being drawn in by professionally produced content: For 13-17-year-olds, 46% 
are more likely to open content that looks professional and polished, and 57% of those 18-24 
said they are. 

•69% of all videos watched on smartphones were under 10 minutes long 
•Millennials ensure 46% of video is consumed via mobile  
•Share of Mobile Video: 2084% Increase in 5 Years 

Top tips for a winning video marketing strategy in 2015 
•With 80% of the world’s Internet traffic predicted to be made up of video content by 2019 
•Recent studies have shown that 85% of companies are finding success with a video marketing 
strategy 

•U.S. 18-34 year-olds watching YouTube than any other cable network, and video consumption 
skyrocketing across all devices, investing in video content, marketing, and advertising should be 
at the very top of every brand’s digital marketing strategy.



3 Digital Video Qualities Millennials Crave 
•Three-quarters of Millennials ended a digital video that was poor quality in four minutes or less 
•Millennials are savvy enough to know the majority of the digital video content they consume is 
sponsored. if that content is funny, informative, or insightful, most young adults will engage 
anyway.  

•Now customers are engaging with brands that speak to their customers directly through video 
storytelling. Take Chipotle and GoPro, for example. 

•while Millennials are watching more video than ever, they also have higher expectations and are 
more distracted than ever. 

•eMarketer predicts 96 percent of US Internet users ages 18 to 24, and 90 percent of those ages 
25 to 34, will watch digital video content at least monthly this year 

Millennials And Video Marketing: How To Connect With Generation Y 
•Millennials are predicted to spend $200 billion annually starting in 2017, which means it’s more 
important than ever to understand their communication and buying habits. 

•A recent study by Animoto reports that a whopping 80 percent of millennials consider video 
when researching a purchase decision. These Generation Y-ers are actively involved in your 
marketing process, with 76 percent reporting that they follow companies or brands on YouTube. 

•Authenticity is important, and so is your video marketing strategy.


