


How many of you
check your mobile phone
within 15 minutes
after your woke up?



” ®
79% of adults have their mobile

on them 22 hoursy
%

IDC Research






Digital Natives er jeres stgrste malgruppe pr. 2017
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Digital is...

What we want,
Where we want,

When we want”



How fast mobile adoption have outpaced computers

Global installed base (bn)
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Digital is now the most used medium

AVERAGE DAILY TIME SPENT WITH MEDIA, HOURS:MINUTES, US, 2017E
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How digital is affecting our emotions

Horror movie & mobile delay
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Source: Ericsson ConsumerLab, Neurons Inc., 2015



44% in the age 18-
35 is addicted to
mobiles

Over 40% feels
uncomfortable
without their
mobile

Source: Epinion

44%

af de unge mellem 18-35 ar faler sig
afhangige af deres smartphone.

MERE END FIRE

ud af ti unge danskere i alderen 18-35 ar
faler sig utilpasse, nar de ikke har deres
smartphone pa sig.

Unge mellem 18-35 ar er darligst til

at lagge smartphonen fra sig.

47% 61%
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ting med venner og familie. ting med venner og familie

A .. O

af de 18-35-arige danskere tjekker er andelen af 36-55-arige, der normalt af de 56-75-arige mener, at de er gode til
normalt ikke deres telefon, nar de laver  ikke tjekker deres telefon, nar de laver at la2gge mobilen til side, nar de er sammen

med venner og familie.




“We should no longer be talking
about ‘digital marketing’,
but marketing in a digital world.”

Keith Weed | CMCO at Unilever



“When | grew up | was on only
thinking about how to make more cars.
Now I'm becoming nervous if we JUST makes more cars”

“We have to make sophisticated
software on wheels”

Bill Ford, Executive Chairman, Ford Motor Company



Digital is your...

See your digital Facilitator
services as the

facilitator of the T _____________________________________
experience around

badminton

Badminton is your...

Core product
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Current digital Fan Base

Engagement

Grown large fan base on different

. | Social media engagement & website
social medias

traffic is declining

Content Revenue

Produces a broad range of exclusive

Digital have little income
content




Instagram




Current digital engagement

2017

2018

tweet impressions

Website 31.514 visits 18.275 visits
220.784 513.849
Facebook
engaged users engaged users
: 1.919.999 1.483.000
Twitter

tweet impressions

2/10

Country People Reach...

Malaysia 238,120
Indonesia 161,957
Spain 87,364
India 82,008
France 32,611
Taiwan 27,471

Philippines 24,677

Singapore 19,582

United Kingdom 17,543

United States of America 17,492




Some of the most efficient marketing channels

havn’t been utilised yet...

Website
e [sn’t mobile friendly yet

Email

e No email registration & permission
e The channel isn’t being activated today

Social media

e Fine BEC representation, but little digital
conversion

SEO

e SEO could be further optimised, so BEC is

represented, when the consumer is in the market
for badminton content

Analyzing channel effectiveness versus executional difficulty.

m Most Effective Channels » Most Difficult to Execute

63%

Website

: 52%
Email P s
36%

49%

Social media &

31%

Organic search

Paid search it
30%

0,
Mobile Teasa

24%

Display ads
isplay 29%




Digital initiatives



Exercise:

What kind of digital demands does the
Badminton Fans have today?




Where the digital strategy should improve BEC

Today Tomorrow

Digital channels is a cost for BEC Digital initiatives drives revenue to BEC

BEC content/platforms should aim for

Growing Fan Base —> all BEC content is for free :
& generating both awareness, sales & loyalty.

BEC should identify it’s community of players and fans to
gain ownership of the digital data.

BEC owns no digital data about the
players & fans

... Leverage push communication to grow and maintain fan
Most BEC communication is pull based g€ P g

engagement & loyalty.

oo

Integrating the BEC services into a

BEC’s digital channels is today fragmented ‘One BEE speitnes



Digital vision
Leverage the opportunities of digital to grow,
maintain and increase the fans loyalty to the sport

and capitalise on this engagement to drive digital revenue
for further development of the sport.



Digital fan engagement drives the
opportunity for digital revenue

Fans engagement is won by providing either

entertainment or utilities
or compete on prices (not so attractive)

By winning the fan engagement
BEC becomes even more relevant to
sponsors



Six-stringed digital strategy

Grow fanbase and increase loyalty

Digital identification of the fans

Own the digital engagement
around badminton

Deliver valuable digital services
(utilities & entertainment)

Establish digital revenue

Gain controle over valuable BEC content and introduce a
revenue model for this.

Take ownership of the players/fans data for

commercial utilisation

Implement content real-estate on BEC platforms for
digital exposure of partners




Gain fan loyalty

Grow fanbase and increase loyalty Identified initiatives

e User database: Establish an user database for
registration of fans, when they sign-up to different
services.

Digital identification of the fans

e Marketing permission: To be able to use BEC services
(app, OTT streaming service etc.) it’s required that the
players/fans grants BEC a marketing permission.

e Gated content: Some BEC content should only be
available for players & fans when they sign-up to BEC
services and provide marketing permission.



Gain fan loyalty

Grow fanbase and increase loyalty Identified initiatives

Own the digital engagement e Social medias: Continue to provide quality content,
around badminton establish BEC hashtags on social medias. Further
leverage ‘influencers’ to increase social reach and
awareness.

e Push communication: Leverage the registration of fans
to push valuable content about the sport and active the
community for BEC relevant purposes. Push
communication can be done through the app and in
newsletters.

e SEO: Initiate Search Engine Optimisation for driving more
organic traffic to the BEC website for further
engagement. The website traffic is currently declining.

==



Gain fan loyalty

Grow fanbase and increase loyalty Identified initiatives

Deliver valuable digital services

OTT streaming service: Take ownership of event
streaming. Sell the matches to the fans + create a
marketing platform for partners.

Online ticket sale: Create an additional sales channel for
tickets for BEC events. Could include bundling of tickets
& accommodation.

BEC App: Develop an paid BEC app with valuable player,
tournament as other BEC content.

Responsive website: Make sure that the BEC website is
updated to become mobile friendly.



Digital revenue initiatives

Digital revenue Identified initiatives

e OTT streaming service: Take ownership of event
revenue model for this. streaming. Sell the matches and other exclusive content
to the fans + create a marketing platform for partners.

Gain controle over valuable BEC content and introduce a

e Online ticket sale: Create an additional sales channel for
tickets for BEC events. Could include bundling of tickets
& accommodation.

e BEC App: Develop an paid BEC app with valuable player,
tournament as other BEC content.

e Social media: Commercialise content on the social
medias to drive traffic to BEC partners platforms.



Six-stringed digital strategy

Identified initiatives

Digital revenue

Take ownership of the players/fans data for e User database: Develop a user database that holds the
commercial utilisation data about the registered fans + attain marketing
permission.

e Insights surveys: Facilitate insights surveys for business
partners.



Six-stringed digital strategy

Identified initiatives

Digital revenue

|mp|ement content real-estate on BEC platforms for — AdvertiSing: Implement the OptiOn for d|g|ta| advertiSing
digital exposure of partners from business partners on relevant platforms - i.e. the

OTT streaming service, social media, podcast etc.




Channel mix & attribution

Instagram
< Reach platforms should increase awareness about
5 the sport, deliver commercial content Facebook Twitter
o & drive traffic for the revenue platforms.
o 3 The information platforms should mainly
g L= be used to serve the current stakeholder, players Newsletters
= é and fans. Including promote
- %0 + relevant events etc. Both the newsletter & app Websit
CC® S | ebsite
O O channel can open up for push communication of
= the user database.
s The revenue platforms should be the main App(s) . .
c channels from which the digital income is OTT streaming service
> generated.
Q
a'd

Referral traffic (SM)

Ticket sale



Exercise:

Which types of digital initiatives do
vou believe your members would like?







Build further fan
engagement

Establish revenue platforms

Foundation & quick wins

Roadmap




The process

The strategy The implementation
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Approve the Project ' Vendor ' Implementation
overall digital strategy formulation ; selection : project

Launch

Vendor shortlisting
& demo’s

Implement

. Define system requirements
conference inputs

Define business model Create vendor

. . OTT streaming service
& KPI’s selection criteria 5

BEC ressource allocation &

System landscape evaluation , 5 User database
product ownership :

Develop an

. Final selection
operational roadmap




Thank you

for your time



