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Data as Your 12th Man:
How a Fantasy Premier League CEO
Monetizes the Modern Fan Experience




The Fantasy Premier League CEO

In the high-stakes world of Premier League football, the role of a CEO transcends managing a mere
sports club; it's about steering a global entertainment brand. Imagine a club with a staggering 250 million
social media followers worldwide — a digital empire in itself. Yet, beneath this veneer of immense
popularity, lie critical vulnerabilities that threaten its very existence.

This article delves into the complex challenges faced by a CEO at such a club, outlining the perilous
‘current state’ situation and charting an ambitious path to recovery and unprecedented growth. We
immerse ourselves as the CEO of a Fantasy Premier League Club.

The Sleeping Giant — A Premier League Club on the Brink

As the CEO of a Premier League club, my days are a constant tightrope walk between on-pitch
performance and off-pitch profitability. We boast a monumental 250 million social media followers globally
— a testament to the enduring appeal of our club and the Premier League. However, this colossal digital
footprint masks a troubling reality: less than 0.5% of these followers are converting into high-quality,
first-party data. This means we have a vast, engaged audience, but we know precious little about them.
They are ghosts in the digital machine, and this lack of insight is a significant barrier to growth.

Our conversion of these social media followers into digitally engaged fans, those who actively participate
in online transactions and recurring engagements, is alarmingly low. This isn't just a missed opportunity;
it's a symptom of a deeper malaise. Our traditional revenue streams — matchday income, broadcasting
rights, and commercial partnerships — are in decline, a trend exacerbated by escalating player salary
costs. The pressure to compete on the pitch demands significant investment in talent, but without a
corresponding surge in revenue, our financial stability is increasingly precarious.

The core of our problem lies in our digital maturity, or rather, the stark lack thereof. We operate with no
coherent data strategy, no Al strategy, and, most critically, no robust cybersecurity strategy. Our in-house
skills in these vital areas are woefully inadequate. It's like building a magnificent stadium without
foundations — impressive from afar, but structurally unsound. Our digital strategy is weak, fragmented,
and disconnected from our overarching business objectives. This disjointed approach means we're
constantly playing catch-up, reacting to trends rather than proactively shaping our future.

The immediate threat is palpable: our cybersecurity resilience is abysmal. | lie awake at night dreading a
crippling ransomware attack, similar to those that brought retail giants like M&S, Co-op, and Harrods to
their knees. The thought of our ticketing systems, fan databases, and financial operations being held
hostage sends shivers down my spine. Adding to this vulnerability is the complete absence of third-party
audits for our ecosystem of vendor partners, particularly in critical areas like ticketing and IT SaaS
software. This creates high risk in our supply chain, meaning a weakness or vulnerability in one of our
partners could easily and rapidly cascade into a catastrophic data breach for us. We are, quite simply, a
digital goldmine waiting to be plundered, and we lack the fortifications to protect it.

The Precipice — Unpacking the Current State Risks

The current state of affairs at our club is not merely challenging; it's a critical juncture that demands
immediate and radical intervention. The risks we face are multi-faceted and, if left unaddressed, threaten
to dismantle the very fabric of our organization.

Firstly, the most immediate and tangible concern is a significant revenue risk and profit decline. Our



traditional revenue streams are shrinking, and the burgeoning digital realm, which should be a new
frontier for growth, remains largely untapped. Without new, innovative ways to monetize our global
fanbase, we are caught in a vicious cycle of increasing costs and diminishing returns. This isn't
sustainable for long-term competitive success or financial health.

Secondly, and intrinsically linked to the revenue problem, is the stark reality of no roadmap for
data-driven digital growth. We are essentially flying blind in the digital age. Our 250 million social media
followers represent an enormous, yet unquantified, opportunity. Without a clear strategy to convert these
followers into valuable first-party data and then into recurring revenue streams, we are leaving hundreds
of millions pounds on the table. Our competitors, many of whom are already investing heavily in data
analytics and Al, are rapidly outpacing us in understanding and monetizing their fanbases. And our
competitors are no longer just football clubs. We're under threat from more digital advanced sports
properties in the North American leagues, Europe and Asia who are hungry for fandom growth.

This leads directly to the third major risk: no insights into fan engagements. We post content, we see
likes and shares, but we have no granular understanding of who our fans are, what they truly value, or
how they prefer to interact with the club. Are they interested in exclusive content, merchandise,
behind-the-scenes access, or interactive gaming? Without this data, our digital efforts are largely
speculative and inefficient, failing to build the deep, meaningful connections that drive loyalty and
spending.

Fourthly, and perhaps the most terrifying risk from a business continuity perspective, is the huge
cybersecurity risk. The lack of a comprehensive cybersecurity strategy, coupled with outdated
infrastructure and a reliance on unaudited third-party vendors, makes us a prime target for cybercriminals.
A successful ransomware attack, or a major data breach, could cripple our operations, leading to
widespread disruption of ticketing, stadium facilities on match day, merchandise sales, and even player
transfers.

This brings us to the fifth risk: the lack of in-house expertise to match increasing data-powered peers
and Al-augmented cybercrime threats. We are in a technological arms race in sport, and we are
woefully under-equipped. Our competitors are leveraging data scientists, Al specialists, and cybersecurity
experts to gain a competitive edge. Meanwhile, our internal team lacks the skills and knowledge to
effectively build, implement, and maintain the advanced digital infrastructure required in today's
landscape. This talent gap is widening, and it puts us at a significant disadvantage.And | fear | don’t even
have the budget to attract the top talent to fix the problem.

Finally, and with potentially devastating consequences, is the increasing risk that existing partners,
sponsors, and investors could exit the business. Our declining revenues, coupled with the glaring
digital and cybersecurity vulnerabilities, paint a picture of an unstable investment. Sponsors demand
measurable returns and a secure brand association. Investors seek growth, ROI and stability. If we fail to
demonstrate a clear path to recovery and show a commitment to addressing these fundamental issues,
we risk losing the financial backing that is crucial for our survival and ambition. The ultimate fallout of a
massive cyber-attack — brand damage and loss of trust — could be enormous, irrevocably tarnishing our
club's reputation and alienating the very fanbase that defines us. The time for passive observation is over;
radical action is required.



The Blueprint for Revival — Defining Our Strategic Three Pillars

The path to recovery and sustainable growth for our Premier League club is not a singular leap but a
meticulously planned journey, built upon a foundation of robust digital transformation. My vision, as CEO,
is to redefine our club's relationship with its global fanbase, turning passive followers into actively
engaged, digitally immersive, and revenue-generating participants. This requires a fundamental shift in
our strategic approach, anchored by three critical pillars: data, Al, and cybersecurity.

The first and most crucial step is to define and effectively implement comprehensive data, Al, and
cybersecurity strategies. These aren't isolated initiatives; they are intrinsically linked and must be
developed in concert. Our data strategy will outline how we collect, store, process, and leverage fan data,
ensuring its accuracy, integrity, and ethical use. This will be the bedrock for all our digital endeavors.
Hand-in-hand with this is our Al strategy, which will detail how we deploy machine learning models to
extract insights from our data, automate processes, and personalize fan experiences. Finally, our
cybersecurity strategy will be our digital shield, outlining the policies, technologies, and procedures to
protect our assets, fan data, and operations from the ever-present threat of cyber-attacks. Without these
foundational strategies, any digital initiative will be a temporary fix, not a sustainable solution.

Secondly, given the dire state of our current cybersecurity posture, we must immediately deploy SASE
(Secure Access Service Edge) solutions to improve cybersecurity resilience and operations. SASE
integrates networking and security functions into a single cloud-native service. This means a more unified,
agile, and robust security architecture that can protect our distributed workforce, cloud applications, and,
crucially, our fan-facing digital platforms. This proactive approach will provide real-time threat intelligence
and prevention, drastically reducing our vulnerability to ransomware and other sophisticated attacks.

Thirdly, in an increasingly regulated digital landscape, it is imperative to ensure full regulatory
compliance with data privacy and data security legislation. This includes GDPR, CCPA, and other
relevant regional and international regulations. Non-compliance carries severe financial penalties and,
more importantly, can lead to irreparable brand damage and loss of fan trust. This isn't just about avoiding
fines; it's about building a reputation as a responsible and trustworthy steward of fan data, which is
essential for fostering deeper engagement. This commitment to compliance will be embedded in our data
strategy and enforced across all digital operations.

These three pillars form the bedrock of our digital transformation. They are the essential prerequisites for
moving from a reactive, vulnerable state to a proactive, secure, and growth-oriented future. Only by
solidifying these foundations can we unlock the true potential of our global fanbase and embark on the
journey of digital growth and revenue diversification.

The Data Goldmine — Cultivating First-Party Fan Data

Our club's greatest untapped asset isn't a star player; it's our global social media following. The
challenge, as highlighted, is that less than 0.5% of these 250 million followers translate into high-quality
first-party data. This is where our journey to recovery takes a decisive turn: we must aggressively grow
our first-party data. This isn't just about collecting email addresses; it's about building rich,
comprehensive fan profiles that provide genuine insights into their preferences, behaviors, and loyalties.



The strategy to achieve this will be multi-pronged, focusing on value exchange and seamless integration
across all fan touchpoints:

e Enhanced Fan Registration and Profile Completion: We will revamp our online registration
processes for everything from newsletter subscriptions to loyalty programs, making it engaging and
rewarding for fans to provide more information. This includes offering incentives like exclusive
content, early access to tickets, or discounts on merchandise in exchange for richer profile data.

e Integrated Digital Experiences: Every digital interaction will be designed to capture data. Our
official club app will become the central hub for fan engagement, providing personalized news feeds,
match highlights, fantasy league integration, and interactive polls. Each interaction within the app will
contribute to a growing understanding of individual fan preferences.

e Fan Surveys and Feedback Mechanisms: Regularly soliciting feedback through targeted surveys
will provide valuable qualitative and quantitative data. This allows us to understand fan sentiment,
identify pain points, and uncover new opportunities for engagement and monetization.

e Gamification and Interactive Content: We will deploy interactive games, quizzes, and fantasy
football elements within our digital platforms. These not only drive engagement but also provide rich
behavioral data, revealing fan preferences for players, tactics, and club-related content.

e Offline Data Capture: While our focus is digital, we won't neglect opportunities for data capture at
physical events. This includes Wi-Fi access at the stadium that requires a login, digital surveys at
fan zones, and QR code activations that link physical experiences to digital data collection.

e Single Sign-On (SSO): Implementing an SSO across all our digital properties will simplify the fan
experience while simultaneously consolidating data under a unified user ID. This eliminates data
silos and provides a holistic view of each fan's interactions across different platforms.

The goal is to move beyond mere follower counts to genuine fan identities, each represented by a robust
first-party data profile. This data will be the fuel for our personalized marketing efforts, allowing us to
understand who our fans are, what they want, and how we can best serve them. This investment in
first-party data is not just about marketing; it's about building a deeper, more meaningful relationship with
our global fanbase, paving the way for future monetization opportunities. It becomes ‘our lifeblood..

The Data Ecosystem — Leveraging Beyond First-Party

While first-party data forms the bedrock of our fan understanding, the true power of our data strategy lies
in its ability to integrate and leverage a broader data ecosystem. To truly launch effective outbound
personalized marketing campaigns to our 250 million global social media fan base, we will strategically
leverage second-party data, third-party data, and synthetic data. This multi-faceted approach will
provide a comprehensive view of our audience, enabling hyper-targeted and highly effective
communication.

e Second-Party Data: This involves partnerships with other organizations that have complementary
fan bases or interests. For instance, collaborating with sports merchandise retailers, gaming
platforms, or even travel companies that cater to football tourists could provide us with valuable
insights into broader fan behaviors and purchasing patterns. This data is typically shared directly
and under agreed-upon terms, offering a higher degree of trust and relevance than pure third-party
data. An example might be data from a sports content provider that shows interest in specific players
or leagues, which we can then cross-reference with our own fan data.

e Third-Party Data: This encompasses data purchased from external sources, such as data brokers
or ad exchanges. While often less specific than first-party or second-party data, it offers scale and
broad demographic insights. We can use third-party data to identify potential new fan segments
based on their online behavior, interests, and demographics, even if they haven't directly interacted



with our club before. This is particularly useful for expanding our reach and identifying look-alike
audiences (personas) from our existing high-value fans. Examples include data on general sports
consumption, digital spending habits, or media preferences.

e Synthetic Data: This is a cutting-edge approach that involves creating artificial data that statistically
mirrors real data, but without containing any sensitive personal information. Synthetic data is
particularly valuable for training AI/ML models, testing new marketing campaigns, and developing
innovative fan experiences without compromising real fan privacy. It allows us to experiment and
iterate quickly, understanding the potential impact of different strategies before deploying them to our
live audience. This mitigates privacy risks while still allowing for advanced analytics and model
development.

The integration of these diverse data sources will enable us to build a far richer and more nuanced
understanding of our global social media followers. We can identify potential fans who have never
engaged directly with our club, understand the broader interests of our existing fanbase, and segment our
audience with incredible precision. This detailed understanding will be the driving force behind our
personalized marketing campaigns, allowing us to deliver the right message, to the right fan, at the right
time, fostering deeper engagement and ultimately, driving revenue growth.

The Unifying Core — Deploying a CDP Platform and Al for
Hyper-Personalization

The sheer volume and diversity of data we aim to collect and leverage necessitate a robust technological
backbone. To unify this disparate information and transform it into actionable insights, we will deploy a
Customer Data Platform (CDP). This will be the central nervous system of our fan engagement strategy,
acting as a single source of truth for all fan data, regardless of its origin.

A CDP goes beyond a traditional CRM or data warehouse. It ingests data from every touchpoint — website
visits, app interactions, social media engagements, ticket purchases, merchandise sales, and even
third-party data — and stitches it together to create a persistent, unified profile for each individual fan. This
means we will finally have a 360-degree view of every fan, understanding their entire journey and
preferences across all channels. This unified data will eliminate silos, reduce data redundancy, and
provide a real-time, comprehensive understanding of our global fanbase.

With the CDP as our foundation, we can then truly unlock the power of artificial intelligence and machine
learning. We will use Al/ML powered segmentation and predictive analytics for
hyper-personalization.

e AI/ML Powered Segmentation: Instead of broad demographic segments, our Al models will identify
highly granular fan segments based on a multitude of behavioral, demographic, and psychographic
attributes. This could include segments like "Gen Z global streaming fan interested in esports,”
"Mid-career casual fan who buys merchandise annually," or "Hardcore local season ticket holder
interested in player statistics." These dynamic segments will be constantly updated as new data
flows into the CDP.

e Predictive Analytics: Our Al models will not only tell us who our fans are but also what they are
likely to do next. This includes predicting churn risk, identifying fans likely to purchase specific
merchandise, predicting interest in new digital offerings, or even forecasting potential attendance at
international fan events. This predictive capability allows us to be proactive in our marketing and
engagement efforts, rather than reactive. We'll be able to see the approaching potential churn risk of
a disillusioned fan and take proactive, incentivised actions to neutralise the risk.



e Hyper-Personalization: The ultimate goal of this data and Al synergy is hyper-personalization. This
means delivering individual fan experiences that are so precisely tailored, they feel as though they
were crafted just for them. This will manifest in:

o Personalized content feeds: News articles, videos, and highlights tailored to their favorite
players, teams, or match types.

o Relevant merchandise recommendations: Based on past purchases, Browse history, and
inferred preferences.

o Targeted ticket offers: For matches or events that align with their location and past
attendance.

o Customized marketing campaigns: Delivering messages through their preferred channels
(email, in-app notifications, social media ads) with content that resonates deeply with their
individual interests.

By deploying a CDP and harnessing the power of Al/ML, we move beyond generic mass communication
to truly understand and engage with each of our 250 million global followers on a deeply personal level.
This is the key to converting passive followers into active, loyal, and digitally engaged fans.

The Immersive Future: Real-Time Engagement and Omnichannel
Orchestration

Building on our robust data and Al infrastructure, the next critical step is to translate these insights into
real-time, immersive fan experiences that drive genuine engagement and, crucially, recurring online
transactions. This means moving beyond static content to dynamic, interactive, and personalized
interactions that captivate our global audience. True scale lies outside the stadium.

First, we will deploy real-time contextualization to create authentic fan engagements. This means
using the unified data in our CDP and the insights from our Al models to deliver hyper-personalized
experiences in the moment. For example, during a live match, a fan living in Asia who has shown interest
in a particular player might receive a real-time notification about that player's statistics or a special offer
on their replica jersey immediately after they score a goal. This contextual relevance elevates the fan
experience from passive consumption to active participation, fostering a deeper emotional connection
with the club. It's about providing the right content, at the right time, in the right context, making every
interaction feel authentic and valuable.

Secondly, and perhaps most transformative, we will deploy real-time, immersive retailing fan
engagements through seamless second-screen immersive experiences, such as IRCODE.

This technology represents a paradigm shift in how fans interact with the club and monetize their
engagement. Imagine a scenario where, during a live match broadcast, fans can simply scan the live
game on TV with their second device (smartphone or tablet) to instantly and immersively:

e Purchase limited-edition merchandise related to that specific moment (eg. a "goal scorer" t-shirt
available for only the next 10 minutes).

e Access exclusive augmented reality (AR) content, such as a virtual tour of the stadium or a 3D
model of a player celebrating the last goal.

o View their favourite sports stars Instagram - TikTok - YouTube feeds, their latest Spotify
podcasts, their supported charity causes and brand sponsors, enabling fans ‘in the moment’ to
get truly authentic with their favourite player.

e View their favourite sports start real-time game stats


https://ircode.com/

e Participate in real-time polls or quizzes related to the match, with instant results and potential
rewards.
Unlock unique digital collectibles (NFTs) tied to iconic match moments or player achievements.
Access behind-the-scenes content that is otherwise unavailable.

This seamless second-screen experience blurs the lines between watching the game, retailing and
actively participating in the club's ecosystem. It transforms passive viewing into interactive, transactional,
and highly personalized experiences, creating new revenue streams that were previously unimaginable.

Finally, to ensure consistency and maximize impact across all these new engagement points, we will
implement omni channel orchestration. This means ensuring that fan interactions are seamlessly
coordinated across all channels — our website, mobile app, social media, email, in-stadium experiences,
and external platforms. A fan's journey should be fluid and uninterrupted, regardless of the channel they
choose to engage with. If they add an item to their cart on the website, they should see it reflected in their
app. If they engage with a social media poll, their preferences should inform future personalized content
delivery. This holistic approach ensures a consistent brand experience and maximizes the effectiveness
of our marketing and monetization efforts.

By embracing real-time contextualization, immersive second-screen experiences like IRCODE, and
comprehensive omni channel orchestration, we will create a truly engaging and interactive fan journey
that not only delights our global audience but also unlocks significant new revenue opportunities for the
club.

Content and the Next Frontier — Generative Al for Creation and
Optimization

With the foundation of data, Al, and immersive experiences firmly in place, the next strategic imperative is
to revolutionize how we create and deliver content. In a world saturated with digital noise, engaging 250
million social media followers demands not just personalized content, but content that is consistently
high-quality, relevant, and captivating. This is where generative Al will become an indispensable tool for
our club.

Generative Al refers to Al models capable of producing new and original content, whether text, images,
audio, or video. Its application for our club will span content creation, personalization, and optimization,
dramatically enhancing our digital output and efficiency. Delivered without the need for a huge army of

new employees.

e Automated Content Generation: Imagine Al models capable of drafting match reports, player
profiles, or even short social media updates based on real-time game data and predefined content
parameters. This frees up our human content creators to focus on more strategic and creative
endeavors. We can rapidly produce localized content for different fan bases around the world, in
their native languages and with cultural nuances.

e Hyper-Personalized Video Highlights: Generative Al can be used to create personalized video
highlight reels for individual fans based on their favorite players, specific match moments they
engaged with, or even their fantasy league team’s performance. This moves beyond generic
highlights to truly bespoke video content.

¢ Dynamic Image and Graphic Generation: Al can design eye-catching social media graphics,
promotional banners, and even personalized merchandise mock-ups at scale. This ensures visual
consistency and allows for rapid iteration of marketing creative.
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e Personalized Narratives and Commentary: For our immersive experiences, generative Al could
provide real-time, personalized commentary or narrative descriptions during a live match, adapting
the tone and focus based on an individual fan's preferences and engagement history.

e SEO Optimization and Keyword Generation: Al can analyze search trends and fan queries to
suggest optimal keywords and content topics, ensuring our digital content is discoverable and ranks
highly.

e A/B Testing and Content Optimization: Generative Al can rapidly create multiple variations of a
marketing message or content piece, allowing us to A/B test different versions and identify the most
effective approaches based on real-time fan engagement data. This iterative process allows for
continuous improvement in content performance.

By leveraging generative Al, we can significantly scale our content production, ensuring a constant
stream of fresh, relevant, and engaging material for our global fanbase. This not only enhances the fan
experience but also provides new opportunities for monetization through premium content subscriptions
or exclusive digital assets. The ability to create dynamic, personalized content at scale, driven by the
insights from our CDP and Al models, will be a key differentiator in our digital growth strategy, cementing
our position as a leader in fan engagement.

The Revenue Revolution — 1% Conversion and the Profit Multiplier

This is where the rubber meets the road. All the strategic shifts — from robust data and Al foundations to
immersive fan experiences and generative Al content — culminate in one dramatic outcome: the potential
for a complete transformation of our club's revenue mix and profitability. The key metric | am focused on

as CEO is the conversion of our vast social media following into recurring, digitally engaged, fee-paying

customers.

Consider this: we have 250 million global social media followers. If we can successfully convert just 1% of
these followers into recurring digital immersive fee-paying customers within 18 months, the
financial impact on our club will be nothing short of revolutionary.

In our separate Insights Report, Scaling Immersive Fan
Experience Revenues in the Premier League - TIAKI , we
highlight the potential digital immersive revenues that could be
realised at the Top 9 Premier League clubs in season 2025 -
2026.

We compare 2024 Revenue actuals with forecast Immersive
Revenues, based on 20 immersive fan experience applications
that charge a ‘season ticket’ fee. The potential is
ground-breaking with just a 0,5-1% conversion of social media
followers.
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Let's do some conservative maths, 1% of 250 million followers = 2.5 million digitally engaged
customers.

Now, imagine what even a modest monthly subscription or recurring transaction from these 2.5 million
fans could generate. If each of these fans were to spend, say, £5 per month on a premium digital content
subscription, exclusive immersive experiences, or micro-transactions for digital collectibles:

e 2.5 million fans x £5/month = £12.5 million per month
e £12.5 million/month x 12 months = £150 million per year

This £150 million figure is a new, high-margin revenue stream that is largely independent of our traditional
matchday, broadcasting, and commercial revenues. This is pure digital gold. This sum alone could
significantly offset increasing player salary costs and allow for strategic investments in club infrastructure
and youth development.

Furthermore, this 1% conversion is just the tip of the iceberg. These digitally engaged fans are also more
likely to:

e Purchase physical merchandise: Our personalized recommendations will drive higher conversion
rates.

e Engage with sponsors: Increased digital engagement provides more valuable inventory for our
commercial partners.

e Attend international fan events: As we deepen our relationship with global fans, their willingness
to travel and participate in physical events will increase.

e Attract new sponsors: A vast, digitally engaged, and highly monetizable fanbase is incredibly
attractive to new commercial partners seeking to reach this demographic.

The profound shift here is from a reliance on finite physical assets (stadium capacity, broadcast slots) to
an infinite digital marketplace. Each digitally engaged fan becomes a continuous revenue stream, a data
point for hyper-personalization, and an ambassador for our brand.

As highlighted in "Protecting the Digital Fan Goldmine"!, safeguarding these new revenue streams
through robust cybersecurity is paramount. Our SASE deployment and comprehensive cybersecurity
strategy are not just about risk mitigation; they are about protecting the very future of our club's
profitability.

This successful conversion will redefine our revenue mix, shifting it towards a more diversified and
digitally-centric model. It addresses the "Gen Z and Alpha Fan Monetization Paradox"? by providing
engaging, interactive, and personalized ways for these younger, digitally native generations to connect
with and spend on the club. The goal isn't just to recover; it's to thrive, creating a resilient, profitable, and
future-proof Premier League powerhouse.
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The Future Secured — A Premier League Legacy Reimagined

As the CEO navigating this transformative journey, the vision is clear: to move our Premier League club
from a precarious state of declining revenues and technological vulnerability to a beacon of digital
innovation and sustainable profitability. The transformation isn't just about financial recovery; it's about
fundamentally reimagining our relationship with our global fanbase and securing the club's legacy for
generations to come.

We began this journey acknowledging the stark realities: 250 million social media followers, yet a
minuscule conversion to first-party data and digitally engaged fans. We recognized the perilous decline in
traditional revenues, the escalating player costs, and the critical absence of robust data, Al, and
cybersecurity strategies. The looming threat of a crippling cyber-attack and the potential loss of trust and
partners were constant, chilling reminders of the urgent need for change.

Our path to recovery and growth is a bold and strategic roadmap:

e Strategic Foundations: Defining and implementing comprehensive data, Al, and cybersecurity
strategies provides the essential framework for all future digital initiatives.

e Cybersecurity Fortification: Deploying SASE solutions and ensuring full regulatory compliance are
non-negotiable steps to protect our digital assets and maintain fan trust.

e First-Party Data Goldmine: Aggressively growing high-quality first-party data through engaging fan
experiences is paramount to understanding and serving our fanbase.

e Holistic Data Ecosystem: Leveraging second-party, third-party, and synthetic data broadens our
insights, enabling highly targeted and effective marketing.

o Unifying Technology: The deployment of a CDP platform centralizes and unifies fan data, creating
the single source of truth necessary for true personalization.

e Al-Powered Personalization: Utilizing Al/ML for advanced segmentation and predictive analytics
allows for hyper-personalized marketing campaigns and fan experiences.

e Immersive Engagement: Deploying real-time contextualization and seamless second-screen
immersive retailing experiences (like IRCODE) transforms passive consumption into active,
transactional engagement.

e Omnichannel Excellence: Orchestrating a consistent and fluid fan journey across all digital and
physical touch points ensures a cohesive brand experience.

e Generative Al for Content: Harnessing generative Al for content creation and optimization scales
our digital output, delivering engaging, personalized content at an unprecedented level.

The power of this integrated strategy lies in its ability to unlock unprecedented revenue streams. The
conversion of even 1% of our 250 million social media followers into recurring digital immersive
fee-paying customers represents a potential annual revenue injection of £150 million or more. This
dramatic shift redefines our revenue mix, moving us away from a reliance on traditional, sometimes
volatile, income sources towards a high-margin, scalable digital economy.

This isn't merely about surviving; it's about thriving. It's about building a digital powerhouse that
complements our on-pitch ambitions. By investing in these critical areas, we are not just mitigating risks;
we are seizing the enormous opportunity presented by our global fanbase. We are transforming our club
into a future-proof entertainment entity, capable of captivating the next generation of fans and generating
sustainable growth. As CEO, my ultimate goal is to build a club that is not only a force on the pitch but
also a leader in the digital realm, securing its place as a global icon for decades to come. This is the
legacy we are building, one data point, one immersive experience, and one digitally engaged fan at a
time.
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