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Four Bases – Our Primary Goals

• Sell tickets 

• Generate excitement for the team, players, sponsors

• Create content that tricks the algorithms

• Don’t overmessage
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Selling Tickets
• Core function of the team at odds with social approach

– Every sales post hurts our engagement numbers & reporting

• Our budgets are just like yours

Annual paid social budget$206.5 million deal
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Hispanic Heritage Day
• Content concept was first key – attention grabbing
• Paid Liga Pacifico to boost our ad in their followers’ feed
• 1,500 likes vs. 67 (and communicated up)
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Sponsored Posts
• Specifically targeted (Cubs fans, dog owners, churches)
• Spend $500-$2,000/flight; Return on ad buy (10/15 to 1)
• We tend not to boost and sponsor at the same time
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Direct Facebook advertising via emails
• Used more to target direct fans (i.e. renew S.T. holders)
• Time consuming but worth it on larger purchases

– May not necessarily be following our team
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Generating excitement for the brand
• We have not spent on this to date but will in 2018
• Aren’t afraid of risks
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Generating excitement for the brand
• Can we lean on a partner to amplify our brand & theirs?
• What is hot in the moment?
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Can you trick the algorithm?
• Probably not, but how can you get around being an ad?
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Don’t Overmessage

• 5 messages at any given time
– Ticketing, Community, Corporate Partner, Branding, Baseball

• Schedule made months in advance with flexibility
– We try not to overlap paid messages/competing with ourselves
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About that C-Suite singing…

• How do they best respond?
– Numbers or anecdotes?
– Email, text, shared tweet or pop-in?

• Who do they hear?
– Are there other communications channels in your company?
– Who else do they listen to?
– When are they actually listening?
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Key Takeaways
• Creative content still tops spending

– Find the creative people in your world and tap into them

• Shorter is better
– Even in postseason, fans/customers average just 30 seconds

• The time is now to spend on non-direct sales messages

• Avoid overmessaging and competing with yourself

• Nothing beats a well-timed message to your boss 


