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Social media is changing the world as we see it. From politics to sports, there is not one aspect in our lives that would not be impacted by the gigantic influence of social media. Whether it is sharing your ideologies with your fellow peers or simply showing off what you ate for breakfast, there is room for everyone when it comes to using online platforms as an accessory to their day-to-day life. Everyone’s interaction with social media is based on their interests in real life, so it isn’t a surprise when studies report that 73% of sports fans use Facebook for following and discussing sports. Such high rates of usage present an exciting opportunity to sport organizations such as the MLSE to better reach their fans; however, due to its nature as a fairly new technology, much work needs to be done in implementing the correct marketing strategy to achieve a better brand positioning on these channels.
First and foremost, what we need to do is create a highly interactive mobile/online app for each team. With the immense growth of smartphone and tablet use in recent years, this would be extremely popular within sports fans as long as it is made available for download on all the popular mobile operating systems (such as iOS, Android). This app will serve as the main hub for accessing most of the features I’m going to suggest in this report. Also, free universal Wi-Fi at the stadium is key in order to allow fans to fully immerse themselves into the experience and have access to the latest scores and stats of the league at their fingertips while they’re watching the game.
According to statistics, 36 million people in the US and Canada spent an average of 8.7 hours a week playing fantasy sports in 2013. Leagues and teams need to use this great opportunity to capitalize on the booming fantasy sports business that has proven itself on being a profitable traffic generator to league websites. Thus, within the app (as well as on dedicated video screens in the arena), there should also be fantasy scoreboards displayed to give the fantasy-obsessed fans the opportunity to keep up with their own personal match-ups while they’re at the game. Included within this sub-section of the app should also be a group chatroom to allow the participants of the fantasy league to interact with each other while making those crucial trades, all at the same time.
Another great feature that fans would love having: personal customizable instant replays. Using technology from a company such as Replay Technologies and their two dozen high speed cameras that capture on-field action, each play will be viewed in the form of astonishing 360-degree clips, much like Keanu Reeves’ bullet-dodging moves in the Matrix. Fully integrated within the app as well, this feature would allow each individual fan to replay any given moment from a multitude of different angles and significantly enhance their visual experience.
Using technologies such as the SlamTracker by IBM, a predictive analysis software that makes use of data provided by motion capture cameras and automated sensors, sports fans can gain a deeper perspective on the action through a constantly updated online dashboard that pinpoints what each team needs to do in order to win a given match. This highly innovative technology has already been implemented in Tennis and using it within our app would singlehandedly make us one of the most technologically-inclined sports organizations while retaining all the focus on our customers’ constantly evolving needs and wants.
Going to a sports event is rarely just about watching the game; for most people, it is an experience. In order to make that experience more convenient, the mobile app will come equipped with a feature that directs the user to the closest and least busy washrooms and food stalls while allowing the option of online ordering which would streamline the whole tedious process of standing in exhausting queues. Imagine ordering your food through your cellphone and simply picking it up at the nearest food stall, or better yet, having it served to you right at your seat, without missing a second of the action.
The main reason why sports fans spend millions of dollars every year on tickets is to see their favorite athletes perform right in front of their eyes. However, unfortunately, that’s the closest they usually get to interacting with these athletes. According to Catalyst PR, 53% of Facebook users ‘like’ or ‘follow’ sports teams pages because they were offered an entry to a contest relating to the sport. Therefore, the app would have a “Contests & Giveaways” section where fans would be allowed to enter contests and games simultaneously during the actual event in which various prizes would be given away with the grand prize of meeting the players after the game, based on both merit and luck (similar to “TimePlay” at Cineplex Theatres). This would guarantee an active involvement as we have learned in the past few years how much Toronto fans love free merchandise and souvenirs (such as limited t-shirts and lint rollers) courtesy of our sponsorships and endorsements. Along with this, a virtual interactive live-feed within the app giving fans a behind-the-scenes scoop showcasing player and management activity will also greatly increase the level on engagement and value for our customers.
Finally, the app should be integrated with other social media websites such as Facebook, Twitter and Instagram so that users can seamlessly access and update their social media platforms directly through the app. 
Overall, I believe that using the aforementioned marketing strategies would give MLSE the desired innovative edge over the rest of the sports organizations in North America while providing the extremely enthusiastic fans the type of engaging, interactive content they deserve. Not only would such an app instantly increase fan engagement, it would also set the stone for further developments through consistent tracking of individual user patterns that would provide a more individualized and engaging experience based on past and future habits.
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