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The intersection of consumer and brand

“‘DIGITAL MARKETING STRATEGIES”
Leveraging The “Back-End” Tools
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Professional Background

RACING INDUSTRY EXPERIENCE:

* First Job Out of Undergrad:
- Arlington Park, Assistant to the VP of Marketing
- Sponsorship Manager

* Director of Marketing — Los Alamitos Racecourse

CLASICALLY TRAINED CONSUMER BRAND MARKETER:
* Industry Experience: Retail, Agency, Manufacturing, CPG and Consulting.
Developed & launched +1,500 products across 45 different categories

EDUCATION:
B.S. in Agribusiness — Cal Poly University - San Luis Obispo, CA
M.B.A. — Pepperdine University - Malibu, CA

THOROUGHBRED OWNER: Red Apache, Grandson of Tabasco Cat




We Call Him Riggs!
Purchased “Off-the-Track” (Turf Paradise) in 2014 as a4 YO.
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Big Data i1s like teenage sex:

— Everyone talks about it

— Nobody really knows how to do it

— Everyone thinks everyone else is
doing 1t

— So everyone claims they are doing it
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What is Big Data?

Data sets with sizes beyond the ability of commonly used software tools
to capture, curate, manage, and process data within a reasonable amount of time.

Big Data = Transactions + Interactions + Observations

BIG DATA

Sensors / RFID / Devices I User Generated Content

Mobile Web Sentiment
User Click Stream Social Interactions &

Feeds

Web Logs WEB A/B Testing

Spatial & GPS Coordinates
Offer Histol Dynamic Pricin
! l . External Demographics

CRM Affiliate Networks

Gigabytes l Segmentation HD Video, Audio, Images
Search Marketing

Business Data Feeds

ERP Offer Details Speech to Text

Behavioral Targeting — e —
Purchase Detail Customer Touches roduct/Service Logs
Purchase Record

Megabytes

Dynamic Funnels SMS/MMS
Support Contacts

Increasing Data Variety and Complexity e

Payment Record




Data Frame of Reference
Megabyte (MB) - A good sized novel.

Gigabyte (GB) - 1600 books. About 300 MP3s.

Terrabyte (TB) — 1.6M books. 30 weeks worth of high-quality audio.
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Petabyte (PB) — 160M books.

Exabyte (EB) — 3000 times the entire content of the Library of Congress.

Zettabyte (ZB) — 1 billion Terrabytes; Two hundred billion DVDs.

Yottabyte (YB) — 1 trillion Terrabytes.




The “Four V’s” — Drivers of Big Data
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Data Sources

WHERE 1S DATA COMING FROM?

Twitter users send out
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Social Media Landscape

Social Marketing Management ¢ URL Shorteners g Stream Platforms Twitter Apps
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MARKETING EXPERIENCES

Pa

[ KENSHOD ADCHEMY A\g
2cauIsio = matcho s
brandnetwovﬁs Aoty @
' TRIGGIT ADSPERT nanigans P,
“mnsideVault Searchiore -

Display Advertising
b bled

Marketing Technolo

© sromcecELL et
FaX « Fluid ¢ persado?decado >i‘fbyph?"\e° liweop-Q D twillo
tdcte T Yoaady INVOCA Can calimoda o, Col
balsamiq ~offnnova 5 R

98

B STEELHOUSE Qxure = MockFow HATen 3¢

< Bealltracaing

Communities & Reviews

Ve ggya D humla s NING || IKANA. & MEDALLIA e e 1
bdd-ﬂd voice: forumbee vtsnuv-r I# perceptions ronc 2w Confic

ant

= Genesys Jancota ' "Osae

JS 1 =
0 £ careigne, I-1 opirvanis

TOPSY
bottien “se”

'\'lrl
Brandwaich

ATTENTTY sociaaie, "7

< Badgeville rPﬂ\\!TIIIJIST TIBC

5 ENQaGOT Vls'b!e o euccon
Wrootsuite R Joralies et (| Seciat TSt Goyatygsior [l pundhtan
= ). trz ackur 3 newsie 500 friends AIMIA
V NET3ASE gayin : ® h

= evergage adv’\u = W
DEMANDE A -,
monm =R O O PREDIC’T’.« a
~ enecto MY BUYS I} richrelovance
v AppTus SALTHRU choe@stream
r& PERSONYZE BB CERT °"‘)
O PREMICTIVE EDGE MAGIQ

1} Argyle

=2)
UU\IUm 3] ¥ synthesio n[ggy

SSHIET
@ influitive «§ Mz

sidecar NAGNE

[
DataX0 bize S 55725

wishpond

T et e G

(A @ Gleam

offerpop et

% SocialAg =

w ' x’gf.vé’ﬂf«m-«w 'Palh‘jlnddy

[ survsig Strutta conduit
88a = F

wa (=] ormstack
SOCIAL /U cSurveys isurveygizmo

SEO
Bmc.u'r EDGE altrulk

SYCARa 4 lotusismp RANKABOVE
“Conductor- mwb(dtrackev R =
dutharityLabs gShifts a
Clarty FTel Urchy® o
wists =

bloomreach weiilc sbvie
sn’ (Mﬂ‘l’__; YOIET ANALYTICS o) “0 0
scnPico ' Linkcex

Oyt " aill GinzaMetrics

< visual ly

Nkopos X L Cerys
Y @ Percolate

Skyword . COMFEAD!UM Contently
-] aGnh:rCon'z t Zeamanta

i MARKETING. AL o 2 = |
PAPERSHARE ,Konte«aease"y
SULDraIN NewsCred ' L_* atomic reach

andscape

1 3%€ e el i
e Toominta |
ou; €Y Salesiof jeadepoce
- m esgenie
On

Channel/LocaI Mktg PTCA9

MARKETING OPERATIONS

Marketing Analytics @
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Structured vs. Unstructured - Defined

Data is classified as either Structured or Unstructured.

o Structured Data refers to information that resides in a
traditional row-column database—Ilike Excel.

 Unstructured Data refers to information that doesn't
reside in a traditional row-column database.

NOTE: Experts estimate that 80 to 90 percent of the data in
any organization is unstructured.
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Examples of Structured Data

Structured Data usually refers to information that resides in
a traditional row-column database—Ilike Excel. Here the
data Is stored in fields in a database

TOP 4 tells you how often a horse ranked within the Top 4 for a factor wins this race type

Factors | Winning Posts Winning g Payoutl  Races A~ F \

RANK FACTOS TCP 4 RANKED INS: PLACES: SHOWS: ACCURALY ViN 201 PLACE ROI SHOW ROR g
g. Bast fLast 3 u 7 4 @ < 68 31 7 2
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9.7 ning z « s 0 18 43 61 28.18 - 2540 $-4.0Q 8 8.2

10  Tus Pedigres Rating =« 2 0 25 39 a3 17.29 $ 13.60 $ 10.40 s 4.0
15  Avg. Speed Last 3 «+ 7«0 11 50 54 21.76 g- 36.40 5-1.00 » | s8 4.0

-»-
7 Best Soeed Turt > IR . - 39 G 5.36 ' &0 7
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Examples of Unstructured Data

Unstructured Data files often include text and multimedia content.
Examples include email messages, word docs, videos, photos, audio
files, presentations, etc. This data doesn't fit neatly in a database.

« Emerging Market Data
* Loyally

« E-Commerce

« Other Third Party Data

« Weather
« Currency Conversion

» Demographic

« Panel

« POS, POL, IR, EDI, RFID,
NFC, QR, IRI, Rsi, Nielsen,
Other Syndicated, IMS,
MSA , efc.



Consumer Insights

Today’s systems can structure the unstructured, then correlate key internal data
with the relevant social media universe — revealing new, actionable insights.

Email
Print Out-of-Home Vi Radi

Microsite White Papers Webinars
dec Radio e— 1
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w

Customers
Thtiirtieid
T ——
Influencers and Decision Makers

Twitter
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Implementing Unstructured Data

Big Data Tools
Software like Hadoop or Oracle Endeca can process both unstructured and

structured data that are extremely large, very complex and changing rapidly.

BY 2015 GROWTH OF THE WORLD'S "DIGITAL UNIVERSE"
]]U/U K 1418

of data will be

UNSTRUCTURED = 8 B

Data Integration Tools
Combine data from disparate sources to be analyzed from a single application &
the capability to unify structured and unstructured data.

Search and Indexing Tools
These tools retrieve information from unstructured data files such as documents,

Web pages and photos © @




Data Visualization

Data visualization is the presentation of data in a pictorial or graphical format.

Captive Audience Mentions Competition
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Soclal Media Influencers

A Social Influencer is one who:

« Has the maximum followers

« Can influence others easily

« Creates and shares content regularly

Benefits of identifying Social Influencer:
« Leverage 3"9-Party credibility (others)
« Expand the message & the business

How to Identify the Influencers:

 Scores like “Klout” score are available to measure the influence of
someone In social media e
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The Klout Score

Klout is a digital service that uses social media analytics to rank its users
according to online social influence via the "Klout Score”

I KLOUT

Klout measures influence by using data points from various sites
— Twitter, Facebook, Google+, LinkedIn, Instagram etc., and Klout itself.

— Count, follower count, retweets, list memberships, influential follower
retweets uniqgue mentions. Information is blended with data from other
social network followings & interactions to come up with the Klout Score.
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ldentifying Social Media Influencers

When developing an influencer outreach campaign, make
sure you've got a good “READ” on the situation!

you

Q (o

REACH: How ENGAGEMENT: ALIGNMENT: DATA: How
large an How well can How topically willing is the
f‘h“dfe;l‘ce does 'hetf"f'“e:‘hce’_' aligned to the influencer to
o IRNuencor motivate their brand is the provide more
speak to? audience? .
influencer? data?
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Measuring Influencer Value

Several Key Performance Indicators (KPIs) can be combined into meaningful
ratios to help measure audience activity and engagement.

Sentiment

Re-tweets

Forward to a frlen(_j UNTANGLE .44
Social media sharing >~ = s
Comments , oo\l
Like or rate something '
Reviews

Contributors and active contributors s 8 Dsll of conision ey
Page views

Unique visitors

Traffic from social networking sites

Time spent on site

Response time 2l e




ldentifying Racing Data

» Wagering volumes, on-track/off-track/on-line

* Loyalty program information

* Attendance

* Non-wagering revenues (F&B, Parking, Merchandise)
 Social Media sites, racing blogs ]
- Odds fremmerste ou
« Race quality/types
* Results
» Handicapping data R
« Performance history °
« Wager types: win, place, show, exotics
» Weather

» Seasonality

* Track condition

« Special events 22




Key Takeaways

Marketing Analytics is the primary opportunity-driver of business growth

going forward.
« “Dip your toe in the water now!”.
Unstructured data will reveal new value and actionable insights

Operators need to take the long-view and invest to grow the sport

= z —

s COMPLEX i [EHN[][[!_GIES
ANALYTIBSB I Gl P s o
o, BOLIS ugé - r; INEL_III][ EESDFF[IW\(]JW[M = TCL

HU‘JUREDS=-‘_:: S_I_URAG[SIZ[ 5 —.L

PARALLEL =
SRIW

siFncHIy



