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It’s GAME TIME! Enjoy our ex-
clusive member o�er: 25% o� 
all concessions during the 
�rst quarter. Simply show the 
bar code below when it’s 
time to pay. 
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When implementing a new marketing automation tool, it’s 
easy to get overly focused on the technology and not on the 
desired outcomes. Before you start using any new tool, it’s 
important to tie it back to core business objectives. How are 
you maximizing the value? When next budget season rolls 
around, will the new tool have made a significant impact 
to your company’s goals? Starting with your core business 
objectives will ensure that all the parts of each campaign are 
focused on the things that matter.

Your business goals could be wide ranging in specificity. They 
could be very broad, such as generating more awareness. 
Or, they could be very specific, such as influencing the rate 
of purchase for a returning customer. Anywhere on the 
spectrum is fine, but make sure you’re choosing something 
that is valuable to your company.  Succeeding at something 
irrelevant will certainly not impress the C-suite.

Translating those larger business goals into specific, 
engagement-level goals is important for long term success 
with any tool. However, for your first Kerauno Launch 
engagement, a benchmarking approach may be more 
helpful. Instead of creating expectations based on what 
you’ve already done, start by exploring what is possible. 
Approach your first few engagements as experiments. Allow 
your team to find new, exciting ways to interact with fans. 
This allows you to be on the cutting edge of fan experience, 
while still gathering practical data for future campaigns. 

FOCUS ON BUSINESS
OBJECTIVES
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Scope creep is real. Campaigns that don’t start with a clear definition can 
fail under the weight of too many expectations. Controlling scope creep is 
vital to the health of your campaign. 

For the scope of your first campaign, we recommend using a single 
event. Long-term, whole-season campaigns can be valuable, but they are 
also more complex. Gaining experience and setting up benchmarks in 
single-event plans will help you land and expand. 

Your scope will drive your milestones. These milestones will give structure 
to your campaign.

DEFINE CAMPAIGN 
SCOPE & MILESTONES

THIS WEEK ONLY!
Text TIX to 12345 to get your tickets

Grab your seat 
for the big game
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When we think of customer segmentation in marketing, we usually think of 
segments based on different demographic characteristics (e.g., age, gender, 
location, etc): 

However, with event-day text messaging to fans, your segments look a 
little different. Instead of segmenting on characteristics, your segments 
will be based in activity.  For example:

Because text messages are so personal and timely, each of these 
activities would drive a different text message engagement. You 
wouldn’t want to send concession discounts to a no-show, and season 
ticket holders don’t need discounted tickets for next game. So use 
these types of actions to form the basis of your segmentation.

In many cases, customers segments may (and very likely will) 
overlap. That’s to be expected, because a single fan will take 
several different actions during a game or over a season. 
Keep those overlaps in mind, to make sure you don’t overload 
any one customer.  

IDENTIFY FAN SEGMENTS

Opted-in prior 
or during 

game/event, 

Downloaded 
a ticket

Bought a 
ticket but 

didn’t show

Season ticket 
holder vs. 
game day 

ticket holder

 

Signed up 
to get a 

concessions 
discount
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Start by creating an optimal list of all of the segments you like to organize your 
customers into. Then, you have the starting point to help pare down based on 
capability, focus on or continue to build from. Which of these segments are necessities, 
and which are nice-to-haves? Break your list into essential, ideal and optional. As you 
begin to create your campaigns, this will help you make more informed choices. 

EXPERT TIP: Grow your list
Are your segmented lists looking a little bare? It may be time to put 
more effort behind your opt-ins. Some of the more popular ways to grow 
your list are to: 
 • Use your other marketing channels: incorporate short codes into your

social media posts, in-stadium screen, website, email, etc
 • Visit your CRM: Reach out to your existing database of

customers/fans
 • Create integrations: Automatically opt-in when downloading tickets

or competing in a contest

POTENTIAL FAN SEGMENTS

POST-EVENT FOLLOW UP

ESSENTIAL

 ( Downloaded A Ticket

 ( Post-Event Follow Up

IDEAL

 ( Downloaded A Ticket

 ( Opt-In (Day Of)

 ( Post-Event Follow Up

POST-EVENT FOLLOW UP

OPTIONAL

 ( Downloaded A Ticket

 ( Checked In

 ( Opt-In (Day Of)

 ( No Show

 ( Post-Event Follow Up

IDENTIFY FAN SEGMENTS
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A key element of a successful text engagement is interactivity. Text 
messaging is an inherently interactive medium, and your customers 
are going to expect that involvement. They see a text interaction as a 
way to have a voice with your company. Ideally you have a resource that 
can respond to questions, requests or concerns in real time (similar to 
social media manager).  Because you can manage this platform from a 
computer or right on your phone, you can manage this from an office, at 
home or on-the-go.

INVOLVEINFORM

INCENT

UNDERSTAND THE 
IMPORTANCE OF VALUE SHARE
Until this point, we’ve been talking about what your company wants out 
of the campaign. Now, step into your fan’s shoes. What can you offer them 
of value? Why should they be excited to sign up for your messages or 
continue to interact? Similar to your social environments, this is a two-way 
communications platform. Customers expect to have a voice.

In any campaign, you need to balance the ask with the reward. To 
accomplish this, KLaunch has developed a Value Share Formula which 
requires a choreographed, balanced communications approach that will 
Inform, Incent and Involve fans. By delivering on this balanced approach, 
you’ll deliver deeper, more successful engagements. 

KLAUNCH VALUE SHARE FORMULA
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INCENT
Reward your fans as a way to drive behavior. Often 
used to drive revenue through discounts and offers.

Interaction: One-way

Format:  Text, Image

Examples: Coupon or bar codes for concessions, perks 
such as unique team images, spiffs for participating in 
information gathering

INFORM
Provide relevant and 

meaningful information 
 for fans to improve  

their experience.

Interaction: One-way 

Format: Text, images, video

Examples: Weather updates, 
schedules, reminders

INVOLVE
Give fans a voice by including 
them in discussion. Fans want 
to feel like a part of the team.

Interaction: Two-way

Format: Text polls, user-
generated content (UGC)

Examples: Text-based polling, 
publicizing trivia results, 
providing real-time feedback 
on popular discussions

KLAUNCH VALUE SHARE FORMULA

UNDERSTAND THE 
IMPORTANCE OF VALUE SHARE
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INFORM INVOLVE INCENT

DOWNLOADED

Welcome 
message 

Weather  
report

VIP - enter to 
win

merch coupon

CHECKED-IN

seat map 
(image)

hype video

mascot race

predict first 
player to get 

a hit

Concession 
coupon

ticket 
offer

NO SHOW
we missed you 

(video)

Survey: why 

didn’t you 

come? 

ticket promo

PAST
event recap - 

video  
montage

Vote for 
favorite play 

of game

exclusive 
autograph w/ 

players

BRAINSTORM  
ENGAGEMENT IDEAS

It’s time to start building your campaign. When and how are you going to reach out? 

Start by brainstorming (as shown in the example below) a range of message opportunities 
for each of your segments and align with value share components. Make sure each customer 
segment has at least one message for each component of the value share formula. 



10

CHOOSE YOUR KEY MESSAGES

From your brainstorming sessions, highlight the messages that are of the highest value, for both the 
company and the fans. Those are the messages that you’ll want to craft into a messaging flow and 
can include SMS and MMS ideas. 

INFORM INVOLVE INCENT

DOWNLOADED

Welcome 
message 

Weather  
report

VIP - enter to 

win
merch coupon

CHECKED-IN

seat map 
(image)

hype video

mascot race

predict first 
player to get 

a hit

Concession 
coupon

ticket 
offer

NO SHOW
we missed you 

(video)

Survey: why 

didn’t you 

come? 

ticket promo

PAST
event recap - 

video  
montage

Vote for 
favorite play 

of game

exclusive 
autograph w/ 

players
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Ideally, you’d have multiple outreaches for each segment. As with any 
marketing medium, you should be aware not to overburden with too 
many messages which could result in opt-outs, or too few that you’re 
not engaging them. Unfortunately, there is no magic number on 
the amount of texts. The frequency and number of messages is truly 
dependent on the type of experience you are creating and the value 
that you offer. Ultimately when reviewing campaign data, including 
response rates and opt out rates will help guide your sweet spot on the 
quantity and types of messages.

When considering the timing of your messages they do not have to 
be distributed evenly. When to send messages should align with your 
business objectives as well as the timing of situations at your event. 
For example, you may have multiple messages early as your event is 
starting, or one that promotes concessions at meal time, or others that 
reinforce merchandise on the way out, etc.

CREATE YOUR MESSAGING FLOW

EDIT SCHEDULECREATE

EXPERT TIP: In the United States, TCPA and CAN-SPAM laws affect how and
when you are legally allowed to interact with your customers. 
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Emergency communication tools are vital to any event, though we 
hope we rarely need them. In the same way that you have pre-vetted 
responses in your PR planning, spend a little bit of time creating  
pre-approved text messages for potential disruptions. 

Your text engagement platform can be the perfect tool when timing 
is critical; i.e., weather changes, emergency situation, security alert. In 
fact, industry statistics indicated that 98% of text messages are read, 
and 90% are opened within three minutes. So when you need to get 
the word out fast, Kerauno Launch is powerful solution. 

PRE-BUILD CRITICAL
SITUATION RESPONSES 

POST-EVENT FOLLOW UP

WEATHER

 ( Game Delay

 ( Watch Weather

 ( Take Shelter

EMERGENCIES

 ( Child Safety

 ( Medical Issues

 ( Venue Issues

POST-EVENT FOLLOW UP

SECURITY

 ( Evacuation

 ( Stay Clear of Area

 ( Child Missing



The hard work is done. Now, it’s time to step back and assess the 
value of your engagements, the value to the company and learning to 
inform future campaigns.

The Kerauno Launch platform offers you the ability to review analytics 
for each campaign, for each message as well as across segments.  This 
is critical in determining the performance of the messaging campaign 
and delivering on objectives.

While our platform offers robust reporting, you may consider aligning 
this data with internal tracking information (e.g., sales concessions, 
etc) to ensure you are delivering on broader business goals. Kerauno 
Launch reports can easily be downloaded as Excel files in order to be 
integrated with other internal reports.

DIG INTO DATA
AND ANALYTICS

13
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Congratulations!  You’ve completed your first campaign. Now, it’s time to identify new 
barriers to break and new goals to crush. Whenever you’re building your next campaign, 
keep these 10 best practices in mind. 

TEXT ENGAGEMENT BEST PRACTICES

TEXT CAMPAIGN ASSETS

1 FAN-CENTRIC TOPICS Identify what fans are interested in, 
not just what the brand is interested in.

2

3

4

5

DELIVER TWO-WAY INTERACTION Fans love having a voice.  
Create opportunities for them to participate.

LEVERAGE INFLUENCER’S AND IDOLS First hand information from people 
fans could only imagine connecting with right to their phone.

ALLOW FANS TO BE HEARD Don’t just listen, respond to critical 
points of interest or hot topics.

HAVE FUN Fans are used to more casual conversations via text.

6 MAKE IT VISUAL Text is much more than SMS.  With MMS fans can do 
more than read about an experience.

7 RUN CONTESTS & GIVEAWAYS Who doesn’t love the chance to be 
heard and rewarded?  

8 BE TIMELY Align messages at critical activity times or the moment 
something

9 GIVE THEM A BREAK Consider unique discounts or incentives for 
their interactions.

10 AVOID MESSAGE FATIGUE Be conscious of the volume of messages 
in a brief period of time.
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BRAINSTORM YOUR OWN 
ENGAGEMENT IDEAS
INFORM INVOLVE INCENT

DOWNLOADED

CHECKED-IN

NO SHOW

OPT-IN

PAST
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