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EXECUTIVE SUMMARY 

Client: The Athletic 

 

The Challenge 

1. Increase brand awareness by 10 percentage points, from 50% to 60% among avid sports fans. 

2. To add 100,000 subscribers by the end of the campaign. 

 

The Opportunity  

To establish The Athletic as a leading provider of sports news for avid sports fans  

 

The Athletic’s Competitive Advantage 

"Go beyond the box score with quality local and national sports coverage from an all-star team 

of writers. No ads, no clickbait — only stories with substance." 

 

Target Audience: Male sports fans, ages 18-40 

 

Scheduling: 6 month campaign duration. (February- July)  

 

Media Mix: Live stream, Social Media, OOH, T.V.  

Primary Medium: Live stream 

Secondary Medium: Social Media with direct response 

 

Budget: $4 million  
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SITUATION ANALYSIS 

 
 

 
Key competitors: 
Some of the key competitors of The Athletic are companies such as Fansided, Rant Sports, 
Scout, Bleacher Report. Entertainment Streaming 

Fansided-  An online sports and entertainment network of fandom-focused sports, entertainment 
and lifestyle sites on the Internet. It is estimated their annual revenue is around $16M 

● Very similar to The Athletic as their readers look to them for insights beyond the final 
score and game recaps.  

Rant Sports- One of Athletic Media's biggest rivals. RantSports was founded in 2010 and is 
headquartered in Irvine, California. RantSports is in the Publishing industry. RantSports 
generates $3M more revenue vs. Athletic Media 

● Has been around for some time and has a greater brand awareness.  
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● It’s stories, website, and lack of membership options leaves it vulnerable to being taken 
over.  

B/R- an online platform that delivers digital media content experience and publishes entertaining 
sports content. Bleacher Report is a Private company. Bleacher Report's parent company has 
been Turner Broadcasting System, Inc. since Aug 2012. Bleacher Report's latest funding round 
was a Growth for $22M in August 2011 

● Bleacher Report is ultimately The Athletics biggest competitor due to its glaring 
similarities to The Athletic.  

● B/R boast a No. 1 rank among all sports publishers with 202M interactions on social 
● Partnerships with Nike, Adidas, Coors Light, and more.  

 

○ MLS Demographics: 59% of viewers are males under the age of 45. 38% of 
American men and 26% of American women said they were interested in soccer. 
MLS fans are heavily present on social media (7.5M followers).  276k average 
cable viewership per game.  
 

○ MLB Demographics: 42% of Americans consider themselves to be baseball 
fans, 30% of MLB fans are women, 29% of fans are age 18-34. Average TV 
viewer age is 52. 1.07M average viewership per game. Fans favor watching on 
regional sports networks.  
 

○ NBA Demographics: 65% Male/ 35% Female, 30% of fans are 18-34, Average 
game attendee is 36. 
 

○ NFL Demographics: 53% Male/ 47% Female, 32% of fans are 18-34. Fans are 
watching more games, but fewer minutes.  
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OBJECTIVES 
 

● Target: Segmented by sport rather than simply avid sports fans in order to capture the 
biggest audience in the most direct way 

○ MLB and NFL 
● The rationale behind segmentation: Rather than targeting sports fans in general, it would 

be best to format the advertising based on each individual major sports market. This way 
NFL fans aren't seeing ads for MLS or vice versa. Targeting fans directly with players 
and teams they love will increase the chances that they click, read, and subscribe.  

● Seasonality: February-July will be the months with advertising push for target market. 
○ These months have numerous big sporting events taking place, and it will give 

potential customers more incentive to become members. 
● Rational: In depth, these are the main sporting events taking place in each month 

■ February - During this month the Super Bowl will be taking place, and 
there will also be college basketball games taking place leading up to 
March Madness. 

■ March - The NCAA Tournaments will be taking place leading up to the 
Final Four in April. 

■ April - At the start of the month the Final Four, the Masters and the 
NCAA Frozen Four will be taking place. Near the end, the NFL Draft will 
take place. 

■ May - The US PGA will be taking place in mid May. Also, the 
Indianapolis 500 will occur towards the end of the month. 

■ June - The Stanley Cup Finals, NBA Finals, US Open, Tour de France 
and Wimbledon will all be taking place during June 2020.  

■ July - The Summer X Games and Summer Olympics will be two unique 
events covered during July. In addition, the British Open will take place. 

● Geography: US only  
○ National and targeted by city for specific sporting events.  

■ Specific cities: Los Angeles, San Francisco, Boston, New York, Chicago 
● Reach and frequency  

○ Use media to maximize reach nationally and increase frequency during prominent 
game times. 

○ The rationale: by using various vehicles to increase exposure, they should 
increase the overall reach. 

○ By finding the right mix of frequency to avoid audience burnout, and to maximize 
ROI. 
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MEDIA STRATEGIES AND RATIONALE  
 

● Online during live streams on ad breaks  
○ Description: Through live streaming services, Hulu Live, FuboTV, and ESPN 

Plus. 30% of Live Stream ads will have no direct response and 10% will have 
direct response.  

■ In each live streaming service, three advertisements will be scheduled for 
two games a month with a duration of 45 seconds a piece.  

■ On each streaming service, the ads will be unchanged for the same games. 
■ Purpose of ads is build brand awareness and direct users to website. 

○ Costs: 40% of the budget will be allocated towards advertising during live 
streams. $1,600,000 total  

○ Impressions: 157,038,000 
○ Rationale: The users streaming live games are likely to be sports fans / target 

demographic for the campaign 
○ Hulu Live, FuboTV, and ESPN Plus are the top live streaming services for sports, 

and by using them the chances of reaching proposed market are increased. 
○ Because The Athletic is an online service, it would be more effective to advertise 

online during games so that the potential customers could click on the link and 
explore the website (owned media) and see what is offered.  

○ The target demographic already streams their games, and there are opportunities 
for them to be reached. 

○ Through advertising during live streams of games, a larger amount of viewers will 
be reached. 

○ The focus will not be placed on TV advertisements because it would be harder to 
get the main message across using this medium. 

○ Because live streaming games is mainly done through paid subscriptions, it is 
shown that the target audience is willing to pay for the enjoyment of sports.  

○ Advertising during live streaming will also allow the capability of advertising 
during more sports, and during the more prominent games to ensure the majority 
of the proposed market is reached. 

 

● Social Media: 
○ Description: Ads on Facebook and Instagram 

■ Facebook will be used in a more prominent way in initiating discussion 
through a mixture of paid and earned, while Instagram will have the 
purpose of strictly paid.  

○ Costs: 20% of budget - $800,000 
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○ Impressions: 210,526.2 
○ Rationale: People turn to social media in order to catch quick highlights of the 

game if they are unable to watch, as well as being able to have an open dialogue 
with other sports fans about what’s happening.  

○ The target market for The Athletic uses social media as a means for attaining 
information. By using paid ads on Instagram and Facebook, there is a higher 
chance of reaching them. 

○ The target demographic that is trying to be reached is active on social media and 
they are likely to swipe up to learn more when something intrigues them. 

○ Cost effective as Instagram/Facebook paid ads are able to be connected. 
○ Depending on the month and games taking place, the ads can be paired with 

popular posts on The Athletic pages.  

 

● OOH: 
○ Description:  On stadium screens during sporting events and Subway Systems  

■ For big games  
○ Costs: 10% for stadiums and 10% for subways - $800,000 total 
○ Impressions: 16,127,244.56 
○ Rationale: avid sports fans attend games, big group of fans in one space, 

everyone looks at the big screens. 
○ The target demographic is present at the games and they are fully immersed. 
○ Because advertising in stadiums is not only expensive, but also more effective for 

brands that the public is already aware of, it would be important to use the banner 
space tactically.  

○ By having “TheAthletic.com” placed on a banner at football, basketball, and other 
sports games that are televised, we not only create higher brand awareness with 
the attendees of the games, but also with the ones watching it elsewhere.  

■ By reaching audiences at the games and at home it will make the hefty 
price of advertising at stadiums more worth it. 

■ These ads will not only be viewed by fans at the game, but also by people 
watching on TV that can see the ads in the background. Thus, giving it 
even more exposure for free (earned media). 

■ Although it’s just a name popping up this is creating more brand 
awareness for when they see ads later on for The Athletic. 

 

● TV 
○ Description: Advertisements will be shown during sports games 
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■ Three advertisements will be scheduled for three games a week with a 
duration of 45 seconds a piece.  

○ Costs: 20% of budget - $800,000 
○ Impressions: 157,038,000 
○ Rationale: Even though the target demographic might not watch as much TV on 

a regular basis compared to the older demographic, they still go to sports bars and 
watch the game on TV, as well as house parties that play the game on the 
television. This will help reinforce the brand awareness after they see the ads in 
the background of the game.  

○ The ads should come on right as the game turns to commercial break so 
everyone's attention is still on the TV. 

○ Maximum of three commercials a game so the fans aren't turned off by the ads, 
but still enough so that they are aware.  
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BUDGET 
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FLOW CHART 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



10 

 
 

PROJECTED RESULTS 
 

● 80% reach and 3 frequency  

● Increase in the brand awareness by an estimated 15 percentage points 

● Estimated 150,000 new subscribers by the end of the campaign. 

○ The Athletic Yearly Membership Price: $59.99 

■ 150,000*59.99= $8,998,500 

■ (8,998,500-3,971,050)/3,971,050= 1.27 

■ ROI= 1.27 

● The expectation is for the brand awareness to increase by more than 10% with proposed 

efforts.  

● Total impressions from campaign: 330,413,771 

● Month with highest reach- May 

● Direct response projected results: 

○ Live stream with direct response impressions= 52,346,000 + Social media 

impressions= 210,526.2 x.03 (3% Conversion Rate) 

○ Converted subscribers from impressions on direct response= 1,576,695.79  

 


