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SMQ: Can you describe your career path and the 
main things that FanCompass does to help sport orga-
nizations?

Pardi: I had developed a fi tness and laundry business 
in San Francisco but during the dot-com crash, a num-
ber of organizations failed and mine was one of them. I 
then turned my attention to the sport industry almost 
by accident. At fi rst, I was working on developing a new 
sport loyalty program, but I soon realized that many 
of the marketing tactics that airlines, restaurants, and 
other businesses utilize to generate continual repeat 
sales would not translate as eff ectively to sport. Aft er 
researching the industry further, I realized that there 
were ineffi  ciencies because far too many franchises had 
marketing, sponsorship, and ticketing departments that 
rarely communicated with each other and almost never 
created strategies to work together as one organization. 
Teams were not maximizing their opportunities to 
collect, analyze, and interpret data regarding who their 
fans were and how those fans behaved. Th is led me to 
investigate concepts to make teams more effi  cient. In 
2009, with help from an angel investor, I co-founded 
FanCompass (editor’s note—the company was initially 
called GAGA for a few years). We work with teams to 
collect and analyze data and then turn fans into cus-
tomers. Our platform collects data, but we also provide 
our insights and expertise to help the teams understand 
what the data means and how they can then create op-
portunities. Much of what we do is help college athletic 
departments and professional teams monetize their 
brand.

SMQ: What exactly do you do that teams need?
Pardi: We provide a platform for organizations to 

actually understand their customers and then plan 
activities that will generate sales. Essentially, we try to 
provide an advanced customer relationship manage-
ment (CRM) system. Right now everyone has a website, 
Facebook page, Twitter account, and other social media 

outlets that they utilize. But in most cases, organizations 
do not have a centralized plan for how to use each of 
these outlets, nor do they understand (until it is too 
late) because they do not own that data and much of 
what they could do with that information is limited. 
Far too many organizations do not have an overall 
content strategy, so over the course of a day, one part 
of the organization will send out tweets, another will 
post something to its Facebook page, and another will 
send out email blasts, but none of the activities will be 
implemented as part of an overall plan. We provide a 
platform to integrate all of these activities and we also 
provide expertise to better understand how all of the 
marketing, branding, ticketing, and sponsorship activi-
ties can come together to maximize eff ectiveness.

SMQ: Why is it important for teams to have a plan 
when utilizing their website and social media? 

Pardi: Th ere is quite a bit of data about how people 
use social media, but much of that data can mislead 
marketers down a poorly performing path. For exam-
ple, the lifespan of a typical tweet is 19 minutes. But 
knowing this, some teams feel that every 20 minutes 
they need to send out another tweet. Th is can oft en be 
counterproductive, as those tweets lose what limited 
impact they might have had. Many teams also post too 
much information to Facebook. It is a nice platform for 
posting videos but it really cannot be utilized to sig-
nifi cantly generate ticket sales or to gather data about 
customer preferences. If you closely look at many team 
websites, they oft en look like yard sales with too much 
information rather than not enough. Th ere is oft en a 
feeling that more is better, but that may not be the case. 
For some reason, they all feel like content should be 
“above the fold.” Franchises should have an overarching 
editorial team that has a plan for every activity rather 
than a bunch of smaller teams that develop content for 
one subarea of the social media plan. 
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Also, for everything that is posted, there should be 
a data collection mechanism and there should be an 
opportunity to analyze that data and develop custom-
er action. That data collection should not just be one 
long survey that attempts to collect a large amount of 
information in one sitting. Fans do not want to spend 
considerable time filling out surveys. Since the team-fan 
relationship should be long-term in nature, the team 
can continually engage their fans, gather smaller pieces 
of data, and begin to build an individualized fan profile 
over months and years rather than minutes and days. 

SMQ: What is the process once you have secured a 
client?

Pardi: We first have strategy sessions with anyone in 
the organization who is related to marketing, branding, 
revenue development, sponsorship, ticketing, etc. We 
ask a lot of questions and begin the process of deter-
mining what needs to be done to integrate each of these 
departments. We have a design and implementation 
phase, followed by active marketing activities that are 
designed to gather data and get fans to take action. 
What we want to do is have every activity that the team 
executes have a data collection component to it, so that 
fans and their attributes and behaviors can be identi-
fied. We also want to limit activities that do not build 
upon previous activities. This is why it is critical to have 
various members of the organization in the room at the 
beginning and in the process as we move forward.

SMQ: What is the biggest issue you see with most of 
your clients upon your first visit?

Pardi: The biggest failure is that the top three depart-
ments on the business side—ticketing, merchandise, 
and sponsorship—do not collaborate enough and they 
work in silos. Far too often, they leave a ton of money 
on the table, and decisions are made that others could 
benefit from if other parts of the organization knew 
what was being implemented. Communication is key 
in every organization and, within most sport franchis-
es, there are not hundreds of full-time employees, so 
nearly everyone on the business side can be intimately 
involved in the communication process. We work on 
integration and communication as soon as possible 
after the initial analysis has begun.

SMQ: Has there been any resistance to your offers to 
work with teams? 

Pardi: There is always resistance to new products and 
services and certainly our field is no exception. Some 
teams collect and analyze data and implement success-
ful strategies better than others. In our case, we have 
had more success in some cases with forward-thinking 
organizations that are ahead of many other organiza-
tions. Some teams that need our services the most are 
the most resistant to even look at what we can offer. 
Some teams do not know what they do not know. In 

some cases, we have been told that the team or athlet-
ic department already has a website and social media 
accounts, so there is no need for our services. It is part 
of the industry. A typical response is, “We do not need 
you, we already have our Facebook likes and it’s spread-
ing our brand across their platform.” But Facebook likes 
usually do not help the organization create revenue 
opportunities. After all, you cannot put “branding” on 
the company’s balance sheet.  

SMQ: What are some of the trends you currently 
see? Where will the field be in the near future?

Pardi: One thing is that digital marketing and spon-
sorship activities are now becoming more and more 
the dominant aspect of deals, where just a short time 
ago they were additions or a small slice of the overall 
activities. We have also seen a tremendous amount of 
international opportunities being created, particularly 
for sports like soccer and basketball, which are played 
on every continent in the world. For example, currently 
Manchester City collects data in 13 languages and Liv-
erpool collects data in seven languages. This will soon 
become the norm, rather than the exception, for fran-
chises that think globally and create systems to capture 
data. In the United States, there has been a long-stand-
ing idea that the team should focus most of its market-
ing, ticketing, and sponsorship efforts within 75 miles 
of their venue. In the modern, digital environment, the 
potential customer base is the world. Even the NFL has 
recognized this and is slowly attempting to reach into 
foreign markets. 

SMQ: Over the last five years, there has been a real-
ization that teams may have hundreds of thousands of 
fans who will never purchase a ticket due to distance, 
price, or some other limitation. How do you see the 
various leagues in the industry developing given this 
emerging reality?

Pardi: We talk about developing virtual season ticket 
holders who insist on consuming games through 
various media platforms just like season ticket holders 
may attend every game during the season. In some 
cases, the fan base may include 70%, 80%, or even 90% 
of people who have little intent to attend a live event. 
Though there is certainly value in learning about ways 
to lower barriers to attendance for those fans, there 
are other ways that they can be engaged as customers. 
Some teams understand that those fans can be market-
ed to purchase licensed merchandise but there may be 
other opportunities to create a paying customer. Is there 
well-designed and created premium content to offer? 
Ultimately, organizations need to create customers, but 
with so many different types of potential customers, 
it is important to constantly think of the present and 
the future and how best to approach building revenue 
opportunities.


