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Article Summary
The article, Digital Marketing that Leverages Sporting Event Ticketing Data, was written by T. Sato, S. Fukumoto, M. Ishii, I. Hiraishi, and Y Matsumoto in the year 2018. This article provides sufficient information on digital marketing that uses membership data, ticket data, social media, and other platforms to expand their fan base. Besides, the authors show how digital marketing provides the different leagues with information on how to understand better the watching trends that their fans have. The authors outline various recommendations on digital marketing that enhance the participation and engagement of fans at their respective sports.
Over the recent past, Japan has held various sporting events. The events have ranged from small-scale events planned by the local and private organizations and governments, to more significant international events. Nevertheless, the statistics held by the Japanese Sports Agency have revealed that it is only 24.7% of all people have physically attended these sporting events in stadiums (Sato et al., 2018). The authors show that there is a need to increase the number of people attending these sporting events to increase the level of excitement in stadiums. Furthermore, the statistics reveal that a high number of spectators are males who are teens and they attend because they love the respective sports they go to watch. The authors also acknowledge that only a few people participated in these events because they possessed tickets or because they felt the urge to go and watch them. Therefore, this speaks of the greater need to create awareness and appeal to more groups to begin attending these sporting events. Besides, the authors note the need to encourage teens to continue attending these events in high numbers.
A significant reason why there are very few spectators in these sporting venues is the lack of marketing keenness in Japan's sports industry. To expand the fan base, there is a need to use digital marketing that combines membership data, social media, ticket data, and many more (Sato et al., 2018). Digital marketing can be employed to attract more spectators to these sporting events. Therefore, Fujitsu approaches this serious problem affecting the sports industry in Japan by offering a solution to digital marketing by using ticket data. This compares with digital marketing approaches by Major League Basketball, which use digital marketing and personal branding as their primary marketing strategies (Redmon, 2020).
Different systems are supporting the success of sporting events. Up to now, the information held by each system was locked inside the respective system, and to make future success, it would be vital to manage and aggregate such log data, and then analyze it from different angles. The data will then be used to transform the sports industry by simply learning the spectator behavior attributes.
In conclusion, this article gives essential recommendations to enhance the attendance of sporting events by spectators of various categories. The authors revealed Fujitsu's marketing approach through ticket data. The authors have shown the lack of market keenness as the major setback to individuals' sports attendance. However, appropriate use of ticket data alongside other mechanisms such as membership data and social media are good enough to get attendance data and encourage people to attend. Going forward, there is a need to manage logs for easy analysis from different fronts. As a result, the data will be transformed for learning purposes to determine the behavior of spectators.
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