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We check thescores, set our lineups, follow the rankings and
chase every update that moves the game forward.

We track every play, catch every highlight and never lose sight
of what’s next.

Along the way we pick up new friends. We find new
communities.
New highs and new lows.

ITSIN
THE GAME

They say passion doesn’'t clock out.
So we stay tapped in past the fourth quarter: scrolling,
streaming, watching and replaying what the game gives us.

Being a fan isn't something you schedule.
It’s something you live.
You’re Always In The Game.
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TODAY, WELOGKIN THE NE)(T ERA 0F FANWM

We're defining how real-time connection, Constant access 1
and digital community turn everyday moments into game ‘
7/ moments. from kickoff to group chat to highlight replay.
We'll explore the opportunities ahead, the goals we nheed to
achieve and the creative ideas that can spark real
S S))))] momentum and growth.
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OVERALL GONTEXT

THE ECOSYSTEM QUESTIONS
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« EA Sports is a division of
Electronic Arts known for top
sports gaming franchises

///ﬁ{%f(hentic, league-licensed sports
g ulation with a global player
4si// /1)
_ « The EA Sports App is the central
/S S ) forgA Sports players, offering
/ gyaz?je/ updates, stats, rewards and

personalized content
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THE BRIEF

Dévelop an integrated PR campaign to expand ' -
awareness-and adoption of the EA Sports App - il
~among Gen Z football fans across the college and

/ FL landscapes.
. riord o biogtives,

Establish the EA'Sports App as the essential
second-screen companion for live football

/ xperiences. Establish EA Sports as the platform
fansse for real-time engagement, community
ﬂwjijgz@%lbarticipation.
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Features That Would Motivate GenZ to aSportsfy
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@ liveupdates ~ @ Easynavigation @ Personalizedcontent— Res

. Easynavigation

Personalized content

Rewards/challenges
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RESEARCH INSIGHTS

« Football is a social experience first.

. o Digital fandom is fragmented.
. EA |s’dseen as a gaming brand — not a sports culture\\\\\\1 11 % &
ran
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"GIVEUS ONEAPP
THAT FEELS LIKE A
SATURDAY TRAILGATE.
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MEET JOHN

Profile: College student (18-22) who watches football
with friends every weekend.

Motivation: Football = social ritual; wants shared
experiences and fun game-day energy.

Frustrations: Using multiple apps; ESPN feels cluttered
and corporate.

Digital Behavior: Constant second-screen use; bounces
between Instagram, TikTok and ESPN.

What They Want: One app with highlights, memes, live
updates and social rewards their friend group can use
together.
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MEET GRIFFIN

Profile: Data-driven fan (20-24) who manages fantasy teams and
tracks stats in real time.

Motivation: Wants fast, accurate info to stay ahead of friends in
fantasy and betting.

Frustrations: Switching between multiple apps; lack of clean,
personalized dashboards.

Digital Behavior: Heavy notifications user; follows analysts and
sports creators.

What They Want: A streamlined hub with real-time stats, fantasy
tools, personalized alerts and daily engagement incentives.
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MEET EMILY

Profile: Younger Gen Z fan (17-21) who prefers highlights and creator
content over full games.

Motivation: Stays in the loop through viral clips, athlete personalities
and sports culture.

Frustrations: Sports apps feel too technical and lack personality; EA
feels “just gaming.”

Digital Behavior: Lives on TikTok and Reels; engages with meme edits
and creator reactions.

What They Want: A fun, culturally relevant feed: short clips, creator
collabs and an inclusive, easy-to-use second-screen experience.
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o The EA Sports App keeps
fans “Always In The
K Garl?e.” %ur Iactivlation
akes that litera
//fll'mﬁe”EASports RV is a
Mmobile, immersive
“Second Stadium?”

// // y?n;;%rﬂrgzteevery place
@ i s

SPURia

ALWAYS IN THE GAME
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« L ED scoreboard walls showing live
app data

» Game simulators + skill challenges

/ powered by the app
// /E'%Spgrts merch hub (tailgate gear,

limited drops)

e Creator + athlete surprise
appearances

/ /7 ownload-to-enter challenges
/ / B/@g p/ppp,r,tu,nities - The Confession
. ' Bo /]
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Atlanta, Georgia

Los Angeles, California

Miami, Florida

Dallas, Texas
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New Heights Ariel Brumfield reece.christinee Theo Ash . . heykayadams *, allison kuch

17 4.9M 243. 1M 497 56.9K 463 1M 16.4M 191 2.4M 242 357.3K 47.8M . 71 99.7K ¥ 907 3.4M 370.8M

m Messege m Miesage m Mesesoe m Meseroe m Message m Messege m Message

With Jason & Travis Kelce. From @Wondery Just for fun:) Dancing through life for an audience of One | add everyone back on Snapchat & Want stats? Use Promo Code THEO for 20% off watch "up & adams" on YouTube teen mom in oc
Podcasts. Dallas Cowboys Cheerleader @ https://linktr.eefrcweaver01 TV personality “ . StatHead on Pro Football Reference! most in touch person
@ https:/fink.to/NewHeightsPodcast LSU Tiger Girl Alum £3 Heavyweight Champion ¢, @ @ monsterleague.app/theo-download 11 allisonkuch.collabs@
¥ ariel@idolsandicons.co S o @ https://www.snapchat.com/add/chased... - @ https://linktree/Allisonkuch
”: — N ) a ) Subscription ox )
[7) Showcase ) Showcase (2 Team Chase g7 Subscription | s > T 8 [7) Showcase
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THE STRATEGY

1 SECOND - mnm —
STADIUM
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» Builds anticipation
around-each RV tour
~ _stop by teasing the
| mystery athlete

///ﬂ/u ence becomes part
ol thegessnggame,

repeat V|ewersh|p and
social buzz leading up to

77|

Hint #1: Cowboys player
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\ NN OWN

mn Hometowi
Lo Hero
L. -

Wide Receiver #88
\ Artist

\\ Born in Texas
Cowboys Star
Leading the Nation

Throw Up the X

Wide Receiver #88 O
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CLIP 1: FAN ERUPTS IN CHEER WHILE IN PUBLIC CLIP 2: FAN CARRYING CHAOTIC OVERLOAD OF CLIP 3:FAN WATCHES GAME, PRETENDING TO
RESTROOM. MANIC GAME-DAY ENERGY. GROCERIES. NEARLY DROPS BAGS TO CHECK APP. FILM BIRTHDAY GIRL AT HER PARTY.

/ CLIP 4: JOB CANDIDATE CAN'T HELP BUT CHECK CLIP 5: MOTHER CHECKS THE SCORE OF CLIP 6: WOMAN SCREAMS “YES” IN RESPONSE

EA Sports APP DURING INTERVIEW. THE PACKERS GAME AFTER GIVING BIRTH. TO THE WINNING GAME.
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THEATHLETICOP-ED

“The problem is that much of
the sports landscape has not
fully Caugfht up with the
ans.”
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Category

Traditional Sports

247Sports

Pitch Contact

Brady Quinn

Why They Fit

Fan experience analysis, not
recruiting

Traditional Sports

Bleacher Report

Master Tesfatsion

Culture-first sports storytelling

Sport Culture

Barstool Sports

Jack Mac (Jack McGuire)

Fan antics + virality

Sport Culture

Overtime

Zach Weiner

Gen-Z fandom + NIL creators

Sport Business

Sports Business Journal

Michael McCarthy

Sports media & streaming shifts

Experiential marketing +

Sport Business Adweek Robert Klara ]

campaigns

Athlete appearances + viral IRL
Entertainment TMZ Sports Gary Trock PP

moments

Sports + entertainment industr
Entertainment Hollywood Reporter Alex Weprin P y

crossovers
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HOW WE WILL MEASURE SUGGES
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