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Take Aways 

1.  Customer journey > call center satisfaction 
  

2. Digital Strategy > using digital channels 
  

3. Data is everywhere 
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Why Customer Experience? 
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Have fundamentally changed how we 
live, work & interact... 
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About Wimbledon 
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When was the first 
championship? 

1877 
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No. of Full and Life  
Members at the Club? 

375 
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No. of attendees during the 13 days  
of The Championship? 

491,084 
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No. of visits to wimbledon.com 
in 2014? 

63.8m 
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No. of page views to  
wimbledon.com in 2014? 

474m 
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Percentage of wimbledon.com  
views from mobile devices in 

2014? 

58% 
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Increase in social media  
following from 2011-14? 

450k to 5m 
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Fastest serve? 

238km/h 
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No. of data points  
collected in 2014? 

3,179,515 
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Digital Strategy Wimbledon 

1.  Customer journey = greater value, less friction 

2.  The next best thing to being there 

3.  Leverage data everywhere 

4.  ...but staying true to the brand and heritage 
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Design Thinking, Empathy Mapping & Personas 

Ginny 
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From strangers to advocates 
Fan is made aware: 
 
•  Tweets about Wimbledon 
•  Gets a reply from Wimbledon to draw her in to the web site & ticketing process 
•  She can watch an online tour and fan videos 
•  Applies for tickets 

Getting the fan engaged: 
 
•  Attends coaching events at her local club 
•  Posts more on her Instagram 
•  Disappointed she hasn’t been awarded the tickets 
•  But is suggested the ‘Queuing – tickets in the day’ 

process 
•  Enabled to follow the career of her favorite player 

through the app 
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From strangers to advocates 

Fan is interacting: 
 
•  Wimbledon has started & through 2nd screen (ipad) 

she can dive into more personalized content 
•  Gets a good feel for the atmosphere through the 

different video and audio perspectives 
•  Shares with her friends and decide to try to get daily 

tickets based on the guided selling advice 
•  Receives information on the daily queuing process 

Getting the fan involved: 
 
•  Wimbledon provides dynamic queuing prediction 

suggests 22:00 on Monday for Tuesday tickets 
•  Provides update on Monday morning that due to rain 

tickets are still available 
•  She also registers for a center court resale ticket 
•  Onsite a steward makes her aware about the e-wallet 

on her phone which helps avoid more queues 
•  App notifies her when and where her favorite player 

will play his match 
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From strangers to advocates 

Fan is transacting: 
 
•  Interactive map on her phone informs her about 

nearby food and drinks vendors 
•  Pre-oders lunch 
•  Gets a discount code for a different store because she 

used the e-wallet to buy lunch 
•  Gets real-time updates on delayed matches due to 

rain 

Fan is delighted: 
 
•  Throughout the day she receives updates on her 

position in the queue for the resale ticket 
•  Gets through and uses her e-wallet to purchase 
•  Attend the match of her favorite player and 

retweets the stats of the live social sentiment she 
gets on her personalized feeds 
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From strangers to advocates 

Fan is an advocate: 
 
•  As the game ends she looks up taxi queue, traffic 

and transport information 
•  Decides to use a discount code for a nearby 

restaurant 
•  Signs up for Wimbledon sponsored coaching 

events and personalized recommendations 
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Consistent cross platform brand quality and personalized experience 

Smartphone apps – high 
volume, snackable use 

on the move 

2nd screen use, end of day 
sit back, enhanced rich 

media 

.com and m.  
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It starts with data quality and statistics from all courts 

!  48 Statisticians 
!  County, National and International 

standard tennis players 
!  Detailed statistics captured for every 

point in the match 

!  Recorded in real time using  
specialist software and  
hardware 

!  Radar speed of serve technology 

!  Records the speed of the ball within 
an instant of it leaving the racquet 

!  Hawk-Eye ball and player tracking 

!  Player movement, hit points 
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Fan engagement through insights 
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Social media is a fundamental part of the digital strategy 

!  Social media volumes are increasing exponentially 
!  Understanding and responding to fans interested in real time: 

!  Creates a more engaging and relevant experience on owned channels 
!  Attracts a new audience demographic  
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Hill vs World – Making the digital to physical connection 

!  Fan engagement on-site and off-site – connecting a global community 
!  Questions posed and responses viewed via Large Screen TV and online 
!  Users targeted on site with push notifications as well as off site alerts 
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Influencer Analysis 
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Delivering an exceptional Customer Experience 
Match customer expectations & manage experience throughout the event / relationship 
 

Learn to anticipate 
my preferences and 
be proactive 

Make it 
convenient  
and natural to  
interact with you 

Be there when I need you –  
in real time 

Use what you learn 
about me to service  
of my needs 

Remember all of our  
interactions and 
recognize me 

Customer expectations 
And never forget the increasing power of 

social media when things go well, and 
when things go wrong – customers do. 
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Take Aways 

1. Wie 
  

2. Wat 
  

3. Wow 
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Delivering a  
winning edge 
with data 
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Creating brand 
advocates with 
an integrated 
approach to 
social media 



Page	
  40	
   11 juni 2015 IBM Interactive Experience 
Client Title Confidential 

40 

Millenials! 


