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FANCOMPASS SIGNS LOTTERY.COM, SHARES REVENUE 
WITH PARTNER TEAMS 

 
Campaign activation with Fresno Grizzlies, El Paso Chihuahuas, Sacramento Republic FC & 

Charlotte Independence Penetrates 23 States  

   
 

SAN RAFAEL, Calif. (August 1, 2018)— Like many U.S. companies, Lottery.com sees 
the value in entering a sponsor partnership with professional sports teams.   As a community asset, the 
“hometown team” can deliver online traffic with a powerful passion association like few other businesses. 
  
            In the past, a corporate sponsor had to deal directly with a sports franchise.  And if it were one of 
the Big Four professional leagues—the NFL, NBA, Major League Baseball or the NHL—the rate card was 
certainly not modest. 
  
            Enter FanCompass, the only sports tech company of its kind and the premier digital destination 
for sponsored fan engagement.  Since 2016, the San Rafael, Calif.-based start-up has burst onto the sports 
scene by attracting multi-year partnerships with teams in 14 different leagues. While high profile partners 
have included the NFL’s Cleveland Browns, the Premier League’s Manchester City and Liverpool F.C., the 
NBA’s Los Angeles Lakers and Syracuse Athletics, it is the wide spectrum of Minor League Baseball and 
United Soccer League clubs on FanCompass’ client list that has presented corporate sponsors with a 
unique option for their advertising dollars. 
  
            Earlier this year, Lottery.com executives chose FanCompass as an online platform for their “The 
Winning Ticket” themed campaign.  The reasons they opted to align with FanCompass instead of an 
individual team were threefold: 
  
● Diversity of Fans—A partnership with FanCompass meant the promotion would be activated by 
multiple teams across various leagues and geographies in the FanCompass Global Network.  In this case, 
the Pacific Coast League’s Fresno Grizzlies and El Paso Chihuahuas, and the United Soccer League’s 
Sacramento Republic FC and Charlotte Independence all offered a “VIP Ticket Experience” to their fans in 
the Lottery.com sponsored campaign, which ran for three weeks in March. 
  



● Broader Reach—While an NFL or MLB team might deliver big numbers in their particular market 
or region, the sponsorship cost might be prohibitive for many would-be sponsors. In contrast, for a more 
palatable price tag, FanCompass can deliver a much broader geographic reach and brand association 
through their multiple-team platform.  For instance, the Lottery.com promotion penetrated 23 states, 
including New York, California and Texas. 
  
● Data Collection—Each fan that entered the contest provided valuable opt-in leads for both the 
team and Lottery.com.  The combined social channel metrics across 23 states were over 775,000 
impressions and 285,000 reach, and an additional 26,000 impressions on Twitter. Sixty-one percent of the 
fan entrants actively opted-in, thus converting to leads for FanCompass teams and/or Lottery.com 
delivering immeasurable value to all parties.  
 

For participating clubs like the Fresno Grizzlies and El Paso Chihuahuas, it was the top performing 
online promotion in their respective franchises’ history.  Each of the four FanCompass partners offered their 
own unique prizes under the umbrella theme “The Winning Ticket” to align with Lottery.com brand strategy. 
The Grizzlies billed theirs as a VIP Luxury Suite Experience, which included 12 game tickets to a private 
suite. The Chihuahuas enticed fans by an enter-to-win contest to win four lower level seats to the El Paso 
exhibition game with the San Diego Padres.  Sacramento Republic FC offered four lucky fans a chance to 
win a “Matchday Experience,” while the Charlotte Independence gave away four Club Seats as part of it 
VIP Ticket Experience. 
  

“We’re seeing great traction with these FanCompass created sponsored activations,” said 
Chihuahuas’ President Alan Ledford, a veteran sports executive who formerly served for 9 years as 
President, GM, and COO of the Sacramento River Cats, and before that he spent 15 seasons with the 
Oakland A’s, ultimately in the role of Vice President, Business Operations. “Teams benefit from new-found 
revenue and increased fan engagement, while sponsors like Lottery.com are provided a cost-effective way 
to reach new audiences and build their own customer base. It’s a win-win.” 
  

Ledford said that 73% of all entries opted-in, which helped to increase the Triple-A Chihuahuas’ 
database.  MountainStar Sports Group, which owns the El Paso baseball franchise, recently purchased an 
expansion United Soccer League team (to launch in El Paso in 2019), and has been so satisfied with its 
five-year FanCompass partnership that they have already enlisted the sports tech company for their new 
soccer club. 
  
            Beyond the benefits of branding, data expansion and cost effectiveness, Lottery.com also reached 
a high percentage of mobile users (82 percent of all entries), important for driving app installations.. Fans 
entering the four-team campaign were ultimately redirected to Apple and Google app stores through a link 
to download the Lottery.com app.  
  

While brands are now demanding digital activation, most professional and college sports 
organizations are still in the early stages of understanding how to capitalize on these advantages. By 
utilizing FanCompass, teams and properties have been able to significantly increase the value of 
sponsorship rights by activating these fan engagement products as digital assets and lead generation. 



About FanCompass 

Headquartered in San Rafael, Calif., the company was founded in 2009 as GAGA Sports and re-launched in 2016 as 
FanCompass, the premier digital destination for sponsored fan engagement.  The white-labeled platform seamlessly 
integrates into customers’ tech stacks, powering a suite of engagement products to attract fans and sponsors alike. 
Rights-holders activate their current sponsors and work with FanCompass in-house sales experts to generate new 
revenue from incremental non-competing digital partnership opportunities.  The technology ultimately generates 
qualified leads for marketing, ticket sales and partner sponsors, while providing infinite digital inventory for sponsors 
and properties alike to achieve maximum ROI for all involved. Not only does the proprietary technology help clubs 
navigate the increasingly complex process of creating successful online fan experiences, but also teams can now 
convert those experiences into sustainable revenue streams.  FanCompass currently works with properties across 14 
global leagues and its product is translated into more than 15 languages. Among their partners are teams in the 
National Football League, the National Basketball Association, the National Collegiate Athletic Association, and both 
the Premier League and Major League Soccer and Minor League Baseball. For more information, visit 
fancompass.com. 
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