


Ah…The beautiful game.

“Football is the 
most important of 
the unimportant 
things in life”

Arrigo sacchi



The cultural shift

Fandom is 
splintering 

Football is changing; 

betting brands are standing still.

The terraces are 
going digital 

Betting brands 
are in a sea of 
sameness



Betting brands are shouting 
from the sidelines.

01

become a 
credible 
football 
brand 

02

transcend 
our 
category

03

beat the 
best for 
fan 
attention

Beyond racing Outside betting and 
into entertainment

Taking on nike, 
adidas + the big guys



To lead in football, we had to move inside the game

‘Playmakers’
A new way to understand football culture, 

not just fan behaviour



Playmakers find and create opportunities.
We played in Football Culture, Fan Culture and British 
Culture.

Football Culture Fan Culture British culture



Playmakers: how we did it 
A blend of Fashion designers, photographers, Rappers, 
historians, women’s game pioneers, 5-a-siders… 

Mission 
Room

Culture 
mapping 

Diverse 
experts 

Fan 
dynamics 

Platforms and 
strategy 

Fresh Hypotheses + Truths Signals and Shifts Cultural Myths Playing; Talking; Observing Concept and Creative

Identify the Space Know the Space Dominate the Space





FROM INSIGHT TO 
ACTION.

football is faith, chaos, and 

participation and brands need to 

do everything they can to keep 

the drama going and bring fans 

inside the game, any way they can.

1. Football is Faith, Not Formula.

2. Fandom is Inherited, Not Chosen.

3. Chaos Connects.

4. Humour Needs Heart.

5. Authenticity Beats Irony.
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More volume

+9%
growth in new customers  

More value

+21%
vs target in stakes

More considered

+6%
in Brand Consideration 

More effective

5.0
System 1 Rating of Exceptional

Record-breaking Commercial & brand results 
AND A BLUEPRINT FOR FUTURE SPORTS RESEARCH. 



Humour, Heart and 
earning our right 
to play.

Moving pp From a 
bookmaker 

to a cultural 
playmaker.
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