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Current status as of March
SFL Project

12 CLUBS
ONBOARDED ON

12 10
integrations

41
users

22



Strategic support from expertsSFL Project

MONTHLY NEWSLETTERS MONTHLY WEBINARS
HIGHLY VALUED ONE-ON-ONE

MEETINGS AND DAILY
SUPPORT



       Key figures
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       Data integration status Swiss Football League
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Number of contacts per club
       Key figures

> 200k

551 768

TOTAL SFL CONTACTS
VS. 

500 000 SWISS SKI AND SUNRISE
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Metrics on the number of contacts
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       Key figures

New contacts in the database
since start of the project

50 416

per club on
average

4 201BSC Young Boys database
added to the platform

23,1 %

Growth of the average number of contacts per club Average growth of a club’s
database since start of the project



Marketing stats from Aug. till Mar. 2025Key Figures       Key figures

Number of email
campaigns sent 

727

Number of
emails sent

6 781 369

Average open rate 

42,34 %

Average click rate

3,33 %



Growth in number of users
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Project is growing and more and more people are involved in CRM strategies

Key Figures       Key figures



Growth in the number of active scenarios
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       Marketing automation



Welcome Email For new subscribers to the newsletter, the membership program or renewals

Birthday Email To send wishes to fans through different formats, either a simple email, a video from their favorite player, or a
player born in the same month.

Reactivation Email To reactivate dormant contacts after a period of no interaction with the club, such as not opening emails,
attending matches, or purchasing merchandise.

Abandoned Cart Email To encourage fans to complete their purchase, either with a simple reminder or by offering special discounts.

Post-Event Email - Satisfaction Survey To gather feedback from fans after an event by sending a satisfaction survey, allowing them to share their
experience and help improve future events.

Pre-Event Email - Practical Information To provide fans with essential information before an event, such as venue details, timings, and tips for a
smooth experience.

First Purchase Email To welcome fans after their first purchase, whether it's a ticket or merchandise, and convert them into loyal
customers by engaging them early with the club.

Empowers you to engage with fans at the right time, with the right message, automatically – saving you time and boosting loyalty effortlessly

       Marketing automation
The most popular scenarios



     Templates
Lausanne Sport

Post-Event
Total recipients

Open rate

Click rate

1 198
68,2%
5,8%

Ticket Sales Opening
Total recipients

Open rate

Click rate

24 365
46,1%

1%

Pre-Event
Total recipients

Open rate

Click rate

1 779
76,9%
4,5%



     Templates
BSC Young Boys

Post-Event Newsletter
Total recipients

Open rate

Click rate

83 269
39,7%
0,8%

NFTs Announcement
Total recipients

Open rate

Click rate

2 168
66,8%
3,8%

Merchandising Sales
Total recipients

Open rate

Click rate

77 046
47,5%
2,9%



     Templates
Yverdon Sport

Ticket Sales Opening
Total recipients

Open rate

Click rate

2 517
72,9%
7,8%

Monthly Newsletter
Total recipients

Open rate

Click rate

4 342
62%
5,5%

Contest Announcement
Total recipients

Open rate

Click rate

8 415
54,8%
7,3%



Objectives : 
Engage fans during the holiday season.
Convert social media audience into qualified contacts.
Acquire new contacts for the club's database.
Provide value to partners through increased visibility
and direct interactions.

As part of the end-of-year celebrations, Servette FC wanted to engage their fans. Using
our Guestviews module, we co-created a digital Advent calendar, allowing fans to
participate each day for a chance to win a gift provided by the partners.

Total participations

26.9k

New contacts in the database
representing 50% of the

participants

Servette FC

Partners showcased

152 960

       Use case



       Use case

Top ROI of marketing actions
Connect Arenametrix to the online store in real time
Identify fan behavior: “item added to cart”
Design the marketing template
Create the Marketing Automation scenario
Send an email to the fan if the cart is not validated
Performance analysis

Lausanne Sport aimed to maximize conversions and increase revenue by reducing the
number of incomplete transactions.
By identifying abandoned carts, you can re-engage fans who showed interest in your
services (subscriptions, tickets, merchandising) but did not finalize their purchase. This
helps recover sales that would otherwise have been lost.

Emails sent per month

126

Revenue per month

Lausanne Sport

Conversion rate

16,7%2 380
CHF


