




We were thrilled to work with The British & Irish 
Lions and to enjoy the opportunity to explore 
digital innovations for one of the world’s best-loved 
sporting brands, creating a powerful interactive 
experience for both fans and the sponsors. The Lions 
embody what EY brings to its clients — a broad range 
of diverse experience and character that, together 
with the right strategy and analysis, can build a 
better working world through high-performing 
teams. The Lions wanted to enhance and 
protect their reputation, increase their audience, 
proactively engage with their stakeholders and 
broaden their appeal. 

EY helped the Lions transform their fan engagement 

digital strategy and vision while shaping the future 
fan and commercial partner experience so that 

teammates because we saw a real opportunity to 
help the Lions change the game in world rugby, 
to add value to their business while demonstrating 
EY’s collaborative approach to delivering 
digital capabilities.

Our involvement with this much-anticipated event 
allowed us to demonstrate how EY employs its 
extensive digital capabilities and business intelligence 
in a way that differentiates us from our competitors 
— by connecting our services, people, products and 
alliances in new and powerful ways, to help clients 
thrive in this Transformative Age.

This collaboration leveraged EY’s data analytics 
experience in business and commercial applications 
to impact and improve the interactive engagement 
between the Lions team, their fans and sponsors.

Not only are the Lions the most-loved rugby brand 
in the world, they’re located in the UK and Ireland, 
organizing an event that’s taking place in New 
Zealand, half a world away — that’s 12 time zones. 
EY showed its capacity as a global organization by 
running a team based in nine countries and able 
to respond 24 hours a day.

Teamwork, achieving goals and targets, and the 
importance of leadership are all key challenges 
in the worlds of both sport and business. It is these 
values that brought EY and The British & Irish Lions 
together to form such a successful relationship, 
a story we outline here.

“When looking for our partners, the British & Irish Lions look 
for the best in class. The very best of the best. EY were far 
more than partners. They were part of the team.”
Charlie McEwen
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as a continuous form of disruption 
to existing (or new) business models, 
products, services or experiences, 
enabled by data and disruptive 
technologies across the enterprise.”
Laurence Buchanan
EY EMEIA Digital Lead and Delivery Lead for Lions sponsorship
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EY’s objectives with the Lions 
partnership were fourfold:

1 Build leading-class fan engagement 
through the Lions fan app and 
social media engagement

2 Assist and guide the Lions as an 
organization to learn more about 
their fan base

3 Turn that insight back into 
the balance sheet by increasing 
the value of Lions sponsorship in 
the future

4 Protect the Lions from 
cyber threats

Once we became a teammate of the 
Lions we saw a real opportunity to add 
value and to feature EY’s new digital 

the Lions, they expected us to bring 
along a shopping list of ideas we would 
create for them. Instead we talked 
about their business model and their 
customer strategy and segmentation 
(fans and sponsors). 

The Lions are a consumer brand 
but their revenue comes primarily 
from sponsors, so they are a B2B 
brand in that sense. We asked what 
did sponsors get in return for their 
investment and argued that the more 
content that sponsors contributed — 
the better experience it would be for 
the fans and therefore more return on 
investment for sponsors. Our aim was 
to create a memorable experience for 
fans but one that was designed in such 
a way that sponsors could get onboard.

Working with the Lions we created a 
broad catalog of the personas that 
represented different groups and 
characteristics of their audience, 
which gave them a crucial, deeper 
understanding into their customers — 
something they had never had before.

This helped them to understand how 
they could gain value and engage with 
the different types of fans. A 16-year-
old rugby player who is watching 
the tour at home with friends is very 
different from an organization’s CEO 

Zealand for the Tests, who could 

become a potential sponsor in 2021 if 
engaged with in the right manner.

There were lots of ideas we put to 
the Lions about what they could do, 
but the challenge was to identify what 

their brand and, in turn, its value. 

Our personas development revealed 
that — from the fans’ perspective — the 
pre-match build-up, speculation and 
debate are almost as important as 
the games on Tour. Fans really value 
getting behind the scenes and as close 
to the Tour as possible, even though 
they may be thousands of miles away. 
We used this insight in developing the 
Lions app, and it became clear that 
the logical “big bet” was an interactive 
fantasy game so “My Lions” was born 
and became the central tenet around 
which the app content would be built, 

past tours’ stats and much more.

“The Lions is the pinnacle of 
world rugby. We will enhance 
our sporting leadership through 
digital excellence, unlocking 
value in every component of 
our business.”
Shane Whelan
Digital Communications Manager, British & Irish Lions
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Third phase

(Squad announcement)
19 April

The game had evolved and Lions fans 
now picked their starting XV for the 
First Test. They could play fantasy 
rugby against the EY ambassadors 
and rugby legends as well as setting 
up private leagues. Other Lions 
sponsors were able to set up their own 
mini-leagues quickly and simply.

Fourth phase

(First Tour match)
3 June

Detailed real-time stats and analytics 
previously only available to coaching 
staff and the media were now updated 
directly to the app so fans could see 
the real story behind the match. Fans 
were encouraged to select their team 
for each Test and compare to Warren 
Gatland’s starting XV. 

Fifth phase

(Post Tour)

Remove and strip out all 
the outdated content so 
maintenance is as light as 
possible for the Lions over the 
next three or four years before 
it’s reactivated ahead of South 
Africa 2021.

“With EY’s support, 
we were winners off the 
pitch before a ball was kicked 
or a tackle made.”
Charlie McEwen
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Innovation work 
(Command center)
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“The brilliant thing about 
working with EY was how they 
looked at things differently.”
Charlie McEwen

EY wanted to deliver exceptional 
client service and go further than 
just producing the app and My Lions 
interactive game, which was the basic 
requirement of being the Lions’ digital 
partner, to showcase our capabilities 
within digital, analytics and data.

We wanted to provide great insight 
for our client and give them access 
to information they had previously 
lacked, which would allow the Lions 
to make better and more informed 
business and commercial decisions 
in the future.

We produced a scorechart of ideas, 
including virtual reality experiences 
where fans would walk out of the 
tunnel with the Lions ahead of kickoff 
or stand alongside the team to face the 
Haka and even a Pokémon-style game 
where fans chase Lions around cities.

Our GDS teams very rapidly built eight 
prototypes for sponsors and the Lions, 
but limitations such as the poor Wi-Fi 
available in New Zealand stadia and 
broadcast agreements restricted the 
client’s ability to implement these 
innovations. 

So EY broke new ground by setting 
up an analytics command center 
in New Zealand (open to EY clients 
and sponsors) to provide real-time 
analytics on social media sentiment, 
security operations and sponsor 
promotions during the Tour.

The command center was a multi-page 
dashboard and showcases the app 
analytics (in similar fashion to Google 
analytics), bringing disparate data 
sources together and presenting 
in one easily accessible and 
navigable view.

Key sections included:

• My Lions — primary fantasy rugby 
and squad selection data such 
as games played, user preferred 
game play modes, user ladders, 
private league administration and 

statistics.

• Top Lions — visualization of player 
stats for key metrics, heat maps 
of set plays, run of play replay and 
analysis across games, and Man of 
the Match results from the app.

• App analytics — daily insights of 
aggregated Google/Apple app 
statistics including downloads, 
dwell time, geographic locations, 
demographics and unique views.

• Fan engagement — we integrated 
the Thunderhead Engagement One 
platform providing SSO capability to 
access the latest insights.

• Cyber — our teams integrated EY 
cyber’s threat analysis and security 
dashboards to enable us to monitor 
vulnerabilities and threats to the 
Lions infrastructure.

This was a great opportunity for EY to 
showcase its analytics capabilities and 
for the Lions to generate real insight 
during the Tour, which in turn could 
add new value to sponsors.
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EY’s support over the six months 
consisted of:

1 The EY cyber teams working in 
close conjunction with the app 
development teams, facilitated 
leading practice by performing a 
number of security tests including 
penetration tests of the Lions Fan 
app. The tests were performed 
as part of the development and 
release process, resulting in a 
secure app delivered without any 
additional delays. We tested the 

that all fans would be securely 

and that all data was collected and 
stored in accordance with data 
protection requirements.

2 EY delivered a broad assessment 
and review of the Lions’ security, 
policies and processes, and used 

to be taken to facilitate alignment 
to recommended industry practice 
and in the areas of cybersecurity 
and data protection. 

3 During the development of the 
My Lions app and after the 
19 April squad announcement, EY 
conducted more interactive testing, 
including development of a near 
real-time cyber detect-and-respond 
capability by designing and helped 
implement customized dashboards 
that allowed EY and the Lions 
to view:

a Inbound connection attempts
from “known high-risk 
addresses” to the back end 
Lions infrastructure. 

b Visual and dynamic patterns 
of connections to identify 
anomalies across the 
infrastructure, helping 
the Lions command center 
to respond accordingly.

4 EY complemented our
detect-and-respond capabilities 
by providing daily proactive cyber 
threat intelligence to the Lions 
and the app command center. This 
allowed EY to focus our activities 
on cyber protection, as well as 

Lions that their architecture was 
protected against active threats. 
Examples include:

a When the WannaCry
ransomware attack hit the UK’s 
NHS we immediately assessed 
the implications for the Lions 
and provided same-day advice 

data were secure.

b
sites illegally streaming 
the matches; they were 
subsequently taken down.
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EY has strong credentials 

numerous other sporting 
clients on their cyber and 
data security, but this was 

co-branded app for a sporting 
organization.
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Building 
a winning 
team

8
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APD
Digital partner APD assisted EY’s 
design teams (including user 
experience and front-end/visual 
design) and was responsible for 
full-stack development and delivery 
of the app, across both Apple and 
Android platforms. APD worked 
closely with multiple partners (such as 
Sotic, Goodform and EYC3), to help 
integration of content delivery in a 
user-friendly app that aligned with the 
marketing calendar to engage fans and 
build momentum for the Tour. Fluid 
business and marketing objectives 
created challenges when contrasted 
with the lead time required to design 
and develop this technology, but APD 
worked closely with EY to craft a 
user-facing touch point that delivered 
on the objectives EY and the Lions 
had set. 

Thunderhead
Thunderhead’s ONE Engagement Hub 
(ONE) is the omnichannel engagement 
platform used by the Lions to leverage 
fan behavior and journey insight 
in real time to drive relevant and 
personalized conversations across 

fan-facing channels. The Lions were 
looking to build stronger and more 
valuable relationships with their fans. 
Using ONE technology, they listen to 
real-time fan activity as they move 
from web, mobile, email and the 
app. This journey insight is used to 
promote app downloads and create 
a more personalized experience for 
fans by interacting consistently across 
channels and at key moments to create 
an ongoing and relevant conversation 
with each fan. 

Glassbox
Glassbox’s enterprise-level digital 
solutions provide customer 
journey mapping and analytics, 
digital compliance, digital channel 
customer support and digital channel 
performance capability. Glassbox 
automatically captures, records, 
easily retrieves and analyzes every 
customer interaction on mobile apps, 
providing immediate visual insight and 
qualitative data into what customers 
do and why, with no IT development 
or tagging. This enabled EY’s teams 
to gain full visibility into the user 
experience.

Logan Sports 
Marketing
Logan Sports Marketing (LSM) 
managed the Lions’ commercial 
program for the 2013 Tour and having 
worked with EY on the management 
of their Rugby World Cup 2015 
partnership, they were the obvious 
partner to market and activate our 
Lions association. LSM was able to 
provide valuable insight, from the 
contracting of the commercial rights 
at the outset to the bringing together 
of the sponsor family and delivering 
memorable experiences for EY clients 
and prospects through the Lions 
global roadshows. They helped enable 
the EY global delivery teams to work 
seamlessly and collaboratively with 
the Lions, making for an even more 
powerful relationship.
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About EY
EY is a global leader in assurance, tax, transaction and advisory services. 
The insights and quality services we deliver help build trust and confidence 
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About EY’s Advisory Services 
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