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BRAND BACKGROUND

HISTORY OF THE BEARS

The Chicago Bears are one of the most iconic franchises in NFL history. Founded in 1920, the Chicago
Bears are the second oldest NFL team in history alongside the Arizona Cardinals. The team was founded
by A.E. Staley, a businessman in lllinois, and was sponsored by the Staley Starch Company. Staley then
handed the team down to George Halas who was the head coach of the team until 1968. To this day, the
Chicago Bears are still owned by members of the Staley family. In honor of A.E. Staley and all that he has
done for the team, the Bears named their mascot after him, “Staley da Bear.”

The team leverages its notoriety to support numerous groups and organizations in the Chicagoland area.
The Bears also have established a fund known as ‘Bears Care’ whose goal is to help disadvantaged chil-
dren and their families. Bears Care has issued over $27 million in grants to over 200 agencies since 2006.

Through these programs, the Chicago Bears have been able to positively impact thou-
sands of individuals in the city.

The Chicago Bears’ audience is about 68% male and 32% female. Their audi-
ence is primarily between the ages of 35-44. Although this may be true, they

have various outreach programs for the community and younger audiences.
According to the Bears official site, “Our community outreach provides essen-
tial support to schools, youth organizations, charities and community groups
throughout the Chicago area” (Chicago Bears). These types of outreach programs
allow for the Chicago Bears to be more involved in their community and reach a larger
set of audience.

RESEARCH PURPOSE

Our research focuses on uncovering how the Bears franchise can reach its young female (18-24 years
old) demographic more effectively - connecting the audience to the Bears and its fans back to the Chi-
cagoland community.

The Chicago Bears demonstrate a far and wide outreach to their fans in Chicago. The team has social
justice campaigns committed to diversity, equity and inclusion, education, and civic engagement. Cam-
paigns for education include the Collin Wehr Scholarship and Homeroom Huddles. Health and Wellness
are also included by the team’s Bears Fit Youth Challenge (sponsored by Nike) and Bear Hugs to lift
hospital patients’ spirits. Additionally, there is the high school football portion of their outreach which
includes All-Star awards
awarded to students across
the Chicagoland area. Out
of the recently rewarded,
there are only three female
students, two of which
(Eliza and Kelly) are on flag
football teams and the third
(Olivia) is on a boy’s football
team. We believe that there
should and could be more
female representation,
outreach and recognition
by the Bears. According

to the U.S. Census Bureau,
the American population is




50.4% female; this should be reflected in awards
and sports to give young women the representa-
tion they want and need.

TARGET AUDIENCE

Our target will surround the Bears’ young female
(18-24 years old) demographic.

DEMOGRAPHIC INFORMATION

+  Age:18-24 yearsold
+ Gender: Female
« Location: Chicagoland

PSYCHOGRAPHIC INFORMATION

SPENDING HABITS

+  Travel

+  Education

+  Donations

« Social experiences such as attending an
in-person game or watching a game at a bar or
restaurant

« Fitness and wellness such as gym memberships
or therapy

+ Transportation (car)

+ Streaming services to watch games

HOBBIES

+ Exercising
+ Social activism

+  Travel

+  Concerts
+  Cooking
* Reading
+  Travel

THOUGHTS/VALUES/INTERESTS

+ Interested in team sports, particularly football.

« Value social consciousness, diversity and inclu-
sion, equality and support social justice cam-
paigns.

« Special interest in education as many in this de-
mographic are students attending either high
school or college.

« Special interest in health and wellness more
specifically including fitness and sports.

+ Seek authentic and genuine connections and
communities both online and offline.

« Crave connectedness following an altered

young adulthood due to the Covid-19 pandemic.
+ Are environmentally and socially conscious,
supporting brands and initiatives that align with
these values.
+ Extremely social media savvy, spending large
amounts of their days online/digitally connect-
ed.

AUDIENCE’S CURRENT THOUGHTS

RECREATIONAL/ENTERTAINMENT EXPERIENCE

The audiences likely see the Chicago Bears as an
entertainment option among other recreational
activities. Attending a game, or watching it at a bar
or restaurant, offers an opportunity to socialize and
be part of a collective experience. This is some-
thing the target audience is likely quite fond of
given their formative years taking place during the
Covid-19 pandemic.

PERCEIVED LACK OF SOCIAL ACTIVISM

Given their value for social consciousness, diver-
sity, and inclusion, this demographic may feel that
the Chicago Bears could do more in terms of social
justice campaigns. While The Bears are making ef-
forts to do good, their deeds are not publicized in a
way that makes it evident for average game-goers
or other Chicagoland residents.

PART OF CHICAGO IDENTITY

The Bears are arguably integral to the city’s culture
and identity. So, even if the target audience are not
die-hard fans, they likely have some level of attach-
ment or opinion about the team simply by virtue of
living in Chicagoland.

DESIRE FOR AUTHENTICITY

This audience seeks authentic connections and
might feel that the commercial aspects of the
sports industry, including merchandising and ad-
vertising, perhaps lack genuine connection to fans.
This fact goes hand in hand with the issue of com-
municating the team’s social activism.

DESIRED THOUGHTS FOR AUDIENCE

INCLUSIVE COMMUNITY

The Bears should want this demographic to view
them not just as a football team but as an inclusive
community that stands for the same values of



diversity, inclusion, and social justice, regardless
of gender or demographic background — in other
words, a valuable, welcoming member of the Chi-
cagoland community.

“MORE THAN JUST A GAME”

Position the Bears’ experience as more than just
football - a coming together of like-minded indi-
viduals who value community, wellness, and per-
sonal growth. Paint the picture of Bears games and
gatherings being opportunities for more than just
spectatorship, but instead an avenue for genuine
connections, both new and old.

SUPPORT FOR EDUCATION

Given the demographic’s interest in education, the
Bears might want to showcase any initiatives they
have that support education in the Chicagoland
area or any partnerships with educational institu-
tions. This means increasing awareness and pro-
motion of existing outreach campaigns, such as
Bears Care.

CHAMPION FOR HEALTH & WELLNESS

The Bears should want the audience to associate
the team with fitness, health, and wellness initia-

tives, showing alignment with the demographic’s

values and working in tandem to support its com-
munity values, as well.

GENUINE CONNECTION

The Bears would want to foster a genuine, two-way
relationship, ensuring fans of this audience and
beyond feel heard and valued. This audience should
be aware of fan engagement initiatives, interac-
tive events, or avenues where fans can have direct
interactions with the team or its members.

PLATFORM FOR SOCIAL CHANGE
The audience should know and care about the

Bears’ social activism initiatives, partnerships with
social justice organizations.

RESEARCH METHODS

Working toward our goal of gaining insights to bet-
ter understand our research goal — or finding how
the Bears can better connect with young women —
we executed research using multiple methods.

First, secondary research was conducted. A liter-
ature review of the existing data surrounding this
topic was used as a basis for our understanding of
the Bears’ brand, its sentiment among consumers
and in online rhetoric across channels.

Primary research was also utilized when coming to
our conclusions. A survey was distributed using the
snowball technique to women in the target geog-
raphy (Chicagoland). The survey method provided
rich qualitative data while supplementing research
with quantitative resource, as well. Surveys also
prioritized timeliness for participants of the demo-
graphic, avoiding school and/or work conflicts that
often exclude research subjects from more tradi-
tional forms of qualitative research.

The survey questioned young women in this age
bracket (18-24) on their thoughts and feelings
surrounding the Bears’ messaging and themes
important to women, such as inclusivity, connec-
tion, social change, health and wellness, and edu-
cation. This data helped us to gauge the women’s
current feelings towards the Bears’ messaging and
suggest changes accordingly based on the insights
derived.

A netnographic research pull was also executed
using the industry-standard software, Brandwatch.
This data provided a digital-first understanding of
generalized sentiment surrounding the team.

RESEARCH FINDINGS

SECONDARY RESEARCH

When considering what we know about the con-
sumer based on the brand, a few factors can be
looked at to gain further insights.

An Industry Report conducted by the website
Statista.com provides statistical information on
Bears fans that can help us learn more about the
consumers. Focusing on game attendance, in 2022,
the Bears had 538,410 fans attend their home
games. This was the highest number of fans in
attendance since 2006 (Gough, 2022). This statis-
tic can show us many things about the consumers/
fans. The first being that the Bears’ local fan base is
at an all-time high and that community unity is big-
ger than ever, possibly as a result of the Covid-19
Pandemic in-which attending an NFL game or any
popular event was strongly discouraged. Statista



also states that the average Chicago Bears ticket
for the 2022 season was $130.29 (Gough, 2022).
This is almost a 30 dollar increase from 10 years
ago. This shows fan loyalty in that the ticket pric-
es are the highest they have ever been during a
season when fan attendance was also at its high-
est. This also indicates there is a strong desire for
Bears’ fans to watch the games in person, perhaps
to feel the camaraderie and team spirit in a setting
beyond the living room.

Another industry report from the website Similar-
Web.com indicates the demographic character-
istics of the Chicago Bears’ fans/consumers. The
website states that 33.7% of the fan base is female
while 66.73% is male (Similarweb). This indicates
that the consumers of the Chicago Bears are
predominantly male. Age wise, the Bears have the
most fans between the ages of 45-54, indicating
that the team is resonating more with Generation
X thanit is with more youthful audiences (Similar-
web).

On the topic of female fans of the Bears, a schol-
arly article by authors Jeffrey D. James and Lynn

L. Ridigner examined what motivates a female vs.
a male to become a sports fan. They measured
nine different motives that included: action, es-
cape, drama, achievement, aesthetics, knowledge,
social interaction, empathy, and family. Their find-
ings indicated that males rated all of the motives
higher than females. The highest rated motives
for males were Achievement, Empathy and Knowl-
edge and the highest rated motives for females
were Action, Escape and Drama. This comparison
shows that the two binary genders had different
motivations altogether for engaging with sports
(James & Ridigner). When connecting this study to
the previous stats indicating the concentration of
female fans of the Bears being significantly lower
than male fans, we can see that female Bears fans
possibly look to the team for different expectations
than men.

Looking at another demographic through a schol-
arly lens, we can draw insights into why Gen X may
have the most popularity with the Bears franchise.
In their article entitled Media Preferences of Action
Sports Consumers, authors Bennett, Sagas and
Dees explore the preferences and consumption
behaviors of attendants of a sporting event and
break them into categories of Generation X (people
born between 1965 and 1980) and Generation Y
(more commonly known as millennials; people born

between 1981-1995). The authors found that the
two generations consume media differently and
that millennials were less likely to watch traditional
sports on television such as NBA or NFL games
(Bennett, Gregg, et al). Applying the findings of this
article to the demographic statistics mentioned
above, we can infer that Bears fans who can cat-
egorize themselves as Gen X are more willing to
watch NFL games on television versus the younger
generations.

In addition to scholarly and trade research,
brand-centric research from Brandwatch proved
useful in providing high-level overviews of the
Bears’ digital connections to consumers. The
Bears’ yielded 85K unique authors — and 190K
total mentions — of digital conversation during the
30-day period between August 28,2023 and Sep-
tember 27,2023. Nearly 75 percent of this online
engagement was sourced from X (formerly known
as Twitter), followed by traditional news sources
(16%), and Reddit forums (4%). And while a major-
ity of mentions online during this period were neu-
tral (64%), the negative sentiment outweighed the
positive with 25 percent and 11 percent respective-
ly. Adding to this varied sentiment, the emotions
derived from Brandwatch’s data on the Bears also
crossed the gamut. While nearly half of the online
mentions were emotionally neutral, nearly 30 per-
cent were deemed to exhibit sadness. Anger (9%),
disgust (5%), and joy (7%) also appeared in emotion
rankings. Consumers’ top word mentions included
rivals, like “Green Bay Packers” along with some
specific players across NFL teams. Demographical-
ly, Brandwatch data indicated an 86 percent male
audience, primarily engaged on Sundays — which
aligns well with the popular Sunday Night Football
tradition.

PRIMARY RESEARCH

Our survey served as our primary first-hand re-
search method. The survey questioned young
women in this age bracket (18-24) on their
thoughts and feelings surrounding the Bears’ mes-
saging and themes important to the women such
as inclusivity, connection, social change, health and
wellness, and education.

The survey, as of Friday November 03, garnered
nearly 30 responses from 18-34 year old women.
Participants were identified from researchers’
networks and were encouraged to share with their
own — or snowball sharing.



KEY INSIGHTS FROM RESEARCH

Following primary data collection via an asynchro-
nous survey, actionable insights that pair with

prior secondary research were found. Our survey
showed our target audience valuing sports teams’
social media presences, but likely being unwilling to
engage with their content. 35% of the respondents
reported being willing to engage with sport related
social media while 60% reported being unlikely

to do so. This data highlight an opportunity for

the team to improve its social media engagement
among young women in the age group of 18-24 by
forming action-based solutions to close the gap be-
tween those willing to engage and those unwilling
to do so. It also indicates an insight associated with
women'’s feelings surrounding involvement (and
feeling of community) with the team. Brandwatch
data corroboates the abysmal number of women
engaging with the Bears on digital channels.

Further, when respondents were asked what types
of social media content they would like to see
from teams, several answers provided insights

for future action. Player interviews, game high-
lights, and advertising of exclusive merch were all
noted as valuable for digital outreach among our
survey respondents. Survey subjects also men-
tioned wanting to see content about fan events
and behind-the-scenes footage. The insight here
reinforces those from secondary research: young
people, especially following the pandemic, want to
be involved in their favorite entertainment entities
and hobbies — and not just as followers, but as true
community members.
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prominent losing streak of the team and reported
a subsequent lack of excitement around games.
Brandwatch netnographic data reinforced these
qualitative findings. Other respondents did men-
tion the loyalty and long-term support of the team
from Chicago locals, which is seen as a benefit
and reinforced the team’s identity and mission to
serve and entertain the Chicagoland community.
While the insight that a winning team gains heavy
attention is obvious, the Chicago-first takeaway
also works to reinforce existing data the team
harbors as well as secondary research conducted
by researchers as part of this report — Chicago is
not just a part of the team’s name, it is a vital part
of their brand’s DNA and our target consumer’s
reason for engaging. Again, reinforcing the feeling
of community requested (and nearly required) by
young people today.

In terms of engagement with the Chicago Bears,
data derived from our survey indicate that a
near-majority of respondents (47.62%) are not en-
gaged with the team, 19.05% are slightly engaged,
and only 9.52% are highly engaged. This corrobo-
rates another finding of the survey — a significant
number of respondents stated they have not at-
tended any Bears games. Some of the respondents
mentioned they would be more willing to attend
games if the Bears performed better. And while
team performance is outside the scope of insights
this research can provide, insight-laced takeaways
regarding ways to build community among the tar-
get fan base is possible thanks to data provided
by respondents. For example, many females
within the target age group are undergoing
huge transitions in their life - noted by the
respondents’ high concentration of student
status and age variance. This age group is
likely either graduating high school and be-
ginning college or graduating college and



entering the “real world...” a sense of community

in high transition times like these are appreciated.
Many young women in this age group are also not
at the height of their careers yet or making a huge
salary - thus proving value is vital to encourage
this audience to attend games and engage with the
brand beyond the walls of Soldier Field or the local
bar airing Sunday Night Football. These insights
were corroborated with further data indicating that
respondents of the survey seek more community
involvement from the Bears, like pop-up events
and support for the young adult age bracket.

POTENTIAL STRATEGIES & TACTICS

The Bears could form action-based solutions to
close the gap between target consumers willing
to engage and those unwilling to do so by more
closely tailoring their social media content for the
desired audience - this has

women in our target demographic care about, such
as inclusivity, education, health and wellness, and
social change. And of course, keeping the through-
line of “community building” present, as driven

by insights. Increased player-fan engagement - a
quality of social media content identified as favor-
able by survey respondents - could be crucial in
bridging the gap between the Bears and their fe-
male fans. Primary and secondary research (James
& Ridigner) corroborate this by highlighting the
target audience’s unique needs and wants in social
content.

On top of this, audiences also want to be represent-
ed. To represent the identified target audiences,
the Bears could create campaigns that highlight
females in sports, women’s involvement in the
franchise, and even collaborate with certain influ-
encers that tend to be popular with this age group.
Education is also a cornerstone for this audience.
Further showcasing the educational and communi-
ty-based value
the Bears and
its subsidiaries
bring to Chi-
cagoland could
aid in their
engagement
and reten-

tion numbers

Taking a page out of the NHL
playbook - by using examples
like Gritty, the mascot of the
Philadelphia Flyers - to engage
young fans on digital platforms,
spawning shareability and
conversation.

already begun recently with =
the team’s increased pres-
ence on TikTok. Regardless,
there are numerous channels
the Chicago Bears can utilize
to reach their female (ages
18-24) audience. Firstly,
social media channels such 3
as Facebook, Instagram, X
(Twitter), and TikTok. On
social media, the team could 4
create engaging campaigns
and videos aimed at the
females they are trying to
reach. These would be cen-
tered around the values the

1- Mot at all
engaged

5 - Highly engaged

Self-reported levels of engagement with the Chicago Bears franchise




T across digital channels.
could exist beyond social
media, too. For example, the

- Bears could initiate a wom-
en’s fan club to give female
fans a sense of community

- and belonging relating to the
Bears - imagine special game
day activations, in-app media,
and social content devoted
to this specific groups of fans

- that celebrates and invites
community involvement.

5 - Highly aware

Self-reported levels of awareness with Bears’ community outreach and involvement
efforts in Chicagoland On top of community for au-

diences, perceptions and rep-
utation surrounding the team can be improved among the target audience at-large, as well. While improv-
ing their performance to win more games is an obvious advantage, these things are easier said than done.
Instead, the team could begin by honing support from their loyal fan base. To further bolster Chicagoland
support among the target audience, the team could highlight its existing community involvement while
continuing to provide aid and visibility around the city and suburbs. Putting a stronger emphasis on high
schools and college campuses and continuing to support female-first initiatives for flag football, etc.
could increase engagement and recognition, and eventually loyalty, among the target audience. Further,
involving fans in media is also favorable for the target audience, per survey respondents. Interviewing
fans on their positive feelings towards the Bears and highlighting their stories on owned channels could
improve the brand’s overall perception and engagement/loyalty, all while continuing to foster community
and belonging among an audience that feels unrepresented in the pro sports fan base.

Leaning on the brand’s mainstays and mission, such as its history, family ownership, and exemplary mo-
ments on and off the field, is also crucial to maintain consistency and future engagement. Each win and
“big moment” for the team provides an opportunity to further foster familiarity and community for the
target audience and beyond.

A prime message to be present when targeting the identified audience is that the Bears’ value female
engagement and community just as much as male engagement with their brand. Target consumers need
to know that the Bears’ listen and want to cater to and connect with their female audience via multiple
attitudes
important to
the consum-
er such as:
inclusivity,
connection,
social change,
health and
wellness, and
education.
With this,

the requisite
feelings of
community
and familiarity
are fulfilled.




CONCLUSION

REFERENCES

In conclusion, this research report has examined
and unveiled the imperative for the Chicago Bears,
and by proxy, all professional sports organizations,
to embrace a more inclusive approach to catering
to women in the 18-24 age group. Through sec-
ondary analyses and surveying of the current state
of inclusivity to young women within the sports
world, we have uncovered the potential for growth,
engagement, and visible diversity that remains
untapped within this demographic and prevents
subsequent community-building and brand partici-
pation.

The findings and key insights from our research
underscored the fact that women between the
ages of 18 and 24 are not only interested in sports,
but also demonstrate qualities that pose the group
as potentially vital stakeholders in the long-term
success of the Chicago Bears franchise. As exem-
plified in the survey completed primarily by women
between the ages of 18 and 24, it is evident that
respondents were moderately interested in foot-
ball. This moderate interest, we deduce, may be
due to the lack of fan engagement among this age
group, across demographics. By bringing to light
the barriers and challenges this audience faces in
accessing and participating in the culture of the
Chicago Bears community and overarching sports
world, the team can cultivate a more inclusive and
equitable environment that has the potential to
resonate with a broader fan base.

While further, broader research that explores the
deeper motivations and insightful takeaways as-
sociated with pro sports media for young women

is necessary, our data and insights development
can be used to guide the Bears in their strategy and
tactics to approach and engage our target audi-
ence while entering the 2024 season and year.
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