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:KDW�LI�ZH�DUH�DSSURDFKLQJ�D�WLSSLQJ�

SRLQW�ZKHQ�DFFHVVLQJ�VSRUWV�FRQWHQW�

on tablets and smartphones is a 

PRUH�FRPPRQ�DFWLYLW\�WKDQ�ZDWFKLQJ�

VSRUWV�RQ�D�79�VFUHHQ�DW�KRPH"�

What if one day people were no 

ORQJHU�SUHSDUHG�WR�SD\�IRU�����

channels when they only ever watch 

��"�

:KDW�LI�(XURSHDQ�IRRWEDOO�IDQV�EHJDQ�

to crave data in the same way as an 

0/%�IDQ�LQ�WKH�86"�

*LYHQ�WKDW�QRERG\�NQRZV�ZKDW�WKH�

ZRUOG�ZLOO�ORRN�OLNH�LQ�´YH�\HDUV­�WLPH��

what if many of the assumptions we 

DUH�QRZ�ZRUNLQJ�RQ�DERXW�VSRUWV�

PHGLD�DUH�ZURQJ"�

And what if every commercial 

decision in sports was made with the 

LQWHUHVWV�RI�WKH�IDQ�LQ�PLQG"

,Q�DQ�DJH�LQ�ZKLFK�GHYHORSPHQWV�LQ�

WHFKQRORJ\�DQG�FRPPXQLFDWLRQV�DUH�

UHZULWLQJ�WKH�UXOH�ERRN�HYHU\�\HDU��

NQRZLQJ�WKH�IDQ�¨�ZKDW�WKH�IDQ�GRHV��

ZDQWV�WR�GR��GUHDPV�RI�EHLQJ�DEOH�WR�

GR�¨�LV�WKH�VXUHVW��SHUKDSV�WKH�RQO\��

ZD\�RI�IXWXUH�SURR´QJ�\RXU�EXVLQHVV��

7KH�SDFH�RI�WHFKQRORJLFDO�

FKDQJH�RXWVWULSV�WKH�VSHHG�DW�

ZKLFK�JRYHUQPHQWV�FDQ�OHJLVODWH��

DXWKRULWLHV�FDQ�GUDZ�XS�UHJXODWRU\�

PHDVXUHV��PXOWLQDWLRQDOV�FDQ�DGDSW�

WKHLU�EXVLQHVV�PRGHOV��RU�FRQWHQW�

SURGXFHUV�¨�FHUWDLQO\�WKRVH�ORFNHG�

LQWR�WKUHH��RU�´YH�\HDU�VDOHV�F\FOHV�¨�

FDQ�XSGDWH�WKHLU�VDOHV�VWUDWHJLHV�

$W�WKH�WLPH�RI�ZULWLQJ��IRU�H[DPSOH��

D�FDVH�EHIRUH�WKH�86�6XSUHPH�&RXUW�

LV�SLWWLQJ�DQ�LQWHUQHW�VWUHDPLQJ�

FRPSDQ\�¨�%DUU\�'LOOHU­V�$HUHR�

¨�DJDLQVW�YLUWXDOO\�WKH�HQWLUH�86�

EURDGFDVWLQJ�LQGXVWU\��$%&��1%&��

&%6�DQG�)R[��DQG�WZR�RI�LWV�ELJJHVW�

VSRUWV�OHDJXHV��1)/�DQG�0/%���

9LFWRU\�IRU�$HUHR�DQG�WKH�WUDGLWLRQDO�

PRGHO�RI�86�EURDGFDVWLQJ��LQFOXGLQJ�

WKH�EURDGFDVWLQJ�RI�VSRUWV��PD\�EH�

thrown out the window. 

:KDWHYHU�WKH�RXWFRPH��LW�LV�D�

ODQGPDUN�FDVH��%XW�WKLV�LV�ZKDW�

WKH�5HXWHUV�QHZV�DJHQF\�KDG�WR�

VD\�DERXW�LW��7KH�6XSUHPH�&RXUW­V�

apparent lack of awareness about 

WKH�WHFKQRORJ\�WKDW�LQFUHDVLQJO\�

permeates the lives of everyday 

Americans could have real 

FRQVHTXHQFHV�DV�WKH�FRXUW�JUDSSOHV�

with such issues this term as 

PDLQWDLQLQJ�SULYDF\�LQ�WKH�GLJLWDO�DJH��

ZKHQ�VRIWZDUH�LV�HOLJLEOH�IRU�SDWHQW�

SURWHFWLRQ��DQG�WKH�IXWXUH�RI�WKH�79�

industry. 

,W�LV�QRW�WKH�´UVW�DQG�ZRQ­W�EH�WKH�ODVW�

WLPH�WKDW�1HZ�0HGLD�KDV�EXPSHG�

LQWR�2OG�0HGLD�DQG�D�QDVW\�´JKW�KDV�

broken out.

$QG�LI�WKLV�DV\PPHWU\�¨�EHWZHHQ�

WKH�VSHHG�RI�WHFKQRORJLFDO�FKDQJH�

DQG�HYHU\WKLQJ�HOVH�¨�ZHUH�QRW�D�

FKDOOHQJH�HQRXJK��LWV�FKDUDFWHULVWLFV�

DUH�GLIIHUHQW�IURP�UHJLRQ�WR�UHJLRQ�

and even from country to country. 

This keeps media markets across the 

JOREH�LQ�D�VWDWH�RI�XQFHUWDLQW\�WKDW�

FDQ�WKURZ�XS�FRQµLFWV�EXW�FDQ�DOVR�

provide unprecedented commercial 

opportunities for those who dare to 

VXUI�WKH�ZDYH�RI�FKDQJH��

,Q�WKH�ODVW�IHZ�\HDUV��ZH�KDYH�

ZLWQHVVHG�D�KXJH�XSWDNH�LQ�WKH�

consumption of content on new 

WHFKQRORJ\�DQG�VRFLDO�PHGLD�

SODWIRUPV�¨�RSSRUWXQLWLHV�HDJHUO\�

EHLQJ�H[SORUHG�E\�VSRUWV�¨�ZLWKRXW�

any obvious erosion of the value of 

WUDGLWLRQDO�OLYH�79�ULJKWV��

/RRN�DW�WKH�VL]H�RI�VRPH�RI�WKH�PHGLD�

ULJKWV�GHDOV�WKDW�KDYH�EHHQ�GRQH�LQ�

the last 12 months. They include: the 

H[WUDRUGLQDU\������EQ�1%&8QLYHUVDO�

GHDO�WR�WDNH�LWV�FRYHUDJH�RI�WKH�

2O\PSLF�*DPHV�WKURXJK�WR�������D�

UHFRUG�VSRUWV�ULJKWV�GHDO�LQ�&DQDGD��

ZLWK�5RJHUV�VLJQLQJ�XS�WKH�1+/�IRU�

���\HDUV�IRU�����EQ��%7�6SRUWV�LQ�WKH�

8.�SD\LQJ�����EQ�IRU�&KDPSLRQV

/HDJXH�ULJKWV�IRU�MXVW�WKUHH�\HDUV��

DQG�D�����P�GHDO�ZLWK�WKH�1LQH�DQG�

Ten networks for Cricket Australia 

ULJKWV��

7KHVH��DQG�GR]HQV�RI�RWKHU�UHFHQW�

GHDOV��UHSUHVHQWHG�KXJH�SHUFHQWDJH�

LQFUHDVHV�IRU�WKH�ULJKWV�KROGHUV��,Q�

VRPH�RI�WKH�GHDOV�¨�OLNH�WKH�1%&�DQG�

5RJHUV�GHDOV�¨�VSRUWV�LV�FOHDUO\�VHHQ�

DV�D�IRUP�RI�LQVXUDQFH�SROLF\�DJDLQVW�

future uncertainties.  

7KHUH�LV��KRZHYHU��RQH�WKLQJ�ZH�FDQ�

be sure of: the depth of passion we 

KDYH�IRU�RXU�WHDP��RU�IRU�RXU�IDYRULWH�

VSRUWV��LV�D�FRQVWDQW��,W�LV�VRPHWKLQJ�

ZH�FDUU\�ZLWK�XV�WKURXJKRXW�RXU�

OLYHV��IURP�FKLOGKRRG�WR�GRWDJH��,W�

FUHDWHV�DQ�LQWHQVLW\�RI�HQJDJHPHQW�

that we experience with no other 

form of entertainment or media 

content. It creates an appetite for 

NQRZOHGJH�DQG�LQIRUPDWLRQ�DERXW�

SOD\HUV��WHDPV��OHDJXHV�DQG�JDPHV�

SDVW��SUHVHQW�DQG�IXWXUH�WKDW�NQRZV�

QR�OLPLWV��,W�LV�VRPHWKLQJ�ZKLFK�ZH�

DUH�GULYHQ�WR�VKDUH�ZLWK�RWKHUV��EH�

LW�DW�KRPH�ZLWK�IDPLO\��ZLWK�IULHQGV�

in a bar or via a pithy comment on 

Twitter.    

,Q�D�ZRUOG�RI�µX[��WKH�SDVVLRQ�RI�WKH�

IDQ�LV�D�FRQVWDQW��6R�WKH�VWDUWLQJ�

SRLQW�IRU�DQ\RQH�UXQQLQJ�D�EXVLQHVV�

in the sports media industry should 

EH�SUHWW\�REYLRXV��.QRZ�7KH�)DQ��

<RX�FDQ�VWDUW�KHUH��ZLWK�WKH�*OREDO�

Sports Media Consumption Report 

2014.

Frank Dunne

Editor

79�6SRUWV�0DUNHWV� 

�SDUW�RI�6SRUW%XVLQHVV�*URXS�

)RUHZRUG
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O
QH�RI�WKH�VWULNLQJ�SDWWHUQV�

WR�KDYH�HPHUJHG�LQ�WKH�

UHSRUW�VLQFH�LWV�´UVW�HGLWLRQ�

in 2011 is that every year the take-up 

and interest in all forms of content 

GHOLYHUHG�E\�WKH�LQWHUQHW�¨�LQFOXGLQJ�

VKRUW�IRUP�YLGHR�FOLSV��PLQXWH�E\�

PLQXWH�WH[W�FRPPHQWDU\��DQG�VRFLDO�

QHWZRUNLQJ�¨�KDV�LQFUHDVHG�LQ�GRXEOH�

GLJLW�OHDSV��<HW�HYHU\�\HDU��WKH�79�

screen remains the number one 

device for the consumption of sports. 

It is natural to conclude from this 

WKDW�FRQQHFWHG�79�¨�ZKHUH�WKH�

WZR�WHFKQRORJLHV�PHHW�¨�ZLOO�SOD\�

a major role in the future of sports 

EURDGFDVWLQJ��$QG�HYHQ�WKRXJK�

penetration is still relatively low in 

PRVW�PDUNHWV��WKRVH�VSRUWV�IDQV�

DOUHDG\�KRRNHG�XS�DUH�VHHLQJ�

EHQH´WV��

7KH�SHUFHQWDJH�RI�FRQQHFWHG�79�

users who believe they have access 

WR�D�JUHDWHU�FKRLFH�RI�VSRUWV�ZLWK�WKLV�

PHGLXP�ZDV�KLJK�LQ�FRXQWULHV�VXFK�DV�

,QGRQHVLD��������,QGLD��������&KLQD�

�������5XVVLD��������$XVWUDOLD�������

DQG�WKH�8QLWHG�$UDE�(PLUDWHV��������

2QH�UHDVRQ�ZK\�UROO�RXW�PD\�EH�VORZ��

KRZHYHU��LV�WKDW�QRW�DOO�RI�WKH�VSRUWV�

content available online is available on 

FRQQHFWHG�79V�

5XSHUW�0XUGRFK­V�1HZV�&RUS�ODVW�

\HDU�UROOHG�RXW�LWV�%DOO%DOO�VHUYLFH��

a free app and website available in 

ORFDO�ODQJXDJHV�LQ�-DSDQ��,QGRQHVLD�

DQG�9LHWQDP��,W�FRPELQHV�VKRUW�YLGHR�

clips of top soccer from around the 

world with editorial content from 

1HZV�RZQHG�QHZVSDSHU�WLWOHV��VXFK�

DV�7KH�6XQ��7KH�7LPHV�DQG�7KH�

6XQGD\�7LPHV��)DQV�FDQ�DFFHVV�WKH�

FRQWHQW�RQ�VPDUWSKRQHV��WDEOHWV�DQG�

FRPSXWHUV�EXW�QRW�RQ�FRQQHFWHG�79V��

VRPHWKLQJ�ZKLFK�1HZV�&RUS­V�*OREDO�

+HDG�RI�5LJKWV��6LPRQ�*UHHQEHUJ��

SXWV�GRZQ�WR�LW�EHLQJ�VXFK�D�QHZ�

medium. 

ª$W�WKH�PRPHQW��D�VHUYLFH�OLNH�%DOO%DOO��

which is on devices enabled by the 

LQWHUQHW��LVQ­W�DOORZHG�RQ�D�FRQQHFWHG�

79��7KDW�DQRPDO\�LV�LQ�DOO�WKH�ULJKWV�

DJUHHPHQWV��,�VXVSHFW�WKDW�LQ�WKH�QH[W�

URXQG�RI�ULJKWV�WKDW�DQRPDO\�ZLOO�JHW�

cleared up in some shape or form. 

It sticks out like a sore thumb and 

QRERG\�FDQ�UHDOO\�JLYH�\RX�D�SURSHU�

explanation as to why it is there. The 

GHYHORSPHQW�RI�WHFKQRORJ\�LV�TXLFNHU�

WKDQ�WKH�GHYHORSPHQW�RI�ULJKWV�

DJUHHPHQWV��&RQQHFWHG�79�LV�RQH�RI�

WKH�WKLQJV�WKDW�KDV�JRW�FDXJKW�XS�LQ�

WKDW��7KHUH�DUH�RWKHU�WKLQJV�WRR��)RU�

H[DPSOH��WKH�DELOLW\�RI�KLJK�TXDOLW\�

'50�>'LJLWDO�5LJKWV�0DQDJHPHQW@�

protected video to be played 

successfully on all Android mobile 

phones is still a problem.”

Frank Dunne, Editor of 
TV Sports Markets, part 
of SportBusiness Group, 

discusses the development 
of digital media and looks 

at some of the trends 
which emerged in Know 

the Fan – The Global 
Sports Media Consumption 

Report 2014, with Simon 
Greenberg, Global Head 
of Rights at News Corp, 

and Jörg Daubitzer, 
Managing Director of DFL 

Sports Enterprises, the 
commercial arm of the 

German Bundesliga� 

MARKET
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-|UJ�'DXELW]HU��0DQDJLQJ�'LUHFWRU�

RI�')/�6SRUWV�(QWHUSULVHV��WKH�

FRPPHUFLDO�DUP�RI�WKH�*HUPDQ�

%XQGHVOLJD��SRLQWV�RXW�WKDW�ZLWK�

FRQQHFWHG�79V�HQDEOLQJ�ELJ�VFUHHQ�

+'�FRYHUDJH�WR�EH�FRPSOHPHQWHG�

E\�UHDGDEOH�RQ�VFUHHQ�LQIRUPDWLRQ��

WKH�VSRUWV�RIIHULQJ�EHFRPHV�PRUH�

attractive both for the passive 

fan who is happy with a sit-back 

H[SHULHQFH�DQG�WKH�GDWD�KXQJU\�

IDQ�ZKR�ZDQWV�VRPHWKLQJ�PRUH�

interactive. 

+H�HFKRHV�WKH�YLHZ��KRZHYHU��WKDW�

WKH�PHGLXP�LV�VWLOO�D�ORQJ�ZD\�IURP�

GHOLYHULQJ�WKH�FRPSOHWH�H[SHULHQFH�

for sports fans.

ª,�GRQ­W�FRQVLGHU�WKLV�D�JDPH�

FKDQJHU�«�KH�VDLG��ªEXW�DQ�RSSRUWXQLW\�

WR�ZLGHQ�WKH�RIIHULQJV�WR�WKH�IDQ��

,W�LV�KDSSHQLQJ�VORZO\�EHFDXVH��D��

LW�WDNHV�WLPH�WR�FKDQJH�FRQVXPHU�

EHKDYLRU��E��VXLWDEOH�RIIHULQJV�KDYH�

WR�EH�GHYHORSHG��DQG�F��LW�GHSHQGV�

RQ�WKH�H[SDQVLRQ�RI�KLJK�VSHHG�

LQIUDVWUXFWXUH��7R�PDNH�SURJUHVV�LQ�

these three areas takes time.”

A second trend which has stood out 

in all four editions of the report is 

WKH�JURZWK�LQ�FRQVXPSWLRQ�RI�VSRUWV�

content of all kinds on the internet 

DW�WKH�H[SHQVH�RI�SULQW��,QGHHG��WKH�

�����UHSRUW�PDUNV�VRPHWKLQJ�RI�D�

ZDWHUVKHG��)RU�WKH�´UVW�WLPH��LQ�DOO�

PDUNHWV�VXUYH\HG��RQOLQH�ZDV�WKH�

second most popular way to access 

VSRUWV��EHKLQG�79�DQG�DKHDG�RI�SULQW��

*LYHQ�WKDW�QHZVSDSHUV�KDYH�EHHQ�

FRYHULQJ�VSRUWV�IRU�ZHOO�RYHU�D�

century and the internet was not 

ZLGHO\�DYDLODEOH�XQWLO�WKH�����V�WKLV�LV�

not a development to underestimate. 

1HZVSDSHU�SXEOLVKHUV�DURXQG�

WKH�ZRUOG�KDYH�EHHQ�KDYLQJ�WR�

completely rethink what a newspaper 

LV�¨�RU�VKRXOG�EH�¨�LQ�WKH�GLJLWDO�DJH��

*UHHQEHUJ�DUJXHV�WKDW�1HZV�&RUS��

which also uses sports clips as part of 

WKH�SUHPLXP�RQOLQH�YHUVLRQV�RI�LWV�8.�

QHZVSDSHUV��LV�DKHDG�RI�WKH�FXUYH�RQ�

this.

ª7KH�IXQGDPHQWDO�FKDOOHQJH�IRU�

1HZV�&RUS�LV�WKH�PLJUDWLRQ�IURP�

SULQW�WR�GLJLWDO��:H�VHH�VSRUWV�DV�

one of the key verticals which can 

XQGHUSLQ�WKDW�PLJUDWLRQ�DQG�SURYLGH�

VXI´FLHQW�SUHPLXP�DQG�H[FOXVLYH�

FRQWHQW��6SRUWV�JLYHV�\RX�FRQWHQW�

ZLWK�JUHDW�WLPH�YDOXH�DQG�VKRUW�IRUP�

clips complement the written word 

SDUWLFXODUO\�ZHOO�DV�D�SDFNDJH�«�KH�

said.

ª7KH�WKLQJ�ZKLFK�LV�FRPPRQ�DFURVV�

all of the markets where we operate 

LV�WKDW�ZH�WKLQN�WKLV�LV�D�WUDLOEOD]LQJ�

DSSURDFK��1RERG\�KDV�UHDOO\�

attempted to combine short form 

SUHPLXP�KLJKOLJKWV�ZLWK�WKH�ZULWWHQ�

word. And the written word is as 

important as the video content. That 

LV�RXU�KHULWDJH��,W�LV�WKH�FRPELQDWLRQ�RI�

the two that we believe will be a very 

potent product in the future.”

$QRWKHU�DUHD�RI�UDSLG�JURZWK�KDV�

been in the consumption of sports 

content via social media platforms. In 

WKH������UHSRUW��WKH�FRQVXPSWLRQ�RI�

VSRUWV�YLD�VRFLDO�QHWZRUNLQJ�SODWIRUPV�

increased in all markets that were 

previously surveyed (except Turkey 

ZKHUH�LW�KDV�GHFUHDVHG�VOLJKWO\���

The number of hours spent by people 

DFFHVVLQJ�VSRUWV�RQ�VRFLDO�QHWZRUNLQJ�

sites has reached remarkable levels 

when compared with the time spent 

ZDWFKLQJ�VSRUWV�RQ�79��$V�ZLWK�WKH�

SULQW�RQOLQH�FRPSDULVRQ��WKH�SRLQW�

has to be underlined that we are 

FRPSDULQJ�D�ZD\�RI�FRQVXPLQJ�VSRUWV�

ZKLFK�LV����\HDUV�ROG�ZLWK�RQH�ZKLFK�

GLGQ­W�H[LVW�D�IHZ�\HDUV�DJR�

,Q�VHYHQ�RI�WKH����PDUNHWV�VXUYH\HG��

IDQV�DUH�VSHQGLQJ�DW�OHDVW�WZR�KRXUV�

SHU�ZHHN�FRQVXPLQJ�VSRUWV�WKLV�ZD\��

7KHVH�LQFOXGH�,QGLD������KRXUV���%UD]LO�

�������7XUNH\��������WKH�8$(��������,WDO\�

DQG�&KLQD�������DQG�6SDLQ��������

5LJKWV�KROGHUV�DQG�PHGLD�FRPSDQLHV�

DUH�LQFUHDVLQJO\�ORRNLQJ�DW�ZD\V�

to work social into the overall 

FRPPHUFLDO�RIIHULQJ��$V�*UHHQEHUJ�

SRLQWV�RXW��WKH�DGYDQWDJHV�RI�GRLQJ�

VR�DUH�JUHDW��

“Social media is absolutely 

fundamental and at the heart 

Simon Greenberg

Global Head of 
Rights, News Corp
6LPRQ�*UHHQEHUJ�
LV�WKH�*OREDO�+HDG�
RI�5LJKWV�IRU�WKH�
QHZ�1HZV�&RUS��
WKH�SXEOLVKLQJ�
FRPSDQ\�FUHDWHG�LQ�-XQH������
IURP�WKH�VSOLW�RI�WKH�ROG�1HZV�
&RUSRUDWLRQ��DQG�KDV�EHHQ�KHDYLO\�
LQYROYHG�LQ�WKH�FRPSDQ\­V�UHFHQW�
GLJLWDO�VRFFHU�ULJKWV�SXUFKDVHV�

Previously he was an Executive 
0HPEHU�RI�1HZV�&RUSRUDWLRQ­V�
0DQDJHPHQW�DQG�6WDQGDUGV�
&RPPLWWHH��D�UROH�KH�PRYHG�WR�
in July 2011 from his position as 
'LUHFWRU�RI�&RUSRUDWH�$IIDLUV�DW�
1HZV�,QWHUQDWLRQDO��LQ�RUGHU�WR�GHDO�
ZLWK�WKH�SKRQH�KDFNLQJ�FULVLV�DQG�DOO�
its related issues.
3ULRU�WR�WKDW��6LPRQ�ZDV�&KLHI�RI�

6WDII�IRU�WKH�(QJODQG������:RUOG�
Cup bid and Communications and 
3XEOLF�$IIDLUV�'LUHFWRU�IRU�&KHOVHD�
)RRWEDOO�&OXE��+LV�FDUHHU�EHJDQ�DV�
D�MRXUQDOLVW�ZRUNLQJ�IRU�WKH�0DLO�RQ�
6XQGD\��WKH�1HZV�RI�WKH�:RUOG�DQG�
WKH�(YHQLQJ�6WDQGDUG�

Jörg Daubitzer

Managing 
Director,  
DFL Sports 
Enterprises
-|UJ�'DXELW]HU�KDV�
EHHQ�WKH�PDQDJLQJ�
GLUHFWRU�RI�')/�
6SRUWV�(QWHUSULVHV��WKH�FRPPHUFLDO�
DUP�RI�WKH�%XQGHVOLJD��WKH�*HUPDQ�
VRFFHU�OHDJXH��VLQFH�$XJXVW������

He has been a key member of 
WKH�PDQDJHPHQW�ERDUG�VLQFH�WKH�
IRXQGLQJ�RI�WKH�')/�VXEVLGLDU\�
LQ�6HSWHPEHU�������KHOSLQJ�
to transform the commercial 
SHUIRUPDQFH�RI�WKH�OHDJXH�DQG�
GHYHORS�WKH�%XQGHVOLJD�LQWR�RQH�RI�
VSRUWV­�PRVW�LQVWDQWO\�UHFRJQLVDEOH�
brands.
)URP�2FWREHU������WR�-XO\�������

-|UJ�ZDV�FKLHI�RSHUDWLQJ�RI´FHU�RI�
')/�6SRUWV�(QWHUSULVHV��)URP�-XO\�
�����WR�6HSWHPEHU�������KH�ZDV�
FRPPHUFLDO�GLUHFWRU�RI�WKH�')/�
'HXWVFKH�)XVVEDOO�/LJD��WKH�OHDJXH�
ERG\��)URP�-DQXDU\������WR�-XQH�
������KH�ZRUNHG�LQ�WKH�FRPPHUFLDO�
department of the national soccer 
IHGHUDWLRQ��WKH�'HXWVFKHU�)XVVEDOO�
%XQG�

market insight
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RI�JURZLQJ�RXU�DXGLHQFHV�DQG�

WKHUHIRUH�JURZLQJ�RXU�UHYHQXHV��7KH�

FRQQHFWLYLW\�\RX�JHW�ZLWK�WKH�XVHU��

WKH�VSHHG�\RX�FDQ�JHW�WR�WKH�XVHU��

WKH�ZD\�\RX�FDQ�WDUJHW�WKH�VRFFHU�

IDQ��)RU�H[DPSOH��&ULVWLDQR�5RQDOGR�

KDV�RQH�RI�WKH�ELJJHVW�)DFHERRN�

IROORZLQJV�LQ�WKH�ZRUOG��,I�\RX�ZDQW�WR�

WDUJHW�HYHU\RQH�ZKR�KDV�H[SUHVVHG�D�

like for Cristiano Ronaldo in Indonesia 

\RX�FDQ��,W�PLJKW�FRVW�\RX�TXLWH�D�

ORW�RI�PRQH\��EHFDXVH�WKHUH�DUH�D�

ORW�RI�WKHP��%XW�LQ�WHUPV�RI�JURZLQJ�

\RXU�DXGLHQFH�DQG�JHWWLQJ�WKHP�WR�

VWLFN�ZLWK�\RX�LQ�IXWXUH��LW�LV�D�YHU\�

JRRG�DQG�WDUJHWHG�PDUNHWLQJ�WRRO��,W�

is far more effective than traditional 

DGYHUWLVLQJ�«�

%XW�KDUQHVVLQJ�VRFLDO�PHGLD�LQ�WKH�

ULJKW�ZD\�SUHVHQWV�FHUWDLQ�FKDOOHQJHV�

IRU�EXVLQHVVHV��6RFLDO�PHGLD�LV�ODUJHO\��

WKRXJK�QRW�H[FOXVLYHO\��D�SDVVLRQ�

RI�WKH�\RXQJ��$QG�PRVW�RI�WKH�

companies in the sports media value 

FKDLQ�DUH�UXQ�E\�IRUW\VRPHWKLQJV�

upwards.   

ª7KHUH�LV�D�JHQHUDWLRQDO�LVVXH�DURXQG�

VRFLDO�PHGLD�«�*UHHQEHUJ�DGPLWV��

ª2QH�RI�WKH�WKLQJV�ZKLFK�ZH�IRXQG��

DQG�ZKLFK�KRSHIXOO\�ZH�DUH�EHJLQQLQJ�

WR�GR�VXFFHVVIXOO\��LV�WKDW�\RX�KDYH�

to recruit people that understand it. 

7KDW�PHDQV�UHFUXLWLQJ�PXFK�\RXQJHU�

SHRSOH�DQG�JLYLQJ�WKHP�PDQDJHPHQW�

UROHV�LQ�\RXU�RUJDQL]DWLRQ�WKDW�PD\EH�

LQ�\HDUV�JRQH�E\�\RX�ZRXOGQ­W�KDYH�

considered. And I think that this is a 

KXJHO\�SRVLWLYH�WKLQJ�«�

.QRZ�7KH�)DQ������KDV�KLJKOLJKWHG�

FHUWDLQ�FOHDU��DFURVV�WKH�ERDUG�

WUHQGV�LQ�VSRUWV�PHGLD�FRQVXPSWLRQ��

EXW�RQH�RI�WKH�VWULNLQJ�WKLQJV�RI�WKH�

UHSRUW�HYHU\�\HDU�LV�MXVW�KRZ�ELJ�WKH�

differences can be in certain behaviors 

from market to market. The reasons 

IRU�WKLV�DUH�PDQ\�EXW�LW�GRHV�EHJ�

the question of whether any sports-

ULJKWV�KROGHUV�DUH�UHDOO\�WDLORULQJ�WKHLU�

VDOHV�VWUDWHJLHV�WR�WKH�VSHFL´FV�RI�D�

ORFDO�PDUNHW��9HU\�RIWHQ��VHOOLQJ�RQ�

a “market-by-market” basis merely 

LQYROYHV�FUHDWLQJ�D�VLQJOH�,QYLWDWLRQ�

to Tender document which allows 

for bids for exactly the same content 

SDFNDJHV�RQ�D�SDQ�UHJLRQDO�RU�VLQJOH�

market basis.

$V�*UHHQEHUJ�VXJJHVWV��ª,Q�WHUPV�RI�

WKH�NLQG�RI�IHHV�WKDW�ULJKWV�KROGHUV���

SDUWLFXODUO\�LQ�VRFFHU�¨�DUH�H[SHFWLQJ�

WR�JHQHUDWH�LQ�WKHVH�HPHUJLQJ�

PDUNHWV��WKH\�PD\EH�VKRXOG�WDNH�

D�OLWWOH�PRUH�WLPH�LQ�XQGHUVWDQGLQJ�

the idiosyncrasies of each individual 

PDUNHW�ZKHQ�WU\LQJ�WR�GHWHUPLQH�ZKDW�

IN TERMS OF 
GROwING yOUR 
aUDIENCE aND 
GETTING THEM 
TO STICK wITH 
yOU IN FUTURE, 
SOCIaL MEDIa 
IS a VERy GOOD 
aND TaRGETED 
MaRKETING TOOL� 
IT IS FaR MORE 
EFFECTIVE THaN 
TRaDITIONaL 
aDVERTISING

market insight
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VRPHRQH�PLJKW�SD\��,Q�RUGHU�IRU�\RXU�

SDUWQHUV�¨�EH�LW�WKH�3UHPLHU�/HDJXH��/D�

/LJD��WKH�%XQGHVOLJD�RU�ZKRHYHU�¨�WR�

EH�DEOH�WR�PRQHWLVH�WKHLU�SURGXFW��DQG�

WR�HQFRXUDJH�RSHUDWRUV�WR�FRPH�EDFN�

the next time and pay the same or 

HYHQ�PRUH��WKHUH�VKRXOG�EH�D�OLWWOH�ELW�

PRUH�RI�DQ�XQGHUVWDQGLQJ�RI�LQGLYLGXDO�

markets and the capabilities of those 

LQGLYLGXDO�PDUNHWV�LQ�WHUPV�RI�FRSLQJ�

ZLWK�WKH�ULJKWV�SDFNDJH�DQG�ZKHWKHU�

WKDW�SDFNDJH�LV�VWUXFWXUHG�LQ�D�ZD\�

WKDW�LV�H[DFWO\�ULJKW�IRU�WKDW�PDUNHW�

RU�QRW��,W�LV�TXLWH�D�GLI´FXOW�DQG�WLPH�

FRQVXPLQJ�H[HUFLVH�RQ�D�FRXQWU\�E\�

country basis so this is not a criticism 

RI�WKH�ULJKWV�KROGHUV��EXW�WKH�DPRXQW�

RI�PRQH\�EHLQJ�VSHQW�QRZ�\RX�ZRXOG�

think that maybe some more research 

could be done into it.” 

,W�LV�D�SRLQW�WKDW�'DXELW]HU�DFFHSWV��

DOEHLW�ZLWK�VRPH�TXDOL´FDWLRQV��ª1HZ�

WHFKQRORJLHV�SURYLGH�WKH�RSSRUWXQLW\�

to consume sports in various 

LQGLYLGXDO�ZD\V�DQG�RIIHULQJV�KDYH�WR�

EH�GHVLJQHG�WR�VDWLVI\�WKLV�GHPDQG��

6HOOHUV�FDQ��RI�FRXUVH��UHVSRQG�WR�ORFDO�

differences but this also depends on 

the technical development in each 

PDUNHW��WKH�LQIUDVWUXFWXUH�LQ�WKH�

UHOHYDQW�FRXQWULHV�DQG�WKH�´W�RI�SDQ�

UHJLRQDO�PHGLD�JURXSV­�DFWLYLWLHV�«�

'DXELW]HU�DOVR�DFFHSWV�WKDW�LQ�PDQ\�

DUHDV�RI�UHVSRQGLQJ�WR�WKH�FKDQJLQJ�

QHHGV�RI�IDQV��IURP�WKH�SURYLVLRQ�

of data around media content to 

KDYLQJ�VWDGLXPV�JHDUHG�WR�VHFRQG�

VFUHHQ�DFWLYLWLHV�GXULQJ�VSRUWV�HYHQWV��

WKH�86�LV�DKHDG�RI�(XURSH��ª7KH�86�

SURIHVVLRQDO�VSRUWV�OHDJXHV�DQG�WKHLU�

IDQV�KLVWRULFDOO\�KDYH�D�KLJK�DI´QLW\�WR�

GDWD�DQG�VWDWLVWLF�XVDJH��ZKLFK�LV�VWLOO�

D�GHYHORSLQJ�´HOG�LQ�(XURSH��,�WKLQN�

WKDW�WKH�LPSRUWDQFH�RI�ZL�´�DFFHVV�LQ�

stadiums will increase because it offers 

D�ZLGH�UDQJH�RI�HQWHUWDLQPHQW�DQG�

FRPPHUFLDO�RSSRUWXQLWLHV��7KH�86�LV��

KHUH�DJDLQ��WKH�IURQWUXQQHU��ZKHUHDV�LQ�

(XURSH�DWWUDFWLYH�RIIHULQJV�VWLOO�KDYH�WR�

be developed.” 

In terms of responsiveness to 

UDSLGO\�FKDQJLQJ�FRQVXPHU�KDELWV�

the responsibility is not down only 

WR�ULJKWV�KROGHUV�DQG�EURDGFDVWHUV��

*UHHQEHUJ�DUJXHV��

ª,�WKLQN�WKDW�WHFKQRORJ\�FRPSDQLHV�

need to come to the party a little bit 

DQG�XQGHUVWDQG�KRZ�ULJKWV�KROGHUV�

DUH�VHOOLQJ�WKHLU�FRQWHQW�DQG�KRZ�

VRPHWLPHV�SHRSOH�ZKR�DUH�EX\LQJ�WKDW�

content are strait-jacketed by failures 

LQ�WKH�WHFKQRORJ\�SODWIRUPV��7KDW�LV�

the case with video on Android. The 

Android issue for platforms who are 

ORRNLQJ�WR�H[SORLW�VKRUW�IRUP�YLGHR�

FOLSV�DQG�OLYH�VWUHDPLQJ�LV�EHFRPLQJ�

D�ELJ�LVVXH��7KH�DELOLW\�WR�EH�DEOH�WR�

SOD\�JRRG�TXDOLW\�YLGHR�RQ�$QGURLG�

without the use of an app to deliver 

WKH�QHFHVVDU\�'50�DQG�JHR�EORFNLQJ�

SURWHFWLRQV�DURXQG�LW�LV�SUREOHPDWLF��

HVSHFLDOO\�LQ�HPHUJLQJ�PDUNHWV�ZKLFK�

DUH�VHHLQJ�WKH�ODUJHVW�LQFUHDVHV�LQ�WKH�

YDOXH�RI�ULJKWV�¨�$VLD�LQ�SDUWLFXODU��7KH�

dominant mobile device experience in 

$VLD��LQFOXGLQJ�PRUH�PDWXUH�PDUNHWV�

VXFK�DV�-DSDQ��LV�EURZVHU�EDVHG��QRW�

app based.”

ixThe Global Sports Media Consumption Report 2014 ix7KH�*OREDO�6SRUWV�0HGLD�&RQVXPSWLRQ�5HSRUW�����
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3The Global Sports Media Consumption Report 2014

Introduction

This fourth annual report into sports media consumption aims to provide a further snapshot of how 

IDQV�DUH�FRQVXPLQJ�VSRUWV�FRQWHQW�LQ�DQ�LQFUHDVLQJO\�GLYHUVH�PHGLD�ODQGVFDSH��7KH�UHSRUW�FRQWLQXHV�

WR�FRYHU�D�ZLGH�UDQJH�RI�PHGLD��79��SULQW��UDGLR��RQOLQH��VRFLDO���D�ZLGH�UDQJH�RI�GHYLFHV��WHOHYLVLRQV��

FRQQHFWHG�79V��VPDUWSKRQHV��WDEOHWV��FRPSXWHUV��ODSWRS�FRPSXWHUV��DQG�D�ZLGH�UDQJH�RI�VSRUWV�

FRQWHQW�IRUPDWV��YLGHR��GDWD��HGLWRULDO��QHZV��LQ�DQ�DWWHPSW�WR�IXOO\�XQGHUVWDQG�ZKDW��ZKHUH��ZKR�

DQG�KRZ�VSRUWV�IDQV�DUH�FRQVXPLQJ�VSRUWV�PHGLD�

7KLV�\HDU�WKH�UHSRUW�FRYHUV�VL[WHHQ�JOREDO�PDUNHWV��IRXUWHHQ�RI�ZKLFK��$XVWUDOLD��%UD]LO��&KLQD��

)UDQFH��*HUPDQ\��*UHDW�%ULWDLQ��,QGLD��,QGRQHVLD��,WDO\��-DSDQ��5XVVLD��6SDLQ��7XUNH\�DQG�WKH�86�

ZHUH�PRQLWRUHG�ODVW�\HDU��ZKLOH�6RXWK�$IULFD�DQG�WKH�8$(�DUH�FRYHUHG�IRU�WKH�´UVW�WLPH�WKLV�\HDU��

,Q�DOO�PDUNHWV�������LQWHUYLHZV�ZHUH�FRQGXFWHG�RQOLQH�LQ�)HEUXDU\�������7KH�VDPSOH�LQWHUYLHZHG�LQ�

$XVWUDOLD��)UDQFH��*HUPDQ\��*UHDW�%ULWDLQ��,WDO\��-DSDQ��6SDLQ��WKH�8$(�DQG�WKH�86�UHSUHVHQWV�DGXOWV�

DJHG������

,Q�%UD]LO��,QGLD��,QGRQHVLD��5XVVLD��6RXWK�$IULFD�DQG�7XUNH\�WKH�VDPSOH�UHSUHVHQWV�LQWHUQHW�FRQQHFWHG�

DGXOWV�DJHG�����DQG�LQ�&KLQD�WKH�VDPSOH�UHSUHVHQWV�XUEDQ�LQWHUQHW�FRQQHFWHG�DGXOWV�DJHG������,W�LV�

LPSRUWDQW�WR�QRWH�WKDW�WKURXJKRXW�WKLV�UHSRUW��UHVSRQVHV�WR�TXHVWLRQV�DURXQG�RQOLQH�FRQVXPSWLRQ�LQ�

WKHVH�PDUNHWV�PD\�DSSHDU�VOLJKWO\�KLJKHU�GXH�WR�WKH�VDPSOH�EHLQJ�WDNHQ�IURP�HQJDJHG�RQOLQH�XVHUV�

7KH�UHSRUW�DLPV�WR�VKRZ�KRZ��RYHU���\HDUV��IDQ�HQJDJHPHQW�ZLWK�VSRUWV�KDV�FRQWLQXHG�WR�HYROYH��,Q�

������RQOLQH�LV�HVWDEOLVKHG�DV�WKH�VHFRQG�PRVW�SRSXODU�PHWKRG�EHKLQG�79�WKDW�IDQV�XVH�WR�FRQVXPH�

sports across all sixteen markets surveyed. 

0RELOH�DQG�VRFLDO�PHGLD�FRQVXPSWLRQ�RI�VSRUWV�KDV�DOVR�FRQWLQXHG�WR�JURZ�LQ�WKH�PDMRULW\�RI�

PDUNHWV�SUHYLRXVO\�VXUYH\HG��:LWK�WKH�QXPEHU�RI�GHYLFHV�DYDLODEOH��WKLV�\HDU­V�UHSRUW�DOVR�ORRNV�DW�

WKH�FRQWHQW�DFFHVVHG�E\�IDQV�RQ�VHFRQG�VFUHHQV�ZKLOH�WKH\�DUH�ZDWFKLQJ�VSRUWV�RQ�79��

7KH�UHSRUW�DQDO\]HV�WKH�VSHFL´F�GHYLFHV�XVHG�E\�IDQV�WR�IROORZ�VSRUWV�RQOLQH�DQG�WKH�UDQJH�RI�VSRUWV�

FRQWHQW�FRQVXPHG��ZLWK�OLYH�VWUHDPLQJ��KLJKOLJKWV�FOLSV��VSRUWV�QHZV�LQ�WH[W�IRUPDW�DQG�OLYH�WH[W�

commentary all popular.

7KLV�UHSRUW�LV�WKH�UHVXOW�RI�D�FROODERUDWLRQ�EHWZHHQ�GLJLWDO�VSRUWV�PHGLD�FRPSDQ\�6SRUWLQJ�1HZV�

0HGLD��UHVHDUFK�DJHQF\�.DQWDU6SRUW��DQG�LQGXVWU\�OHDGLQJ�VSRUWV�PHGLD�FRPSDQ\�6SRUW%XVLQHVV�

*URXS��



42%

Top 3 
sports 

followed 
in US (%)

of fans consume 
sports content via a 
mobile device

70%

55%

of the adult population in
the US, 168 million fans,
claim to follow sports

of sports fans 
are male

US SPORTS 
CONSUMPTION 
OVERVIEW

49

31

28

)RRWEDOO

Baseball

Basketball

7�7
hours per week 
are spent by fans 
conuming sports 
content

The Global Sports Media Consumption Report 20144



96%

34% 38%

of fans consume sports 
via television, remaining 
the most popular method 
used to consume sports

of fans have paid to 
watch sports on TV in 
the last 12 months

of fans that access 
sports content via a 
computer do so at 
least once a day
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68%

45%

31%

of fans consume 
sports online

of fans use a second 
screen device while 
watching sports on TV

of online fans watch 
sports video highlights 
online

19%
of social fans share 
short clips of games 
on social networks

57%
of online fans 
read sports news 
content online

us sports consumption overview
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)ROORZLQJ�
sports 

on social 
networks (%)

43%

92%

of engaged football 
fans attend games

of engaged football 
fans watch on 
television

1in2
engaged football 
fans read online 
via a computer
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us sports consumption overview

Sports Consumption Overview

7KLV�VHFWLRQ�SURYLGHV�LQVLJKW�LQWR�KRZ�IDQV�DUH�LQWHUDFWLQJ�ZLWK�VSRUWV�

content.

7KH�DXGLHQFH�RI�SHRSOH�IROORZLQJ�VSRUWV�KDV�UHPDLQHG�FRQVLVWHQW�LQ�WKH�

86�ZLWK�����RI�WKH�SRSXODWLRQ�FODLPLQJ�WR�IROORZ�VSRUWV��7KLV�HTXDWHV�WR�

RYHU�����PLOOLRQ�VSRUWV�IDQV�

)LJXUH����6L]H�RI�VSRUWV�IROORZLQJ�LQ�WKH�86

�����������
70% of adult population  

claiming to follow sports  
in 2014

71% of adult population  
claiming to follow sports  

in 2013

74% of adult population  
claiming to follow sports  

in 2012

73%  of adult population  
claiming to follow sports  

in 2011

Follow� �ZDWFK�OLYH�RU�KLJKOLJKWV�FRYHUDJH�DQG��RU�UHDG�DERXW�IUHTXHQWO\�DQG��RU�WDON�DERXW�IUHTXHQWO\�

����
2)�7+(�$'8/7�
3238/$7,21�&/$,0�
72�)2//2:�632576
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US SportS conSUmption overview

���

��� ���

���

���

18-24

���

�����

���

�����

/HVV�WKDQ
�������

More than
�������

���

�����

���

���

Gender Age

Income

3UR´OH�RI�D�VSRUWV�IDQ�LQ�WKH�86
&RPSDUHG�WR�WKH�SRSXODWLRQ�DV�D�ZKROH��WKH�VSRUWV�IDQ�EDVH�LV�VNHZHG�

WRZDUGV�PDOHV��7KH�IDQ�EDVH�LV�ZHOO�UHSUHVHQWHG�DFURVV�DOO�DJH�EDQGV��

ZKLFK�LV�FRQVLVWHQW�ZLWK�WKH�ZLGHU�SRSXODWLRQ�JHQHUDOO\��

)LJXUH����3UR´OH�RI�D�VSRUWV�IDQ

�+RZ�WR�UHDG������RI�VSRUWV�IDQV�LQ�WKH�86�DUH�PDOH�  

1in�
632576�)$16�

ARE BETWEEN THE 
$*(6�2)����$1'���
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us sports consumption overview

Top 10 sports followed in the US
6SRUWV�IDQV�LQ�WKH�86�W\SLFDOO\�IROORZ�EHWZHHQ���DQG���VSRUWV��7KH�

SRSXODULW\�RI�VSRUWV�KDV�UHPDLQHG�UHODWLYHO\�XQFKDQJHG�VLQFH������ZLWK�

IRRWEDOO�FRQWLQXLQJ�WR�EH�WKH�PRVW�IROORZHG��%DVHEDOO�DQG�EDVNHWEDOO�

retain their positions as the second and third most popular sports while 

1$6&$5�DQG�KRFNH\�DUH�IROORZHG�E\�����RI�WKH�DGXOW�SRSXODWLRQ���

)LJXUH����7RS����VSRUWV�IROORZHG�LQ�WKH�86

7RS����VSRUWV�IROORZHG�LQ�0DUFK��$SULO�������)HEUXDU\�0DUFK�������)HEUXDU\�������)HEUXDU\�������´JXUHV�

LQ�EUDFNHWV�UHSUHVHQWV�WKH�SURSRUWLRQ�RI�DGXOWV�DJHG�����IROORZLQJ�HDFK�

2011 2012 2013 2014

)RRWEDOO�
�����

)RRWEDOO�
�����

)RRWEDOO�
�����

)RRWEDOO
������

%DVHEDOO�
�����

%DVHEDOO�
�����

%DVHEDOO�
�����

%DVHEDOO�
�����

%DVNHWEDOO�
�����

%DVNHWEDOO�
�����

%DVNHWEDOO�
�����

%DVNHWEDOO�
�����

Soccer 
�����

Soccer 
�����

1$6&$5�
�����

1$6&$5��+RFNH\
�����

1$6&$5�
�����

1$6&$5�
�����

+RFNH\��*ROI�
�����

*ROI��+RFNH\�
�����

Hockey 
�����

*ROI�
�����

*ROI�
�����

Tennis 
����

Tennis 
�����

Tennis 
�����

Tennis 
�����

6RFFHU��
*\PQDVWLFV��
6ZLPPLQJ�

����

Soccer 
����

%R[LQJ�
����

*\PQDVWLFV�
�����

%R[LQJ��*\PQDVWLFV
����

*\PQDVWLFV�
����

%R[LQJ��)LJXUH�
6NDWLQJ�
�����

)ROORZ� �ZDWFK�OLYH�RU�KLJKOLJKWV�FRYHUDJH�DQG��RU�UHDG�DERXW�IUHTXHQWO\�DQG��RU�WDON�DERXW�IUHTXHQWO\

1in2
$'8/76��)2//2:�
)227%$//

���
2)�$'8/76�
)2//2:�%$6(%$//
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US SportS conSUmption overview

Methods used by fans to follow sports in the US
$V�LQ�SUHYLRXV�\HDUV�WHOHYLVLRQ�FRQWLQXHV�WR�EH�WKH�PHWKRG�WKURXJK�ZKLFK�

DOPRVW�DOO�IDQV�LQ�WKH�86�IROORZ�VSRUWV��2QOLQH�FRQVXPSWLRQ�RI�VSRUWV�

UHPDLQV�´UPO\�HVWDEOLVKHG�DV�WKH�VHFRQG�PRVW�SRSXODU�PHWKRG��ZLWK�

DSSUR[LPDWHO\�WZR�WKLUGV�RI�IDQV�IROORZLQJ�VSRUWV�RQOLQH��&RQVXPSWLRQ�

YLD�PRELOH�GHYLFHV�DQG�YLD�VRFLDO�QHWZRUNLQJ�SODWIRUPV�KDYH�ERWK�VHHQ�

VLJQL´FDQW�LQFUHDVHV�LQ�XVH�WKLV�\HDU�ZLWK�DSSUR[LPDWHO\���RXW�RI����IDQV�

DFFHVVLQJ�VSRUWV�FRQWHQW�YLD�D�PRELOH�GHYLFH�DQG�RYHU�D�WKLUG�RI�IDQV�QRZ�

IROORZLQJ�VSRUWV�RQ�VRFLDO�QHWZRUNLQJ�SODWIRUPV��8VH�RI�SULQW�UHPDLQV�

VWDWLF�ZLWK���LQ���IDQV�FRQVXPLQJ�VSRUWV�YLD�WKLV�PHWKRG���

)LJXUH����0HWKRGV�VSRUWV�IDQV�XVH�WR�FRQVXPH�VSRUWV

% of sports fans using each method to consume sports in …

2011 2012 2013 2014

:DWFK�RQ�79

�� �� �� ��

Print

�� �� �� ��

Online

�� �� �� ��

Mobile

21 �� �� 42

/LVWHQ�WR�RQ�UDGLR

42 �� 44 41

Attend

�� �� �� ��

6RFLDO�1HWZRUN�
Platforms

�� �� �� ��

Print: LQFOXGHV�QHZVSDSHUV�DQG�PDJD]LQHV

Online:�LQFOXGHV�DQ\�IRUP�RI�LQWHUDFWLRQ�RQOLQH��LQFOXGHV�0RELOH��IURP�UHDGLQJ�DUWLFOHV�WKURXJK�WR�

ZDWFKLQJ�OLYH�HYHQWV�RQ�D�FRPSXWHU��ODSWRS�FRPSXWHU���PRELOH

Mobile: DQ\�LQWHUDFWLRQ�YLD�D�PRELOH�GHYLFH�VXFK�DV�D�VPDUWSKRQH�RU�WDEOHW�FRPSXWHU��0RELOH�LQ������DQG�

�����LQFOXGHV�IDQV�WKDW�IROORZ�YLD�VRFLDO�QHWZRUN�SODWIRUPV��OLVWHQ�RQOLQH�DQG�SOD\�IDQWDV\�JDPLQJ�RQ�D�

mobile device

Attend:�LQFOXGHV�DWWHQGDQFH�DW�DQ\�SURIHVVLRQDO�VSRUWLQJ�HYHQW

Radio:�5DGLR�LQ������LQFOXGHV�OLVWHQLQJ�WR�D�UDGLR�VWDWLRQ�RU�VSRUWV�SURJUDP�VXFK�DV�D�SRGFDVW�������¨�

�����GLVWLQJXLVKHG�EHWZHHQ�OLVWHQLQJ�YLD�D�UDGLR�DQG�RQOLQH���

���
2)�)$16�)2//2:�
632576�21/,1(�
COMPARED TO 

63% IN 2013

���
2)�)$16�&21680(�
632576�9,$�62&,$/�

NETWORKING 
3/$7)2506
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us sports consumption overview

Please note:�������DQG������LQFOXGHV�WLPH�VSHQW�SODFLQJ�D�EHW�DQG�SOD\LQJ�IDQWDV\�JDPLQJ�VXFK�DV�

IDQWDV\�PDQDJHU�JDPHV�

�����LQFOXGHV�OLVWHQLQJ�WR�D�UDGLR�VSRUWV�SURJUDP�DV�RQH�DFWLYLW\�ZKHUHDV�����������OLVWHQLQJ�WR�D�UDGLR�

and online were 2 separate activities.

Time spent per week consuming sports
6SRUWV�IDQV�LQ�WKH�86�VSHQG�RQ�DYHUDJH�RYHU�����KRXUV�SHU�ZHHN�

FRQVXPLQJ�VSRUWV�FRQWHQW��7KLV�UHSUHVHQWV�D�VOLJKW�GHFUHDVH�LQ�WLPH�VSHQW�

IROORZLQJ�VSRUWV�\HDU�RYHU�\HDU��EDVHG�RQ�WKH�VDPH�DFWLYLWLHV�WKDW�ZHUH�

PHDVXUHG�LQ��������+RZHYHU��IDQV�DUH�VWLOO�VSHQGLQJ�VLJQL´FDQWO\�PRUH�WLPH�

SHU�ZHHN�IROORZLQJ�VSRUWV�WKDQ�WKH\�ZHUH�WKUHH�\HDUV�DJR��7KH�GHFUHDVH�

LQ�WLPH�VSHQW�LV�SULPDULO\�GULYHQ�E\�IDQV�VSHQGLQJ�OHVV�WLPH�ZDWFKLQJ�

VSRUWV�RQ�79��

)LJXUH����+RXUV�VSHQW�SHU�ZHHN�FRQVXPLQJ�VSRUWV

$YHUDJH�QXPEHU�RI�KRXUV�VSRUWV�IDQV�VSHQG�SHU�ZHHN�FRQVXPLQJ�VSRUWV���
HOURS PER WEEK 
$5(�63(17�%<�)$16�
CONSUMING SPORTS 
CONTENT

2011 2012 ���� 2014

6�2 8�1 8�3 7�7
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Consuming sports on tV

Consuming Sports On TV

7KLV�VHFWLRQ�SURYLGHV�LQVLJKW�LQWR�KRZ�IDQV�FRQVXPH�VSRUWV�RQ�79����

$V�VKRZQ�LQ�)LJXUH����DOPRVW�DOO�VSRUWV�IDQV�������ZDWFK�VSRUWV�RQ�79�DQG�

WKH\�VSHQG�RQ�DYHUDJH�����KRXUV�D�ZHHN�IROORZLQJ�VSRUWV�YLD�WKLV�PHWKRG��

7KH�WLPH�VSHQW�FRQVXPLQJ�VSRUWV�RQ�79�KDV�DFWXDOO\�GHFUHDVHG�\HDU�RYHU�

\HDU������KRXUV�LQ��������DOWKRXJK�WKH�DYHUDJH�WLPH�VSHQW�E\�IDQV�LV�VWLOO�

RQH�RI�WKH�KLJKHVW�ZKHQ�FRPSDUHG�WR�WKH�RWKHU����PDUNHWV�VXUYH\HG����

RXW�RI����IDQV�LQ�WKH�86�ZLOO�DOVR�FDWFK�XS�ZLWK�VSRUWV�QHZV�VWRULHV�YLD�79�

QHZV��WKH�PRVW�SRSXODU�PHWKRG�XVHG���

Paying to watch sports on TV
2YHUDOO�����RI�IDQV�KDYH�SDLG�WR�ZDWFK�VSRUWV�RQ�79�LQ�WKH�ODVW����

PRQWKV��ZKLFK�LV�FRQVLVWHQW�ZLWK�WKH�QXPEHU�RI�IDQV�ZKR�GLG�VR�LQ�������

$SSUR[LPDWHO\���LQ���IDQV�KDYH�SDLG�YLD�D�VXEVFULSWLRQ��DV�SHU�ODVW�\HDU��

ZKLOH����KDYH�SDLG�YLD�D�SD\�SHU�YLHZ�VHUYLFH��UHSUHVHQWLQJ�D�GHFUHDVH�

IURP�WKH����KLJK�WKDW�RFFXUUHG�LQ�������2I�WKH�DGGLWLRQDO�SD\PHQW�

PHWKRGV�OLVWHG�WKLV�\HDU�����RI�IDQV�KDYH�SDLG�WR�ZDWFK�YLD�D�VXEVFULSWLRQ�

WR�DQ�LQWHUQHW�FRQQHFWHG�79�RU�VHW�WRS�ER[�DSSOLFDWLRQ���

���
2)�)$16�:$7&+�
SPORTS ON TV
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Consuming sports on tV

���
2)�)$16�+$9(�3$,'�
TO WATCH SPORTS 

VIA A PAY TV 
SUBSCRIPTION IN THE 

/$67����0217+6

)LJXUH����+RZ�IDQV�KDYH�SDLG�WR�ZDWFK�VSRUWV�RQ�79�LQ�WKH�ODVW����
months

���RI�VSRUWV�IDQV�VWDWLQJ�WKH�ZD\�LQ�ZKLFK�WKH\�KDYH�SDLG�WR�ZDWFK�VSRUWV�LQ�WKH�ODVW����PRQWKV�

28

�

��

��

�

�

1

�

��

�

Q 2011
Q 2012
Q ����
Q 2014

Please note: �����LQFOXGHV�YLD�D�VXEVFULSWLRQ��SD\�SHU�YLHZ�WR�DQ�LQWHUQHW�FRQQHFWHG�79�RU�VHW�WRS�ER[�

application

9LD�D�SD\�79�
subscription

9LD�D�SD\�SHU�YLHZ�
79�VHUYLFH

9LD�D�VXEVFULSWLRQ�
to an internet 
FRQQHFWHG�79�
or set top box 

application

9LD�D�SD\�SHU�YLHZ�
internet connected 
79�RU�VHW�WRS�ER[�

application

15The Global Sports Media Consumption Report 2014
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Consuming sports on tV

Consuming Sports On Connected TV
7KH�XSWDNH�RI�FRQQHFWHG�79�KDV�LQFUHDVHG�VOLJKWO\�\HDU�RYHU�\HDU�ZLWK�

���RI�VSRUWV�IDQV�LQ�WKH�86�FODLPLQJ�WR�IROORZ�VSRUWV�YLD�WKLV�PHWKRG��

UHSUHVHQWLQJ�WKH�JUHDWHVW�SHQHWUDWLRQ�RYHU�WKH�SDVW���\HDUV�

)LJXUH����&RQVXPLQJ�VSRUWV�YLD�FRQQHFWHG�79
���RI�VSRUWV�IDQV�FRQVXPLQJ�VSRUWV�YLD�DQ�LQWHUQHW�FRQQHFWHG�79�RU�VHW�WRS�ER[��RU�JDPLQJ�FRQVROHV�

FRQQHFWHG�WR�WKH�79�

Please note: �����DQG������LQFOXGHV�YLD�DQ�LQWHUQHW�FRQQHFWHG�79�RU�VHW�WRS�ER[�DQG��RU�YLD�D�JDPLQJ�

FRQVROH�FRQQHFWHG�WR�WKH�79

2011

��

2012

��

����

��

2014

��

��
2)�)$16�&21680(�
SPORTS VIA A 
CONNECTED TV
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Consuming sports on tV

Using a second screen connected device while 
watching sports on TV
-XVW�XQGHU���LQ���IDQV�������LQ�WKH�86�FODLP�WR�KDYH�XVHG�DQ�LQWHUQHW�

FRQQHFWHG�GHYLFH�VXFK�DV�D�FRPSXWHU��ODSWRS�FRPSXWHU��VPDUWSKRQH�

RU�WDEOHW�DW�WKH�VDPH�WLPH�DV�ZDWFKLQJ�VSRUWV�RQ�79��)DQV�WKDW�XVH�D�

VHFRQG�VFUHHQ�ZKLOH�ZDWFKLQJ�VSRUWV�RQ�79�W\SLFDOO\�XVH�WKHVH�GHYLFHV�IRU�

approximately 2 different activities. 

����RI�VHFRQG�VFUHHQ�IDQV�VWDWH�WKDW�WKH\�KDYH�XVHG�D�GHYLFH�IRU�QRQ�

VSRUWV�UHODWHG�FRQWHQW��$PRQJ�WKH�VSRUWV�FRQWHQW�WKDW�LV�DFFHVVHG�RQ�D�

VHFRQG�VFUHHQ��IROORZLQJ�OLYH�WH[W�FRPPHQWDU\�RI�RWKHU�JDPHV��HYHQWV�

EHLQJ�SOD\HG�LV�WKH�PRVW�SRSXODU��ZLWK�����FODLPLQJ�WR�GR�WKLV��$QRWKHU�

SRSXODU�DFWLYLW\�LV�FRPPXQLFDWLQJ�ZLWK�IULHQGV�YLD�D�VHFRQG�VFUHHQ�GHYLFH�

DERXW�WKH�VSRUWV�HYHQW�RQ�79�DQG���LQ���VWDWHV�WKDW�WKH\�ZDWFK�FOLSV�

KLJKOLJKWV�RI�RWKHU�JDPHV�EHLQJ�SOD\HG��

)LJXUH����6HFRQG�6FUHHQ�&RQVXPSWLRQ

�7\SH�RI�FRQWHQW�DFFHVVHG�RQ�VHFRQG�VFUHHQ�GHYLFHV�DW�WKH�VDPH�WLPH�DV�ZDWFKLQJ�VSRUWV�RQ�79�

��

14

44

20

12

21

��

12

�

�

12

1RQ�VSRUWV�FRQWHQW

/LYH�WH[W�FRPPHQWDU\���OLYH�VFRUHV�RI�
RWKHU�JDPHV�EHLQJ�SOD\HG

Talk to friends via second screen device 
DERXW�VSRUWV�HYHQW�RQ�79��H�J��606��,0�

:DWFK�FOLSV��KLJKOLJKWV�RI�RWKHU�JDPHV�
EHLQJ�SOD\HG

:DWFK�DQRWKHU�OLYH�JDPH���HYHQW

3RVW�FRPPHQWV�YLD�VRFLDO�QHWZRUNLQJ�
SODWIRUPV�DERXW�JDPH���HYHQW�,�DP�

ZDWFKLQJ

5HDG�UHSRUWV�DERXW�JDPHV���HYHQWV�
played earlier in the day

)ROORZ�OLYH�VSRUWV�VWDWLVWLFV�DERXW�WKH�
JDPH���HYHQW�,�DP�ZDWFKLQJ

3OD\�IDQWDV\�JDPLQJ

/LVWHQ�WR�D�UDGLR�VWDWLRQ���VSRUWV�SURJUDP

)ROORZ�D�VSRUWVPDQ���ZRPDQ���WHDP���
MRXUQDOLVW�YLD�D�VRFLDO�QHWZRUNLQJ�SODWIRUP

���
2)�)$16�:+2�86(�$�

SECOND SCREEN 
'(9,&(�$&&(66�/,9(�

SCORES AT THE SAME 
TIME AS WATCHING 

SPORTS ON TV

17The Global Sports Media Consumption Report 2014
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Consuming sports online

Consuming Sports Online

7KLV�VHFWLRQ�SURYLGHV�LQVLJKW�LQWR�KRZ�IDQV�DUH�FRQVXPLQJ�VSRUWV�RQOLQH��

7KURXJKRXW�WKLV�VHFWLRQ��RQOLQH�LV�GH´QHG�DV�DOO�VSRUWV�FRQVXPSWLRQ�RQOLQH��

ZKLFK�LQFOXGHV�FRQVXPSWLRQ�YLD�D�FRPSXWHU��ODSWRS�FRPSXWHU�DQG�YLD�

internet enabled mobile devices such as smartphones or tablets. This 

section also analyzes the devices used by fans to access sports content 

RQOLQH��ZKLFK�LQFOXGH�RQOLQH�YLD�D�FRPSXWHU��ODSWRS�FRPSXWHU��DQG�RQOLQH�

YLD�D�PRELOH�GHYLFH��ERWK�VPDUWSKRQHV�DQG�WDEOHWV������

$SSUR[LPDWHO\�WZR�WKLUGV�RI�IDQV�LQ�WKH�86�IROORZ�VSRUWV�RQOLQH��ZLWK�

SHQHWUDWLRQ�LQFUHDVLQJ�IURP�����LQ�������7KH�PDMRULW\�RI�RQOLQH�IDQV�DFFHVV�

FRQWHQW�YLD�D�FRPSXWHU�RU�ODSWRS�FRPSXWHU��UHSUHVHQWLQJ�����RI�WKH�WRWDO�

VSRUWV�IDQ�EDVH��6PDUWSKRQHV�DUH�PRUH�ZLGHO\�XVHG�WKDQ�WDEOHWV�DPRQJ�

WKH�����RI�IDQV�WKDW�IROORZ�VSRUWV�YLD�D�PRELOH�GHYLFH��ZLWK�D�WKLUG�RI�DOO�

IDQV�XVLQJ�D�VPDUWSKRQH�DQG���LQ���XVLQJ�D�WDEOHW�FRPSXWHU�WR�FRQVXPH�

sports. 

)LJXUH����'HYLFHV�XVHG�WR�DFFHVV�VSRUWV�FRQWHQW�RQOLQH

�+RZ�WR�UHDG�WDEOH������RI�IDQV�DFFHVV�VSRUWV�FRQWHQW�RQOLQH�YLD�D�FRPSXWHU��ODSWRS�FRPSXWHU�

9LD�D�FRPSXWHU��
laptop computer

9LD�D�
Smartphone

9LD�D�7DEOHW�
Computer

9LD�D�0RELOH�
'HYLFH��1(7�

2011 1�$ 1�$ 1�$ 21

2012 1�$ 1�$ 1�$ ��

����� �� �� 18 ��

2014 �� �� 22 42

Online:�LQFOXGHV�DQ\�IRUP�RI�LQWHUDFWLRQ��LQFOXGHV�0RELOH��IURP�UHDGLQJ�DUWLFOHV�WKURXJK�WR�ZDWFKLQJ�OLYH�

HYHQWV�RQ�D�FRPSXWHU��ODSWRS�FRPSXWHU�RU�PRELOH�GHYLFH�VXFK�DV�D�VPDUWSKRQH�RU�WDEOHW�FRPSXWHU

Mobile Device (NET):�LQFOXGHV�DOO�ZKR�IROORZ�YLD�D�VPDUWSKRQH�DQG�RU�WDEOHW�FRPSXWHU��

���
2)�)$16�$&&(66�
SPORTS CONTENT VIA 
$�02%,/(�'(9,&(
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Consuming sports online

Online: includes any form of interaction (includes 

0RELOH��IURP�UHDGLQJ�DUWLFOHV�WKURXJK�WR�ZDWFKLQJ�

OLYH�HYHQWV�RQ�D�FRPSXWHU��ODSWRS�FRPSXWHU�RU�

mobile device such as a smartphone or tablet 

computer

2QOLQH�6SRUWV�)DQV�3UR´OH

�+RZ�WR�UHDG������RI�VSRUWV�IDQV�LQ�WKH�86�ZKR�

IROORZ�VSRUWV�RQOLQH�DUH�PDOH�

2YHUDOO�WKH�SUR´OH�RI�RQOLQH�VSRUWV�

IDQV�LV�IDLUO\�VLPLODU�WR�WKH�SUR´OH�RI�

WKH�VSRUWV�IDQ�EDVH�DV�D�ZKROH��ZLWK�

a skew towards males. There is also 

D�VNHZ�WRZDUGV�\RXQJHU�IDQV�ZLWK���

LQ���RQOLQH�IDQV�DJHG����¨����

/HVV�WKDQ
�������

More than
�������

Gender

Age

Income

18-24 �����

�����

�����

���

0RELOH�6SRUWV�)DQV�3UR´OH

�+RZ�WR�UHDG������RI�VSRUWV�IDQV�LQ�WKH�86�ZKR�

follow sports via an internet enabled mobile 

GHYLFH�DUH�PDOH�

&RPSDUHG�WR�WKH�RQOLQH�IDQ�SUR´OH��

D�JUHDWHU�SURSRUWLRQ�RI�IHPDOH�IDQV�

follow sports via mobile devices. 

7KHUH�LV�DOVR�D�JUHDWHU�VNHZ�

WRZDUGV�\RXQJHU�IDQV��ZLWK�����

DJHG�EHWZHHQ����DQG����

Mobile Device (NET): includes all who follow via a 

VPDUWSKRQH�DQG�RU�WDEOHW�FRPSXWHU��

/HVV�WKDQ
�������

More than
�������

Gender

Age

Income

18-24 �����

�����

�����

���

)LJXUH�����3UR´OH�RI�RQOLQH�DQG�PRELOH�VSRUWV�IDQV

��� ���

��� ������ ���

��� ���

���

��� ���

���

��� ���

���

���

���

��

���
2)�)$16�:+2�

)2//2:�632576�
21/,1(�($51�

OVER $50K

���
2)�)$16�:+2�

)2//2:�632576�9,$�
AN INTERNET 

(1$%/('�02%,/(�
DEVICE ARE AGED 

BETWEEN 18 AND 24
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Consuming sports online

Time spent per week consuming sports online
7KH�WLPH�VSHQW�ZDWFKLQJ�DQG�UHDGLQJ�VSRUWV�FRQWHQW�RQOLQH�YLD�D�

FRPSXWHU��ODSWRS�FRPSXWHU�KDV�UHPDLQHG�XQFKDQJHG�WKLV�\HDU��6OLJKWO\�

OHVV�WLPH�LV�VSHQW�E\�IDQV�IROORZLQJ�VSRUWV�RQ�PRELOH�GHYLFHV�LQ�������

KRZHYHU��D�JUHDWHU�SURSRUWLRQ�RI�IDQV�DUH�UHDGLQJ�DQG�ZDWFKLQJ�FRQWHQW�

on these devices this year.

)LJXUH�����+RXUV�VSHQW�SHU�ZHHN�FRQVXPLQJ�VSRUWV�RQOLQH�

�$YHUDJH�QXPEHU�RI�KRXUV�LQ�D�ZHHN�VSRUWV�IDQV�VSHQG�FRQVXPLQJ�VSRUWV�E\�HDFK�PHWKRG�

Q 2011
Q 2012
Q ����
Q 2014

1.0

���

1.2

1.4

���

1.8

���

���

1.4

���

1.4

���

1.4

���

���

1.8

Read articles 
online via a 

FRPSXWHU���ODSWRS�
computer

Watch online via a 
FRPSXWHU���ODSWRS�

computer

Read via an 
internet enabled 

mobile device

Watch via an 
internet enabled 

mobile device

���
HOURS ARE SPENT 
WATCHING SPORTS 
VIA AN INTERNET 
(1$%/('�02%,/(�
DEVICE IN AN 
AVERAGE WEEK
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Consuming sports online

)UHTXHQF\�RI�FRQVXPLQJ�VSRUWV�FRQWHQW�RQOLQH
7KH�IUHTXHQF\�RI�DFFHVVLQJ�VSRUWV�FRQWHQW�RQOLQH�YLD�FRPSXWHUV�ODSWRS�

computers and mobile devices remains consistent year over year where 

just over one-third access content on these devices at least once a day 

and three-quarters access content at least once a week.

)LJXUH�����)UHTXHQF\�RI�DFFHVVLQJ�VSRUWV�FRQWHQW�RQOLQH�

�+RZ�WR�UHDG������RI�IDQV�WKDW�DFFHVV�VSRUWV�FRQWHQW�RQOLQH�YLD�D�FRPSXWHU��ODSWRS�FRPSXWHU�GR�VR�DW�

OHDVW�RQFH�D�GD\�LQ�DQ�DYHUDJH�ZHHN�

2QOLQH�9LD�$�
&RPSXWHU���/DSWRS�&RPSXWHU

2QOLQH�9LD�$�
0RELOH�'HYLFH

$W�/HDVW�2QFH�
$�'D\

$W�/HDVW�2QFH�$�
Week

$W�/HDVW�2QFH�
$�'D\

$W�/HDVW�2QFH�
A Week

����� �� �� �� ��

2014 �� �� �� ��

�in4
)$16�7+$7�$&&(66�

SPORTS CONTENT 
21/,1(�9,$�$�

&20387(5��/$3723�
COMPUTER DO SO AT 
/($67�21&(�$�:((.
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Consuming sports online

Paying to watch sports online 
7KH�SURSRUWLRQ�RI�IDQV�SD\LQJ�WR�ZDWFK�VSRUWV�RQOLQH�LQ�WKH�86�KDV�

UHPDLQHG�XQFKDQJHG�ZKHUH����RI�VSRUWV�IDQV�KDYH�SDLG�WR�ZDWFK�VSRUWV�

online in the last 12 months. The majority of these fans have paid via a 

subscription rather than a pay-per-view payment method.

)LJXUH�����+RZ�IDQV�KDYH�SDLG�WR�ZDWFK�VSRUWV�RQOLQH�LQ�WKH�ODVW����
months

���RI�VSRUWV�IDQV�VWDWLQJ�WKH�ZD\�LQ�ZKLFK�WKH\�KDYH�SDLG�WR�ZDWFK�VSRUWV�LQ�WKH�ODVW����PRQWKV�

7KH�ZLOOLQJQHVV�RI�IDQV�WR�SD\�IRU�OLYH�VSRUWV�FRQWHQW�RQOLQH�LV�YHU\�PXFK�LQ�

line with the number of those who actually do.  

)LJXUH�����:LOOLQJQHVV�WR�SD\�IRU�OLYH�VSRUWV�FRQWHQW�RQOLQH�

���RI�VSRUWV�IDQV�VWDWLQJ�WKDW�WKH\�DUH�SUHSDUHG�WR�SD\��WRS���ER[�RQ�D���SRLQW�VFDOH��IRU�OLYH�VSRUWV�

FRQWHQW�RQOLQH�

2011 2012 ���� 2014

�� ��� ��� ���

Q 2011
Q 2012
Q ����
Q 2014

�

2

11

�

8 8

2 2

Subscription to website or 
VPDUWSKRQH���WDEOHW�DSSOLFDWLRQ

Pay-per-view to website or 
VPDUWSKRQH���WDEOHW�DSSOLFDWLRQ

��
2)�)$16�+$9(�3$,'�
TO WATCH SPORTS 
21/,1(�,1�7+(�/$67�
12 MONTHS

1in10
)$16�:28/'�%(�
:,//,1*�72�3$<�)25�
/,9(�632576�
&217(17�21/,1(
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Consuming sports online

Watching sports content online
$PRQJ�IDQV�WKDW�ZDWFK�VSRUWV�RQOLQH��OLYH�VWUHDPLQJ�UHPDLQV�WKH�PRVW�

SRSXODU�FRQWHQW�DFFHVVHG�ZKHUH�D�JUHDWHU�SURSRUWLRQ�RI�RQOLQH�IDQV�DUH�

ZDWFKLQJ�WKLV�W\SH�RI�FRQWHQW�\HDU�RYHU�\HDU��6KRUW�FOLSV�RI�JDPHV�DUH�DOVR�

PRUH�SRSXODU�LQ������ZKLOH�ORQJHU�KLJKOLJKWV�FRQWLQXH�WR�EH�ZDWFKHG�E\�

DSSUR[LPDWHO\���RXW�RI����RQOLQH�IDQV��

)LJXUH�����6SRUWV�FRQWHQW�ZDWFKHG�RQOLQH�

�7\SH�RI�FRQWHQW�ZDWFKHG�RQOLQH�E\�IDQV�WKDW�DFFHVV�VSRUWV�FRQWHQW�RQOLQH�

Q 2014
Q ����

��

��

��

��

��

12

��

��

24

14

28

11

/LYH�VWUHDPLQJ�
RI�JDPHV���HYHQWV

9LGHRV�RI�
JDPH���HYHQW�

KLJKOLJKWV��YLGHRV�
DUH���PLQXWHV�RU�

ORQJHU�LQ�GXUDWLRQ�

9LGHRV�RI�
sports news

9LGHRV�RI�SOD\HU�RU�
PDQDJHU���FRDFK�

interviews

Short clips of 
NH\�JDPH�HYHQW�

moments (videos 
DUH���PLQXWHV�RU�

ORQJHU�LQ�GXUDWLRQ�

/LYH�JDPHV�WKDW�
are visualized 
WKURXJK�YLUWXDO�
UHDOLW\��H�J��OLYH�
VFRUH�FHQWUHV�

���
2)�21/,1(�)$16�

:$7&+��/,9(�
675($0,1*�2)��

SPORTS EVENTS
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Consuming sports online

7KH�FRPSXWHU�ODSWRS�FRPSXWHU�LV�WKH�SULPDU\�PHDQV�WKURXJK�ZKLFK�

IDQV�ZDWFK�RQOLQH�FRQWHQW��+RZHYHU��PRELOH�GHYLFHV�DUH�DOVR�XVHG��DQG�

in particular for content that is typically shorter in duration such as short 

KLJKOLJKWV�FOLSV��8VH�RI�PRELOH�GHYLFHV�IRU�VKRUW�FOLSV�KDV�LQFUHDVHG�IURP�

����LQ������WR�����LQ�������6PDUWSKRQHV�DUH�JHQHUDOO\�XVHG�PRUH�VR�WKDQ�

WDEOHWV��ZKLFK�LV�OLNHO\�OLQNHG�WR�WKH�SHQHWUDWLRQ�RI�WKHVH�GHYLFHV�LQ�WKH�86��

+RZHYHU��WDEOHWV�DUH�PRUH�SRSXODU�WKDQ�VPDUWSKRQHV�IRU�OLYH�VWUHDPLQJ�

ZKLFK�PD\�EH�DWWULEXWHG�WR�WKHLU�JUHDWHU�VFUHHQ�VL]H�ZKLFK�ZLOO�HQKDQFH�

WKH�XVHUV­�H[SHULHQFH�RI�WKLV�FRQWHQW�

)LJXUH�����'HYLFHV�XVHG�WR�ZDWFK�VSRUWV�FRQWHQW�RQOLQH

�+RZ�WR�UHDG�WDEOH������RI�IDQV�WKDW�ZDWFK�OLYH�VWUHDPLQJ�RI�JDPHV�HYHQWV�RQOLQH�GR�VR�YLD�D�FRPSXWHU��

ODSWRS�FRPSXWHU�

Sports Content Watched 
Online

9LD�D�
&RPSXWHU��
/DSWRS�

Computer

9LD�D�
Smartphone

9LD�D�7DEOHW 9LD�D�PRELOH�
device 
�1(7�

/LYH�VWUHDPLQJ�RI�JDPHV��
events

�� 22 �� ��

9LGHRV�RI�JDPH��HYHQW�
KLJKOLJKWV

81 �� 28 ��

9LGHRV�RI�VSRUWV�QHZV �� �� �� ��

9LGHRV�RI�SOD\HU�RU�PDQDJHU�
��FRDFK�LQWHUYLHZV

80 �� 28 ��

6KRUW�FOLSV�RI�NH\�JDPH���
event moments

�� 41 �� ��

Mobile Device (NET):�LQFOXGHV�DOO�ZKR�IROORZ�YLD�D�VPDUWSKRQH�DQG�RU�WDEOHW�FRPSXWHU

���
2)�)$16�7+$7�
:$7&+�/,9(�
675($0,1*�2)�
GAMES/EVENTS DO 
62�9,$�$�7$%/(7
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Consuming sports online

Reading sports content online
6SRUWV�QHZV�FRQWLQXHV�WR�EH�WKH�PRVW�SRSXODU�FRQWHQW�UHDG�RQOLQH��

IROORZHG�E\�VWDWLVWLFV�DQG�LQIRUPDWLRQ��7KLV�\HDU�KDV�VHHQ�D�JUHDWHU�

GHPDQG�IRU�OLYH�WH[W�FRPPHQWDU\�RI�JDPHV�DV�PRUH�IDQV�DUH�WU\LQJ�WR�

keep up with events in real time.   

)LJXUH�����6SRUWV�FRQWHQW�UHDG�RQOLQH�

�7\SH�RI�FRQWHQW�UHDG�RQOLQH�E\�IDQV�WKDW�DFFHVV�VSRUWV�FRQWHQW�RQOLQH�

$V�ZLWK�ZDWFKLQJ�VSRUWV�RQOLQH��FRPSXWHUV��ODSWRS�FRPSXWHUV�DUH�WKH�

most commonly used devices to access sports content in text format. 

Mobile devices are also used in addition to rather than instead of 

computers where smartphones are more widely used than tablets.

)LJXUH�����'HYLFHV�XVHG�WR�UHDG�VSRUWV�FRQWHQW�RQOLQH

�+RZ�WR�UHDG�WDEOH������RI�IDQV�WKDW�UHDG�VSRUWV�QHZV�LQ�WH[W�IRUPDW�RQOLQH�GR�VR�YLD�D�FRPSXWHU��ODSWRS�

FRPSXWHU�

Sports Content Read Online 9LD�D�
&RPSXWHU�� 
�/DSWRS�

computer

9LD�D�
Smartphone

9LD�D�7DEOHW�
Computer

9LD�D�PRELOH�
device 
�1(7�

Sports news in text format 82 �� 24 ��

/LYH�WH[W�FRPPHQWDU\�RI�
JDPHV��HYHQWV

�� �� 18 44

6WDWLVWLFV��LQIRUPDWLRQ�
�6FKHGXOHV��UHVXOWV�

84 42 24 ��

%ORJV��IRUXPV �� �� �� ��

0RELOH�'HYLFH��1(7���LQFOXGHV�DOO�ZKR�IROORZ�YLD�D�VPDUWSKRQH�DQG�RU�WDEOHW�FRPSXWHU

��

��

��

��

��

��

��

20
Q 2014
Q ����

Sports news in text 
format

/LYH�WH[W�
FRPPHQWDU\���OLYH�
VFRUHV�RI�JDPHV���

events

Statistics & 
information 
�VFKHGXOHV���

UHVXOWV�

%ORJV���IRUXPV

���
2)�21/,1(�
)$16�5($'�

SPORTS NEWS IN 
7(;7�)250$7
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Consuming sports online

Websites or applications (apps) used to access 
sports content online
2QOLQH�VSRUWV�IDQV�LQ�WKH�86�W\SLFDOO\�XVH���ZHEVLWHV�LQ�DQ�DYHUDJH�ZHHN�

WR�DFFHVV�VSRUWV�FRQWHQW��,Q�WHUPV�RI�WKH�W\SH�RI�VLWHV�XVHG��JHQHUDO�VLWHV�

DUH�WKH�PRVW�SRSXODU�LQ�WKH�86�DKHDG�RI�VSRUWV�EURDGFDVWHUV��ZKLOH���LQ�

��RQOLQH�IDQV�XVH�WHDP�OHDJXH�VLWHV�RU�DSSV������RI�RQOLQH�IDQV�ZLOO�XVH�

QHZVSDSHU�VLWHV�WR�FRQVXPH�VSRUWV�FRQWHQW��)RU�IDQV�WKDW�VWUHDP�OLYH�

JDPHV�RQOLQH��VSRUWV�EURDGFDVWHU�ZHEVLWHV�RU�DSSV�DUH�WKH�PRVW�SRSXODU�

DKHDG�RI�WHDP�OHDJXH�VLWHV�

)LJXUH�����7RS���ZHEVLWHV�DSSOLFDWLRQV��DSSV��RQOLQH�VSRUWV�IDQV�XVH�
to access sports content online

���RI�IDQV�WKDW�DFFHVV�VSRUWV�FRQWHQW�RQOLQH�ZKR�XVH�WKH�IROORZLQJ�ZHEVLWHV�DSSV�

year Top 5 types of website/apps used to access sports content 

2014 ���
*HQHUDO

���
Sports 

broadcaster 

���
7HDP��
/HDJXH�

���
1HZVSDSHU�

���
'HGLFDWHG�

sports 

General: UHIHUV�WR�ZHEVLWHV�DSSV�VXFK�DV�061��$2/��<DKRR

Dedicated sports: UHIHUV�WR�ZHEVLWHV�DSSV�GHGLFDWHG�WR�VSRUWV�EXW�QRW�OLQNHG�WR�D�QHZVSDSHU�RU�

EURDGFDVWHU��([DPSOH�EHLQJ�VSRUWLQJQHZV�FRP

���
2)�)$16�86(�7($0�
/($*8(�6,7(6�25�
APPS TO ACCESS 
SPORTS CONTENT 
21/,1(
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Consuming sports online

Use of websites and applications (apps) to follow 
sports on mobile devices
����RI�IDQV�WKDW�IROORZ�VSRUWV�RQ�PRELOH�GHYLFHV�SUHIHU�WR�XVH�DSSV�RYHU�

ZHEVLWHV��ZKLOH�����KDYH�D�SUHIHUHQFH�IRU�ZHEVLWHV��$SSUR[LPDWHO\���LQ�

��PRELOH�IDQV�XVH�DQ�HTXDO�DPRXQW�RI�DSSV�DQG�ZHEVLWHV��7KHVH�´QGLQJV�

WKHUHIRUH�VXJJHVW�WKDW�WKHUH�LV�D�QRW�DQ�RYHUZKHOPLQJ�GHPDQG�IRU�DSSV�

over websites.  

)LJXUH�����8VH�RI�ZHEVLWHV�DQG�DSSOLFDWLRQV��DSSV��WR�IROORZ�VSRUWV�
on mobile devices

���RI�IDQV�WKDW�IROORZ�VSRUWV�RQ�PRELOH�GHYLFHV�WKDW�XVH�WKH�IROORZLQJ�PL[�RI�ZHEVLWHV�DSSV�
1in4
02%,/(�)$16�

21/<�86(�$336�
72�)2//2:�

SPORTS ON A 
02%,/(��'(9,&(

20

��

24

��

��

,�RQO\�XVH�DSSOLFDWLRQV��DSSV�

,�XVH�DSSOLFDWLRQV��DSSV��PRUH�WKDQ�
websites

I use equal amount of applications 
�DSSV��DQG�ZHEVLWHV

I use websites more than 
DSSOLFDWLRQV��DSSV�

I only use websites 
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Consuming sports Via soCial networking platforms

Consuming Sports Via Social 
Networking Platforms

7KLV�VHFWLRQ�SURYLGHV�LQVLJKW�LQWR�KRZ�IDQV�DUH�FRQVXPLQJ�VSRUWV�YLD�VRFLDO�

QHWZRUNLQJ�SODWIRUPV��

�����KDV�VHHQ�D�VLJQL´FDQW�LQFUHDVH�LQ�WKH�QXPEHU�RI�IDQV�LQ�WKH�86�

IROORZLQJ�VSRUWV�YLD�VRFLDO�QHWZRUNLQJ�SODWIRUPV�ZKHUH�QRZ�RYHU�D�WKLUG�

RI�IDQV�FRQVXPH�VSRUWV�RQ�WKHVH�SODWIRUPV��7KH�WLPH�IDQV�VSHQG�IROORZLQJ�

VSRUWV�RQ�WKHVH�SODWIRUPV�KDV�GHFUHDVHG�VOLJKWO\�KRZHYHU�WR�MXVW�XQGHU�����

KRXUV�SHU�ZHHN��ZKLFK�LV�FRQVLVWHQW�ZLWK�WKH�WLPH�VSHQW�LQ������DQG�������

6RFLDO�QHWZRUNLQJ�IDQV�DUH�KHDYLO\�VNHZHG�WRZDUGV�\RXQJHU�IDQV��ZLWK�

����DJHG����¨�����7KHUH�LV�JHQHUDOO\�DQ�HYHQ�VSOLW�DFURVV�JHQGHU�DQG�

income.

)LJXUH�����3UR´OH�RI�VRFLDO�QHWZRUNLQJ�VSRUWV�IDQV

�+RZ�WR�UHDG������RI�VSRUWV�IDQV�LQ�WKH�86�ZKR�IROORZ�VSRUWV�YLD�VRFLDO�QHWZRUN�SODWIRUPV�DUH�PDOH�

���

��� ���

���

���

18-24

���

�����

���

�����

/HVV�WKDQ
�������

More than
�������

���

�����

��

���

Gender Age

Income

���
2)�632576�)$16�
:+2�)2//2:�
632576�9,$�62&,$/�
NETWORKING 
3/$7)2506�$5(�
BETWEEN 18 AND 24
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Consuming sports Via soCial networking platforms

Social networking platforms used to access sports 
content
)DQV�W\SLFDOO\�XVH�DQ�DYHUDJH�RI���VRFLDO�QHWZRUNLQJ�SODWIRUPV�WR�IROORZ�

VSRUWV�ZKLFK�LV�FRQVLVWHQW�ZLWK�ODVW�\HDU��$V�LQGLFDWHG�LQ�)LJXUH�����WKH�

SRSXODULW\�RI�)DFHERRN��<RX7XEH�DQG�7ZLWWHU�KDV�GHFUHDVHG�WKLV�\HDU��

KRZHYHU��WKH\�UHPDLQ�WKH�PRVW�SRSXODU�VLWHV�XVHG�WR�IROORZ�VSRUWV��7KHLU�

GURS�LQ�XVH�VXJJHVWV�WKDW�IDQV�DUH�LQFUHDVLQJO\�PDNLQJ�XVH�RI�RWKHU�

DYDLODEOH�VRFLDO�QHWZRUNLQJ�SODWIRUPV���

)LJXUH�����6RFLDO�QHWZRUNLQJ�SODWIRUPV�XVHG�WR�IROORZ�VSRUWV

���RI�IDQV�XVLQJ�VRFLDO�QHWZRUNLQJ�SODWIRUPV�WR�IROORZ�VSRUWV�WKDW�XVH�HDFK�SODWIRUP

Q 2012
Q ����
Q 2014

2

2

4

2

8

�

�

2

��

��

��

18

��

��

��

��

�

��

40

24

��

10

)DFHERRN

<RX7XEH

Twitter

*RRJOH��

,QVWDJUDP

Pinterest

9LQH

)OLFNU

9LPHR

%HER

�in10
62&,$/�)$16�

)2//2:�632576�
21�)$&(%22.
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Consuming sports Via soCial networking platforms

Sports content accessed on social networking 
platforms
+DOI�RI�VRFLDO�QHWZRUNLQJ�IDQV�VWDWH�WKDW�WKH\�IROORZ�D�WHDP�RU�OHDJXH�RQ�

WKHVH�SODWIRUPV�ZKLOH�����ZDWFK�OLYH�VWUHDPLQJ�RI�VSRUWV�

)LJXUH�����7RS���W\SHV�RI�VSRUWV�FRQWHQW�DFFHVVHG�RQ�VRFLDO�
networking platforms 

���RI�IDQV�XVLQJ�VRFLDO�QHWZRUNLQJ�SODWIRUPV�WR�IROORZ�VSRUWV�WKDW�DFFHVV�WKH�IROORZLQJ�FRQWHQW����
2)�62&,$/�)$16�86(�
62&,$/�1(7:25.,1*�
3/$7)2506�72�
ACCESS NEWS IN 
7(;7�)250$7

��

��

��

��

��

)ROORZ�WHDP���OHDJXH

:DWFK�OLYH�VWUHDPLQJ�
RI�JDPHV���HYHQWV

1HZV�LQ�WH[W�IRUPDW

Watch short clips of key 
JDPH���HYHQW�PRPHQWV

9LGHRV�RI�JDPH���HYHQW�KLJKOLJKWV
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Consuming sports Via soCial networking platforms

Sports content shared on social networking 
platforms
3LFWXUHV�DUH�WKH�PRVW�SRSXODU�FRQWHQW�VKDUHG�DQG���LQ���IDQV�VWDWH�WKDW�

WKH\�VKDUH�VKRUW�FOLSV�YLD�VRFLDO�QHWZRUNLQJ�SODWIRUPV�

)LJXUH�����7RS���W\SHV�RI�VSRUWV�FRQWHQW�VKDUHG�RQ�VRFLDO�QHWZRUNLQJ�
platforms 

���RI�IDQV�XVLQJ�VRFLDO�QHWZRUNLQJ�SODWIRUPV�WR�IROORZ�VSRUWV�WKDW�VKDUH�WKH�IROORZLQJ�FRQWHQW� 1in4
62&,$/�)$16�
86(�62&,$/�

NETWORKING TO  
SHARE SPORTS 

PICTURES

24

18

��

��

��

Pictures

&RQWHQW�IURP�WHDP���OHDJXH­V�
VRFLDO�QHWZRUNLQJ�SDJH

Short clips of key 
JDPH���HYHQW�PRPHQWV

Content from a sports 
VWDU­V�VRFLDO�QHWZRUN�SDJH

1HZV�LQ�WH[W�IRUPDW
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understanding football fans in the us

Understanding football fans in  
the US

7KLV�VHFWLRQ�SURYLGHV�LQVLJKW�LQWR�IRRWEDOO�IDQV�LQ�WKH�86��WKH�PRVW�SRSXODU�

VSRUW�IROORZHG�E\�IDQV��.DQWDU�6SRUWV�IDQ�VHJPHQWDWLRQ�LV�DEOH�WR�VSOLW�

IRRWEDOO�IDQV�LQWR�WKRVH�ZKR�DUH�KLJKO\�HQJDJHG�ZLWK�WKH�VSRUW�WKURXJK�WR�

WKRVH�ZKR�DUH�OHVV�HQJDJHG�

,Q�WKH�86��IRRWEDOO�LV�IROORZHG�E\�����RI�WKH�DGXOW�SRSXODWLRQ��UHSUHVHQWLQJ�

DSSUR[LPDWHO\�����PLOOLRQ�IDQV������RI�WKHVH�IDQV�DUH�HQJDJHG�IDQV��KDYH�

D�KLJK�GHJUHH�RI�HPRWLRQDO�DWWDFKPHQW���UHSUHVHQWLQJ����PLOOLRQ�HQJDJHG�

football fans.

)LJXUH�����)RRWEDOO�IDQV�DQG�HQJDJHG�IRRWEDOO�IDQV

242m Adult population 

117m )RRWEDOO�IDQV

66m Engaged football followers

���
2)�$'8/76�)2//2:�
)227%$//
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understanding football fans in the us

Methods used by fans to follow football in the US
$V�)LJXUH����LQGLFDWHV��IRRWEDOO�IDQV�DQG�HQJDJHG�IRRWEDOO�IDQV�KDYH�

D�VLPLODU�SURSHQVLW\�WR�IROORZ�IRRWEDOO�YLD�WUDGLWLRQDO�PHGLD�VXFK�DV�79�

DQG�SULQW��+RZHYHU��HQJDJHG�IRRWEDOO�IDQV�IROORZ�IRRWEDOO�YLD�D�JUHDWHU�

QXPEHU�RI�PHWKRGV�WKDQ�WKH�DYHUDJH�IRRWEDOO�IDQ��,Q�SDUWLFXODU��HQJDJHG�

IDQV�DUH�PRUH�OLNHO\�WR�VHHN�FRQWHQW�YLD�GLJLWDO�PHWKRGV�ZLWK�XSZDUGV�RI�

��LQ���UHDGLQJ�IRRWEDOO�FRQWHQW�RQOLQH�YLD�D�FRPSXWHU��ODSWRS�FRPSXWHU��

(QJDJHG�IDQV�DUH�DOVR�PRUH�OLNHO\�WR�IROORZ�WKH�VSRUW�YLD�VRFLDO�QHWZRUNLQJ�

SODWIRUPV�ZKHQ�FRPSDUHG�WR�WKH�DYHUDJH�IDQ����

)LJXUH�����0HWKRGV�IRRWEDOO�IDQV�XVH�WR�FRQVXPH�IRRWEDOO

�+RZ�WR�UHDG�WDEOH������RI�IRRWEDOO�IDQV�IROORZ�IRRWEDOO�RQ�79�

% of fans using each method to follow football

Football 
Fans

Engaged  
Football Fans

Attend

�� ��

:DWFK�RQ�79

�� ��

Print

�� ��

:DWFK�RQOLQH�YLD�D�FRPSXWHU��
laptop computer

22 ��

5HDG�RQOLQH�YLD�D�FRPSXWHU��
laptop computer

�� ��

/LVWHQ�WR�UDGLR��VSRUWV�SURJUDP

�� 40

Watch via a mobile device

�� ��

Read via a mobile device

21 28

6RFLDO�1HWZRUNLQJ�3ODWIRUPV

24 ��

Print:�LQFOXGHV�QHZVSDSHUV�DQG�PDJD]LQHV

Mobile: any interaction via a mobile device such as a smartphone or tablet computer. 

Attend:�LQFOXGHV�DWWHQGDQFH�DW�DQ\�SURIHVVLRQDO�VSRUWLQJ�HYHQW

1in2
(1*$*('�)227%$//�
)$16��5($'�21/,1(�

VIA A COMPUTER
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#knowthefan

www�sportingnews�com

Sporting News Media

470 Park Avenue South 
New York 
NY 10016 
USA
 

+1 (212) 500 0650
info@performgroup�com
@performgroup
@sportingnews

www�kantarmedia�co�uk

Kantar Media Sports

222 Grays Inn Road
/RQGRQ
WC1X 8HB  
UK 
 

+44 (0) 20 7160 5800
uk@kantarmedia�com
@kantarsport

www�sportbusiness�com

SportBusiness Group

St Mark’s House
Shepherdess Walk 
/RQGRQ��1���%4 
UK
 

+44 (0) 20 7954 3514
infoteam@sportbusiness�com
@sportbusiness


