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Navigating the Digital Playfield

Executive Summary

—OreworQ

HrOm

CUture Platforms
Joint Managing
Director

Remy Brooks

—>

SPOrT IS d unigue enterprise thdt has the power 1o
connect individuals from different parts of the world 1O
join forces towards d common godl or shared interest.
While, of course, elite-level sport is only possible thanks TO
the ability, talent and sacrifice of the athlefes who
dedicate their lives to their craft and our enterfainment, it
IS equadlly frue That sport is essentially nothing without its
fans.

“an engagement is absolutely key for any sport,
governing body. club, or individual sportsperson. Once
YOU gO benhind the curtain, Youll see thdt the only redson
Why broadcasters are fighting tooth and nail for
coverage is to secure the aftention and resources of the
fans. As such, fans are where much of the revenue and
growth come from In SPOorts, and bullding a redl
connection is paramount o the success and longevity of
any sport

N ThiS whitepaper, 'Navigaring the Digital Playfiela:
Jnderstanding Engagement and Consumer
-xpectations” we at Future Platforms have distilled the

FUTUR=
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essence of modern sports consumption and fan
engagement. Our adim has been 1o explore and unpack
the digital dynamics that are reshaping the relafionship
between sports entities and their supporters.

We delved into the digital evolution that has transitioned
sports from live event viewing to interactive fan
experiences, underscoring the significant impact of digita
media platforms. With the proliferation of digita
technologies, we've entered a new era where
engagement franscends the physical and enters the
digital reaim, allowing fans to interact with their idols in
ways that were previously unimagined.

our findings highlight the importrance of a digitdl
companion 1o the live experience. an aspect that leading
sports broadcasters like Sky Sporfs have capitalised on
through innovative app features. We've discovered that
mMOost Sports App users engage primarily just before the
event, underlining the potential to enhance fan
anfticipation and experience in these critical moments
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Overall, this whitepaper urges sports entities to focus more on their fan
engagement: challenging them to go beyond passive data analytics and
actively seek out real conversations with their fanbase. It is not enough to
merely observe. Rather, there is an imperative 1o engage, listen. and adapt
based on direct fan feedback. By doing so. sports organisations can
uncover rich insights and take informed actions that resonate with their
audience, fostering a stronger bond and ensuring that fans feel their
voices are truly heard and valued.

Ve also Touch on the transformartive potential of NFC technology IN SPOrts
nerchandise, Illustrating how It can strengthen fan loyalty and open new
revenue streams for Clus. ThiS INSIgNT IS particularly vital for smaller clutos
ANd less maiNstream SPOrTs, presenting a lifeline for sustainaple growtn.

“urthermore, the whitepaper examines the multifaceted nature of sports
fandom in the age of digital media. Our research indicates that fans are
Not only consuming sports through fradifional broadcasts but are also
everaging various digital platforms 1o enrich their experience. This multi-
platform usage is especially pronounced among younger audiences
WhO are engaging with sports through a combination of streaming, mobile
ApPPS, aNd fantasy leagues

—qually. we address the burgeoning role of social media and individudl
trusted voices in sports journalism. which are reshaping how Sports
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NArrartives are craffed and consumed. The persondl brand of JourndliSts
ke David Ornstein, Amy Lawrence, and Farizio ROmManNo exemplifies this
SNIfT, while The rse of Youluobe fan channels shows That credioility and
engagement often stem from INdividudl expertise and presence as much
as from Tradifional media powernouses,

Through engaging with fans and incorporating their feediback info the
digital experience, sports entities can avoid the pitfall of disconnect and
iNnstead demonstrate a profound understanding of their audience. This
evel of investment in fan interaction is palpable: fans can discern when
their input has lbeen incorporated and are more likely to form a lasting
connection with sports brands that shnow they are listening.

Lastly, the whitepaper offers strategic recommendations for sports entities
to harness the full potential of digital engagement. From leveraging data
for tailored experiences to utilising the celebrity of athletes for increased
marketability. the fufure of sports consumptfion is one that demands
adaptability. personalisation, and an unwavering focus on the digital fan
experience.

The wnitepaper offers strategiC recommenadTtions for SPOrTS
entimnes 10 harness the full potentidl of digital engagement.


https://docs.google.com/spreadsheets/d/1Ae-B5k_HrPNK3AolMAf2vjXb4wmytAmklScuaGJHCMI/edit#gid=1953958013
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Nne eVvolving
| andscape of
SOOIS CoONSUMPTION

Welcome to our sports and fan engagement
whnitepaper — Navigating the Digital Playfield:
JUnderstanding Engagement and Consumer
-xpectations. We are Future Platforms, a bespoke,
iNndependent digital product agency. Based in the
UK, we offer a human-centred approach to
consulting. serving as engineers, designers and
stfrategic advisors to a diverse range of clients
ACross multiple INdusiries.

INnTroduction

AS a digital product agency. the term “digital” holds
great significance for us and encompasses the full
spectrum of our expertise, which includes the
development of official apps, websites and e-
commerce platforms that elevate your lbrand.

Below, we explore INSIgNTs from our [atesT research
ON The British Sports faNs experience.
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Wwe highlight The role of digitai,
assessing how it enhances the
experience, and examining the
impact on consumer behaviour
and
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Why engagement matters

O understand why engagement is so important 1o sporting institutions,

it's vital to first understand the context of engagement and how it has
iNnadvertently snaped the history of sports. Historically, sports were an
event-based enterprise that you only saw live, heard on the radio, or
read about in the newspapers. However, following the UK’ first live
television broadcast in 1931 and the subseguent resumption of live sports
N the country following World War I, the sports industry began 1o realise
that television was a great way to improve engagement, bring in more
revenue, and ultimately grow their business.

"Fan engagement is absolutely key for any sporting
nstitution. rights holder. governing body or even the
Ndividual sportsperson, as engagement is where

growth comes from.

Remy Brooks, Joint Managing Director of Future Platforms.

Televised sports coverage in the UK significantly changed forever in the

12Q0s WiTh The launch of SKy SPOrts from the pay Television roadcaster
BSKYB and the credtion of the Premier League N 1992, INn the decades
ThAaT followed, several other Sports have undergone radical changes 10
Thelr Televised and organisartional structures IN a bid TO bulld awadreness

and increase their sports popularity and fan engagement. For example,
Cricket, which has typically been considered
underwent significant overnauls to modernise the game and appedl 1o
a younger audience. These overhauls ulfimately cuminated in the

credrtion of The shorter, made-for-

V formar That IS

3ritains second  sport,

wenty20.

193]
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—PSOM Derby. The fIrst Sporfing event
oroadcast live In Greadt Britain

Wimpledon Mens Final, The BBCS
first live outside sports broadcast
and one of its longest running.

London Olympics. with coverage
iNmally only available 1o Londoners.

-IFA World Cup. The BBC'S first colour
Oroadcast, garnering 32.3m viewers,

Muhammad All vs Joe Frazier, The first
overseqas sarellite proadcast.


https://www.bbc.com/historyofthebbc/100-voices/entertaining-the-nation/sport/
https://www.skysports.com/more-sports/news/12040/10243562/sky-sports-has
https://www.premierleague.com/history/origins
https://www.cricket.com.au/news/3239569
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While televisions Influence has undouptedly dided fan engagement Iin

many sports, the proliferation of digital media ar

a TS various plarforms

has taken engagement to an entirely new stratosphere. As noted by
Remy: ‘Engagement is a chance to offer fans a real connection with
their favourite clubs, teams or personnel, and give them an opportunity

Not just To consume, but really engage with their

IAOIS. Digital I1s redlly

gredr way Oof connecting people To content as well as each other. AS
sucCh, If You dont Invest IN That fan experience digitally,

voure missing a genuine opportunity 1o give fans
what they want while also missing out on the growth

Of The puSINess.

With the advent of digital media, fans are now
updates and get information faster than ever

Aple 10 see redl-ime
oefore. [N aadifion 10

merely receiving information, many sports tfeams, sporting bodies and
rights holders are also exploring inferactivity features such as fan
commentary and including gamification elements within their apps to

INCrease engagement even furtner.

Source: Tvlicensing.co.uk, The History of Live Sport on UK Television
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world Heavywelight Tifle Fight, The
1996 UK's first pay-per-view televised
event

2006 -IFA World Cup., the first HD SpOorts
oroadcast on the BBC.

20]0 Arsenal vs Manchester United, Sky
launches a 3D channel.

Sky launches the Sports ‘'on the go
mobile app.

2012 London Olympics Opening
Ceremony. watched by lbn people.


https://www.google.com/url?q=http://tvlicensing.co.uk&sa=D&source=docs&ust=1701702795187856&usg=AOvVaw3q3fju6tdz58trCmNOc445
https://medium.com/orizon-design/gamification-in-app-design-making-apps-fun-again-44b00cbefc08
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Whenever we have spoken to sports teams,
rights holders and even sporting bodies, they all
talk about digital as being a companion to the
Ive experience - 1e, something thar youll use
while youre wdadtching the sport I1rself. Sky Sports,
for example. has been a magjor player in this
field, offering users of the Sky Sports app the
ability 1o ride with _Lewis Hamilton, MdaxX
\erstappen and other racers of their choice
while watching the main Formula 1 coverage on
their television screens.

Whie 11 IS admitedly guite advantageous 1o
have ready access to up-to-date stats and
alternative viewing angles, our research info
the usage of sports platforms found that most
users are actively inferacting with the apps in
the moments just before the live event starts. So.

for example, more football fans use the Sky
Sports app 1o check for lineups and any last-
minute

The Future is Digital

changes than those who would be accessing
alternative coverage during the game.
Conversely. our research found that just over:

I3°/o

Of users surveyed

use thelr favourite SPOrTS
olaTform afrer the live
event has occurred.

FUTUR=
PLATFORMS

The question Then IS NoT If we should care
about the digital experience but more about
how we can enhance it even further. As
content creators. there needs to be @
concerted effort to ennance the buildup and
anticipdrion of Tthese live events even further
during the fimes when the audience is most
engaged with sports brands. To see what this
MIgNT IOOK like, we [0OK dT TWO INTeresting Uses
of technology that are reshaping the fan
experience below.



https://www.skysports.com/f1/news/12433/12823574/sky-sports-f1-live-streams-sky-sports-app-offers-onboard-driver-feeds-and-team-radio-in-2023-season
https://www.skysports.com/f1/news/12433/12823574/sky-sports-f1-live-streams-sky-sports-app-offers-onboard-driver-feeds-and-team-radio-in-2023-season
https://www.skysports.com/f1/news/12433/12823574/sky-sports-f1-live-streams-sky-sports-app-offers-onboard-driver-feeds-and-team-radio-in-2023-season
https://lookerstudio.google.com/u/0/reporting/fef9922f-6c51-4bcc-ad97-2206e5b2fc97/page/p_hv37nhyy8c
https://lookerstudio.google.com/u/0/reporting/fef9922f-6c51-4bcc-ad97-2206e5b2fc97/page/p_hv37nhyy8c

15

Navigating the Digital Playfield The Future is Digital

Connecting
—FAONS  WITN

lechnology
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he use of NFC (near-field communication) tfechnology in
sports is Not an entirely new concept and has been used
by multiple premier league football clubs and major
stfadiums around the world as a way of facilitating easier

TUrnstile access and removing Ticketr Touts from the
Matchaay experience. However, one company,
connected FanNartics, seeks To take this concept ToO new
heignts.

Co-founded In 2020 by Daniel Lewis, formerly of the
ohysical-fo-digital fan network Skute, Connected Fanatics
seeks to embed NFC technology into foofldll jerseys to
Adllow fooflall clulbs to engage with their fans using the
unigue identifier in their replica kits. ONnce scanned, fans
could then access a myriad of personalised experiences
that could e tailored 1o a specific player or shirt numlioer.
N addition, cluls could also use NFC fechnology ToO
unlock a new revenue stream by tying content behind
an NFC-locked sulbscription model.

The NFC-based sulbscription model could also be a lifeline
for lower-league clubs and even sports such as rugby.
which have fraditionally struggled to sell jerseys
compared 1o the most popular football tfeams.


https://www.hypesportsinnovation.com/the-evolution-of-sports-ticketing-a-dive-into-the-future/
https://www.hypesportsinnovation.com/the-evolution-of-sports-ticketing-a-dive-into-the-future/
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Because people arent buying the merchandise like
they normally do. you have to reassess and admit
TNAT The current busINess Moadel IS roken. If you
connected all of the jerseys (both old and new) by
embedded NFC tfechnology and offered something
unigue that fans can't anywhere else, then they may

be obliged to pay a small subscription to the clubs,
WNICN WOUIO

UnloCcK and facilirare a
new .

Therefore, whether The fan PuUysS The latest jersey or NOT,
T doesnT redlly martter as the cluo will still be MAaKINg
nMnoney from each fan, DUt IN a different wavy.

Daniel Lewis, Chief of Customer success at Connected FaNaTiCs
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The Future is Digital

'ne RiIse of MUlT

PlATform usage

While there has been considerable focus on
the 8-second aftention span of Gen Z and the
implications for the future of sports coverage, it's
important to note that sports fandom is actually
iNncreasing thanks to new digital platforms.
Research by established global audience
specialists Nielsen reveals that younger viewers
are following more sports than their older
counterparts. However, younger fans are doing
SO Via a combination of streaming, mobile and
fantasy experiences.

IN ouUr own research, we found that the majority
Of Sports fans (82%) use TV or radio broadcasts
TO follow thelr favourite Sports. INnterestingly, we

also saw that every sports fan uses a number of
other platforms to follow their preferred sport(s)
as well. Besides TV and radio, 80% said they use
official apps and websites, 77% of respondents
stated they use social media to follow sporting
personalities and organisations, while 72% said
ThaTt They stream content online.

“rom both our findings and the studies
conducted by our peers. its clear that the
modern sports fan is one that is no longer
bound to a single device or platform. Rather.
fans are utfilising platforms and devices 1o
access content when and how they desire.

The
modern
sports
fan is no
longer
bound to
a single
device
or
platform

FUTUR=
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https://www.keg.com/news/the-first-8-seconds-capturing-the-attention-of-gen-z-students#:~:text=Recent%20studies%20have%20shed%20light,less%20than%20that%20of%20millennials.
https://theathletic.com/1457876/2019/12/14/with-audiences-falling-and-attention-spans-shortening-is-it-time-for-football-to-change/
https://www.nielsen.com/news-center/2022/sports-fandom-is-increasing-powered-by-new-digital-platforms-global-report-finds/
https://docs.google.com/spreadsheets/d/1Ae-B5k_HrPNK3AolMAf2vjXb4wmytAmklScuaGJHCMI/edit#gid=1953958013

18

Navigating the Digital Playfield

809% Official apps and welbsites

77%o SOCIal media

72% Online streaming platforms

The Future is Digital

Of Sports fans use TV or radio

Oroadcasts To watch live events.
However. sports fan uses other
platforms 100, including:

FUTUR=
PLATFORMS
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The Power of SocCidl

Vedia and Trusteo
\Voices in Digital
Sports Media

While our resedrch found that broadcasters and rights holders have

the most popular dedicated sports apps. there is Nno denying that
new home of the conversation about sports is on X (Twitten.

The

~Or

example, according 1o figures released by The social media platform, In

Dubal alone, there were more Than 14 million Tweets made alouT Cricket

when Pakistan and INndia faced each other in the 2022 Asia Cup onN the
23Th Of August. Meanwnhile, The social medid platform states that 85% Of

X Uusers regularly connect with footioall, and there were more than i
pillioN conversation Impressions during the FHEFA 2023 Womens World

Cup.

FUTUR=
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BT Sport Flashscore
07 20
ESPN
05 Sky Sports
318
BBC Sport
243


https://lookerstudio.google.com/u/0/reporting/fef9922f-6c51-4bcc-ad97-2206e5b2fc97/page/p_sw11dnwy8c
https://blog.twitter.com/en_us/topics/insights/2022/moments-that-defined-record-breaking-summer-twitter
https://marketing.twitter.com/en_gb/insights/twitter-is-where-football-lives0
https://blog.twitter.com/en_us/topics/events/2023/fifawwc-how-a-generation-defining-conversation-came-alive-on-x
https://blog.twitter.com/en_us/topics/events/2023/fifawwc-how-a-generation-defining-conversation-came-alive-on-x
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'ne iNnfernet and digital
media essentially broke
what was previously d
very gatekeeper-esqgue
media landscape. Before
the social media erq, very
few people had a voice
and even fewer would
care apour wnadt you Nhad
to say on a particular topic
or issue unless you were
endorsed by a major
orand such as ESPN,
Talksport or the BBC etc.

Remy Brooks, Joint Managing Director of
Future Platforms.

The Future is Digital

X has provided a platform for both regular fans
and professional journalists to converse and
debate about their favourite sports team.
athletes or frending news and events affecting
their chosen sport. In addition, the platform has
AISO Maagde IT PossIble for INdividudls TO ulld Thelr
brand, stand outf from the crowd, and., in some
iNstances, even become bigger brands than the
outlets they may have been working for in the
QST

One of the Mmost Nnotable examples of a former
employee becoming almost as big as ftheir
employee is the former BBC Sporfts
Correspondent David Ornstein (now of The
Athletic). Ornstein is a freguent X user who
regularly posts a mix of edsy-to-digest footoall
updates and casudal selfie video updates on the
world of footbdll. Ornstein has used Nis
consideraple knowledge and connections to
ouild a mould-breaking approach to modern
foofdall journalism. In addition, he is also a
reqular guest on Rio Ferdinand's popular
YouTube footall podcast-style show, FIVE.

FUTUR=
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However, arguably. the best example of using
social media to build your brand has been
Talian sports journalist Fabrizio Romano and his
iNncredible rise to fame. Beginning his career as o
footall fransfer journadlist in 201, ROomano began
Making a name for himself as a reliable source
affer managing to secure inside informafion
from an [falion agent in Barcelona regarding
(the then-FC Barcelona B player) Mauro Icardi
ANnd his upcoming transfer 1o Sampdoria. Ilcardi
Was happy with the arficle, which allowed
ROMANO TO AIsO get another exclusive fransfer
stfory regarding Icardis sulbseguent move 1o
INternazionale (nfer Millan). ROomano iNncreased
NisS reputation even further with the 2020 move
of Bruno Fernandes to Manchester United,
which he states ‘was my first big news on an
iINternational level. This move coined the Nnow
iconic cafchphrase "‘Here we gol" which the
journalist has since used o announce the
confirmed arrival of a player at a new club.



https://www.elconfidencial.com/deportes/futbol/2021-08-11/entrevista-fabrizio-romano-fichajes-futbol_3224451/

21

Navigating the Digital Playfield

At present, Romano has written for or appeared
N a number of publications and platforms,
iNcluding The Guardian, CBS Sports, Sky Sports
and more. In terms of respect. Romano s
arguably the single greatest source of reliable
transfer information in the footall world and has
over 25 million followers on INnstagram, more than
19 million followers on X and looks set to exceed 2
MillloN suscribers on youluwe as well. INn many
iNnstances, RomanNo has created a one-person
media empire by himself. becoming arguably
more trusted than even the biggest rights
holders

Besides X, YouTube has also become a place
where Ssports fans congregate. In the past,
YouTube was primarily the place 1o find classic
sports matches and clips. However, the 1ast 10
vears or so have seen the platform franscend
from an archive 1o being the home of a slew of
original content creators and sports influencers
One of the Most recognisaple names in YouTube
Sports fandom is, of course, Arsenal Fan TV (now
named AFTV). Founded in 2012 by lifelong
Arsenal fan Robbie Lyle as a way to ‘give d
voice 10 fans of the clul’, the popular YouTube

The Future is Digital

channel has over 14 billion video views and has
gained a massive following for its frank and
sometimes Vvifriolic guests who routinely and
openly air their frustrations about the club and
their performances. While the channel has faced
NUMErous criticisms over the years, Not least from
sports personalities in the media such as Gary
Nevile and (the then) Arsenal player Hector

Sellerin, The channel has persevered and Nhas

broken into the mainstream in an
unprecedented manner. For example, despite
their aforementioned previous disagreements,
Lyvle is a regular on the fan delbates hosted on
Nevilles YouTube show. The Overlap.

The success of AFTV spawned Not only a myriad
Oof similar channels, iNncluding the likes of The
United Stand and RedmenTV, but iT also opened
the door for fooflall clubs to use influencers to
iNncrease their engagement. For example, Clive
Palmer from the Arsendl Vision podcast was
iNvited by Arsenadl To exclusively interview Martin
Odegaard when he signed a new contract.

FUTUR=
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ROMANO

25 million INsTagram

19 million X CTwittern

2 million YouTlube

Romano has created o
one person media empire
oY NhiMmself, tecoming
arguably more trusted
Than even the biggest
rights holders.



https://sbcnews.co.uk/featurednews/2014/02/12/sbc-interview-robbie-lyle-arsenalfan-tv-youtube-star/
https://sbcnews.co.uk/featurednews/2014/02/12/sbc-interview-robbie-lyle-arsenalfan-tv-youtube-star/
https://www.independent.co.uk/sport/football/premier-league/arsenal-news-gary-neville-arsenalfantv-fans-embarrassing-arsene-wenger-a7564776.html
https://www.independent.co.uk/sport/football/premier-league/arsenal-news-gary-neville-arsenalfantv-fans-embarrassing-arsene-wenger-a7564776.html
https://twitter.com/SachinNakrani/status/964431112075227136?ref_src=twsrc%5Etfw%7Ctwcamp%5Etweetembed%7Ctwterm%5E964431112075227136%7Ctwgr%5Eff0cab61f3c15a772a0bee7d5a9e72d4a9f395a2%7Ctwcon%5Es1_&ref_url=https%3A%2F%2Fbleacherreport.com%2Farticles%2F2759790-hector-bellerin-says-arsenal-fan-tv-are-hustling-not-real-supporters
https://twitter.com/SachinNakrani/status/964431112075227136?ref_src=twsrc%5Etfw%7Ctwcamp%5Etweetembed%7Ctwterm%5E964431112075227136%7Ctwgr%5Eff0cab61f3c15a772a0bee7d5a9e72d4a9f395a2%7Ctwcon%5Es1_&ref_url=https%3A%2F%2Fbleacherreport.com%2Farticles%2F2759790-hector-bellerin-says-arsenal-fan-tv-are-hustling-not-real-supporters
https://www.youtube.com/playlist?list=PLfikCHtGjo4m8LChtUYYsXHCd0n2wGyXQ
https://www.youtube.com/@TheOverlap
https://www.youtube.com/watch?v=mnyNIL3WruU
https://www.youtube.com/watch?v=mnyNIL3WruU

- | everaging
DATA fOr 1alloreo
S —X[Oerences
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T was once stated that

but we believe that thergs more to it than that.
Dernaps were biassed, as, affer all, data is
intrinsic to what we do. However. its hard 1o
deny the transformative power that data
delivers when refined and utilised correctly.

One of the most eye-catching and significant
uses of data in recent years has been
personalisation, but as noted by Remy.

‘oersonalisation is one of
fhe easiest things o say.
OUT dMoNg the hardest 10
actually do:

Leveraging Data for Tailored Experiences

-rom IOOKINg At The offerings of The Majority Of
digital sports plarforms, IS clear thatr while
personalisation does play a significant part in
their respective apps. the personalised
aspects could be ennanced even further

FUTUR=
PLATFORMS

DATA IS The hew Ol
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guestions—which require you o give a thumis up or down—serve
The purpose of tailloring the vast library of content on Netflix TO Sult
yvour individual preferences. Therefore, when a user indicates that
theyre only really interested in Comedy and pernaps Sports

- documentaries, The algorithmdcs) behind Netflixs content library will
automatically curate their content to ensure that the very first thing
the user sees when logging info the platform is content that is

gedred Towards thelr Tastes and preferences.

The key to a genuinely personalised experience lies within data and,
N particular, personalisation algorithms. Defined as a sophisticated
computational formula, personalisation algorithms are created by
analysing individual data points. These dafa poinfs can be varied,
focusing on aspects such as past behaviour, preferences, and
interactions that will tailor the digital experience content and
recommendations uniguely for each user.

LOOKING beyond the regional dominance of seleCt SPOorts PIaTforms
ANd Towards some Oof The MOST popular apps/services IN the WOorld, ITS
Cledr that personalisation algorithms play a Ig part IN Thelr offering.
-Or example, while It 1s well-documented That Netflix offers a plethora
Of content anNnd that there IS effectively something for everyobody ON
The platform, what IS Iess focused on IS The series of quesTtions That I
ASKS you when setfing up your account for The fiIrst ime. These
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Clubs, sporting bodies and organisations can learn A ot
from The oNboAaradiNg Process of Netflix, wnich IS someTtning
we regularly aavise dr Furure Plarforms. While there IS
unaouptedly a [oT of friction INvolved with sufficiently
onboarding someone, that doesn't mean that you should
shy away from creating an in-depth and really engaging
onboarding experience. As long as youre asking relevant
guestions in a way that actually delivers value to your
customers and makes the post-ontboarding experience dall
the better and more personalised for it then it is absolutely
SOMETNINg YOU SNoUId INVeST IN.

Remy Brooks, Joint Managing Director of Future Platforms.

FUTUR=
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conversely. there is little point in asking the
User numerous guestions and having an
onerous onboarding process that collects
A Multitude of ddra JuST for The sake of your
data analysis team or to simply sell at o
later date. Users are a lot smarter and more
tech-oware than many give them credit
for, SO once they log info digital platforms
and land on the homepage. they will be
dismayed to see that the choices specified
N The onboarding did Iiffle To persondalise
their experience.

When used correctly, such as in the Netflix
example above, personalisation algorithms
are a great way to not only feed the users
the content they care about, but also 1o
keep them engaged and ultimartely locked
iNto your digital ecosystem




QN POINTS ANd
PLATFORMS O p po rTU m ‘T‘ @S
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Vve unaerstand tThadt the path Towards

digital transformation is

even when youre certain of the path or the
necessary objectives needed to reach your end
godal. As a digital product agency and consultancy.
we have helped several businesses overcome
rOAdPIOCKS, challenges and aaversities To help Them
achieve their goals. and when it comes fo fan
engagement within sports, this is No exception.



28

Navigating the Digital Playfield

N Team Sports 1IN the UK, while the
iNdividual is often praised and recognised
for thelr achievements, The emphasis N
The past has tradimonally peen on the
club rather than the Individuadl star
player(s). However, in recent years,
yvounger fans getting into sports such as
rugby. cricket and, in particular, footoall
have increasingly begun to gravitate
towards the individual player, becoming
fans of the player first and the feam they
represent second.

The rise of The superstar and their
ransient fanship has uliimarely caused
frIcCTiON pbetween new fans and older or

Pain Points and Opportunities

Gregter
CuUustomisation

ifelong supporters, who commonly refer
to them as “tourists” who only Visit a club
because of their status or a particular
superstar. From a content and fan
engagement perspective, however, the
biggest example of this friction can be
seen in the reluctance of UK-centric apps
such as Sky Sports and even the official
Dremier League app to create content
that is specifically tailored towards a
oarticular INndividudl or ream.

FUTUR=
PLATFORMS

75%0 Of SUrvey respondents use
multiple channels to get more
OUT Of SPOITS remaortely, butr what
exactly are they looking for?

News, data and stats on march outcomes
and up-and-coming talent

Community features that enable peer
discussions

Quizzes, questionnadires and competitions


https://www.gq-magazine.co.uk/article/football-tourism-the-good-the-bad-and-the-messi
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1he NBA and The
MLB, OOTh doO d
remarkable job
of allowing you
to personalise
VOUr experience

Users of the

official NBA app
can readily buy
tickets

Pain Points and Opportunities

IN the Sky Sports app. youre able 1o select a team 1o
follow from a number of the different sports that the
service proadcasts. However, when it comes to
iNdividuals, especially in football, there are very few
polayers 1o choose from. Furtfhermore, once you have
decided 1o follow your specified clulb or player (from A
ISt provided by the broadcaster), the confent shown
within The "My Sports” section IS NOT dlways as rich and
diverse as one would expect. For instfance, if you
happen 1o follow a lower-league club, The amount of
News sfories is somewhat limited to just highlights of
recent games rather than any specifically curated
News or exclusive confent.

The Premier League app. meanwhile, has a naturally
smaller focus, bur aespite tnis, IT STill falls short I many
different aspects. One of the most egregious is the fact
that, despite asking users to choose their preferred
club(s) to follow. upon first loading the platform, a user
nas to scroll through a generic “latest news’ tab to find
tThe content That they have reguested. Addifiondlly, The
user experience leaves a lot to be desired, as much of
the tailored confent requires the user 1o e taken out
of the official Premier League app and onto the club's
welbsite.

comparatively, In Us-centric Sports such as basketoall
aNnd pasebdll, The Two Mmajor organisation odies, The

FUTUR=
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NBA and the MLB, both do d remdadrkable job of
allowing you to personalise your experience.

SOoTh The MLB and NBA gpps let you Cchoose YOour
favourite teams to follow, as well as giving you d
selection of every player to follow from across the
respective sports. SO, for example, if youre a massive LA
_akers fan, you can follow the results, news and stats
related to the tfeam but also keep frack of any updates
concerning other players such as Kevin Durant,
Stephen Curry, Giannis Antetokounmpo, etc.

Lastly, one Oof The DiIggest Issues with the Premier
League is that getting tickets 1o see matches is. for the
most part, a costly and unintuitive experience. To even
stfand a chance to see any Premier League team
without an expensive matchday experience package,
you must first be a paid member of that particular
team. Furthermore, once you have lbecome a member.
there is often a convoluted ballot system in place due
to the limited number of tickets on sale. By comparison
however. users of the official NBA app can readily buy
tickets 1o see any NBA team directly from the platform
tself. This entire process is incredibly user-friendly and
iNtuitive. making the sport more accessible for lapsed
fANS AdNd TouUrIsTs dlike.
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Pain Points and Opportunities

| Ive StTredming

According to our research, live streaming was
the most popular area that respondents
wished TO Improve aAcross thelr digitdl

experience. While live streaming, of course,

forms a part of every rights holders digital
experience, there are fimes when multiple
events are taking place at the same time, and
the broadcaster only selects one option
which often leads fans of rival Sports or teams
to seek out coverage through alternative
(and often illegal) stfreaming avenues.

The UK's Intellectual Property Office estimated
that nearly 4m people illegally watch live
SOOIT, despire INSTITUTIoNS such as the Premier
League having taken a tougher stance on
llegdl streaming. As such, There IS cledrly a
massive demand for more live sports
coverage. but the conundrum rights holders
will need to resolve is how to offer this at an
atfractive price point while sfill generating a

orofit. For individual clubs and sporting
OrganIsAatioNns, meanwhnile, These flgures snould
show that there is very much an appetite for
more coverage: it's merely a case of working
out and identifying what confent you can
stfream through your digital experiences.

FUTUR=
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During the IN-season,

5 6 %

of fans consume SsSports News
daily and

8 O°/o

check-In weekly aduring the Off-
season. BUT what fans are |lookiNng
for auring tis fime aiffers:

Daily users were more interested in
stars, data and short videos

Infrequent users (monthly or less)
sought in-depth formats, like long
videos and written articles.


https://docs.google.com/spreadsheets/d/1Ae-B5k_HrPNK3AolMAf2vjXb4wmytAmklScuaGJHCMI/edit#gid=1843486066
https://www.ft.com/content/0672c232-b1ea-42c8-8100-e5c9f701dea2
https://www.ft.com/content/0672c232-b1ea-42c8-8100-e5c9f701dea2
https://www.ft.com/content/0672c232-b1ea-42c8-8100-e5c9f701dea2
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1Ne RO Anead
SIraTegic
RECOMMENJaTIONS
fOr FUTUre sSUCCESS
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Credarnng d
Personalised
- Xperience

To actually deliver the right content to the
right audience reguires a CRM system, an
SSO (Single Sign-OnN) across all your
olafforms, a lot of audience segmentation
and a plethora of data.

The Road Ahead: Strategic Recommendations for Future Success

AS Nhighlighted previously.
personalisation IS one of The kKey
areds for improvement that we
Nave seen across many digital
experiences, Including on
wepsItes and IN apps. While there
are some services, such as the
official NBA app. That dlbsolutely
Nall _personalisation, there are

others that fall rather short in
comparison.

Unforfunately. a lot of what we
have seen at Future Platforms so
far has been very content-pipe-
driven—for example, a user
watches a video, so in return, the
platform will then put forward
more videos for the user to
watch. However, 1o go beyond
ThiIS and actudlly aeliver the rngnt
content to the right audience
requires a CRM system. an SSO

FUTUR=
PLATFORMS

(Single SigN-ON) across all your
olatforms, a lot of audience
segmentation, and a plethora of
data. For example, if youre o
boxing promotion looking 1o
Jundergo digital transformation,
vou might want to know if the
user IS only inferested INn the
biggest fights or if they are
heavily invested in boxing as d
whole. You may also want 1o
know if they atffend matches
(and if SO, where, when and how
ManNy), and do they buy the Pay-
Per-Views or simply watch the
NIghIignTs online.



https://www.sportspromedia.com/news/nba-app-adds-new-personalisation-features-and-content-ahead-of-new-season/
https://www.sportspromedia.com/news/nba-app-adds-new-personalisation-features-and-content-ahead-of-new-season/
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AS O content creator. once the user has given
vou their data, you should promise
personalisation and deliver upon it in a way
That feels nyper-relevant TO The user from thelr
very first use. Following that INmal use, your
digital service (which also extends 1o
supplementary apps and websites) should
always be learning and adapting to the users
viewing habits to keep them engaged. For
example, if your user is reading long-form
arficles about a specific team or athlete, then
your personalisation algorithm needs to
automatically recommend and suggest more
content that allgns with this. Similarly, if you

The Road Ahead: Strategic Recommendations for Future Success FUTUR=

have users who like more bite-sized news
updates, then the algorithm should put these
more front and cenire to keep the user
engaged and l|locked INntTo their digirtal
ecosystem

This deep-level form of personalisation has
proved to be immensely successful and
egually controversial for social media

polarforms such as TIKIOK and Instagram.
owever, as A SPOrts INAUSTry INSTITUTION, There IS
NO reason why you cant adopt some of the
persoNalisaTtion Aspects of these social medid
oenemaotns and pair them with maore posITive,

Oonce the user has given you their data, you
should promise personalisation and deliver
Jpon it in a way that feels hyper-relevant 1o the
USer from thelr very fIrst use.

PLATFORMS

JplifTing original content tThart actuadlly
ennhances the user experience and Improves
Thelr mood as well

Ultimartely, understanding all of the above is
iNcredibly important to forming a personalised
experience within your digimal offerings. AS
SUCh, when aadvising clients ar Future Platforms,
we offen mention that data can serve as a
signal to help you improve engagement and
pbefter understand your audience and what
resonates with them.



https://www.bloomberg.com/news/features/2023-04-20/tiktok-effects-on-mental-health-in-focus-after-teen-suicide
https://blog.hootsuite.com/tiktok-algorithm/
https://blog.hootsuite.com/instagram-algorithm/
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Sons beloved and
superstar startus in
The Republic of
Korea has also
allowed Spurs 1o go
ON pre-season tours
Oof The country 10
_AcCked STadiums

UTIISING
The Celebrity

Looking af tThe UK's most popular sport, footodll,
TS cledr 1o see that several feams already lean
iNto the marketing pull of their biggest
superstars. For example, Celfic, who have a long
history of recruiting Japanese players since the
SigNiNg of Shinsuke Nakamurda ack in 2005,
NAS created an entirely Japanese-only portal
Mainly dedicated to coverage of Kyogo
-Uruhasi, Daizen Maedda and their remaining
confingent of current Japanese players.
Meanwnhile, in the Premier League, Hwang Hee-
chan is central 1o the overseas marketing for
Wolves, as is Toffennham Hofspurs Son Heunao-
mMiNn, Who is the captain and most marketable
olaver in the Toffennam team following the
departure of Harry Kane. Sons beloved and

The Road Ahead: Strategic Recommendations for Future Success FUTUR=
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superstar status in the Republic of Korea has
also allowed Spurs 1o go on pre-season tours of
the country fo packed stadiums while also
getting numerous fans attending home and
away matches seemingly just to watch the
South Korean star in person.

While footodll cluios tend 1O have a policy That
NO one player is bigger than the club, we
actively encourage teams across all sports to
embrace the superstar idolisation element of
modern fandom. Teams such as Tottenham and
especially Celfic show that by utilising the
celebrity-like status of their biggest players, they
can boost engagement and increase their
marketability as a club to foreign fans while sfil
retaining the support of their local fans
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CONCIUSION
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Our journey

through the digital fransformation of sports
consumption has revealed the immense
potential and necessity of evolving fan
engagement strategies. The digital playing
field is NO longer just a support act for live
events; it is a leading player in enriching the
fan experience. Future Platforms, with our
human-centred approach and innovative
technological solufions, has successfully
demonstrated through partnerships with
entifies like the Infernational Skating Uunion,
—E at Glastonpbury and Virgin Active that d
seamless, personalised digital experience is
pivotal in driving both engagement and
commercial success

The advent of technologies such as NFC
and The rise of multi-plarforms signals a new
era where the power of personalisation
algorithms and social media influence
cannot be ignored. Data, when leveraged
WITh Sophistication and SensiITtivity,
transcends being merely informative to
becoming a fransformative tool for
creating deeply personalised experiences
that resonate with fans on an individual
level

conclusion

AS we have navigated through the
complexities and opportunities within the
digital landscape of sports, it has become
Clear thdr the Integrafion of INNovdartive
features, attention to user preferences, and
an understanding of the unigue dynamics
of modern sporfs fandom are integral to
Craffing successful digital sports plarforms.
The digital ecosystem we envision is one
that not only understands the pulse of its
audience but also anticipates its desires,
forging deeper connections between fans,
arnletes, and The Sports They love.

Future Platforms stands at the forefront of
this revolution, ready fo guide and
collaborare with sports entities looking 10
make that legp info a future where the
digital experience is as compelling as the
sport itself. Our work is defined by a
commitment to excellence, a passion for
iNNovation, and a belief in the power of
sports to unite us all. Through our expertise,
we empower organisations to not only
meet the expectations of today's Sports
enthusiasts but to set new standards for
tomorrow's digital engagement.

FUTUR=
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Key takeaways

AT A MiINIMUM, faNSs expect pIaTtforms 1O
offer live SPOrTs coverage.

Beyond TNIS, faNns want News, STats anNa
iNtferactive features

Club leaders should prioritise giving
fans greater personalisation and
control over their experience.

Clulbs should also leverage athletes
celerity stTatus and examine overseads
SPOr1s leagues for INSPIrarion oNn Now
TO Modernise the fan experience.



AOOUT FUTUre
PLATFORMS D‘ OTfO rms
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s a digital product agency
TNAT offers digital straregy, design, and
engineering for a wide range of clients
ACross mulitiple inaustries.

AS a bespoke, independent consultancy, we
prige ourselves on delivering unique
solutions fOr clients IooKINg TO Take d PIg

leqp in improving their customer experience
and finding new revenue streams.
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Twitter Nnewbusiness@futurepla
iNnfo@futureplaiforms.co
iNkedIn +44 D0 /221 4529
INStagram D
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