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*  FOCUS ONBUILDING LIFETIME VALUE
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ENGAGEMENIT
EMPHASIZE ACTIVITIES
FANS MOST WANT TO DO




v YOUNG FANS ENGAGE IN MORE WAYS TODAY

WHAT SPORTS ACTIVITY DID YOU DO MOST IN THE PAST WEEK?
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NEW METHODS FOR EXPRESSING FANDOM
CONTINUE TO GROW
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PRIORITY
LINK SPORTS TO FANS’
TOP PRIORITIES
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TOP INTERESTS (% VERY INTERESTED) (JAN 2024-DEC 2024)
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»  CREATE CONTENT WHERE SPORTS /%
INTERACTS WITH OTHER TOP PASSIONS

A INTERSECTIONALITY
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espnw Strawberries and pasta? The team channeled
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espnw We're here for Cardi B's sporty girl era & their inner Iga Swiatek and gave her postgame meal a

taste test! @ «
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FACILITATORS
CONNECT FANS THROUGH
NEW ACTIVITIES
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A SOCIAL ENGAGEMENT DRIVES ENJOYMENT OF SPORTS

WHICH IS MOST IMPORTANT TO FANS’ ENJOYMENT OF SPORTS?

A

N WATCHING WITH FAMILY OR FRIENDS | I 45%
FOLLOWING YOUR FAVORITE TEAM | IS 24%

PLAYING SPORTS |l 99%

ATTENDING LIVE GAMES |l 6%

FOLLOWING YOUR FAVORITE PLAYERS |l 5%

PLAYING SPORTS VIDEO GAMES |H 4%

BETTING ON SPORTS || 2%
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OF THE
POPULATION
ARE
“FACILITATORS”
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FACILITATORS BRING FAMILY & FRIENDS TOGETHER
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RESPONSIBLE FOR 6X AS
MANY TICKETS PURCHASED
AS SPORTS FANS OVERALL

' WITH FAMILY AND FRIENDS

90%+ SAY WATCHING

IS IMPORTANT

""" sports poII (JAN 2024-MAY 2025)
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1.5X MORE LIKELY TO
PLAY FANTASY
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FANTASY

ENABLES COMMUNITY FOR
SOCIALLY DRIVEN FANS
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ACCESS IS THE BIGGEST ROADBLOCK TO ENGAGEMENT

DO YOU HAVE ACCESS TO ALL OR MOST OF THE SPORTS
YOU WANT TO WATCH?
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BUILD A PIPELINE FOR THE
NEXT GENERATION OF FANS




~ THE “AVID” PIPELINE

FAMILY WHO ARE AVID FANS

PLAY THE SPORT

PLAY THE SPORTS’ VIDEO GAME

ATTEND A GAME
HAVE A FAVORITE TEAM
HAVE A FAVORITE PLAYER
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~ THE “AVID” PIPELINE

FAMILY WHO ARE AVID FANS

PLAY THE SPORT

PLAY THE SPORTS’ VIDEO GAME

ATTEND A GAME

HAVE A FAVORITE TEAM

HAVE A FAVORITE PLAYER

ACTIVITI ES

< 4 4 < <

KIDS (8-11) WHO ARE

AVID FANS
_ > 4
_- ~ 85%
56%
/ /
e 34% 32%
-~
L 18%
5% 3%
-omm N
NO 5 ALL6

ACTIVITIES

sports po" (JAN 2024-DEC 2024)

kids

> > > > >

AN




RN

LEANING ON RELATABILITY, CREATIVITY & EDUCATION
HELPS CONNECT WITH YOUNGER AUDIENCES

RELATABILITY WHEN MY MOM FIRST TURNED ON THE SHOW, IT
. LOOKED LIKE | WAS WATCHING A CARTOON OR OTHER
* FAMILIAR CHARACTERS PEOPLE PLAYING A HOCKEY VIDEO GAME.
- COMFORT IN THE FORMAT
) CREATIVITY IT WAS A NEW DIFFERENT IDEA THAT WAS VERY
- STEPPING OUTSIDE THE CREATIVE IN MIXING THE CARTOON WITH ACTION.

TRADITIONAL SPORTS REALM

EDUCATION IT HELPED ME UNDERSTAND THE GAME BETTER AND
MY PPNV EXPLAINED IT MORE ON MY LEVEL.
AND PROVIDING OVERVIEW
OF RULES/TERMINOLOGY
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' THE SPORTS POLL FAN DYNAMICS
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