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FOCUS ON BUILDING LIFETIME VALUE
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70%
OF AVID SPORTS FANS 

BECAME FANS BY AGE 10
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ENGAGEMENT
EMPHASIZE ACTIVITIES 

FANS MOST WANT TO DO



YOUNG FANS ENGAGE IN MORE WAYS TODAY

20% 18%

44%

Males 12-17 Males 18-34 Males 35+

WATCHING
GAMES

WATCHING
HIGHLIGHTS

SOCIAL 
MEDIA

SHORT 
VIDEOS

READING 
NEWS

VIDEO 
GAMES

SPORTS 
APPS

SPORTS 
RADIO ATTENDING

W H A T  S P O R T S  A C T I V I T Y  D I D  Y O U  D O  M O S T  I N  T H E  P A S T  W E E K ?

( J A N  2 0 2 4 - D E C  2 0 2 4 )



NEW METHODS FOR EXPRESSING FANDOM 
CONTINUE TO GROW

Gaming 
(Playing)

Place Bets

Listen to 
Podcasts

Engage on Social
(Following players, 

memes, sharing UGC)

Play Fantasy

Listen to Radio
Stats/Info

Sports 
TravelSports NFTs

Gaming 
(Watching)

Kids’ Sporting 
Events

Memorabilia

Athletic 
Equipment Athletic 

Apparel
Attend GamesRead Articles

Watch Videos/ 
Highlights

Sports Movies/ 
Shows

Watch live games 

Participation
Merch

Sneakers
VR Sports 

Experiences 



PRIORITY
LINK SPORTS TO FANS’ 

TOP PRIORITIES



M A L E S  1 2 - 1 7 M A L E S  1 8 - 3 4 M A L E S  3 5 +

F E M A L E S  1 2 - 1 7 F E M A L E S  1 8 - 3 4 F E M A L E S  3 5 +

MORE COMPETITION THAN EVER BEFORE…
( J A N  2 0 2 4 - D E C  2 0 2 4 )T O P  I N T E R E S T S  ( %  V E R Y  I N T E R E S T E D )

49%

47%

45%

31%

29%

29%

28%

28%

27%

26%

24%

23%

22%

19%

19%

Music

Video

Travel

Social Media

Cooking

Exercise

Reading

Outdoors

Restaurants

Live Music

Shopping

Going to Movies

Video Games

Theme Parks

Follow Sports

U . S .  P O P U L A T I O N

VIDEO GAMES

VIDEO

MUSIC

PLAY SPORTS SOCIAL MEDIA

VIDEO GAMES

VIDEO

MUSIC

TRAVEL EXERCISE

VIDEO

MUSIC

TRAVEL EXERCISE

OUTDOORS

VIDEO

MUSIC

SOCIAL MEDIATRAVEL

SHOPPING

VIDEO

MUSIC

SOCIAL MEDIATRAVEL

SHOPPING

VIDEO

MUSIC

TRAVEL READING

COOKING



CREATE CONTENT WHERE SPORTS 
INTERACTS WITH OTHER TOP PASSIONS

GAMING

I N T E R S E C T I O N A L I T Y  
=  S P O R T S  +

FASHION

FOOD

MUSIC



COMMUNITY & 
FACILITATORS
CONNECT FANS THROUGH 

NEW ACTIVITIES



SOCIAL ENGAGEMENT DRIVES ENJOYMENT OF SPORTS

W H I C H  I S  M O S T  I M P O R T A N T  T O  F A N S ’  E N J O Y M E N T  O F  S P O R T S ?

( J A N  2 0 2 4 - D E C  2 0 2 4 )

45%WATCHING WITH FAMILY OR FRIENDS

24%FOLLOWING YOUR FAVORITE TEAM

9%PLAYING SPORTS

6%ATTENDING LIVE GAMES

5%FOLLOWING YOUR FAVORITE PLAYERS

4%PLAYING SPORTS VIDEO GAMES

2%BETTING ON SPORTS



FACILITATORS BRING FAMILY & FRIENDS TOGETHER

( J A N  2 0 2 4 - M A Y  2 0 2 5 )

1.5X MORE LIKELY TO 
PLAY FANTASY

RESPONSIBLE FOR 6X AS 
MANY TICKETS PURCHASED 
AS SPORTS FANS OVERALL

90%+ SAY WATCHING 
WITH FAMILY AND FRIENDS 

IS IMPORTANT

21%
OF THE 

POPULATION 
ARE 

“FACILITATORS”



FANTASY
ENABLES COMMUNITY FOR 

SOCIALLY DRIVEN FANS

(Photo Credit: AP Photo/Al Behrman)



RESOURCES
DIVERSIFY TO ENGAGE 
DISCONNECTED FANS 



38%54% 63%

( 1 8 + ,  J A N  2 0 2 4 - M A Y  2 0 2 5 )

ACCESS IS THE BIGGEST ROADBLOCK TO ENGAGEMENT 

D O  Y O U  H A V E  A C C E S S  T O  A L L  O R  M O S T  O F  T H E  S P O R T S  
Y O U  W A N T  T O  W A T C H ?

US POPULATION NO CABLE/SAT 
SUBSCRIPTION

CABLE/
SAT SUBS



OPTIONALITY
HELPS COMBAT 

ACCESS CHALLENGES



GENERATIONAL 
DNA

BUILD A PIPELINE FOR THE 
NEXT GENERATION OF FANS



FAMILY WHO ARE AVID FANS

PLAY THE SPORT

PLAY THE SPORTS’ VIDEO GAME

ATTEND A GAME

HAVE A FAVORITE TEAM

HAVE A FAVORITE PLAYER

THE “AVID” PIPELINE

( J A N  2 0 2 4 - D E C  2 0 2 4 )



THE “AVID” PIPELINE

( J A N  2 0 2 4 - D E C  2 0 2 4 )

FAMILY WHO ARE AVID FANS

PLAY THE SPORT

PLAY THE SPORTS’ VIDEO GAME

ATTEND A GAME

HAVE A FAVORITE TEAM

HAVE A FAVORITE PLAYER

KIDS (8-11) WHO ARE 
AVID FANS

5% 8%
18%

34% 32%

56%

85%

NO
ACTIVITIES

1 2 3 4 5 ALL 6
ACTIVITIES



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

RELATABILITY

CREATIVITY

EDUCATION

• FAMILIAR CHARACTERS 
• COMFORT IN THE FORMAT

• STEPPING OUTSIDE THE 
TRADITIONAL SPORTS REALM

• BREAKING DOWN GAME PLAY   
AND PROVIDING OVERVIEW 
OF RULES/TERMINOLOGY 

WHEN MY MOM FIRST TURNED ON THE SHOW, IT 
LOOKED LIKE I WAS WATCHING A CARTOON OR OTHER 
PEOPLE PLAYING A HOCKEY VIDEO GAME.

IT WAS A NEW DIFFERENT IDEA THAT WAS VERY 
CREATIVE IN MIXING THE CARTOON WITH ACTION. 

IT HELPED ME UNDERSTAND THE GAME BETTER AND 
EXPLAINED IT MORE ON MY LEVEL.

“

“
“



TAKEAWAYS
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