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How sports organizations convert scrollers into lifelong fans.

For decades, sports organizations could rely on the live event as the
primary gateway to fandom. Today that journey looks very different.

For younger audiences, fandom is increasingly being shaped
before they ever tune into a live broadcast.

The challenge is distribution.

THE FAN JOURNEY HAS CHANGED
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of sports fans say they enjoy watching sport on social media
more than traditional TV, and prefer short-form content.

One step, passive conversion
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THE FOUR LEVERS OF THE NEW FAN JOURNEY
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SOCIAL DISCOVERY SHORT-FORM ENGAGEMENT

The algorithm surfaces a They follow the account.

45-second clip.
Watch three more clips.

A viewer in SGo Paulo

sees it on their ‘For You' Engagement grows through
page, without ever content, not through
searching for it. lbroadcast exposure.
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A month later they're Six months later, they're
seeking out full highlights watching live.
and subscribing to club
channels. The live event is the
destination, itis no
Interest converts to loyalty. longer the starting point.
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a broadcast.

Source: AP NEWS

The Attention
Gaj

Most organizations are optimizing for the wrong end of the funnel.

Being absent from where audiences spend time isn't a neutral choice.
It's a competitive loss.

Every moment a younger audience spends with a creator or
entertainment platform is a moment of potential fandom that sport
didn’t claim.

WHERE INVESTMENT GOES.

WHERE FUTURE FANS ARE.

T T [ o Start-of-funnel reality
Most rights holders naturally Younger audiences are forming
gravitate towards what they new fandoms, often on platforms
can see and measure. sports organisations have

previously underinvested in.
Match day experience

investment e TikTok FYP and Reels
Broadcast production quality e Athlete-led social channels
Premium OTT platforms e Creator and influencer content
Traditional media e Short form video content
partnerships

Distribution is now as strategic as production quaility.

A beautifully produced documentary behind a paywall no
one knows about is worth less than a rough-and-ready clip
shared a million times.












