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About Sport and Technology:

Sport and Technology – monthly ezine launched in
2003
Over 8,000 subscribers in the sports industry globally
Covers developments in all technology relating to
sport; from new media through to technology at live
events
Sold to SportBusiness Group in February 2007, along
with parent company, ArkSports.
Sign up free at www.sportandtechnology.com
(sponsor-funded)
S&T: The Conference/Sport and Technology
Executive Club
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Technology impacts on every possible
area of sport….
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Technology at live events

COMMUNICATIONS
Telecommunications
Radio / Walkie-talkie / Pagers
Mobile
Fixed
Hosting
Networks and cabling
Security
Redundancy

EVENT ORGANISER

TECHNOLOGY IN SPORT

FEDERATION

HOST BROADCASTER

THE STADIUM/VENUE SERVICES
Scoreboard / Videoboard
Permanent installations v Temp systems
PA
Monitors / TV sets
CATV
Cabling
Power

OFFICE IT

For LOC offices and temporary installations for
federations, broadcasters etc

BROADCASTING OF THE SPORT
HB requirements
IBC
Satellite

EVENT ORGANISATION
Accreditation
Logistics
Accommodation
Transportation
Volunteer management
Etc

RUNNING AND MANAGEMENT
OF THE SPORT
Timing
Measurement
Entries, seeding, results
Dynamic Data
On-screen graphics
Event scoreboards and displays

MEDIA INFORMATION SYSTEMS
Commentators/Written Press
Internet
Intranet/Extranet
Live results
Historical results/profiles/ database
Multi-media information
Logistics Information
Print v Electronic
Printers
Photocopiers
Network
Info-kiosks/PCs



Facilities issues



Spectators and
viewers

Today’s sporting spectators and viewers are
sophisticated consumers requiring more than just cold
seats, visual information, a hot dog and crowd noise.
They expect similar levels of commentary and
information to those sitting at home watching television.
SMART SEATS (Tampa Bay).
WiFi/Kangaroo TV
Stadium = television studio (AFL; NBA/NFL/MLB)
Technology v referees - Tennis and cricket/Hawkeye;
Rugby League
FIFA next? (FIFA Club World Cup, 7-16 Dec)



Spectators and
viewers

At home, viewers expect coverage of sports
that aren’t necessarily shown on traditional
television.
Experiences of high quality. Often consume
several types of media simultaneously.
+ PLACESHIFTING.
Viewing experiences no longer passive.
Interaction growing……………
What’s next. 3D? (Hard to pirate)



Digital/new media sport

Broadband
Mobile/Wireless/PDAs etc
Interactive Television

EPL segment rights by window of time.
UEFA – requirement that new media rights are
exploited.
Industry feeling growing that internet =
complimentary rather than competitive.



Broadband sport

Broadband – allows faster delivery of larger
amounts of information = i.e. enabling video
and audio delivery.
Up to 10 times cheaper to produce than
traditional television.
Measurable – allowing targeted advertising and
sponsorship as well as ticketing
Reaches territories and communities not
served by traditional television.



Popularity of sports in the UK
vs propensity to spend online
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Propensity to spend online

•Tennis•Cricket

•Winter sports
•Golf

•Football

•Motor racing

•Action/extreme sports

•Snooker

•Boxing

•Athletics

•Cycling

•Horse racing

•American
sports

E-commerce/
high participation

Data rich/bettingData rich/archive
– spectator sports
at high end

Online PPV
– lack of TV
coverage

•Sailing

•Multi sports
•Rugby Union



Why sport?

Sport is a key driver for interactivity:
loyal fan base
in-depth editorial content
opportunities to participate
personalisation of viewing experiences
forums for discussion/blogs
betting and purchasing opportunities
crowded sports calendar – plenty of content.



Calendar of selected sports followed
in the UK

Soccer

Cricket

Golf

Formula 1

WRC

Rugby

Tennis

Action

Athletics

Boxing

Apr May Jun Jul Aug  Sep Oct Nov

Calendar of major sports events by activity

1st

tier

2nd

tier

3rd

tier

Jan  Feb Mar Dec

Domestic International
/Continental

Every 2 years



Calendar of selected sports followed
in the UK

Cycling

Horse racing

Multi Sports

Sailing

Snooker

US Sports:

NFL

NBA

NHL

MLB

Winter Sports

Apr May Jun Jul Aug  Sep Oct Nov

3rd

tier

Jan  Feb Mar Dec



Threats

Piracy – P2P.
YouTube/social networking/user generated content sites:

254m by 2011, up from 128m in 2006
English Premier League/SecondsOut.com etc suing (yet
NHL, NBA, Chelsea, Barcelona, BBC etc have YouTube
partnerships)
YouTube Anti Piracy initiative – not enough.
Too much content out there?
Standing out from the crowd?
Will fans pay to watch content on the internet?
Do fans want to watch sports footage on mobile phones?
Younger fans distracted by other forms of entertainment,
such as consoles/social networking sites.



Survey Results 2006

4% of S&T readers used mobile phones for
watching sports video coverage.
26% of S&T readers used broadband internet
for watching sports video coverage.
58% of S&T readers used mobile phones for
results.
26% of S&T readers used broadband internet
for results.



Opportunities

Larger sports properties – use content not shown on
television (PGA Tour for example, 40 hrs per week).
Premium content/PPV etc (all additional revenue
streams)
Bet and watch (horseracing)/gaming (such as fantasy)
Personalisation for fans and building communities
(Skinkers etc/UEFA.com and Euro 2008).
Smaller sports properties – chance to grow their sport –
leads to growth in revenues.
Conference.tv; Sailing and Rowing
Social networking/user generated sites – building of
communities (Sportingo/SportingPulse/London 2012 etc)



Opportunities

SECOND LIFE (Alcatel-Lucent –
PortAmericasCupAnywhere. Virtual regatta)
Infront Empire of Sports – Sportopia. 10m players can
exist simultaneously.
Opps for non-traditional broadcasters to become rights
owners (e.g. a YouTube type) or federations themselves
to become broadcasters.
Shift away from traditional broadcasting model.



Biggest threat for
rights owners?

User Generated
websites



Biggest opportunity
for rights owners?

User Generated
websites!



Thank you

www.sportandtechnology.com

www.sportbusiness.com

rchurch@sportandtechnology.com


