





in-bar channel, “OT Odds Powered by BetMGM,”
aimed at its betting clientele and featuring sports
betting content like live game odds and fantasy
league betting advice. The strategy of embed-
ding betting into restaurant experiences could
be a lifeline for sports bars which, like other
restaurants across the country, suffered during
the pandemic and now need something other
than carrying the big game to get people off
of their couch, particularly during non-peak
sports periods. Kyle sees the potential. “Sports
betting has the opportunity of making people
invested in games and moments beyond their
home team and gets fans invested in games that
would otherwise be meaningless,” he told us.
“It gives me a reason to watch the Bengals play
on a Sunday afternoon, midweek MACtion, and
championship soccer-all things | would never
otherwise invest my time in.”

Beyond the integration of sports betting
into physical spaces, streaming services are
in the early stages of experimenting with
betting formats to enhance the sports

experience. FuboTV has introduced a dashboard
that streamers can pull up to place bets while
watching games. This new feature allows for fans
to bet on things like “which team will score first in
the second half,” and will evolve to include more
immersive and custom betting experiences,
tailored to viewers content and betting prefer-
ences based on their viewing data and previous
bets. Other streaming services are also taking
advantage of the opportunity. Sinclair plans
to offer a standalone streaming service with a
betting component and NBCUniversal added
a betting companion show to the PGA tour
this year on Peacock, its solution to streaming.

Audiences also feel streaming services
can uniquely serve the sports betting mar-
ketplace in ways traditional networks, or
large-scale betting venues, can’t. Kyle, for
one, sees growth in the ‘outer rings’ of sports
betting: “Streaming services, especially, have
the ability to cater to more niche audiences,”
he observed. He makes a good point. Outside
of big arena sports, there is an opportunity for
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sports betting in games around the world—
like table tennis, for example. One 23-year-old
from New Jersey told the New York Times,
“lt's crazy to think I've made hundreds of
dollars [betting on] Ping-Pong [overseas].”
Like other obscure pastimes that surfaced
during the pandemic as people had more
downtime at home, betting on international
contests—including sports like Belarusian ice
hockey, Nicaraguan soccer and South Korean
baseball—caught the attention of fans at a
moment when many traditional domestic
sports were sidelined. While some of these
niche sports haven’t had as much staying
power as table tennis, the pandemic high-
lighted the potential of the longtail of sports
betting. Considering that nearly one-in-five
sports fans (17%) report having tuned into a
niche or global sport outside of the norm in
the past six months, there is an opportunity for
streaming services to not only give fans access
to these unique sports, but also wager on them.

While the future of sports betting is just
beginning to unfold, what is certain is that
the market is there—and it always has been:
betting on horses and baseball predate the
twentieth century; Las Vegas opened its gates
to sports betting in 1949; and people have been
betting on the Super Bowl since its incarna-
tion. This year alone, 23.2 million Americans
planned to bet $4.3 billion on the big game,
according to AdWeek. Many believe that le-
galizing and regulating sports betting will ulti-
mately create a cleaner and fairer playing field.
Kyle, for one, is excited. “It's the direction that
the public is moving,” he told us. “Sports betting
is becoming massive.”

2 . .
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Sports Fantasy:
The Reality
of Fictional Sports

Finn, 22, a rising senior at University of
Colorado, Boulder, was about to give up on
the Cincinnati Bengals until fate—or, more
precisely, fantasy—stepped in. Having been
dedicated to the Bengals since age 10, the
team’s losing streak was starting to take a toll. “I
had been utterly disappointed every year and |
was starting to lose interest in the NFL because
| felt like | had no reason to keep watching,” he
reflected. However, at 17, he was asked to join
a 12-person fantasy football league. For some,
the league was a way to feel more connected
to the NFL season; others joined because of
the betting. Finn joined to make his life as a
Bengals fan “a little more bearable,” as he put
it, by giving him a chance to ‘win’ even if the
Bengals didn't. Now, Finn’s fantasy league has
expanded into an all-year, all-encompassing
sports group on Instagram, Twitter, Snapchat
and four other means of messaging with an
average of 1,000 group messages each day—
and easily “a couple thousand” during football
season. “If | have a question about anything
pertaining to [sports], I'll ask the question in the
group message before Googling it.”
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While Finn’s fantasy league may be an
extreme example, he’s not alone in his enthu-
siasm for fantasy sports: one-in-five sports
streamers (21%)—and one-in-four male sports
streamers (26%)—say they have participatedin
fantasy sports in the past three months. While
the popularization of fantasy sports began in
the 1980s, its growth has accelerated in the
past decade with emergence of Daily Fantasy
Sports (DFS), an accelerated version of tradi-
tional fantasy sports that can be played over
one week, or even one day, rather than an entire
season. Taken together, fantasy sports and DFS
has grown from 5.1 billion in the U.S. in 2011
to 8.37 billion in 2021, and it is expected to
hit 13.75 billion by 2025 according to Statista.
What’s more, an entire economy has developed
around fantasy sports, including a cottage
media industry with niche websites on statistics,
podcasts, analysts—and even weathermen.
Kevin Roth is a meteorologist for RotoGrinders,
a website dedicated to daily fantasy sports. He
has a master’s degree in meteorology, but
uses his expertise to analyze how, for example,
20MPH winds could create a 10% drop in passing
yards and impact fantasy league results. While
he may be one of the better-known fantasy sports
weather analysts, others are out there, like the
Fantasy Football Weather Guys, “professional
meteorologists providing statistical analysis of
weather impacts on fantasy football,” according
to their website. Retailers also make up a piece
of the fantasy economy. ESPN’s Senior Fantasy
Sports Analyst, Matthew Berry, runs Fantasy
Life, an online retailer that sells hoodies,
tumblers, phone cases, and a signature toilet-
shaped loser’s trophy. The point is, while fantasy
sports is fictional, the business surrounding it is
very real.

In many ways, fantasy sports were a pre-
cursor to, or placeholder for, sports betting.
The head of content at a sports betting news
website shared in an interview with Vox Media,
“I think there still would’ve been a pretty decent
groundswell of sports betting without [fantasy
sports], but everyone got more comfortable
with it because of daily fantasy.” The popularity
of fantasy sports is anchored in a bigger shift
in sports culture: following players versus
teams. Gen Zs, the youngest generation of sports
fans, report that they are less likely to follow
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sports because of a specific team than are their
parent’s generation (25% vs. 34%, respectively)
and, when asked the top reason they do follow
sports, they are more likely to say their fandom
is based on a specific player, or players (40%
vs. 36% among older generations). Millennials
are more likely to follow their local teams (40%)
compared to Gen Z sports fans (32%). Gener-
ationally speaking, the preference for players
makes sense: Gen Zs came of age during the
era of influencer culture, where individuals rather
than groups commanded culture’s attention;
following individual players isn't so different
from following individual influencers online.
For Finn, being freed from the team
mentality in sports has been game changing.
“What fantasy football allowed me to do was
get two to three good players on the Bengal’s
team on my fantasy roster. Even if the Bengals
lost, | could root for individual players and get
a ‘tangible’ reward for it.” Furthermore, the
camaraderie that was once tied to rooting for
a local team is now fueled by the 1,000 group
texts his fantasy league trades daily, as well
as a new set of bonding rituals that have
emerged around fantasy leagues, like the Waf-
fle House punishment. Popularized on social
media in the past few years, the ritual entails
the league loser having to sit in Waffle House
for 24 hours and can earn less ‘time’ by
consuming waffles (one waffle = one less hour
of service). Finn also finds that fantasy leagues,
while not rooted in hometowns teams, help
bond him to his hometown community: “My
friends and | used to watch games every week
together in high school, but now that we are all
scattered across the country [in college],
fantasy football is how we all stay connected.”
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Fantasy leagues are also building cama-
raderie by reorganizing into new, community-
driven formats. In the spring of this year, the
Hall of Fame Resort & Entertainment Company
launched the Hall of Fantasy Leagues (“HOFL"),
a 10-franchise league described as “the first
national fantasy league that allows you to
experience a fantasy team with a community
of shared stakeholders.” The franchises within
this new league include the Atlanta Hot Wings,
the New York Bodega Cats, the Ohio GOATS
and the Texas Yallers, among others. Each
franchise is connected to major U.S. cities,
professionally managed, plays competitions
over the course of a full season, and even has a
show that airs every Tuesday at 8pm EST, hosted
by sports broadcaster Jeff Eisenband. Sound
familiar? Ironically, fantasy sports may be
coming full circle, back to its traditional roots,
making the fine line between fantasy sports
and ‘real’ sports even more blurry.
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The Game of Gaming:
Unpacking the Appeal of eSports

For anyone who dismisses eSports, or
competitive video gaming, as ‘not real sports,
consider this: one quarter of sports fans (26%)
watch eSports and it surpasses other sports
mainstays, such as NASCAR, beach volley-
ball, pro wrestling and international soccer,
as a favorite among sports fans. Furthermore,
according to Statista, the global eSports market
revenue is projected to grow as much as 1.62
billion U.S. dollars in 2024. And while it's true
that eSports is relatively new to the sports
industry, it actually got its start back in the
1970s. On October 19, 1972, Stanford University
held the first-ever eSports event, where stu-
dents competed at the video game Spacewar!
for the cool prize of a one-year subscription
to Rolling Stone magazine (if that’s not a rock-
and-roll start, we're not sure what is!). Today,
prize money for eSports competitions have hit
nearly $35 million. “I think there’s this concep-
tion of eSports as this diminutive thing, but ev-
erybody plays or watches games. Whether it's
solitaire on your way to work, or a million-dollar
tournament at Madison Square Garden,” Zach
Dixon, Co-Founder of Players’ Lounge, an online
eSports competition platform, told us. “So, re-
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ferring to eSports as a sport makes sense.” 81%
of eSports fans agree that “eSports are real
sports, just like football, basketball or base-
ball.”

According to Dixon, eSports developed
a lot like traditional sports—only faster. “When
games are fun to play with friends, then they tend
to be fun to play with strangers,” he explained.
“And then people get really competitive and self-
organize into leagues. English soccer teams
professionalized across the 19th century and
20th century to what the [English] premier
league is today; that happened with League
of Legends in 15 years.” South Korea fueled
the popularity of eSports, where the game of
gaming has become a national institution. Un-
derscoring this, eSports is the fifth most popular
future job for South Korean students, according
to the New York Times (athlete, doctor, teacher
and digital content creator take the top four
spots), and eSports pros are on par with K-pop
idols, in terms of fame and fortune. “I sleep
only three or four hours a day,” one teenage
Korean eSport academic told the Times. “But |
want to become a star. | dream of an eSports
arena packed with fans all rooting for me.”
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South Korea'’s influence on eSports aside,
there are a few unique features to eSports that
make it exponentially appealing to fans. One
that Dixon points out is that there is a greater
range of eSports viewing experiences. “Nobody
cares about watching a few attractive or clever
people playing non-professional basketball.
Nobody's going to tune into that broadcast
consistently. But there are millions of people
every day that watch non-professional gamers
play non-professional video games on Twitch
and similar streaming services,” he explained.
Another key driver of eSports’ global popularity
is its accessibility: while not everyone has the
physique to become an NBA or NFL star, anyone
with access to a console or a computer could,
theoretically, go pro at eSports. “What | like
specifically about eSports is that you don’t have
to be a traditional athlete to play,” Jamael, 19,
of Atlanta, GA, told us. This fact makes eSports
unique in that, unlike traditional sports fans,
most eSports fans are also eSports players,
so their attachment to the game is personal.
Backing this up, 83% of eSports fans agree,
“Playing video games is more than just a
pastime for me—being a gamer is an integral
part of my identity,” and 76% of players aspire
to go pro. “There are a lot of people who never
play baseball who are baseball fans, or women
who like football who have never played. They
just like it as entertainment,” Dixon explained.
“You don't really get that as much with eSports.
There's a big cultural difference.”
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of eSports fans
predict that,
in 20 years,

eSports will be
as popular as football
in the U.S.
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Despite these differences, there are a lot
of similarities between eSports and the non-E
variety. For one, camaraderie is still king: 86%
of eSports fans agree, “eSports isn't just about
the game, but about the banter and dynamic
between gamers and teams.” And while these
communities are largely digital, just like tra-
ditional sports, live games matter too, with
77% saying they attend, or plan to attend, an
eSports event. Younger fans, like Gen Zs, may
not even see the difference between the two
at all. Dixon reflected, “The idea of being a
professional gamer was never a reality when |
was 18. But my nephews are 16, 13 and 12. They
have a ton of access to eSports pros because
they watch them on Twitch every day after
school, and they watch them play in big tour-
naments. They look at eSports the way previous
generations looked at football. It's no different.”

In conclusion, the world of sports is
dynamic, with generations, cultural shifts and
technology continuously broadening how
sports and sports fandom are defined. Sports
betting, fantasy sports and eSports once
represented the outer rings of the industry,
but today they are fast becoming new centers
of the expanding sports universe, ushering in
new, diverse fans that ultimately elevate
the game.
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Sports communities are changing as sports betting
and fantasy leagues continue to grow in popularity.

Sports betting will continue to impact the sports industry,
opening up opportunities for new sports betting venues,
restaurants and tourism.

eSports continue to gain traction among young sports fans
who don’t see the difference between video games
and traditional sports.







Introducing
Sports Fandom 360

As streaming unleashes more diverse
sports experiences, audiences are grouping
into new clusters of fandom. Each of these
clusters, or fan segments, tells a deeper story
about the evolution of sports in an era of
social media, social activism, and more. But
what’s common among all of these groups
is that streaming has changed their sports
experience: 69% of sports fans say that,
because of streaming, they watch sports
differently now than they did in the past, with
the top difference being easier access to more
sports content. And that other 31%? Well, many
of them have never experienced sports without
streaming. “My generation was born into a time
where streaming our favorite media gets easier
by the day,” as Maya, 15, of Chico, CA put it.

These fan clusters are anchored in a full
circle of ever-expanding attitudes, preferences,
and behaviors toward sports. From the games
they gravitate to—NBA, MMA, or anime—to
why they tune in in the first place: betting,
bonding, bingeing, rooting, relaxing, tweeting,
and tailgating. It's a dynamic spectrum of
experiences that will continue to fragment and

reform as streaming continues to change sports Top 5 Ways Streaming has
formats and evolve fandom. But what we know Changed the Sports Experience
for sure is that the days of the singular sports for Fans
experience, or the singular sports fan, is a thing
of the past. Sports fans say:

Meet the audiences shaping the new full

Accessing sports is easier

circle of future sports fandom: Amplifiers, clas-
P P 49% than ever

sic Big Four fans giving sports a digital and pop

culture twist; Universalists, voracious fans who

experience sports on multiple levels; Nichesters, 45‘7 It has become easier
young, digital-first fans who enjoy the longtail © to find fans like me
of niche and global sports; Soloists, folks who

prefer to fan without distractions; and Classics, 41 o, |watchmore of my
traditional sports fans who tune into live games % favorite sports

and prioritize IRL experiences.

350 | watch a larger variety
% of sports
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Top-Tier Sports
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Amplifiers

of sports streamers

It could be easy to brush off the Amplifiers
as another generation of cheerleaders. They
follow the Big Four, root for the home team,

- are emotionally invested in the game and
ultimately see sports as a social experience—
what’s the point of watching without family,
friends and food? But think of the Amplifiers
as quintessential super-fans with a digital
twist: they are dialed into pop culture and
their fandom is amplified on social media.
For them, cheering for the home team happens
as much in the living room and on the
bleachers as it does over Instagram, Facebook
and TikTok. They are known for social smack
talk, digging down digital rabbit holes for sports
commentary and stats, and are the most likely
to message friends in a group chat while
watching the game (31% sports streamers vs.
25% overall). Despite their digital savviness,
sports are ultimately a human experience for
Amplifiers. Not only do they watch socially,
but they also enjoy documentaries and
storytelling that hones in on the human side
of sports.

“| follow a lot of celebrities and boxers on social
media. If fights are coming up, I'll post it on my
Instagram story just to let other people know,
'Hey this fight is coming up let’s all get really

|7Jl

excited about it

- Solanchs, 28, Miami, FL
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Amplifiers

Streaming Profile:

Personal Scorecard:

Amplifiers' streaming behavior

27 oy Stream Onl
% vs.23% among total sports streamers

4 2 oy Stream Most
% vs. 46% among total sports streamers

31 oy StreamAlso
% vs.31% among total sports streamers

Audience Snapshot:

Amplifiers at a glance

Watching: College sports

Eating: Sushi bowl, made from a recipe on TikTok
Wearing: Something Instagram-worthy

Doing: Messaging friends in a group chat
Following: Their favorite team on Instagram

Where you'll find them: ESPN
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Amplifiers' standout streaming stats

Follow top-tier sports: Only 57% watch sports
outside of the Top 10 vs. 74% of sports streamers

Most avid fans: 64% are “avid fans” (an 8, 9, or 10
on a 10-point scale) as compared to 51% of sports
streamers

Home team pride: 56% are exclusive fans of a
team that is geographically close to them now vs.
23% of sports streamers

Community-connected: 73% say sports connects
them to family, friends, neighbors, colleagues &
community vs. 63% of sports streamers

Storytelling-centric: 74% enjoy human stories
of teams or athletes compared to 68% of sports
streamers

Most similar to:

Classics: They tune into top-tier sports and enjoy
watching with friends

Universalists: They're socially engaged on media
and care about the human side of sports
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Universalists

of sports streamers

Universalists, as the name implies, enjoy
the widest range of sports and express the
most diverse types of fandom, multitasking
across platforms as they watch games to keep
up with social posts, player stats, fantasy
leagues and podcast commentary. Far from
sports snobs, this group tunes into the NFL as
much as eSports and, on average, follow nearly
twice as many sports as sports streamers
overall. But their open-mindedness isn’t limited
to sports: Universalists are the most likely
of any segment to describe themselves as
culturally curious, global, and trendsetting.
Like the Amplifiers they are not only highly
social and enjoy the human side of the game,
but they are also highly socially conscious
—they are more likely than any other segment
to describe themselves as such, and the most
likely to say that the intersection of sports
with race and social activism is important
to them (64% of Universalists vs. 56% sports
streamers overall).

‘My generation doesn’t
want to be tied down to
just one sport, one topic,

one issue.”

- Jamael, 19, Atlanta, GA
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Universalists

Streaming Profile:

Universalists' streaming behavior

2 2 oy Stream Only
% vs.23% among total sports streamers

51 oy Stream Most
% vs.46% among total sports streamers

27 oy StreamAlso
% vs.31% among total sports streamers

Audience Snapshot:

Universalists at a glance

Watching: Everything—from the Big Four to cricket,
poker, rugby, disc golf, water polo, truck, tractor
pulling and more

Eating: Sustainably farmed burgers
Wearing: #BlackLivesMatter NBA pin
Doing: Betting on a Fantasy League
Following: Blogs, podcasts, Twitter
Where you'll find them: ESPN+

Personal Scorecard:

Universalists' standout streaming stats

Watch the most sports: 8.9 sports vs. 5.5 sports
among sports fans overall

Plugged-in: 24% share screens or video chat with
friends while watching sports vs. 17% of sports fans
On the “Outer Rings” of fandom: 36% stream
eSports vs. 26% sports streamers overall; 27%
participate in fantasy sports vs. 21% of sports
streamers overall

Socially Active: They are the most likely to follow
a player or team because of their social activism
(23% vs. 18% of sports streamers overall)
Intellectual: 25% listen to podcasts before or after
games to get new or different points of view on
athletes, teams, the game, or other sports content
vs. 20% of sports fans overall

Most similar to:

Amplifiers: They're socially engaged on media
and care about the human side of sports
Nichesters: They're into the ‘long tail’ of sports
and are more diverse, global and digital than most
sports streamers

O
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Nichesters

of sports streamers

The youngest of the sports segments
(51% are Gen Zs vs. 40% of sports streamers
on average), Nichesters reflect a generation
known for having shorter attention spans and
bespoke identities, and their interest in sports
is no different. They are the most likely of
sports fans to watch highlights only (29% of
Nichesters vs. 23% of sports streamers overall)
and they are less likely than most to watch the
Big Four (75% watch the NBA, NFL, MLB and
NHL vs. 84% of others). Interestingly, they are
tuning into the longtail of sports content:
20% of Nichesters watch anime sports vs.
15% of sports streamers overall; 16% watch
badminton vs. 10% sports streamers overall;
13% watch cricket vs. 8% sports streamers
overall; and 9% watch handball vs. 5% sports
streamers overall. While they don’t rank as the
most avid sports fans, their penchant for sports
outside of the norm means that they watch
more types of sports than do other fans—6.1 vs.
5.5 on average, second only to Universalists.
Personal experience (i.e. they've played the
sport themselves) and pop culture are big
drivers of Nichesters’” fandom and, when it
comes to social media, Nichesters aren’t just
following sports, they are creating content and
posting about their favorite players.

“Growing up | was only aware of traditional sports
or popular western sports, like NBA, NFL, MLB,
and WNBA. But streaming is a great opportunity

to discover alternative sports.”

- Rose, 37, San Antonio, TX
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Nichesters

Streaming Profile:

Nichesters' streaming behavior

21 oy Stream Only
% vs. 23% among total sports streamers

5 5 oy Stream Most
% vs.46% among total sports streamers

2 59 Stream Also
% vs.31% among total sports streamers

Audience Snapshot:

Nichesters at a glance

Watching: Anime sports

Eating: Street food

Wearing: Customized kicks

Doing: Virtual tailgating

Following: YouTube sports videos not related
to games

Where you'll find them: Hulu + Live TV

Personal Scorecard:

Nichesters' standout streaming stats

Niche appeal: 20% watched a niche or global sport
that is out of the ordinary in the past six months

vs. 17% overall

Content creators: 61% create or comment on
sports-related content weekly vs. 55% of sports
streamers overall

Multimedia experiences: 68% play sports-related
video games weekly vs. 59% of sports streamers, and
16% created a playlist for a game vs. 12% of others
Location agnostic: Only 16% are exclusive fans

to a team geographically close to them vs. 23% of
sports streamers overall

Looking for inclusivity: 52% say it's hard to find
an inclusive sports community vs. 45% of sports
streamers overall

Most similar to:

Universalists: They're into the ‘long tail’ of sports
and are more diverse, global and digital than most
sports streamers

Soloists: Sports is a personal experience rather
than a team one
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Soloists

of sports streamers

For Soloists, the social aspect of sports
matters less—they are enthusiastic about
a sport or a player that is often personal to
them rather than those around them, and
they are the most likely of any group to watch
sports solo. Put another way, when they tune
into sports, they tune everything else out.
Sports viewing is escapist ‘me-time’, and the
outcome of the games matters less than
simply indulging in a sport they love. As such,
they are the least likely of any segment to
care about predictions (53% of Soloists care
about predictions vs. 71% of sports streamers
overall), game analysis (50% vs. 70%) or
social media commentary (56% vs. 65%). On
the opposite end, they are the most likely of
the segments to say their full attention is on
the game; if they are doing something else
while watching the game, they're eating and
drinking rather than scrolling and posting.
Notably, they have a penchant for boxing
and UFC, and because of their highly
personal relationship to sports, they are akin
to Nichesters in their specificity of sports fan-
dom: 63% appreciate niche content, or infor-
mation about sports and players, that is out of
the ordinary as compared to 60% of sports
fans overall.

“During the [past few years], | realized that watching
sports was therapeutic. | became more of a fan
because | had more free time to actually focus
my attention on sports that | love and pay close

attention to the players and what was going on.”

- Drayson, 40, Bronx, NY
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Sololists

Streaming Profile:

Soloists' streaming behavior

22° Stream Only
% vs. 23% among total sports streamers

44 Stream Most
% vs.46% among total sports streamers

3 4o Stream Also
% vs.31% among total sports streamers

Audience Snapshot:

Sololists at a glance

Watching: Boxing, UFC

Eating: Microwaveable foods

Wearing: Sweats

Doing: Watching the game—no distractions please!
Following: Their favorite player over time

Where you'll find them: Hulu (No Ads)

Personal Scorecard:

Soloists' standout streaming stats
Sport-centric: The sport is the main reason they
watch; teams matter less

Solo viewers: They are the most likely to watch
alone; 57% of the times they watch sports they watch
alone vs. 53% among other sports streamers
Highly personal: They are guided by “personal
culture,” or their own way of doing things

(48% vs. 42%)

Escapist: They are the most likely of the segments
to watch sports because it helps them relax,

or escape everyday life

Socially Agnostic: Along with Classics,

the social side of sports isn’t particularly interesting
to them—47% care about how sports intersects with
activism vs. 56% of sports streamers overall

Most similar to:

Nichesters: Sports is a personal experience rather
than a team one

Classics: Sports viewing is about indulging

in something you love rather than engaging in all

of the activities that surround it

F@fsﬂep Advertising



Classics

of sports streamers

If there’s any sports streaming fan who
resembles classic Americana culture, it's the
Classics. They are Big Four fans who, like
previous generations, can’t think of a better way
to enjoy the big game than with friends over
chili and wings. Notably, it's important for this
group to not just catch full games, but to catch
full games live. The social aspect of sports
for this group is key and it's decidedly of the
IRL variety: they are hanging out with friends,
cooking, eating and drinking while watching
the game, rather than posting, tweeting or
group chatting. Self-described as hard working,
easy-going and pet loving, they are keeping
sports viewership real, albeit via streaming.

“‘My husband and | really enjoy
big sports events where we
can throw a party, invite
people over, have a lot
of food, and watch together.
Sports is something that we

)

definitely share with others’

- Danielle, 37, Brooklyn, NY
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Classics

Streaming Profile:

Classics' streaming behavior

2 3° Stream Only
% vs.23% among total sports streamers

40 oy Stream Most
% vs. 46% among total sports streamers

37° Stream Also
% vs.31% among total sports streamers

Audience Snapshot:

Classics at a glance

Watching: The big game

Eating: Chili & wings

Wearing: Team jersey

Doing: Cooking, eating and socializing IRL
Following: A new player—just because they're old
school it doesn’t mean they don't like new talent
Where you'll find them: Hulu (ad-supported)
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Personal Scorecard:

Classics' standout streaming stats

Big Four Fans: They are most likely watching
the NFL, NBA, MLB and NHL

Love for live: 80% say watching the game when
it happens is important vs. 77% overall

Full games: 81% say it's important to watch full
games from start to finish vs. 77% of sports
streamers overall

Chill: They are even-keeled and happy to be
watching the game with friends—the outcome

of the game matters less and, alongside Soloists,
they are the least emotionally invested in the game
Neutralists: They are the least likely of all sports
segments to care about how sports intersect with
race and social activism (45% vs. 56% of

sports streamers)

Most similar to:

Ampilifiers: They tune into Big Four sports

and enjoy watching with friends

Soloists: Sports viewing is about indulging

in something you love rather than engaging in all
of the activities that surround it
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BRAND TAKEAWAYS

As sports streaming continues

to broaden the industry’s fanbase,

these rising psychographics are

reshaping the sports viewing experience
and are carving out the new experiences
and content sports fans are looking for next.

Think about how your brand can align with the Amplifiers,
Universalists, Nichesters, Soloists and Classics.

These are the influencers of sports streamers as they

are trend-forward, digitally-savvy and socially connected.
Taken together, they represent over half (61%) of all sports
streamers, so capturing their attention is key.

As sports streamers enter different life stages and phases
their sports viewing behavior will naturally change.
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To learn more about streamers,

check out the Generation Stream Hub on
DisneyAdSales.com or reach out to your
Disney Advertising representative.
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