
The International 
Sports Market



What do you know?

• Consider what you already know about the 
international sporting market- what is it? 
Where is it thriving? What / Where is up 
and coming?

• Roulette feedback



The plan for the 
module

9:30am- 11am- face to face lecture

1-2 (in own rime) Student task

Students to present back the week after

5000 word assignment based on the 
international sport market



Who will deliver?
What will be 
delivered?

• Mark – lead lectures / 
student discussions 

• Student led presentations

• Presentations / videos

• Interactive tasks

• Online boards

• Quiz

• Timing- flexible depending on 
delivery / content, breaks, 
interaction needed



The Current Sports 
Market

America / Europe / Rest Of The World



Themes / Topics

• Sport on Tv

• Sports venues and the offer

• USA college sport

• Sponsorship for teams , 
leagues , athletes

• Global sporting bodies, 
leagues and events

• Sports Marketing- global 
differences



Assessment

• 5000 word assignment

• You must still attend lectures- I do not want 
to give it out and only leave you 1 week to 
complete

• It will require research and further reading
• Each lecture will help you by giving you the 

knowledge and understanding of the 
international sports market. 

• Additional information / reading is on 
moodle





Sport On TV

Sports programming dominates the 
list of the most watched telecasts 
of all-time

Broadcast elements are a key driver of 
major business decisions in sport, due to 
its ability to:

1. Drive revenues for sport 
properties

2. Build relationships with consumers
3. Create awareness
4. Platform for technology 

development



Timeline

• Late 1800’s – film industry showing sports events

• 1910 – MLB and move industry deal

• 1936 – Olympic Games in Berlin, Germany
• 1937 – BBC – boxing match to 20,000 UK homes

• 1938 – Wimbledon
• 1939 – Columbia/Princeton baseball game

• 1960 – Winter Olympics (Squaw Valley) and CBS

• 1964 – Tokyo Olympic Games – global broadcast
• 1980’s – satellite/cable arrive/growth

• 2020-Covid 19
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Task

List the top 5 most watched sporting 
events (matches / one off’s)









Multiple startup sporting leagues events have 
failed to survive when they failed to generate 
content that broadcasters were interested in 
paying sizeable money to show:





Superbowl Viewing figures from 1990-2020



Super Bowl is dominant programming in relative 
audience size

Millions 
of US 
Viewers
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Model 1: Direct to Consumer Model
üSimplest broadcast model
üThe sports rights holder produces a live broadcast (often with subcontractors) for delivery 

to consumers via the internet

Revenue sources for the rights holder:
Payments from consumers (subscriber fee to access the content)
Payments from advertisers (place promotions in/around the content)
Payments from sponsors (to associate with the broadcast)

• Example: NFL Broadcasts Regular Season Game on October 25, 2015 (Jacksonville 
Jaguars versus Buffalo Bills) from London, England free to consumer on Yahoo! 
• Yahoo! Reported to pay NFL $17M to $20M to carry NFL game live
• What other recent examples are there?



Model 2: Partner with Broadcasting Channel
• The ‘traditional’ model before cable television and 

during cable television
• Consumer can access the channel without paying 

a fee: “free to air”
• Two main revenue sources (for networks)

• Advertising: payments for commercial slots 
(normally 30 seconds) during the telecast

• Government Support: government support 
for public television stations such as PBS in 
the US, CBC in Canada, BBC in the U.K., and 
ABC in Australia

• Broadcast channels now negotiating with cable 
distributors to receive “redistribution fee 
revenue,” a third revenue source. Most viewers 
now access broadcast channels via a cable 
package.



Model 3: Via a ‘Double 
Set of Partnerships’

• The dominant method of broadcast today

• Double Partnership
• Sports Rights Holder partners with Cable Channel/Producer
• Cable Channel partners with a Distributor who delivers content

• Distributors: Source of Revenues to Sports Cable Channels
• Receive per subscriber fee under ‘long term’ contracts

• Consumers/Subscribers: Source of Revenues for Distributors
• Monthly payments to cable distributor for packages of channels
• Single event payments (pay-per-view events) 

• Examples of Cable Channels
• US: ESPN, FOX Sports 1, YES Network
• Canada: TSN, Rogers Sports Network
• Australia: FOX SPORTS

• Examples of Cable Distributors
• US: Comcast, Time Warner, DirecTV, DISH Network
• Canada: Rogers, Bell
• Australia: FOXTEL



The Model 3 Revenue Chain
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Sports Rights Holder

Cable Station

Cable Distributor

Consumer/Subsc
riber

THE STORY
• In 2015, ESPN pays NFL $1,900 

million annually for Monday Night 
Football (2014-2021 Contract)

• Time Warner in 2015 pays ESPN 
$6.64 for every Time Warner 
subscriber

• Consumer in 2015 pays Time 
Warner cable $39.99 per month for 
70+ channel package that includes 
ESPN



Consumer Options

• Consumers can simultaneously 
access sports content by the 
three models
• For example, a consumer can:

• Access pay-per-view internet 
content (Model 1)

• Receive free over-the-air 
broadcast (Model 2)

• Subscribe to cable for a set of 
sport channels (Model 3)
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Fight between two youtubers streamed on You Tube
Ended in a Draw
KSI won the rematch by slit decision – sky sports box office. WHY?



New content / What's next

New ways to engage with sports are being 
developed and delivered.

E Sports

Individuals
Documentaries / behind the scenes (not 
new, especially in USA)

New sports? What has recently been 
broadcast more? What's next? 



Student Task

By next week analyze two different sports 
broadcast in two different countries and 
present back the differences-

• Use video content
• Present over teams with a presentation / any 

tool to present information in an engaging 
manor. 
• To be presented at the start of next week
• 5 minutes maximum time including any 

video footage
• Think why they are delivered in this way
• Positives and challenges


