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This research report, compiled by VUCOS Marketing Division, presents a detailed analysis of modern sports audience behavior and provides strategic insights for content
providers, broadcasters and streaming platforms.
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EXEGUTIVE SUMMARY

The sports content consumption landscape has evolved
significantly, with the global sports broadcasting market
showing remarkable growth from $54.7B in 2023 to

$62.6 billion in 2024, surpassing the $60 billion mark for
the first time—a growth of 12% compared to the previous

year.

This research report, compiled by VUCOS Marketing
Division, presents a detailed analysis of modern sports

audience behavior and provides strategic insights for

content providers, broadcasters, and streaming platforms. 2024
$62.6 billion

2019 2023

2015 $50 billion 2020 (Covid) $54.7 billion
$40 billion $44 billion
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THE DIGITAL TRANSFORMATION OF SPORTS
BROADCASTING HAS CREATED NEW OPPORTUNITIES
AND CHALLENGES FOR GONTENT PROVIDERS.

DEVICE PREFERENCES:

Prefer watching Regularly use Engage through Utilize desktop  Access content via

sports on TV smartphones for tablets computers smart TVs

sports content
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WITH FOOTBALL MAINTAINING A 30%o LEAD OVER OTHER
SPORTS IN EUROPEAN VIEWERSHIP, UNDERSTANDING RND
ADAPTING TO MODERN VIEWING HABITS IS GRUGIAL FOR
SUGGESS IN THIS RAPIDLY EVOLVING LANDSGAPE.

REGIONAL VIEWING PATTERNS:

UK Ireland

28% 31%

Engage in Utilize multiple
multi-screen viewing devices

simultaneously

Northern Southern

Europe Europe

45% 52%

Prefer mobile Favor traditional
viewing during TV viewing

commutes




VIEWER PREFERENGES
VARY BY AGE

YOUNGER AUDIENCES (18-24) SEEK
INTERACTIVITY, WHILE 25-34'S
ENGAGE VIA SOCIAL MEDIA.

MEANWHILE, 35-44'S VALUE STATS
OVERLAYS,AND THOSE 45+ PREFER
A TRADITIONAL EXPERIENCE -
HIGHLIGHTING THE NEED FOR
FLEXIBLE, MULTI-FORMAT SPORTS
STREAMING SOLUTIONS.
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AGE-RELATED PREFERENCES:

18-24 age group

Prefer interactive features

25-34 age group
Engage with social media

during events

35-44 age group

Value statistical overlays

45+ age group

Prioritize traditional viewing

experience

73%

68%

57%

61%
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MODERN VIEWING
PREFERENGES AND
BEHAVIORS

The contemporary sports viewer demonstrates increasingly

complex viewing patterns, characterized by multi-device
engagement and platform-specific behaviors. This analysis
reveals that while traditional TV viewing remains significant,
with 64% of viewers preferring television as their primary
medium, the landscape is rapidly evolving toward a more

diverse consumption model.
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In the study titled 'Who'’s watching? Classifying sports

viewers on social live streaming services', researchers

analyzed the behavior of 52,545 sports content viewers on

digital platforms.

The goal is to help streaming companies better understand and
engage with their audiences by classifying viewers based on
their engagement behavior and identifying the perceived value

and contribution of each viewer group.

47% of viewers desire enhanced statistical overlays and graphics

28% of UK viewers and 31% of Irish viewers regularly engage in

multi-screen viewing

Mobile viewing shows consistent growth across all demographics
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https://link.springer.com/article/10.1007/s10479-022-05062-y
https://link.springer.com/article/10.1007/s10479-022-05062-y
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CONTENT GDNSUMERS@

4P Average viewing time: 2.4 hours per session

This segment represents the traditional viewing

audience, characterized by extended viewing sessions ,
4P |nteraction rate: <56%

but limited interactive engagement. They prioritize

content quality and seamless delivery over social <@ Content completion rate: 87%

features.

TOURISTS@

Characterized by brief viewing sessions and minimal <@ Average session duration: 18 minutes

interaction, this segment represents a significant
J P J 4P Return rate: 23%

opportunity for engagement enhancement and
conversion to more active viewer categories. 4P Platform exploration: 2.3 features per visit
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SUPER GO-GREATORS @

These highly engaged viewers demonstrate

4P Message frequency: 45 per hour
exceptional platform interaction through messaging,
P P J IS 4P Virtual gift contribution: 78% of platform revenue
virtual gifting and community participation. They serve

as valuable content amplifiers and community <@ Community influence score: 8.9/10

catalysts.

G0-GREATORS @

Similar to Super Co-Creators but with moderate

A interaction rate: 279
engagement levels, this segment regularly participates 4 Average interaction rate: 27%

in community activities and contributes to platform <@ Community participation: 3.2 hours weekly

vitality.
4P Content sharing rate: 34%
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TEGHNOLOGY AND
INNOVATION
IMPAGT

The technological landscape continues to

shape viewer expectations and behavior
patterns. Successful platforms must balance

Innovation with accessibility
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ADVANCED GRAPHICS AND STATISTICS

Modern viewers, particularly younger
demographics, show strong preference for
enhanced  visual presentations. Real-time
statistics, augmented reality overlays, and
interactive graphics have become essential

elements of the viewing experience.

MULTI-PLATFORM ACCESSIBILITY
*Primary screen viewing remains dominant for live
events

*Secondary screen engagement peaks during key
moments

*Mobile viewing increases significantly during

commuting hours

Platform switching behavior is common among

younger viewers
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ENGAGEMENT AND RETENTION
STRATEGIES

SOCIAL INTEGRATION STATISTICS
PERSONALIZATION AND CONTENT

DISCOVERY
SHARE HIGHLIGHTS ON SOCIAL MEDIA

Implementing Al-driven recommendation
: PARTICIPATE IN LIVE CHATS
systems that consider :

* Individual viewing history
ENGAGE WITH INTERACTIVE PREDICTIONS

« Demographic preferences

» Social network influences

» Real-time engagement patterns CONTRIBUTE USER-GENERATED CONTENT
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ENGAGEMENT AND RETENTION
STRATEGIES

CONTENT DISCOVERY PATTERNS

COMMUNITY BUILDING AND SOCIAL

INTEGRATION
ENGAGEMENT RATE OF

AlI-DRIVEN RECOMMENDATIONS

reatin inable viewer communiti
CONVERSION RATE OF Creating sustainable viewer co unities

SOCIAL RECOMMENDATIONS through :

* Interactive features that encourage participation
RESPONSE RATE OF

 Social viewing experiences
PERSONALIZED NOTIFICATIONS

» User-generated content opportunities

* Reward systems for engagement

CONTENT DISCOVERY THROUGH SEARCH




MONETIZATION AND
VALUE GREATION

Successful monetization strategies must align with viewer

segment characteristics.
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PREMIUM CONTENT ACCESS INTERACTIVE REVENUE STREAMS

* Tiered subscription models based on viewer engagement levels  Virtual gifting systems

. . * Premium interactive features
 Exclusive content access for highly engaged users

- Dynamic pricing based on viewing patterns Community-driven content creation opportunities

REVENUE MODEL PERFORMANCE

PREMIUM FEATURE ADOPTION
UPTAKE OF MULTI-VIEW CAPABILITY

45% SUBSCRIPTION (SVOD) CONVERSION of ENHANCED STATISTICS

28% TRANSACTIONAL (TVOD) UTILIZATION OF INTERACTIVE FEATURES

270A) ADVERTISING (AVOD) PARTICIPATION OF VIRTUAL GIFTING



The modern sports audience represents a diverse
and evolving viewer base with sophisticated

expectations and varying engagement patterns.

Success in capturing and retaining these viewers
requires a nuanced understanding of their
behaviors and preferences, combined with
strategic implementation of technology and

engagement features.
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METHODOLOGY NOTE

This report svnthesizes data from multiple sources,

Including:

 Viewer behavior analysis across major streaming
platforms

» Academic research on social live streaming services

* Industry surveys and market analysis

* Platform engagement metrics

 Real-time viewer interaction data
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VUCOS Marketing Division provides comprehensive analysis and

solutions for the digital broadcasting industry. Our end-to-end IPTV &
OTT solutions serve system integrators, broadcast media, telcos, and
sports techs globally.

For more information about how VUCOS can help optimize your sports

streaming platform, visit www.vucos.io or contact our research team.

RIJNZATHE 6 3454 PV HELLO@VUCOS.IO WWW.VUCOS.IO
UTRECHT


https://www.vucos.io
http://www.vucos.io
https://calendly.com/vucos/vucos-meeting

