
DIGITAL SPORTS MEDIA

„From a Cost Center to a Profit Center –
The evolution of Digital Sports Media“



RESULT SPORTS FOCUS



RESULT SPORTS – STATUS QUO

BESTANDSKUNDEN

COMMERCIAL/ SPONSORS

.......................................................

CLUBS, LEAGUES & FEDERATIONS



DIGITAL SPORTS MEDIA MAGAZINE

„DIGITAL SPORTS MEDIA“

In February 2011 RESULT issued first Social
Media & Sport Newsletter, which evolved in
January 2012 into a Magazine format and
since May 2013 into „Digital Sports Media“.
The magazine has become an important
‘companion’ for all decision makers and
administrators within the digital sports
media industry, especially in Germany.
It features global digital data, a detailed
analysis of the evolution, expert talks and
case studies of athletes, brands, clubs,
leagues and federations.
The magazine reaches more then 12.500
readers every month and is available in
English, German & Russian.



CONFERENCES & SUMMITS

SOCIAL MEDIA & SPORT SUMMIT

Closed door workshop for administrators,
decision makers & executives in digital sports
media.
Participants discuss current evolution, trends
and topics related to their day-to-day
challenges and duties.

www.club-medien-summit.de

DIGITAL SPORTS & ENTERTAINMENT 

Digital Business Platform for Administrators,
Decision Makers & Executives from Movie, Music
& Sports Industry.
German and International participants discuss
Business Model evolutions, business processes
and case studies are key topics.

www.digital-sports-entertainment.de 



GENERAL DIGITAL 
EVOLUTION





 CLASSIC MEDIA – „ONE TO MANY“ COMMUNICATION
 Missing the Interaction 

 DIRECT DIALOGUE WITH THE TARGET AUDIENCE
 Fan- & Sponsoring Loyalty

 ‘DISTRIBUTION’ OF OWN CONTENT
 Independent from Media- & Publishing House

 IMPROVE PUBLIC AWARENESS
 Brand & Image in the global “Display Window”

 MONETISATION
 Generate new Revenue streams & Income





 START OFFICIAL PROFILE

 Focus on Facebook

 DISTRIBUTION OF OWN CONTENT

 Text, Pictures
 Live-Ticker of Events (e.g. games)

 FAN COMMUNITY –> GROWTH 

 As many fans as possible
 As many information as possible



 FACEBOOK
 Why?
 Free of Charge
 Ease of Use & fan journey

 TRIAL & ERROR
 What do our fans demand?

 THEME
 „We should use it!“









 EXTEND EXISTING INFRASTRUCTURE
 New Platforms

 For example: Google+, Instagram & Co.

 SPONSORING
 Integration of Sponsors into Communication

 GLOBALISATION
 Profile-Launch in China & Russia

 Example vKontakte, SinaWeibo, Tencent

 FAN-ENGAGEMENT
 Interaction rates as high as possible



NEW PLATFORMS 
EXAMPLE GOOGLE+

- Most important arguments: 
 Profile-Presence on Search requests

- Investment into new Platform
 Approach New Target Audience

- Use of Applications, which    
Facebook did not offer
 Video, in combination with YouTube







DIRECT FAN 
ENGAGEMENT

SocialSocial

MobileMobile
WebWeb



 ORGANISATION

 Structural  adjustments to the Organisation
 Monitoring becomes mandatory

 POSITIONING

 Personalized Audience Targeting 
 Sport-Organisation is Media-Company
 Players are Brand-Ambassadors

 MONETIZATION

 Target Audience becomes a commercial value

CLUB      
PRIORITIES............................



 COMMUNICATIONS & MEDIA DEPARTMENT
– Information to Target Audience (Press, Media & Fans)

 MARKETING DEPARTMENT
– Commercialization of Target Audience (Sponsors & Fans)

 DIGITAL CLUB MEDIA DEPARTMENT
– LINK between all departments (Media-, Marketing-, Merchandising-
Department), but with the sense of approach, interaction and demand 
of the fan community

DEPARTMENT 
PRIORITIES............................







SOCIAL/MOBILE/WEB 
MATCHDAY.......................................

(MOBILE)
WELCOME

PRE-MATCH POST MATCH

SOCIAL NETWORKS & 
WEB

MATCH SOCIAL NETWORKS & 
WEB

(MOBILE)
GOOD NIGHT

9 am 9 pm

CONTENT CONSIDERATIONS: MATCH PREVIEW / HISTORICAL STATS / SUPPORTER 
INFORMATIONS & SERVICE / LINE-UPS / GOALS / SUBSTITUTIONS / CARDS / POST MATCH 
REPORTS / MAN OF THE MATCH and so on



THE 
STATUS QUO

&
OPPORTUNITY



Web, Mobile & Social

Reach Interaction Image

Impressions Unique Visitors Brand

Clicks Viral Impact Influencers

Location Engagement Sentiment



Recommended 
Platforms

Recommended 
PlatformsFacebookFacebook

TwitterTwitter

InstagramInstagram

Google+Google+

YouTubeYouTube

LIVE

PICTURES

SEARCH

THE 
MULTI-
TALENT

VIDEO



THE CHANGE

Sport-
Organisation

Sport

Media-
Organisation

Trading-
Organisation

Logistics-
Organisation



THE DIGITAL FORECAST

Information

Optimization

Infotainment

Personalization

DIGITAL
as THE 
central 
Element



DIGITAL
ORGANISATION

DIGITALDIGITAL

MarketingMarketing

MerchandisingMerchandising

Media & 
Communication

Media & 
Communication

TicketingTicketing



DIGITAL STATUS QUO



DIGITAL STATUS QUO



DIGITAL STATUS QUO

2015



DIGITAL STATUS QUO

2016



DIGITAL STATUS QUO
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DIGITAL STATUS QUO

2016



2015

DIGITAL STATUS QUO



2016

DIGITAL STATUS QUO



DIGITAL STATUS QUO

2016





Website

Mobile

Social



Web Mobile Social

Universal Ad Package

Platform 
Sponsor

Category Sponsor App Sponsor

Content Sponsor

Sponsors

Editorial Sponsor

Universal Ad Package

Category Sponsor

OTHER CONSIDERATIONS: MEDIA SPONSOR, STATISTIC SPONSOR, DIGITAL PLAYER 
SPONSOR and many others

B2B.............



SPONSOR 
CONSIDERATIONS

 INFOTAINMENT vs. COMMERCIALS
 Ratio-Observations

 80% Infotainment / 20% Commercials on Non-Matchday
 70% Infotainment / 30% Commercials on Matchday

 POSTING ENGAGEMENT
 Impact Observations

 Lower Interaction Rates
 Lower Reach

 POSTS vs. APPS
 Profile Observations

 Integrate into Posting or create an entertaining App 
(Post=free of charge vs. App=cost center)

.....................................



Fan

Sympathy

Consumer

Interest B2C.............



 ORGANISATION

Who will be responsible?
What value is right?

 POSITIONING

 Addressing the Target Audience Individually
 Sport-Organisations become Media Companies
 Players become Brand Ambassadors

 MONETISATION

 Target Audience becomes a commercial value

CLUB   
CONSIDERTATION

S
...................................



OPTIONS &
VALUES......................................

 SPONSORED POSTS

 APPS

 PLATTFORM SPONSORING

 CONTENT SPONSORING

 EDITORIAL SPONSORING

 GEOGRAPHICAL SPONSORING



PLATFORM
SPONSORING......................................



FACEBOOK APPS
EXAMPLES......................................



CLUB CHALLENGES

 INNOVATION vs. TRADITIONAL
 Pragmatic vs. Vision

 In-House know-how & competence to understand Technology 
trends?

 Understanding how technology business models can be applied to 
sport organisations?

 CALCULATED RISK vs. NO RISK
 Licensing vs. Revenue Share Models

 Licensing = Collect Licensing Fee and grant access to community
 Revenue Share Models = Jointly create access to community

FOLLOWER vs. TRENDSETTER
 Multiply vs. Single

 Execute Solutions
 Invest in Innovations & Generate future revenue

.......................................



SUMMARY



SUMMARY & OUTLOOK...............................................

 Understand YOUR Digital VALUE

 FANBASE will continue to grow

 Relevant output of Digital MONITORING will be key

 CONTENT Entertainment increase reach & interaction

 Digital MONETISATION will generate relevant revenue 

 INTERNATIONALISATION effort will begin

 And… 
…“DIGITAL MEDIA in Sports will remain exciting”



Mario Leo
General Manager
RESULT Sports

Facebook: facebook.com/ResultSports
Twitter: @resultsports

E. mleo@result-sports.com  
Twitter: @marioleo71

W. www.result-sports.com

THANK YOU FOR YOUR 
ATTENTION!!!


