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Executive summary

The Sports industry remains one of the greatest and most-loved globally, but large, live audiences made it one of

the most high-risk industries during the pandemic. After a year of cancelled/postponed/live-streamed events,
things are slowly starting to look up. Events are coming back, and fans are keener than ever to be a part of the

action - live or remote.

The pandemic has left people with a greater appreciation of sport than ever. For many, it helped them get through
endless days of lockdown - either through small, new daily exercise routines, or by digging through archive

footage.

Fans remain one of the most passionate and engaged consumer groups. Not only are they driven by enjoyment
and community, but they also often see sport as part of their identity, and they spend on it. For these reasons
sports are an important opportunity for brands. The industry is broad and diverse with many touch points and
ways in - but there are ideal ways to communicate in this unique world. This paper offers a snapshot view into

how to leverage the power of sports and fans for brands.

TIP: You can read our papers largely through the main text slides and just the slide headings. The material provided on the slides is evidence and

texture for the point made on the slide heading.
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The Sports industry is vast, lucrative and loved.

Sports fans are one of the most highly emotionally
engaged consumer groups.



ﬁ Sporting events have always come, essentially, in

two kinds. There are the ones that are all about the
sport, and then there are the ones that are not just
about the sport but about a lot of other things
besides. Things like community and belonging and
shared experience. Storytelling and myth-making,
even. And it’s this broader, more all-
encompassing kind of sporting event that’s going
to become more and more important in today’s
and tomorrow’s world.

0 WARC,0Upping the game (and avoiding an
own goal in sports sponsorship,)July 2021



BBDOKNOWS AT THE START OF COVID - SPORT PAUSED

Restrictions wereplacedon large-scale events shutting down sporting venues globally

[Pictured: Capital One Arena on March 12, 2020, in [Pictured: An aerial view of the San Francisco Giants’ [Pictured: A sculpture among empty seats prior to the
Washington D.C.] Oracle Park on March 12, 2020] Liga MX match between America and Cruz Azul on
March 15, 2020, in Mexico City.]

Stacker, link


https://stacker.com/stories/4140/timeline-how-covid-19-shut-down-sports-world

BBDOKNOWS MID-COVID - SPORT PIVOTED

Events were postponed, matches cancelled, and games shown virtually

[Pictured clockwise from left:

The 2020 Olympics are
rescheduled to 2021 in
Japan; Stadiums in China
are repurposed to be
hospitals; The NFL draft
happens virtually in the
US; and the MLB re-opens

with cardboard cut-outs
in the stadium instead of

fans.]

ESPN, li

k

=


https://www.espn.com/espn/feature/story/_/id/30354907/the-sports-year-photos-2020

BBDOKNOWS MID-COVID - FANS GRIEVED & ADAPTED

Some missed | ive sport mor e than they missed

K‘I miss the excitement and the unpredictability

that matches can bring. I’'ve been listening to ‘H - o

podcasts about football 3-4 times a week and ,@PrototypeDrug

I've continued to read articles about the game You never know what you have until its
gone, NEVER knew I'd miss sports this

too. I’ve also used YouTube to watch old ok

Khighlights,_” - Jamie, 28, Newcastle, UK w 11:34 PM - May 24, 2020 @

of Gen Y and Z males globally said

watching live sport with friends and
o family was what they missed most during
o the pandemic - more than feeling safe to

go outside or general social interaction
with friends or family.

Foresight Factory; Twitter, link; Sports pro media, link


https://marketing.twitter.com/en/insights/twitter-sports-community-research-2020
https://www.sportspromedia.com/news/gen-z-millennial-digital-live-sport-coronavirus-pandemic-study

BBDOKNOWS MID-COVID - SPORTS BRANDS SUPPORTED & CONNECTED PEOPLE

Encouraging people to exercise indoors and rallying around the sporting community

/8%

Of people on Twitter agree
that brands should try to
bring sports fans together
while they cannot go to the
stadium or watch together
as a group in-person.

The Living
Room Cup

You can’t
Stop Us

Twitter, link


https://marketing.twitter.com/en/insights/twitter-sports-community-research-2020
https://www.youtube.com/watch?v=9UTf5EItRC0
https://www.youtube.com/watch?v=WA4dDs0T7sM
https://www.soccerbible.com/news/2020/04/nike-launch-the-living-room-cup-with-first-challenge-from-cristiano-ronaldo/
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MID-COVID - SPORT HELPED THE WORLD WEATHER THE STORM

Communities came togethér united by sport

Fitness trainer leads neighbors in group workout

during coronavirus lockdown in Spain
T ===

‘ W Marcus Rashford: public rallies behind
= X campaign to end child food poverty

Covid-hit firms tweet offers of food donations after MPs reject free
school meals plan

Coronavirus - latest updates
See all our coronavirus coverage
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Footballer Marcus Rashford raises money for Free school meals
during covid, putting pressure on UK Govt, link

Roger Feder thrills two girls in Italy with socially distanced
tennis, link


https://www.today.com/news/roger-federer-surprises-girls-whose-rooftop-tennis-match-went-viral-t188354
https://www.theguardian.com/society/2020/oct/23/marcus-rashford-public-campaign-end-child-food-poverty-covid-food-donations-mp-reject-free-school-meals

