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The rise of technology in sport

We live in a world of constant upgrades and limitless 
opportunities to build products and services to 
our exact requirements. We are no longer passive 
consumers; we are co-sumers, active participants 
in our relationships with products and experiences. 
We can watch unlimited hours of live sport whenever 
or wherever we are. A single punter’s erudite tweet 
can influence the opinions of millions. Apps like 
Strava can rekindle our inner child and our phones 
are becoming our fitness coaches – or at least 
conscience nudgers. Monitoring health and 
enhancing performance has never been easier. 

So why is it that the developed world is getting 
fatter, not fitter? What role is technology playing 
in a world where – despite record investment in 
sport sponsorship and booming viewing figures 
– participation is falling fast? How can brands 
better harness technology to engage more people 
with sport? How can they enrich the experience 
for everyone – from fans roaring in stadiums to 
kids playing in back streets to Wall Street traders 
sneaking highlight reels at their desks?

Sport has the power to unite nations, fuel 
economies and break down borders. Sport can 
transcend sex, social class, race and demographic. 
It brings out the competitor and comrade in all of us 
and has a gift for hyperbole, making our emotions 
bigger than life. Sport is collective, primal and fun.

The Future of Sport
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Football is the most 
important of the less 
important things in 
the world.
Carlo Ancelotti

‘The Future of Sport’ examines how technology 
can revolutionise our relationship with sport 
from the perspective of players, spectators and 
viewers. It highlights unprecedented opportunities 
for brands to make a genuine difference in the 
lives of consumers and forge enduring, mutually 
rewarding relationships.
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Methodology and

‘The Future of Sport’ is based on 
primary research comprising interviews 
and a comprehensive online survey of 
427 individuals. We interviewed over 
30 industry professionals: players, 
manufacturers, pundits and providers. 
All interviews were undertaken by Ken 
Saito, University of Liverpool, MBA in 
Football Industries. Our online survey 
base spanned 25 countries and 40 
nationalities and included viewers, 
spectators and players across all ages. 

40
nationalities

25
countries

summary of results
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of fans are very  interested or 
fairly  interested in wearables  and 
performance  tracking technology.

80%

With many athletes running 
with apps like Runkeeper, and 
tracking their daily lives with 
devices such as JAWBONE UP, 
perhaps this was expected. 

75%
say the benefit of watching outside 
the stadium is the replays.

Fans feel they can get more 
replays from TV footage. It’s 
not unusual that fans at home 
or pubs see a misjudged call 
better than fans at the stadium.

70%
of fans are influenced by the 
status of the event.

Almost 70% of spectators 
consider the importance of 
the event they’re attending. 
The bigger the event, the 
more selfies you’ll be seeing 
on your timeline!

Gender

72%

28%

Male

Female

Age Employment Status

68%

22%
7% 3%

employed

students
unemployed retired

Sport Preference

81% 38% 22%
football tennis basketball

Owned Device

94%

64%

Relationship with Sport

77% viewer

60% player

56% spectator

 57%
29
& under
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of parents in the 
UK say their kids 
spend less than 30 
minutes per week 
playing outside.
(Carter, 2014)26%

Players 
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Sport is nothing without players, from grassroots 
to elite level. But as our obsession with watching 
sport discourages physical play, are we strangling 
the supply lines of future talent? Despite the 
explosion of live coverage and global viewer 
numbers – 112 hours of sport a year watched per 
individual in the UK (Ofcom, 2015) – across the 
world, participation is declining. 

This sharp decline is despite the clear health, 
economic and socio-cultural benefits of sport.

• Participation is linked to a reduced risk 
of over 20 illnesses.

• It enhances self-esteem and reduces 
reoffending. 

• In England alone, sport supports  
400,000 full-time equivalent jobs.  
(Sport England 2015)

How can we harness technology to tempt 
people off the sofa and into fields, arenas 
and gymnasiums?

At any given time, almost 
3 million football-fixated 
kids and adults are playing 
FIFA. Hooked on the buzz 
of competition, moments of 
victory, fun and banter, they 
share their experiences via 
social media in real-time, 
indulging their competitive 
streaks and becoming 
sporting legends all without 
leaving the sofa. 

(Eraltd.org, 2015)

 (Ofcom, 2014; Ofcom 2105)

Technology 
plays a 
key role in 
the rise of 
‘generation 
sofa’.

With 41% of the UK’s 
12 year-olds owning a 
smartphone and 54% of 
households owning 
tablets, this trend for 
‘participation by pixel’ is 
only likely to accelerate. 
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One solution could be to take a leaf out of the 
gaming industry. Addictive, intuitive, rewarding 
and fun, gaming allows everyone to play, at any 
time, any pace and any level. And like the best 
coaches, the best games reward progress, and 
keep raising the bar. Alongside gamification and 
the camaraderie, community and competition it 
affords, is the simple notion of sharing. 

People are 5 times 
more likely to stay 
on track with their 
fitness plans when 
broadcasting their 
diet and fitness 
regime to the world.
Feiereisen, 2015

As costs tumble, the 
incorporation of sharing 
and competition 
functionality within 
sports apps and 
equipment has become 
almost compulsory.

We all know we’d benefit from greater physical 
activity and involvement in sport, but for some, 
the well-intentioned health messages have made 
sport seem like raw kale: good for us, but at what 
cost? Brands need to go back to the principles of 
sport. At its heart it should be sociable, rewarding 
and fun, a healthy addiction that leaves us wanting 
more. The brand that is successful in harnessing 
technology to make and keep sport fun is the 
brand that will change, and embed themselves 
in, the lives of the masses. 

“The key thing for this is making it fun. What is it 
that people find fun and how can you mix that into 
the solution?”

Ashley Scott, Digital Consultant, Sport England

For those already active, sharing and gamification 
is encouraging them to participate more, and 
find and connect with like-minded users. Both 
supporting and competing with each other through 
real world achievements on a virtual platform, these 
comparisons and conversations provide inspiration, 
motivation and a sense of community.

Tellingly, the iPhone 6 
launch promoted its 
health monitoring and 
mentoring capability 
above anything else. 
Welcome to the ‘healthy 
selfie’ generation, where 
narcissism might actually 
be good for our health!

Tapping into gamification 
to promote sport and 
physical activity is 
beginning to happen at 
a grassroots level. Sport 
England piloted ‘Beat the 
Street’ – a collaboration 
project with Intelligent 
Health. This citywide 
competition between 
schools encouraged kids 
to exercise by providing 
them with digital tracker 
fobs and cards they used 
to explore their local area 
by touching lampposts 
equipped with sensors.
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67%

As more apps and wearable devices include 
gaming functions such as daily challenges 
or a points system, players can broaden their 
competitive circle and seek equals from a global 
talent pool – no longer restricted to their local club. 

Despite the myriad possibilities of technology 
expanding rapidly in all directions, monoliths 
like Apple have learned to keep it simple. The 
most successful devices and apps are easy to 
use. There is a tipping point where too much 
information and data feedback lessens enjoyment. 
Selecting the right information and providing 
simple feedback is key to adoption.

0% 10% 20% 30% 40% 50% 60% 70% 80%

Aesthetics of the 
technology

Ease of use

Type of 
tracked data

How content 
is shared

Multiplayer tracking

Other

What aspects of sport technology 
need to be enhanced?

“ We give users the most important elements of 
their swing that will help them to improve. And 
we are constantly looking for ways to make it 
better and simpler to use.”

Michael Thomas, Zepp

“It’s that million-dollar question. I would like to 
think yes, there are opportunities, but research 
hasn’t even begun yet to see if technology can 
be used as a motivator to get new participants 
out there.”

Ben Corbett, Program Director, Sports Business Division, 
Loughborough University 

31%

67%

51%

18%

17%

8%

Our survey results show 
that usability is vital in 
encouraging players to 
use sport technology. 
67% of those surveyed 
said ease of use was key. 

Traditionally it was difficult 
for amateurs to track their 
performance and analyse 
progression. It was a mystery why 
one day their serve was unplayable 
and the next unspeakable. Now 
technology like Zepp, a sensor that 
connects to a player’s bat, racket 
or club, allows players to track their 
performance through motion, and 
offers coaching tips. For people that 
can’t afford or aren’t willing to pay 
for a coach, this is an empowering 
tool to help them progress.
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Smart watch breaks your slumber. Resting heart rate 
recorded: 42 BPM, not bad. Alert: Golf lesson, 10am. Hop 
on your bike, fitness app says 1800kcals burned, journey 
record… smashed. 1 click and it’s shared. Bragging rights 
secured. iClub out the bag, pro-ball on the tee. Good 
connection, terrible lie. You check the app, too much 
shoulder. You make the adjustments, boom. Best swing 
this week. Back to the clubhouse. Watch the pro-ball 
replay of the birdie at the 7th. Get in the hole. Smart watch 
says it’s going to rain in 20, fast ride home. But first, let 
me take a selfie. Show the lads what they’ve missed.

There is a knowledge 
void surrounding the 
potential for technology 
to enhance participation. 
 
Perhaps an easy win, and a powerful and PR-able 
first step for major brands, would be to implement 
large-scale pilot schemes in conjunction with LEAs 
and geographic regions. To pool their technology 
and expertise and apply it throughout the school 
curriculum, infrastructure and ethos, to stretch 
budgets and embrace individual and collective 
student potential. Children are tech savvy from the 
cradle. Brands can and should seize the opportunity 
to use technology to revolutionise the next 
generation’s perception of sport.

More people participating in sport means more 
commercial opportunities. However, while we 
believe technology is the future of sport, brands 
need to be mindful of overkill. Sport has always 
thrived on the unpredictable, the thrill of the upset, 
the rise of the unknown. Technology must avoid 
becoming the digital equivalent of EPO and 
blood doping, smoothing all imperfections and 
vulnerabilities, corrupting reality. The day that 
happens is the day sport dies. 

“We shouldn’t forget about grassroots football, 
where Cristiano Ronaldo and Bale started. 
With two goals and someone’s dad as a ref, 
they just got on with it. That’s how every 
footballer starts. They don’t always start with 
the fancy bits and technology.”

Owain fon Williams, Goalkeeper of Inverness Caledonian Thistle 
FC and Wales National Team

Despite record levels of investment in sport, 
investment at grassroots level is minimal.  
Current commercial-led initiatives barely  
scratch the surface. With governments around  
the world battling austerity, health inequalities  
and a demographic time bomb, sport is often one 
of the first areas to lose core government funding. 

Now is the time for brands to step up to the  
plate and get involved at the grassroots level. 
Improving the mental and physical wellbeing 
of children will not only gain the plaudits of the 
politicians and the goodwill of the public, but also 
deepen a brand’s understanding of their current 
and potential target audiences, creating lucrative, 
enduring relationships that give birth to a new 
generation of brand fans. 
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Our Thinking

Uniform believes that the shift from the pitch 
to the couch can be challenged by technology. 
We’ve had enough of future talent withering 
indoors with blisters on their thumbs. We see 
clear paths for brands to rise above the noise, 
distractions and competition and employ 
technology in new, impactful ways. Ways that will 
unlock opportunity, fire the imagination and build 
relationships with over 6 billion potential players 
and brand devotees. Now is the time to play. 

Use gamification to return 
to the principle of sport: fun.

Keep it simple. Usability is vital in encouraging 
people to use any technology. 

Large-scale pilot schemes will be a powerful 
move for brands looking to revolutionise the 

next generation’s perception of sport. 

Be mindful of overkill. Brands need 
to carefully consider the benefit of 

new technology. 

Get involved at a grassroots level to form 
enduring relationships with new generations. 

Support the sharing of experiences, 
achievements and goals to encourage a 

sense of community. 

(Highlights)
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Spectators
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Whether dedicated season ticket holders, 
curious one-time visitors or corporate guests, 
the atmosphere in stadia is created by the 
spectators. Their excitement can galvanise 
players and even win games. 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
We know how important spectators are to the 
entire ecosystem of sport, so how do we reward 
their energy and loyalty? How do we give them 
the best experience possible? And whose 
responsibility – or privilege – is it? 

Connectivity is one way to give spectators the 
best experience possible. Few sporting venues 
are equipped with the desired level of 4G and 
free Wi-Fi; only 28% of fans in the UK rate stadia 
Wi-Fi highly. Connectivity needs to catch up to 
the data usage surge; in just 3 years it has 
quadrupled around the Super Bowl. Spectators 
tell us they need connectivity to share the fact 
they are at the event and tap into conversations 
around it; they look to share their experiences 
not only with those at the event, but also fans 
following at home. Stadia in the US have listened 
with multiple-terabyte totals now common for high 
profile events. Why haven’t we? 

Kids often leave college 
games at half-time 
because they don’t have 
connectivity, and they 
don’t want to be in a 
connectivity black hole.
John Brams, Director of Sports and Entertainment, 
Extreme Networks (Hammond, 2015)

(Future Foundation, 2015) (Hammond, 2015)

Spectators embody the ferocious 
camaraderie unique to sport and 
instrumental in creating communities 
of disparate individuals, sometimes 
with only one thing in common. 
The love of the game.

15Spectators



As connectivity grows inexorably, so does the 
opportunity to unlock the commercial potential 
of the relationship. But again, growth for 
growth’s sake is dangerous. Technology must 
not destroy the unique, idiosyncratic charm 
and atmosphere of an event, but equally can’t 
be ignored, as it is now essential for new and 
younger fans to feel a sense of ownership and 
involvement. Consider events weighted with 
historical gravitas, like Wimbledon. 

“If you’re looking at it from the perspective of a 
younger demographic, I think it’s an essential 
part of their enjoyment. Unless you provide a 
facility for them to engage in that way, you’re 
going to lose an opportunity.”

Neil Doncaster, Chief Executive, 
Scottish Professional Football League

“For Wimbledon, balancing tradition and 
innovation is absolutely at the core. What we’ve 
done with some of our digital platforms is an 
advanced use of technology. Our attitude and 
approach to data analytics and social is at the 
core of what we’re trying to do, and it always 
has to be done in the right way; the 
Wimbledon way.”

Alexandra Willis, Head of Digital and Content, 
All England Lawn Tennis Club (Championship)

Technology to support and enhance connectivity 
can also enable spectators to become part 
of the event itself. The University of Phoenix 
stadium in Arizona allows fans to co-create and 
submit content shot on their mobile phones for 
display on the big screen video board. The result? 
Numerous mini highs and moments of fan fame, 
whatever the result.

The frustrations of being disconnected extend 
beyond communication. Over 50% of fans 
want as much player information as possible – 
even at the game. Players are now judged not 
only on how accurate their passing is and how 
efficiently they are playing, but also on their 
ability to emotionally engage and how much of an 
impact they are making where the camera or the 
naked eye cannot track. Fans today thrive in an 
environment where they can suck up knowledge, 
create and broadcast content and win their own 
social media battles.

(Dachman, 2015)
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If there’s one thing 
fans want to do at 
a game, it’s brag.
George Scott, Director of Digital, NFL (Robbins, 2015)

Upload content 
to social media

Know what others are 
saying about the event

Receive communication  
and notifications from the club

Access player 
information

Call someone

Search online

Text someone

Other

Why would it be important to have 
connectivity in a sporting event venue? 

55%

40%

35%

52%

26%

39%

2%

0% 10% 20% 30% 40% 50% 60% 70% 80%

40%
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“The younger generation lives in a very 
argumentative social media environment. 
People like to throw facts in your face.  
And we can’t argue with that.”

Marcus Speller, host of the Football Ramble

Once good connectivity is a given, the key to 
providing the best possible spectator experience 
lies in personalisation: providing fans with 
specific information tailored entirely around their 
behaviour, needs and preferences. Big sports in 
America, such as Major League Baseball, already 
have several teams and venues providing their 
own game day smartphone apps. Clubs in the  
UK are also dipping their toe in the water. 

“It’s about making sure the fan enjoys the 
moment and has a great experience; 
like ordering drinks and food in advance 
to avoid the queue and buying a match- 
day programme that’s more interactive 
than buying a paper copy.” 

Mark Foster, Marketing and Communications Director, 
Rugby Football League

These apps repay investment costs several 
times over by creating revenue opportunities 
that make the business more robust, sustainable 
and attractive to sponsors and partners. As apps 
become increasingly sophisticated, so do their 
mediums. The devices we carry are getting smaller 
and more affordable and our attitudes towards 
them are changing too. Attending a sporting event 
with a digital contact lens or even an implanted chip 
to capture behavioural data may soon be a reality. 

If more sporting venues 
in the UK become 
connected in the future, 
it would help close the 
average spending gap 
between UK fans 
(£3/game) and US fans 
(£13/game).

In Australia, Melbourne Storm, 
a professional Rugby League 
team, launched a more low-fi 
scheme to reward its members 
and fans (Kimmorley, 2015). 
Fans can now earn rewards at all 
brand touch points – attending 
games, checking out content 
online and even engaging with 
the team via social media. 
By rewarding fan loyalty and 
passion with points, the club has 
incentivised involvement and 
created further opportunities to 
understand and satisfy 
their supporters. 
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Being able to use tailored information and services 
at the right time and place is the holy grail of fan 
relationships. Not only can it enrich the direct fan/
club relationship, but it also opens up valuable 
opportunities for global sponsors and partners. 
For a football fan that might mean entering the car 
park with a flash of the smart watch or checking the 
match-day app for fan recommendations of culinary 
alternatives to pre-match pies. Spectators are 
increasingly expecting a personalised experience at 
each touch point. The key for brands is to create an 
extended and tailored fan journey that extends into 
the days and hours that precede and follow. 

“You can make sure you market fan data 
as well as possible and commercialise 
the whole experience.”

Mark Foster, Marketing and Communications Director, 
Rugby Football League

Data you collect, i.e. 
purchase habits, will be 
very valuable in terms 
of reselling tickets and 
sponsorships.
Ben Corbett, Program Director, Sports Business Division, 
Loughborough University 

MLS club Sporting KC saw their in-match revenues 
rise by 40% after installing Wi-Fi and launching 
an app that lets fans order food and drinks and 
upgrade seats.

(Bow, 2015)

And – whisper it quietly – these personal 
connections might occasionally dictate a 
connectivity blackout. Advancements always 
invite space for disruption: the converse of 
anything is strengthened by the onward and 
upward progression of its opposite. Consider 
a world title cage-fight, a grudge match being 
played out in a room of 500 celebrities. Each 
have paid a million pounds to be there – feel it, 
smell the fear, hear the ferocity, be one of few 
who can say, “I was there”.

Data is being used to take 
the loose change out of 
the match-day experience. 
Premier League club 
Southampton is pioneering 
a cashless match-day 
payments service in 
partnership with Barclays, 
using its bPay system. 

When the Florida Panthers 
of the NHL implemented a 
CRM system to aggregate 
data collected by siloed 
systems like TicketMaster, 
Facebook, and other 
3rd party software, they 
were able to find in-depth 
profiles of over 109,000 
fans and ticket buyers. This 
knowledge allowed them to 
advertise more efficiently 
and quintupled their ROI in 
season ticket sales.  

(Umbel, 2015) 
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Spectators
At Uniform, we see the move towards ubiquitous 
connectivity at sporting events as an opportunity. 
An opportunity for brands to unlock the commercial 
potential of the relationship and give fans the best 
experience possible. Spectators are the energy 
that feeds both the players on the pitch and fans 
at home. The brand that supports their love of the 
game in engaging, valuable and inventive ways is 
the brand they will remember. Every time. 

You take your seat and update your e-programme. Watching 
the players leave the dressing room on your phone, you swipe 
to select your preferred drone player cam. 10 minutes in, bet-
in-play… the odds look good; this has got goal fest written all 
over it. You what?! No. 9 subbed off when he’s on his hat-trick… 
what the f***!? Oh the doc said he felt a twinge in his thigh – how 
many matches will he be out for? Club twitter says just 2, phew. 
You turn to your mates. He must have been offside, surely, he’s 
got no pace, linesman you’re a total… Oh… okay, he’s got more 
pace than our centre-back, drone-cam confirms. Once you’re 
home, you download and share goal-cam views of the last 
minute winner and gloat to your irritating co-worker on a forum 
about the sloppy defending for the third goal. Before bed, you 
click to buy and mail him a framed and signed 12x8 for posterity. 
Victory has never felt sweeter.
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Find the balance between technology 
and tradition.

Use technology to help tap into the 
universal desire to feel connected.

Support platforms that enable fans 
to co-create their experience.

Provide the best possible spectator 
experience through personalisation.

Use tailored information at the right 
time and place.

Consider not only how personal the experience 
can get, but how personal it should get.

Remember that fans want as much player 
information as possible, even at the game.

Create an extended fan journey by stretching 
into the days and hours surrounding the event.

(Highlights)
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Viewers

From watching live games 
on TV, to following sports 
on social media, viewing is 
the easiest way to engage 
with sport.
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From watching live games on TV to following sport 
via social media updates or killing your commute 
with pre-downloaded highlights, viewing is the 
easiest way to engage with sport. Thanks to the 
ubiquity of cheap flatscreen TVs and HD cameras 
(increasingly drone-mounted), viewing sport 
at home has never been more immersive and 
engaging. We supplement our viewing with live 
and recorded footage on smart devices; 39% of 
fans follow sport content through mobile devices 
7.5 times a week. 

Our survey revealed that when watching broadcast 
footage, fans are primarily looking for replays (75%) 
and varied camera viewpoints (63%). There are 
still some major sporting venues that aren’t yet 
equipped with large screens to show replays, 
stats and line-ups. By contrast, broadcasters have 
mastered multi-camera coverage and analysis 
to a level that frequently ups the excitement and 
controversy everywhere but the stadium. 

(Sporting News Media et. al, 2015)

The fervour and sheer number of fans can mimic 
the collective crowd emotion and noise level of a 
stadium. There’s also the added bonus of drinks to 
lubricate the in-bar commentary. Technology has 
enabled broadcasters, brands and clubs to think 
globally, engage 24/7 and extend their commercial 
footprint and appeal. To provide these fans with 
a rich experience and connect with them, brands 
must contribute to making the viewing experience 
as close to – if not better than – the stadium. 

While it may never 
beat actually being 
there, watching sport 
in a packed pub is 
often the closest to a 
stadium experience 
many people can get.
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Although technology enables broadcasters to 
provide almost limitless footage, it is vital that they 
provide it in a manner that fans want. It’s crucial 
that technology brings something not simply new, 
but better, to the viewer. By understanding fan 
boundaries, frustrations, habits and motivations, 
broadcasters and sponsors can help make sport 
more interesting – think Team Sky and Eurosport’s 
involvement with bike cams and data analysis at 
the Tour de France. 

“More people want to watch conventional 
television than technologically cutting edge 
television. People are sitting in their armchair 
essentially watching a game of football, not a 
science lesson.”

Brian Barwick, Founding Partner, Barwick Media and Sport

0% 10% 20% 30% 40% 50% 60% 70% 80%

Comfort

Commentary/punditry

Supporting 
statistics

Varied camera 
viewpoints

Replays

Watching with friends  
and family members

Other

What are the benefits of viewing sport on TV or online?

74%

37%

41%

63%

75%

55%

7%
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Game day footage is essential, but engaging 
with fans on non-game days is equally important, 
especially as many sports are active only during 
limited seasons. The best way to engage with 
fans outside the stadium is through social 
media. The choice of social media outlet should 
change based on the target demographics and 
utilise the strengths of specific channels. 

The fan diaspora is constantly seeking out 
kindred spirits. Showing allegiance on a brand’s 
social network is an instant way for fans to 
identify themselves to other fans. 56% of them 
follow or ‘like’ brands that show support for their 
chosen team.

The best time to engage with fans is post-match 
(77%) and pre-match (73%), but there is also a 
huge opportunity to engage with fans throughout 
the week. The same study shows that video 
content, especially behind-the-scenes action, 
is increasingly popular – a finding echoed in 
our survey results. 52% of fans expected to see 
behind-the-scenes content from the team they 
are supporting and 46% of them also wanted 
video content. These platforms allow fans to 
become content providers themselves. 

(Catalyst, 2015)

In the age of the 
co-sumer, everyone 
can be a sports-caster, 
sideline photographer, 
analyst and coach.

“Using Snapchat, we’ve made it more personal to 
the fans. With behind the scenes content, people 
will feel more engaged.”

Marcus Speller, host of the Football Ramble

Global fans have the same emotional needs 
as local fans; they want to feel valued and be 
connected. On the opening day of the 2015/16 
English Premier League season, three quarters of 
the buzz on social media originated from outside 
the UK. It’s vital to use the right social media 
channel and technology to integrate them into 
the match-day experience. 

(House, 2015)

“Using Periscope put everyone around the world, 
who might not be able to come to the stadium, 
literally right in there. We wanted to bring the 
global fans as close as possible.”

Paul Handler, Digital Content Manager, Manchester City FC

One of the reasons we 
launched our YouTube 
channel was to reach 
the younger generation.
Michael Antwi, Social Media Producer, Arsenal FC
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Brands can’t forget that behind the several 
thousand fans that can physically attend sporting 
events, there are millions more watching the 
action and following their idols through live 
broadcasts, pay TVs and smart devices. With 
most sporting events scheduled to deliver 
maximum global audiences, brands can exploit 
the opportunity to reach viewers wherever they 
are. To nurture and tap into their ‘digital fan 
diaspora’ – a global, committed, knowledgeable 
fan base, ready and willing to spend money on 
their passion.

Not every fan experience is made better by 
increasing accessibility. Big clubs in Europe 
have realised that localisation is stronger than 
translation; they are embracing region-specific 
social media policies to address their diverse 
fan base’s unique social media habits. The feed 
can still be based on the same core content, but 
local content should be geared towards specific 
regions’ cultural nuances. 

“In an ideal world, if you had the Wimbledon app 
and it was able to identify which country you 
were in, we would serve you bespoke content.”

Alexandra Willis, Head of Digital and Content, All England Lawn 
Tennis Club (Championship)

The major breakthrough in viewing will be when 
virtual reality technology (VR) devices become 
available to the mass market. At the moment, 
24% of our survey respondents would be willing 
to purchase VR technology to enhance their 
match viewing experience. Perhaps VR’s biggest 
challenge will be marrying the need for emotional 
contact and the company of fellow fans with 
wearing a headset. 

Seeing tears of 
joy roll down your 
mates’ cheeks is an 
unforgettable moment, 
and not one to be 
sacrificed for extra 
angles.
Live matches aside, there are exciting 
opportunities for VR technology to add value 
across all points of the fan relationship.

YouTube currently provides a 
service that allows videos to 
be played with 360-degree 
vision. As technology 
advances, it’s likely this 
feature will be available for 
live events. The system 
currently allows users to 
immerse themselves in 
footage via a smartphone 
and a Google Cardboard 
set – a beta version of 
something much bigger 
and cooler: the nascent 
technology of virtual reality.
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0% 10% 20% 30% 40% 50% 60% 70% 80%

Augmented reality devices 
(Google Glass etc.)

HD speakers

Next generation TV 
(smart TV, 3D TV, 4K TV)

Virtual reality 
(Oculus, Samsung Gear, etc.)

Other

What technology would you consider purchasing to 
enhance the sport viewing experience at home?

18%

41%

64%

23%

12%

“VR glasses can make it look like you’re in the 
same room as a player. You can ask a player 
any question (within a databank of questions) 
and they can respond. You can actually have a 
conversation with a player.”

Ben Corbett, Program Director, Sports Business Division, 
Loughborough University 

Similar to VR, immersive wearable experiences 
are set to become available in the near future. 
Though not yet officially sanctioned, if – or 
when – leagues, tournaments, broadcasters 
and brands embrace this technology, real-time 
viewing will be revolutionised. 

From jersey cameras that 
allow fans to see the game 
from the player’s point of 
view to shirts that convert 
live data into sensations 
that allow fans to feel as 
though they are part of the 
action, immersive wearable 
experiences are set to 
transform real time viewing.  

(‘Jersey Cam’ from First V1sion 
and WE:EX Alert Shirt.)
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Our thinking
Uniform believes spectators don’t have the 
monopoly on the best game experience. Just 
because you can’t be there, doesn’t mean you 
can’t be in on the action. We see the shift from 
traditional venues to live sport consumption 
anytime, anywhere, as an invitation to a 
global audience hungry for sport. Technology 
advancements are continually improving the 
viewer experience; brands can and should 
harness this surge to reach a fan base that 
never sleeps. 

Headset on. Wow Twickenham looks amazing from up here. 
Switch to drone-cam. Blimey, the Hakka is intense close 
up. Nice tongue Kieran Read. Screen-grabbed and shared. 
Player tracker: England energy 2 % up on the Kiwis but 
Vunipola’s BPM is showing nerves. Let’s do this England. 
Slow start, tight first half, you engage the character morph, 
Farrell looks better running around with the head of Shrek 
anyway. Hmm Shrek looks a bit like Paul actually… share 
with the lads on Rugby Chat. Rumble pack on for second half. 
Woah the England pack has power. Come on boys. Burgess 
to Lawes, Lawes to May. May skips past two, surely the line’s 
too far? No, he’s over! Boom, you feel the full force of the 
Twickenham turf. Watch it back on drone-cam, the boy’s 
got fire in those thighs. And the whistle blows. Headset 
bet display confirms your punt on the boys was worth it. 
Happy days. Off to the pub to share the replays.
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Explore new, creative ways for technology 
to enhance the viewer experience, bringing 
the best of the stadium to a pub near you. 

Change for change’s sake isn’t always 
welcome. Knowing fan frustrations and 

motivations is key.

Technology can help brands extend 
their global commercial footprint.

Fans are a community of like-minded 
people; encouraging brand loyalty is one 
 way you can help them find each other. 

Remember the importance of region-
specific content for global viewers.

Engaging with fans on non-game days 
maintains relationships and builds a 

crescendo of fervour for future events.

(Highlights)
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Conclusion
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Our viewpoint reveals a clear trend for 
technology to become ever present 
in our relationship with sport. From 
capturing the pre-match tension of a 
locker room and watching the F1 race 
from the driver’s view, to internet-
enabled equipment performing the 
role of a personal coach for less than 
£150, technology is rapidly opening up 
new possibilities to experience and 
profit from the global appeal of sport. 
Technology can get people playing. It 
can keep them connected at a game. It 
has the power to reach fans all over the 
world. It is the future of sport. 
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John McKeown – Everton FC
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At Uniform we, provide tailored creative solutions 
to help brands craft highly personalised and 
unforgettable experiences for fans. 

Solutions that allow brands to deepen relationships 
with fans, expanding revenue streams and 
enhancing brand value.

By collaborating and co-creating with experts 
and opinion leaders, and by harnessing the latest 
technology and digital solutions, we are imagining  
the impossible and helping brands connect with 
an increasingly global and passionate fan-base.
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a sporting microcosm
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www.uniform.net

We have wakeboarding Mondays, football 
Wednesdays and wild swimming Fridays. 
Wimbledon grips us, F1 excites us and the 
Premier League consumes us. We go to the 
game, obsess about the Olympics and get 
absorbed by Le Tour.

We are viewers, spectators and 
players from all over the world. 
We’ll help you imagine the impossible.


