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A global industry needs
a global perspective

Welcome to the new quarterly magazine from SportBusiness

he worldwide Covid-19
pandemic created a new
reality for the sport
industry, of which the
financial, business and regulatory
impacts are still to be fully felt.

It is within this context that we
have continued to invest in our
content and products to better
analyse the impact, opportunities
and solutions created by the
pandemic for our global client
base. An example of this is our
expanded Law and Finance
coverage, that examines the
increasing investment into sport
by major financial and private
equity firms.

2020 also saw unparalleled
growth of our digital platforms
with over two million people
reading, listening and watching
our content and over 25,000
signing up to our global news
service.

Alongside this, we have opened
a new office in the Middle East to
go with our offices in Singapore,
London and New York - giving us
a truly global reach, unmatched
in the industry. I am excited
to also announce that we have

established a new consultancy
division to meet and support the
exciting opportunities facing
the sport industry in a post-
pandemic world.

As we put the unprecedented
events of the last 18 months
behind us and look forward to
2021 and beyond, we wanted to
produce a quarterly magazine
that would give our clients a
carefully curated selection of
the most engaging interviews,
insightful analysis and thought-
provoking opinion from the
people, organisations and
governing bodies shaping global
sport.

The magazine is a companion
to sportbusiness.com, presenting
the content in new way and
including exclusive interviews
and views from our editors that
you will get to read before they
go online. It’s a way to keep in
touch with an industry that has
never been so global and has
never changed and evolved so
dramatically.

We hope you enjoy this global
perspective on the business of
sport, and we would love to know
what you think. Please drop us a
line at info@sportbusiness.com.
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News Analysis — Must reads from QI

DAZN'’s 2019
revenues rose by

76 per cent, loss
widened to $1.4bn

By Martin Ross
Published online 31 Dec, 2020

AZN Group, the global
sports subscription
service and media
company, generated a
76-per-cent increase in revenues
in 2019 on the back of higher
subscriber numbers although the
group loss rose to S$1.4bn (€1.2bn),
SportBusiness understands.

The full-year figures for 2019,
which predate the financial hit of
the Covid-19 pandemic, include
revenues of S878m.

It is understood that higher
subscription revenue coupled with
advertising income that exceeded
S100m for the first time helped
drive the revenue uplift.

DAZN had reached close to eight
million subscribers globally by the
end of 2019, around double the
total recorded at the end of 2018.

The accounts include the
financial statements for all
entities within the DAZN Group
and subsidiaries of DAZN Group
Limited. In 2018, revenues of
£372.7m (€433m/S517m) from
continuing operations were
registered with this figure later
restated as $497.8m as DAZN
Group transitioned to US dollars
for the reporting of its financial
statements.

Aloss of £485.5m was lodged in
2018.

sportbusiness.com

The size of the loss posted during
DAZN’s growth phase is sure to
heighten wider industry scrutiny
over the long-term viability of its
model, especially in the wake of
the Covid-19 impact. Nonetheless,
that model has been reworked
in response to the pandemic and
DAZN executives are thought
to remain confident that the
company is on a long-term path
to profitability with hefty start-up
rights, marketing and technology
costs to remain relatively flat as
subscriber numbers rise.

At the end of
2018, the group
had commitments
to acquire rights
to the value of
$5.5bn.

The subscriber base was hit hard
earlier this year by the Covid-19
sports shutdown as customers
terminated their rolling monthly
subscriptions, but group acting
chief executive James Rushton is
understood to have now informed

staff that the subscriber total
has recovered to above its pre-
pandemic total.

Any direct comparison,
however, must take into account
the addition of subscribers to
the new global OTT service at the
reduced price point of £1.99 per
month or less. Customers have
also been added through recent
German distribution deals with
telcos Deutsche Telekom and
Vodafone, and in the rollout of
DAZN’s commercial premises
business in Japan and Spain.

Brazil and Spain were both
added to DAZN’s core markets
in 2019 while the accounts also
represent the first full year of
activity in Italy and the US. DAZN
has since scaled back its operations
in Brazil and stateside to focus its
operations there on the new global
OTT service instead.

The 2019 accounts mark only
the third full year of DAZN’s
direct-to-consumer business,
having launched in German-
speaking markets and Japan in
August 2016.

In 2018, the erstwhile Perform
Group was split up as the data
and betting sides of the business
became part of Perform Content,
which then merged with US-
based sports, data and technology
company Stats as part of a sale
to Vista Equity Partners, the US
private equity and venture capital
firm.

SportBusiness understands that
DAZN Group received around
S700m in cash from the sale and
retained a 20-per-cent stake -
worth around $200m - in the new
Stats Perform entity. Revenue
from Perform Content is excluded
from the £372.7m total in 2018,
although profit of £61.5m from the
discontinued operations helped to
reduce the overall loss.

In a further push to streamline
resources and focus more intently
on the streaming platform
business, DAZN Group also

divested various assets in 2020.

These included its 50-per-cent
shareholding in FC Diez Media, the
joint venture established with the
IMG agency to sell rights to the
club competitions of Conmebol,
South American football’s
governing body, from 2019 to
2022. It is understood that the
shareholding was sold to IMG for
$37m in a transaction that closed
in March.

That sale was followed by the
agreement to sell a majority
stake in digital football-focused
platforms Goal.com, Spox and
VoetbalZone to Integrated Media
Company, a venture backed by
US-based private equity firm
TPG Capital. That transaction
valued the three brands at over
S100m. The divestment of assets
continued with the recent sale
of Sporting News, the US-based
sports news website, to Hong Kong
investment firm Pax Holdings.

Owner Access Industries this
year stepped up its operational
involvement at DAZN with an
executive restructure
undertaken in June.
This included the

TF-Images/Getty Images

departure of chief executive
Simon Denyer, who was replaced
by Rushton, and the addition of
Access Industries’ Ed McCarthy
to DAZN’s executive committee.
A further reshuffle followed in
August as DAZN also unveiled
plans to develop more non-live
content.

Increased rights spend, global
OTT launch

While rights agreements in the likes
of Brazil have been terminated amid
DAZN'’s repositioning in response to
Covid, the value of the group’s total
rights commitments has actually
increased.

At the end of 2018, the group
had commitments to acquire rights
to the value of $5.5bn. This figure
dropped to $4.9bn in 2019 upon the
expiry of various contracts but has
risen to $6.5bn in 2020.

The acquisition of new packages
of Bundesliga and Uefa Champions
League rights in Germany from
2021-22 onwards, along with the
extension of J. League rights in

Japan to 2028 (albeit for a reduced
annual fee) are the main
contributors to the

increase.

The 2019 advertising uplift
to a nine-figure US dollar sum
comes after advertising, media
partnership and sponsorship
advertising derived by DAZN
Media totalled £59.2m - or
$75.4m according to the backdated
currency conversion — in 2018.

DAZN’s boxing-focused global
OTT platform went live at the start
of this month.

The expansion of DAZN’s
streaming services into over 200
countries had initially been due to
take place in time for Saul ‘Canelo
Alvarez’s super-middleweight
fight in May, but was delayed due
to the impact of the Covid-19
pandemic and the resulting
postponements of boxing bouts.

No numbers have yet been
divulged for the take-up of the
global offering although DAZN
executives have indicated that
the launch has “gone according
to plan”. The low initial price
point has been designed to boost
DAZN’s global subscriber total
although the pricing is expected to
be revised in due course to reflect
the content on offer.

)
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News Analysis — Must reads from QI

OneFootball rights
strategy focused
on markets with
established
customer base

By Martin Ross
Published online 10 Feb, 2021

he strategy adopted by

OneFootball in acquiring

live rights is firmly

based on opportunities
in markets where the football-
based media platform has already
established a strong customer base
through its traditional content
business, according to chief
executive and founder Lucas von
Cranach.

Having first grabbed the
attention of the rights market
in 2018 in a deal with German
sports broadcaster Sport1 to
jointly broadcast the International
Champions Cup, OneFootball has
teamed up with pay-television
broadcasters such as Sky
Deutschland and Eleven to deliver
pay-per-view access to certain
football events.

The live streaming, which von
Cranach describes as the “icing
on the cake” to complement
OneFootball’s “customer-
centric” content business, has
since been expanded to include
rights to premium properties in
markets where rights-holders
have struggled to find a suitable
broadcast deal. Notable examples
include the acquisition of

sportbusiness.com

Bundesliga rights in Latin America
and Ligue 1 rights in Brazil with
coverage streamed free to fans via
the OneFootball app.

Speaking to SportBusiness,
von Cranach said OneFootball’s
approach to rights buying
prioritises markets where its media
platform is already popular through
its established non-live content in
native language, be it interviews,
news or statistics, chiefly through
content tie-ups with clubs.

He said: “The fundamental thing
for streaming is customers.

“You could move into a country
and buy a tremendous portfolio of
rights then just create an app which
only has streaming capabilities and
you suddenly end up a year later
asking yourself why don’t have
customers.

“A lot of the new players seem
to think that just because they have
the content, and also exclusively,
that it means all the customers will
go there. Everyone forgets — and
it’s a challenge we also have - that
there is a high fragmentation. That
can lead to an increased frustration
for customers.”

The non-live content was
given a significant boost recently

following OneFootball’s acquisition
of football-focused digital media
company Dugout. OneFootball’s
shareholders now include

Dugout founding clubs — Arsenal,
Barcelona, Bayern Munich, Chelsea,
Juventus, Liverpool, Manchester
City, Paris Saint-Germain and Real
Madrid - as well as new shareholder
Olympique de Marseille.

OneFootball raised around
€50m ($60.6m) from existing
and new investors to help finance
the agreement and fund future
investment.

Around 40 per cent of
OneFootball’s user base stems
from South America, with the ‘big
five’ European countries (France,
Germany, Italy, Spain and the UK)
representing its other key markets.

Additional rights deals appear
likely in these markets and within
the categories that von Cranach
classifies as ‘tier one’ and ‘tier two’,
but definitively not domestic rights
to a premium property.

He noted: “We separate rights
into premium, tier one and tier two.
And then look at that segmentation
for each and every market.

“Premium, such as the
Bundesliga [rights] in Germany,
Premier League in England or Serie
A in Italy is not our turf.

“For us the rights in Germany
to the Premier League, Serie A
or LaLiga is the category that’s
very interesting to us. This is in
connection with distribution deals
or partnering with the leagues and
agencies to find the blank spots in
their global distribution strategy.”

He surmised: “We need to pick
our battles and decide what you
don’t do, and not what you do.”

Von Cranach also pointed to a
future “evolution of the market”
that will lead to those who can
afford it “moving more and more
into premium” and subsequently
less money being spent on lower-
tier rights.

He said: “This gives us as
a platform the opportunity to

really look into aggregation and
collaboration.

“It’s the same as we do with the
clubs [on content deals]. We are
here to collaborate, share revenues
and customer access and data.”

Work with agencies,
OneFootball “will not overpay
Having done business with Sportfive
five months ago in a deal for
Bundesliga rights in Brazil, along
with rights in selected markets to
Uefa club competition qualifiers that
the agency represents, OneFootball
then expanded the Bundesliga
agreement to cover Latin America.

Since those deals with Sportfive,
the Berlin-headquartered media
company has gone on to acquire
rights from other intermediaries,
including pay-television
broadcaster beIN Media Group,
the international rights-holder to
Ligue 1.

OneFootball also secured rights
to Germany’s DFB Pokal in France,
Italy, the Netherlands and the UK.

Despite the initial alliance with
Sportfive, which includes the
joint management of advertising
inventory around the Bundesliga
coverage in Brazil, von Cranach
stressed that OneFootball is
looking to work with all agencies
and rights-holders.

“We’re not marrying
anyone. We’re dating with

»

everyone,” he said. “We’re a
partner for the ecosystem and not
just one company. We worked with
beIN Media Group for the Ligue 1
deal in Brazil. We’re constantly
talking to all of them about the
opportunities.”

In many of the deals struck,
OneFootball has adopted a model
of a moderate licence fee, the
payment of technical costs, plus a
share of advertising revenues.

The model remains flexible,
however, according to the chief
executive.

“Idon’t say that this is the
model so take it or leave it. Some
assets maybe are rights that are
very difficult to sell so that’s a
different discussion in terms of
serving as a partner than if there
are rights with 50 bidding parties.

“You cannot say there is one
model you have to go for.”

With the OneFootball business
being a content platform first and
foremost, there is no pressure to
overpay for rights, according to
von Cranach.

He said: “The beauty of
our business is it’s not purely
connected to rights. So I’m not
forced to buy rights in a certain
country to maintain my value
proposition towards customers.

“I'would not overpay. I would

not accept any terms which are
not fair. If others need to

Lucas von Cranach,
OneFootball CEO and founder

do it that’s not my call.

“The challenge a lot of rights-
holders have is when they’ve
bought a certain portfolio of rights
- whether it was too expensive
or not — and they have ten assets
in one country for three years.
Then they have to buy them again
for the next three years. And
obviously the rights owner knows
that.”

As part of the monetisation
strategy, OneFootball signed up
VBET as an advertiser around its
live content with the Armenia-
based betting operator seeking
to break into the Latin American
market. The long-term agreement
also includes exclusivity over live
streaming to the betting industry.

OneFootball is looking to entice
more advertisers with the promise
of precise data on how many users
are on the platform, for how long
and what they consume.

Meanwhile, the integration of
the Dugout business will take place
this year.

As a result of the acquisition,
OneFootball can now boast 80,000
archive videos and 4,500 new
videos per month from its ten new
shareholding clubs and 125 other
clubs, federations and leagues.
Scottish Premiership side Celtic
last week became the latest side to
agree a content deal with Dugout,
while Austria’s Red Bull Salzburg
signed up with OneFootball.

OneFootball now claims to
reach over 85 million monthly
users worldwide.

Reflecting on the Dugout
acquisition, von Cranach said: “We
now have the possibility to take
all of this content and distribute it
into the OneFootball platform.

“We have a massive opportunity
for each and every stakeholder
within the ecosystem to earn
money with us because it’s about
the collective. Earn revenues
together and share them. Collect
data together and share them. And
share the access to customers.”

A global perspective on the business of sport
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News Analysis — Must reads from QI

Priority sectors outlined for
‘purpose-led’ UCI Cycling World
Championships sponsors

By Martin Ross
Published online 25 Feb, 2021

rganisers of the 2023

UCI Cycling World

Championships and

the recently-appointed
Inside Edge agency have prioritised
‘purpose-led’ sponsorship deals as
they start to go to market with the
commercial offering.

The UK-based Inside Edge was
last month named as the winner
of a tender issued for the global
sponsorship sales remit for the
event which will take place in
Glasgow and across Scotland.

While 25 per cent of the
inventory is reserved for global
sponsors of the Union Cycliste
Internationale (UCI), plus a further
25 per cent for institutional
government, council and sporting
stakeholders helping to fund the
event, the remaining 50 per cent is
available to take to market.

The sale of half of the inventory
by organisers and the UCI, together
with an agency, is a departure
from the model for standalone
UCI World Championships. A
‘joint partnership committee’
has been established comprising
representatives of the international
federation and the 2023 CWC Ltd.
entity set up to organise, manage
and promote the event, and will
work with Inside Edge on the sales
strategy.

Speaking to SportBusiness,
both Jonathan Rigby, the
Championships’ director of

sportbusiness.com

commercial, marketing and
communications, and Andrew
Markham, Inside Edge’s co-
founder, stressed that top-tier
sponsors targeted should be
aligned to “key societal themes and
outcomes”.

Sectors including energy,
mobility and technology have
all been earmarked for such
sponsorships, as have ‘high-street’
brands.

Five main sponsors have been
targeted by the organisers and
Inside Edge in deals likely to involve
a mixture of cash and value-in-
kind.

Rigby said: “Because we’re all
working together, what we’re
now able to do is create a series
of innovative packages for global
sponsors that not only provide
additional rights around the event
itself but are tailored to enable
partners to help us with some of the
key societal themes that our vision
is helping to achieve.

“So if we want to get more people
on bikes more often, then there’s a
fantastic opportunity for a mobility
partner to work with us and identify
how cars and bikes can co-exist in
future cities.”

An energy partner, Rigby
outlined, could showcase
sustainability and a carbon
footprint reduction. Technology
could also play a key role in terms
of commercial backing and “not

only in making the sport of cycling
more engaging through second-
screen [consumption] for future
generations, but also how it can
help us to drive participation in
cycling”.

Markham, meanwhile, said he
could envisage a sponsor from the
automotive sector that provides
electric or hybrid vehicles and
would be looking to promote road
safety.

He added: “When you look at all
these different themes, they are
all interwoven and align with a lot
of the things we are talking about
in our society. There’s a genuine
place for brands to come in and not
just talk about their CSR [corporate
social responsibility] but act it out,
using cycling as a catalyst for that
societal change.”

The sectors of UCI ‘World Cycling
Partners’ and ‘Official Partners’ will
remain protected. These include
chemical manufacturer Mapei and
cycling jersey manufacturer Santini.

Joint inventory sales, looking
beyond 2023
The joint inventory approach was
decided upon during talks over the
host city agreement signed in 2019
and was put in place to avoid potential
clashes between the organisers and
the UCI.

“Talking more generally
within other properties, you can
sometimes hit a bit of a problem

when there is an allocation of rights
that stay with the host and an
allocation that stays with the rights
owner,” Rigby said. “The confusion
that that can cause in the market
was something we wanted to avoid.

“It was agreed from day one with
the UCI that we wanted a single
‘one team’ and aligned approach
to the market and we’re going to
achieve that.”

Rigby, who, like Markham, also
counts Manchester United among
his previous employers, said that
the intention was never to have
an “arm’s-length relationship”
with the chosen sponsorship sales
agency.

A vision beyond Scotland’s 2023
hosting will also be adopted in the
commercial approach, according to
Rigby.

He said: “This will be the start
of an event that will happen every
four years so we, as the hosts of the
inaugural event, are working with
the UCI to build this property. So
we’re looking at how can we take
the success of 2023 and move it
forward to 2027 or 2031.

“By all accounts the UCI has a
plan to follow a similar approach to
the Olympics where it will switch
hemispheres moving forward.

There’s always half an eye to
making sure we build long-term
partnerships for the UCI as well as
securing the commercial partners
to help us achieve the commercial
objectives for 2023.”

Inside Edge has experience
in cycling through its work
with national governing body
British Cycling and has also sold
sponsorship rights to the Six Day
Series on behalf of event promoter
Madison Sports Group.

Markham, who founded the
agency alongside Jon Naspe, said
of Inside Edge’s bid for the 2023
Cycling World Championships
contract: “It was the first time that
we’ve undertaken such a detailed
tender process so we learnt quite
a lot from going through it but we
really enjoyed it and it made us
think about our business even more
and how we approach the market.

“In our pitch, we decided to flip
it on its head and lead with the
purpose-led partnership model
and the objectives of the wider
organisation first.”

Organisers began the tender
process in August last year and
awarded the contract four months
later.

Rigby surmised: “Their tender

2023 CYCLING
WORLD CHAMPIONSHIPS pslee)j¥:\\[s]

really stood out and showed a
really good understanding of what
our vision is for the event. And

it was very international in its
outlook and offered a really strong
data-led approach, which I feel

is increasingly important as the
sponsorship world changes.”

Described as the biggest cycling
event ever to take place in the
world, the championships were
conceived as part of the UCI’s
‘Agenda 2022’ initiative. They will
take place over two weeks in August
2023 and combine 13 existing
cycling championships in different
disciplines.

Ahead of Scotland being awarded
the hosting rights, it was forecast
that the hosting budget would
be £45.8m (€53m/S$64.8m), with
Glasgow City Council providing
£15m in support.

The 2023 event will feature
athletes competing across
disciplines including road, track,
BMX, mountain biking and para-
cycling. Glasgow will not need to
build new venues in order to stage
the championships, although
events will be spread across
Scotland, with Dundee, Edinburgh,
Fort William and the Borders also
playing host.

GLASGOW
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News Analysis — Must reads from QI

Canal Plus commits
to 17-per-cent
Increase to retain
Top 14 rights

By Martin Ross
Published online 3 Mar, 2021

ay-television
broadcaster Canal Plus
has held on to one of
its flagship properties
in France by retaining rights
to French rugby union’s Top 14
from 2023-24 to 2026-27 in a
deal worth an average of €113.6m
($137.5m) per season.

The Vivendi-owned
broadcaster has secured all three
packages auctioned by France’s
Ligue Nationale de Rugby (LNR)
in an invitation to tender process
launched on January 21.

The LNR has succeeded in
generating a 17.1-per—cent uplift
on the fees currently paid by
Canal Plus. The average annual
rights fee value to be paid in
the new deal is also 8.2 per
cent above the LNR’s stipulated
reserve price of €105m per
season.

Ahead of yesterday’s bid
deadline, Canal Plus was widely
regarded as the standout
candidate to win the rights and
extend its long association with
the competition.

Bids were also lodged by
free-to-air digital terrestrial
channel L’Equipe and telco
Free, according to L’Equipe
newspaper. Free already holds
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a package of near-live rights to
French football’s Ligue 1, plus
a video-on-demand magazine
programme.

The first two packages
(Package 1 and Package 2)
offered by the LNR included
the live rights to matches and
the magazine programmes.

The third package (Package
3) included near-live and
highlights rights for digital
platforms.

A reserve price of €75m per
season was set for Package 1,
while Package 2 carried a reserve
price of €27m per season. The
third package had a reserve price
of €3m per season.

Canal Plus will continue to
broadcast all regular-season
matches, including the two top
fixtures each matchweek aired
on the premium Canal+ channel.
The Top 14 play-offs, semi-finals
and final will also be shown by
Canal Plus, as will the promotion
match from the second-tier Pro
D2. It will also broadcast various
weekly magazine programmes,
including a free-to-air show.

At present, Canal Plus
broadcasts the 8:45pm (CET)
Friday evening match on its
Canal+ Sport channel and then

the Saturday 3:15pm match on
the main Canal+ channel. Four
simultaneous Saturday matches
at 6:15pm are then aired as

a ‘multiplex’ on Canal Plus’
Rugby+ service.

Canal Plus then rounds off
its weekend with live coverage
of the Sunday evening match at
9:05pm, preceded and followed
by its flagship Canal Rugby Club
programme.

Canal Plus’ current contract
runs from 2019-20 to 2022-23
and is worth €97m per year.

Public-service broadcaster
France Télévisions holds free-
to-air rights over the same
period to the Top 14 final, a
match that must be shown on
French free-to-air television due
to listed events legislation.

Paul Goze, the LNR president,
said that the “success of this
invitation to tender is the result
of many years of building and
strong political choices to make

the Top 14 a great competition”.

Unlike its strained relations
with France’s Professional
Football League (LFP), Canal Plus
has historically enjoyed close
ties with the LNR. Following
the shutdown caused by the
Covid-19 pandemic, the LNR
and its long-standing rights-
holding