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Broadcast sports rights:

premium plus

Deloitte predicts that in 2014 the value of premium
sports broadcast rights worldwide will increase to
$24.2 billion, a 14 percent rise, or $2.9 billion over
20132, This increase in rights fees will be driven by new
agreements with certain top tier European domestic
football (soccer) leagues and major North American
sports leagues. The double digit growth compares to
average growth of five percent between 2009 and
2013, and is likely to exceed forecast increases in global
pay TV revenues for 2014"°. Premium sports rights fee
growth is outpacing that of the broader economy'*.

We have defined premium sports broadcast rights as
the most popular sports competitions in the biggest
sports around the world. These include: the top-tier
domestic football leagues in each European, Asian,
Latin American, Middle East and African country; the
respective top regional clubs’ football competition

on each continent; the four major North American
professional leagues — Major League Baseball (MLB),
National Basketball Association (NBA), National Football
League (NFL), National Hockey League (NHL); the top
US college sports conferences; National Association for
Stock Car Auto Racing (NASCAR), Formula 1, the Indian
Premier League and Indian national team cricket.

The premium sports in each market represent a small
proportion of all professional sports activity measured
by the number of minutes televised but they represent
the vast majority of viewer interest and the bulk of all
television revenues.

In 2014 about three quarters of the total value of
premium broadcast rights fees will be generated by

10 competitions: the top-tier domestic football leagues
in England, France, Germany, Italy and Spain, the UEFA
Champions League, and the four major North American
professional leagues. The substantial revenue growth in
2014 has been driven largely by new broadcast deals for
England’s Premier League, Germany's Bundesliga and
Major League Baseball''.

Television and premium sports are well matched for
each other: at the highest level, sport is great unscripted
live drama for television, and constant advances in
technology lead to ever more sophisticated, compelling
ways in which sports can be portrayed.
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Our methodology for determining the
value of premium sports rights is based

on recurring annual competitions only; we
have not included the Olympic Games, FIFA|
World Cup or UEFA European Champion-
ship. Rights fees have been averaged over
the duration of the respective contract.
Fees have been converted into US$ where
applicable, using the June 30 exchange
rate in that particular year. Values for

each year are based on cumulative rights
fees generated in that particular year for
competitions operating on a calendar year
and competitions operating across calendar
years, so for example, 2009 refers to com-
petitions operating in 2009 and 2008/09.
We have obtained information principally
from publicly available information released
by rights holders, trade publications,
confidential and proprietary sources.

Global pay TV revenues are forecast to in-
crease by about four percent in the year to
2014 from $245 billion to $255 billion. See:
Global pay-TV market to see double-digit
revenue growth, Rapid TV news, 20 August
2013: http:/www.rapidtvnews.com/index.
php/2013082029310/global-pay-tv-market-
to-see-double-digit-revenue-growth.html;
Worldwide Pay TV Service Revenue to
Reach USD 245 Billion in 2013 with Telco
TV Service Gaining Market Share, ABI
research, 4 September 2013:https:/Awww.
abiresearch.com/press/worldwide-pay-tv-
service-revenue-to-reach-usd-245-

The IMF has forecast nominal growth in
global GDP of 4.5 percent for 2014. The
same source has estimated a CAGR of 5.8
percent between 2009-2013. See: Report
for Selected Country Groups and Subjects,
‘World Economic Outlook Database,
International Monetary Fund, October
2013: http:/Awww.imf.org/external/pubs/
ft/weo/2013/02/weodata/weorept.aspx?pr.

d=1§sort=country§ds=.&br=1§c=001%2C
110%2C163%2C119%2C123%2C998%2

€200%2C904%2C901%2C505%2C511%
2C2059%2C440%2C406%2C60385=NGD-

PDEgrp=16a=1

Premier League announces audio-visual
rights, Premier League, 13 June 2012:
http://www.premierleague.com/en-gb/

2-1 jer-leagy
nounces-audio-visual-rights.html ;
Sky remains the home of Premier
League Football, Sky, 13 June 2012:
http://corporate.sky.com/media/press_re-
leases/2012/sky_remains_home_of_pre-
mier_league_football ; BT wins live Premier
League rights, British Telecom, 13 June
2012: http:/www.btplc.com/news/Articles/
ShowArticle.cfm?ArticlelD=5B3742C3-
7ECF-482E-B309-DD5237069DD8 ;
Sky Deutschland acquires “global”
Bundesliga rights, Advanced Television, 15
October 2013: http://advanced-television.
com/2013/10/15/sky-deutschland-ac-
quires-global-bundesliga-rights/: MLB,
Fox And Turner Reach New Eight-Year
Television Agreements, Major League
Baseball, 2 October 2012: http://mlb.mlb.
com/news/article jsp?ymd=20121002&con-
tent_id=39361374&vkey=pr_mlb&c_id=mlb
Premier League lands £3bn TV rights

bonanza from Sky and BT, Guardian, 13
June 2012: http://www.theguardian.
com/media/2012/jun/13/premier-league-
tv-rights-3-billion-sky-bt ; Play Balll Fox,
Turner to Re-Up With MLB, ADWeek, 20
September 2012: http:/www.adweek.
com/news/television/play-ball-fox-turner-
re-mlb-143856 ; Sky Deutschland wins
Bundesliga rights, Financial Times, 17
April 2012: http://www.ft.com/cms/s/0/
d996294-8893-11e1-a727-00144fea-
b49a.html (Registration required)
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New market entrants looking for attractive
differentiating sports content have intensified
competition driving substantial uplifts in rights fees.

Bottom line

Sport as a contest has had a passionate following for millennia. Television’s role has been to show this to
a global audience with each viewer having the best seat in the house. The price paid for broadcast sports
rights may surprise, but the symbiosis between television and sports is potent, and may become more so.
Sports’ mix of elite contest, success and disappointment make compelling television.

Along with substantial growth in rights fee spend, there continues to be increased investment in the
quality of broadcast production for sports. Premium rights owners face a continuing challenge to ensure
cutting edge broadcast quality, for example by evaluating the viability of ultra-high definition (UHD, also
known as 4K) coverage, while broadcasters are required to consider their investment in terms of both
rights fee and production spend'#.

It is important for broadcasters and production teams to review continuously the technologies available
to them to enhance the value that their viewers and customers derive from being able to watch sport.
For the television experience, this includes UHD, super-slow motion and a choice of live matches.
On-demand services for viewers include a choice of live matches, camera angles, player tracking and
instant replays, statistics and commentary. Making all this available not just via the television but also
any other device that the fan may want to use should increase perceived value, even if these additional

viewing options are seldom exercised.

Sports rights owners and new technology companies continue to develop their relationship, and consider
how sports content can be both broadcast and appropriately monetized. A number of rights owners are
experimenting with YouTube or other online video platforms, in order to stream live content in territories
where broadcast rights have not been sold or to provide additional content. We see this trend continuing.

Owners of non-premium rights should not despair: rights fees for non-premium sports have in many cases
increased, but at a fraction of the rate or scale achieved by premium properties. For these competitions
and events, the challenge is to secure distribution through a suitable media platform, to obtain exposure.
While rights fees themselves may be comparatively low, they may typically be a relatively important
source of revenue that can also have benefits for other revenue streams.

There is also room for innovation to create new sports and formats for a global TV audience. Consider for
example the case of Ultimate Fighting Championship (UFC), whose growth has been driven significantly
by pay-TV television exposure. UFC was purchased by its current owners for $2 million in 2001; it now
turns over $500 million annually, is broadcast in 148 countries, and pay-per-view fees are up to $50 per
transaction'#
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