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Management Insights
The Future of Sports Broadcasting
Sports broadcasting is entering one of the most transformative periods in its history. This was the central message in a conversation between Dr Babatunde Buraimo, Senior Lecturer in Sports Management and Economics at the University of Liverpool, and veteran sports‑rights negotiator David Murray. Together, they explored how shifting consumer habits, intensified platform competition, and technological disruption are reshaping both the economics and the experience of watching live sport.
Fragmentation
For decades, the UK’s sports broadcasting market was dominated by Sky, whose subscription bundles made it the default home of premium sport. Yet, as Murray notes, that long era of consolidation has given way to fragmentation. Consumers increasingly navigate a “pick and mix” system where premium tournaments sit across a widening field of providers, such as Sky, TNT Sports, Amazon Prime and sport‑specific platforms such as NFL Game Pass.

Dr Buraimo’s research supports this shift. The entry of new broadcasters and streaming platforms has diversified the market, but at a cost to fans.  Those who follow multiple sports often find themselves paying for several subscriptions, many of which are bundled with unrelated content. A once‑centralised model has splintered into an expensive and often confusing landscape for consumers.


The impact of platform switching is not limited to fans. Sports themselves can suffer from sudden changes in audience visibility. Murray highlights the Autumn Rugby Internationals, which saw a significant decline in reach when they moved from the BBC and Sky to Amazon Prime. Even when fans held subscriptions, the shift in viewing behaviour meant many “simply didn’t realise the matches were on”. For broadcasters, this creates a strategic challenge where securing rights is only half the battle: rebuilding and retaining audiences is equally vital.

Broadcast balance
Both explored the growing tension between long and short broadcast cycles. While three‑year deals remain common in Europe, UK rights have begun to lengthen, as illustrated by the Premier League’s recent move from a three‑year to a four‑year cycle. Yet in the United States, deals often span eight to ten years, creating greater revenue stability but fewer opportunities for new entrants.

Another emerging trend is the concentration of broadcast wealth in a small number of global sports. The Premier League, NFL and NBA continue to command substantial fees, while smaller sports struggle to maintain visibility. In response, these sports are generating more matches and more content—creating what Murray describes as a “doom loop”, where volume increases even as per‑match revenue falls. Tennis and the Champions League have expanded their calendars significantly, reflecting broadcasters’ demands for scale and year‑round content.

On technology, both guests foresee profound change. Advances in AI‑enabled commentary translation, global distribution infrastructure and on‑demand access have unlocked new commercial possibilities. 
Apple, Amazon and Netflix are already experimenting.  Netflix broadcast NFL games for the first time, Amazon streams Thursday‑night NFL fixtures, and Apple holds global Major League Soccer rights. These tech giants bring enormous financial power. As Murray notes, with Apple generating around $100 billion annually, acquiring even premium global sports rights is well within reach for these global broadcasters.

This raises a critical question.  Could major sports bypass traditional broadcasters entirely and sell directly to consumers? Dr Buraimo believes the Premier League is the strongest candidate for such a move due to its global reach. However, Murray argues that sports would need strategic technology partners, likely Apple or Amazon, to manage infrastructure and global distribution. A future model, he suggests, could involve joint ventures where sports bodies and tech platforms co‑own long‑term media companies. 

Big vs. Small
Looking ahead, both experts anticipate further fragmentation before any re‑bundling occurs. Consumers may once again gravitate towards centralised “gateway” platforms, potentially Apple TV or Amazon, through which multiple sports subscriptions are aggregated. Smaller sports may need to monetise grassroots content and cultivate niche but loyal audiences, potentially through user‑generated broadcasting and digital distribution.

What remains clear is that sport retains a unique power in an age of content saturation. Live sport is one of the few remaining forms of “appointment viewing”, offering unscripted drama that keeps subscribers engaged. For this reason, demand will remain.
Key Takeaways 
Fragmentation is reshaping the market.  Fans must navigate multiple subscriptions, while sports risk reduced visibility as content spreads across platforms.
Tech giants will redefine sports broadcasting.  Apple, Amazon and Netflix hold the financial and technological power to transform rights models, potentially accelerating global and direct‑to‑consumer distribution.
Smaller sports must innovate to survive.  With broadcaster budgets focused on premium sports, minor sports will need to monetise grassroots participation, embrace niche digital platforms, and build loyal communities.
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