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Empowering clubs and delighting fans 



Sports entertainment has huge untapped potential to engage fans with new formats

Sports are ideally placed to serve diehard fans with immersive new formats

Tests and demonstrations in the sports metaverse show an industry appetite for growth 

Rich experiences that bridge matchdays and global audiences have huge potential 

European broadcasters are risk averse but welcome approaches from innovative partners

Sports leagues should unlock their interactive rights to spur on new products  

Blockchain is here to stay. How does this technology impact sports innovation?

What are the key trends within emerging technologies that unlock new opportunities?
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The next generation of sports entertainment experiences is ready for launch, with new technologies and platforms primed to deliver immersive 
experiences combined with advancements in loyalty and more diverse revenue generation powered by Web3. An enlightened approach to sports rights 
is still required, particularly for interactive content, and remains a major bottleneck and growth constraint. A new licensing regime needs to be 
encouraged including “use it or lose it” frameworks for incumbent or long-term rights holders who have no ability or intention to exercise all their 
available rights options. 

Sports organisations, both clubs and leagues, are highly motivated to develop new virtual touchpoints with fans, in order to:

• Engage their entire, global fanbase, rather than those few thousand who can fit inside a stadium

• Improve finances through new and diversified revenue streams 

• Maintain relevance in an ultra-competitive media environment, with thousands of entertainment options for fans

In addition, sport has compelling characteristics that will allow the genre to break through when offering compelling virtual experiences:

• Sports have fans—not just customers—with higher “friction” points and near inelastic demand, making them more amenable to new virtual 
experiences

• Both sports broadcasters and sports game publishers have embedded expertise in producing assets and content that can be flexibly deployed 

• The pool of potential content experiences is much richer in sports than other verticals we have assessed

However, obstacles and challenges remain:

• The rights picture, especially for interactive rights, is highly contested and opaque, with exclusives and broad licensing agreements ranging from 
players to leagues inhibiting innovation. Incumbent simulation sports games control interactive rights that aren’t exercised,and continue to lack 
depth of experience at individual club level

Partnerships will be crucial in delivering a true sports metaverse, and moving beyond demonstrations and tests:

• Broadcasters can expand their product mix and audience by partnering with metaverse design and production specialists, offering scalable 
opportunities for individual clubs to build out experiences at lower risk 

Executive Summary: Promising early signs for sports in the metaverse
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European broadcasters are risk averse, not innovation averse

• European football has a very strong potential to develop rich new services targeted at fans. 
For now, that potential is largely hypothetical. Major actors in European football have 
limited appetite to take major risks with unknown outcomes, such as investing in or 
developing new metaverse products. The primary motor of European football is TV rights 
licensed into proven video services via the league-broadcaster tandem 

• Leagues are focused on maintaining healthy long-term relationships with broadcasters who 
have a strong track record of bidding for rights and packaging them into successful 
consumer video bundles. Leagues additionally seek to attract new bidders to maximise the 
final value at auction. European rights are concentrated around the top football leagues and 
the Champions League. This makes them more expensive to license at the base tier compared 
to the US, where there are opportunities to buy cheaper yet substantial packages 

• Value-add in this context has largely concerned distribution—Sky has been most successful 
at using Premier League rights as the anchor but increasing the total subscription value by 
including additional video content. Telcos have largely failed to bundle sports rights with 
their consumer services—a less compelling proposition based more on their ownership of 
customer relationships than true complementarity between these businesses. DTC is a 
nascent trend that has yet to prove itself but could work for certain sports and markets 

• Leagues and broadcasters are not averse to product innovation, but they are risk averse, so it 
has been a secondary consideration. They want to be approached by a tech company or 
metaverse operator offering money and a ready-to-go product roadmap to license into (like 
they do in many other areas such as betting or sponsorship). They don't want to take large 
risks in helping to develop new areas of fandom or invest in new technology platforms  

• In sum, European football is in a game of risk minimisation and licensing maximisation, 
with broadcasters pushing incremental innovations to maintain viewer interest, and owned 
properties (like DTC fan apps) still largely a side-show. This could change: stagnation in TV 
rights could start to shift the risk-reward calculus for leagues and clubs to explore new  
growth options, while broadcasters need to keep their bundles relevant to new fans 
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Broadcasters and leagues should speed up the pace of innovation
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• Broadcasters, leagues and clubs should not underestimate their metaverse potential

• Broadcasters produce enormous quantities of assets and content that could be more flexibly deployed both within and 
beyond traditional pay-TV bundles. Leagues and clubs have access to a goldmine of player likenesses and data, historical 
artefacts, and other materials of interest. European broadcasters and leagues should pick up the pace of innovation to 
make sure that European sports and fandom do not fall further behind the US. For the reasons outlined on the previous 
slide, technology partners must be proactive in encouraging these investments  

• Innovation falls into three main areas: 

⎻ Matchday in the stadium 

⎻ Matchday at home 

⎻ In between matchdays 

• During matchdays, new interactive or augmented experiences could help leagues and broadcasters address the growing 
apathy among many young people toward watching live sports from beginning to end. In the living room, this is largely a 
software issue. Fans could be given more live personalisation of their viewing, while smartphones (which are currently 
often used for betting) could be turned into controllers or show additional live content. In the stadium, this might end up 
more of a hardware issue over time—experiments in the US have focused on phone AR features, but technology built into 
the stadium will become more important. FC Barcelona has included provisions for fan-interactive elements in its 
stadium renovation (due 2026), while some observers believe that advanced holographic technology akin to the ABBA 
Voyage concerts could be deployed over the next decade 

• In between matchdays, fans tend to stay engaged with their sport, largely through passive consumption of news, gossip 
and social media posts, and by playing sports sims. One route to a football-focused metaverse would be if developers EA 
and Take-Two broaden their offerings beyond core simulation games. Yet broadcasters could also ramp up their 
partnerships with tech providers, to create rich, interactive spaces for fans in between matches, populating them with 
their assets and licensed virtual likenesses and other materials. A key aspect here is that European interactive rights are an 
entirely different ball-game to TV rights. Interactive rights are much more fragmented in Europe than in the US, where 
developers can do 10-year deals for all teams and player likenesses just by dealing with the league and players’ union. 
Centralisation of these rights in Europe could unlock a greater capability of a range of actors other than large incumbents 
like EA to license them for innovative new platforms  
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Metaverse-ready support should be integrated into existing live TV production

• For metaverse sports experiences to scale and grow, closer technology partnerships 
need to be formed with the existing TV production sector that is entrenched at 
every major sporting venue globally. The existing infrastructure and production 
companies that support live TV broadcasting is invariably a non-optional first point 
of contact with decades of production experience for given venues and sports but 
also operates in the form of protected silos: sporting events usually only have one 
primary production operator, regardless of the experience or distribution points for 
final broadcast 

• Advanced data capture beyond video is crucial for metaverse experience production, 
combined with non-destructive workflows, standardised metadata, and advanced 
asset management. TV producers are in a prime position to add incrementally to 
existing infrastructure to support it. The priority is to capture data in addition to 
more extensive live video: motion capture of the action, multiple camera angles and 
volumetric data, light field cameras, and advanced sound recording will all need to 
be considered depending on creative requirements. The level of data creation can 
therefore be immense and will vary enormously depending on whether production 
is live or “as live” 

• Already, EA uses extensive motion capture to support updates to the EA FC game franchise and is publishing new game content from matches each week. More 
sports will follow this pattern of requiring data capture from live events, ultimately turning live broadcast productions into data capture productions in the 
process 

• More progressive licensing of live events by sports owners, combined with lateral and forward-thinking in the TV production sector is still required. Pricing of 
“data capture licenses” in the sports sector needs to be reduced given its emerging nature and the new investment that is required for capturing hardware and 
production workflows. Similarly, there needs to be a realisation that data capture is a growth business in the production sector and should be supported more 
fully. AI is likely to make the job easier too, possibly requiring fewer capture points and less on-site processing, bringing capital investment and production 
costs down in the long term 
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Different platform positions en route to a true sports metaverse
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Dedicated games 

Large developers have existing 
rights and expertise that 
position dedicated sports 

games well for iteration—not 
necessarily for innovation

With sales stagnant, these sims 
need to broaden their offerings 
away from stale structures, to 
more aggressively enable the 

flexible interactions and 
interoperability that 

characterise the metaverse. We 
may eventually see EA Sports 

FC become a ‘forever’ platform 
with regular updates

Social platforms

With hyper-flexible formats 
and large userbases, social 

platforms are set up for 
rightsholders to experiment 

within the metaverse

Deeper functionality will be the 
key to unlocking growth: 

current simplistic tech stacks 
have enabled a wealth of UGC 

but are a barrier to quality, fully 
seamless live sports 

experiences. On an intensely 
cultivated platform like Roblox, 
the question is whether sports 
can achieve breakthroughs in a 

contested environment
4

Broadcasters

Broadcasters benefit from their 
deep audience relationships 

and tentpole video rights, 
enabling the adaptation of a 

rich array of assets into 
metaverse-ready formats

Broadcasters are still hindered 
by their lack of technical 

experience in interactivity. 
They are most on the lookout 
for partnerships that they can 
license into without taking on 

the costs or risks of developing 
new platforms 

New tech entrants

Big tech would have the 
finances and users to drive a 
metaverse project, but also 

have the most to do with 
limited expertise

Building a sports metaverse 
from scratch means they aren’t 

hampered by legacy systems. 
Yet it’s not clear if sports is a 

necessary content genre to 
support tech’s strategies 

around VR and virtual worlds. 
Sports could just as easily be 
dropped if momentum stalls



The platform opportunities for metaverse experiences are changing for the better due to increased choice of mobile app stores as a result of regulatory pressure, combined 
with improved openness of incumbent app stores, namely Google Play, to blockchain assets. The trajectory remains positive, especially when services enable multiplatform 
support, combining PC versatility with mobile portability. Consoles remain a closed pathway for most, but as the next generation approaches, new generation handhelds, 
focused on gaming, will provide near-console power, portability and openness. The console model of today, fixed and tied to a large screen, looks sure to be surpassed by 
these new devices. 

Choosing target platforms and devices will become easier as silos fall 

•Closed platforms controlled by incumbents
•Latest generation selling less than previous for the 
first time 
•Very low probability of web3 asset support 
•High development costs and slow to market

Consoles

• Interoperability and access improving with availability and choice of app 
stores, and improved support for Web3 via Google Play. The US Apple store 
remains an enormous barrier and cost issue for developers
•Lowest cost of entry to the consumer, with greater push to develop on 
minimum specification Android devices (<2GB RAM) helping global reach

Mobile devices

•Remains the benchmark for all gaming and metaverse experiences, with open platform 
access for all creators and greatest global reach when combined with mobile interoperability
•Cornerstone of VR experiences with low-cost tethered headsets
•Experiences can be benchmarked easily against industry leaders, avoiding the need to target 

AAA experiences requiring the most expensive hardware 

PC

Next generation gaming 
handhelds

• Next-generation handheld gaming devices are poised to be the next global growth engine for gaming, 
surpassing fixed consoles and possibly replacing them in the next generation cycle. Devices are powerful and 
capable and can be described as portable consoles. Devices currently have a choice of app stores as well as 
access to browser gaming and sideloading
•Extension of PC and mobile developer environments make it easier for developers to support or target. OEMS 
actively seeking showcase experiences   
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VR and XR: new devices will need more sports content, and quickly
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• Sports remains the pre-eminent genre for live video delivery in a VR environment, as demonstrated by the launch 
of Meta’s Xtadium NBA season, which can be easily combined with complementary immersive fan experiences such 
as virtual stadiums, fanzone events or gaming. The (re)investment, and renewed interest, in the spatial computing 
sector will drive growth in 2025 as new devices and partnerships restore consumer confidence and increase 
demand. Yet the ecosystem is still bottlenecked by the capability as well as a range of hardware, from full headsets 
to glasses, wireless or tethered, which induces friction for both customers and developers as they choose where to 
place their investments. Uneven content flow is a direct result. Greater sports content would provide that 
breakthrough, but hardware manufacturers need to smooth the pathway for consistent services beyond test and 
trial by committing to non-US sports content investments in the near term

• The re-emergence of Google as a major software platform for VR in 2025, after withdrawing from previous VR 
initiatives, will reinject dynamism into the industry and attempt to split the Meta/Apple duopoly. Having acquired 
the rump of HTC’s Vive developer team, announced hardware support from Samsung, Sony and Qualcomm, and 
launched Android XR, within the space of a single quarter, Google will re-enter the market this year via those 
partnerships focused on both VR headsets as well a longer-term goal of support AR glasses. The expected launch of 
new devices, and the prospect of greater ecosystem consistency across Android itself, could be a turning point for 
the industry, and will inevitably require new content to support it

• Meta: While Quest HMDs provide a highly compelling VR hardware offer, the company has yet to showcase non-US 
content extensively, nor signed non-US content partners at scale. The focus of the company on AI calls into 
question whether the company will have the required investment firepower or capability, as it looks to cut costs in 
its Reality Labs division

• Apple’s licensed MLB and MLS seasons via Apple TV+ have so far not been extended to true VR experiences on 
Vision Pro beyond the “giant screen” native Apple TV app. With Apple’s commitment to Vision Pro-specific 
programming now emerging, sports is a likely candidate for further testing and experimentation as early as the 
2025 summer season, to reinvigorate interest but also showcase new immersive production techniques that lift the 
quality bar for the category

Sports entertainment and the metaverse
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How the metaverse can compete against dominant gaming incumbents

Sports entertainment and the metaverse

EA and 2K dominate high quality AAA game experiences with a combination of licensing deals with major 
sporting leagues, and increasingly through direct agreements with individual clubs and players. Their brand 
strength and technical innovation appear imposing, but as closed platforms with a “season” model designed to 
hook players with premium price points year-in, year-out even with limited game changes, the opportunity for 
competition is clear. Already cracks are appearing, with EA earnings down in its most important quarter, Q3 2024. 

Scaling through shared infrastructure and design experience
New product assistance to small clubs and leagues, across multiple sports, is possible and achievable with specialist partners with expertise in 

the field. Companies like Improbable are pioneering solutions that can reutilise designs and underlying infrastructure, drivi ng down costs.

A reliance on US-based leagues, and their single-point 
licensing model has undoubtedly helped both companies. But 
this closed shop licensing model maintains a legacy effect 
based on console gaming, retail product pricing, and until 
recently, limited cross over between gaming platforms. While 
EA is rapidly endeavouring to expand EA FC into a 
multiplatform service, the mechanics for many titles are 
unsurprisingly traditional without deep specialisation into 
clubs and players. There is no native VR support, no live video 
integration and closed digital asset loops. 

For new experiences to succeed, they should look to operate where companies such as 2K and EA are not: 
specialised and exclusive fan and club experiences that can utilise live and on demand video, support for VR, 
combined with open digital asset models that enable Web3 commerce. The audiences will be discrete, and fan 
focused, allowing for more imaginative and lower cost licensing from rights owners, but also higher price 
points for audiences. Rights owners must use innovative licensing techniques and widen their availability 
through a “use it or lose it” model, as opposed to the broad exclusives that are granted but not used now. 
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Social media status quo—a high-frequency but ultimately thin way of reaching fans 
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• Sports have a sizeable advantage when it comes to metaverse services—their dedicated fans who think about 
their clubs every day but also contend with large gaps between matchdays. Currently, those gaps are filled in a 
variety of ways: fantasy leagues, simulation games, and social media feeds run by the clubs, as well as players’ 
personal accounts. Fans are so dedicated that looking out for the pre-match squad announcement is a regular 
ritual—clearly there is an opportunity to get fans to log on to more compelling online experiences  

• Sports clubs and leagues have garnered massive followings on social media. Real Madrid is one of the leading 
sports accounts—it hit 600 million followers across social media in late 2024, with its largest following being 
on Instagram (170 million)—while Manchester United comes in third (65 million on Instagram). Despite these 
large follower counts, the fan experience online is quite thin

• Social media posts provide snippets of the day-to-day happenings of the clubs: matchday posts, training clips, 
player celebrations…yet fans are mostly involved in a passive manner: liking and commenting on posts. There 
is a rich emotional connection between players, clubs and fans, which could be better developed through D2C 
experiences in the metaverse rather than through the existing internet-based solutions 

• Clubs want to explore this opportunity, often adding interactive elements to social media: 

⎻ Embedding links to their merch, so interested fans can purchase it directly

⎻ Posting questionnaires for fans to fill out, which are then re-posted on their accounts. This gives a 
sense that fans are actively participating with the clubs

⎻ Collaborating with other accounts, e.g., PSG posted a collab photo with 433 Football—a football 
community—which broadens the audience reach of these clubs/leagues

• Additionally, clubs tend to post very frequently on social media—up to 30 times per day on one platform (e.g. 
Real Madrid on Instagram). This frequency suggests that they have dedicated significant resources to this field, 
but there could be ways to use their employees more innovatively and build new areas of expertise 

• Overall, these social media experiences remain thin in substance. Clubs and leagues give up data and fan 
relationships to third-party platforms like Instagram or WhatsApp and spread their content among multiple 
accounts rather than building one compelling destination. In the next slide we explore the DTC efforts of some 
of the largest clubs, and show how these could be a stepping stone to true fan engagement in the metaverse   

Sports entertainment and the metaverse
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reach and presence of 
Real Madrid fans

Poll to engage 
Premier League 
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Tests and demos advancing quickly—sustained experiences are the next goal
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• Successful early-stage sports metaverse products do not recreate the in-stadium experience: for 
consumers, high quality depth of experience and engagement with the sports fandom are more 
important than AAA graphics. Digital card trading games are the easiest to realise (and consequently 
most developed) side of the sports metaverse, with several iterations already up and running in a 
relatively mature form through partnerships with sports leagues (e.g. NBA Top Shots). This model is 
also advantaged by being relatively straightforward to roll out, with lower technical requirements and, 
in the US, a more cohesive league/player virtual rights structure

• For more complex sports metaverses that integrate AR or VR environments, partnerships with existing 
tech providers are the clearest route for sports leagues and IP owners to enter the metaverse, 
bypassing the challenges of originating metaverse technology. Ongoing technical challenges remain 
difficult to overcome, with low latencies of 10-20ms required, which exceed the standards required for 
other online activities

• UEFA and Wimbledon’s engagement with Fortnite and Roblox respectively have been extremely 
successful, highlighting the importance of scale, accessibility, timing, and depth of interaction around 
key sporting events for gaining traction. WimbleWorld has commanded close to 20 million visitors 
since 2022 and has been expanded to coincide with Wimbledon each year since, increasing its 
interactive features and even launching a ‘year-round’ challenge to maintain engagement outside of 
peak times. Patient, long-term support is vital in the world of live-service games and experiences

• Improbable and Yuga Labs are in the process of developing and rolling out Otherside, Yuga Labs’ 
metaverse space, built on Improbable’s proprietary Msquared network. Early beta tests have 
successfully brought together users in the thousands, but are yet to roll out widely, attract significant 
users outside a test environment, or implement a clear sports metaverse use case for the technology. 
Yet the appetite from rightsholders is there for technology partnerships 

• Metaverse-adjacent tech providers such as Genius Sports and Sony-owned Beyond Sports offer an 
alternate route towards sports metaverse spaces, based on data and visualisation technology that can 
be adapted into innovative new content types. Beyond Sports collaborated with ESPN, Disney, and the 
NBA to produce Dunk the Halls, the first-ever real-time, animated alternate presentation of an NBA 
game, replacing the players with Disney characters during a live broadcast

Sports entertainment and the metaverse



The metaverse perfectly fills the gap between rich matchday and remote social experiences
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• Sports organisations, both clubs and leagues, are highly motivated to develop new virtual touchpoints 
with fans, to cater to two clearly-defined and underserved groups of fans, whose collective value far 
exceeds that of a stadium full of spectators:

⎻ Deeply dedicated fans willing to engage and spend as much as possible, for whom social 
platforms are the only between-matchday form of engagement. This is a relatively small 
group, but as the most dedicated are also the greatest opportunity   

⎻ Their total global fanbase for whom matchday participation is unfeasible, but who would 
otherwise wish to engage more immersively than social platforms or even broadcast 
streams currently permit

• The metaverse is an opportunity to bridge the gulf between rich but inaccessible matchday 
participation and accessible but shallow social media engagement. Clubs and leagues able to in-
house this next tier of engagement will be able to not only improve their finances through new 
revenue streams, but future-proof by maintaining their relevance with a new generation of fans 
who have countless other entertainment options

⎻ The strength of sports IP makes the technical challenge of the metaverse easier: the tech 
layer only needs to be sufficient to be a success, rather than needing to act as a draw in and 
of itself. While some tech gimmicks might be used to market experiences, in the long-run 
fans shouldn’t even notice the tech: it should be invisible, friction-free and reliable 

• Manchester United’s Official App highlights the opportunity, with a central feed mimicking social 
media platforms, a Live Match Centre, and a prediction-based fantasy game. Extending this into a 
metaverse environment would enable sales of new digital products, more immersive ways for fans 
to engage with each other, and even recreations of the matchday experience for fans unable to 
travel in person

⎻ The metaverse also provides a space for younger or less prominent athletes to engage, 
building a brand for themselves outside of the confines of a club or league, and more 
tangibly than purely through social media. Those with the most to gain could become 
active drivers of these new experiences, and drive awareness of the full squad even higher
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Web3: building deep digital relationships with fans

Section B



The intersection of Web3 & sports continues to evolve, shaped predominantly through partnership and sponsorship deals, 
as blockchains, crypto asset exchanges and other crypto businesses fund the development of Web3 sports initiatives. 

The sports industry suffers from an ‘invisible fan’ problem. Sports teams and leagues know they have hundreds of millions 
of fans globally, but they only have deep digital relationships with a small percentage of them. 

We think blockchain has a huge role to play in how this is solved at a global, digital level.

Summary points:

● Blockchain Gaming & Virtual Worlds: Blockchain gaming and virtual worlds are becoming mainstream. Traditional 
gaming has always had huge connectivity to sports, and we are seeing these emergent gaming formats overlap 
deeply. 

● Crypto Sponsorship Evolution: The last 12 months has seen crypto sponsorships consolidate from highs in 2021 and 
2022, however, the value headline value of those deals has increased qualitatively. 

● Web3 Loyalty Renaissance: Teams, sports media platforms and leagues are leveraging blockchain technology to 
create more sophisticated fan reward systems, that allow them to connect disparate siloed data sets and fan journeys. 

● Real World Asset Integration: Traditional sports assets, memorabilia and tickets are being tokenised, creating huge 
efficiencies in numerous ways for sports fans, owners and investors.

Web3: solving the invisible fan problem
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Web3 loyalty makes a comeback
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Web3 Loyalty was touted as the key consumer use case for blockchains in 2022 and 2023, but with industry giants Starbucks and
Nike both shutting down their respective Web3 programs, many believe Web3 loyalty is dead. Concurrently, hyper-personalisation is 
seen as many in the marketing industry as a fad and sports loyalty programs are either poor or non-existent, with the belief from 
many executives that successful ones could cannibalise sales. With all that in mind, many sports loyalty programs utilising 
blockchain have made some positive steps in the last year, showcasing the ability to connect disparate fan data silos with blockchain 
as the connective tissue, enabling sports teams to connect digitally with their fans on a global scale, whilst deepening hardcore 
fandom. 

Key developments include:

● Data as a key driver of strategy for sports teams, enabling them to know their fans in more granular detail. 
● Blockchain can connect disparate data silos to ensure that fans, clubs, leagues and partners are all ‘listening’ to the same 

information on the same standards
● The first iteration of Web3 loyalty programs in Starbucks Odyssey and .SWOOSH by Nike closed down in 2024
● Some brands are now starting to integrate, rather than silo, Web3 loyalty programs – although early experimentation is still 

largely walled off. 

In this section of the report we will explore three key case studies:

1. Cleveland Cavaliers - Cavs Rewards: a blockchain enabled fan loyalty program by NBA franchise Cleveland Cavaliers
2. OneFootball - OneFooball Club: Leading football media company OneFootball have launched OneFootball club, a blockchain 

enabled fan program 
3. ATP Tour - Momentum: an 8-day digital collectible program during the ATP NITTO Finals in Turin in Q4 2024 which saw 

staggering retention numbers. 

Sports entertainment and the metaverse



Cleveland Cavaliers: Cavs Rewards
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Overview
● NBA’s Cleveland Cavaliers launched Cavs Rewards, a fan 

engagement program on the Avalanche network
● The program is built in collaboration with Uptop, who 

tout it as a first-of-its-kind onchain loyalty program by 
a pro sports team

● It is a free-to-join program where fans can earn ‘Cavs 
points’ via a web app

● These points can be earned by connecting a debit or 
credit card of your choice, and using that connected card 
for in-store, online, in-venue and partner purchases

Blockchain's composability and the ability to connect multiple 
third parties without APIs simplify connectivity. Sponsors can 
engage on a single, more open platform, without needing 
additional integrations. The Cav Rewards program is a window 
into what could be the next generation of loyalty solutions in 
sport.

Data

● 1M+ transactions 
● 40% increase in member spend
● Six-figure ROI for the Cavs, with projections to reach 

seven figures as the program matures



Overview
● Momentum was an eight-day experience during the Nitto ATP 

Finals in Turin, where fans claim Traces: digital memorabilia, 
crafted from match data that generate unique pieces of artwork

● Fans were able to collect a Trace from each of the 15 singles 
matches

● Each TRACE  wasis free and time-limited, claimable exclusively 
during a 24-hour window on matchday

ATP Tour: Momentum
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Data

● 75k+ participants
● 84% opted into marketing
● 25k fans collected all 15 items
● Collected in 110+ countries

Momentum was a fantastic top of the funnel campaign that showed the 
power of giving digital memorabilia to fans who are watching and 
engaging with these games. It shows that, although waning in their 
financialised popularity – NFTs are still a powerful engagement tool. 
The low overheads versus high upside results, like that of Momentum, 
will no doubt be turning the head of marketers globally. 



OneFootball Club
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Overview
● OneFootball are a media company in football (soccer) 

serving over 200 million people monthly through their 
news, content and streaming platform that is 
primarily mobile-based

● They have launched OneFootball Club (OFC) an 
integrated Web3 Loyalty experience, within their 
existing stack

● Users launch the experience and claim a ‘.Football ID’ 
and can earn exclusive badges and rewards for their 
participation in minigames, challenges and more

OneFootball Club are one of the first major brands in 
sports, and brands overall, that have integrated a Web3 
experience into their native application. This is a 
substantial industry moment considering most 
activations to date in the sports industry have been siloed. 

Data

● 171k users onboarded
● 15.2% MoM growth rate
● 32% of sign-ups have created a customised avatar



Blockchain gaming and virtual worlds in sports
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ARPU and cost of acquisition in gaming is increasing. In parallel, the convergence of blockchain gaming and traditional sports 
has is natural, considering how prevalent the overlap is in traditional in sports. Further to this, virtual worlds, sometimes
incorporating blockchain, are becoming legitimate channels for sports fan engagement. 

Key Developments include:

● Integration of licensed sports IP in blockchain games
● Creation of persistent virtual sports venues
● Cross platform digital assets in virtual worlds
● Web2-to-Web3 Virtual World activations

In this section of the report we will explore 3 key case studies:

1. NFL Rivals: A mobile-native blockchain enabled game that has become incredibly popular since its launch in April 
2023, and drove incredible NFT volumes in 2025. The game is created by Mythical Games, who will also release FIFA 
Rivals, a soccer mobile game equivalent, in 2025. 

2. MLB Virtual Ballpark: a browser-based metaverse world built by MLB’s technology partners Improbable. In summer 
2023 it enabled Candy Digital and Sorare NFTs to operate within the virtual world, and in 2024, allowed for further 
interoperability with Bored Ape Yacht Club avatars able to enter the environment.

3. ICC Roblox Web3 Fan Passport: The international cricket council launched various cricket-themed mini-games on 
Roblox, and encouraged players to sign up to their Web3 loyalty program off platform, in exchange for free in-game 
assets if they link their Roblox account.

Sports entertainment and the metaverse
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Data
● Over 6 million downloads
● ~$10 million in NFT sales
● ~1.2 million transactions
● 195,000+ owners of digital collectibles
● Consistently ranks among top 3 chains in NFT 

volumes

Overview
● Mobile-first game developed by Mythical Games
● Official NFLPA licenses with collectible player NFTs
● Multiple rarity levels from common to legendary
● Strategic team building and competitive gameplay
● Direct integration with NFL content and seasons

NFL Rivals has combined a smooth and familiar mobile gaming experience with the efficiency, ownership and incentive structure
enabled by digital assets. Their multi-way trade feature creates a liquid market, and their use of onchain / offchain currencies
priced in fiat currency makes for a seamless user experience. 



MLB Virtual Ballpark
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Data

● ~10,000 unique public users users joined the 
MLB Virtual Ballpark in-game events

● 1,570 unique public users stayed in the MLB 
events for over 30 minutes

● Over 800 of those unique public users stayed for 
over 60 minutes

Overview
● Browser based virtual world created by Improbable for 

MLB
● Allowed thousands of fans to concurrently join the virtual 

ballpark and watch games
● Integrated MLB’s other Web3 partners such as Candy 

Digital and Sorare, into the activation 
● September 2024 saw their first interoperability event –

allowing Bored Ape Yacht Club NFT holders to enter the 
Virtual Ballpark as their favourite NFT

MLB Virtual Ballpark is the first example of a major sports 
rights holder owning and operating their own virtual world. By 
integrating third parties into this ecosystem, it is also the first 
example of interoperability across a variety of partners – all 
operating on the same underlying standard; the blockchain. 



ICC Roblox Fan Passport
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Data
● Users in the ‘thousands’ created Web3 fan 

passports
● 48 billion runs (points) were collected by players 

on roblox

Overview
● This tool encouraged players to sign up for the 

ICC’s Web3 loyalty program, their ICC Fan 
Passport, in exchange for rewards and free UGC 
items, allowing fans to link their Roblox accounts

● the Web3 Fan Passport tracks and rewards fan 
engagement

● The Fan Passport was built on the NEAR blockchain

ICC Roblox Web3 Fan Passport is the first example of a 
third party blockchain solution connecting to Roblox. 
The aim was for the ICC to get a better understanding of 
the fans playing these Roblox games, off platform. 



Crypto sponsorship in sports are on the up… but not in volume
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Key Developments include:

● Fewer, bigger players who are here to stay 
– are investing in sports brands

● Sponsors are now looking for more than 
just branding and logo placement, they’re 
looking for activations and deeper 
integration 

● Crypto sponsors have started bucketing 
into 3 categories:

a. Blockchain infrastructure providers 
who are paying to increase brand 
equity but also activate to increase 
active wallets and transactions on 
their networks 

b. Memecoins who want to put their 
logo on jerseys and media

c. Cryptoasset Exchanges who are 
looking to acquire users and funded 
account

In this section of the report, we will showcase 
proprietary data showcasing the trends within the 
web3 sports sponsorship sector.

Sports entertainment and the metaverse



Football was the outright leader in volume of crypto partnerships, with cricket and motorsport the 
next most popular
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Sorare led the number of deals, with Zondacrypto and Socios the next most prolific crypto brands  
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Although volume consolidated, the significance and size of some these deals is almost unparalleled 
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Blockchain technology optimises the way in which real world assets operate. In the simplest of terms, we can use the example of 
stablecoins here; an issuer takes dollars, government bonds and treasury bills and issues a digital dollar on the blockchain, pegged 1-
to-1 against these assets. This digital dollar, a stablecoin, can be transferred globally, in a borderless, transparent, efficient and cheap 
way. 

If we extrapolate this example to sports, there are two key areas which this can greatly improve efficiency; 1) Memorabilia and 2) 
Equity and one area in health 

Key Developments include:

● The validation and storage of memorabilia in sports, that can then be issued certificates of ownership onchain, making for a 
much more efficient, safe and transparent marketplace. 

● Tokenizing equity in teams can create a much more dynamic, liquid, accessible and diverse market of sports ownership
● Collateralising onchain assets that are backed by physical goods could unlock a new realm of liquidity and lending in markets

that are big enough 

In this section of the report we will explore 2 case studies:

1. Watford tokenised equity sale: Watford Football Club, a football team in the second division of English football (the 
Championship), sold ~10% of the club in an equity sale via investment platform Republic’s European platform Seedrs. Those 
who invested will have the option to receive tokens, which may have specific perks offered to them.

2. Courtyard.io: Courtyard allows users and fans to collect memorabilia onchain in the form of NFTs, backed by their physical 
counterparts. The company presently focuses on trading cards, with a bulk of their assets sports training card trading cards.

Real-world assets become a clear trend
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Data

● From January 2024 to December 2024:
● Sales volumes have increased from ~$50,000 in o ~$10.4m
● Transactions have increased from 813 to 161,998
● Unique Buyers have increased from 302 to 5,648
● Unique Sellers have increase from 163 to 569

Overview
● Courtyard lets customers ‘rip packs’ digitally
● The cards inside are NFTs secured on Polygon, the 

Layer 2 scaling network on Ethereum 
● The NFTs are backed one-to-one by their physical 

counterparts
● Those cards are secured by U.S. security company 

BRINKS 
● The NFTs can be ‘burned’, and Courtyard then send the 

respective card to the owner

Courtyard have utilised blockchain to create a more efficient, 
secure and liquid marketplace within the card collector market. 
There is no ‘crypto speculation’ and it is a great example of 
using the technology to improve a market or business model. 

Courtyard sees unprecedented levels of growth in 2024
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Data

● Watford raised ~$5.5m from 3,346 retail 
investors

● The valuation was $220m (£175m)

Overview
● Watford Football Club sold 10% of the teams 

equity via investment platform Seedrs, which is 
owned by crypto company Republic 

● Investors were able to buy shares and also 
receive tokens in the form of digital equity

● The shares have no voting rights

Republic have created a fully compliant stack with 
Seedrs, the crowdfunding platform, underpinned by 
the regulatory complaint crypto product required 
(Wallets etc.) to put the digital equity into the hands 
of fans. This is a first in sports, and displays one way 
that real-world assets onchain could be disruptive to 
capital formation in sports investment. 

Watford FC and Republic break new ground
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