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The real revenue opportunity for the sports industry
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1.0 Summary

Sports streaming piracy is 
endemic, and rightly regarded 
as a sizeable industry problem. 
But with a full understanding 
of consumers’ motivations, 
attitudes and behaviors, it is 
possible to model the true cost 
of sports piracy and how this 
translates directly to 
addressable new revenue .

Backed by an extensive 
consumer survey and using a 
ground-breaking model that 
recognizes how consumers will 
take different behavioral
pathways in response to anti-
piracy measures, a realistic

and accurate revenue 
opportunity value has been 
placed on sports piracy for the 
first time.

This approach focuses on the 
74% of sports fans who are 
willing to switch from illegal 
streams to legitimate. And it 
accepts that a hardcore 26% 
cohort of illicit viewers will 
never pay .

With targeted interventions to 
disrupt pirate streams, and 
incentives for fans to go legit, 
an additional $28bn of annual 
revenue could be gained.
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Focusing anti-piracy initiatives on a 
“converter cohort” of fans, who are 

potentially willing to switch from pirate 
to legitimate providers, will maximize 

the revenue gains for the industry.



A $28bn revenue opportunity for the sports industry

Summary: key findings

The cost of global sports piracy directly translates to an addressable new market for sports rights owners and
platform operators.

• This model is based on fans’ behavior in response to anti-piracy initiatives, rather than a crude assumption
that every consumer of illegal sports streaming would otherwise have a full pay TV subscription.

• Focusing anti-piracy initiatives on a “converter cohort” of fans, who are potentially willing to switch from
pirate to legitimate providers, will maximize the revenue gains for the industry.

• Most of the converter cohort is already paying for legitimate pay TV, and more than half are paying for pirate
services, demonstrating a meaningful chance of conversion.

• Potential converters have clear demographic characteristics, allowing them to be targeted effectively with a
practical combination of measures.

• Sports OTT streaming services are an essential product for accelerating conversion to legal services,
appealing to 40% of all potential converter fans.

• The major pay TV markets of Europe and North America account for two-thirds of global pay TV revenue and
well over a third of the potential revenue to be gained by effective strategies to convert illegal sports viewing.
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A $28bn revenue opportunity for the sports industry

Summary: Global hotspots
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$28 billion global cost of piracy

North America has significant 
revenue potential for pay TV 
platform operators

EMEA is the biggest potential market 
of all, with Middle East and North 
Africa a piracy hotspot

Latin America 
represents a major 
conversion opportunity 
for pay TV providers

Asia Pacfic has the biggest 
share of potential, most of 
all for sports streaming 
services



2.0 Rethinking piracy: 
problem or opportunity?
Previous attempts to value the 
revenue leakage from sports 
piracy have taken a crude 
approach, assuming every 
viewer watching illicit content 
would otherwise be willing to 
pay the full retail price for a 
legitimate subscription.

The first two reports in this 
series, based on detailed 
consumer  research among 
more than 6,000 TV-watching 
sports fans worldwide, revealed 
the reality of pirate 
consumption is far more 
complex and nuanced. For 
example, 77% of those viewing

illegal content  already have 
legitimate TV and streaming 
services. And a clear majority of 
fans say they would rather not 
be using illegal services.

With this insight, the true cost 
of sports piracy has been 
modelled for the first time.

This allows piracy to be 
translated from a problem, 
managed as a cost center, into 
a multi-billion-dollar revenue 
opportunity. And it ensures that 
every investment made to 
tackle piracy can be targeted 
on banking that revenue.
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"For every 10-percentage-point 
reduction in illegal sports viewing 

accompanied by conversion to 
legitimate pay TV and streaming 

products, $2.8 billion in incremental 
revenue is created.”



Realistic measure of cost reveals the potential revenue opportunity

Modelling the real cost of piracy

For every 10-percentage-point reduction 
in illegal sports viewing, accompanied 
by conversion to legitimate pay TV and 
streaming products, $2.8bn in 

incremental revenue is created for operators and 
rights owners.

This real-world number is modelled by 
measuring only those consumers who 
say they are willing to “go legit” and 
switch to a pay TV or streaming services 

and then looking at the actual incremental revenue 
their behavioral shift would generate.

Extensive consumer research identifies 
which of them already has a pay TV 
service (and so represent incremental 
revenue rather than a full subscription 

opportunity) and exactly how many would 
potentially convert their illegal viewing to either an 
additional pay TV service or a new OTT streaming 
subscription. The revenue upside is then valued, 
based on actual pay TV and streaming spend in each 
global market.

Crucially, we ignore the quarter of illegal 
viewers who will never pay for content—
those that are only casually interested in 
sports, lack the means to pay, or those 

who are die-hard rebels. There is little point in 
measuring “lost revenue” that could never have 
existed in the first place.
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Identifying the sports fans willing to convert to legal services

Identifying fans willing to pay
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Consumer research of more than 6,000 sports fans in 10 countries across each major global region 
was analyzed to identify the total cohort of consumers who access illegal sports streaming services. 
Among the fans accessing illicit content, there is a near 50:50 split of those who never pay (by using 
social media feeds or free streaming sites), and those who pay for at least some access (subscribing to 

a pirate “IPTV” service or buying a “jailbroken” streaming device.)

Of those who pay for pirate access, 18% say they would not pay for a legitimate provider (9% of the total cohort), 
even if they lost access to the pirate service. This group can be ignored in the model, as there is no revenue 
potential. Of course, industry interventions to interrupt organized pirates operating paid-for services will still be 
effective in reducing their ability to free-ride at the expense of the sports industry.

From the group which never pays for its illegal access today, around a third have no intention of 
paying in future (17% of the total cohort). Again, this segment can be discounted from the model, 
although its fans’ enjoyment of illicit viewing can be impaired by action to tackle free streaming sites 
and social media feeds carrying pirated sports content.

Crucially, this leaves a significant cohort of fans, 74% of all viewers of illegal sports services, as members of the
“converter cohort”—those consumers potentially willing to convert if they can access a legitimate alternative to 
the pirate services, and if industry action renders their illegal streams unreliable or unavailable.

Identifying the conversion opportunity



Identifying the sports fans willing to convert to legal services

Sizing the converter cohort
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Not all the sports fans in the converter cohort will opt for a legitimate service of course, and it is 
unrealistic to expect that 100% of the revenue lost to sports piracy can be transformed to 
incremental industry income. But the analysis indicates a meaningful proportion of conversion is 
realistically attainable:

• 57% of those in the converter cohort are paying for pirate services, meaning this revenue can be redirected 
from criminal operators to the formal industry.

• 93% are already paying for a legitimate pay TV service, meaning nearly all members of the converter 
cohort have a billing relationship in place already.

• Across the 10 markets sampled by the research, consumers of illegal sports content who pay pirates for 
access already admit to spending a sum equivalent to 50% of the potential revenue gain suggested by the 
model.

• The consumer research reveals that purely economic motives (wanting to save money) are a piracy trigger 
for only a minority of fans.

A series of measures—both deterrents and incentives—that could be effective in tackling sports piracy were 
identified and examined the previous report in this series, Tackling sports piracy in an IP world.

https://www.synamedia.com/whitepapers-reports/tackling-sports-piracy-in-an-ip-world/


Presenting a united front across the industry is crucial

Valuing the revenue potential

Two options apply to the 93% of 
consumers in the converter cohort with 
an existing pay TV service:

a. If the provider can offer access to the events the 
consumer wants, on their device of choice, there 
is potential pay TV upsell. This is valued as the 
price of an additional premium sports tier, above 
the cost of a basic pay TV service.

b. Many consumers would prefer converting to a 
sports streaming provider, even if they already 
have pay TV. In this case, there is a potential 
streaming upsell, either as a new subscription, or 
one bundled by the pay TV provider.
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Modeling the different behaviors of the converter cohort in the event that their pirate services were 
disrupted shows the revenue potential for legitimate pay TV and OTT sports streaming providers, and 
ultimately rights holders, following successful anti-piracy measures.

Two further options apply to the 
remaining 7% of consumers with no 
existing pay TV service in their home:

c. For those sports fans preferring a cable, satellite 
or IPTV service there is a potential full new pay TV 
subscription sale. This is valued based on the full 
value of a pay TV tier with sports access in each 
market.

d. Many of these customers would prefer to convert 
to an OTT service. In this case there is potential 
for a full new standalone OTT streaming 
subscription sale.

Across the converter cohort, the proportion favoring pay TV is 60%, while 40% would prefer an OTT 
subscription. This is the same regardless of whether a consumer has an existing pay TV provider at 
home. This presents an opportunity for OTT providers to pick up revenue from pirates, solving many 
of the access and usability issues that can tempt sports fans to use illegal services in the first place.

Accounting for regional variations in the cost-of-piracy model

Consumer behavior and attitudes towards using pirate sports streaming services vary across global 
regions. This is assessed in the first report in this series, Charting Global Sports Piracy.

Regional data also underpins the model costing sports piracy, which considers:

❖ The prevalence of illegal sports viewing in each global region.

❖ The geographical makeup of the converter cohort.

❖ The cost of basic and premium pay TV packages, and the price of streaming services, in each region 
(and hence the value of an upsell or new customer).

https://www.synamedia.com/whitepapers-reports/charting-global-sports-piracy/


3.0 Converting viewers: 
creating new revenue
Members of the Converter 
cohort have distinctive 
demographics, meaning anti-
piracy messages and offers for 
legitimate alternatives can be 
targeted at the most receptive 
sports fans, particularly those 
who are younger, with young 
families, and those watching a 
wide range of sports using 
connected devices.

Sports streaming services 
emerge as one potential tool to 

woo these reluctant consumers 
of pirate content into new 
customers for the legitimate 
sports video industry.

This targeted approach will 
help the industry capture a 
meaningful proportion of the 
$28bn potential revenue gain 
from successfully tackling 
piracy.
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“Understanding which consumers will convert their 
viewing of illegal streams into a pay TV or streaming 

subscription ensures anti-piracy measures are 
transformed from a cost center to a revenue driver.”
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Focusing anti-piracy on those consumers most likely to go legit

Targeting anti-piracy efforts

While younger fans might be expected to 
be more resistant to changing to 
legitimate sports content, the opposite is 
the case. Younger viewers, 25-34, are 

statistically more likely to be in the converter cohort, 
with a switch to an OTT streaming service the favored
option. Those aged 35-44 are more likely to be willing 
to switch to pay TV. Over 45s, perhaps with more 
entrenched viewing habits, are less likely to convert.

And although women make up a smaller 
proportion of sports fans watching illegal 
services overall, they are actually 
proportionately more likely to be found in 

the converter cohort.

Households with young children (at least 
one child under 10 years old) are 
significantly more likely to be in the 
converter cohort than any other 

household types—indeed 40% of converters fall in this 
group (with a further 22% living with older children). 
Targeting family viewing is likely to be a particularly 
successful strategy for persuading the users of pirate 
services to convert.

There is a very clear correlation between 
the number of individual sports enjoyed 
by fans and their willingness to turn away 
from illegal services. Fans of up to six 

individual sports are relatively less likely to be in the 
converter cohort, while those who enjoy watching 10 
or more sports are more likely to be willing to pay for a 
genuine service.

And while many anti-piracy initiatives 
focus on valuable soccer rights, these 
football fans are equally as likely to be 
found in the group unwilling to convert as 

they are in the converter cohort. It’s frequently the fans 
of niche sports who will prove fruitful targets for a 
conversion campaign—and reinforcing the importance 
of offering a broad range of sports on each platform to 
ensure that fans don’t turn to pirate providers for their 
fix of badminton, volleyball, table tennis or kabaddi.

The consumer research reveals that sports 
fans often turn to pirate services when 
they want access on a device away from 
the main TV screen. These hyper-

connected fans are over-represented in the converter 
cohort, with regular users of smart TVs, streaming 
sticks, games consoles and tablets all markedly keener 
to convert than traditional TV watchers. This highlights 
the crucial need for operators to offer apps and “TV 
Everywhere” access to ensure sports fans can watch 
on every screen, including when they are traveling 
away from home.
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As well as sizing and valuing the number of sports fans in the converter cohort, we can also profile 
them—meaning interventions and marketing campaigns can be targeted efficiently at the segments 
of consumers most likely to switch to legitimate services. 



Understanding the demographics and behaviours of ‘converters’

Profiling the converter cohort
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33% of the converter cohort are aged 25-34, 
with this age group proportionately more likely 
to convert, while viewers aged 45+ less likely to 
be interested in a legitimate service.

Women viewers are proportionately 
more likely to convert than men, with 
female fans making up 23% of the 
converter cohort.

40% of converters are in 
households at least one 
child aged under 10.

Avid fans following more than 
10 different sports are more 
likely to convert than those 
following six or fewer.

71% of the converter cohort regularly 
watches live sports on a smart TV, 56% on 
a computer and 33% by using a streaming 
device like Apple TV, Amazon Fire or 
Chromecast.

33% are 
aged 25-34

23% of 
converters are 

women

40% have young 
families

More likely to be 
super-fans – of 

10+ sports

Regular viewers 
on smart 
devices



For many consumers, OTT streaming is the route away from piracy

The OTT opportunity

The converter cohort

• A striking feature of the converter cohort is the 
preference of 40% of members for OTT streaming 
sports services as their potential route out of 
illegal viewing. And it’s the global sports 
streaming service DAZN that is the most popular 
option—with 11% of those willing to convert to a 
streaming service already subscribing to it.

• Pay TV operators should be able to leverage their 
own streaming platforms and initiatives to 
capture some of this potential market, especially 
when aligned with exclusive rights for sports 
coverage.
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Streaming preferences

• The preference for switching to streaming is even 
more marked in the Asia Pacific region, which 
accounts for well over half of the global sports 
streaming revenue conversion potential.

• This reflects many of the triggers leading 
consumers to seek out illegal services: a desire for 
flexible access without complex installations or 
long contracts, ease of use, availability on every 
device in any location, coupled with a price point 
that is often much lower than a traditional pay TV 
service with premium sports tiers included.

• Single-sport streaming services, often run directly 
by rights owners like UEFA.tv and NFL GamePass
are also popular existing options for converters.

11%

9%

7%
5%

5% 4%
3%

2%
1% 1%

Services already used by members of converter cohort willing to switch from 

illegal to legal streaming (%)



OTT switchers in the converter cohort have distinct economic motivations

Motivations to take OTT services

Members of the converter cohort with a preference for switching to OTT streaming have different 
economic motivations to those converters favoring a traditional pay TV product—potentially 
making them a more attractive target audience.

Of the converters willing to change to cable or satellite services, 42% say they first turned to piracy because 
they did not want to pay anything for an event they wanted to view. But of the converters preferring a 
legitimate streaming option, a similar proportion (41%) say their trigger to seek out illegal content was an 
event for which they did not want to pay as much.

In other words, these OTT switchers attach a higher value to sports, and indicate a stronger 
willingness to pay something than those willing to consider a more traditional pay TV service. The 
message is clear: for existing pay TV operators, launching or bundling streaming services and TV 
Everywhere access is an essential tool in the fight against piracy. And for the nascent live sports 

streaming market, consumers currently using illegal services represent a significant target market.

Rights owners striving to reduce leakage to piracy will benefit from ensuring that sports leagues and events 
are available in each market on flexible OTT streaming services, while rights owners’ own platforms can 
address those consumers wanting to access specific events that may not be part of their regular TV package.
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42%

25%

22%

41%

9%

13%

9%

10%

18%

10%

Would convert to

cable/satellite

Would convert to OTT

streaming

Initial gateway triggers to piracy for converter cohort members (% of group)

Did not want to pay 
anything for event

Did not want to pay 
high price for event

Wanted to watch on 
connected device

Event not available 
any other way in 
country

Pirate service 
easier and quicker



Pay TV operators, streamers and rights owners all stand to benefit

A global opportunity
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By analyzing where in the world members 
of the converter cohort are based, the 
varying global cost of piracy—and hence 
the industry’s revenue potential—is 

revealed. The heat map on page 7 highlights the global 
hotspots, with Asia Pacific and North America forming 
more than half of the conversion potential between 
them.

But this doesn’t tell the whole story. Benchmarking the 
revenue that could be gained by successfully tackling 
piracy against the value of legitimate pay TV and 
streaming revenue, highlights those regions with the 
most potential to convert the cost of piracy to new 
industry revenues.

The major pay TV markets of Europe and 
North America account for two-thirds of 
global pay TV revenue and well over a third 
of the potential revenue to be gained by 

effective strategies to convert illegal sports viewing to 
new paid-for services, with the high value of customers 
in these markets creates an additional incentive for 
operators.

As well as the huge potential for new streaming 
revenues in Asia Pacific, there is significant upside in 
Latin America and the Middle East and North Africa—
each with a multi-billion-dollar potential. 

Engaging, and retaining, new pay TV and streaming 
customers by helping them switch from illegal 
providers will create significant long-term value for the 
industry, ultimately increasing the value of sports rights 
for global rights owners and rights buyers.

3.4

6.7

13.2

21.5

25.6

35.8

87.1

Average subscription revenue per pay 

TV contract (2020 - $/month)

North America

MENA

Western 
Europe

LatAm

Sub-Saharan Africa

Central & Eastern 
Europe

Asia Pacific



Additional revenue opportunities benefit the wider industry

The upside for sports rights holders
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The additional revenue reaching pay TV 
and sports streaming services benefits 
the industry as whole, and enhances the 
value of sports rights.

Licensees are increasingly savvy about the impact of 
piracy on the value of the rights they buy. As outlined 
in the previous report in this series, pay TV and OTT 
platforms are already factoring in piracy in their 
markets when deciding how much rights are worth to 
them. Less “leakage” ultimately translates to higher-
value rights.

“To ignore piracy is very short term, it risks the longer-term 
value of the rights. You can’t expect the broadcast partner 

alone to look after your content.”

—International soccer rights holder 

As sports rights holders increasingly offer 
their own direct-to-consumer services 
they recognize the benefit of lower 
piracy. Indeed, many in the industry have 

noted rights holders’ renewed vigor in addressing 
piracy coincides with their own initiatives to monetize 
rights directly.

The biggest consumers of illegal content are the most 
avid sports fans. Rights holders benefit from better 
engagement with their biggest fans when they’re 
serving up high-quality legitimate content.



A quarter of consumers won’t pay or can’t pay

Focusing action where it pays
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While no one in the industry will tolerate free riders consuming valuable sports content illegally, 
the evidence suggests that the 26% “unconvertible” cohort is extremely unlikely either to stop 
watching pirate content, or to provide any revenue to rights owners and platform providers. 
Indeed, 32% of the “unconvertible” cohort say they have no intention of changing their current 

behavior, compared with 14% of the convertible cohort.

These behavioral indicators are crucial, as they reveal intended behavior even if there is no change to these 
sports fans’ ability to access illegal streams.

The hardcore unconvertible pirates should not be ignored, but focusing on the lucrative converter cohort 
makes far more business sense for the industry. And any deterrent initiatives aimed at nudging converters in 
the right direction will also help disrupt access for those with no intention of paying legitimate providers.

15%

17%

19%17%

32%

Intentions for live sport viewing in the 

next year – Unconvertible cohort (%)

24%

17%

28%

16%

14%

Intentions for live sport viewing in the 

next year – Convertible cohort (%)

Switch only to legitimate Begin using legitimate
Increase use of legitimate Reduce or stop legitimate
Continue behavior unchanged

More legitimate 
viewing

Less legitimate 
viewing



Focus anti-piracy initiatives on the consumers willing to convert

Strategies for success
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The previous report in this series highlighted the many initiatives that sports rights owners and their 
rights-holding broadcasters, TV and streaming platforms can use to offer consumers an effective 
balance of  incentives and deterrents to go legit.

58% 54% 61% 66% 68%54% 45% 53% 59% 63%

Being fined Team financial impact Banned as supporter Poor video quality Stream stopping mid-

game

Deterrents that would cut consumption of pirate sports services (%)

Converter cohort Unconvertibles

Adding further weight to those findings, the analysis in this report indicates that these measures will be 
proportionately more successful with the converter cohort.

Converters are significantly more likely to be concerned that the illegal streams they watch will 
suffer from unreliability, poor quality and pixilation, commentary in another language to theirs, or 
too many pop-up adverts. As a result, anti-piracy initiatives that focus on disrupting or degrading 

illegal streams—particularly cutting off streams mid-game—are likely to be more effective at frustrating fans in 
the converter cohort.

And the converters are also significantly more likely to fear the legal and social consequences of accessing 
illegal content. They are more likely to be deterred from using pirate services if they risked being fined or their 
employer finding out, if it had a financial impact on their favorite club, or if they risked being banned from 
attending matches as a supporter. This means that legal action and consumer education are also most likely to 
be effective with the sports fans willing to turn to legitimate viewing options.



Maximizing conversion of pirate viewing into new revenue

Tailoring anti-piracy initiatives

This groundbreaking new model for 
assessing the true cost of sports piracy 
recognizes that the triggers for consumer 
consumption of illegal services are 

complex and nuanced. Just as there is no single type 
of consumer, there is no-one-size-fits all solution.

This new analysis shows that this action will be 
particularly successful with the three-quarters of 
“reluctant” consumers of pirate streams who are 
potentially willing to convert. And it reveals the $28bn 
prize pot for the industry as a result.

By recognizing the diverse range of 
behavioral pathways that consumers are 
likely to take should their pirate services 
be disrupted, the targeted approaches 

that should result in real revenue gain become clear. 
The question of tackling piracy no longer needs to be 
seen in monochrome, but as a series of nuanced 
behavioral shades where changes in approach will 
yield changes in behavior.
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Learn more about sports piracy and some of the 
solutions through previous reports in this series

https://www.synamedia.com/whitepapers-reports/charting-global-sports-piracy/
https://www.synamedia.com/whitepapers-reports/tackling-sports-piracy-in-an-ip-world/


Online quantitative study of more than 6,000 sports fans aged 18-64

5.0 Notes on methodology

Ampere Analysis ran an online 
quantitative study of over 6,000 sports 
fans aged 18-64 in March 2020, before the 
coronavirus-related lockdown and event 
suspension.

The study was run in ten markets: 
Brazil, Egypt, Germany, India, Italy, 
Jordan, Malaysia, Saudi Arabia, UK 
and USA.

Respondents were chosen based 
on their experience of watching 
sport on TV.

Segments were created using a k-means 
cluster analysis which groups similar 
consumers into distinct groups.

Pay TV and OTT 
services in the 

home

Passion for 
watching sport

Frequency of 
accessing illegal 

content

Types of services 
and devices used to 

watch illegal 
content

Drivers of using 
services and 

devices to watch 
illegal content

Opinion of the 
ethics of 

consuming illegal 
content

The analysis resulted in 
five distinct groups of 
consumers, each with 
varied attitudes and 
behaviors around 
accessing illegal sports 
content streams.

Study Background

Clustering criteria

Industry interviews were conducted 
throughout the process to aid in survey 
design and report formulation, and to 
ensure stakeholder concerns were 
adequately reflected.
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http://www.ampereanalysis.com/
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