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KICK OFF

Sport. There’s something about it. What else but a last
minute winner prompts us to spontaneously and
simultaneously erupt? We lay emotions bare as we
shout at televisions, throw drinks in the air, and wrap
arms around strangers with whom we’ve never spoken.
The ability of sport to bring people together is
unparalleled. In jubilation or desolation, our differences
are set aside. For one moment we are one. We are seen.
We belong. 

Never has there been as much sport available for as many to watch as during the Covid-19
pandemic and yet no one that I’ve spoken with can remember more than fleeting moments of
the action. Why is that? Put simply, it’s because without the shared experience our emotion
counts for near to nothing. 

Since setting up FANZO we’ve asked thousands of people to tell us their favourite sporting
memory. Not once has someone begun their answer: “this one time, I was sitting at home by
myself and…” nor: “well we were watching the match together on Zoom when…” Memories are
made together, in the flesh, living out life in the moment, not on replay.

For some the stand out moments come at the stadium, but there’s a problem. Stadiums have
limited capacity, are fixed in one location, and often carry exorbitant costs. It doesn’t matter
how much you love Barcelona, if you live in Lichfield you’re not at the Nou Camp every week. 

So here’s the opportunity for pubs. As this report shows, there is an opportunity to bring fans
together and create unforgettable sporting memories every single week. From World Cups
and Premier Leagues to Euros and Super Bowls, there are so many memories to be made. 
 With the help of this report, you’ll ensure they’re created in your pub and not forgotten on a
sofa at home.

Dominic Collingwood, Co-founder of FANZO 
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THE VALUE OF THE
SPORTS FAN

L i v e  s p o r t s  a r e  a  k e y  f o o t f a l l  d r i v e r  t o  p u b s  f o r
s p o r t s  f a n s .  A  t h i r d  o f  t h e i r  v i s i t s  t o  p u b s  a r e  t o
w a t c h  l i v e  s p o r t s .  T h i s  n o t  o n l y  s h o w s  t h e  p o w e r  o f
s p o r t  i n  a t t r a c t i n g  c u s t o m e r s  t o  p u b s ,  b u t  a l s o
s h o w s  t h e  p o w e r  o f  s p o r t  i n  d r i v i n g  i n c r e m e n t a l  p u b
v i s i t s  a n d  i n s t i g a t i n g  c u s t o m e r  l o y a l t y .  S p o r t s  f a n s ,
i n  g e n e r a l ,  v i s i t  t h e  p u b  4 2 %  m o r e  o f t e n  t h a n  t h e
a v e r a g e  U K  a d u l t .  

S p o r t  c a n  e x p a n d  t h e  r e p e r t o i r e  o f  p u b s  f o r  a
c u s t o m e r .  I n t r o d u c i n g  t h e m  t o  n e w  v e n u e s  t h a t
t h e y  p e r h a p s  h a v e  n e v e r  b e e n  t o  b e f o r e .  T h e
e x p o n e n t i a l  i m p a c t  c a n  b e  s i g n i f i c a n t ,  a s ,  o n
a v e r a g e ,  t h e  g r o u p  s i z e  f o r  c u s t o m e r s  w a t c h i n g  l i v e
s p o r t s  i n  p u b s  i s  h i g h e r  t h a n  a v e r a g e ,  4  p e o p l e  p e r
v i s i t .  T h i s  c r e a t e s  a  h u g e  o p p o r t u n i t y  f o r  p u b s  t o
b e  a t t r a c t i n g  n e w  c u s t o m e r s  t o  v e n u e s .  J u s t
i m a g i n e  t h a t  o n e  o f  t h e s e  4  f r i e n d s  h a s  n o t  b e e n  t o
t h i s  p a r t i c u l a r  p u b  b e f o r e  a n d  t h e y  t h e n  b r i n g  1
n e w  f r i e n d  t o  t h e i r  n e w  f a v o u r i t e  p u b ,  a n d  s o  o n .
Y o u  c a n  s e e  h o w  q u i c k l y  i t  c a n  g r o w .  S p o r t  h a s  t h e
p o w e r  t o  b r i n g  p e o p l e  t o g e t h e r ,  b u t  i t  a l s o  h a s  t h e
p o w e r  t o  b r i n g  n e w  c u s t o m e r  a n d  c r e a t e  n e w
o c c a s i o n s .

N o t  o n l y  i s  t h e  s p o r t s  f a n  a  l o y a l  c u s t o m e r  b u t  t h e y
a r e  a l s o  a  v a l u a b l e  o n e .  T h e y  s p e n d  a n  a v e r a g e  o f  3
h o u r s  i n  t h e  v e n u e  p e r  v i s i t -  a n d  4 4 %  s p e n d  m o r e
t h a n  3  h o u r s .  A s  a  r e v e n u e  g e n e r a t o r ,  t h e  s p o r t s
f a n  c a n  b e  r e l i e d  o n  t o  s p e n d  r o u g h l y  £ 3 0  o n  d r i n k s
p e r  v i s i t .  T h e y  a l s o  s p e n d  m o n e y  o n  f o o d ,  £ 1 2 . 1 0  o n
a v e r a g e ,  h o w e v e r ,  h e r e  l i e s  a n  o p p o r t u n i t y  f o r
p u b s .  4  i n  1 0  d o n ’ t  g e n e r a l l y  b u y  a n y  f o o d  w h e n
t h e y  w a t c h  l i v e  s p o r t s  i n  a  p u b .  T h a t ’ s  a n
i n c r e d i b l e ,  u n t a p p e d ,  c u s t o m e r  b a s e  f o r  p u b s  t o
e x p l o i t .  B y  g e t t i n g  t h e  f o o d  p r o p o s i t i o n  r i g h t ,  p u b s
c a n  o p e n  u p  a n  i n c r e m e n t a l  r e v e n u e  s t r e a m  t h a t
h a s  t h e  p o t e n t i a l  t o  b e  r e p e a t e d  a c r o s s  t h e  y e a r  a s
t h e s e  c u s t o m e r s  k e e p  c o m i n g  b a c k  f o r  t h e i r  l i v e
s p o r t s  f i x .  S p o r t  h a s  t h e  p o w e r  t o  s c o r e  p u b s  b i g
w i n s  t h r o u g h o u t  t h e  y e a r .  

22%
Sports  fans
v is i t  a  pub  to
watch  l i ve
sport  a t  l east
once  a  week

3
They  have  a  reperto i re
of  3  pubs ,  on  average ,
in  wh ich  they  watch  l i ve
sports  regu lar ly  and
they  s tay  for  an
average  of  3  hours  per
v is i t  

4 I s  the  average  group  s i ze
of  sports  fans  watch ing
l i ve  sports  in  pubs  

£29
I s  the  average
dr inks  spend .  per
person ,  when
watch ing  l i ve
sports  in  pubs

64%
Of  pub l icans
be l ieve  that
l i ve  sports  i s
prof i tab le  for
the i r  bus iness



THE YEAR OF
SPORT 2022

17.7M Wi l l  watch  a  Men ’s
Premier  League  game
in  a  pub  th is  year

7.8M Wi l l  watch  a  Women 's
Super  League  game in
a  pub  th is  year

15.1M Wi l l  watch  the  Men ’s
UEFA  Champions  League
F ina l  i n  a  pub  th is  year

10.4M Wi l l  watch  a  2022  Men 's  S ix
Nat ions  Rugby  Championsh ip
game in  a  pub  th is  year

8.8M Wi l l  watch  a  2022  Women ’s
Footba l l  European  Championsh ip
game in  a  pub  th is  year

16.1M Wi l l  watch  a  2022  Men 's  F IFA
Wor ld  Cup  game in  a  pub  th is
year

7.8M Wi l l  watch  th is  year ’ s
Wimb ledon  Tenn is  Championsh ip
in  a  pub
 

(The  be low  are  based  on  the  tota l  UK  adu l t  popu lat ion  o f  52m)

J u s t  w h e n  y o u  t h i n k  a  s p o r t i n g  y e a r  c a n ’ t  g e t  a n y  b i g g e r ,  t h e  v e r y  n e x t
y e a r  r o l l s  i n t o  v i e w  a n d  s o m e h o w  m a n a g e s  t o  o f f e r  e v e n  m o r e  p o t e n t i a l
t h a n  t h e  l a s t .  W e  m a y  h a v e  h a d  a  b u m p e r  y e a r  i n  2 0 2 1 ,  w i t h  t h e
r e a r r a n g e d  O l y m p i c s  a n d  t h e  M e n ’ s  E u r o p e a n  F o o t f a l l  t o u r n a m e n t  –  w h i c h
u l t i m a t e l y  e n d e d  i n  h e a r t b r e a k  f o r  a n y  E n g l a n d  f a n s  a n d  j o y f u l
s c h a d e n f r e u d e  f o r  p r e t t y  m u c h  e v e r y o n e  e l s e !  H o w e v e r ,  2 0 2 2  p r o m i s e s  t o
b e  a n o t h e r  o n e  f o r  t h e  r e c o r d  b o o k s  w i t h  a  b u m p e r  s c h e d u l e  o f  s t a n d o u t
s p o r t  a h e a d .  F r o m  t h e  r a c e  f o r  t h e  t o p  4  ‘ h o t t i n g ’  u p  i n  t h e  M e n ’ s  P r e m i e r
L e a g u e ,  t o  t h e  i n c r e a s i n g  p o p u l a r i t y  o f  t h e  W o m e n ’ s  S u p e r  L e a g u e ,
t h r o u g h  t o  t h e  W o m e n ’ s  E u r o s  a n d  t h e  M e n ’ s  W o r l d  C u p  a t  t h e  e n d  o f  t h e
y e a r .  2 0 2 2  w i l l  b e  a  f e a s t  f o r  t h e  f o o t b a l l  f a n .  T h r o w  i n  b o t h  t h e  m e n ’ s
a n d  w o m e n ’ s  R u g b y  S i x  N a t i o n s  t o u r n a m e n t s ,  W i m b l e d o n ,  a n d  t h e
p o s s i b i l i t y  o f  a  T y s o n  F u r y  a n d / o r  A n t h o n y  J o s h u a  b i g  f i g h t - n i g h t  a n d
y o u ’ v e  g o t  t h e  r e c i p e  f o r  s u c c e s s  f o r  p u b s  u p  a n d  d o w n  t h e  U K .  

The  customer



THE YEAR OF
SPORT 2022

1

UK pub l icans  th ink  that  the
fo l low ing  sport ing  events l  w i l l  be
the  most  prof i tab le  for  the i r  pubs
in  2022

P u b l i c a n s  a g r e e  t h a t  t h i s  y e a r  i s  g o i n g  t o  b e  a  p r o f i t a b l e  o n e
f o r  t h e i r  b u s i n e s s .  O f  t h o s e  t h a t  c u r r e n t l y  s h o w  l i v e  s p o r t s ,  t h e
m a j o r i t y  b e l i e v e  t h a t  t h e  M e n ’ s  P r e m i e r  L e a g u e  w i l l  b e  t h e  m o s t
p r o f i t a b l e ,  w h i c h  i s  a  t e s t a m e n t  t o  t h e  r e g u l a r i t y  o f  i n c o m e  t h a t
w e e k l y  l i v e  f o o t b a l l  c a n  b r i n g  –  e s p e c i a l l y  a s  t h e  s e a s o n  i s
s t a r t i n g  t o  r e a c h  i t s  c l i m a x .  E n c o u r a g i n g l y ,  h o w e v e r ,  w e  s e e
p u b l i c a n s  p u t t i n g  g r e a t  f a i t h  i n  t h e  b e n e f i t s  o f  s t a n d a l o n e
t o u r n a m e n t s  a n d  ‘ b i g  f i n a l s ’  t o  b r i n g  i n  t h e  c u s t o m e r s .  T h e
M e n ’ s  R u g b y  S i x  N a t i o n s  a n d  C h a m p i o n s  L e a g u e  f o o t f a l l  f i n a l s
l o o k  l i k e  t h e y  w i l l  b e  b i g  b u s i n e s s  f o r  p u b l i c a n s  t h i s  y e a r .  T h i s
y e a r  i s  a l s o  a  u n i q u e  o n e  f o r  f o o t b a l l  f a n s  a s  t h e  F I F A  W o r l d  C u p
m o v e s  t o  t h e  e n d  o f  t h e  y e a r ,  w i t h  t h e  t o u r n a m e n t  k i c k i n g  o f f
o n  2 1 s t  N o v e m b e r  a n d  t h e  f i n a l  o n  1 8 t h  D e c e m b e r .  I t  p r o m i s e s  t o
a d d  a n  e x t r a  d i m e n s i o n  t o  t h e  t r a d i t i o n a l  f e s t i v e  p e r i o d  a n d  w i l l
c e r t a i n l y  b e  t h e  c r e a t o r  o f  s o m e  u n i q u e  a t m o s p h e r e s  i n  p u b s
t h r o u g h o u t  t h e  C h r i s t m a s  p e r i o d .  A n  o p p o r t u n i t y  n o t  t o  b e
m i s s e d .  

The  pub l ican
Men ’s  Premier  League
footba l l  

2 Men ’s  Rugby  S ix  
Nat ions  

3 Men ’s  UEFA  Champions
League  F ina l  

4 Men ’s  F IFA  Wor ld  Cup
2022  



MAKING A SUCCESS OF
LIVE SPORTS IN PUBS

58%
57%
49%
35%
33%

Top  5  th ings  that  customers  want
f rom pubs  showing  l i ve  spor ts

39%
31%
30%
19%
16%

C u s t o m e r s  a n d  p u b l i c a n s  a g r e e  a s  t o  w h a t  m a k e
a  g r e a t  l i v e  s p o r t s  p u b  ‘ g r e a t ’ .  A  c o m b i n a t i o n  o f
a  q u a l i t y  s e t  u p  ( s c r e e n s  a n d  s o u n d )  a n d  b e i n g
a b l e  t o  g e n e r a t e  t h e  a t m o s p h e r e  t h a t  s e t s  i t
a p a r t .  P u b l i c a n s ,  i n  g e n e r a l ,  p l a c e  a  h i g h e r  l e v e l
o f  i m p o r t a n c e  o n  a l l  t h e s e  f a c t o r s  t h a n
c u s t o m e r s  b u t  b r o a d l y  s p e a k i n g  b o t h  p a r t i e s
a r e  a f t e r  t h e  s a m e  t h i n g .  W h i l s t  i t  m a y  b e
r e l a t i v e l y  e a s i e r  t o  e n s u r e  y o u ’ r e  s e t u p  i s  t o p
n o t c h ,  i t  c a n  b e  m u c h  h a r d e r  t o  m a n u f a c t u r e  t h e
e l u s i v e  ‘ a t m o s p h e r e ’  t h a t  s p o r t s  f a n s  c r a v e .  

O n e  t h i n g  t h a t  i s  f o r  c e r t a i n  i s  t h a t  t h e  r e c e n t
p a n d e m i c  a n d  s u b s e q u e n t  l o c k d o w n s  h a v e
f o r g e d  n e w  a t t i t u d e s ,  b e h a v i o u r s ,  a n d
e x p e c t a t i o n s  f o r  c u s t o m e r s .  W h e n  i t  c o m e s  t o
w a t c h i n g  s p o r t s  o n  T V ,  w e  g r e w  a c c u s t o m e d  t o
w a t c h i n g  t h e  b i g  g a m e s  a t  h o m e ,  a l o n e ,  w i t h
f r i e n d s  a n d / o r  f a m i l y  a n d  e n j o y i n g  d r i n k s  a n d
f o o d  e i t h e r  m a d e  a t  h o m e  o r  t a k e a w a y s .  S p o r t s
f a n s ,  t h e r e f o r e ,  w a n t  m o r e  t h a n  a  s i m p l e  r e p l i c a
o f  t h i s  e x p e r i e n c e  w h e n  t h e y  v e n t u r e  o u t  t o  a
p u b .  T h e y  w a n t  s o m e t h i n g  t h a t  t h e y  c a n ’ t  g e t  a t
h o m e .  S o  o f  c o u r s e ,  t h e y  w a n t  t h e  b i g g e r
s c r e e n s ,  a n d  t h e y  w a n t  t h e  r i c h  s o u n d s ,  b e c a u s e
t h e y  w a n t  t o  f e e l  l i k e  t h e y  a r e  t h e r e  –  i n  t h e
m o m e n t .  T h e y  a l s o  w a n t  t h a t  b u z z  a n d  t h a t
a t m o s p h e r e  t h a t  y o u  j u s t  c a n ’ t  r e p l i c a t e  a t
h o m e .  Q u a l i t y  o f  d r i n k s  a l s o  m a k e s  t h e  t o p  5 ,  f o r
b o t h  c u s t o m e r s  a n d  p u b l i c a n s ,  w h i c h  s h o w s  t h a t
i t ’ s  n o t  j u s t  a l l  a b o u t  t h e  s p o r t  –  y o u ’ v e  g o t  t o
d e l i v e r  o n  t h e  b a s i c s  t o o ,  a n d  w i t h  e a c h  s p o r t s
f a n  s p e n d i n g  £ 3 0  o n  a v e r a g e  o n  d r i n k s  p e r  v i s i t ,
t h e  r e w a r d s  f o r  g e t t i n g  i t  r i g h t  c a n  c e r t a i n l y
a d d  u p  t h r o u g h o u t  t h e  y e a r .  

P u b s  s h o u l d  a l s o  c o n s i d e r  i n t r o d u c i n g  p r e -
b o o k i n g  a n d  t a b l e  s e r v i c e ,  i f  t h e y  h a v e n ’ t
a l r e a d y ,  f o r  t h e s e  b i g  o c c a s i o n s ,  a s  f a n s  w a n t  t o
e n s u r e  t h a t  t h e y  c a n  s e e  t h e  a c t i o n  a n d  t h e y
a l s o  d o n ’ t  w a n t  t o  m i s s  a  s e c o n d  o f  i t !  I f  t h e y ’ r e
g o i n g  t o  b e  l e a v i n g  t h e  c o n f i n e s  o f  t h e i r  h o m e s ,
t h e n  t h e y  w a n t  t o  h a v e  s o m e  a s s u r a n c e s  t h a t  i t
w o n ’ t  m e a n  t h e y ’ r e  g o i n g  t o  m i s s  o u t  o n  w h a t
m a t t e r s  m o s t .

Top  5  th ings  that  pub l icans
be l ieve  customers  want  f rom
pubs  showing  l i ve  spor ts

A t m o s p h e r e
Q u a l i t y  s c r e e n s
S c r e e n  n u m b e r s
Q u a l i t y  s o u n d
Q u a l i t y  d r i n k s

Q u a l i t y  s c r e e n s
A t m o s p h e r e
S c r e e n  n u m b e r s
Q u a l i t y  s o u n d
Q u a l i t y  d r i n k s

29%
Sports  fans  wou ld  l i ke
to  be  ab le  to  pre-book
a  tab le/seats  w i th  a
guaranteed  v iew  of  a
screen

25%
Sports  fans  want  tab le
order ing  &  payment  v ia
mob i les  –  so  they  don ’ t
have  to  m iss  any  of  the
act ion

65%
of  pub l icans  be l ieve
that  showing  sports  in
the i r  pub  has  he lped
att ract  customers  back
to  the i r  venues  s ince
re-open ing



We are a sports-based bar in a fair-sized town, with a video wall, 2
x 50-inch screens and 4 smaller screens, showing all and any sport
that is on, but obviously mainly English football.

The first key to success has been ensuring that all parts of the
pub can show different games and also have different sound
systems to allow commentary. This helps generate atmosphere all
around. 

The quality of screens and the ability to split the sound systems is
a massive help to us, it allows us to create different atmospheres
around the pub. It’s been a significant investment but the
feedback we get from customers is that watching sport at the
Bluestone now far exceeds what they can have at home.
Upgrading our screens and having best-in-class sound systems
have been worth their investment, for sure.

The second key idea has been creating conversation around the
games that people watch. For us, that means running prediction
games, quizzes, and sweepstakes to add a little spice to the
customer experience. Activities with drinks brands, apps like
FANZO, and our own initiatives keep people engaged, even when
their team is losing!

Being set up for sport on the screen isn’t enough though. You
have to shout about it. Even then, it’s not just the new customers
but reminding our regulars that game X or race Y is on and
available. We’re extremely active on social media, spend time
educating our staff to be knowledgeable and engaged with sport,
and use FANZO to get the word out.

Andy Clennet, Licensee of the Bluestone Inn in Immingham

CASE STUDY
BLUESTONE INN,
IMMINGHAM



BRINGING ‘NEW’
FANS TO THE PUB

 

T h e  s a m e  c a n  b e  s a i d  f o r  f a m i l i e s .  T h e r e  i s  a  p e r c e p t i o n
t h a t  s p o r t i n g  e v e n t s  i n  p u b s  a r e  r e s e r v e d  f o r  a  c e r t a i n
t y p e  o f  s p o r t s  f a n  a n d  t h a t  t h e y  m a y  n o t  a l w a y s  b e  t h e
b e s t  p l a c e  t o  t a k e  y o u n g  c h i l d r e n .  H o w e v e r ,  w e  k n o w
t h a t  f a m i l i e s  w i t h  y o u n g  c h i l d r e n  a r e  i n c r e d i b l y  v a l u a b l e
c u s t o m e r s  f o r  p u b s ,  w i t h  f a m i l y  d i n i n g  o c c a s i o n s ,  i n
p a r t i c u l a r ,  r e p r e s e n t i n g  a  £ 3 . 3  b i l l i o n  o p p o r t u n i t y  f o r
a d d i t i o n a l  r e v e n u e  i n  2 0 2 2  ( s o u r c e :  K A M  F a m i l y  D i n i n g
R e p o r t ) .  Y e t  8  i n  1 0  p u b l i c a n s  a r e n ’ t  d o i n g  a n y t h i n g ,  i n
p a r t i c u l a r ,  t o  a t t r a c t  f a m i l i e s  t o  t h e i r  p u b s  f o r  l i v e
s p o r t i n g  o c c a s i o n s .  T h e r e  i s  a  g r e a t  o p p o r t u n i t y  b e i n g
m i s s e d  h e r e  a s ,  y o u  c o u l d  a r g u e ,  t h e i r  c e i l i n g  f o r  s p e n d
o n  d r i n k s  A N D  f o o d  i s  h i g h e r  f o r  a  f a m i l y  o f  f o u r ,  f o r
e x a m p l e  t h a n  f o r  a  g r o u p  o f  4  f r i e n d s .  

82%
Of  pub l icans  don ’ t
cur rent ly  do  anyth ing
part icu la r  to  encourage
customers  to  watch  l i ve
‘women ’s ’  spor t ing  events
in  the i r  pubs

80%
Of  pub l icans  don ’ t  cur rent ly
do  anyth ing  par t icu la r  to
encourage  fami l ies  to  watch
l i ve  spor ts  in  the i r  pubs

1 1 . 7  m i l l i o n  p e o p l e  i n  t h e  U K  w a t c h e d  E n g l a n d ’ s
s e m i - f i n a l  d e f e a t  t o  t h e  U S A ,  a t  t h e  2 0 1 9
W o m e n ’ s  W o r l d  C u p  o n  T V  a n d  s i n c e  t h e n  t h e
w o m e n ’ s  g a m e  h a s  n o t  l o o k e d  b a c k .  A t  t h e  s t a r t
o f  t h e  2 0 2 1 / 2 2  s e a s o n ,  S k y  S p o r t s  a n n o u n c e d  a
n e w  3 - y e a r  d e a l  a s  t h e  p r i m a r y  b r o a d c a s t e r  f o r
t h e  W S L  a n d  h a s  t h e  r i g h t s  t o  s h o w  u p  t o  4 4
m a t c h e s  p e r  s e a s o n .  A l o n g s i d e  a  m i n i m u m  o f  1 8
g a m e s  p e r  y e a r  t o  b e  a i r e d  o n  t h e  B B C .  

7.8M Peop le  w i l l  watch  a  Women 's  Super  League  game in  a  pub  th is  year

8.8M Peop le  w i l l  watch  a  2022  Women ’s  European  Championsh ip  game in  a  pub  th is  year

6.2M Peop le  w i l l  watch  a  Women ’s  2022  Cr icket  Wor ld  Cup  match  in  a  pub  th is  year

7.3M Peop le  w i l l  watch  a  Women ’s  Rugby  S ix  Nat ions  match  in  a  pub  th is  year

T h e  ‘ b i g ’  t o u r n a m e n t s  a p p e a r  t o  b e  t h e  g a t e w a y  f o r  s p o r t s  f a n s  i n t o  w a t c h i n g  m o r e
w o m e n ’ s  s p o r t s  i n  p u b s .  W i t h  8 . 8 m  p e o p l e  s a y i n g  t h e y  w i l l  w a t c h  a t  l e a s t  o n e  g a m e  f r o m
t h e  2 0 2 2  E u r o s  i n  a  p u b  t h i s  y e a r .  T h i s  i s  t h e  s e t  t o  b e  t h e  m o s t  v i e w e d  s p o r t i n g
o c c a s i o n  b u t  i s  c l o s e l y  f o l l o w e d  b y  g a m e s  i n  t h e  W S L ,  t h e  C r i c k e t  W o r l d  C u p  a n d  R u g b y
S i x  N a t i o n s .  A l l  o f  t h e s e  w o m e n ’ s  s p o r t i n g  e v e n t s  r e p r e s e n t  f a n t a s t i c  o p p o r t u n i t i e s  f o r
p u b s  t o  b r i n g  i n  n e w  s p o r t s  f a n s  t o  t h e i r  v e n u e s .  H o w e v e r ,  c u r r e n t l y  8 2 %  o f  p u b l i c a n s
d o n ’ t  c u r r e n t l y  d o  a n y t h i n g  p a r t i c u l a r  t o  e n c o u r a g e  c u s t o m e r s  t o  w a t c h  l i v e  ‘ w o m e n ’ s ’
s p o r t i n g  e v e n t s  i n  t h e i r  p u b s .  W h i l s t  i t  c o u l d  b e  a r g u e d  t h a t  t h e y  s h o u l d n ’ t  h a v e  t o  d o
a n y t h i n g  d i f f e r e n t l y ,  i t  s t i l l  r e m a i n s  t h a t  t h e  w o m e n ’ s  g a m e  t r a i l s  b e h i n d  t h e  m e n ’ s  w h e n
i t  c o m e s  t o  a d v e r t i s i n g  a n d  g e n e r a l  a w a r e n e s s .  S o  m a y b e  p u b s  s h o u l d  b e  l o o k i n g  t o  d o
s o m e t h i n g  d i f f e r e n t  t o  a t t r a c t  c u s t o m e r s  t o  t h e i r  p u b s  f o r  t h e s e  e v e n t s .  W i t h  t h e
n u m b e r s  w e ’ r e  t a l k i n g  a b o u t ,  i t ’ s  c l e a r  t h a t  t h e r e  a r e  b i g  r e w a r d s  f o r  t h o s e  p u b s  w h o  d o
g o  t h e  e x t r a  m i l e



Nailing opportunities around new audiences isn't something that
can be done overnight - it's a process that takes patience and
commitment. Don't expect to put Aussie Rules Footy on a Monday
and have a full venue by the Tuesday” according to See Baron,
Marketing Activations Manager at Beds & Bars.

Beds & Bars, an international group of sports bars, traditional
pubs, and hostels, started by slowly changing the feel of their bars
to be more inclusive and diverse. “We tailored the offering
depending not just on the sport, but the general time of year and
magnitude of the event. We premiumised what we were offering,
selling an experience rather than a service to customers.”

By reaching out to sports teams and supporter groups directly,
Beds & Bars created fantastic relationships with the champions of
‘niche’ sports in their home cities. Taking AFL as an example, they
wanted to ensure there was no better place to watch the match
and then use social networks to tell AFL fan groups about that.

The booking system has been optimised to help both promote and
streamline appealing to a wider audience. “By adding a specific
booking type, eg, 'Women's Euros', it highlights to the consumer
that we take the sport seriously and helps us manage the various
events by knowing exactly why someone is coming to our venue.
Booking numbers are through the roof, for both the blockbuster
events and the smaller ones.”

“The challenge is juggling a huge variety of sports all at once -
staying on top and being honest with the consumer is the best
way to be. If a customer books in for the F1 and there won't be
commentary, they'll know that before they arrive so there are no
unwelcome surprises.”

Ultimately, it's all about consistency. If you're going to champion a
'niche' sport you have to constantly promote and provide an
excellent experience for those customers, not just throwing the
channel on when someone asks.

CASE STUDY
BEDS & BARS



THE POWER OF SEARCH

4
Sports  fans  dec ide  to  go  to
a  pub  to  watch  a  l i ve
sport ing  event  4  days  in
advance ,  on  average

W e ’ v e  m a d e  t h e  d e c i s i o n  t o  g o  o u t  t o  w a t c h
t h e  ‘ b i g  g a m e ’ ,  h o w e v e r ,  h o w  d o  w e  c h o o s e  a
v e n u e  a n d ,  c r u c i a l l y ,  w h a t  a r e  t h e  b e s t
m e t h o d s  f o r  o p e r a t o r s  a n d  b r a n d s  t o
i n f l u e n c e  t h i s  d e c i s i o n ?  8 2 %  o f  c o n s u m e r s
u s e  a t  l e a s t  o n e  ‘ t o o l ’  t o  h e l p  t h e m  c h o o s e  a
v e n u e .  T h i s  r e p r e s e n t s  a  h u g e  o p p o r t u n i t y  t o
i n f l u e n c e  t h e  d e c i s i o n .  G e n e r a l  i n t e r n e t
s e a r c h i n g  a n d  t h e   F A N Z O  a p p  a r e  t h e  m a i n
s o u r c e s  o f  h e l p  f o r  s p o r t s  f a n s .  B r a n d s  a n d
o p e r a t o r s  n e e d  t o  e n s u r e  t h e y  a r e  t a r g e t i n g
t h e i r  c u s t o m e r s  t h r o u g h  t h e s e  c h a n n e l s .  W e
n e e d  t o  b e  a w a r e  o f  t h e  ‘ r o u t e s  t o  i n f o r m a t i o n
a n d  i n f l u e n c e ’  t h a t  s p o r t s  f a n s  a r e  u s i n g  –
a n d  i n v e s t  t i m e ,  e f f o r t ,  a n d  m o n e y  i n t o
m a x i m i s i n g  o u r  r e a c h  a s  b r a n d s  a n d
o p e r a t o r s .  I t ’ s  i m p o r t a n t  t o o ,  t o  c o n s i d e r  t h e
d i f f e r e n t  c h a n n e l s  ( i . e . ,  w e b  s e a r c h ,  p u b
w e b s i t e ,  F A N Z O  a p p ,  e t c . )  t h a t  y o u r  c u s t o m e r s
w i l l  b e  m o s t  l i k e l y  u s i n g  a n d  t h e  t y p e  o f
i n f o r m a t i o n  t h a t  i s  m o s t  l i k e l y  t o  i m p a c t  a n d
i n f l u e n c e  t h e i r  d e c i s i o n s  –  f o r  e x a m p l e  a r e
t h e y  l o o k i n g  f o r  v e n u e s  w i t h  m u l t i p l e  s c r e e n s
o r  o n e  b i g  s c r e e n ,  a r e  t h e y  l o o k i n g  f o r  v e n u e s
s h o w i n g  o b s c u r e  e v e n t s  o r  a r e  t h e y  l o o k i n g
f o r  a  v e n u e  t h a t  t h e y  c a n  p r e - b o o k  o n l y ?
E n s u r i n g  t h e  r i g h t  i n f o r m a t i o n  i s  a t  t h e i r
f i n g e r t i p s  i s  c r i t i c a l  i n  c o m p l e t i n g  t h e
c u s t o m e r  j o u r n e y  f r o m  d e c i s i o n  t o  v e n u e .
T h e r e ’ s  n o  q u i c k  f i x  t h o u g h  –  i t  n e e d s
d e d i c a t i o n  t o  k e e p  i t  u p - t o - d a t e  a n d  r e l e v a n t .

82% Sports  fans  have
searched  for  a  pub
showing  l i ve  sport
on l ine/v ia  an  app  in
the  last  3  months

20% Sports  fans  use  the
FANZO app  to  f ind  a
pub  showing  l i ve  sport

67% Sports  fans  ended  up
v is i t ing  the  last  pub
that  they  found  when
search ing  on l ine/v ia
an  app  



FINAL WHISTLE

2 0 2 2  p r o m i s e s  t o  b e  a  f a n t a s t i c  y e a r  f o r  s p o r t .  W i t h  a  s t r o n g  c h a n c e  o f  s e e i n g  s o m e
E n g l i s h  t e a m s  i n  t h e  l a t t e r  s t a g e s  o f  t h e  b i g  E u r o p e a n  f o o t b a l l  t o u r n a m e n t s ,  a  t i t l e
f a c e  h o t t i n g  u p  i n  b o t h  t h e  m e n ' s  P r e m i e r  L e a g u e  a n d  t h e  W S L ,  n o t  t o  m e n t i o n  a
C h r i s t m a s  p e r i o d  l i k e  n o  o t h e r ,  w i t h  t h e  F I F A  M e n ' s  W o r l d  C u p  i n  Q a t a r .  

T h e  n u m b e r s  s p e a k  f o r  t h e m s e l v e s ,  w i t h  t e n s  o f  m i l l i o n s  o f  f a n s  l o o k i n g  t o  c a t c h  a l l
o f  t h e  a c t i o n  t h r o u g h o u t  t h e  y e a r .  T h e s e  a r e  c h a l l e n g i n g  t i m e s  f o r  m a n y  i n d u s t r i e s
a n d  t h e  U K  p u b  s e c t o r  i s  n o  d i f f e r e n t .  H o w e v e r ,  l i v e  s p o r t  r e p r e s e n t s  a  f a n t a s t i c
o p p o r t u n i t y  f o r  p u b s  t o  o f f e r  f a n s ,  o f  a l l  b a c k g r o u n d s ,  t h e  c h a n c e  t o  e x p e r i e n c e  a n
a t m o s p h e r e  t h a t  i s  h a r d  t o  r e p l i c a t e  w h i l s t  s i t t i n g  o n  y o u r  s o f a  a t  h o m e .  

O n e  o f  t h e  b i g g e s t  c h a l l e n g e s  f o r  m a n y  p u b s  i s  t o  c o n v i n c e  c u s t o m e r s  t o  l e a v e  t h e
c o n f i n e s  o f  t h e i r  h o m e s  a n d  v e n t u r e  o u t  t o  t h e  p u b .  L i v e  s p o r t  c a n  b e  t h a t  c a t a l y s t .
O u r  r e s e a r c h  a l s o  s h o w s  t h a t  i f  y o u  c a n  d e l i v e r  o n  w h a t  s p o r t s  f a n s  w a n t ,  t h e n  t h e
r e w a r d s  c a n  b e  h u g e .  L a r g e  g r o u p s ,  w h o  v i s i t  f r e q u e n t l y  a n d  s p e n d  b i g .  L i v e  s p o r t s
h a s  t h e  p o w e r  t o  h e l p  U K  p u b s  h i t  a  h o m e  r u n  t h i s  s u m m e r  a n d  b e y o n d .  

"

"
B l a k e  G l a d m a n
S t r a t e g y  &  I n s i g h t  D i r e c t o r ,  K A M



ABOUT

Research and insight experts, providing the tools to understand your customer's journeys. Using
consumer and operator research and insights to help identify the ways in which your business can
improve. Whether your customer is the end consumer, an independent retailer or a hospitality operator,
understanding and influencing the customer journey is vital to any business. Marketing (product, price,
place and promotions) and people (field sales, BDMs, front-line staff, etc.) are the core elements at play.
Our research and insight tools and services are designed to help you better understand why, where and
how to create impactful and engaging customer journeys.
Access more KAM research and insight at www.kam-media.co.uk/access-all-areas-sign-up
Contact hello@kam-media.co.uk

We understand the role sport plays in people’s lives. The emotion it evokes, the unbreakable bonds it can
forge and the life-affirming rush of absolute limbs, shared with people you care most about. Think Dier
vs Colombia. Think Sexton in Paris. Think Raducanu ripping up the history books. At FANZO, those ‘Where
were you when…?’ moments are what drive us.  MatchPint was perfect if you needed a pub, any pub, with
5 mins ’til-kick-off. But we know that’s just not how most fans live their lives. What you want is to plan
the best possible afternoon for you, your mates and the game, as easily as possible. That's why we’ve
designed FANZO to be the ultimate sports planning tool. It’s personalised, not one size fits all. We’ll find
you the perfect venue, not just the closest. We cut out the guesswork and make organising your squad a
painless task. We needed a new name to reflect this shift to something bigger, smarter and better.
Something simple and universal, something that sounds like how a last-minute winner feels. Welcome to
the FANZO era.
https://www.fanzo.com/en-au

https://www.fanzo.com/en-au
https://kam-media.co.uk/


THE POWER OF
SPORT 2022
Making  the  most
of  the  sport ing
year  ahead


