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Abstract - In this paper, we aim to explain a phenomenon of “Sports Spectators’ Cus-
tomers’ Experiences’ (SSCX) locations”, overview today locations of sports consump-
tion experiences for sports fans, find the changes in these locations, and define the main
drivers of shift. It provides a concept for studying the effects of new technologies on
sports spectator experiences, with the intention of future research at the intersection of
topics Customer Experience (CX), Sports Spectacle (SS), and Technology. The main nov-
elties of this study imply a rapid technology uptake and appear of absolutely new ways
of sports spectating and locations. The culture of sports consumption and fans’ habits
are the subject of changes, accordingly, it impacts SSCX. This study draws on pieces of
literature spanning from technology, Sport Spectacle, Stadia, CX, Optimization strategy
and combines them with data collection and analysis in the spirit of grounded theory. Data
was collected in semi-structured interviews (N=10) with professional sports managers or
technologies specialists. The outcome is a new conceptual framework on Locations and
Relocations of SSCX. This question is important in the framework of the study of techno-
logical impact on SSCX. It helps Sports Managers and Marketing Professionals to better
understand the research target audience, outline technological trends, find links and inter-
relation and define their impact.

Keywords: Sports Spectacle, Customer Experience, Mediatory watching, Technology,
Content Access, Digital Transformation, Sports Media, Social Media

Osszefoglalé - Ebben a cikkben arra térekszink, hogy elmagyarézzuk a sportrajongok
vasarloi tapasztalatainak (SSCX) helyszini jelenseégét, atnézzlk a sportfogyasztasi tapasz-
talatok mai helyét a sportrajongodk szamara, megtaldljuk a valtozasokat ezeken a helye-
ken, és meghatarozzuk a valtozas fé mozgatorugoit. Koncepciot javaslunk az Uj techno-
l6giak sportnezdi tapasztalatokra gyakorolt hatésainak tanulmanyozasara, azzal a céllal,
hogy a jovébeni kutatasokat az Ugyfélelmeny (CX), a sportlatvany (SS) és a technoldgia
metszespontjaban megtaldalhato legyen. A tanuimany f6 Uj szempontjai feltlinnek a sport
latvanyanak teliesen Uj modjai és helyszinei és a technoldgia gyors elterjedesét vonjak
maguk utan. A sportfogyasztas kulturaja és a szurkolok szokasai valtozasok targyat ke-
pezik, ennek megfelelen hatassal van az SSCX-re. Ez a tanulmany a technoldgia, a Sport
Spectacle, a Stadia, a CX, az Optimalizélas strategigjan ativeld szakirodalomra tamaszko-
dik, és ezeket az alapos eImélet szellemeében &tvdzi az adatok gyljtesével és elemzese-
vel. Az adatokat félig strukturalt interjukban (N = 10) gyUjtottik szakmai sportmenedzse-
rekkel vagy technoldgiai szakemberekkel. Az eredmény egy Uj fogalmi keretrendszer az
SSCX helyeirdl és athelyezesérdl. Ez a kérdés fontos az SSCX-re gyakorolt technoldgiai
hatas tanulmanyozasa keretében. Segit a sportmenedzsereknek és a marketing szak-
embereknek a kutatas célkdzonsegenek jobb megértéseben, a technoldgiai trendek
felvazolasaban, a kapcsolatok es az Osszefuggesek megtalalasaban és azok hatasanak
meghatarozasaban.

Kulcsszavak: sportlatvany, vasarldi eimeny, mediator figyelés, technoldgia, tartalomhoz
vald hozzaférés, digitdlis atalakitas, sportmedia, kozdssegi mediai
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Introduction

Sports spectatorship is one of the favorite pas-
times (Phua Joe, 2010; Teodorakies, 2014). Be-
sides attending live events, sports fans may choose
a variety of options of mediatory sports watching
including fan zones, broadcasts, podcasts, and
mobile apps to keep up with sports news, teams,
athletes, events, organizations, brands. Broadcast
media including television and radio enable fans to
watch or listen to “live” events when they are not
able to attend them in person. Nowadays the wide
dissemination of smartphones, tablets, Internet ac-
cess, Mobile apps, Immersive Technologies (ImT,
XR) provides an opportunity for a 24/7 sports fan
experience, 24/7, any time, from anywhere.

Today, major television networks telecast sport-
ing events in their lineup, and on cable, there is
an even greater wealth of sports programming on
various channels. Additionally, the vast number
of televised sports played at the professional and
other levels, and the choices for sports fans become
virtually endless.

New technologies open new opportunities
for ways to deliver SSCX, accordingly it reshape
forms of CX along with places of such experience.
But changes are fast and should be researched
accordingly.

This paper aims to investigate different loca-
tions of Sports Spectating Customer Experiences
(8SCX) in nowadays sports fandom environment
through overview, typology, and synthesis of data.

Theoretical background

Nowadays, in times of digital transformation of
all industries on all levels, it seems especially fea-
sible to understand processes in society and par-
ticular fields. Sports Spectacle has been affected by
rapid development and diffusion of technologies
in many terms, consequently, delivering “smooth”,
personalized, immersive, and cutting-edge expe-
riences is the present and future of industry and
technology is the main driver of improving SSCX
(Glebova & Desfontaine, 2020). Important to add,
that defining and improving customer experience
is a growing priority for market research because
experience has replaced quality as the competi-
tive battleground for marketing (Klaus & Maklan,
2012), and the concept of CX in the sports mar-
keting field has been widely disclosed (Chavanat

& Bodet; 2014, Theodorakis, 2014; Biscaia, 2015;
Huetermann, 2019).

Nikolai (2020) uses the term “dispersed fan” to
“describe the geographically distant populations of
the global sports fan community” (distant fan, sat-
ellite fan, displaced fan), telling about internation-
alized and digitalized global sports fan community.
As the result of digital transformation on a global
scale, sports fan classifications are emerging (Pu
& James, 2017; Glebova & Desfontaine, 2020).
Also, Nikolai (2020) mentions a kind of sports
consumer who is following a “geographically dis-
tant sports league, team or athlete via the internet,
social media, or television”. Then he concludes
that the literature of sports consumer typologies
is already including the three additional fan types
distant fan, satellite fan, and displaced fan, which
along with the local fan form the global sports fan
community.

At the same time, Glebova et al. (2020), de-
scribing the changes in modern stadia SSCX, out-
line the key areas of sports venues transformation:
multipurpose nature of facilities, modular infra-
structure, seating, HVAC, Access, safety and smart
ticketing, social media, mobile and immersive
experiences, restoration and collaborations, out-
sourcing, stadium connectivity. It was emphasized
that one of the main drivers of the stadia revolu-
tion is the work on delivering the next level of sta-
dia SSCX, attracting fans out from their media-
tory watching and bringing them right back to a
stadium. This can be seen as an example of a shift
from physical to virtual locations of spectating,
and back, combining different sources, tools, and
modes of sports content consumption (switch-
ing between the online, offline, home, stadium,
“mobile”).

A few empirical studies let us understand that
the real physical location of a sports fan and his
consumer preferences “location” may be scattered.
For example, Behrens and Ulrich (2020) have
indicated that prototypical fan behavior of satel-
lite fans results in more positive attitudes towards
them among local fans. Moreover, the effects of
“prototypicality” decrease the more the local fans
perceive the internationalization of team sports to
be a process that deprives them of social and eco-
nomic resources.

Collin et al. (2014) have disclosed the term “dis-
placed fan”, focusing attention on individuals who
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move away from their hometowns often remain
fans of their hometown teams, examining the im-
pact of new media, differences between hometown
and current community identification, and the
impact of proximity to a National Football League
(NFL) market on the team identification of dis-
placed fans. They demonstrated that social media,
Internet streaming, and hometown identification
affected hometown team identification.

Methodology / Approach / Design

This study draws on literature spanning from
technology, Sport Spectacle, Stadia, CX and
combines them with data collection and analy-
sis in the spirit of grounded theory: qualitative
data generation was used in this grounded the-
ory study to sets out to construct theory from
data, systematically obtained and analyzed using
comparative and iterative analysis.

Semi-structured interviews (N=10) with in-
ternational sport marketing professionals have
been conducted in order to answer the research
questions:

1. What are “physical” and “virtual” locations
for sports consumption?

2. Where are physically located the places of
sports spectating consumption?

e

What are ways to consume sports distantly?

4. How to define primary, secondary, partially,
fragmentally situated locations of CX?

5. What factors and trends may affect SSCX
relocation?

The qualitative approach lets us better under-
stand the current transformation of SSCX and
the reasons for these processes, outlining the
main drivers of change and “relocations”, we use
verbatim to deliver dataset pieces without re-
phrasing and modifications, following the logic
of the current paper.

Discussion

Locations of SSCX: physical and virtual

Nowadays the wide dissemination of smart-
phones, tablets, Internet access, Mobile apps,
Immersive Technologies (ImT) provides an
opportunity for a 24/7 sports fan experience.
However, According to “Performance com-
munications” report, it's less than 7% almost
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entirely watched live, accordingly, fans aren’t
“time-shifting”, theyre “place-shifting” (Wann
et al., 2019): “The recent days main changed
brought by broadcasting: Amazon broadcast-
ing British Premier league, UEFA TV with
many highlights. People start to get used to us-
ing these solutions. We will see more and more
people enjoying amazing quality broadcasts at
home, probably inviting friends. At the same
time, many fans will be watching everywhere on
apps and mobile platforms” (Andrei Angelescu).

“Of course, the sports fans” experiences have
relocated in the last years. Why? Because soci-
ety is evolving, there are new hi-tech devices
launched almost every month. Right now, the
supporters, the fans, are gaining their experi-
ences both at home and at the ‘arena’ (stadium).
Some clubs have well-known ‘fan zone’ areas
where people can interact, can create a bond
between them and, at the same time, they be-
come a part of that club’s family. The feeling of
belonging. This is a story for like 2 or 3 hours
before the game. During the game is all about
passion. And in the end, the referee whistles the
end of the game, and they are all going home.
And from now on it’s all about the digital, the
day by day technology. The channels where the
fans can be connected with the club’s life every
single day. This is something that most of the
clubs are missing. And it doesn’t seem to get bet-
ter” (Ciprian Enache).

The location of the Sport spectator CX can
be defined by the way the sports content is ac-
cessed. In today’s digital world, it seems ap-
propriate to distinguish “virtual” locations and
“physical” locations of sports experiences. Physi-
cally being in one place, viewers can be mentally
located in a completely different place in the real
or virtual world. Accordingly, in terms of con-
tent consumption, the “physical location” of the
fan does not matter, however his “virtual loca-
tion” is crucial.

Physical location means the geographical
place(s) where a spectator is situated during the
process of spectating experience. Virtual loca-
tion means the way of accessing sports content.

Infographic 1. outlines physical and virtual
locations of SSCX, hence, let structure and syn-
thesize actual locations of SSCX (table 1.).

TST/PSS 2020;1-2:44-49
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Infographic 1: Accessing Sports Content

Moreover, all the tools and ways for content ac-
cess for sports fans are typically mixed, individu-
vial in every single case: “For sure, it’s the main
channel to interact with fans, mixing online and
offline” (Juan Iraola), accordingly the phenom-
enon of “second” (or even multiple) screens should
be taken into account.

“Global stadium”

Considering the increasing accessibility of digi-
tal sports media in an internationalized sports
landscape, thinking holistically, we propose a term
“global stadium” to describe the aggregate of a
variety of sport fandom types in nowadays com-
plexed “sportainement” (Desbordes & Richelieu,
2012) and fandom (Nokolai, 2020).

It has been said by Bruno Blumenschein: “Fans
on the stadium” that’s a concept of 1990... Fans
now are on the global stadium and the global
stadium is social networks, its online media, its
platforms. So, for example, whoever is pushing
hard their platform, a TV there are some official
and unofficial information, that we will see a lot
of changes in the way the TV pro-growth casting
rights are done so far.

Big media right holders there are no longer

DOI: 10.21846/TST.2020.1-2.4

only sports leagues in a way of you know look-
ing at the ecosystem of sports business, but now
there are media companies because they realized
a decade ago the day they have enormous power
in having their rights in their own hands and now
knows they’re they get 3.6 billion euros yearly from
the TV rights. For example, take numbers they see
that there are like 2 billion fans that are watching
every their competition Champions League year-
old, you know, whatever that you name it they
have in total around 2 billion fans watching, so if
you get a couple of euros from those fans you will
get a lot of more money than you can get now”
(Bruno Blumenschein).

What factors may affect SSCX physical and
virtual relocations in nowadays Sports Marke-
ting environment?

1. Information from

accessibility ~ (24/7,
everywhere)

2. Increasing of “mobility” and “fexibility” level
of fans (with advanced transportation, services
industry and internet connectivity occurring
all the time, fans can access content on the
go, moving or being situated in almost any

place): “Six years ago other fans followed

Year 5, Issue 1-2
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games by TV... Another change, we can see
it, for example, in Germany, there are many
Korean fans, In Barcelona, we meet people
from around the world, many Brazilian fans
and fans from Asia. Now it’s easier for a fan to
follow his team moving geographically, being
in a stadium on every live game, without any
problem. Now a fan can reach the club very
easily, and at the same time, a club can reach
their fan too. I think one of the main reasons

is the strategy most of the clubs are using (in
football or any other kind of sports) when
they open the academies in open markets such
as Asia, Africa. This help a lot in reaching fans
wherever they are” (Khaled Saleh)

3. New tools shift experiences to “deeper” levels
(Immersion & personalization)

4. Astheresult, the culture of sports spectatorship
culture and fans’ habits are reshaping

Table 1. The main drivers of change in SSCX physical and virtual locations

Factor

Context

Related Technology

Information accessibility

Increasing of “mobility” and

“fHexibility” level of fans

24/7 sports content access,
available from almost
everywhere: fans can access
content on the go, moving or
being situated in almost any

place all the time

Internet, IoT, Mobile Apps,

Screen-based devices

Advanced transportation and
internet connectivity occurring

New tools shift experiences to
“deeper” levels

Immersion & personalization

ImT (XR), Interfaces, Big data,
Al

As the result, the culture of sports spectatorship culture and fans” habits are reshaping

Conclusions

With appearing of new forms of sports watch-
ing and content accessibility, the culture of sports
consumption and fans habits are reshaping. It in-
cludes the changes of sports consumption sports,
such as physical (address) and virtual (the way of
content access) locations. The shift of such loca-
tions of SSCX may be considered as the “SSCX
relocations” phenomenon.

Four main factors are affecting relocations:
information accessibility, increasing mobility
of fans, immersion and personalization, change
of fans’ habits. Typically, sports content is con-
sumed by multi-channel sources, mixing “online”
and “offline”, combining ways, tools, and modes
of sports content access. Considering the inter-
nalization and globalization of sports fandom,
it seems appropriate to describe the aggregate of
fans as a “global stadium”, embracing the physical
and virtual locations of SSCX.
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Future research

For future research, we intend to conduct an
empirical study for quantitative measurements of
SSCX locations, develop concept and typology to
strengthen the conceptual framework of SSCX re-
locations. We would like to investigate the inter-
relation between relocations of SSCX and Sports
Spectacle Digital Transformation.
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N/A - non-applicable

SSCX —Sports Spectators Customer Experiences
F/A — fully applicable

VR - Virtual reality

XR- Extended reality
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