
G 
TATA 

HQ/CS/CL.248/16657 
January 1 5 ,  2 0 1 9  

Sir ,  

Sub:  Press Release Digital technology hai led as defining t ipping point for 
sports revenue growth in 2019  by key industry influencers. 

Please find attached herewith the press release on the captioned subject being 
issued today. 

Thanking you, 

Yours faithfully, 
For 1 T� Communicat ions Limited 

/ 

anish Sansi 
Company Secretary & 
General Counsel ( Ind ia)  

To: 

1 )  Security Code 500483, BSE Ltd, Phiroze Jeejeebhoy Towers, Dalal  Street, Mumbai- 

400001 .  

2) Security Code TATACOMM, National Stock Exchange of Ind ia Limited. Exchange Plaza, 

C - 1 ,  Block G, Sandra Kurla Complex, Sandra (E) ,  Mumbai ,  Maharashtra 400051 

TATA COMMUNICATIONS 
Tata Communications Limited 

Plot C 21 & C 36 'G' Block Sandra Kurla Complex, Mumbai 400 098 India 
Regd. Office:  VSB Mahatma Gandhi Road Fort Mumbai -400 001 India 

Tel 91 22 6659 1966 Fax 91 22 6725 1962 website www.tatacommunications.com 
CIN :  L64200MH1986PLC039266 



  

 
 
For immediate release                                             PRESS RELEASE 
 

     @tata_comm | https://www.tatacommunications.com/blog/  | www.youtube.com/tatacomms   

© 2019 Tata Communications. All rights reserved. TATA COMMUNICATIONS and TATA are trademarks of Tata Sons Limited in certain countries. All other trademarks are the property of their respective 

owners.  
 

 

Digital technology hailed as defining tipping point for sports revenue growth 
in 2019 by key industry influencers 

 
“Show Me the Money!” report calls for sports to embrace technology innovation to broaden their 

appeal amongst new audiences, expand to new geographies, and create more immersive fan 
experiences  

 
 
London, UK – January 15th 2019 – A new report by Tata Communications examining the commercial transformation 
of sports identifies 2019 as a defining tipping point for the global sports industry, with digital technology innovation 
set to kick-start a new era of unprecedented commercial growth for broadcasters, rights holders and sports 
organisations.  
 
The “Show Me the Money!” report1 - featuring insights from Formula 1, MotoGP and European Tour plus major 
global players HSBC and DAZN - highlights that streaming platforms, eSports, VR apps and other technology 
innovations are quickly becoming new crucial revenue drivers for sports alongside media rights, event attendance, 
sponsorship and merchandising. Not only do they help grow a sport’s global viewership in terms of volume, they 
can boost engagement among fans, creating a more compelling value-proposition for sponsorship and advertising.  
 
That is why, according to “Show Me the Money!”, regardless of the role an organisation plays in sports, it should 
have a unified digital strategy to unleash new opportunities for growth. 
 
Describing digital technologies as the “secret sauce” for monetising fan engagement, “Show Me the Money!” notes 
that a successful digital strategy is all about augmenting the fan experience. This could mean enabling people at 
the stadium or trackside to experience sports in new ways or connecting people around the world to the live action 
in the most immersive ways possible.  
 
Digital platforms also allow sports to create more emotional connections: more direct access to leading sports 
stars through platforms like Instagram helps fans identify with the big personalities. This makes them “stickier” 
from a commercial perspective – so more likely to buy TV and streaming subscriptions, more likely to attend events 
and more likely to buy merchandise.  
 
Other key findings of the report include: 

 

• The lines between traditional and digital media platforms have blurred, causing a seismic shift in the 
entertainment landscape, tearing down traditional geographical barriers, and highlighting the need for 
the sports ecosystem to rethink how revenues are generated.  

• Digital platforms are giving sports access to geographies and audience demographics they were previously 
unable to reach.  

                                                      

1 “Show Me the Money!” is an industry report commissioned by Tata Communications and published in 2019 which examines new monetisation opportunities that digital platforms offer for 
sports. It brings together expert opinions from brands that sponsors sports, sports organisations and technology partners: Marcus Parnwell, Director of Product, New Markets & Strategic 
Initiatives, DAZN; Manel Arroyo, Managing Director, Dorna Sports; Frank Arthofer, Global Head of Digital and New Business, Formula 1; Tricia Weener, Global Head of Sponsorship, HSBC; 
Tom Sammes, Senior Strategy Manager, European Tour; Mehul Kapadia, Managing Director of F1 Business and Global Head of Marketing, Tata Communications; Brian Morris, Vice President 
and General Manager of Global Media & Entertainment Services, Tata Communications  
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• The approaches the sports ecosystem is taking to reach new audiences and improve fan engagement are 
highly interrelated: the desire to get more people streaming live content on Facebook does not negate 
the necessity for packing stadiums full of fans.  

 
“This report demonstrates that 2019 can be a defining tipping point for the sports industry,” said Mehul Kapadia, 
Managing Director of Tata Communications’ F1 Business and the company’s Global Head of Marketing. “Digital 
technologies are kick-starting a new era of fan engagement, and it’s going to be fascinating to see where the 
journey takes us. Yet, it’s important to remember that digital technologies are the friend, not the enemy, of the 
live experience. So, as the digital fan experience gets better, the pressure is increased to ensure that fans at 
venues can engage with the action in new ways too. A holistic fan engagement strategy enables broadcasters, 
rights holders and other key players in the sports ecosystem to maximise the commercial opportunities that digital 
platforms offer.” 
 
From a broadcasting point of view, Marcus Parnwell from OTT platform DAZN agrees and points to the example 
of Matchroom Sport which has expanded big-time boxing beyond the ring and into a “collective fan experience 
which can be shared and augmented through OTT broadcasting, live-streaming and social media”.  
 
Formula 1 Global Head of Digital and New Business, Frank Arthofer, acknowledges the role of digital in engaging 
with younger audiences: “The direction of travel is to evolve digital platforms like official websites and social 
media channels to become content hubs for fans and a place for brand partners to integrate authenticity into the 
storytelling.”  
 
In the golfing world, European Tour Senior Strategy Manager, Tom Sammes, describes digital as a “test bed” for 
new developments such as 360° live broadcasting, AR and VR, and believes digital is sport’s biggest opportunity 
to reach a new audience. Tricia Weener, Global Head of Partnerships of HSBC - a long-term golf sponsor that 
also has long-standing partnerships with rugby sevens and tennis – agrees, calling digital the “lifeline for today 
and the future”.    
 
To read the full “Show Me the Money!” report, click here.  
    
 
Ends… 
 
About Tata Communications 
 
Tata Communications is a leading global digital infrastructure provider that powers today’s fast growing digital economy.  
 
The company’s customers represent 300 of the Fortune 500 whose digital transformation journeys are enabled by its portfolio of integrated, globally managed 
services that deliver local customer experiences. Through its network, cloud, mobility, Internet of Things (IoT), collaboration and security services, Tata 
Communications carries around 30% of the world’s internet routes and connects businesses to 60% of the world’s cloud giants and 4 out of 5 mobile subscribers. 
 
The company’s capabilities are underpinned by its global network. It is the world’s largest wholly owned subsea fibre backbone and a Tier-1 IP network with 
connectivity to more than 240 countries and territories. 
 
Tata Communications Limited is listed on the Bombay Stock Exchange and the National Stock Exchange of India and is present in over 200 countries and territories 
around the world.  www.tatacommunications.com 
 
 
Kersti Klami 
Tata Communications 
+44 7917 173 853 
kersti.klami@tatacommunications.com  

Hannah Taylor  
Hill + Knowlton Strategies 
+44 207 414 3000 
hannah.taylor@hkstrategies.com 

 
 
Forward-looking and cautionary statements 
Certain words and statements in this release concerning Tata Communications and its prospects, and other statements, including those relating to Tata 
Communications’ expected financial position, business strategy, the future development of Tata Communications’ operations, and the general economy in India, 
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are forward-looking statements. Such statements involve known and unknown risks, uncertainties and other factors, including financial, regulatory and 
environmental, as well as those relating to industry growth and trend projections, which may cause actual results, performance or achievements of Tata 
Communications, or industry results, to differ materially from those expressed or implied by such forward-looking statements. The important factors that could 
cause actual results, performance or achievements to differ materially from such forward-looking statements include, among others, failure to increase the volume 
of traffic on Tata Communications’ network; failure to develop new products and services that meet customer demands and generate acceptable margins; failure 
to successfully complete commercial testing of new technology and information systems to support new products and services, including voice transmission services; 
failure to stabilize or reduce the rate of price compression on certain of the company’s communications services; failure to integrate strategic acquisitions and 
changes in government policies or regulations of India and, in particular, changes relating to the administration of Tata Communications’ industry; and, in general, 
the economic, business and credit conditions in India. Additional factors that could cause actual results, performance or achievements to differ materially from 
such forward-looking statements, many of which are not in Tata Communications’ control, include, but are not limited to, those risk factors discussed in Tata 
Communications Limited’s Annual Reports. The Annual Reports of Tata Communications Limited are available at www.tatacommunications.com. Tata 
Communications is under no obligation to, and expressly disclaims any obligation to, update or alter its forward-looking statements. 
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