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How rights holders move from
exposure to measurable revenue



Sponsorship is no longer constrained by visibility, but
by relevance and timing.

For decades, commercial partnerships in sport were
built on scale: how many fans, how many
impressions, how much exposure. That logic is now
under pressure. Brands are not just questioning the
value of sport, they are questioning the efficiency of
traditional sponsorship models.

The next phase of growth will come from making
every interaction more intelligent, measurable, and
accountable. The organisations winning today aren’t
those with the largest audiences, but those that can
clearly prove value by turning engagement into
outcomes. 

This shift is redefining how sponsorship is sold, with
stronger frameworks and infrastructure needed to
package and deliver measurable impact.

From Visibility to Measurable Value

EXECUTIVE PERSPECTIVE



The Fundamental Unit of Sponsorship
Value Is Changing

The fundamental unit of sponsorship value is changing.
Brands are not walking away from sport. They are walking
away from sponsorship that cannot demonstrate
performance.

The shift is from reach to receptivity. A fan watching a
match is not equally valuable at every moment. Their
openness to brand interaction fluctuates before kickoff,
during peak moments, while browsing content, or when
making a purchase.

Sponsorship that cannot adapt to these shifts becomes
inefficient. Sponsorship that can respond in real time
becomes exponentially more valuable.

This is not a technology argument, but a commercial one:
brands are increasingly prioritising measurable
engagement and access to first-party data over passive
reach. As the market shifts from static exposure to dynamic
receptivity, the rights holder that can connect a brand with
the right fan at the right moment with measurable
attribution, can command a fundamentally different price
point than one still selling panel time and logo placement.

SECTION 1



The traditional sponsorship model is event-bound. Value
peaks on matchday and declines immediately after. Brand
budgets are allocated around fixtures, campaigns run for
weeks, and measurement happens post-campaign.

But fan behaviour does not follow this pattern. Content
consumption, social interaction, commerce, and
community participation are continuous, distributing
across the week, the season, and the year.

Leading organisations are already responding. The San
Francisco 49ers' partnership with PwC at Levi's Stadium
demonstrated how a connected digital ecosystem can
extend commercially relevant fan interaction well beyond
match attendance. The principle applies across any owned
media environment: an app, a streaming platform, a
membership portal.

The implication for rights holders is structural: sponsorship
must be designed as a persistent layer across the fan
lifecycle, not a fixture-by-fixture allocation.

Fan Engagement Does Not Stop at the
Final Whistle

SECTION 2



The Venue is No Longer Just a
Physical Asset

The most commercially productive environments in sport
today combine physical and digital infrastructure into a
single, connected experience.

Connected venues blend in-stadium infrastructure with
mobile and digital systems to create a seamless experience:

This transforms a venue from a passive broadcast
environment into an active data ecosystem. It also creates
new sponsorship surfaces — not just screens and signage,
but moments of intent embedded within the fan journey
itself.

A fan opening a club app to check lineup news is in a
different commercial frame than one watching a replay
three days later. Both interactions have value. Most
organisations currently treat them the same way.

entry, navigation, and transactions are digitally enabled

content and commerce are accessible in real time

every interaction can be captured and understood

SECTION 3



Fragmentation Is the Core
Commercial Problem

Despite these advancements, most organisations remain
constrained by fragmented systems.

Fan interactions are captured across multiple platforms,
ticketing systems, mobile apps, e-commerce, streaming,
content, but rarely unified into a single view. This creates a
persistent gap between the integrated fan experience rights
holders describe in partnership proposals and the
fragmented data reality underneath.

The consequences are commercial, not just operational:

Research consistently shows that effective first-party data
integration drives significant revenue uplift. In sport,
fragmentation actively suppresses that value. The cost is
not just measurement accuracy, it is pricing credibility in
renewal conversations.

Brands are sold unified audience access; they receive
siloed reporting

Attribution is inconsistent across touchpoints,
making ROI difficult to defend

Audience duplication inflates headline numbers
while understating actual reach

SECTION 4



Identity Is the Foundation,
Not a Feature

To close the gap between perceived and provable
sponsorship value, rights holders must anchor their
commercial model in fan identity: a persistent, consented
record of who each fan is, how they behave, and when they
are most receptive.

An identity-led commercial model enables three things that
exposure-based models cannot:

This is how brands now operate: by shifting from exposure
to receptivity, with performance, targeting, and attribution
as standard. Rights holders that match this precision are in
a stronger commercial position, making sponsorship more
accountable and outcome-driven.

Recognise the same fan across touchpoints,
whether they are in the stadium, on the app, or
engaging with content, without relying on
probabilistic matching.

Contextualise behaviour in real time:
understanding not just that a fan exists, but what
they are doing and what that signals about their
commercial intent.

Activate sponsors at moments of genuine
receptivity: triggering brand interactions based on
fan behaviour, not pre-set campaign schedules.

SECTION 5



Most sports organisations already have the
components required: large audiences, multiple
engagement channels, and established brand
partnerships. What they typically lack is the
infrastructure layer that connects these elements into
a unified, commercially actionable system.

This is the function BoltOS serves.

Rather than adding another channel to manage,
BoltOS operates as an orchestration layer across
existing systems by stitching together interactions
from stadium, mobile, and digital environments into
persistent fan profiles. The result is a single
commercial intelligence layer that commercial teams
can use to package, activate, and measure sponsorship
in real time.

Making the Model Executable:
The Role of Infrastructure

SECTION 5



A practical example: Instead of sending the same half-
time push to all users, an identity-led model triggers
activation based on behaviour. A high-intent fan gets a
relevant offer, while a first-time fan receives a brand
awareness message. Same sponsor budget, very different
outcomes.

This shifts the operational model for commercial teams:

BoltOS integrates into existing media ecosystems without
requiring infrastructure changes, and delivers initial
activation in weeks.

Previous State With BoltOS

Isolated touchpoints

Post-event reporting

Generic audience
packages

Seasonal deals

Connected fan journeys

Real-time activation
and attribution

Behaviour-driven
sponsorship segments

Continuous,
performance-based

partnerships



A 365-day sponsorship model only delivers value if it is
clearly packaged and sold. While the infrastructure enables
it, commercial teams must translate it into propositions
that brands can understand and buy.

The shift is from asset-based selling to outcome-based
selling. Instead of focusing on inventory, teams should
centre their offers around high-intent audience segments,
key moments of receptivity, and measurable outcomes
across the fan journey.

For example:

Productising the 365-Day Ecosystem

“A behaviour-driven
engagement programme
targeting purchase-ready
fans across the full season”

“Logo placement
across 20 matchday
screens”

Instead of:

“Access to 45,000 high-
intent fans in the 30
minutes before kickoff, with
post-activation attribution
reporting”

Sell:

“Season-long
app integration”

SECTION 7



This approach requires commercial teams to think in terms
of audiences rather than assets, and to define measurement
frameworks upfront rather than after the campaign. It also
depends on having the right identity infrastructure in place
to support these promises. With an identity layer enabled
by BoltOS, these capabilities become both tangible and
repeatable.

The impact is a fundamental shift in commercial dynamics.
Sponsorship becomes a performance channel rather than a
cost centre. Pricing moves from exposure to outcomes.
Partnerships evolve from fixed-term deals into continuous,
data-driven relationships.

Organisations adopting this model have already seen
results, including up to 2.5x higher revenue from engaged
audience segments, a 40% increase in content watch time,
and 2x higher conversion rates on interactive formats.



The future of sponsorship will not be defined by how often
a brand is seen, but by how effectively it influences
behaviour and how precisely that influence can be
measured.

The organisations that lead this shift share three
characteristics:

Sponsorship as a System of Influence

Turn sponsorship into a measurable, always-on revenue engine
visit BoltOS at www.boltos.ai

In that environment, the 365-day ecosystem is a commercial
advantage; one that turns every fan interaction into a
measurable, monetisable opportunity, and turns every
partnership renewal into a performance conversation rather
than a price negotiation.

This document is a strategic framework for commercial teams. For implementation detail,
platform specifications, or case study briefings, contact the BoltOS commercial team.

activate sponsorship at moments of genuine receptivity

understand their fans at the identity level

connect physical and digital environments seamlessly

CONCLUSION

https://boltos.ai/
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