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This market study is intended to shed light on where the priorities and opportunities are in the US sports
industry that progress towards a resilient future for sport and its communities; the requirements and innovation needed
to transition toward an ever greener, healthier and more inclusive sports industry.

Scope of the Report
The market study aligns with the priority sector Sports as identified in the annual plan by the Consulates
General in Miami and San Francisco, with a focus on California, Florida and Texas, and organized in 4 segments:
Green Venues, with a particular emphasis on energy, water & waste management solutions
Innovative Fan Engagement, outlining the dynamic changes in how we view & interact with sports events
Enhanced Sports Performance, identifying products and services supporting holistic athlete training, and
Community Sport, (Sport for All) focusing on the delivery of sports participation at large
Each of these areas of the sport sector are quite distinct in the market dynamics, target market(s)/buyers and range of
solutions (types of products and services). Each section of the report is outlined in a way to provide the most meaningful
information to Dutch companies who are approaching the U.S. market with the intention of expansion or collaboration,
outlining:
▪
▪
▪
▪

Ecosystem and market drivers for each of these 4 specific areas in the U.S.
Current U.S. market opportunities
a S.W.O.T. analysis and Recommendations for Dutch companies and
Key Industry Resources to guide Dutch firms in further exploring the market for their product/service

Each report segment does this in a slightly different manner, dependent upon the nature of buyers and sellers in the
space and the market forces & influences in play.
This is a publication of the Netherlands Enterprise Agency. This publication was commissioned by the Ministry of
Foreign Affairs. © Netherlands Enterprise Agency 2022

This report was prepared by the Green Sports Alliance and 5T Sports Group.
The Green Sports Alliance is the environmentally-focused trade organization that convenes
stakeholders from around the sporting world to promote healthy, sustainable communities
where we live and play. We encourage the sports industry and its partners to measure,
mitigate, and advance their sustainability and social impact.

5T Sports Group future-proofs the global sports industry by providing business and market
intelligence and advisory to professional leagues, teams and global brands. We guide brands
and their sports partners in putting their values into action through impact-driven programs
and mobilize fans to have fun, on purpose. 5T is a certified B Corp.

With Thanks and Acknowledgement of Key Contributors:
James Dodenhoff
Sean Callanan
Sport Ecology Group
Lauren Lichterman
Nicole Beissner
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EXECUTIVE SUMMARY
Innovation in the sports industry globally has taken off at an incredible pace over the past decade. No aspect of the
industry has been left behind:
In Sports Venues from the turf to the skylights;
In Fan Engagement from the phone in the fan’s hand to the broadcast booth;
In Enhanced Sports Performance from the grassroots to professional; and
In the Community, from toddlers to active seniors and everyone in between
The U.S., in addition to its own large sports spectacles and viewership among its 5 largest professional leagues, will
also play host to the world with the United 2026 FIFA Men’s World Cup Bid, the 2028 Olympics in Los Angeles, and
potentially even the 2030 Winter Olympics as Salt Lake City bids to repeat its very successful games of
2002. These type of large events offer great opportunities for Dutch companies.
Size of the Industry
The U.S. market revenue by level of sport breaks down to approximately:
Professional Sports
College(University) Sports
Youth Sports

$80B
$19B (2019)
$12B ($5B fees, equipment; $7B travel)

The overall economic impact of the sports sector in the US amounts to approximately $500B annually.

Key Differences
Unlike the majority of the global sports world, soccer is not the dominant sport the U.S. in terms of participation or in
viewership. Americans enjoy multiple sports at the professional level as fans and participate across a wider range of sports
than typical of other countries as well. The ‘top 5’ are American football, basketball, baseball, (ice) hockey and soccer.
The U.S. is very much a fanatical sports country and spends a great amount of time, energy and money on viewing, playing
and otherwise ‘consuming’ sport, as the numbers above attest. Sports is embedded into the school system, where it is part
of the development pathway to professional play for American football, basketball and baseball, especially. High school
games are well-attended not only by fellow students and parents, but often entire communities. Championship high school
football games in Texas or Ohio can see audiences of up to 50,000 people.
Also noteworthy is the absence of a U.S. national governing body for sport, such as a Ministry of Sport, which makes for a
fragmented and often inequitable delivery of sports opportunities. The professional leagues also have much greater
influence over the lower levels of their sport than the respective U.S. sport governing bodies who represent the sport in the
international system.

Four Areas of Innovation & Opportunity, Three Regions of Focus
Given the size and variation of the U.S. market, the focus on opportunities is primarily on the three largest sports markets of
California, Texas and Florida. Collectively these 3 states contain 17.5% of the U.S. population and are home to 25% of
American professional sports teams across the 5 major leagues.
For each of the innovation areas, we have provided state-specific business resources to guide Dutch firms in navigating their
own further market research and business development, however the target market is not defined by geographic
boundaries with the exception of ‘Green Venues’
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Green Venues
The past 2 decades have seen a steadily growing attention to greater efficiency in energy, water & waste management in
sports facilities. What began as a cost-savings effort is now increasingly influenced by revenue opportunities through
corporate partners and fans’ expectations of environmental and social responsibility.
The U.S. is entering a ‘boom’ era of venue construction and renovation at the same time as climate stresses and cities’
response to them – are emerging. Each venue is subject to local and state-level building and business regulations and will
face varying demands for the adoption of resource efficiency solutions.
Particular areas of opportunity in this space include:
➢ Circular Economy Solutions
➢ On-Site Renewable Energy Generation Systems
➢ “Green’ Building Design & Engineering Services

Fan Engagement
Fan Engagement is one of, if not the primary, area of investment and innovation activity for professional U.S.
and collegiate sports teams. The focus areas include content creation (leveraging the team’s brand, video and
storytelling), gameday broadcast production and social interaction with fans. Data is also an important asset
being leveraged for revenue generation in collaboration with 3rd parties in fantasy sports and betting. There is an
urgency to retain Gen Z (born 1995-2010) and Gen Alpha (born 2011-est 2025), deliver a ‘Hyper-Personalized’
Fan Experience (from game format to media channel and on-demand) as well as to grow the global audience.
The marketplace for solutions is intensely dynamic, highly competitive and likely to continue as the new digital
era unfolds with Web 3.0/Metaverse technologies in the next 2-4 years.
Particular areas of opportunity in this space include:
➢ Content Creation and Management Software/SAAS/Platforms
➢ Multi-Channel Broadcast Support (Streaming, OTT Platforms, Subscriber Management & Analytics)
➢ Web 3.0 / Metaverse Sport-Specific Applications or Sport-Optimized Technology Tools

Enhanced Performance
Another ‘hot’ area of sports investment are the hardware and software tailored to improve not just performance, but
health, fitness and wellness – for all levels of athlete. The market for wearables, sensors, optical tracking, data analytics,
video analytics and athlete management systems is attracting nearly as much investment as Fan Engagement, and the
attention of elite global athletes who believe, invest and credibly market devices with mass market appeal. As in all tech,
the marketplace is global, extremely dynamic and also consolidating through mergers and acquisitions, requiring Dutch
entrants to this space to remain vigilant to competitors’ moves.
Particular areas of opportunity in this space include:
➢ Mental Health, Neuro-Training
➢ Optical Tracking, Contactless Sensors to Support (Remote) Video Analysis & Training
➢ AI-driven Data Insights & Recommendations
➢ Soccer-Specific Athlete Management Systems with a Holistic Approach to Training/Supporting Content
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Community Sport (Sport for All)
Without a national strategy or governance, and with a large population with many regional differences, as well as income
disparity, the U.S. sport system at the community / youth level is fragmented. Sports participation has been on a steady
decline for children for over a decade. Sports and community administrators hoping to reverse this trend through
programming shifts (sport sampling, modified game structure) and proactively addressing diversity and inclusion. There is
growing emphasis on early-stage physical literacy as well as participation pathways that extend social and physical wellness
benefits of sport to non-elite level athletes.
As a very broadly defined ‘sector’ for innovation, the report focuses largely on issues, trends that can inform Dutch
companies operating in this area on the current ‘state’ of youth sport and community sport facilities & programming to
better assess the fit of their product or service to the U.S. market.
Particular areas of opportunity in this space include:
➢ The re-evaluation of youth sports’ delivery models, programming and development pathways
➢ Heightened attention on U.S. Youth soccer ‘fixes’ in the lead up to 2026 World Cup and in context of the growth of
3 pro leagues (MLS, NWSL, USL)
➢ Programs that foster diversity & (cultural, physical, economic) inclusion
➢ Backlog of maintenance and renovation/expansion plans for community sport facilities, creating opportunities for
both efficient building (energy, water, waste) and recreational systems (fitness infrastructure)

In addition to this report, there are several excellent reference items available from the Netherlands government,
including several webinars specifically outlining the U.S. market that may be found at
The US Sports Landscape Online Workshop
Doing Sports Business in the US
Greening Sports Venues Online Workshop

Where relevant, complementary reports and resources also available from the Dutch government have been cited
& linked in corresponding sections of this report to round out your insight into the $500B U.S. sports market.
No matter your firm’s particular focus, this report should provide you with a solid baseline understanding of the U.S.
sports landscape, the primary players and current trends and market dynamics and some preliminary guidance,
resources and contacts key to your evaluation of the U.S. market for sports innovation solutions.
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U.S. SPORTS LANDSCAPE BY THE NUMBERS
The United States, like many countries, has a fanatical sports culture. There are 5 very well attended and viewed major
sports leagues, in American football, basketball, baseball, (ice) hockey and soccer (football) in addition to the strong tours of
tennis, golf and motor sports. Sports is very important at American schools, colleges and universities, who serve as the
development pathway to professional play.
The economic impact of the sports sector in the US amounts to approximately 500 billion dollars a year.
The US is a frontrunner in the adoption of technology and in data innovation in sports for both fan engagement and sport
performance, with the U.S. sports tech market estimated at $6.4B. The University (College) sports market accounts for
roughly $19B, and the youth sports market (6-14 years) is estimated at $12B. Sports is big business in the U.S. market.
This report covers 4 areas of the U.S. market for sports innovation, Green Venues, Fan Engagement, Enhanced Performance
and Community Sport (Sport for All) in 4 distinct chapters. To set the foundation for these, it is important to first have a
basic understanding of the American sports landscape, which is fairly distinctive from that of many European countries,
including the Netherlands.

Most Popular Sports in the U.S.
Soccer is ‘king’ the whole world over, with a notable exception of one of the world’s largest countries. The typical American
devotes time & attention to multiple sports.

Graphic: 5T Sports

U.S. Professional Sports Leagues

Introduction / 7

As noted above, the U.S. has a portfolio of leagues which all enjoy great fan support. Here are a few facts &
figures to provide a top-level view of the major U.S. sports leagues:
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Graphic: 5T Sports

To do business with American professional sports franchises, it may be helpful to clearly understand some of the
fundamental differences to the European top league systems, much of which was discussed broadly during the ill-fated
venture of the European Super League. Concisely, U.S. major leagues are run:
▪

as Closed Leagues – there is no promotion or relegation of teams based on their win-loss record; leagues
may opt to expand by awarding additional franchises. Owners are also allowed, under certain
circumstances, to move their team to another city.

▪

(theoretically) with Competitive Balance Rules:
▪ Salary Cap – limiting the total amount each club may spend on player wages (though there are some
workarounds and a luxury tax on high-spending clubs);
▪ Draft – the lowest ranked clubs have preferential access to the best players who, themselves, are
free to choose with whom they sign a contract.

▪

as private enterprises within a collective private enterprise. Owners of the clubs/franchises are also the
owners of the league. It has a purely private ownership structure. A ‘commissioner’ of a league acts as the
CEO on behalf of these ‘shareholders’.

The U.S. Sports Leagues, in contrast to European leagues, are made up of franchise owners who have a significant amount
of latitude in how they manage the business. The leagues also have a stronger control compared to European leagues in
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determining what teams can and cannot do commerically with the League’s intellectual property and there are geographic
restrictions on what teams can do with sponsor activations and in attracting fans (typically limited to a 75 mile radius of
their stadium). In the digital realm, this is less controlled and opens up significant avenues for monetizing remote fans.
It is also key to note the disparities among the leagues with respect to revenues and their fan base, some of which may be
surprising.
In terms of revenue, the NFL is far and away the big ‘hitter’. Notable also, is the amount of revenue that stems from
broadcast rights fees, which in the NFL is more than 50%, the NBA 30%, MLB 20%, NHL 17% and for MLS, just 1%:

Graphic: 5T Sports

Introduction / 9

When it comes to fan engagement on social media, however, the NBA emerges as the leader – in large part due to the
league’s early and bold effort to put its content out on social for fans, while other leagues held back, worried about
cannabalizing their TV viewership.

Graphic: 5T Sports

The NBA has remained the leading innovator, generally in technology adoption for the past decade, though Major League
Baseball was the first league to offer the ability to follow the league via a mobile app and the first to offer a ‘Direct to
Consumer’ Over-the-Top streaming service, and the NFL has been the first league to experiment with multiple broadcasts of
a single game tailored to distinct audience segments. The ‘Fan Engagement’ chapter of the report, as well as the ‘Enhanced
Performance’ segment offer some detailed glimpses into the innovations currently in development and likely to evolve in
the next 2-5 years.

The comments below from MLB chief operations and strategy officer Chris Marinak outline the four pillars of his league’s
fan engagement strategy, but are largely representative of the viewpoints of each of the other big leagues:
Says Marinak: “In order for us to stay relevant and current with our fan base, we need to meet our fans where they are and
give them what they’re asking for.”

MLB Fan Engagement Strategy
➢ personalize all of digital products;
➢ modernize the venue experience for convenience and safety;
➢ attract younger audiences through gaming and fan communities;
➢ create new differentiated ways to consume the sport.
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The U.S. Sport ‘System’

In addition to the mix of popular sports, other key differences between the U.S. and the Netherlands are in the sport
development (path to pro) system, the delivery of broad-based community sports and the role of sports in the school
system at the high-school and college/university levels.
Development Pathways for each of the most popular professional sports leagues vary from sport to sport. For American
football, basketball and baseball, children are introduced to the sport between age 5 – 10 through community associations,
where they play to roughly age 13-14. Athletes with the interest and potential to play professionally would continue playing
through their high school and be ‘scouted’ to receive a scholarship to a U.S. college or university. Essentially the U.S. college
sports system serves as the ‘developmental league’ for the professional level for many players. For soccer and (ice) hockey,
the more common path is to play at a club level up through to amateur and then lower-level professional leagues.
While developmental paths are shifting (the NBA has developed both an alternative to the ‘college route’ domestically as
well as recruits from overseas), the dependence on the university system as part of the path remains significant (in the case
of the NFL almost exclusively dependent). This is a critical aspect of the system to note as it has in effect ‘professionalized’
collegiate sports, which represents a significant market for Dutch companies’ products and services, especially for Enhanced
Performance and Fan Engagement solutions. University athletic department budgets for the ‘Big 5’ conferences in American
football are typically in the $150 – 200M range.
The U.S. does not have a Ministry of Sport or other national governing authority as most countries do. This makes for a very
fragmented approach in the delivery of sport overall and has led to significant disparity in both access to, and quality of,
sports at the youth level in particular.
Soccer, in particular, has been noted to have some distinctive challenges in participation, access and escalating expenses,
but also fundamentally in the developmental philosophy – not just for potential elite players, but to retain ‘players for life’
and realize the health, fitness and social benefit potential of the sport. The upcoming United 2026 FIFA Men’s World Cup,
and the continuing growth of all three pro leagues (MLS, NWSL and USL), together with the broader recognition of ‘cracks’
in the U.S. sports system provide an interesting time for the infusion of new ideas, such as those put forward through the
Dutch approach of ‘Reimagining Football’.
The Community Sport (Sport for All) section of this report provides additional insight into these issues, and where Dutch
expertise and innovation may offer some strong opportunities for collaborative innovation.
The four ‘markets’ for sports innovation covered in this report cover a very broad range of specialized sports expertise and
outline opportunities for an especially wide spectrum of products and services.
Each section of the report provides a tailored introduction into the specific market sub-category with an overview of its
‘players’, trends, business opportunities and resources that will allow you to further explore a possible fit for your company
in the U.S. marketplace.
No matter the nature of your firm’s focus and commercial interest, this look at the current state of the U.S. sports
ecosystem and the potential of the U.S. market for sports innovation should prove a helpful guide.
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U.S. SPORTS INNOVATION MARKET : GREEN / SMART VENUES

GREEN VENUES
The U.S. market for innovation solutions delivering energy, water and waste management efficiencies, creating
more resilient, healthier and more profitable sports facilities
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U.S. SPORTS INNOVATION MARKET : GREEN / SMART VENUES

EXECUTIVE SUMMARY
Post pandemic shutdown, sports venues are coming roaring back, with a renewed enthusiasm to #BuildBackBetter. There are
currently $10-15B worth of stadium construction projects in the pipeline for the coming decade.
While most venues remain publicly owned, there is also a move to private ownership and a trend of including arenas and
ballparks especially in mixed-use developments with retail, hospitality, entertainment and residential buildings, which requires
sound relationships and integrated urban planning efforts.
At the same time, teams are facing rising costs, operate in cities with climate action plans and new rules for doing business and
facing increasing climate stresses on their doorstep. But are also seeing the upside of partnerships with more sustainabilitydriven companies.
3 U.S. states California, Texas and Florida, represent 17.5% of the U.S. population and are home to 25% of the professional
teams across the top 5 major leagues (NFL, NBA, MLB, NHL & MLS). While new stadia and arenas aren’t built everyday, the
existing stock is being continuously renovated, and while fan amenities such as club sections and upgraded WiFi and tech
always top the list, operating efficiencies that improve the bottom line – or may be required by new building codes – are also in
the decision set for venue owners.
To guide for Dutch firms offering energy, water & waste solutions to meet today’s, and tomorrow’s needs, these 3 states are
profiled in terms of:
Key Technologies specific to the regulatory & climate pressures faced by facilities
Opportunities presented by anticipated upgrades, renovations or new buildings
In addition, a survey of Green Sports Alliance (GSA) members helped outline the technologies most under consideration at
present by some of the most forward-thinking organization. The most common solutions sought/needed include:
▪
▪
▪
▪

All building efficiency solutions for energy and water
Reuse / Circular systems solutions (water and waste)
On-Site energy generation and storage
Resilience planning & Green Building engineering services

The ‘green sports movement’ is evolving from ‘nice to do’ to operations requirement, with many mainstream sports
professionals now recognizing sustainability as a core issue – from cost, partnership, fan relations and brand standpoint.
At the same time, the expected level of new building and renovations represent an opportunity to meet those requirements in
the next 3-10 years.
The upside of this for Dutch clean tech and smart venue solutions is that there are decisions yet to be made, leaving the door
open for opportunities to present their technologies.
Issues are evolving rapidly and Dutch companies are advised to use the information and references here as a guide to finding
the most current and relevant information to determine the market potential and most promising business development
opportunities and customers in exploring the U.S. market.
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U.S. SPORT VENUE MARKET TRENDS
The U.S. is again in a phase of building and renovation in sports facilities, with a projected $10 – 15 B of new projects under
consideration or in progress over the next decade. Specialty sports architecture firms are reporting they experienced a very
busy Q4 2021, with a number of facilities approaching the 25-year mark (the ballpark boom of the 90s) and MLS expansion
teams’ new facilities coming online at a steady pace.

“All project types and leagues are looking at expanding; collegiate, pro, all
the major pro sports groups,” Monte Thurmond, AECOM Hunt executive vice
president, South Region

Several notable trends define the evolution of sports facility design:
▪

Smart venue technology that supports broadcast, sport performance and fan experience, especially 5G wireless
connectivity, DAS systems, high-speed network relays

▪

Smaller facilities with more open socializing spaces for all fans (slightly moving away from exclusive, high priced ‘clubs’
within the venue) to entice fans off their couches

▪

Mixed-Use Developments including residential, restaurant and retail complexes adjacent to stadia

▪

Facility rentals and non gameday revenue generating activities, extending the utility of the venue beyond sport

U.S. Venues by the Numbers
Capacity and Age
It might be surprising to learn that the largest venues in the United States are not in professional sports,but are collegiate
(American) football stadia in the ‘Power 5’ conferences, several of which have seating capacity of 100,000+.

AVERAGE CAPACITY

75,000

NEW STADIA

1

2-5 YEARS OLD

3

3

5-15 YEARS OLD

5

16-25 YEARS OLD
25+ YEARS OLD

18,000

35,000

18,000

20,000

1

2

2

1

5

3

5

4

8

14

13

12

12

8

8

9

11

15

3

*venue totals do not equal league Team total due to shared facilities
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Ownership and Management Control
Venue Ownership in the United States has typically been public, with cities, counties and sometimes states funding much of the
construction and retaining facility ownership and leasing stadia and arenas to sports ownership groups who control and
operate the facility.
There is an increasing shift to privately funded facilities which afford the developers greater control over the project during
construction, but also in subsequent years for renovation, expansion and the ability to maximize the use of the land
surrounding the building.

The #BuildBackBetter Influence
Globally, the pandemic shifted how we think about sports venues as many stadia and arenas were pressed into service as
testing sites, hospital wards and even morgues.
In the United States, venues went even further in stepping up as civic assets – as food distribution centers, voter registration
site, election day voting locations, and as in the past, extreme weather shelters, with the latter occurring more frequently.
In addition to rethinking the fan experience, fans’ health & safety and sustainability are also influencing the approach to design
and inclusion of building features:
▪

COVID-19 has accelerated the broader adoption of mobile ticketing, contactless payment, mobile ordering &
payment for food & beverage, all of which have reduced paper and enabled efficiencies in operations

▪

UBS Arena, built during the pandemic, includes a new $2M germ-killing air filtration system

▪

The Well-Building designation has increased in prominence in all commercial buildings, including sports venues

▪

The Oak View Group, a preeminent sports venue development & operations firm, announced sustainability as a
primary driver in their practice moving forward.

LEED Certified Venues
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Sports “Greening” Momentum in the U.S.
As with may progressive ideas, one or two visionaries provide the spark. Among the defining moments in this space was when
Paul Allen, co-founder of Microsoft and then owner of the Seattle Seahawks, Sounders (MLS) and Portland Trailblazers (NBA)
launched what would become the Green Sports Alliance by proposing information exchange among these organizations and
the neighboring Seattle Mariners (MLB). The 1st GSA Summit took place in Portland, Oregon in 2011 and today the green sports
“movement” is largely ‘grounded in the GSA, but is presence has been established in sports business conversations and sports
media coverage.
Factors Driving Momentum for Green Building
Costs
From the early 2000s to around 2016, the practicality of cost savings over the lifespan of a piece of equipment led a facilities
professionals to make the fiscally responsible choice, that carried with it some very positive benefits. As we move into the era
of widespread ESG reporting, climate risk disclosure and rising insurance claims, access to financing and insurance premiums
will also be among the hard financial considerations in building and renovation decisions. Additionally, some states have tax
reduction programs for energy & water conservation below comparable facilities or for year-on-year reductions which provide
a strong economic incentive to pursue efficiencies.
Legislative
Legislative Influence on environmentally responsible construction is still fairly ‘light’ with the exception of California.
3 key green building legislative developments facility construction will need to consider going forward include electrification,
utility benchmarking and building materials’ embedded carbon as every city revises codes and standards.
Business Imperatives
League Standards
Major League Baseball was the first professional league to press all its teams to begin monitoring their ballparks’ energy
efficiency by way of an dashboard system, setting the tone for resource management as a standard. The NHL took all 30 of its
clubs through an efficiency audit and piloted several technologies at the league level on behalf of its owners, and set a new bar
when it became the first league to issue a sustainability report in 20
Each of the leagues has made an effort to bring sustainability demonstration projects and trial new processes through their
major events (Playoffs, Championships and All-Star Games) and continue to advance this agenda with a sustainability strategy
and more recently through high-visibility partnerships. In most cases, the teams themselves are the progressive innovators, but
the leagues’ set the tone that ensure the laggards won’t fall behind.
Fan Expectations
Younger fans who have grown up with climate action as a requirement vs a ‘nice to have’ expect to see teams doing their part.
Attendees are especially attentive to healthy food choices and recycling efforts. With sustainability-driven companies’ names
on arenas the sensitivity to venues’ greening actions will continue to grow.
Rewards – Money and Fame
It wouldn’t be sports without competition. Once U.S. sports owners noted the media attention that sustainability efforts were
earning, the quest to achieve higher-levels of ‘LEED’-Ratings or multiple ‘LEED’ designations became contagious as well. The
Sacramento Kings Golden1 Center, completed in 2016, was the first sports facility to achieve the top level LEED-Platinum
designation. Two years later, Mercedes Benz Stadium in Atlanta, home of the NFL Falcons and MLS Atlanta FC, achieved the
first LEED Platinum rating for an outdoor facility. Atlanta’s achievement marked a watershed moment in sustainability
becoming a permanent part of the sports facility ‘bests’ list.
What has always – and will continue to – influence progress on this front is money: the finance and insurance sectors will
require environmental risk management for construction projects’ financing and assurance. On the positive side, sports venues
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are also seeing new revenues flow from green measures, as several very high-profile naming rights deals have been secured
from sustainability driven organizations:
Footprint Arena (Phoenix, NBA)
Ball Arena (Denver, NBA/NHL)
Climate Pledge Arena (Seattle, NHL/WNBA)

est. $ 7.1M per year
est. $ 6M per year
est. $20M per year

Green: Going from Fashionable to Fundamental
Embedding environmental management in sports operations has moved from quiet, cost-saving effort to netting sports
franchises mainstream headlines, lucrative partnerships, and leadership recognition.
There is an increase in organizations seeking various environmental and social sustainability certification through entities such
as the US Green Building Council LEED Rating system, STARS , the Council for Responsible Sport and the Well Building
designation. Facilities may also be recognized under various U.S. Environmental Protection Agency EPA) programs for their
innovation and leadership.
It has become both on-trend and even more fiscally rewarding, however still remains optional in many places.
This will change dramatically over the course of the next decade as we face substantially increased costs of doing business,
more demanding legislation, and increased frequency of business disruption due to extreme weather events and their
consequences.
The Green Sports Alliance has recently introduced the Play to Zero program which guides facilities and teams in achieving net
zero status in Energy, Water & Waste.
The Oak View Group’s Arena Alliance is including sustainable operations among its support services; large food & merchandise
concessionaires (Aramark, Delaware North, Centerplate) are ramping up compliance with corporate goals to deliver on their
stated sustainability goals; and globally, we see that every international consultancy has ramped up (or newly created) a
sustainability practice in the (gold)rush to address the Environmental Social and Governance (ESG) reporting requirements of
the corporate partners who use sports marketing as a large part of their global brand strategy.
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SMART / GREEN VENUE OPPORTUNITIES IN THE U.S.
Green Venue ‘Buyer’ Insights
To characterize the current top interest areas facility management professionals, a survey of Green Sports Alliance members
was conducted in February 2022 that found:
In terms of current practices:
▪
▪
▪

50% have a written sustainability statement or strategy
90% are measuring, tracking and reporting their energy, water & waste footprint
50% have a capital expenditure budget allocated to climate adaptation / resilience measures

While the U.S. has always been a market where innovation is embraced, even among the progressive ownership/management
of facilities with the above commitments, the full market and natural forces have yet to bear down on sports facilities fully, as
Only 12.5% have a specific timeline for exercising their ‘greening’ investment intentions; while 87.5% stated their spending
horizon is undetermined.
This is also undoubtedly a function of the emergence from the pandemic, with lingering financial stress from recovery as well as
additional modification investment pressures on live venues budgets.
In the same survey, GSA members characterized themselves as ‘early adopters’ (sometimes), but more often as ‘best practice
implementors’, but rarely if ever ‘laggards’ in adopting climate-forward solutions.
The upside of this for Dutch clean tech and smart venue solutions companies is that there are decisions yet to be made,
leaving the door open for opportunities to present their technologies.

Energy, Water & Waste Management Solutions Under Consideration
In terms of specific areas of opportunity, the survey also revealed the issues sports arenas are looking to address and
technologies they are exploring to do so.

Energy Measures Under Investment Consideration
Adding Purchase of Offsets
Adding Purchase of Renewable Energy
Energy Audit / Scenario Analysis / Cost-Benefit Study
On-Site Solar / Alt Energy Generation Equipment…

30.00%
40.00%
50.00%
50.00%

Energy Management Systems (smart building controls)

60.00%

HVAC Systems / Components

60.00%

Lighting Upgrades (LED, occupancy sensors, timers)
Energy Efficient Appliances (coolers, concessions,…

70.00%
60.00%
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Water Measures Under Investment Consideration
Adding Purchase of Water Usage Offsets

12.50%

Water Usage Audit
Stormwater Run-Off System/Bioswale

50.00%

0.00%

Greywater / Water Re-Use System
(installation/expansion)

12.50%

Rainwater Capture

12.50%

Water Bottle Refill Stations (fans/guests/back of house)

62.50%

Low Flow Fixtures (installation/expansion)

62.50%

Waste Measures Under Investment Consideration
Exploring Waste to Energy Solutions
0.00%
Organic Materials Composting
40.00%
Food Recovery (Prepared, unserved or surplus…
30.00%
Waste to Energy Solutions
10.00%
Biodigester Installation
10.00%
Improved supply chain management to mitigate…
10.00%
Food Waste Separation / Composting
80.00%
Scrap Metal Sorting / Recycling
50.00%
Construction / Building Materials Sorting
10.00%
Onsite Aluminum Baling
10.00%
Onsite Plastics Baling
10.00%
Onsite Cardboard Baling
50.00%
Refined Inventory Management Systems
0.00%
Add / Improve Aluminum and Plastics Separation /…
70.00%
Reduction in plastic packaging (merchandise/gate…
20.00%
Reduction of single use plastic service ware…
60.00%
0.00%10.00%20.00%30.00%40.00%50.00%60.00%70.00%80.00%90.00%

As noted above, there are a number of factors driving the ‘momentum’ of greening which are expected to accelerate the
timeline for action not only sports venue operators, but in the built environment overall.
Below we explore in greater detail the driving forces of the market for smarter, greener facilities of all kinds, as many of the
Dutch technologies offering answers for stadia are equally suited to delivering solutions for commercial and multi-use
developments.
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BUSINESS OPPORTUNITIES BY SOLUTION CATEGORY
The overall market for ‘green’ solutions is driven by both stressors (extreme heat, grid instability, wildfires) and legislation.
The survey results above indicate that many operators remain on their own timeline for innovation, driven largely by cost
savings (with a bit of altruism and innovation leadership on the side) but are consciously aware of the looming pressures that
will make adaptive measures the necessary thing to do – either to remain operationally resilient or to comply with legislation or
both.
The convergence of pressures should accelerate the solutions evaluation and implementation business cycle for energy, water,
and waste mitigation and handling technologies.
As in the rest of the world, many US states are facing common issues, but physical geographies mean the severity and
frequency of issues varies, and with the size of the U.S. states focused on here, this can be true from city to city within the
same sate. Naturally these pressures drive the priority and attention paid to a particular solutions set – energy, water, waste.
To understand the business opportunity in such a complex market dynamics, this study focuses in on three of the largest U.S.
Sport facilities ‘markets’ in California, Texas and Florida by examining the natural and legislative influences on building,
renovation and adaptation of sports venues.
In California, and increasingly in Florida, there are more coordinated state-wide efforts on energy and water, while Texas the
largest metro areas are more likely to create future-forward policies. All three states share above-average climate vulnerability,
but differ in how they are approaching adaptation.
Below is a ‘matrix view’ of the legislative and natural factors influencing the relative need for attention to energy, water &
waste management and what opportunities these are likely to favor in each of these states’ sports venues.
Also included are a few insights into transportation, as this is increasingly in the mix of facilities’ action areas. Newer venues are
now planned as part of multi-use residential, shopping and entertainment districts, necessitating collaboration with overall city
planning who have elevated transportation solutions as emissions reduction drivers in recent years.
Throughout, additional insights and links are provided to municipal level strategies and legislation, as cities are typically more
progressive due to being at the forefront of infrastructure delivery – and evolving issues in delivering it. As stadia are usually
owned by the city, they are among the first buildings to be tasked with compliance to municipal regulations. However as iconic
representatives of their city, they offer a unique opportunity to demonstrate and showcase novel solutions.
Issues are evolving rapidly and Dutch companies are advised to use the information and references here as a guide to finding
the most current and relevant information to determine the market potential and most promising business development
opportunities and customers in exploring the U.S. market.

Energy
It should be noted that the U.S. energy grid as a whole is in a very poor state and several issues raised here are common to a
number of U.S. states, in particular, the vulnerability in extreme weather events.
Below are a selection of the most pressing governmental policies and regulations on overall carbon emission reductions and
specifically related to energy management and their implications for sports venues. In the same frame, also outlined are the
most critical natural climate pressures with the impacts they bring to venue operators on a routine to escalating basis. We have
summarized for each region how these forces taken together should shape business opportunities for innovative technologies
in energy conservation, integrated energy systems and renewable energy solutions.
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California Business Outlook for Energy Solutions
In California, both state and local governments have long been taking policy steps to address the anticipated impacts from
Climate Change for the past 20 years. This means businesses are accustomed to increasingly progressive regulation and are
primed to be proactive in seeking solutions in energy (and water, waste and transportation solutions, too).
Comprehensive and detailed Climate Action Plans are in place in all of the cities that are home to major sports venues (see
‘Sports City Snapshots’ in the Regional Markets section below) to guide Dutch companies when approaching potential clients in
this market.
California is generally considered to be a highly regulated state that can be difficult for businesses----especially small
businesses. As Dutch companies face stringent levels of regulations at home and in the EU this may be an advantage, however
consideration should be taken to devote the attention to meeting this level of reporting in a new jurisdiction.
There are many layers of planning and environmental review at the local, county, and state level.

California Energy Realities
California’s Climate Preparedness is rated 100 / 100 by PolicyGenius
▪
▪
▪
▪
▪
▪
▪
▪

California is subject to rolling blackouts: when wildfires threaten the grid it is shut off to prevent greater catastrophe
The state has been subject to rolling brownouts when demand stresses the system
California has set a bold climate crisis response to reduce its GhG emissions by 40% by 2030
City Climate Action Plans are equally aggressive
Revised state & local building codes will require upgrades to reach this goal
Peak demand (highest) energy rates are late afternoon to evening when most sports events take place
Natural gas is being phased out – buildings will need to adapt
While 88% of the population lives coastally, extreme heat is a factor

California: Market Drivers, Implications & Opportunities

LEGAL /
REGULATORY

IMPLICATIONS

▪ Reduce GHG emissions 40% by 2030
▪ Requires 5-year assessment of risk and
mitigation / reduction planning
▪ Time of Use Electricity Rates – higher
aft/evening rates
▪ Renewable Energy 50% of supply by 2030

Sports venues must
▪ Reduce & report emissions
▪ Submit mitigation & reduction plans
▪ Install smart metering & energy mgmt
systems
▪ Retrofit HVAC, Appliances and Equipment
as fossil fuel supply drops

CLIMATE
CHANGE

PRESSURES

▪ Extreme Heat / Rising Temps
▪ Wildfires
▪ Drought / Reduced Water Supply

▪ Identify/Install Natural & Eco-Friendly
Cooling Systems
▪ Plan for Operations Disruptions
▪ Adopt Circular / Closed Water
Systems (esp for cooling systems)

OPPORTUNITIES
▪
▪
▪
▪
▪
▪
▪
▪

O NSITE RENEWABLE ENERGY MANAGEMENT
O NSITE RENEWABLE ENERGY STORAGE
E NERGY REDUNDANCY SOLUTIONS
SMART METERING
E NERGY EFFICIENCY SOLUTIONS
MICROGRID MANAGEMENT SOLUTIONS
ADVANCED BUILDING AUTOMATION SYSTEMS
NATURAL COOLING

▪ G REEN BUILDING ENGINEERING SERVICES

Green Venues / 11

U.S. SPORTS INNOVATION MARKET : GREEN / SMART VENUES
Texas Business Outlook for Energy Solutions
The government in Texas has not been supportive of climate change preparedness or mitigation; the state is rated as being one
of the least prepared for climate change impacts in the U.S.----this while being the 4th most impacted by climate change.
This political make-up, combined with the economy’s heavy reliance on fossil fuels has limited the political will to fully engage
in climate change mitigation or adaptation steps.
Dallas-Ft Worth, Houston, San Antonio, and Austin have all developed Climate Action Plans with specific carbon reduction
goals. Houston and Austin a C40 Cities specifically aligned to the Paris Agreement targets.
Grants and Incentives offered by the Texas Commission on Environmental Quality (TCEQ) and most of the state electric utilities
present a boost for commercial operations open to moving on energy efficiencies – in the absence of regulatory pressures.
The state is known for its low-demand planning and zoning requirements relative to other states.

Texas Energy Realities
Texas’ Climate Preparedness has been scored 8 / 100 by PolicyGenius.
▪
▪
▪
▪
▪
▪

Texas has major grid issues to solve following a devastating winter storm that exposed its weaknesses
Extreme weather events (storms, flooding) will continue to stress the grid
90% of the state is reliant on the Texas grid which is independent of the U.S. grid
Texas lacks a coordinated state-level strategy to address climate change and the political will to create one
Extreme Heat and high in-migration will continue to drive escalating energy demand
Peak demand (highest) energy rates are late afternoon to evening when most sports events take place

Texas: Market Drivers, Implications & Opportunities

CLIMATE
CHANGE

LEGAL /
REGULATORY

PRESSURES

IMPLICATIONS

▪ Texas lacks a state-level strategy on
energy policy to address climate change
▪ Major cities’ plans are at/around 40%
reduction by 2040
▪ Electricity Rates relatively high vs other
states

▪ Sports Venues most motivated
to reduce costs given high rates
▪ At city level, goals are in place:
regulatory pressure is not.
▪ Building codes are less
restrictive.

▪
▪
▪
▪
▪

▪ Facilities motivated to hedge
against energy service
interruption
▪ Adopt Circular / Closed Water
Systems (esp for cooling
systems)

Extreme Heat / Rising Temps
Drought / Reduced Water Supply
Storms / Hurricanes
Extreme Weather Events / Flooding
Wildfires

OPPORTUNITIES
▪
▪
▪
▪
▪
▪
▪

E NERGY EFFICIENCY SOLUTIONS
ADVANCED BUILDING AUTOMATION SYSTEMS
NATURAL COOLING
E NERGY REDUNDANCY SOLUTIONS
O NSITE RENEWABLE ENERGY SYSTEMS
O NSITE RENEWABLE ENERGY STORAGE
SMART METERING
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Florida Business Outlook for Energy Solutions
The political and policy environment in Florida is slowly evolving towards a more proactive and supportive approach to
climate change resilience and mitigation. There is a broad recognition that Florida is significantly at risk.
Florida has developed a patchwork of plans to address climate change related risks. Most have focused upon emergency
preparedness, emergency response, infrastructure hardening, and clean energy development.
Climate change impacts in the state are most pronounced in South Florida and local governments in that region (Miami-Dade
County) have been the most pro-active in developing climate action plans.
Key recommendations from the 2019 Florida Energy and Climate Plan include:
▪ Development of GHG inventory and tracking mechanisms to measure GHG reductions
▪ Develop a focused statewide clean energy plan with significantly reduced reliance on fossil fuels
▪ Support funding for Florida-specific climate research that addresses Florida’s unique vulnerabilities.
▪ Heightened emphasis on energy efficiency and water efficiency
New legislation is being considered that will significantly lessen the economic benefits of developing on-site renewable energy
projects beyond the user’s own demand/needs.
Continued statewide and local government coordination and funding to mitigate “natural disasters” will support the public and
private sector to innovate and upgrade infrastructure.
Commercial, industrial and residential properties are able to finance energy efficiency upgrades via ‘borrowing against’ their
property tax obligations under the C-PACE program.

Florida Energy Realities
Florida’s Climate Preparedness is rated 42 / 100 by PolicyGenius
▪
▪
▪
▪
▪

Florida is the most vulnerable state to climate change impacts
The state is moving toward stronger, more coordinated approach to its climate action strategy
Extreme weather events (storms, flooding) will continue to stress the grid
Extreme heat / rising temperatures will continue to drive escalating energy demand
Volatile weather threatens power continuity

Florida: Market Drivers, Implications & Opportunities
PRESSURES

CLIMATE
CHANGE

LEGAL /
REGULATORY

• Climate policies coming online at

escalating pace
• Specific city reduction plans may force

GHG emission tracking/reduction
• Building code changes to become
stricter

▪ Extreme Heat Events / Rising Temps
▪ Storms / Hurricanes
▪ Extreme Weather / Flooding

IMPLICATIONS
▪ Sports venues should
measure/mitigate emissions to
get ahead of regulatory changes
▪ Venues should take advantage of
current funding to adapt while
available

▪ Extremes should lead venues to develop
energy redundancy / on-site generation and
storage systems
▪ venues might take advantage of predisaster planning funding to innovate
▪ Rising needs should be offset with
efficiency measures

OPPORTUNITIES
▪
▪
▪
▪
▪

E NERGY REDUNDANCY SOLUTIONS
SMART METERING
E NERGY EFFICIENCY SOLUTIONS
E MERGENCY MANAGEMENT APPLICATIONS
SCENARIO PLANNING SIMULATION (AI, AR, VR
APPLICATIONS )
▪ CONSTRUCTION SIMULATION (VR)
▪ MICROGRID MANAGEMENT SOLUTIONS
▪ ADVANCED BUILDING AUTOMATION SYSTEMS
▪ NATURAL COOLING
▪ O NSITE RENEWABLE ENERGY SYSTEMS
▪ GREEN BUILDING ENGINEERING SERVICES
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Water
California Business Outlook for Water Solutions
Water management has always been a high priority topic in California with extensive laws, regulations, and complex water
rights issues
Development of a Statewide Groundwater Management Plan to balance need among competing areas of need in the face of
scarcity. This does not eliminate conflict but does establish a framework and publicly articulated standard for addressing
priority uses.
City Level management, conservation and regulatory plans are required under state law, so are fairly uniform in scope and
presentation format, and may be accessed here for LA, San Francisco, Oakland, San Jose, Sacramento and San Diego.
Water reuse is an accepted approach and likely to find great receptivity throughout the state, as opposed to regions where
unfamiliarity may create long regulatory, health and safety reviews of innovative systems.
Additional insights around water reuse innovation can be found in the LAEDC Circular Economy Report section on water (p49 56)

California Water Realities
▪

Drought remains an overwhelming concern for California, threatening agriculture and increasing the likelihood / severity of
wildfires
Rising Water rates, Water Allocation Management and Water Restrictions are all measures that are taken to greater or lesser
extents to address the needs of highly populated urban areas and the agricultural sector
Cities and Regions have very specific water management plans – the Bay Area (San Francisco, Oakland, San Jose), Fresno (inland)
and Southern California Metros are particularly prone to drought

▪
▪

California: Market Drivers, Implications & Opportunities

CLIMATE
CHANGE

LEGAL /
REGULATORY

PRESSURES

IMPLICATIONS

▪ Sustainable Groundwater
Management Act
▪ Mandatory Water Use Restrictions
▪ Water Supply and Distribution
Industry Structure and Regulation

▪ Sports venues must manage to a
water allocation
▪ Under use restrictions, venues will
be lower priority users
▪ Cost pressures from
scarcity/infrastructure upgrades

▪
▪
▪
▪

▪ Venues will need to hedge
against supply interruption due
to climate-related scarcity or
extreme weather events

Drought / Reduced Water Supply
Extreme Heat / Rising Temps
Wildfires
Sea-Level Rise

OPPORTUNITIES
▪
▪
▪
▪
▪
▪
▪
▪
▪
▪

ON-SITE RESERVOIR SYSTEMS
WATER CAPTURE AND RECOVERY SYSTEMS
G REY WATER TREATMENT SYSTEMS
CIRCULAR WATER SYSTEMS
XERISCAPING SOLUTIONS
T URF GRASS MANAGEMENT SOLUTIONS
SMART IRRIGATION
H YDROLOGY MODELING SYSTEMS
FLOOD MANAGEMENT /MITIGATION
G REEN BUILDING ENGINEERING SERVICES
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Texas Business Outlook for Water Solutions
Texas has begun to address its legacy ‘private water rights’ system in the face of dwindling supply, repeated drought and
increasing water demand (largely driven by in migration of both people and manufacturing businesses) via the Texas Water
Development Board Plan. The plan is a comprehensive approach to managing aggregate water demand for a variety of
users, however many strategies outlined in it are still in the proposal stage and will likely take several years to realize
implementation.
The long absence of state level political will to prepare for climate change impacts will likely keep Texas in a crisis
management mode for the near future. Private water rights with ‘priority dates’ determining seniority in accessing dwindling
/ scarce supply continue to be maintained.
Local level (City) Climate Action Plans likely hold more insight into possible solutions are sought or under consideration for
Texas sports venues. More can be found here for Dallas, Houston, Austin and San Antonio. Austin has recently introduced a
progressive pilot program for water reuse in multi-family and commercial buildings.
All water management solutions are essential for effective climate response in Texas

Texas Water Realities
▪

Texas suffers from the extremes of too much water (heavy rainfall, flash flooding, tropical storms) and too little
(drought)
Longer and stronger droughts are expected
Approximately 14 percent of the farmland in Texas is irrigated, with most drawn from the High Plains Aquifer
System which is becoming depleted by more than 50 percent in some parts of the state.
In a warmer and drier climate condition, surface water evaporation is expected to increase
The Texas Water Development Board estimated the economic loss of unmet water needs in 2020 was $110B.

▪
▪
▪
▪

Texas: Market Drivers, Implications & Opportunities

PRESSURES

IMPLICATIONS

LEGAL /
REGULATORY

▪ ‘Water rights’ govern groundwater &
surface water separately
▪ Private water rights are prevalent –
seniority determines accessi n
drought

CLIMATE CHANGE

OPPORTUNITIES
▪ Sports venues w/o water
rights need to secure
operations supply
▪ Onsite capture / reuse
solutions to mitigate supply
disruption

▪
▪
▪
▪
▪

▪ Venues will need to hedge
against supply interruption
due to scarcity
▪ Floodwater mgmt. is a critical
issue in operations continuity

Extreme Heat / Rising Temps
Drought / Reduced Water Supply
Storms / Hurricanes
Extreme Weather Events / Flooding
Wildfires

▪
▪
▪
▪
▪
▪
▪
▪
▪

WATER CAPTURE AND RECOVERY SYSTEMS
ON-SITE RESERVOIR SYSTEMS
CIRCULAR WATER SYSTEMS
XERISCAPING SOLUTIONS
TURF GRASS MANAGEMENT SOLUTIONS
SMART IRRIGATION
H YDROLOGY MODELING SYSTEMS
FLOOD MANAGEMENT /MITIGATION
STORMWATER MANAGEMENT
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Florida Business Outlook for Water Solutions
Like California, Florida maintains a state-level approach that prioritizes water as a publicly managed (vs. private rightscontrolled) resource via 5 water districts under the Florida Water Resources Act.
Water reuse has been part of a concerted statewide effort for decades and detailed rules and programs around its adoption
are in place. Florida is also highly committed to natural water course protection and rehabilitation. Projects focused on runoff management, on-site treatment/remediation and stormwater management are likely to be met with interest.

Florida Water Realities
▪
▪
▪
▪
▪

Sea level rise threatens Florida most and most citizens are very aware of the issue
Extreme weather events – both heavy rainfall often accompanies by inland flooding and tropical storms are expected
in increase in both frequency and intensity
Florida is beginning to coordinate a statewide approach to climate issues
As elsewhere, cities are ahead of the larger region in understanding issues and creating specific plans – these will
afford greater detailed insight into solutions being sought
Water ‘modelling’ (hydrology simulation), scenario planning and nature-based solutions should find interest

Florida: Market Drivers, Implications & Opportunities

CLIMATE
CHANGE

LEGAL /
REGULATORY

PRESSURES
▪

Over-riding legislation of the
Florida Water Resources Act
governs all aspects of water usage

▪
▪
▪
▪

Sea Level Rise
Extreme Heat Events / Rising Temps
Storms / Hurricanes
Extreme Weather / Flooding

IMPLICATIONS
▪ Venues must secure & manage
water supply rights proactively
▪ Water reuse strongly
encouraged –may be mandated
▪ Effective stormwater mgmt.
required

▪ venues should take advantage of
pre-disaster planning funding to
innovate
▪ rainwater capture could help
mitigate supply issues

OPPORTUNITIES
▪
▪
▪
▪
▪
▪
▪
▪
▪
▪

GREEN BUILDING ENGINEERING SERVICES
WATER CAPTURE AND RECOVERY SYSTEMS
GREY WATER TREATMENT SYSTEMS
CIRCULAR WATER SYSTEMS
TURF GRASS MANAGEMENT SOLUTIONS
SMART IRRIGATION
H YDROLOGY MODELING SYSTEMS
FLOOD MANAGEMENT /MITIGATION
STORMWATER MANAGEMENT
ON -SITE RESERVOIR SYSTEMS
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Waste
Across the country, recycling is broken, and people know it. There could be great receptivity for circular solutions that not only
solve waste issues, but also foster a greater belief in the local, collective action making a difference when it can be
demonstrated / observed up close and create a sense of pride in ‘better behavior’ paying off.

California Business Outlook for Waste Solutions
Circular economy solutions are a good fit for this progressively minded state. Legislation which minimizes landfill disposal of
organic waste to reduce methane emissions is among state-level efforts toward more responsible resource management and is
supported in each of the major sports cities.
As waste collection, sorting, reclamation, and reduction are localized matters, solutions providers in this space truly need to
explore city- to county-level systems and plans. To cite a few:
The Los Angeles Economic Development Council’s Circular Economy in the L.A. Region report explores initiatives in Waste
Management (pp 16-20).
San Francisco has a mandatory waste audit for large ‘producers’ every 3 years and a mandatory recycling and composting law.
San Jose has similar requirements. San Diego is catching up in late 2021 due to state legislation.

California Waste Realities
▪
▪
▪
▪

Requirements for onsite separation will require compact systems
Sorting, baling and temporary storage will create space demands
Onsite organics handling is also required including composting, biodigesters or recovery solutions
Alternatives to single-use plastics which are increasingly banned will be welcome

California: Market Drivers, Implications & Opportunities

CLIMATE
CHANGE

LEGAL /
REGULATORY

PRESSURES
▪ Integrated Waste Management Act
requires on-site waste separation
▪

Short-Lived Climate Pollutants Bill: No
organics to landfill and recovered
wherever possible for beneficial use

▪
▪
▪
▪

Extreme Heat / Rising Temps
Wildfires
Drought / Reduced Water Supply
Sea-Level Rise

IMPLICATIONS
▪ Sports Venues must sort on-site,
requiring space allocation &
equipment
▪ Organics must be separated – requiring
sorting, storage & hauling

▪ Waste more tightly controlled to
meet methane reduction goals
▪ Water scarcity to drive food prices
upward, despite local production,
forcing waste minimization

OPPORTUNITIES
▪
▪
▪
▪
▪
▪
▪

B ALING AND SORTING SYSTEMS
SINGLE USE PLASTICS ALTERNATIVES
COMPOSTING SOLUTIONS
WASTE TO ENERGY SYSTEMS
FOOD WASTE RECOVERY SOLUTIONS
FOOD WASTE MITIGATION SOLUTIONS
CIRCULAR E CONOMY S OLUTIONS IN FOOD &
B EVERAGE (H ORECA) AREAS
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Texas Business Outlook for Waste Solutions
Technologies that enable resource recapture / repurposing may benefit
Home to Waste Management (Houston) who are demonstrating strong leadership and innovation in circular economy solutions
(possibly influencing state policies on this front).
At the state level, government entities are required to create and maintain a recycling program for their operations, as well as
create a preference in purchasing for products made of recycled materials when the cost difference is less than 10%. There is
no legislation for the private sector.
At a city level, Dallas is working to update its Solid Waste Management Plan which has not been modified since 2013,
Meanwhile Houston is near ratifying a new long-range (through 2040) solid waste management plan. Austin has set a
ZeroWaste by 2040 goal with a strategic plan, supporting programs and policies and a Resource & Recovery Master Plan.

Texas Waste Realities
▪
▪

Texas has set increased recycled content targets, favoring suppliers of upcycled products, for state government
departments
Though not know for stringent regulations on private business, recently adopted city-level action plans and
ordinances will drive waste management practices

Texas: Market Drivers, Implications & Opportunities

CLIMATE
CHANGE

LEGAL /
REGULATORY

PRESSURES
▪ Cities are at different stages of
goals and policies.

▪
▪
▪
▪
▪

Extreme Heat / Rising Temps
Drought / Reduced Water Supply
Storms / Hurricanes
Extreme Weather Events / Flooding
Wildfires

OPPORTUNITIES

IMPLICATIONS
▪ city level ordinances and
climate plans likely to drive
more responsible waste
sorting/handling

▪
▪
▪
▪

B ALING AND SORTING SYSTEMS
SINGLE USE PLASTICS ALTERNATIVES
FOOD WASTE RECOVERY SOLUTIONS
FOOD WASTE MITIGATION SOLUTIONS

▪ Water scarcity to drive food
prices upward, despite local
production, forcing waste
minimization
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Florida Business Outlook for Waste Solutions
There is a state level planning & reporting requirement, Florida’s Community Planning Act requiring local government to
prepare and adopt and Comprehensive Plan for solid waste management.
Widespread awareness of ocean plastic issues and general conservation mindset make this an area Florida is more sensitive
and prone to act than many others
Florida has a long-standing solid effort on recycling and a more comprehensive program than perhaps expected, with organics,
resource recovery, medicines and plastic packaging film. Florida businesses dealing with over 600 tons per year of any
recovered material (paper, glass, plastic, metals/aluminum, textiles, and/or non-tire rubber) are required by law to apply for
annual certification and report their recovered materials. Comprehensive recycling legislation may be found here.
Established a statewide weight-based recycling goal in 2010 of 75% by 2020; Florida achieved the interim goals established for
2012 and 2014, but missed the 2016 goal of 60% and in 2018 rate was 49%, falling short of the 2018 interim recycling goal of
70% - construction & demolition debris are cited as the reason.
Alternatives to single use plastic are a good bet to gain market traction here.

Florida Waste Realities
▪
▪

Florida has set strict recycling management standards at a state level which will continue to drive the waste
management infrastructure
City-level action plans will further reinforce an aggressive waste mitigation agenda

Florida: Market Drivers, Implications & Opportunities

CLIMATE
CHANGE

LEGAL /
REGULATORY

PRESSURES
▪ Robust legislation, goals,
plans and services on waste
mitigation and handling

▪
▪
▪
▪

Sea Level Rise
Extreme Heat Events / Rising Temps
Storms / Hurricanes
Extreme Weather / Flooding

OPPORTUNITIES

IMPLICATIONS
▪ Waste separation and

recycling in venue.
▪ Organic waste separation and
beneficial reuse may become
a future requirement.
▪

▪
▪
▪
▪
▪
▪

B ALING AND SORTING SYSTEMS
SINGLE USE PLASTICS ALTERNATIVES
COMPOSTING SOLUTIONS
WASTE TO ENERGY SYSTEMS
FOOD WASTE RECOVERY SOLUTIONS
FOOD WASTE MITIGATION SOLUTIONS

Concerns for waterways and
coastal area contamination will
drive responsible waste
sorting/handling to higher
requirement levels
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Transportation Management
Transportation electrification efforts are underway globally, including the U.S. While it is essential to have regional and local
governments involved in infrastructure development and accelerating adoption, the global automotive sector will be the
largest driver of change as combustion engine models become less available. Mobility-as-a-Service (Maas), public transit
electrification and green transit infrastructure buildouts are also areas of impact, though beyond the scope of this study.
Though beyond the control of the venue, the fact remains that both facility operators and city administrators are paying
attention to and solving for traffic congestion and emissions reduction in city centers where the majority of sports venues are
located. The move to include mixed use developments in new stadium and arena builds, and add them to renovations of
existing sites is also driving team owners to align with regional transportation system improvements.
For reference, we have captured some of the most relevant policies and priorities of these three states and their possible
implications for sports venue operators here:

California

POLICY / LEGISLATION

IMPLICATION FOR SPORTS FACILITIES

Governor Executive Order Phasing out
gasoline powered cars (September 2020)
By 2035, all new cars and passenger trucks sold
in California must be zero-emission vehicles

1. EVSE Infrastructure likely required at Venue for on-site employees and
some event attendees.
2. Venue likely to develop plan for leveraging public transportation and
associated minimization of carbon footprint
3. On-Site Heavy Vehicle equipment will be encouraged to be electrified to the
maximum extent possible
4. Supply deliveries to be encouraged to be electrified to the maximum
extent possible.
Unclear at present, however the agency would embody accountability for
achievement of the Executive Order (plan/strategy) which would set the
above implications in action.

SB-551: California Zero Emission Vehicle
Authority (July 2021)
would establish the California Zero-Emission
Vehicle Authority within the Governor’s Office
of Business and Economic Development.

Texas

POLICY / LEGISLATION

IMPLICATION FOR SPORTS FACILITIES

The Texas Commission on Environmental
Quality TCEQ) provides grant funding for all
types of EV’s and EVSE’s.

1.

Texas Electric Utilities providing incentives:

3.

•
•
•
•

•

CPS Energy
Southwestern Electric Power Company
Entergy
Austin Energy
United Cooperative Services

2.

4.

EVSE Infrastructure likely required at Venue for on-site employees and some
event attendees.
Venue likely to develop plan for leveraging public transportation and associated
minimization of carbon footprint
On-Site Heavy Vehicle equipment will be encouraged to be electrified to the
maximum extent possible
Supply deliveries to be encouraged to be electrified to the maximum extent
possible.
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Florida

POLICY / LEGISLATION
The Florida Department of Transportation
FDOT) must create a master plan for the
development of electric vehicle supply
equipment EVSE) along the State Highway
System by July 1, 2021. FDOT will also
establish staging area that will include EVSE at
key locations along the State Highway system
to be used as emergency evacuation stops.
FDOT published the Electric Vehicle Master
Plan in 2021

IMPLICATION FOR SPORTS FACILITIES
1.
2.
3.
4.
5.
6.

EVSE Infrastructure likely required at Venue for on-site employees and
some event attendees.
Venue likely to be required to develop plan for leveraging public
transportation and quantify associated minimization of carbon footprint
Electrification of ride sharing entities likely to be required consideration
for venue events
On-Site Heavy Vehicle equipment will be encouraged to be electrified to
the maximum extent possible
Supply deliveries to be encouraged to be electrified to the maximum
extent possible.
Larger shuttle and fleet vehicles e.g., bus coaches, vans, etc.) likely to be
highly encouraged to be electrified.
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Summary of Business Opportunity by State

ENERGY

CALIFORNIA

TEXAS

FLORIDA

▪ O NSITE RENEWABLE ENERGY

▪ E NERGY EFFICIENCY SOLUTIONS
▪ ADVANCED BUILDING AUTOMATION

▪
▪
▪
▪

MANAGEMENT

▪ O NSITE RENEWABLE ENERGY
STORAGE

▪ E NERGY REDUNDANCY
SOLUTIONS
▪ SMART METERING
▪ E NERGY EFFICIENCY SOLUTIONS
▪ MICROGRID MANAGEMENT
SOLUTIONS

SYSTEMS

▪ NATURAL COOLING
▪ E NERGY REDUNDANCY S OLUTIONS
▪ O NSITE RENEWABLE ENERGY
SYSTEMS

▪ O NSITE RENEWABLE ENERGY
STORAGE

APPLICATIONS

▪ SCENARIO PLANNING SIMULATION
(AI, AR, VR APPLICATIONS )
▪ CONSTRUCTION SIMULATION (VR)
▪ MICROGRID MANAGEMENT

▪ SMART METERING

▪ ADVANCED BUILDING

SOLUTIONS

▪ ADVANCED BUILDING

AUTOMATION SYSTEMS

AUTOMATION SYSTEMS

▪ NATURAL COOLING
▪ GREEN BUILDING ENGINEERING

▪ NATURAL COOLING
▪ O NSITE RENEWABLE ENERGY

SERVICES

W ATER

▪ O N- SITE RESERVOIR SYSTEMS
▪ WATER CAPTURE AND RECOVERY
SYSTEMS

▪
▪
▪
▪

GREY WATER TREATMENT SYSTEMS
CIRCULAR WATER SYSTEMS
XERISCAPING SOLUTIONS
T URF GRASS MANAGEMENT
SOLUTIONS

▪ SMART IRRIGATION
▪ HYDROLOGY MODELING SYSTEMS
▪ FLOOD
MANAGEMENT /MITIGATION
▪ GREEN BUILDING ENGINEERING
SERVICES

W ASTE

▪
▪
▪
▪
▪
▪

BALING AND SORTING SYSTEMS
SINGLE USE PLASTICS ALTERNATIVES
COMPOSTING SOLUTIONS
WASTE TO ENERGY SYSTEMS
FOOD WASTE RECOVERY SOLUTIONS
FOOD WASTE MITIGATION
SOLUTIONS

▪ CIRCULAR E CONOMY SOLUTIONS IN
FOOD & BEVERAGE (HORECA )
AREAS

E NERGY REDUNDANCY SOLUTIONS
SMART METERING
E NERGY EFFICIENCY SOLUTIONS
E MERGENCY MANAGEMENT

SYSTEMS

▪ WATER CAPTURE AND RECOVERY

▪ GREEN BUILDING ENGINEERING

SYSTEMS

▪
▪
▪
▪

O N- SITE RESERVOIR SYSTEMS
CIRCULAR WATER SYSTEMS
XERISCAPING SOLUTIONS
T URF GRASS MANAGEMENT
SOLUTIONS

▪ SMART IRRIGATION
▪ HYDROLOGY MODELING SYSTEMS
▪ FLOOD
MANAGEMENT /MITIGATION
▪ STORMWATER MANAGEMENT

SERVICES

▪ WATER CAPTURE AND RECOVERY
SYSTEMS

▪ GREY WATER TREATMENT SYSTEMS
▪ CIRCULAR WATER SYSTEMS
▪ T URF GRASS MANAGEMENT
SOLUTIONS

▪ SMART IRRIGATION
▪ HYDROLOGY MODELING SYSTEMS
▪ FLOOD
MANAGEMENT /MITIGATION
▪ STORMWATER MANAGEMENT
▪ O N- SITE RESERVOIR SYSTEMS
▪
▪ BALING AND SORTING
SYSTEMS

▪

SINGLE USE PLASTICS
ALTERNATIVES

▪
▪
▪

COMPOSTING SOLUTIONS
WASTE TO ENERGY SYSTEMS
FOOD WASTE RECOVERY
SOLUTIONS

▪

FOOD WASTE MITIGATION
SOLUTIONS
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MARKET PROFILES: CALIFORNIA, TEXAS AND FLORIDA
Here we provide additional insight at the city- and specific sport-venue level for each of these regional markets to guide Dutch
companies in identifying the locations and potential customers by whom their technology may present a priority solution.

California
California is the most populous state in the U.S and is the 5th largest economy on a stand-alone basis. As noted in the business
opportunities section above, California is one of the more regulated markets but also one of the most progressive in terms of
climate adaptation and resource management innovation. It is of course, a very tech-savvy market as well.
California is home to
▪ 39.1 M people
▪ 18 professional teams in the top 5 major sports leagues + 2 women’s leagues, playing in
▪ 16 professional sports venues
▪ 4 motorsports racetracks and
▪ 7 university stadia with capacity of 30,000+

California Sports Venues to Watch
Newest Venues
SoFi Stadium NFL 2021
Chase Center NBA 2019
Banc of California MLS/NWSL 2018
Golden1 Center NBA 2016
PayPal Park MLS 2015
Levi’s Stadium NFL 2014

Planned Venues
Inglewood NBA
Oakland MLB
Sacramento MLS

Venues Due for Renovation
SAP Centre NHL San Jose
Honda Center NHL Anaheim
Staples Center NBA/NHL LA
Angels Stadium MLB Anaheim
Petco Park MLB San Diego
Oracle Park MLB SF
Dignity Health Park MLS LA

In addition to the professional sports venue profiles in this section, an extensive list of California sports stadia & arenas may be
accessed here

Major City Snapshots
Los Angeles
Sports Profile

Home to nine (9) venues (including NCAA championship stadia) and twelve
(12) professional teams

Climate Action Plan
LA’s Green New Deal (2019)
100% renewable energy by 2045
Recycle 100% of wastewater by 2035
Source 70% of all water locally by 2035
100% net zero by 2050
Electrify 100% of public bus fleet by 2030
Plant 90,000 trees by 2021
Create 400,000 green jobs by 2050
Resource: Circular Economy + Built Environment Los Angeles
Opportunities

United 2026 Men’s World Cup Host City (final likely),
LA 2028 (Resource: Olympische Spelen 2028 Los Angeles)
Honda Center Renovation anticipated
Cryoto.com Arena (Staples Center) renovation anticipated
Angels Stadium renovation / mixed-use development planned
Dignity Health Park renovation anticipated
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San Francisco / Oakland
Sports Profile

Home to five (5) and eight (8) professional teams

Climate Action Plan

San Francisco Climate Action Plan (2021)
▪ By 2030, reduce solid waste generation 15% below 2015 levels
▪ By 2030, reduce disposal to landfills 50% below 2015 levels
▪ By 2030, 80% of trips taken by low-carbon modes
▪ By 2030, at least 25% of all vehicles registered in SF are electric,
reaching 100% by 2040
▪ 100% renewable electricity by 2025
▪ 100% renewable energy by 2040 (no fossil fuels)
▪ Zero emissions new construction by 2021
▪ All large commercial buildings are zero emissions by 2035
▪ All buildings zero emissions by 2040
▪ Sequester residual emissions through nature-based solutions
▪ Build at least 5,000 new housing units per year, with no less than
30% affordable
Oakland 2030 Equitable Climate Action Plan (2020)
▪ 10 actions – Transportation + Land Use
▪ 5 actions – Buildings
▪ 6 actions – Material Consumption + Waste
▪ 6 actions – Adaptation
▪ 6 actions – Carbon Removal
▪ 5 actions – City Leaderships
▪ 2 actions – Port of Oakland

Opportunities

United 2026 Mens World Cup Host City candidate
Potential new baseball stadium (Oakland)
Oracle Park renovation anticipated

San Jose
Sports Profile

Home to two (2) major sports venues and two (2) professional teams

Climate Action Plan

Climate Smart San Jose
▪ Transition to renewable energy future
▪ Embrace our Californian climate
▪ Densify our city to accommodate our future neighbors
▪ Make homes efficient and affordable for our families
▪ Create clean, personalized mobility choices
▪ Develop integrated, accessible public transport infrastructure
▪ Create local jobs in our city to reduce vehicle miles traveled
▪ Improve our commercial building stock
▪ Make commercial goods movement clean and efficient

Opportunities

SAP Arena Renovation anticipated

San Diego
Sports Profile

Home to one (1) major sports venues and two (2) professional teams

Climate Action Plan

San Diego Climate Action Plan (current draft)
▪ Air Quality
▪ Public Health
▪ Jobs & Economy
▪ Resiliency

Opportunities

Petco Park Renovation anticipated
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Sacramento
Sports Profile

Home to one (1) major sports venues and two (2) professional teams

Climate Action Plan

San Diego Climate Action Plan (current draft)
▪ Air Quality
▪ Public Health
▪ Jobs & Economy
▪ Resiliency

Opportunities

MLS Stadium Build planned

Key Green Venue Solutions for the California Market
▪
▪
▪
▪
▪

Onsite Renewable Energy / System Integration / Storage
Smart Metering
Water Reuse Systems / Smart Irrigation
Circular Solutions – Water and Waste
EV Charging Infrastructure

Climate Issue Priorities by City
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California Venue Profiles

SoFi Stadium (ISO 20121)
Inglewood, CA
•
•
•
•

ENERGY
▪
▪

Building management
systems
Greenhouse gas emissions –
7,404.7 metric tons of CO2e

WATER
▪

Achieved net-zero water use
for 5 months
▪ 20 hydration stations
throughout the stadium saved
13,000 water bottles
▪ 19 million gallons of reclaimed
water used for irrigation

Opened: 2020
Capacity: 70,240-100,240
Owned: StadCO LA, LLC
Operated: StadCo LA, LLC

WASTE

TRANSPORTATION

▪ 11% of waste diverted from
landfills
▪ Switched to infinitely recyclable
Ball aluminum cup

▪
▪

595 Clean Air Vehicle
parking spaces
119 secured bike parking
locations (racks and lockers)

LEVIS STADIUM /LEED Gold
Santa Clara, CA
Opened
Capacity
Owned
Operated

ENERGY
ENERGY S OURCE
% renewable N/A
▪ Three NRG Energy solarpaneled bridges and one solarpaneled roof deck
▪ 375 kW solar power system
▪ 27,000-square foot green
roof provides insulation and
reduces heating and cooling
costs; additional info
▪ LED lights

WATER
Reclaimed water for both
potable and non-potable uses
such as the playing field
irrigation water

WASTE

2014
68,500-75,000
City of Santa Clara
Santa Clara Stadium Authority

TRANSPORTATION

Recycling and composting programs ▪ Bus and train public
transportation and bike path
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Angel Stadium
Anaheim, CA
• Opened: 1966
• Capacity: 43,250
• Owned: SRB Management
Company
• Operated: Los Angeles Angels

ENERGY

WATER

WASTE

TRANSPORTATION

▪ 2017: LED lighting installed

▪ Not found

▪ 2020: operate a regular season
green team; reuse green
waste as mulch; convert food
waste into renewable
biodiesel

▪ Public transportation: train,
bus

Dodger Stadium
Los Angeles, CA
• Opened: 1962
• Capacity: 56,000
• Owned: Guggenheim
Baseball Management
• Operated: LA Dodgers

ENERGY

WATER

WASTE

TRANSPORTATION

▪ 2019: has a solar partner to
promote solar but no panels
themselves
▪ New power and
lighting energy efficient
systems

▪ ~2008: low-flush fixtures,
waterless urinals, automatic
faucets

▪

▪ Public transportation: Dodger
Stadium Express is free to
ticket holders; metro rail;
metro bus; bike parking

▪
▪
▪

2019: swapped out plastic
straws for paper ones by
request
Water bottle refill station
2018: Strike Out Landfill
Waste Program
encourages fans to recycle;
no tonnage numbers
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RING CENTRAL C OLISEUM
Oakland, CA
• Opened: 1966
• Capacity: 46,847
• Owned: City of Oakland &
Oakland A’s
• Operated: ASM Global

ENERGY

WATER

WASTE

TRANSPORTATION

▪ 2019: "most energy efficient
national anthem" - not using
videoboards or mic
▪ 2017: LED lights in parking lot,
perimeter, concourse

▪ 2015: spray seats down less
often
▪ 2019: installation of 3 Elkay
water filtrations stations
▪ 2021 installation of one
Flowater filtration station

▪ N O PLASTIC STRAWS SINCE 2018
▪ 2020: creating volunteer Green
Team
▪ 2021: Introducing a composting
program in our kitchens
▪ Aramark donates unused
prepared foods are donated to
the Alameda County Food Bank
▪ Compostable service ware in
select locations around the
Coliseum

▪ Public transportation: bus,
train
▪ Bike parking
▪ Volta EV Charging stations

PETC O PARK
San Diego, CA
• Opened: 2004
• Capacity: 40,209
• Owned: City of San Diego &
San Diego Padres
• Operated: San Diego Padres

ENERGY

WATER

WASTE

TRANSPORTATION

▪ 2018: 716 solar panels
generate 12 million kWh and
$4 million savings / 25-year life
span; largest system in MLB
▪ Heat island reduction through
natural grass playing field
and park plus white roof
canopy and steel structure;
upgrades to HVAC system for
energy management
▪ 2017: 100% (?) of ballpark
lights are LED
▪ 2015: replaced halide lights
with LEDs

▪ Upgraded to lowflow water fixtures; monitor
water meters for potable and
irrigation; closed loop chilled
and hot water plants

▪ Food service trays
and packaging are recyclable or
compostable
▪ 2020: digital ticketing, paperless
invoices, paper straws
▪ 70% diversion goal; cooking oil
converted to biofuel; aerobic
food digester for post-consumer
food waste; donate unused food
to community; divert 100% of
electronic & construction waste;
clear plastic and shrink wrap
diversion process
▪ 2020: recycling bins made from
plastic milk jugs

▪ Public transportation: bus,
train, trolley, ferry
▪ Bike parking
▪ Free shuttle
▪ Electric vehicle charging
stations
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ORACLE PARK (LEED PLATINUM)
San Francisco, CA
• Opened: 2000
• Capacity: 41,265
• Owned: Port of San
Francisco
• Operated: San Francisco
Giants

ENERGY

WATER

WASTE

TRANSPORTATION

▪ 2019: offset 50% of energy use
with energy credits
▪ 2007: first MLB stadium to
have its own solar array; 123
kWh system powers
scoreboard for a full year;
feeds back into the grid to
serve PG&E customers
▪ 2017: upgraded to LED
lighting; saved almost 300,000
kWh/$260,000 during the
regular season

▪ 2018: underground sprinkler
system
▪ 2012: irrigation clock
establishes watering times;
infield mix reduces watering
by 33%

▪ 2012: almost 100% of
drinkware and food packaging
sold to fans is recyclable or
compostable
▪ 2016: 95% diversion rate;
largest single contributor to
San Fran compost program;
have kept this rate up through
2019

▪ Public transportation: train,
light rail, bus, ferry
▪ Bike parking
▪ Walking encouraged

HONDA CENTER
Anaheim, CA
• Opened: 1993
• Capacity: 17,174
• Owned: City of Anaheim
Ducks
• Operated: Anaheim Arena
Management

ENERGY

WATER

WASTE

TRANSPORTATION

▪ Use Bloom Box fuel cells to
generate clean power; 25%
during a game
▪ LED lighting install in progress

▪ Decreased water usage in
concessions; smart irrigation
and drought-resistant
landscaping; low-flow and/or
automatic fixtures; updated
venue operation processes to
reduce consumption

▪ Use bulk condiments
▪ 2018: eliminate plastic straws;
paper straws by request
▪ Diversion program
with compost and recycling
exists; food donation program

▪ Public transportation: rail, bus,
train
▪ Electric vehicle charging
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SAP CENTER AT SAN JOSE
San Jose, CA
•
•
•
•

Opened: 1993
Capacity: 17,562
Owned: City of San Jose
Operated: San Jose Sports
& Entertainment
Enterprises

ENERGY

WATER

WASTE

TRANSPORTATION

▪ 2012: FUEL CELL TECHNOLOGY TO
SUPPLEMENT 5% OF ELECTRICITY

▪ R ETROFITTED CLUB TOILETS TO
SAVE OVER 240,000 GALLONS
OF water

▪ Diversion program exists;
2019 HAD AN 80% DIVERSION

▪ Public transportation: LIGHT
RAIL, TRAIN , BUS
▪ B IKE PARKING

NEEDS ON GAME DAY

▪ LED lighting THROUGHOUT THE

RATE

▪ 2014: FOOD RECOVERY
PROGRAM ; DONATED OVER
20,000 POUNDS OF FOOD SINCE

BUILDING

INCEPTION

C HASE CENTER
San Francisco, CA
•
•
•
•

Opened: 2019
Capacity: 18,064
Owned: Golden State Warriors
Operated: Golden State Warriors

ENERGY

WATER

WASTE

TRANSPORTATION

▪ 2019: LED lighting;
energy meter
monitoring; lightcolored roof reduces
heat-island effect;
efficient HVAC system
▪ 2010: solar panels at
practice facility

2019: recycled water
system to harvest
rainwater and recycle gray
water for irrigation and
flushing

▪ N OT FOUND

▪ Public transportation:
BUS , TRAIN , FERRY
▪ M UNI INCLUDED IN GAME
TICKET

▪ B IKE VALET
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GOLDEN1 CENTER (LEED GOLD)
Sacramento, CA
•
•
•
•

Opened: 2019
Capacity: 18,064
Owned: Golden State Warriors
Operated: Golden State Warriors

ENERGY

WATER

WASTE

TRANSPORTATION

▪ ENERGY SOURCE – 100% solar
(85% SOLAR FARM ; 15% ARRAY
ON THE ROOF )
▪ Delta Breeze enhanced cooling
efficient climate controls
▪ Displacement air design;
building automation system
▪ 4800 square feet of green
living walls on the exterior

▪ Low-flow urinals, toilets, and
fixtures and high efficiency
water heaters save 35-40%
annual water consumption

▪ 2017: robust food donation
program
▪ Green waste processed
in digester and put back in the
soil at local farms; recycle
leftover fryer oil
▪ 2017: 50% diversion rate

▪ Public transportation: light rail
▪ FREE BIKE VALET

D IGNITY HEALTH SPORTS PARK
Carson, CA
•
•
•
•

Opened: 2003
Capacity: 27,000
Owned: AEG
Operated: AEG

ENERGY

WATER

WASTE

TRANSPORTATION

▪ 2016: Tesla Powerback
battery/energy storage system
keeps energy costs low by
reserving off-peak energy to
use during peak times
▪ LED lights; motion sensors

▪ Use recycled water for
irrigation; waterless urinals,
low-flow toilets, faucet
aerators

▪ Paper straws by request
▪ Recycling program exists;
compost grass clippings
brought back as mulch
▪ Donate unused and excess
food to the community

▪ Public transportation: bus, rail,
gameday shuttle
▪ 12 electric vehicle charging
stations; biking encouraged
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Banc of California Stadium
(LEED Gold)
Los Angeles, CA
•
•
•
•

Opened: 2018
Capacity: 22,000
Owned: Los Angeles FC
Operated: Los Angeles FC

ENERGY

WATER

WASTE

TRANSPORTATION

▪ Intent to explore
renewable energy feasibility
▪ Roof design mitigates heat
island effect; stadium
designed to reduce energy
consumption by 30%

▪ Catchment basins
capture and treat rainwater
for optimized stormwater
management; stadium
designed to reduce water
consumption by 40%

▪ 2018: diversion program exists
▪ 2018: on-site cardboard baler

▪ Public transportation: light rail
▪ Bike parking

PAYPAL PARK
San Jose, CA
•
•
•
•

Opened: 2015
Capacity: 18,000
Owned: San Jose Earthquakes
Operated: San Jose Earthquakes

ENERGY

WATER

WASTE

TRANSPORTATION

▪ Solar panels generate enough
power to make the stadium
net-zero on game day
▪ 882 solar panel array on top of
VIP parking lot
▪ LED lights

▪ Native landscaping, drip
irrigation, spot mopping vs.
powerwashing, bioswells,
smart clock watering system
▪ 2015: recycled water for
landscaping

▪ 2017: diversion program
exists; waste-to-energy for
food waste

▪ Public transportation:
gameday shuttle, train, bus
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Texas
Texas is the 2nd most populous state in the U.S and is the 5th largest economy in the world on a stand-alone basis. As
noted in the business opportunities section above, Texas is one of the least regulated markets which creates less external
pressure on venues to adapt, however that potentially more latitude for the incorporation of new technology without
constraining, multi-layered building codes to work through.
The state has a vibrant sports culture, with multiple large professional and college venues and is a frequent host
championship events.
Texas is home to
▪
▪
▪
▪
▪

29.1 M people
13 professional teams in the top 5 major sports leagues + 2 women’s leagues playing in
11 professional sports venues
3 motorsports racetracks and
12 university stadia with seating capacity of 30,000+

Texas Venues to Watch
Newest Venues
Q2 Field MLS 2021
Globe Life Field MLB 2020
BBVA MLS 2011

Planned Venues
Several College Stadia are slated
for new builds

Venues Due for Renovation
All NBA Arenas
Minute Maid Park MLB Houston
Dallas NHL
Dallas MLS
NRG Stadium NFL Houston

In addition to the venue profiles in this section, an extensive list of Texas sports venues may be accessed here.

Major City Snapshots
Dallas
Sports Profile

Home to five (5) venues and six (6) professional teams

Climate Action Plan

Comprehensive Environmental & Climate Action Plan
▪ Buildings are energy-efficient and climate resilient
▪ Generates and uses renewable, reliable, and affordable energy
▪ Communities have access to sustainable, affordable transportation options
▪ Zero waste community
▪ Protects water resources and communities from flooding and drought
▪ Protects and enhances ecosystems, trees, and green spaces that in turn
improve public health
▪ Access to healthy, local food
▪ Communities breathe clean air

Opportunities

United 2026 Mens World Cup Host City candidate
American Airlines Center renovation anticipated
Toyota Stadium renovation anticipated
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Houston
Sports Profile

Home to four (4) venues and five (5) professional teams

Climate Action Plan

Houston Climate Action Plan
▪
Shift regional fleet to electric and low-emission vehicles
▪
Reduce vehicle miles traveled (VMT) per capita
▪
Provide equitable and safe mobility choices
▪
Grow Houston’s investment in renewable and resilient energy
▪
Make Houston the leader in carbon capture technology and
energy innovation
▪
Restore, protect, and enhance Houston’s natural ability to
capture and store carbon
▪
Reduce building energy use and maximize savings
▪
Expand investment in energy efficiency
▪
Invest in skilled local jobs to optimize building operations
▪
Reduce waste and transform the circular economy
▪
Optimize waste operations and create power from waste
▪
Ensure safe and cost-effective long-term disposal capacity

Opportunities

United 2026 Mens World Cup Host City candidate
NRG Stadium renovation anticipated
Toyota Center renovation anticipated
Minute Maid Park renovation anticipated

Austin
Sports Profile

Home to one (1) venue and one (1) professional team

Climate Action Plan

Austin Climate Equity Plan (2021)
▪
Net-zero community-wide greenhouse gas emissions by 2040
▪
Green Jobs & Entrepreneurship
▪
Prioritize Local Community Initiatives
▪
Regional Collaboration
▪ LoCarbon Reduction Projects, C02 Removal, & Carbon Offsets
None noted at this time

Opportunities

San Antonio
Sports Profile

Home to one (1) venue and one (1) professional team

Climate Action Plan

San Antonio Climate Ready: A Pathway for Climate Action & Adaptation
(2019)
▪ Increase carbon-free energy
▪ Reduce building energy consumption
▪ Reduce transportation energy consumption
▪ Advance the circular economy
▪ Promote biodiversity and healthy ecosystems
▪ Educate and empower
▪ Increase infrastructure resilience
▪ Strengthen public health systems
▪ Enhance emergency management and community preparedness
▪ Promote, restore, and protect green infrastructure and ecosystems
▪ Protect local food security
▪ Increase resilience awareness and outreach
▪ Ensure equity in adaptation

Opportunities

None noted at this time
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Key Solutions for the Texas Market
▪
▪
▪
▪
▪

Water Management Systems – Stormwater Run-Off, Capture, Onsite Storage
Onsite Renewable Energy / System Integration / Storage
Smart Metering
Water Reuse Systems / Smart Irrigation
EV Charging Infrastructure

Climate Issue Priorities by City
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Texas Venue Profiles

AT&T STADIUM
Arlington, TX
•
•
•
•

Opened: 2009
Capacity: 80,000-105,000
Owned: City of Arlington
Operated: Dallas Cowboys

ENERGY

WATER

WASTE

TRANSPORTATION

▪ Possibly have a green energy
plan
▪ 2015: LED lighting reduces
consumption by 76%

▪ Built with waterefficient plumbing fixtures

▪ 2020: will eliminate straws
from beverage service in
general concessions
▪ ORCA system processes and
converts food waste into
greywater that is safely
discharged into the municipal
wastewater system, diverting
approximately 85,000 pounds
annually of food waste from
landfills and reducing methane
gas production

▪ DART bus or train available

NRG STADIUM
Houston, TX
•
•
•
•

Opened: 2002
Capacity: 72,220-80,000
Owned: Harris County
Operated: ASM Global

ENERGY

WATER

WASTE

TRANSPORTATION

▪ 2015: 600 solar panels for 180
kWh
▪ 2015: LED lighting in the
seating bow
▪ Motion-sensor lights in offices
and restrooms

▪ Motion-sensor sinks and flush
valves
▪ Landscaping water
management initiatives exist

▪ 250 recycling bins
▪ Recycle paper, aluminum,
cardboard, lightbulbs,
batteries, and metal (diversion
numbers exist for NRG Park
but not split out by building)

▪ Metro and METRORail routes
▪ 2015: 6 electric vehicle
charging stations
▪ Bike parking
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GLOBE LIFE FIELD
Arlington, TX
•
•
•
•

Opened: 2020
Capacity: 40,300
Owned: City of Arlington
Operated: Texas Rangers

ENERGY

WATER

WASTE

TRANSPORTATION

▪ 2020: retractable roof covered
with ETFE to let in natural light
and cut back on lighting costs
▪ LED lights in some parking lots;
time clocks programmed to
shut off when not in use

▪ Not found

▪ Not found

▪ Trolley services the
entertainment district in
Arlington

MINUTE MAID PARK
Houston, TX
• Opened: 2000
• Capacity: 41,168
• Owned: Harris CountyHouston Sports Authority
• Operated: Harris CountyHouston Sports Authority

ENERGY

WATER

WASTE

TRANSPORTATION

▪ 2015: LED lighting installed;
cut consumption by 52%

▪ Not found

▪ 2019: incorporated
biodegradable products in
concessions
▪ 2020: donate leftover food to
the community
▪ 2007: offer single-stream
recycling on concourse

▪ Public transportation: light
rail, bus
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AMERICAN AIRLINES CENTER
Dallas, TX
•
•
•
•

Opened: 2011
Capacity: 19,520
Owned: City of Dallas
Operated: Center Operating
Company

ENERGY

WATER

WASTE

TRANSPORTATION

▪

▪ Not found

▪ Recycling program exists
▪ 2009: media guide
transitioned to digital

▪ Public transportation: rapid
train, railway express, bus

2019: carbon offsets for
corporate business travel
▪ 2017: LED lighting installed in
parking garage

TOYOTA C ENTER
Houston, TX
• Opened: 2003
• Capacity: 18,055
• Owned: Harris CountyHouston Sports Authority
• Operated: Clutch City Sports &
Entertainment

ENERGY

WATER

WASTE

TRANSPORTATION

▪ 2012: purchased renewable
energy credits
▪ 2012: installed CFLs, motion
sensor lights, and a building
automation system

▪ 2012: native plants and drip
irrigation decrease landscape
water usage; low-flow faucets,
toilets and urinals reduce
potable water by 30%

▪ 2012: recycling program
▪ 2009: concessions food
containers are compostable;
paperless ticketing

▪ Public transportation: bus
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AT&T C ENTER
San Antonio, TX
•
•
•
•

Opened: 2002
Capacity: 18,418
Owned: Bexar County
Operated: Spurs Sports &
Entertainment

ENERGY

WATER

WASTE

TRANSPORTATION

▪ 2016: LED lighting upgrades
▪ 2008: wind energy

▪ 2009: water-saving fixtures;
cooling towers use recycled
water
▪ 2008: added water-saving
features

▪ 2009: recycling program exists

▪ Public transportation: bus

C OLLEGE P ARK CENTER
(LEED GOLD)
Arlington, TX
• Opened: 2012
• Capacity: 7,000
• Owned: University of
Texas at Arlington
• Operated: University of
Texas at Arlington

ENERGY

WATER

WASTE

TRANSPORTATION

▪ High efficiency HVAC systems,
window glazing, reducing
power density of interior
lighting

▪ Irrigation and landscape
designed to reduce
potable water by 64%; lowflow fixtures

▪ Recycling exists

▪ Not found
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PNC STADIUM
Houston, TX
• Opened: 2011
• Capacity: 22,039
• Owned: Harris CountyHouston Sports Authority
• Operated: Anschultz
Entertainment Group

ENERGY

WATER

WASTE

TRANSPORTATION

▪ Energy efficient lights and
fixtures; 20% consumption
reduction each year

▪ Waterless urinals and low-flow
fixtures; 40% consumption
reduction each year
▪ Drip irrigation and nighttime
watering

▪ In-stadium diversion plan

▪ Public transportation: train,
bus
▪ Bike parking
▪ Encourage alternate
transportation

Q2 STADIUM (LEED GOLD)
Austin, TX
•
•
•
•

Opened: 2021
Capacity: 20,738
Owned: City of Austin
Operated: Two Oak
Ventures, LLC

ENERGY

WATER

WASTE

TRANSPORTATION

▪ No confirmed details
released yet

▪ No confirmed details
released yet

▪ No confirmed details
released yet

▪ No confirmed details
released yet
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TOYOTA STADIUM
Frisco, TX
•
•
•
•

Opened: 2005
Capacity: 20,500
Owned: City of Frisco
Operated: Frisco Soccer

ENERGY

WATER

WASTE

TRANSPORTATION

▪ Not found

▪ Not found

▪ 2006: recycling program

▪ Public transportation:
bus, train
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Florida
Florida is the 3rd most populous state in the U.S and is the 15th largest economy globally on a stand-alone basis.
As noted in the business opportunities section above, Florida is aggressively shifting to more proactive /
preventative measures to meet the challenges of extreme weather events by creating a more resilient built
environment. It is also one of the more aggressive state with respect to waste regulation measures imposed
on private sector businesses.
Florida is a high-growth state, a frequent host of U.S. sports championship games and in addition to its
professional (and college teams), it is one of 2 states to host Major League Baseball Spring Training which
drives a further 1.5M visitors and $687M in economic impact (2018 figures).
Florida is home to
▪ 28 M people
▪ 14 professional teams in the top 5 major sports leagues + 2 women’s leagues playing in
▪ 11 professional sports venues
▪ 6 motorsports racetracks and
▪ 5 university stadia with seating capacity of 30,000+
Florida Venues to Watch
Newest Venues
Miami MLS 2020
Orlando MLS 2017
Marlins Park MLB 2012

Planned Venues

N/A

Venues Due for Renovation
TIAA Bank NFL
Hard Rock Stadium NFL
Raymond James NFL
Orlando NBA
Miami NBA
Tampa Bay MLB

In addition to the venue profiles in this section, an extensive list of sports facilities in Florida may be accessed
here.

Major City Snapshots
Miami
Sports Profile

Home to five (5) venues and five (5) professional teams

Climate Action Plan

Miami-Dade Climate Action Strategy
▪
Benchmark, retune, and retrofit existing buildings
▪
Expand on-site and off-site renewable energy generation
▪
Build ultra-low energy buildings
▪
Reduce transportation-related fuel consumption
▪
Expand and protect green and blue spaces
▪
Convert waste to energy
▪
Reduce waste and water use

Opportunities

United 2026 FIFA Men’s World Cup Host City candidate
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Orlando
Sports Profile

Home to two (2) venues and three (3) professional teams

Climate Action Plan

Orlando Community Action Plan (2018)
▪
Reduce greenhouse gas emissions by 90% from 2007 levels by
2040
▪
Obtain 100% of electricity from clean, renewable sources city wide
by 2050
▪
Ensure 100% of new and existing buildings meet green building
standards by 2040
▪
Reduce total electricity consumption by 20% from 2010 levels by
2040
▪
Ensure access to affordable, healthy food options (community
gardens, grocery stores or farmers markets) within ½ mile of every
resident
▪
Increase local food assets (local food hubs, food production or
distribution facilities, household gardens, community garden plots)
by at least a factor of ten
▪
Develop and enhance 25 quality walkable villages inside the city
▪
Ensure that 95% of residential addresses are located within ½ mile
of a park or open space
▪
Increase tree canopy to 40%
▪
Reduce obesity and diabetes rates
▪
Strives to become a “zero waste” community and aims to
eliminate sending solid waste to landfills by 2040
▪
Achieve a Gold ranking for the League of American Bicyclists
Bicycle Friendly Community Score
▪
Eliminate pedestrian and bike fatalities
▪
Increase the use of electric vehicles (EVs) and alternative fuel
vehicles throughout the city
▪
Reduce gross potable water consumption per capita by 20%
▪
Ensure Orlando mitigates inland flooding during future extreme
weather events

Opportunities

United 2026 FIFA Men’s World Cup Host City candidate

Tampa Bay
Sports Profile

Home to three (3) venues and three (3) professional teams

Climate Action Plan

Tampa Sustainability & Resilience Office
Mission: to deliver outstanding services that enhance the quality of life
and foster a more sustainable and livable city. The City of Tampa is
dedicated to building a clean energy future, conserving natural
resources, and preparing for climate impacts. Three core values:
▪ Go Green: Ensure decisions consider life cycle environmental
impacts
▪ Be Fair: Ensure decisions are equitable and socially
responsible
▪ Keep Safe: Ensure decisions are redundant, resilient, and
adaptable

Opportunities

None identified at this time

Green Venues / 43

U.S. SPORTS INNOVATION MARKET : GREEN / SMART VENUES
Jacksonville
Sports Profile

Home to one (1) venue and one (1) professional team

Climate Action Plan
Opportunities

None identified at this time

▪

Key Solutions for the Florida Market

▪
▪
▪
▪
▪

Water Management Systems – Stormwater Run-Off, Capture, Onsite Storage
Onsite Renewable Energy / System Integration / Storage
Smart Metering
Water Reuse Systems / Smart Irrigation
EV Charging Infrastructure

Climate Issue Priorities by City
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Florida Venue Profiles

TIAA BANK FIELD
Jacksonville, FL
•
•
•
•

Opened: 1995
Capacity: 67,814-82,000
Owned: City of Jacksonville
Operated: ASM Global

ENERGY

WATER

WASTE

TRANSPORTATION

▪ 2020: planning to add solar
panels

▪ Partnership with
Siemens for efficient turf
management

▪ 2015: recycling program
pledge

▪ Sponsored bicycle
parking area
▪ Gameday Xpress shuttle

HARD ROCK STADIUM
Miami Gardens, FL
•
•
•
•

Opened: 1987
Capacity: 65,326
Owned: Stephen M. Ross
Operated: Stephen M. Ross

ENERGY

WATER

WASTE

TRANSPORTATION

▪ LED lighting

▪ 2019: waterless urinals and
touchless sensor faucets

▪ 2020: aluminum cups replace
plastic ones
▪ 2019: plans to eliminate 99.4%
of single-use plastic by 2020;
already had no plastic straw
policy and mobile tickets
▪ 2019: composting, recycling,
bio digesters, food donation
programs exist

▪ 2018: bus transportation
offered
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RAYMOND JAMES STADIUM
Tampa, FL
•
•
•
•

Opened: 1998
Capacity: 65,618-75,000
Owned: Hillsborough County
Operated: Tampa Bay Sports
Authority

ENERGY

WATER

WASTE

TRANSPORTATION

▪ 2016: Sportsbeam’s LED
stadium lights

▪ Not found

▪ Recycling containers are
located throughout the
stadium and parking lots

▪ Bike parking

LOAND EPOT PARK
Miami, FL
•
•
•
•

Opened: 2012
Capacity: 36,742
Owned: Miami-Dade County
Operated: Miami Marlins

ENERGY

WATER

WASTE

TRANSPORTATION

▪ 2012: retractable roof reduced
energy usage by 22.4%

▪ 2012: plumbing designed to
reduce water usage by 52%;
waterless urinals estimate
saving 6 million gallons
annually; 60% reduction in
potable water for irrigation
with native landscaping

▪ 2014: 54% recycling rate
▪ 2012: 97% of construction
debris recycled
▪ 2012?: have a comprehensive
event recycling plan
▪ 2019: banned plastic straws;
paper straws by request
▪ Food donation program

▪ Public transportation: bus,
train
▪ Bike parking
▪ Walking encouraged
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TROPICANA FIELD
St. Petersburg, FL
•
•
•
•

Opened: 1990
Capacity: 45,369
Owned: City of St. Petersburg
Operated: Tampa Bay Rays

ENERGY

WATER

WASTE

TRANSPORTATION

▪ 2019: retrofitted 95% of all
stadium lights

▪ Not found

▪ 2012: recycling program
started in 2009; recycled 288
tons so far

▪ Carpool and park free for
Sunday games for cars with 4+
passengers
▪ Free trolly from downtown

FLA LIVE ARENA
Sunrise, FL
•
•
•
•

Opened: 1998
Capacity: 19,250
Owned: Broward County
Operated: Arena Operating
Company, Ltd.

ENERGY

WATER

WASTE

TRANSPORTATION

▪ White silicone coating on roof
avoids heat island effect

▪ Retrofitted sinks decreased
water consumption by 75%

▪ Recycling
▪ Digital tickets

▪ Public transportation: bus
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AMALIE ARENA
Tampa, FL
•
•
•
•

Opened: 1996
Capacity: 19,092
Owned: Hillsborough County
Operated: Vinik Sports
Group, LLC

ENERGY

WATER

WASTE

TRANSPORTATION

▪ 2018: LED lights installed
▪ 2017: energy optimization
software reduces costs and
consumption

▪ Waterless urinals, flow
restrictors

▪ Recycling exists
▪ 30% diversion rate (TBD what
year)
▪ Reuse bubble wrap; haven't
purchased in retail in over a
year

▪ Public transportation: bus,
light rail
▪ Electric vehicle parking
▪ Other: bike parking, ferry,
streetcar

FTX ARENA (LEED GOLD)
Miami, FL
•
•
•
•

Opened: 1999
Capacity: 19,600
Owned: Miami-Dade County
Operated: Basketball
Properties, Ltd

ENERGY

WATER

WASTE

TRANSPORTATION

▪ 2016: installation of PV glass
at building entrance produces
over 34,000 kWh of solar/year
▪ 2015: 75% of annual electricity
use offset by RECs
▪ Green roofing reduces energy
costs, no chilled water plant
on site to reduce energy
consumption; underground
parking reduces heat-island
effect

▪ Efficient irrigation systems,
drought-resistant landscaping

▪ 2014: diverted over 330,000
pounds from landfill

▪ Public transportation: bus, rail,
trolley
▪ Gameday express bus,
Brightline train
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AMWAY CENTER (LEED GOLD)
Orlando, FL
•
•
•
•

Opened: 2010
Capacity: 18,846
Owned: City of Orlando
Operated: Orlando Ventures

ENERGY

WATER

WASTE

TRANSPORTATION

▪ High efficiency systems
consume 25% less energy; roof
designed to minimize daytime
heat gain
▪ LED lighting

▪ 2011: low-flow fixtures and
faucets; rainwater collection in
5000-gallon cistern for
landscape irrigation

▪ Recycling program exists
▪ Compostable alternatives to
single-use plastics

▪ Public transportation: bus,
train

DRV PNK STADIUM
Fort Lauderdale, FL
•
•
•
•

Opened: 2020
Capacity: 18,000
Owned: City of Ft. Lauderdale
Operated: InterMiami FC

ENERGY

WATER

WASTE

▪ Not found

▪ Not found

▪ Not found

TRANSPORTATION
▪ Public transportation:
commuter rail
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EXPLORIA STADIUM
(LEED BD+C)
Orlando, FL
•
•
•
•

Opened: 2017
Capacity: 25,500
Owned: Orlando City FC
Operated: Orlando City FC

ENERGY

WATER

WASTE

TRANSPORTATION

▪ 2020: solar-powered
sculpture; 1264 kWh/annually
to offset its nighttime lighting

▪ Not found

▪ Paperless ticketing

▪ Public transportation: bus
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SUMMARY OF KEY TECHNOLOGIES & APPLICATIONS OF INTEREST
ENERGY
▪ ONSITE RENEWABLE ENERGY
▪
▪
▪
▪
▪
▪
▪
▪
▪
▪
▪

▪
▪
▪
▪
▪

MANAGEMENT
ONSITE RENEWABLE ENERGY STORAGE
ENERGY REDUNDANCY SOLUTIONS
SMART METERING
ENERGY EFFICIENCY SOLUTIONS
ADVANCED LIGHTING SOLUTIONS
MICROGRID MANAGEMENT SOLUTIONS
ADVANCED BUILDING AUTOMATION
SYSTEMS
NATURAL COOLING
LIVING ROOF / LIVING WALL SYSTEMS
AIR QUALITY MONITORING
NOVEL HEATING AND COOLING
SOLUTIONS (PLAYER BENCHES , FAN
SEATING)
NATURAL HEATING SOLUTIONS
EV CHARGING INFRASTRUCTURE
EMERGENCY MANAGEMENT
APPLICATIONS
SCENARIO PLANNING SIMULATION (AI,
AR, VR APPLICATIONS)
CONSTRUCTION SIMULATION (VR)

TRANSPORTATION
▪ EV CHARGING INFRASTRUCTURE
▪ MOBILITY AS A SERVICE SOLUTIONS
▪ BICYCLE PARKING SOLUTIONS
▪ RIDESHARE APPLICATIONS

WATER
▪
▪
▪
▪
▪
▪
▪
▪
▪
▪
WASTE
▪
▪
▪
▪
▪
▪
▪

WATER CAPTURE AND RECOVERY SYSTEMS
GREY WATER TREATMENT SYSTEMS
CIRCULAR WATER SYSTEMS
XERISCAPING SOLUTIONS
TURF GRASS MANAGEMENT SOLUTIONS
SMART IRRIGATION
WATER MODELING SYSTEMS FOR RAIN FLOOD
AND DROUGHT CONDITIONS
FLOOD MANAGEMENT SLASH MITIGATION
STORMWATER MANAGEMENT
ON-SITE RESERVOIR SYSTEMS

FOOD WASTE RECOVERY SOLUTIONS
FOOD WASTE MITIGATION SOLUTIONS
COMPOSTING SOLUTIONS
WASTE TO ENERGY SYSTEMS
SINGLE USE PLASTICS ALTERNATIVES
BALING AND SORTING SYSTEMS
CIRCULAR ECONOMY SOLUTIONS IN FOOD &
BEVERAGE (HORECA) AREAS

P ROFESSIONAL ADVISORY SERVICES
▪ GREEN BUILDING ENGINEERING SERVICES
▪ GREEN CONSTRUCTION MANAGEMENT SERVICES
▪ CIRCULAR ECONOMY EXPERTISE
▪ ONSITE RENEWABLE ENERGY ENGINEERING AND
▪
▪
▪

INSTALLATION ON SITE
ON SITE ADVANCED WASTE HANDLING
ADVISORY
WATER MANAGEMENT EXPERTISE
TRANSPORTATION MANAGEMENT EXPERTISE
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SWOT Analysis Summary for Dutch Companies
Strengths
▪
▪
▪
▪
▪
▪
▪
▪
▪
▪
▪
▪

Reference projects in sustainable innovation
Field testing and demo project opportunities
Recognized for water management capabilities
Circular economy head start
Credible green brand
Experience with more rigorous EU standards
Pragmatic business mindset
Positive US - Netherlands relationship
Strong consular support
Unified government strategy
Connection to green sports alliance network stop
The Netherlands’ expertise in coastal management is an asset

Weaknesses
▪
▪
▪
▪
▪

Competition from a strong domestic US tech market
Distance from projects
Familiarity with US sports market dynamics
Familiarity with regional differences
Lack of diversity in companies

Opportunities
▪
▪
▪
▪
▪
▪
▪

▪
▪
▪
▪
▪
▪

Rising awareness slash recognition of sustainable sports efforts
Construction boom
Renovations required by Major League Baseball
FIFA 2026 host venue upgrades
Move to private financing slash ownership models for stadium projects
New soccer stadia
continued expansion of the professional soccer pyramid is driving the need for new pitches nationwide
Increasing climate adaptation pressures (global and U s )
Increasing appreciation for necessity of climate resilience
Open mindedness to global solutions
Increasing gameday transportation & parking issues (California) parking
51% of NBA, NFL, and MLB venues more than 20 years old
only 18% of the 89 venues in those three leagues are fewer than 10 years old.

Threats
▪ Inflation
▪ Interest rates
▪ Domestic procurement preference
▪ Lack of urgency / lack of perceived threat in some areas
▪ “Newness” of climate issues for some potential customers
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Recommendations for Dutch Companies
▪

Now is the critical timing to open conversations as a venue construction ‘Boom’ period is converging with the
adoption of more rigorous climate action plans across North American cities

▪

The age of existing venues and the post-sports shutdown is fuelling replacement and large-scale renovation
plans - be sure to examine the market beyond ‘new builds’

▪

Articulate the business case – ROI – in terms of cost-savings AND revenue generation potential (‘greening
facilities’ also translates to perceived value by sports marketing partners and fans)

▪

Business development cycles may be longer than in Europe due to lower, specific regulatory pressures to adopt
solutions

▪

Technical products will require relevant, relatable reference installations

▪

Solutions that are highly effective and proven, may not find market traction

▪

Aside from the regional market opportunities outlined here, look to early adopters elsewhere in the country with
strong innovation track records. GSA and other well-established sustainable sports professionals can guide in
identification of strong prospects.

▪

Integration of technical solutions into existing performance dashboards and/or smart building management
systems is key

▪

Articulate support plan for clients in detail if no in-market presence or technical representation (sales presence
does not equal technical support)

▪

Understand regulatory issues AND compliance control/reporting requirements at the local level.

▪

Understand building commissioning process at the local level.

▪

Do not equate state level action/inaction with local level realities

▪

Companies looking for a near-term market where the demand for innovative solutions is present
should look to California, where this is driven by regulations and operating costs.

▪

Florida is also a strong market with new policies coming online and a number of funding mechanisms
that will support potential buyers’ in easing purchasing decisions and potentially accelerate decision
timelines.

▪

The Texas market will continue to offer growth opportunities; business ROI is key here as regulatory
pressures lower

▪

Understand what information resources most influence awareness & consideration of solutions when
planning go-to-market strategy (see GSA Member Survey results below)
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Industry Go-To Sources for Green Venue Solutions

What information sources do you typically
rely on for discovering/assessing facilities
solutions? (check all that apply)
GSA Resources (case studies,
webinars, playbooks, Summit…
Professional Conferences
Trade Publications
Responses

Local Facility Operations Peers
Sports Industry Peers

Architectural/Engineering
Professionals
0.00%

20.00% 40.00% 60.00% 80.00% 100.00%

What level of trust/confidence would you
assign each of the following in providing
news and insights into new technologies,
practices, and solutions for your
consideration/evaluation?
GSA Resources (case studies,…
Professional Conferences
Trade Publications
Weighted Average

Local Facility Operations Peers
Sports Industry Peers
Architectural/Engineering…
0

0.5

1

1.5

2

2.5

Source GSA – Facilities Operations Professionals Survey February 2022
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INDUSTRY RESOURCES
Trade Associations / Industry Organizations
Green Sports Alliance
International Association of Venue Managers
U.S. Green Building Council
Council for Responsible Sport
ESSMA (Europe)

Conferences / Events
Green Sports Alliance Summit
IAVM
PAC-12 Sustainability Summit
ACC Sustainability Summit
GreenBiz
America East Sustainability Conference

Media
GSA Newsletter and Website
Sustainability Report (global)
SportTechie/Sports Business Journal
IAVM Journal ??? / website
Stadia (global)

Resources for Deeper Dive Reference Items/URLs)
https://www.cnbc.com/amp/2022/01/08/the-future-of-sports-stadiums-smaller-arenas-more-techgreener.html

Reference Related NL Reports for Industry
Circular Economy Built Environment Report Los Angeles
Olympic Opportunities
Smart City – Dutch Technology Showcase
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Innovative Fan Engagement
The U.S. market for innovation solutions improving fan experiences in venue and at home, delivering quality
and novel gameday broadcast and supporting the social interaction around the game and its players

U.S. SPORTS MARKET OPPORTUNITIES : INNOVATIVE FAN ENGAGEMENT

EXECUTIVE SUMMARY
The U.S. top leagues in professional sports have a combined valuation of $273B dollars and generate roughly
$80B per year in income. All of this, at the end of the day, is fuelled by fans, so it’s no surprise that leagues,
teams and their broadcasters invest heavily in keeping those fans engaged and entertained.
This is largely happening through investments in sports technologies that support content creation &
‘remixing’, broadcast production and distribution and support and drive social interaction among the
(increasingly global) fanbase, both during and between games.
In 2021, in North America $2.6B was invested in emerging solutions around fan engagement, a focus area that
represented 46% of all investment in sport-focused applications.
Dutch companies with products & services in this space would do well to explore the U.S. market through the
many investor pitch days, conferences and other available resources as this dynamic market unfolds. All the
top professional leagues, and many of the teams are investors themselves but typically look to these events
searching for the next big thing, so the audience represents both customer and investor in one place.
Some critical development in the U.S. market to be aware of include:
▪

The battle for the attention of the younger fan is on: Genz Z fans are less interested in sports than
previous generations, while Gen Alpha is more interested in the athletes as personalities than the
sports they play

▪

The media landscape is shifting rapidly – the audience is ‘cutting the cord’ and unsubscribing from
traditional cable providers and more interested in Over-the-Top (OTT) access to the specific content
they want on an a la carte basis

▪

Social channels are being added to the broadcast ‘portfolio’ with games being broadcast in multiple
formats simultaneously, each tailored to the tastes of a specific target audience (kids, bettors)

Pro sports revenues come from
▪ ‘content plays’ – how the visuals and stories of the action are created, combined and shared, and
▪ ‘data plays’ – how the game and player statistics are collected, analyzed and monetized
Generally, the former is more in direct control of the rightsholder; the latter is the foundation for value-added
products by 3rd parties (sports gambling, fantasy sports companies), so solutions that drive content are the
primary solutions of direct interest to teams.
Fan Engagement is a highly competitive, global market today and buyers are agnostic as to the origin of a
product as long as it presents a solid, plug & play revenue model to keep the fan coming back for more, and
especially where it enables the organization to monetize the at-home fan, wherever they happen to live.
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ENGAGING THE AMERICAN SPORTS FAN
Sports Fandom in the U.S. is multi-faceted, fragmented, and continuously evolving.
Currently, the U.S. sport sector is in a fascinating state of growth and change as it continues to fill the 365 day per year
calendar, cross-over and collaborate with the entertainment sector, and navigate a sprawling media landscape. At the
same time, the growth and empowerment of athletes’ own content platforms and the shift in fans’ ‘sports consumption’
habits present both challenges and opportunities.
The ‘Innovation Rush’ is on throughout the sector, as evidenced both by the emergence of new front office titles and
departments as well as the proliferation of sports technology investment events and private equity groups focused
entirely on this space.
Noteworthy in the U.S. market is the appetite for innovative solutions – especially on the fan engagement front, which is
high and growing:
• Teams, leagues, and venues are proactively seeking solutions
• Teams understand the need to control, manage, or produce their own direct revenue streams
• Collaboration among investors, team executives, and professional athletes in dedicated ventures to fund and
develop the solutions they need
This rush is further fueled by distinct market factors around changing fan demographics and fan ‘consumption’ and
preferences for sports content:
• Gen Z (born ca. 1996-2012) is less interested in sports than preceding generations
• Gen Alpha (born beginning 2012-ca. 2025) is as interested in the athletes’ lives outside the game as their
performance in the game
• Multi-channel broadcast deals for teams, which allow tailoring gameday presentation versions to a variety of
audiences
Notably, we are also in a period where the next generation of technologies, including augmented reality (AR), virtual
reality (VR), non-fungible tokens (NFTS), and now the Metaverse (collectively Web 3.0 technologies) are opening new
ways to view events, collect memorabilia, and interact with the teams we passionately follow.
Front offices of U.S. sports teams are now filled with titles such as Director of Interactive & Fan Experience, VP of Business
Analytics and Technology, and VP, 49ers Enterprises – the latter is a wholly-owned subsidiary tasked with sourcing and
investing in new technologies.
It is a very good time for Dutch companies to explore business and technical collaboration opportunities in the U.S.
Sports ecosystem around innovative fan engagement solutions.
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U.S. Fan Dynamics
Youth Movement … if you can capture it
Across the board, fans are getting younger, somewhat in contrast to the aging population, but teams and leagues have
cause for concern as the sports interest of Gen Z (young adults born between 1996-2012) significantly lags that of the
Millennials – one age group older than them – by a large margin. (SBRNet ‘Sports Fandom in a Post-Pendemic World)

The Gen Z Problem
Gen Z are much less interested in sports than Millennials, who are more avid fans than Gen X and Baby Boomers.
Professional sports leagues and teams are trying to fend off this potential large drop-off in fans.
In fact, Gen Z are the first generation since data has been compiled to identify more as ‘Anti-Sports Fans’ than ‘Avid
Sports Fans’ by significant margin. (Chart 2 below)

Gen Z is, in general, not apathetic; however, traditional sports are the outliers in terms of lower interest levels. They
maintain strong interests (or ‘fandom’) for other entertainment forms such as music, fashion, brands, social causes and,
more importantly, individual athletes and Esports, upon which traditional sports rightsholders can capitalize.
The key to keeping Gen Z interested is to find the ‘hooks’ that can cultivate and retain this generation’s interest:
• Be true to the team ‘brand’ when crafting content targeting them as ‘authenticity’ is Gen Z’s mantra; this
especially holds true for music and merchandise collaborations
• Bring more spontaneous and behind-the-scenes ‘access;’ they are suspicious of slick, packaged, and forced
entertainment
• Elevate individual athletes’ personalities, lifestyles, and social causes; this generation has a holistic view of the
athlete as a person and values individuality and personal expression

Up Next: Generation Alpha
‘Generation Alpha’ is the term applied to children aged 10 and younger (born between 2012 to ca. 2025).
There are certain factors that the sports industry must note as it courts these future fans:
•

In (pre-pandemic) 2018 only 38% of children 6-12 years old played team sports regularly, vs 45% a decade
earlier. (Sports & Fitness Industry Association)
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•
•

In 2021, 28% of parents with children in youth sports said their child was NOT interested in playing, an increase
from 19% in 2020 (Aspen Institute ‘State of Play 2020’)
35% of parents with kids born 2013-2017 say their child has lost interest in sports during the pandemic

On a positive note:
• 73% of parents with children born 2013-2017 (Gen Alpha) say they have encouraged their kids to play sports
(Morning Consult)
• 65% have encouraged them to be sports fans
• 65% of Gen Alpha and Gen Z think stories about athletes are more interesting than the actual games they play
(SBRNet)
The professional sports world is hopeful Gen Alpha will take their cues from their largely fanatic Millennial parents but are
also wisely hedging against the influence of Gen Z as the current youth culture trendsetters and are actively and
innovatively adapting their product for future resilience.

Women Were Jumping In…but Possibly Now Dropping Out?
Women, as a percentage of each league’s fan base, had been trending steadily upward in the past few years but saw
some significant drop-offs in 2020.
While it’s too early to tell if this is a downward
trend, the change was seen across all sports and
may have been influenced by the increased
demands, especially on working women, of juggling
working from home while having children at home,
requiring substantive remote schooling support
which left female fans little time left in their day for
leisure activities.
Gen Z women’s interest in sports, while still lower
than the previous generations, appears to remain
higher than their male counterparts, possibly
opening the door to target Gen Z women to
‘bridge’ sports fandom to Gen Alpha and beyond.

U.S. Sports Media Landscape Dynamics
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Channel Explosion
While Over the Top (OTT; any type of video or streaming media that provides viewer access by sending the media directly
through the internet) channels are not new, they are growing exponentially and taking a bigger share of the broadcast
market, with social media streaming channels also advancing strongly as ‘broadcast’ channels.

MoffettNathanson, a preeminent global media research firm, forecasts that cable TV and streaming will be equal in terms
of consumer usage by 2024.
All major U.S. professional sports leagues have signed streaming deals with one or more social media channels (Twitter,
YouTube, Twitch, etc.) and all have a Direct-to-Consumer (DTC) subscription services, allowing fans to access games
outside of their local market where fans are restricted or ‘blacked out’ due to local television broadcast deals with
leagues.

Fans Cutting the Cord…and Getting Cut Off
There is also a great deal of turnover in subscriptions and frustration for fans trying to watch their team.
Previously, there were largely two ways to access sports content:
• Via a ‘Regional Sports Network’ (RSN) as part of a cable TV subscription
• Through a ‘league package,’ accessed via laptop, mobile or Smart TV
However, as a local fan, you can be ‘blacked out’ from accessing your team’s games or any games that were being
broadcast via your local cable TV provider, who have exclusive rights to show the game in the local (read: ticket-buying)
market. This is risky as it can keep young fans from developing interest in the game at a time when this is already
declining.
Sixteen NBA teams air local games on Sinclair-owned Bally Sports regional stations, which means there are sixteen teams
whose young, local fans do not have access to their local teams.
For the past several years, RSNs have charged increasingly higher rates to the cable TV companies to carry their channels
as prime content because carrying the sports team drives cable subscriptions. The cable providers have passed this cost
on to consumers. As rates rose, and younger consumers were more conditioned to accessing other entertainment
through their laptops and phones, fans began to unsubscribe to cable or ‘cut the cord’. However, as they are ‘blacked
out’ from alternately streaming the local game, they are essentially cut off as fans. In some cases, the cable provider has
dropped the sports channel altogether due to cost pressures and there being no option for fans in the local market to see
their home team. (see sidebar) The leagues must be careful to strike a balance in the current period to retain and
cultivate young fans who may not be accessing the full product via cable but also cannot afford to access it through paid
league subscriptions like NBA League Pass or MLB.TV.
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The Road to Direct-to-Consumer (DTC)
“My long-term view is that we need to be in the direct-to-consumer business,” said
Commissioner Adam Silver [including the local market], who continually aims to
provide fans with what the NBA commissioner called “deeper, richer, more
personalized content.”
For the NBA, this would involve unraveling those 16 teams’ regional agreements noted above. The NHL is in a similar
position.
MLB.TV, is interested in exploring the launch of its own product to enable DTC in-market streaming. It, too, has a complex
set of local market broadcast rights deals that would need to be worked out to do this.
MLB, however is a long-time pioneer in the adoption of technology in allowing remote fans to access games via mobile
devices, and having spun out their own streaming tech & digital content in BAMtech (sold to Disney for US$3.75B and
now powering the Disney+ OTT platform), MLB is an innovator to watch.
The NFL negotiates all regular-season and playoff broadcast rights nationally, while the NBA, MLB, and NHL still sell the
majority of their games team-by-team in local markets. The entire process is decentralized and fragmented, handled by
the teams individually.
The entire MLS portfolio of U.S. media rights is available starting with the 2023 season as Fox and ESPN are both nearing
the end of current eight-year deals.
U.S. leagues like to retain control – and the profits – as much as possible and they have consistently been successful in
this venture. Change is coming, but the transition could be bumpy. For more on this evolving topic, see Hottest Topic at
CAA World of Sports – DTC Content.

A Custom Broadcast for Every Audience
The explosion of channels also provides the opportunity to create a variety of game presentations tailored to distinct
audience segments and can be incredibly powerful in its ability to reach and develop new fans.
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In early 2020, Mark Cuban predicted sports teams might run as many as five or six ‘feeds’ of their games, tailored to
different audiences’ needs. Examples of tailored feeds include:
• The NFL & Nickelodeon broadcast aimed at creating a form of the game appealing to kids 6-12, which is also
equally delighting adults with its novelty
• The parallel Monday Night Football “Manning-cast” (brothers and former quarterbacks, Peyton & Eli Manning)
broadcast, providing an entertainment-centric commentary geared to Millennial males
• The emergence of ‘betcasts’ with oddsmakers and professional bettors supporting ‘Play-Action’ betting as 26
U.S. states and counting see sports betting arrive on the scene
Leagues and teams have begun experimenting with novel ways to present the game with augmented reality (AR)
broadcasts. As new AR/VR glasses roll out from the Big Tech manufacturers, this is the next frontier.
The shutdown of live sports at the start of the pandemic and its re-emergence in “bubbles” (limited locations with no fans
present) widened the view of leagues in experimenting and exploring the possibilities of engaging – and now monetizing –
the remote fan. This is an especially significant development as all the leagues are exploring the global appetite for U.S.
sports.
All of this points to opportunities to support professional sports with the tools to produce, manage, and analyze the
consumption and interaction of its products.
In summary, Dutch companies have much to pursue in the rapidly evolving U.S. sports content development &
distribution space if they can:
•
•
•
•
•

Provide efficiency and creative enhancement of production to support multiple types of broadcasts
Deliver creative content that resonates with different target audiences
Distribute content effectively and efficiently and reliably across multiple platforms
Gather and analyze audience data in real-time
Support the fan experience in a variety of different formats
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THE U.S. MARKET FOR FAN ENGAGEMENT SOLUTIONS
Sports tech – a fast-moving field
“Whether it's crypto and blockchain, NFTs, sports betting, or broadcast technology —
these things are converging,” said Abbamondi, the Nets’ departing CEO. “And the
ground at which they're converging is sports and entertainment. None of us are
smart enough to predict what that future is going to look like 5-10 years down the
road. But it's happening right now.”
‘Follow the money’ is the correct philosophy in understanding and forecasting where the sports tech market is heading.
When investors focus on a technology, it’s because they feel the product will gain good market traction, establishing
customers and revenue. In the sports tech space, it is doubly true as many of the customers - sports properties and
owners - are also investing directly. Solutions attracting not only the funding but also the full-on belief of the customer, to
the point where they are buying not just the product but also a piece of the company, are good indicators of where the
near-term innovation focus lies.

All Sports Tech growth & investment
▪
▪
▪

North America, driven by the U.S., is the largest
SportsTech startup market in the world
2020 total investment – approximately $2.6
billion
41% of U.S. sports tech startups are located in the
western United States (28% headquartered in
California)

Fan Engagement Sports Tech Segment
Of the approximately $2.6 billion invested in 2020 in
sports tech, roughly 30% or $780 million was aimed at:
▪ Content Platforms – Streaming, Mobile, Specialty
Content ($349 million)
▪ Fan Experience – AR/VR, AI-powered messaging
apps ($226 million)
▪ Applications – Fantasy Sports & Betting ($202 million)
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FAN ENGAGEMENT SOLUTIONS BY APPLICATION TYPE
Borrowing from the SportsTechX segmentation of the industry, which has become a standardized and accepted
framework in the investment community, Sports Tech Fan Engagement solutions include:
• News & Content
• Fan Engagement & Social Platforms
• Fantasy Sports & Betting

A strong market awaits Dutch companies providing plug-n-play or enabling tech tools in these spaces as signaled by
current investment and purchasing levels and in the leagues’ and teams’ appetites for experimentation with novel
solutions. Additionally, the sports industry has to navigate the growing marketing and technology landscape that has
surpassed 5,000 tools in the past decade. The Innovative Fan Engagement space is very crowded.

News & Content
Solutions in this space support
teams’ delivery of their core
product, live sports, which drives
both direct revenue and indirect
revenue from content and data.
These include:
▪ Streaming Platforms
▪ Content Aggregators
And enabling technologies:
▪ AR/VR Technologies
▪ AI / Machine Learning
▪ Data Management
▪ Data Handling
▪ Streaming
▪ Analytics

Fan Engagement
This broadly defined area includes
applications that create how fans
express their ‘fandom’ and
interact with their team and
favorite players.
▪ Content Co-Creation Tools
▪ Content Personalization/
Customization Tools
▪ Messaging apps (esp. AI driven)
▪ Social Platforms &
Enhancements
▪ AR/VR Enhanced View
Development
▪ AR/VR Driven Branded Content
▪ New Content Forms (NFTs)
▪ Metaverse & Web 3.0
platforms

Fantasy & Sports Betting
Largely driven by 3rd party
companies who access sports
data and license visual content
rights, marks, and logos to
deliver sport-themed content.
It remains in the interest of
sports properties to enable and
optimize the gains from these
business partners by providing
both data and content more
efficiently and quickly to serve
these business partners, largely
the same technologies
optimizing news and content
production.

The fan base for Esports is distinct, so it is not specifically addressed here. However, some of the market trends and
technology applications outlined in this report have implications for companies interested in pursuing the Esports space.
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U.S. Sports Revenue Streams
Sports teams previously had only four things to sell: tickets, food and beverage at the stadium, merchandise, and
broadcast rights. Each of those transactions was bound to a specific location and time.
The growth of the sports business took a new trajectory with the arrival of new media distribution options to reach more
fans. Leagues have leapt from one broadcast partner to many – the NFL’s $110 billion, 11-year deal includes 5 different
game broadcast partners. That’s just one element of how they are leveraging their core product of live sports.
Today, sports property revenue can be characterized into six key areas, split between Content ‘Plays’ and Data ‘Plays’.
Content Plays: The league derives direct revenue from content that it either produces, distributes, or otherwise makes
available to broadcasters and fans. Broadcasters, and now fans, create additional original content based on the league or
team brand assets. Content in the Fan Experience area includes logos, marks, images, tickets, and other assets that can be
‘packaged’ for fans to directly consume. Game presentation includes the overall packaging of the competitive sport
(definition of season, location, viewing access, etc.). These appear in bold as the team is primarily in control of the
‘production’ and distribution of these. Social Media Interaction also revolves around content and may be initiated by
teams but as an ‘asset’ is much less under their direct control.
Data Plays: Leagues earn revenue from selling or licensing access to their data to 3rd party companies who create
products and services. ‘Membership Data’ is season ticket holders and other audience data which the property has
obtained rights to sell onward (to ‘sponsors’ e.g.), which is bolded as this ‘asset’ is developed by the teams directly.
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Content ‘Plays’
Expanding the Fan Experience
Fans have moved well beyond just jerseys (kits), hats, and flags in
declaring their loyalty and support for their team.
Creating their own channels, embellishing images and video and
even creating derivative merchandise – things leagues and teams
would have fought not too long ago – are now embraced and
enabled.
For a fan, this not only signals their own passion but also serves to
elevate them in the eyes of fellow fans – and the teams. Events of
the past two years have only served to reinforce the key role fans
now play in the sports business narrative.
Innovation in this space has mostly centered around 4 key areas:
Content Creation/Personalization, Branded Content, New Age
Collectibles, and Immersive Experiences.

Nav Bhatia is the first fan indicted into a professional sports hall of
fame – a symbolic enshrinement of fans as an integral part of the of the
game

Content Co-Creation / Personalization
In the early days of social media, most leagues guarded their visual content and data fiercely; however, the NBA allowed
fans to ‘play’ with its assets. The result was huge growth on social media, and now every league has followed suit by
embracing ‘independent’ content creators in various forms. This ‘user generated content’ (UGC) has proven to be a
highly effective amplifier of their brand. Leagues are increasingly putting content curation tools in their hands, as it
creates that ‘authentic, user-generated’ content that keeps the conversations going.
On the data side, the ease of accessing data sets has
elevated some avid fans to becoming independent industry
analysts and self-made media moguls (e.g., Bleacher Report,
Barstool Sports).
Not every fan is aiming to be a media star and may only
want to create memes, gifs, screensavers, wallpapers, and
other digital media elements to share among friends or
contribute to the social conversation around a game, a
player, or an event.
“Technology that enables sports to feed the voracious
appetite of both fans and social media platforms has been a
god-send for under-resourced sports digital teams,” according to sports tech expert Sean Callanan. During 2021, more
than 3.4 million highlights were created using AI-based platforms, which equates to over nine years’ worth of video
content.
Some notable companies working with the U.S. major leagues include Greenfly, ClipPro, Minute, 15 Seconds of Fame,
Statcast (an MLB company), and Yinzcam.
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Branded Content Beyond the Game
The sports ‘product’ is also rapidly expanding beyond the
2-3 hours of live action play. Branded content in sports is
being driven by 3 factors – the fan’s desire for short
content on social media, increased interest in stories
around the players, and reality TV’s intrusion into the
locker room (Hard Knocks) and garage (Formula 1’s Drive
to Survive).
In the scramble to fill the void in Q2 2020, teams and
sports brands worldwide encouraged their athletes to
develop content specifically aimed at keeping fans
engaged.
Many professional sports stars and some teams’ digital
marketing departments were already highly social media
savvy, already putting this type of content into their feed.
These successes, and the fact that 65% of Gen Alpha AND
Gen Z think stories about athletes are more interesting
than the actual games they play, mean that branded
content is here to stay as part of the revenue mix for
sports properties.

John Suchenski, director of programming and
acquisitions at ESPN, said “having additional F1
content out there that reaches a wide and different
audience helps increase awareness and interest, and
hopefully incentivizes them to tune into the races. A
rising tide lifts all boats.”

Branded/Shoulder Content Examples:
Brightcove
The LPGA streamed virtual World Golf Tour
(WGT) matches with some of its leading
players, engaging fans with a new level of
access that included some friendly trash talk.
Manchester City, in the English Premier League,
offered their “Cityzens” online lessons and
training for kids when matches weren’t being
played and video diaries of their players helping
in the community. They also made their City+
OTT service free for during the pandemic, with
archived games available for re-watching.
The Golden State Warriors created Dubs Draft
Room, delivering a video-heavy second screen
experience for fans (and revenue for the club,
as it was sponsored by Chase).
One Fighting Championship, a mixed martial
arts leader in Asia, created and streamed their
version of The Apprentice reality show
competition featuring athletes, celebrities and
corporate sponsors.

A New Age in Sport Consumption, Team Whistle Survey of 13–34-year-old U.S. sports fans (Nov 2020)
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Digital Collectibles / NFTs (non-fungible tokens)
The NBA has been one of the more progressive sports organizations when it comes to technological innovation and has
established itself as an early leader in the NFT space. NBA Top Shot offers basketball fans the opportunity to buy and sell
NFT collectibles of moments in the league’s history, with blockchain’s distributed ledger technology used to authenticate
each individual token. This venture with Dapper Labs has been successful in opening the door to digital collectibles, with
the Top Shot marketplace witnessing transactions worth more than $780 million and opening the floodgates for other
leagues and athletes to follow.
While the market is projected to grow, it’s still a small segment of the fan base who show enthusiasm for these. Deloitte
projects 4-5 million fans will buy or be gifted sports-related NFTs in 2022. The environmental costs of NFTs are already
seeing large fan bases in gaming revolt against the concept.
More work needs to be done to integrate NFTs into the fan experience with more utility than a scarce collectible.
Integrating membership rewards, can’t-buy experiences, or other exclusive rights while also considering a more
environmentally-friendly solution will see the mood on NFTs change.
‘Fandom’ in the Metaverse offers another avenue to sell digital goods through ‘digital apparel’ licensing or similar goods.
We explore this area and the opportunities it presents for Dutch companies in greater depth below under ‘Social
Interaction’.

Fan Engagement / 15

U.S. SPORTS MARKET OPPORTUNITIES : INNOVATIVE FAN ENGAGEMENT
Game Presentation: Next Level Viewing
The portfolio of media rights deals across cable TV, streaming services, direct-to-consumer, and social media channels
means the leagues and their broadcast partners need to ‘feed’ these channels by providing enhanced viewing
experiences.
The competitiveness and ‘churn’ some traditional media are experiencing are incenting them to ‘freshen up’ their game
presentation and surrounding infotainment approaches, while the relatively new streaming services are all pressed to
grow their audience and retain them, as fees range anywhere from $10-20 per month. This requires a mutual interest in
delivering the desirable branded content noted above.
The three key trends shaping the evolution of the viewer experience in 2022 include:
• Multiple Broadcasts
• Optimization of Content for each Platform
• Advancements & More Appealing Applications of AR/VR

Multi-Broadcast Distribution
The breadth of platforms – and in certain cases, with parallel broadcasts of the same game – provide the opportunity to
experiment with broadcast formats.
During traditional broadcasts, these are more of a content-tailored-to-audience approach, such as the NFL-ESPN+
ManningCast and the NFL-Nickolodeon Slimecast, which, while intended to make the game more appealing for young
kids, proved to be also wildly popular with adults.
Other options include:
• Broadcasts specific to fantasy sports or sports-bettor viewers, who want a steady stream of statistics and
predicative odds (to parallel the high-growth trajectory)
• AR-enhanced broadcasts tying the viewers’ first and second screens together
• Multi-lingual broadcasts, potentially powered by AI to extend the language options accessible by fans
Mark Cuban’s early 2020 prediction of a ‘menu of viewing options’ tailored to different audience segments is well
underway.
Digital streaming opens up much greater possibilities by delivering greater fan-control of the experience, such as
switching camera angles on the action at will or watching ‘remotely together’, and what we are seeing now, with the NBA
Meta-Quest VR viewing experience that places fans courtside.

Optimizing for the Platform
While the multi-broadcast model is still somewhat new, the leagues have been experimenting with content delivery
innovation for quite some time, with the first VR offerings going back 5-6 years for MLB and the NBA. In general, the U.S.
sports leagues have become very tech savvy and innovation-forward and stay on top of emerging technologies.
Dutch Sports Tech companies won’t have to spend time explaining the underlying technology and its capabilities.
However, this does mean it is critical to have the business model and use cases well-defined when approaching
prospective buyers in the U.S. market.
Leagues’ and teams’ digital strategy groups will continue to devote resources to bringing the right versions and content
types to each of their platforms in order to stay relevant, especially to Gen Z and persisting into Gen Alpha.
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Examples include an Esports star hosting an MLB event on Twitch,
leveraging the popularity of retired stars such as the Manning
Brothers or creating virtual watch parties with celebrities.
The NFL and NBA have both made Twitter Spaces deals,
understanding that athletes’ presence is what fans will expect on
the social audio platform.
Leagues are sophisticated enough to know they cannot take the
same content and ‘resize it’ for each platform, but that the content
needs to be ‘native’ to the platform to resonate with the audience
there.
One startup innovating in this space is Buzzer, which alerts fans to
tune in to the last moments of a trending NBA game on Twitter.

Augmented Reality (AR)
Fans will continue to use a second screen while watching broadcast
games to seek out stats and player information or hold
conversations on social media. Headsets, glasses, and broadcasts
with AR-enabled feeds will help blend these increasingly seamlessly
and keep fans connected to the full-length, live game product.
MLB’s introduction of the Snap AR Lens Kit enabled teams to extend
an experience originally intended for use within their ballparks to
fans viewing at home. These lenses are part of MLB’s strategy to
create experiences for fans who can’t attend games in person.

Virtual Reality (VR)
2022 is broadly expected to be the year that ‘Big Tech’ launches the affordable VR headset.
NBA produced a VR Documentary on the Cleveland Cavaliers’ 2016 Championship season. The general rarity of consumers
(beyond gamers) with Oculus headsets meant that not many fans saw, or were even aware of, this content.
NFL and NextVR are in the second year of their partnership and while it is certainly novel, some are finding the experience
is not yet preferable to a quality, high definition broadcast viewer experience, per Shaun Poore on the NFL VR viewing
experience and Jabari Young on the NBA VR/Metaverse experience on Quest2.
VR is still waiting for content that matches the Ready Player One experience. Hardware and content need to provide the
“wow” to change the habits of mainstream sports fans. Game developers are ahead of sports in this area. Games like Beat
Saber are helping people use VR more often as the VR headsets come onto the market, settle their price points, and find
broad consumer adoption.
Solutions being proposed in this space need to have a complete business proposition that takes these factors into
account when pitching the U.S. sports sector rightsholders and broadcasters.
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Social Interaction
The power of social media remains in its ability to show the ‘Zeitgeist’ of fans as well as in instantly gauging fans’
reactions to developments with leagues, teams and players ‘floating’ ideas and taking fans’ temperatures. The ability to
leverage influencers for more authentic and organic dialogue with fans is also critical.
Conversations happen here and the rise of companies like Zoomph and Hookit (just purchased by Kore Software), who
help professional sports properties’ understand the audience and the conversations they’re having, demonstrates the
importance of analytics in this space.

In 2021, “NBA” was the No. 1 trending Google search in the
United States, beating out “Squid Game,” “Mega Millions”
and “stimulus check” among other top searches.
“NBA” also fared well globally, ranking as Google’s No. 4
trending search worldwide. (Basketball News)

Next Level Social: The Metaverse
The simplest description of the Metaverse is the combination of technologies that facilitate more immersive digital
interactions and create new marketplaces and currencies for emerging digital goods and services. The first steps have
been taken into the ‘Experiential Level’ of the Metaverse by both sports properties and, notably, their corporate partners.

The Brooklyn Nets are already deep in development with virtual world renderings now substituting for actual video
replays on the ‘Jumbotron’ at Barclay Center. The Cleveland Cavaliers have also been teasing “Cview” since late January
on the Humungotron and in LeaguePass broadcasts.
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Metaverse is one of the most used words in sports tech, but most sports organizations are still wrapping their head
around what this actually means.
Big tech companies and several big brands (Nike, Disney) have announced their entry into the Metaverse. South Korea
has a government-led Metaverse alliance, anchored by Samsung, with well over 200 companies participating.

Experience brands like the Brooklyn Nets and Disney are among the early entrants into Metaverse-era content. Gaming
companies like Activision, deeply experienced in creating digital interactions, are valuable acquisition targets for Big Tech
(acquired by Microsoft) they being snapped up as fantastic tools to advance their digitalization capabilities as Web 3.0
takes hold.
There is a gold rush feeling as companies storm ahead in the quest for unclaimed virtual real estate. A few key points to
keep top of mind as 2022-2023 unfolds:
• Big Tech will introduce competing Metaverse ecosystems (proprietary OS), meaning developers and
collaborators will have some choices to make
• White label platforms will allow innovative teams to build their own Metaverse
• U.S. sports leagues’ tech approach has always (ultimately) been to build their own; they are unwilling to be held
captive by Big Tech, though they will learn from and strategically partner with them
• Leagues and teams will need to educate their fans in this new medium, which will take time. For some, digitallysavvy or not, the ‘passive viewing’ of sports provides a break from an increasingly ‘always-on’ world
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Data Plays
Membership Data
NFTs have a role to fulfill, ultimately, in securing and maintaining the integrity of the membership data that teams
maintain, but for now these have not moved beyond serving as collectibles. This market is stalling at present around this
application, but likely to pick up in 2023-25 as data utility applications emerge. Companies unlocking this potential now
will do well as the market is primed for this generally, and it would allow sports teams to make a greater direct revenue
play with their data.
Beyond the analytic content noted above, sports-themed activities such as fantasy sports, betting, and Esports have
grown significantly in the past decade. While these are necessarily expressions of fandom for the actual sport, they are
highly connected to the ‘product’ which drives leagues and teams to discover opportunities to capitalize on these
activities by providing content (largely data, but also video footage) that form the engine of these products and the
marketing assets (partnerships, brand licensing, fan outreach) that drive this business.

Fantasy Sports and Sports Betting
Another recent development is the growth in fantasy sports in 2020. After experiencing a decline in 2018-2019, fantasy
sports league participation bounced sharply upward in 2020. Fantasy sports, once the hobby of stats-obsessed baseball
fans with spreadsheets, grew in popularity as platforms emerged to support it took off with the introduction of ‘Daily
Fantasy Sports’ (DFS), which plays off both the higher preference for following individual players over teams (especially in
basketball) among Gen Z and the opening up of sports betting in the U.S.
This brings a greater interest in athletes’ data, predictive analytics, and potentially viewing highlights, data visualizations,
and AI solutions which teams are in a good position to provide.
The increasing partnerships with sports betting companies signal leagues’ and teams’ vested interest in optimally
capturing, parsing, and distributing gameday data for the mutual financial rewards.
The expanded use of wearables will also deliver additional biometric data, providing fans’ additional insight into the
action on the court. There is still a way to access what is rightfully the players’ personal data; however, the likely outcome
will be boundaries placed on what is released publicly as long as the players are provided a share of the revenue that this
‘data’ play would earn.
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Esports
Esports is becoming increasingly intertwined with traditional sports, with many professional sports owners purchasing or
forming teams, primarily with non-sports-based titles like League of Legends, Call of Duty, Overwatch, and Rocket League.
Many sports venues are hosting tournaments to generate direct revenue. As noted above, esports provides a very
tangible and profitable indirect revenue stream for major league ‘stick and ball’ sports; however, esports overlaps in part,
not in full, with these leagues. Even the most popular EA Sports titles do not crack the top ten of games played.
One key opportunity is audience analytics. Sean Callanan notes, “Esports offers a new audience with a growing need for
audience analysis and measurement on platforms like Twitch. Many of the tools available for sports apply to Esports
fans.”
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Priority of the Chief Technology Officer
At the end of the day, all ‘fan engagement’ must be measured, analyzed, and used to inform the sports team’s next steps.
This ‘job’ of collecting, ‘cleaning’, warehousing and safeguarding that data ultimately rests with the Chief Technology
Officer (“CTO” but titles vary widely as seen in the ‘Regional Focus’ section). Chief Marketing Officers or Chief Revenue
Officers are also very tech-knowledgeable and responsible for their part of the tech stack.
Together, their key priorities are to enable:
• A Single Customer View (Integrated Record of Customer Interactions)
• Audience Segmentation with Actionable Insight for Personalized Content, Communications
• Predictive Modelling to shape the ‘product’, its presentation and offers to fans.
A CTO may be assessing solutions according to where a team fit on this matrix (where and when a solution is feeding data
into the system) as well as how that data flows into the central data platform to create the single customer view.

The Tech Stack
Additionally, the CTO, EVP Digital Strategy, or VP Business Intelligence oversee a complex suite of solutions
that drive the core revenue streams. Adding a new application, especially in fan engagement, means it must
‘play nicely’ with the existing tech stack, so APIs to the most common software solutions will be essential to a
successful sale.

Marketing, Advertising &
Communications

Sales & Customer Care

Data Management &
Business Analytics
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Big Tech Taking Big Steps in Sports
Many tech companies use sports to test, learn, and showcase their solutions under high strain and visibility of large
crowds to then market solutions to non-sports clients in other industries and drive consumer adoption of applications.
Examples include:
Apple – Apple Wallet for tickets, concessions purchases; Apple Maps for guiding to the game (traffic, dynamic routing,
parking, rideshare, transit) – contributes to single customer view and understanding the customer journey
AWS – powering the data compilation, storage, machine learning to provide stats and insights, laid into AR views, 2 nd
screen experiences
Google Cloud – competitor to AWS on data collection and analytics; with organic data collection from search empowering
additional insight makes Google a compelling partner
Cisco - pushing to own/manage the wi-fi experience of the fan in stadium, many installations implementing stadium tech
solutions like video replay feed relays on the sport side and WaitTimes (for bathrooms and concessions) for fans
Microsoft – focused on AI, but more broadly on using tech to enhance and personalize the experience (augment rather
than leap out ahead of the fan). Powered the NBA’s virtual fan presence in the NBA bubble and working to develop the
DTC product for the NBA

No significant tech partners listed by MLS at present

As these companies are placing a great deal of emphasis on their sports partnerships to put their capabilities on display, it
is almost as essential to follow the opportunities with Big Tech as closely as the opportunities with sport.
Dutch companies may find good opportunities in solutions that complement the following Big Tech objectives:
• Showing off their capabilities to other corporations
• Providing critical tools to power the exponential growth of sports content development
• Bringing solutions to power data collection, storage, analytics, and displays around both the game and the
business of the game
• Developing technologies to extend the reach of the game well beyond the stadium (digital arenas, metaverse,
enhanced viewing that makes for a more compelling product)
• optimizing programmatic ad-buying, creating a dynamic market for ad content by knowing both the exact size of
the audience in real-time and capitalizing on action peaking in a close game
• Creating tools to optimize the gameday experience (tickets, payments, routing, right time-right offer)
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OPPORTUNITIES AND CHALLENGES
After weathering the Covid-19 pandemic, sport is back in action and growing once again. Football (soccer) is resuming the
strong growth it was showing pre-pandemic as MLS as continues to gain importance in the U.S. sport landscape. Soccer is
also growing in both the women’s professional game (NWSL) as well as second tier leagues (USL).
The U.S. will also play host to two major sporting events in this decade. In 2026, the United States will join Canada and
Mexico in hosting FIFA’s World Cup. The U.S. will feature 11 host cities for which 17 candidates remain. The International
Olympic Committee has selected Los Angeles, California to host the games of the XXXIV Olympiad which will take place in
2028. The Consulate of the Netherlands in San Francisco has already made inroads with the organizing city and local
organizing committee which will be beneficial to Dutch businesses looking to bring their solutions to the LA28 Summer
Games.
Beyond Leagues and Teams
While Fan Engagement is normally associated with leagues and teams, there is a growing demand for innovation solutions
to grow and strengthen the personal platforms and revenue opportunities for individual athletes. In the past, this has
been limited only to professional athletes whereas student-athletes had been heretofore excluded from these
opportunities. Recently, those rules governing the NIL (Name, Image & Likeness) rights have been relaxes to allow the
collegiate student-athletes to also generate revenue on their own behalf.
Fan Engagement solutions also figure heavily in the mix for sponsor activation. While this may occur withing the existing
team or league frameworks, some major sponsors may run their own fan engagement programs and become an
interesting avenue for companies offering relevant solutions. For Dutch solution providers, the significant presence of
major Dutch corporations in the U.S. market offers an interesting “beachhead” opportunity.
Highly Competitive and Tech-Savvy Marketplace
As noted, the Innovative Fan Engagement space is very crowded.
U.S. market sports leagues have become very tech savvy and innovation-forward and stay on top of emerging
technologies.
To be successful, providers will need to clearly articulate their business cases, preferably with references that are
relevant to their prospective customers. In addition to offering unique case-driven solutions, companies looking to do
business in the U.S. will need to have excellent negotiation skills as well as the ability to support their solutions – two
facets in which the Dutch generally excel.

Fan Engagement / 24

U.S. SPORTS MARKET OPPORTUNITIES : INNOVATIVE FAN ENGAGEMENT
Key Technologies & Applications of Interest
Fan Experience
▪
▪
▪
▪
▪

Solutions that enable user-generated content (UGC) to supply or support the sharing, lending, or distribution of
team content and data to creative fans for new takes
Solutions that facilitate the curation, display, cataloguing, and archiving of UGC (AI)
Platforms or highly integrated tool for editing, manipulation, augmentation (AR/VR) of content and/or creation
of custom products and services using team brand assets, especially in real-time
Applications or turn-key solutions of AR/VR fan experiences on-site to elevate fans’ desire to attend games in
person or support organized watch parties for remote fans that bring them closer to the feeling of ‘being there’
Solutions that enable the localization of content, especially language and incorporating social or cultural
touchpoints that foster global fans interest and affinity for the team’s brand

Game Presentation
▪
▪
▪
▪
▪

Novel broadcasting technologies, AR/VR, augmenting of home viewing experience
Technology solutions that open up the possibilities to edit, mix, curate, manage, and display not just sports
content but also music and visuals from other artistic genres, social media and gaming content
Creative companies with expertise or applications are programming for diverse audiences and on a variety of
visual, audio, and social platforms
Solutions to power data collection, storage, analytics, and displays around both the game and the business of the
game
Technologies to extend the reach of the game well beyond the stadium (digital arenas, metaverse, other Web
3.0 applications) to create a more compelling or unique broadcast

Social Interaction
▪
▪
▪

Real-Time Content Mining (AI), Interaction Monitoring & Response (Satisfi)
Creative companies with novel concepts for expanding and supporting branded content development for a
variety of platforms
Graphics handling solutions and platforms, especially AI-driven

Data ‘Plays’
▪
▪
▪

Solutions to power data collection, storage, analytics and displays around both the game and the business of the
game
Solutions to power the real-time distribution of game action data
Applications that support membership, loyalty, and reward programs

Companies who can support the following have much to pursue in the rapidly evolving U.S. sports content development
& distribution space
▪ The efficiency and quality of production to support multiple types of broadcasts
▪ Deliver creative that resonates with different target audiences
▪ Distribute content effectively and efficiently and reliably across multiple platforms
▪ Gather and analyze audience data in real-time
▪ Support the fan experience in a variety of different formats
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SWOT Analysis for Dutch Firms in Fan Experience Marketplace
Strengths
▪
▪
▪
▪
▪
▪

Strong reputation of Dutch businesses for technological innovation, finance, and social responsibility
European digital sports fan behavior is similar to U.S. sports fan strong usage of internet, social media, and
advanced broadcast platforms
Strong knowledge of data privacy and protection due to GDPR
Top-tier country for several spectator and mass participation sports
Able to draw directly on pan-European experience and best practices
Ability to support deals, projects, and support in the English language

Weaknesses
▪
▪
▪
▪

Unfamiliarity with U.S. commercial terms and structures
Lacking local knowledge of game and market
With the possible exception of baseball, little status in North American sports
Lack of reference client in U.S. market

Opportunities
▪
▪
▪
▪
▪
▪

Extremely dynamic and attractive market for growth both in terms of size and expenditure
Many opportunities to showcase solutions at investor pitch days, sports tech conferences as well as national
conferences and exhibitions
Many professional teams in multiple sports operating independently could become clients
Most front offices well-versed in use of fan engagement tools and innovations
Large collegiate scene below professional sports with similar requirements, some served wholly or in part by
third party marketing firms
Requirement to travel for business development lower with Zoom meetings acceptable

Threats
▪
▪
▪

Competitive space and competition can be fierce
Growing number of solutions chasing the same customer base
U.S. legal framework may present unique challenges
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Recommendations for Dutch Companies Approaching the U.S. Market
▪
▪
▪
▪
▪
▪
▪
▪
▪
▪

The strategic endgame in professional sports right now is to monetize the at-home fan
Provide multi-broadcast options for fans to ‘consume’ live sports content tailored to the platform and the
audience’s preference for content type
Monitor what works and what doesn’t as they look to capture the fan’s attention in an entertainment-option
rich world and an era where younger generations interest in the ‘full game’ viewing experience is decreasing
Grow their global audience by providing greater outreach and intriguing content and finding more ‘touchpoints’
to monetize this fan base
Create a seamless gameday experience (driveway to driveway) for fans
Understand the priorities of both the league and of the more innovative teams, in terms of next-level fan
engagement
Understand the big tech partners they have
Understand the media distribution portfolio they are working with
Understand the fan dynamics of the league and of certain geographies
Understand your target client - League, Client, NSO, Collegiate
o Build marketing plan to reach those targets - conferences, digital, podcast, sports industry press
o Focus on commercial outcomes for success
o Deliver total solution - handing over a tool to under-resourced team may not get optimal execution
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RESOURCES
Regional Marketplace Focus
California
Professional Team Presence
▪ Major League Baseball (MLB) – Los Angeles Angels, Los Angeles Dodgers, Oakland A’s, San Diego Padres, San
Francisco Giants
▪ Major League Soccer (MLS) – Los Angeles Galaxy, Los Angeles FC, San Jose Earthquakes
▪ National Basketball League (NBA) – Golden State Warriors, Los Angeles Clippers, Los Angeles Lakers, Sacramento
Kings,
▪ National Football League (NFL) – Los Angeles Chargers, Los Angeles Rams, San Francisco 49ers
▪ National Hockey League (NHL) – Anaheim Ducks, Los Angeles Kings, San Jose Sharks
▪ Women’s National Basketball Association (WNBA) – Los Angeles Sparks
▪ National Women’s Soccer League (NWSL) – Angel City FC, San Diego Wave FC
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Front Office & Key Decisionmakers
City
Los Angeles

Rams

Team
NFL

League

Los Angeles

Chargers

NFL

Los Angeles

Lakers

NBA

Los Angeles

Clippers

NBA

Los Angeles
Los Angeles
Los Angeles

Angels
Dodgers
Kings

MLB
MLB
NHL

Los Angeles

Galaxy

MLS

Los Angeles

LAFC

MLS

Oakland

Athletics

MLB

Sacramento

Kings

NBA

San Diego

Padres

MLB

San Jose

Sharks

NHL

San Jose

Earthquakes

MLS

Name
Kathryn Kai-Ling Frederick
Skarpi Hendinsson
Jim Rushton
Jason Levine
Kacey Knauf
Pete Soto
Megan Bell
Mitch Holder
Joey Buss
Tricia Teschke
Liane Angeles
N/A
Lon Rosen
Michael Altieri
Aaron LeValley
Amada Gray
Doug Vosik
Adam Serrano
Christian Lau
Ryan Bishara
Benny Tran
Rich Orosco
Ryan Northcott
Dave Kaval
Catherine Aker
Ben Gumpert
Joe Dumars
Kyle Eichman
Scott Monaco
Chris Connolly
Scott Robish
Darryl Mendoza
Doug Bentz
Neda Tabatabaie
Tutul Rahman
Michael Beaubien
Paul Dewhurst

Title
Chief Marketing Officer
Chief Technology Officer
Chief Revenue Officer
VP, Content / Production
VP, Strategic Solutions
VP, Fan Experience / Bolt Productions
VP, Business Intelligence
VP, Marketing
VP, Research & Analytics
Director, Marketing & Brand Strategy
Director, Technology
Executive VP / Chief Marketing Officer
Senior VP, Marketing Communications & Content
Senior VP, Business Operations & Strategy
Director, Marketing & Digital
Chief Marketing Officer
Director, Digital
Chief Technology Officer
Executive VP, Revenue & Data Strategy
Executive VP, Corporate Strategy & Development
Executive VP, Brand & Communications
Executive VP, Entertainment & Development
President
VP, Marketing Communications
Chief Marketing Officer
Chief Strategy Officer
VP, CRM & Business Analytics
Senior Director, Interactive Fan
Senior VP, Marketing
VP, Business Strategy & Analysis
Director, Fan Engagement
VP, Marketing
VP, Business Analytics & Technology
VP, Marketing
Head Integrated Marketing
Director, Digital Marketing
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City
San Francisco

49ers

Team

League

San Francisco

49ers Enterprises
49ers Enterprises
Golden State Warriors
NBA

San Francisco

GSW Sports Ventures
Giants
MLB

NFL

Name
Alex Chang
Umesh Johari
Meghan Ryan
Collin Meador
Sean Kundu
Chip Bowers
Amanda Chin
Kenny Lauer
Kirk Lacob
Jason Pearl
Bryan Srabian
Bill Schlough
Paul Hodges III
Rocky Koplik

Title
Chief Marketing Officer
VP, Business Strategy & Analytics
VP, Digital & Social
VP
VP, Corporate Development
Chief Marketing Officer
VP, Branding & Marketing
VP, Digital & Marketing
VP
Senior VP & Chief Business Officer
VP, Brand Development & Digital Media
Senior VP & Chief Information Officer
VP, Content & Entertainment
VP, Business Analytics

KEY INNOVATION PLAYERS
Sports Tech Investors / Funds

Elysian Park Ventures (associated with LA Dodgers)
49ers Ventures (San Francisco 49ers)
Jazz Venture Partners
Rabil Ventures
Mindspring Capital
Ludis Capital
Sapphire Sport
Sports Tech Incubators / Accelerators

Global Sports Venture Studios – Los Angeles
Women in Sports Tech (WIST) – San Francisco
Sports Tech Events 2022

SportTechie x Sports Business Journal Horizon Summit – July 12-13, 2022 – Levi’s Stadium (Santa Clara,
California)
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Texas
Professional Team Presence
▪
▪
▪
▪
▪
▪
▪

Major League Baseball (MLB) – Dallas Rangers, Houston Astros
Major League Soccer (MLS) – Austin FC, FC Dallas, Houston Dynamo
National Basketball League (NBA) – Dallas Mavericks, Houston Rockets, San Antonio Spurs
National Football League (NFL) – Dallas Cowboys, Houston Texans
National Hockey League (NHL) – Dallas Stars
Women’s National Basketball Association (WNBA) – Dallas Wings
National Women’s Soccer League (NWSL) – Houston Dash
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Front Office & Key Decisionmakers
City

Team

Austin

Austin FC

Dallas

Cowboys

Dallas

Mavericks

Dallas

Wings

Dallas

Texas Rangers

Dallas

Stars

Dallas

FC Dallas

Houston

Texans

Houston

Rockets

Houston

Astros

City
Houston

Team
Dynamo/Dash

League
MLS

Name

Ryan Fannin
Clark Beacom
Alison Roscoe
James Ruth
NFL
Stephen Jones
Charlotte Jones
Jerry Jones, Jr.
NBA
Cynthia Marshall
Chris Davidson
Ronnie Fauss
Erin Finegold White
Iris Diaz
Alison Panasik
Ryan Macket
WNBA
Rachel Pearcy
Donovan Reta
John Herron
Courtney Oversby
Matt Mendes
Lisa Feigenbaum
MLB
Neil Leibman
Sean Decker
Kellie Fisher
Chuck Morgan
Jim Cochrane
Mike Healy
Travis Dillon
Chad Wynn
NHL
Matt Bowman
Guy Tomcheck
Dan Stuchal
Kevin Harp
Therese Baird
MLS
Jimmy Smith
Melissa Jannetta
Megan Miller
Jerome Elenez
NFL
Marlian Logan
Jerry Angel
Jeff Schmitz
NBA
Julian Duncan
Larry Kaiser
Dawn Keen
MLB
Michael Slaughter
Anita Sehgal
Jeff Stewart
Chris Garcia
League
Name
MLS/NWSL Katie Scallan
Dionna Widder

Title
VP, Information Technology
Chief Revenue Officer
Senior VP, Corporate Partnerships
Senior VP, Marketing
COO, Executive VP
Chief Brand Officer
Chief Sales and Marketing Officer
Chief Executive Officer
Director of Analytics
Chief Strategy Officer & SVP of Business Development
SVP of Corporate Communications, Content, and Events
Chief Marketing Officer
VP, Brand Identity
SVP, Corporate Sponsorships
SVP, Chief Financial officer
VP, Business Operations
Senior Director, Business Intelligence
VP, Marketing
Associate VP, Corporate Partnerships
EVP & Chief Strategy Officer
President, Business Operations & Chief Operating Officer
President, REV Entertainment
EVP & Chief Financial Officer
EVP, Ballpark Entertainment & Production
SVP, Partnerships & Client Services
SVP, Venue Operations & Guest Experience
VP, Marketing
VP, Partnerships
EVP, Chief Revenue Officer
VP, Corporate Partnerships
SVP, Marketing
Senior Director, Entertainment & Events
Chief Financial Officer
Chief Operating Officer & Chief Financial Officer
VP, Business Development
VP, Partnership Marketing
VP, Marketing
SVP, Chief Financial Officer & Treasurer
VP, Corporate Development
VP and Chief Information Officer
Chief Marketing & Strategy Officer
Chief Financial Officer
VP, Corporate Development
SVP, Chief Financial Officer
SVP, Marking & Communications
VP, Corporate Partnerships
Senior Director, Fan Experience
Title
Chief Marketing Officer
Chief Revenue Officer
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San Antonio

Spurs

NBA

Frank Arnold
Rob Hur
Amy Rivera
Dr. Kara Allen
Brandon Gayle
Frank Miceli
Lori Warren
Becky Kimbro
Katrina Palanca

VP, Administration
VP, Corporate Sales & Marketing
Director of Partnership Marketing
Chief Impact Officer
Chief Operating Officer
Chief Revenue Officer
Chief Finance & Strategy Officer
VP, Brand Engagement
VP, Global Partnerships

KEY INNOVATORS PLAYERS
Sports Tech Investors / Funds

ADvantage
Mark Cuban Companies
Next Ventures
SeventySix Capital
Sports Tech Incubators /Accelerators

DIV Inc.
HTX Sports Tech
Sports Innovation Texas
Stadia Accelerator
Sports Tech Events

SXSW – held annually in March
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Florida
Professional Team Presence

▪
▪
▪
▪
▪
▪

Major League Baseball (MLB) – Miami Marlins, Tampa Bay Rays
Major League Soccer (MLS) – InterMiami FC, Orlando City SC
National Basketball League (NBA) – Miami Heat, Orlando Magic
National Football League (NFL) – Jacksonville Jaguars, Miami Dolphins, Tampa Bay Buccaneers
National Hockey League (NHL) – Florida Panthers, Tampa Bay Lightning
National Women’s Soccer League (NWSL) – Orlando Pride
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Front Office & Key Decisionmakers
City
Florida (Sunrise)

Team
Panthers

League
NHL

Jacksonville

Jaguars

NFL

Miami

Dolphins

NFL

Miami

Heat

NBA

Miami

Marlins

MLB

Miami

InterMiami

MLS

Orlando

Magic

NBA

Orlando

City/Pride

MLS/NWSL

Tampa Bay

Buccaneers

NFL

Name
Shawn Thornton
Bryce Hollweg
Kevin Grove
Josh Korlin
Nicole Meloff
Michael Kesaris
Scott Massey
Whitney Meyer
Mark Sirota
Patrick Kavanagh
Mike Webb
T-Neisha Tate
Asia Gholston
Mike DeMartino
Chris Clements
Kim Rometo
Jeremy Walls
Ben Roller
Chris Buttnick
Katherin Milliken
Sammy Shulman
Michael McCullough
Jeff Craney
Garrick Amos
Glen Oskin III
Edson Crevecoeur
Caroline O’Connor
Jason Latimer
Tiago Pinto
Steven Boyer
David Oxfeld
Alex Brau
Michael Ridley
Nicolo Zini
Daniela Gallardo
Jim Fritz
Joel Glass
Shelly Wilkes
Jeff Lutes
Jay Riola
Jeff Bissey
J.T. McWalters
Carlos Osorio
Chris Lahey
Pedro Araujo

Title
Chief Commercial Officer
Executive VP
VP, Event Programming
VP, Corporate Partnerships
VP, Experience
VP, Strategy & Insight
SVP, Corporate Partnerships
SVP & Chief Community Impact Officer
SVP & Chief Financial Officer
VP, Production
VP & Chief Information Officer
VP, Social Responsibility & Impact
Senior Director of Marketing
VP, Corporate Partnerships
SVP, Chief Financial Officer
SVP, Chief Information Officer
SVP, Chief Revenue Officer
VP, Marketing Analytics
Senior Director, Corporate Partnerships
Senior Director, Entertainment & Events
EVP, Chief Financial Officer
EVP, Chief Marketing Officer
VP, Marketing
Chief Service Officer
VP, Corporate Partnerships
VP, Strategy & Data Analytics
Chief Operating Officer
SVP, Communications & Outreach
VP, Marketing
Director, Event Presentation & Entertainment
SVP, Sales & Partnerships
SVP, Finance & Accounting
SVP, Brand & Marketing
Senior Director, Business Development
Director, Partnership Activation
Chief Financial Officer
Chief Communications Officer
SVP, Marketing & Social Responsibility
SVP, Technology
SVP, Strategy & Innovation
VP, Finance
VP, Global Partnerships
Chief Financial Officer
VP, Corporate Partnerships
SVP, Marketing & Brand

Brian Ford

Chief Operating Officer
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Tampa Bay

Lightning

NHL

Tampa Bay

Rays

MLB

Joe Fada
Nikki Donofrio
Adam Smith
Mark Pitts
Casey Rodgers
Matt Corey
Derrick Brooks
Andrew McIntyre
Phil Esposito
Sheri Anderson
Rafaela Amador Fink
Rob Gigliari
Melanie Lenz
Brian Richeson
Eric Weisberg

Chief Financial Officer
VP, Marketing, Events & Entertainment
VP, Corporate Partnership Development
Chief Operating Officer
Chief Financial Officer
Chief Marketing Officer
EVP, Corporate & Community Development
SVP, Technology & Innovation
VP, Corporate Relations
VP, Partnerships
Chief Public Affairs & Communications Officer
Chief Financial Officer
Chief Development Officer
VP, Corporate Partnerships
VP, Fan Experience

KEY INNOVATION PLAYERS
Sports Tech Investors / Funds

Lake Nona Fund
No Cap Sports
Pulse Sports & Entertainment
Sports Tech Incubators / Accelerators

leAD Lake Nona
Sports Tech Events

N/A
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Knowledge Hubs
Conferences
SportTechie x Sports Business Journal "State of the Industry" (New York City) – conference focused on
sports technology and innovation and is our most comprehensive event as we covered a wide range of
topics, examining the most important matters from the past year, but with an eye towards the year to
come
SportsTechie x Sports Business Journal “Horizon Summit” (Santa Clara, California) – conference
focused on understanding best-in-class processes, technology, and analytics to inform business
intelligence and strategy in sports
MIT Sloan Sports Analytics Conference (Boston, Massachusetts) – conference goal is to provide a
forum for industry professionals (executives and leading researchers) and students to discuss the
increasing role of analytics in the global sports industry
Media
Front Office Sports
Sportico
Sports Business Journal
The Athletic
Industry Opinion Leaders
Sports Geek HQ – Sean Callanan Podcast
Winners – Fiona Green

Sports Tech Research
SportsTechX (Berlin) – a source for data and insights about SportsTech startups and the surrounding
ecosystem; they have mapped the entire SportsTech world and help people and organizations
navigate through it
Upside (NYC) – a highly insightful and up to date blog, podcast and information resource, offering market
research, solution ‘mapping’ and direct industry insights . Additional resources available at subscription
level.
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Enhanced Sports Performance
The U.S. market for innovation in sports training devices, health and wellness applications,
performance data & video analytics and athlete management systems

U.S. SPORTS INNOVATION MARKET: ENHANCED PERFORMANCE

EXECUTIVE SUMMARY
Similarly to fan engagement, the market for enhanced sports performance technologies is in a boom phase of growth and
investment. In 2021 this segment saw $6.2B in investment with average deals nearly tripling from 2020 and represents
35% of investment in sports tech. By comparison, Fan Engagement solutions represent 46% of investment focus.
There is very high interest currently in sleep, mental health, and neuroscience for performance optimization. From the
Upside coach and trainer surveys, 48% are planning to invest in sleep trackers and 44% in neurotech and mental health
devices
There appeared to be untapped opportunities in:
▪ User experience and user interface (UX/UI)
▪ Sports specific insights
▪ Visualization/other tools that optimize data interpretation
▪ Systems integration
▪ Developing data literacy for coaches and players
The United States has strict legislation around health data under the Health Insurance Privacy and Portability Act (HIPPA)
which governs the collection, privacy, and safeguarding of personal health information. Dutch firms dealing with athlete
data will need to assure potential clients they can address HIPPA requirements in all three of these areas.
Training compliance requirements, such as monitoring youth and collegiate sports’ training parameters around time and
session limits, extreme heat practices or return-to-play protocols following injury, can also be an increasingly important
use case for technologies as greater governance for athlete protection comes online.
MLS and NHL teams are growing their use of data analytics for enhanced performance and may represent key
opportunities in the U.S. market for Dutch firms. Notably, MLS has had several data analysts getting promoted to top
management roles, indicating a growing emphasis on the importance of data analytics.
Data analytics solutions that serve both enhanced performance and fan engagement revenue generation (data
visualizations and other analytical insights) are highly valued.
Understand where solution fits in the sports data analytics value chain.

The marketplace is global and dynamic, but agnostic as to origins of solutions. Success in this space requires companies:
▪ Stay on top of the professional leagues’ innovation platforms and evolving rules around tech typically decided in
the off season.
▪ Monitor professional leagues and sports technology resources for pitch events and partnership developments.
▪ Watch for announcements on league and big tech investments, key strategic alliances and industry consolidation
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INTRODUCTION
Enhanced Performance technologies are those typically categorized into three core areas:
1.
2.
3.

Wearables and Equipment
Activity and Data Analytics
Coaching and Preparation

High Growth Mode
The entire Sports Tech market space is in hyper growth mode, and the Enhanced Performance category of
solutions is riding this wave as well. It is one of the areas of Sports Tech that transcends the sports sector, with
applications in general health and wellness, injury prevention and recovery, and activity tracking and predictive
modelling applied in sectors such as healthcare, emergency management, and the military.
While High Performance athletic training and monitoring was once the domain of professional and Olympic or
world-class athletes, the wide availability of solutions through wearables and pre-installed apps on our smart
phones means that everyone is able to not only monitor health metrics but have also come to expect
accompanying analysis, feedback and advice.
These large markets and the current hype around sports tech specifically attract a very high level of investment,
which is further fueling innovation in tech-driven enhanced performance solutions.
With each iteration of the technology that expands the ability to capture data, the desire to understand what that
data means and how to use it expands as well.
Key/Hot Areas
Sleep trackers and neurotraining and mental health apps topped the list of priority investments in Upside’s 2020
global survey of professional athletic trainers and performance directors of top teams.
The pandemic served to reinforce this as a focus area, and the number of athletes bringing forward their mental
health struggles has heightened trainers’ appreciation and opened market growth for these solutions. These
concerns exist across many workplace settings from corporate wellness to industrial settings to the military.
App/Tech Companies in the Mental Health Space

Company
Calm
Headspace
Alma
Coa
Lyra
Modern Health
Core (HyperIce)
Muse
BetterUp
Talkspace
Dreem
Neurable

Category
Meditation
Meditation/Therapy
Therapy
Mental Fitness
Behavioral Therapy
Mental Health Benefits
Meditation Tracking
Mindfulness Tracking
Leadership Development
Digital Counseling
Sleep Tracker
Brain Computer Interface

Total Raised ($mm)
$191.3
$215.7
$90.5
$3.0
$671.8
$171.1
N/A
$29.8
$631.7
N/A (Public)
$52.0
$13.9

Source:
SportsTechX
Basketball Tech
Landscape 2019
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Many of the largest tech players have already staked their interest in the sports and wellness space i.e.
Google through its Google Health branch and Amazon’s exploration of the wearables sector. There are also more
pure sports companies like Nike that have shown a curiosity for more sports tech. Front Office Sports estimates
an 18% CAGR through 2027.
Video Analysis
The emergence of significant improvements in smartphone cameras and hyper fast 5G data connections has
delivered video analysis to everyday athletes’ pockets. On the upper end, increasingly sophisticated Optical
Tracking Cameras and their increased installation is driving the higher-end video analysis required for both
performance and broadcast applications. The addition of AI-driven analytics to isolate key moments and ‘break
down film’ for analysis is further propelling this area forward.
Leagues are also putting their historical footage through this process as another ‘gold-mining’ method, largely on
the fan engagement side.
Connected Fitness
The interest in health and wellness across the board has grown steadily over the past decade and escalated
dramatically in the past two years. ‘Connected fitness’ (Peloton, Zwift, Mirror,) Wearables (Fitbit, Apple Watch,
Samsung,) and GPS-driven apps (Strava, Nike Fit, adidas run) have made daily insights, progress reports, and inyour-pocket training available to all. The prioritization of personal health and wellness, professional athlete
interest in this space, pandemic-influenced rise in homebound workouts with fitness-center level equipment, and
on-demand classes should keep this space on a growth line for some time. While Peloton has hit a stumbling block,
its exceptional rise opened the gates for others to follow including Mirror (Lululemon), Tonal (LeBron James among
investors), and Zwift introducing bikes as well as the rising popularity of rowing and cycling.
Investment
While roughly 80% of investment in sports tech overall is going toward Web 3.0 / Metaverse -related solutions, the
latest investments in enhanced performance technology are quite significant. As this market is able to monetize
more quickly through actual sales, it is expected much of the investment here is to scale up production and expand
into the adjacent healthcare, industry, and military applications that await. The presence of professional athletes
in investor groups further drives market momentum.
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ENHANCED PERFORMANCE TECHNOLOGY MARKET SEGMENTS
While the information below addresses some ‘distinct’ market segments, the inter-relationships between
Wearables & Equipment, Activity & Data Analytics, and Coaching & Preparation solutions are very closely
woven together as they are deployed collectively in sports performance settings.
The chart below shows a selection of solutions employed in basketball, but a closer look at actual industry
usage will show these solutions sharing clients and increasingly forward- or backward-integrating through
tighter partnerships or merging.

Companies in this space either must collaborate for interoperability or offer complementary solutions under one roof.
The companies who are already strategically aligning themselves or integrating hardware, software, and analysis are the
companies who will remain as the high investment, mergers and acquisitions phase of the Sports Tech market plays out.
Dutch companies operating or collaborating in this space would be wise to monitor strategic partnerships, mergers and
acquisitions, and substantive investments to stay up to date with the market dynamics affecting potential buyers or
partners.
Wearables & Data Capture Equipment

Watches, Bracelets, Rings, Vests and More
Wearable technology will reach to reach $44.8B by 2028, according to Data Bridge Market Research. Wearable
Technology Data as a Managed Service will Reach $462 million USD Globally by 2027 (Markets and Market Research
Report) of which the U.S market is projected at $235 M by 2026. This subset refers specifically to the sports and health
sciences collection, monitoring and feedback application of the technology.
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The mass market devices are key in that their
availability and price points make them a ready
component of the trainer’s toolkit, and the form
factor, style, and additional functionality make them
appealing to all athletes.
Enhanced Performance in sport includes a number of
other devices as well, such as rings, straps and eye
masks.
All wearable manufacturers are continuing to add
health monitoring functionality to their devices, with
notable ambitions to add capability to measure:
•
•
•

Hydration/Electrolyte levels
Body Temperature
Lactate

Wearables are also expected to move further beyond passive data display to AI-powered suggestions for corrective action
i.e. hydrate now, take a 2-minute rest, etc.
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The focus on sleep has taken the wearables
space beyond ‘step-counters’ and ‘routemappers’ to sleep items such as the SilentMode
PowerMask, Sana mask, Remedee bracelet, and
the Oura ring. The latter – and several other
applications - have also been used to monitor
safe distances and support contract tracing as
professional sports cautiously returned to team
workouts and competition in late 2020. Whoop
is one of the biggest ‘rising stars’ in this space
with an agreement with the National Football
League Players Association for its sleep
monitoring wristband, the Motus elbow sleeves
Oura Ring
(popular for baseball and American football), The KMotion vest, 4D Motion sensors (golf and baseball),
Blast Motion and Diamond Kinetics bat sensors for
baseball and Zepp smart watches and multi-sport sensors and the FitGuard (smart mouthguard for impact sports)
As with smart watches, these devices are expected to remain part of the training mix for the foreseeable future given
their affordability & form/function.

GPS Sensors
Another key component in data capture at a more mature stage of the market are GPS sensors. The longevity of these
firms has afforded them a continuity of customer feedback to both innovate and integrate forward into deeper and richer
data display and analysis. The early leaders in this space, Zebra and Catapult, have both moved firmly into the higher
value-added analytics space.
Companies in this space include:
▪
▪
▪
▪
▪

Zebra RFID / Zebra MotionWorks Lab
Catapult Sports Pty Ltd./ GPSports Systems(Catapult)
Kinexon GmbH
ShotTracker Inc.
GPEXE by EXELIO SRL

▪
▪
▪
▪

Garmin Ltd.
Zepp US Inc.
STATSports Group
Sensoria Inc

Contactless Biosensors
Sleep Monitoring and Meditation/Neurotraining guidance applications favor contactless biosensors offering greater
flexibility and comfort which use Ultra Wide Band radio technology to track breathing, stress, heart rate, and blood
pressure.
Companies operating in this space include SleepScore, Circadia Tech and Xandar Kardian.

Optical Tracking Technology
In professional sports, this space uses very expensive, sophisticated, and in-venue mounted cameras, such as the
HawkEye System (SONY), Second Spectrum (acquired by Genius Sports) and ChyronHego – all of whom have established
themselves in U.S. professional sports’ venues where they power broadcast graphics displaying ball trajectories,
velocities, and pitch locations in baseball, for example.
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What used to require a complex set-up of multiple, high-quality cameras and the integration of multiple hardware and
software components can now be achieved with a smartphone. Advances in smart phone cameras combined with 5G
frequencies are allowing for more natural capture of professional and elite athletes’ biomechanics (i.e. golf swing, discus
throw, pitching motion, etc.) without expensive and possibly performance inhibiting physical motion capture sensors.
They are also ‘democratizing’ access to better coaching and physical training for everyone, from anyone and anywhere.
Sport-specific everyday athlete solutions finding their way into the market in the U.S. include:
•
•
•
•

SportBox.ai (golf)
HomeCourt.ai (basketball)
Mustard (baseball with world-renowned pitching coach Dr. Tom House)
Chelsea Perfect Play app (soccer)

Professional leagues are embracing these more agile solutions for remote monitoring when athletes are not with the
team’s trainers i.e. during the off-season or rehabilitation periods. The Leagues also see the benefits of extending these
apps “downstream” to youth teams and coaches to train correctly at an earlier stage and with more visual and datadriven feedback. The use of technology, especially smartphone-based apps, also increases the appeal of training for the
younger digital-native athlete.
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Applications and Considerations
Injury Prevention / Risk Analysis
Another application of motion and biometric tracking is injury prevention and prediction. The wider adoption remains
somewhat under debate as professional athletic trainers feel individual variables of each athlete and the hands on
opinion of a professional trainer cannot be automated. Others see apps in this space like most technology – a helpful aid
to the professional’s toolkit.
In a less controversial and positive application, digital ‘twinning’ helps to simulate scenarios using actual player data. The
NFL’s Digital Athlete applies AWS's AI, machine learning and computer vision technologies to the NFL's data sets in an
effort to improve treatment and rehabilitation of injuries in the near-term and eventually to help predict and prevent
injury.
Zone7 is another emergent player in this space with interesting injury prediction case studies from MLS, MLB and
European Leagues It may be known to Dutch companies through the investment of Jordi Cruyff and Kristaps Porzingis.
Neurocess uses an electromyography-based (EMG) sensor network to measure localized muscle strength, force, fatigue
level, and dehydration alongside biomechanical movement to optimize training and rehabilitation from injury.

Source: Neurocess
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Data Ownership & Usage Issues
The United States has strict legislation around health data under the Health Insurance Privacy and Portability Act (HIPPA)
which governs the collection, privacy, and safeguarding of personal health information. Agreeing to allow personal data
to be collected does not automatically mean it may be made public or used by others without additional explicit consent.
(see Athletes have HIPPA Rights Too)
There are several reasons why athletes would place conditions on the use and disclosure of their personal data.
One is personal earning potential from being able to leverage that data for themselves, for instance in creating their own
video content. If the data is captured during games or practices which are managed by the team, with team-owned
wearables or optical tracking, there may be some issues to untangle around data ownership rights.
For this reason, the NBA has a firm rule that player data may not be collected while a player is in contract
(re)negotiations. As explained by Michele Roberts, (former) executive director of the National Basketball Players
Association, “If I’m the athlete and I, for example, am entering contract negotiations, some of that stuff could be used
against me. I have the right to confidentiality with respect to this stuff unless I waive it.”

Source: Upside.us Sports Leagues Regulations Towards Wearables
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Market Trends
Innovation in Data Capture & Communications
Several factors are converging to facilitate wearable technology integration into clothing including:
1.
2.
3.
4.
5.
6.

Expanded wireless capacity due to pervasive wireless (WiFi6, LTE, and 5G) and the need for wireless companies
to establish new revenue streams
Significant backing from tech companies including Google and Apple
Accelerated interest in ‘tech-infused’ apparel by the large sport apparel manufacturers
Broad consumer interest and appeal of ‘technical clothing’
Professional athletes’ interest
Important industry applications of greater societal benefit (i.e. healthcare, emergency response, military, heavy
industry, etc.)

Next Up: Smart Clothing

The expanded wireless
capacity combined with data
communications and
processing advances are
predicted to open the door to
smart textiles as a next
evolution in this space. Smart
textiles would eliminate the
need for the integration of
several devices by combining
both motion and biometrics
sensing with more
sophisticated biomechanics
information.
Beyond the sports
performance applications,
smart clothing can protect the
wearer from environmental
hazard such as sun or heat
exposure warnings, allow for
less intrusive and more
comfortable health
monitoring, and be
incorporated into safety
clothing, communicating
situational information.
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Competition in Data Collection Technology
There is a convergence of players from both tech (Apple, Samsung, Huawei, Google, Amazon, etc.) and apparel (Nike,
UnderArmour, etc.), but the combined technologies also invite medical device (Abbott Medtronic, Carre Technologies,
etc.) and advanced engineering firms (Koninklijke Philips N.V., Siemens, etc.) into this space.
The expectation is collaboration and consolidation, so firms working in these areas should monitor the business news
for strategic alliance and merger and acquisition development

Opportunity in Data Capture
COVID-19 placed many spending restrictions on teams, initially halting budgets as all levels as well as in-person activities.
One of the positive outcomes of this period was the deeper appreciation for health and wellness, both physical and
mental, and a quest for solutions to bridge the physical distance between players and trainers.
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In April 2020, before most professional sports returned to play, Upside.us conducted this survey of Top Coaches Tech
Budgets which sheds valuable insights into where interests still lie in terms of performance-enhancing technologies.

Not explicitly noted above, but necessary to highlight is the Smart Clothing market is currently globally. One can
reasonably assess that roughly 25-30% of that will be driven through the U.S. market.
Investors are onside:
•
•
•

WHOOP is launching WHOOP Body, featuring Any-Wear sensor technology. They raised $200M (August 2021).
UK-based Prevayl secured £7.5M ($10.3M) to continue growing its smart sportswear offerings (June 2021).
Cipher Skin raised $5M to advance their smart sensor technology (March 2021).

Other players include: AiQ Smart Clothing (Taiwan), Athos (US), Carre Technologies (Canada), Sensoria (US), Clothing Plus
(Finland), Cityzen Sciences (France), Vulpes Electronics (Japan), DuPont (US), Wearable X (US), Applycon (Czech Republic),
Toray Industries (Japan), Myontec (Finland), Myzone (US), Siren (US), and Owlet (US).
Big Tech is also in the game – see Jacquard™ by Google and Samsung’s The Human Fit .
Expect professional athlete-investors to gravitate to this trend as they have with connected fitness companies, given their
ability to fully appreciate the product alongside the synergy of their personal brand in promoting it.
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DATA & VIDEO ANALYTICS
As is the case in technology, hardware (data capture devices) requires software to provide true utility. The ‘Activity &
Data Analytics’ segment is the software piece. Many of the companies in this space either overlap, or integrate, with
those mentioned above, but as with all software, applications must be specific to provide truly actionable insight at the
athlete or even body part/kinetic motion level.
Analytics is where the real currency lies in the Sports Tech space, not only serving the “Enhanced Performance” area of
sport but also in powering “Fan Engagement” applications and in driving data-driven revenue streams for professional
sports.
Evidence is in the recent initial public stock offerings (IPOs) of Sportradar ($8 B on U.S. NASDAQ exchange, September
2021) and Genius Sports ($3.7 B, NYSE, April 2021). Professional leagues understand not only the dual value of their data
but also the critical importance of controlling it. The NFL took an equity stake in Genius.
Analytics (and, before computers, in the form of statistics) on the sports operations side of the business, support
-scouting and roster development,
-training,
-game strategy design, and
-‘breaking down’ film (analyzing game situations, player match-ups and specific play outcomes).
The advances in 5G, computing power, and capture devices of all kinds have enabled very low-latency data collection,
processing, and actionable insights. There is not only no going back but also a voraciously growing appetite for more.

Analytics Solutions Value Chain

As noted above, integrated solutions are what teams need, therefore collaboration and consolidation are in Analytics
(data integration & processing, and AI-driven insight). One month after going public, Genius Sports acquired Second
Spectrum, a video analytics platform in use across the NBA, WNBA, and MLS.
Each of these leagues works with a number of solutions to arrive at useful insights and create value for both
coaches/players and for fans. The further along the value chain, the more sport-specific the intelligence applied must be.
Solutions providers need to be able to see where their technology fits in the chain all the way through to the end
application, and ensure they are achieving either efficiencies or valuable novelty in creating value.
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Sport-Specific Solutions in Play in the U.S. Professional Leagues
NFL
All 30 NFL stadia are powered by either Extreme Networks or Cisco to relay location and movement data from players’
sensor-laden shoulder pads to receivers through cloud-based analytics. NFL teams work with Zebra MotionWorks to
capture player activity data during games.
Every NFL stadium's replay control room is built on Cisco technology.
The NFL’s tech partnerships include:
•
•
•
•
•

Data Capture: Zebra RFID, Catapult
Data Processing: AWS (Data Integration, Storage), Cisco
Analytics/Insights:Genius Sports
Value (Sport Performance): Kinduct
Value (Broadcast): Zebra Motion Works Lab

NBA
The NBA uses Second Spectrum tracking cameras to track the basketball and player torsos with a six-camera set-up in the
arena rafters. As noted above, the NBA does not yet allow for wearables on players in live games.
The League has begun to explore possibilities using the Hawk-Eye System which uses a 14-camera set-up and has the
ability to track arms and legs in detail from multiple vantage points, offering greater insight and detail. There are
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considerable synergies and savings to be had if the NBA moves to include the Hawk-Eye system, as many teams share
their arena with an NHL team and in some cases a WNBA team.
The Hawk-Eye system, together with Microsoft Azure and KINEXON wearables were tested together during a WNBA game
and generated roughly 50 million data points from that single game.
The League is also installing the Hawk-Eye system in Las Vegas at the Thomas & Mack Center on the University of Las
Vegas campus, home of the NBA Summer League. The objective in Las Vegas is to test the system for referees’ call
accuracy.
As noted on the topic of data privacy above, any permanent adoption of in-game tech requires collective bargaining, a
key obstacle for both the WNBA and NBA. Both leagues and their respective players’ associations have held conversations
on this issue over the past two years, per several sources with knowledge of the talks, and the WNBA Commissioner’s Cup
Final was viewed as a proving ground for the tech.
The G League does allow the use of sensors into basketballs or shirts during practices/training.
The NBA’s tech partnerships include:
•
•
•
•
•

Data Capture: Second Spectrum (all NBA arenas), Hawk-Eye (test sites), Kinexon (iBall)
Data Processing: Microsoft Azure
Analytics/Insights: ShotTracker
Value (Sport Performance): Kinduct
Value (Broadcast): ShotTracker

Hawk-Eye 3D rendering of detailed skeletal positional data to support NBA referee calls.
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MLB
Baseball has always been an exceptionally statistics-laden game; a sport where fans keep their own detail-rich scorecards
dating back to the early 20th century, resulting in teams earning revenue from selling scorecards at ballpark entrances.
Baseball and MLB, specifically, can be credited with practically every innovation when it comes to data. One of the biggest
came from a fan, Bill James, whose analytics ‘hobby’ shared with others, turned into the Society for American Baseball
Research (SABR) and a field called ‘Sabermetrics’ that spawned sports data analytics and several of the big-name
companies in the industry, including StatsPerform.
Major League Baseball Advanced Media (the technology arm of MLB that has since spun out into a standalone company,
BAMtech) revolutionized player tracking in 2015 when it created the Statcast system – a combination of radar technology
and tracking cameras – and installed it into every big-league ballpark.
In 2020, the MLB upgraded its Statcast platform to feature optical tracking sensors from Hawk-Eye Innovations and cloud
infrastructure from Google Cloud.
The statistics-mad nature of baseball fans creates a unique opportunity in that the same data visualizations realize value
for both the high performance and fan engagement objectives of the League and its clubs.
The MLB’s (numerous) tech partnerships include:
•
•
•
•
•

Data Capture:

Hawk-Eye (all ballparks), ChyronHego, Zephyr, Motus, Diamond Kinetics,
Easton, others
Data Processing:
Google Cloud. AWS
Analytics/Insights:
Statcast*, Genius Sports, Databricks, ChyronHego
Value (Sport Performance): Databricks
Value (Broadcast, Fans): Statcast, ChyronHego, Databricks
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MLS
The MLS is lagging compared to other leagues in its adoption of analytics as an integral part of its operations, but it is catching up. As
with many aspects of the MLS, the League is often more influenced by counterparts in Europe than other leagues in the United States.
Toronto FC and the Seattle Sounders, the two teams responsible for 3 of the last 4 MLS Cup matchups, are both at the forefront of the
industry. In 2019, the Sounders hosted a two-day conference on analytics, and Toronto have been transparent about their use of
data recently, as well.
In an extensive March 2021 blog post on analytics staffing across the MLS in by Navid Mashinchi, a former Vancouver Whitecaps
analytics staffer, he noted:
“The last few months have been a big one for MLS analytics signings. Harvard’s Laurie Shaw was hired by City Football Group,
former Opta and SportLogiq employee Sam Gregory took his talents to Ft. Lauderdale, Cory Jez transferred from the Utah Jazz to
Austin FC, Nikos Overheul moved to Vancouver after working for StatsBomb and Smartodds, and American Soccer Analysis’ own
Sam Goldberg and Kevin Minkus were hired by New York Red Bulls and the Chicago Fire, respectively.”
Source: Navid Mashinchi

Second Spectrum video capture has been installed at every MLS stadium. Additionally, most teams work with Opta,
Instat, and Wyscout for additional data capture. This remains quite fragmented by team. There are no restrictions on
wearables during live games, and many MLS teams use GPS systems such as Catapult.
The MLS tech partnerships include:
•
•
•
•
•

Data Capture:
Data Processing:
Analytics/Insights:
Value (Sport Performance):
Value (Broadcast):

Second Spectrum (all stadia), Opta,SportLogiq,Metrica Sports, Stat Sports Catapult
N/A
StatsPerform
N/A
StatsPerform
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NHL
Like MLS, aside from several tech-savvy teams, the League as a whole is somewhat behind the NFL, MLB and NBA in
incorporating analytics into its operations.
The NHL does not currently allow the use of wearables during live games, but does place one sensor on the shoulder pads
of every player on each team to support its broadcast features of puck and player movement tracking. The NHL does
allow wearables for player data collection during training. The system includes 14-16 antennae installed in the arena
rafters; four cameras to support the tracking functionality; and 40 pucks manufactured with a sensor inside for each
game. The technology is in all 31 NHL arenas as of the 2019-20 season.
AWS recently became the Official Cloud Infrastructure Provider of the NHL and has built out analytics based on more
than 10 years of the NHL’s historical Hockey Information and Tracking System (HITS) data.
The NHL tech partnerships include:
•
•
•
•
•

Data Capture: SMT (pucks)
Data Processing: AWS
Analytics/Insights: OASIS AI, AWS,
Value (Sport Performance): Edge10, Kinduct, Kitman Labs, Fusion
Value (Broadcast): OPTICS

Interestingly, the NHL has placed a very high value on analytics on the business side, thus there is data science expertise
and an appreciation for it in house across the league.
A January 2022 post in The Athletic outlined the hockey analytics situation and recent hires across the league,
including tracking specific individuals in these positions. NHL Writer for the Athletic, Shayna Goldman, tracks
hires across the League in hockey analytics.
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Youth Sports Applications
As noted in the optical tracking systems section above, the tech is available and inexpensive for both individual athletes in
training and also for leagues and teams at the youth and collegiate levels. Critical to this is the provision of sports-specific
actionable insights and excellent user experience and user interface designs.
Some of the companies operating in this space include:
•
•
•
•

Hudl (Lincoln, Nebraska) – smart cameras, video tracking, and custom analysis tools; works across 30
sports; accessible to high school coaches; used by collegiate and professional athletes
Trace (Austin, Texas) – player tracking devices coupled with specially designed camera with AI bot that
ties together footage and data to break down film for coaches; focuses on soccer
Athletes.ai(Australia) – delivers real-time analysis of actions and ball tracking using a single camera,
leveraging Artificial Intelligence and Computer Vision technology to make it accessible to amateurs
Pixellot (Israel) – offer outdoor wide-angle camera for fields, indoor camera suited to courts or a la carte
use of video analytics software with a bring-your-own-camera option

Competition / Market Outlook in Sports Data Analytics
This space is very crowded and covers a range of applications being offered for all sizes of companies from Big Tech to
start-ups. The industry is open to the next great idea coming from anywhere, however the appetite for system integration
has led to forward and backward integration, tight strategic alliances, and mergers and acquisitions. Overall, the global
market is moving toward maturity in terms of consolidation.
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Opportunities in Data & Video Analytics
The global sports analytics market reached a value of US$ 907.5 M in 2021 (IMARC Group).
IMARC Group expects the market to reach a value of US$ 2.8 B 2027 exhibiting a CAGR of 19.20% during 20222027. Research & Markets places the estimate at up to $3.4 B by 2028. A much more aggressive estimate from Markets
and Markets places it even higher at $5.2 B in 2024.
NFL and MLB partnerships with Genius Sports alone are expected to generate $430 million for the company in 2023, up
64% from 2021.
Regardless of view, the growth is projected to be substantial in the near-term.
Some additional insights from Mordor Intelligence:
▪
▪
▪

▪
▪

The United States is expected to lead market growth in the region, owing to the growing adoption of playertracking solutions and services by the country's sports industry.
Prominent vendors, such as Zebra Technologies Corporation, ChyronHego Corporation, and STATS Perform, are
headquartered in the country, contributing to the growth of the market.
The associations, such as National Football League (NFL), National Basketball League (NBL), and National Hockey
League (NHL), are spending heavily on the robust player tracking systems to analyze and track player
performance and health.
These associations partner (in some cases via equity stakes) with vendors in the market for player tracking
solutions and services, thereby, driving the market growth.
Beyond sport performance and fan engagement applications, tracking fraudulent activities during the game
given the rise of sports betting in the U.S. is also an objective of these solution implementations.

Sports analytics is extensively used by professional and college sports programs and sports media, wearable technology,
and training technology companies.
While there is certainly a great deal of activity in this space, situational (play motion) and sport-specific development is
still quite human-driven in terms of data presentation. Humans also tend to be very creative in looking for new ways to
interpret, display, and communicate data, which itself should be customized to find receptiveness with a variety of
audiences.
Sports analytics enhanced performance applications usage (end-user objectives) can be differentiated into:
•
•
•

On-Field Analytics: Player and Team Analysis, Video Analysis, Health Assessment
Off-Field Analytics: Training, Health Monitoring
Compliance: Player training conditions monitoring (especially youth and collegiate), Officiating ‘integrity’
monitoring

Applications which serve one or more of these uses and deliver on fan engagement applications, such as enhanced
broadcast displays, dataset compilation and data visualizations for fantasy sports and sports betting, are especially
valuable to teams who draw revenue streams from these activities.
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Data-driven revenue streams on the ‘Fan Engagement’ side of the sports business for teams include:
▪
▪
▪

Enhanced Broadcasts: greater incorporation of stats-powered visualizations
Fantasy Sports: provision of additional context and richer data insights, and
Sports Betting: more finely tuned odds and potential ‘play-action’ betting around in game situations

Player data ownership will become an integral part of labor agreements (Collective Bargaining Agreements or CBAs) going
forward as this affects both players’ share in revenue generated from that data earnings and players’ bargaining power
with the league.
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COACHING & PREPARATION
AMS systems (Athlete Management Systems) are platforms for the collection, analysis, and storage of athlete data to
manage and enhance athlete performance and health.
Note that these three functions are governed by U.S. HIPAA legislation, therefore any organization selecting an Athlete
Management System will (should) be highly concerned about the system’s integrity and cybersecurity features, as well as
their own server and client system architecture. to safeguard them against both culpability and liability in a potential
system hack.
Typically, AMS systems include key features such as:
▪
▪
▪
▪
▪
▪
▪
▪

Staff and player communication and alerts: SMS, web-based chat
Calendar and scheduling: to guide athlete daily workouts & meetings
Dashboard & data visualization: allow coaches, trainers to visualize athletes’ current and past athletic
condition for internal use to track progression.
Mobile interface for the athlete/trainer/coach
Wellness Questionnaire functionality
Content library
Integration APIs to wearable- or GPS-generated data; potentially also league, team or player historical
statistics
Analytics

AMS products range from very inexpensive cloud software to major custom investments that cost tens of thousands of
dollars.

AMS Marketplace Dynamics

Source: Upside Global Upside AMS Vendors Market Analysis
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With 500+ teams as an installed base and counting many top-tier professional leagues among their clients, the largest
players include:
•

Fusion Sport (Smartabase) – Colorado – U.S. Clients include Dallas Mavericks (NBA), Denver Nuggets (NBA),
Detroit Pistons (NBA), LA Lakers (NBA), Portland Trail Blazers (NBA), Sacramento Kings (NBA), San Antonio Spurs
(NBA), UFC, LAFC (MLS), Boston Red Sox (MLB), Detroit Tigers (MLB), Tampa Bay Rays (MLB), Texas Rangers
(MLB), Dallas Cowboys (NFL), Detroit Lions (NFL), Houston Texans (NFL), Arizona Coyotes (NHL), Buffalo Sabres
(NHL), LA Kings (NHL)

•

Edge10 - UK U.S. Clients include including Major League Baseball and its 30 franchises, National Hockey League
and its 31 clubs, and teams across the NFL, NBA, MLS and NCAA.

•

Kitman Labs - Ireland over 700 teams, including U.S. clients from NFL, NHL, MLB, NCAA

•

Movella (formerly Kinduct) – California – clients in MLB, NHL, NBA, NFL, and NCAA including Penguins (NHL),
Warriors (NBA), FC Dallas (MLS), Impact Montreal (MLS), Houston Rockets (NBA), Cleveland Cavs (NBA),
Washington Wizards (NBA), just to name a few.

•

ProSoccerData – Belgium – sport-specific to soccer; U.S. client list not available
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Even with the presence of a number of established larger companies with elite level clients, the market for AMS is still
very crowded, highly fragmented and not very differentiated in the product offering (features, unique value
propositions)in part because certain sports are partial to certain systems which they perceive to have specialized insights
into the nature of their athletes, training, and injury profiles.
Marketplace Outlook
Consolidation is highly likely as the larger, well-funded players may look to small competitors with specific sport clients in
niche areas, novel user interface design, or other functionality to buy and integrate. Some smaller players may drop off as
the market becomes more difficult to achieve sustainable growth.
Many GPS vendors offer AMS systems, and many AMS vendors have close ties with GPS vendors. This overlap will also
drive consolidation through likely mergers and acquisitions.
The case is increasingly being made for injury risk management and predictive modeling, which will increase the capability
of AMS companies in this space, either in-house or thought greater integration with hardware/software vendors in this
space.

Opportunities in Coaching & Performance
Where there does appear to be market opportunity is in the youth sports market, where AMS systems focus more on
records and communication management and schedules and content libraries for coaches, parents and players, but it
could also benefit from compliance features which specifically incorporate safeguards.
Several notable vendors in this space include:
▪

Mojo - MLB, NBA, US Youth Soccer, NFL Flag, FC Bareclona

▪

CoachMePlus - 220 professional and NCAA sports teams, Bills (NFL), Chicago Bulls (NBA), Chicago White Sox
(MLB), Nashville Predators (NHL), Notre Dame (NCAA)

▪

AthleteMonitoring – Utah Soccer USA, US Sailing, Wheelchair Basketball Canada

Additional functionality gaps and features which offer opportunity may include:
▪
▪
▪
▪
▪
▪

Systems Integration and APIs
User-Interfaces and User Experiences (UX/UI)
Gamification of training
Addition of AR and VR Features
Tools to Support Coaches and Players with Data Literacy
AI-driven scenario modeling and simulated outcomes
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THE SEARCH FOR INNOVATION
Pro Leagues
As with Fan Engagement (hyperlink to report), professional leagues are proactively seeking out solutions, especially in the
analytics space.
Leagues now routinely run ‘Pitch Days’ and league and team personnel participate in frequent SportsTech innovation
summits and investment conferences. Many teams have their own venture funds and take equity stakes in technology
companies.
The WNBA, G-League, MiLB are using satellite and development leagues to pilot new solutions, test technology
integrations, and work through other implementation issues such as data privacy, security and player interests.
The NBA announced Launchpad in June 2021 and enlisted Pitchtape, a digital pitch platform, to organize the process with
applications due at the end of August. League and team officials then sifted through more than 300 submissions from 25
countries to determine the selections. The NFL has its own Football Research Institute and an Engineering Roadmap. The MLB
maintains a 15% stake in the MLB Advanced Media spinoff company,BAMTech.

Players Associations / Athletes’ Ventures
As noted under ‘Wearables & Equipment’ above, many professional players are seeking out innovation for themselves to
protect their health and prolong their high-earning careers and are often investing in enhanced performance companies
themselves.

Decisionmakers in Performance Analytics
This example organizational chart offers some insight into the buyers in the U.S. market for various enhanced
performance solutions. For deeper insights into current issues and considerations in Sports Performance purchasing
decisions and decisionmakers, see this Upside article
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INSIGHTS FOR DUTCH ENHANCED PERFORMANCE SOLUTIONS APPROACHING THE U.S. MARKET
▪

There appeared to be untapped opportunities in:
• User experience and user interface (UX/UI)
• Sports specific insights
• Visualization and other tools that optimize data interpretation
• Systems integration
• Developing data literacy for coaches and players

▪

High interest in sleep, mental health, and neuroscience for performance optimization. From the Upside
coach and trainer surveys, 48% are planning to invest in sleep trackers and 44% in neurotech and mental
health devices
MLS and NHL teams are growing their enhanced performance use of data analytics and may represent key
opportunities.
MLS has had several former performance analysts and other data-related positions getting promoted to
the assistant general manager or general manager roles, indicating a growing appreciation for the
importance of data analytics.
NBA is actively looking at greater incorporation of wearables, with a ‘Wearables Committee’ that includes
league, team, and player association personnel,
All leagues have sports betting partnerships which benefit from improved data accuracy and low-latency
relay of live game data.
Compliance can be an increasingly important use case for technologies, such as monitoring youth and
collegiate sports’ training parameters around time and session limits, extreme heat practices or return-toplay protocols following injury.
Data analytics solutions that serve both enhanced performance and fan engagement revenue generation
(data visualizations and other analytical insights) are highly valued.
Reference data from other projects is key.

▪
▪

▪
▪
▪

▪
▪

Recommendations
▪
▪
▪
▪

Stay on top of the professional leagues’ innovation platforms and evolving rules around tech typically
decided in the off season.
Monitor professional leagues and sports technology resources for pitch events and partnership
developments.
Watch for investment announcements for indications of industry consolidation and key strategic
alliances.
Understand where solution fits in the sports data analytics value chain.
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RESOURCES
Collaboration Resources
Professional Associations
National Athletic Trainers Association (NATA.org)
The National Athletic Trainers’ Association (NATA) is the professional membership association for certified athletic
trainers and others who support the athletic training profession. Founded in 1950, the NATA has grown to more than
45,000 members worldwide today. The majority of certified athletic trainers choose to be members of NATA to
support their profession and to receive a broad array of membership benefits. The NATA national office currently has
more than 40 full-time staff members who work to support NATA’s mission.
National Strength & Conditioning Association (NCSA.org)
Founded in 1978, The National Strength and Conditioning Association (NSCA) is a nonprofit association dedicated to
advancing the strength and conditioning and related sport science professions around the world.
The NSCA offers industry-leading certifications, research journals, career development services, networking
opportunities, and continuing education. The NSCA’s 60,000 members and certified professionals globally include
researchers, educators, strength and conditioning coaches, performance and sport scientists, personal trainers,
tactical professionals, and other related roles. The NSCA is supported by a staff of 45+ employees.
American Kinesiology Association (AmericanKinesiology.org)
The American Kinesiology Association promotes and enhances kinesiology as a unified field of study and advances its
applications. AKA membership is open to all academic departments related to the field of kinesiology and all of the
associated sub-disciplinary fields. It supports its member departments by providing resource materials and leadership
and educational opportunities for university administrators in kinesiology.

Research Institutes
Gatorade Sport Science Institute (GSSIWeb.org)
Founded in 1985, the Gatorade Sports Science Institute (GSSI) helps athletes optimize their health and performance
through research and education in hydration and nutrition science. GSSI scientists study the effects of nutrition on the
human body before, during, and after exercise. Hundreds of amateur, elite, and professional athletes have
participated in testing with GSSI and in studies with university research partners around the world. GSSI’s headquarter
lab, mobile, and satellite laboratories and on the field testing enable GSSI to do leading research with the aim to
provide athletes with advice and products that help their performance and achieve their goals. GSSI has worked with
athletes from the National Football League (NFL), Major League Baseball (MLB), National Basketball Association (NBA),
Major League Soccer (MLS), NASCAR, Women’s Tennis Association (WTA), World Triathlon Corporation (Ironman),
NCAA Football and international professional football (soccer), basketball, cricket, gymnastics, badminton, field hockey
teams, among others to test the effects of sports nutrition and hydration on performance.GSSI is supported by a 30+
member research team. They operate out of three locations in the United States:
Global HQ – Barrington (Chicago), Illinois – PepsiCo Chicago Research & Development Facility
Bradenton, Florida - IMG Academy
Frisco, Texas - The Star
Football Research Inc (FRI)
Football Research, Inc. is a non-profit corporation formed and financially supported by the NFL.FRI manages the
Engineering Roadmap, an initiative from the NFL that aims to convene academics with entrepreneurs to stimulate
innovative player-ready safety equipment. In 2016, the League has pledged $60 million over the next five years to
improve the understanding of football biomechanics and to create incentives for small businesses, entrepreneurs,
innovators, and helmet manufacturers to develop new protective equipment.

Enhanced Performance / 29

U.S. SPORTS INNOVATION MARKET: ENHANCED PERFORMANCE
Collaborative Initiatives
AT Strategic Alliance (ATStrategicAlliance.org)
The Strategic Alliance is a group of four leading organizations committed to the athletic training profession and to the
delivery of quality health care to the public: the Board of Certification, Inc. (BOC), the Commission on Accreditation of
Athletic Training Education (CAATE), the National Athletic Trainers’ Association (NATA) and the NATA Research &
Education Foundation (NATA Foundation). The Strategic Alliance represents the collaborative efforts of credentialing,
membership, accreditation and research of athletic training to address and advocate for the needs of the profession
and promote its worldwide growth, development and advancement. Each member of the Strategic Alliance serves a
distinct group of stakeholders, yet all members have a shared interest in advancing the athletic training profession.
The BOC focuses on certification and consumer protection; CAATE focuses on accreditation and quality education;
NATA focuses on professional development and advocacy; and the NATA Research & Education Foundation focuses on
research and scholarships for those in the profession.
Youth Sports Safety Alliance
Convened in 2009 by the National Athletic Trainers' Association, the Youth Sports Safety Alliance is comprised of
nearly 290 members ranging from parent advocate groups, research institutions, professional associations, health care
organizations, and youth sports leagues. YSSA has one goal: make America's sports programs safer for young adults.
YSSA has created a National Action Plan to give specific guidance to policymakers about the steps that will accomplish
that goal.

Conferences
NSCA National Conference July 6-9,2022 |New Orleans, Louisiana, United States
The NSCA's flagship annual event dedicates four inspiration-filled days to advancing the profession through
collaboration. This conference focuses on outcome-based learning and career-enhancing connections.
MIT Sloan Analytics Conference | March 4-5, 2022 | Boston, Massachusetts, United States
The MIT Sloan Analytics Conference brings together over 150 leading figures in sports analytics, business, and
technology for over 40 hours of panels and workshops. This event covers over 200 cutting-edge research paper
submissions over the course of two days full of sports analytics insights. Information regarding the 2023 Conference
is forthcoming. The conference goal is to provide a forum for industry professionals (executives and leading
researchers) and students to discuss the increasing role of analytics in the global sports industry. MIT Sloan is
dedicated to fostering growth and innovation in this arena, and the conference enriches opportunities for learning
about the sports business world. The conference is open to anyone interested in sports. Founded by Daryl
Morey (MIT Sloan ’00) and Jessica Gelman (HBS ’02) in 2006, the Conference is chaired by Gelman and Morey and
organized by MIT Sloan students.

Industry Resources
Media, Journals, and Podcasts
Kinesiology Today - a quarterly publication of the American Kinesiology Association; features informative articles on
current research in the field of kinesiology
National Athletic Trainers Association (NATA):
• Journal of Athletic Training - the mission is to advance the science and clinical practice of athletic training
and sports medicine. Athletic training is a health care profession that encompasses the prevention,
examination, diagnosis, treatment, and rehabilitation of emergent, acute, and chronic injuries, illnesses,
and pathologies in athletes and other physically active individuals
• Journal of Athletic Training Podcast
• Athletic Training Education Journal - an open access, peer-reviewed journal
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National Strength and Conditioning Association (NSCA):
• Journal of Strength & Conditioning Research - NSCA's scientific journal; prints original research information
important to strength and conditioning practitioners
• Strength & Conditioning Journal - the professional journal for strength coaches, personal trainers, physical
therapists, athletic trainers, and other health professionals working in the strength and conditioning field;
the mission is to publish articles that report both the practical applications of research findings and the
knowledge gained by experienced professionals
• NSCA Coach* - takeaways for every level of strength and conditioning coach through quarterly, electronic
issues; scientifically based articles specific to a wide variety of your athletes’ needs with Nutrition,
Programming, and Youth columns; *must be a member of the NSCA to access
• Personal Training Quarterly* - articles and information on how you can expand your personal training career
through integrating training methods and accessing tools for building your business; *must be a member of
the NSCA to access
• TSAC Report* - NSCA’s quarterly, online-only publication designed for the training of tactical professionals,
operators, and facilitators; *must be a member of the NSCA to access
• NSCA TV Streaming Service - the only strength and conditioning video streaming service delivering
educational videos and original NSCA content
• NSCA Coaching Podcast - where strength and conditioning coaches share their experience, lessons learned,
and advice about how to thrive in a highly competitive profession
Sports Tech Allstars Podcast - showcasing outstanding startups and initiatives in the global Sports Tech ecosystem,
including accelerator and incubator programs, innovation hubs and major events; hosted by SportsTechX, a leading
source for data and insights about SportsTech
SportsTech Research Podcast - provides the latest insights coming from academic and non-academic experts working
at universities, innovation centers, business schools, companies, startups, federations, etc.
Sports Technology Directory (London) - a one-stop resource for sports performance and business professionals; aims
to help you quickly and easily find the technology you need to solve the challenge you are facing
SportsTechX (Berlin) – a source for data and insights about SportsTech startups and the surrounding ecosystem; the
have mapped the entire SportsTech world and help people and organizations navigate through it
*requires membership for access

Business Resources
NATA Marketplace – a searchable, sortable online directory that lets you find specific suppliers for your every need
AT Expo – run by NATA as a tradeshow adjacent to the Clinical Symposia; the largest exhibition of athletic training
products and services
NSCA Conference Trade Show – exhibitor hall in conjunction with the NSCA National Conference
Kinesiology Institutions Database – compilation of all of the Kinesiology programs at colleges and universities in the
United States
National Athletic Training Month – held every March to spread awareness about the important work of athletic
trainers; offers an opportunity to join social media conversations on key topics and a good time to promote solutions
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Elite Training Facilities
California
Dignity Health Park Campus – home of world-class competition and training facilities for amateur, Olympic, collegiate
and professional athletes; features an 8,000-seat tennis stadium; a 27,000-seat stadium for soccer, football and other
athletic competitions and outdoor concerts; a 2,000-seat facility for track & field and a 2,450-seat indoor Velodrome
– the VELO Sports Center – for track cycling
• Located in Carson, California (USA)
• Home to LA Galaxy (MLS)
P3 Laboratory (Peak Performance Project) – a combination training environment and research laboratory; leveraging
gold-standard biomechanical technology (i.e. 3D Motion Analysis integrated with Force Plates) to improve
performance in the world’s best athletes
• Located in Santa Barbara, California and Atlanta, Georgia (USA)
Sanford Power Irvine – offers strength and conditioning coaching, sports performance training and testing, injury risk
reduction plans, sports physical therapy through Irvine Orthopedics Sports Therapy and wellness programs for every
athlete; incorporates the latest speed, agility, and strength technologies to customize our comprehensive approach
• Located in Irvine, California (USA)
SportScience Team – the Sports Science and Performance Department for the LA Galaxy (MLS); aims to maximize
performance, minimize injury risk, optimize fitness and nutrition levels, and execute comprehensive training
regiments
• Located in Los Angeles, California (USA)
US Olympic Training Center/Chula Vista Elite Athlete Training Center – the first center to be master-planned from the
ground up as an Olympic Training Center and is dedicated to the development and performance of America’s future
Olympic and Paralympic athletes; has sport venues and support facilities for more than a dozen summer Olympic and
Paralympic sports, and cross-training abilities for various winter sports; offers support to athletes including housing,
dining, training facilities, local transportation, recreational facilities, athlete services and professional development
programs
• Located in Chula Vista, California (USA)
Florida
IMG Academy – boarding school and sports camps; total academic, athletic, and personal development in youth
student-athletes; goal is to help the most dedicated and passionate maximize their inherent potential
• Located in Bradenton, Florida (USA)
National Training Center – a trusted sports and fitness destination that provides comprehensive wellness programs,
events and training services to educate and support our community and athletes in their achievement for health and
performance excellence
• Located in Clermont, Florida (USA)
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Texas
1Up Sports Performance – goal-oriented athletic development approach helps competitive athletes of all ages
perform at the highest level through mental, physical and visual training techniques that achieve proven results
• Located in Cedar Park, Texas (USA)
Athlete Performance Enhancement Center (APEC) – offers athletic performance, fitness, and medical services;
provide elite training services for all levels of athletic performance and separately offer the most comprehensive,
technologically advanced, and well-rounded fitness program available
• Located in Tyler, Texas (USA)
Austin Sports Academy – a multi-sport enterprise that brings together the skills, knowledge and experience of
motivated coaches with national, regional, and local scope; aims to deliver more training, sport and physical activity
opportunities for all levels of children and adults to help them engage in a healthy lifestyle, from weekend warriors to
future professional athletes; focuses on a combination of general motor skills to create a self-confident world class
soccer player
• Located in Austin, Texas (USA)
BreakAway Speed Sports Training – offers innovative sports training and sports medicine for anyone regardless of
age, sport or skill level; provides sports-specific training programs, expert coaching and the latest in sports therapy, at
an intense, high-energy facility
• Located in Houston, Texas (USA)
Dynamic Sport Training – work with all athletes from youth all the way to the professional and Olympic levels
• Located in Houston, San Antonio, Tomball, and Webster, Texas and Glendale, Arizona (USA)
Game On Sports Complex – the largest multi-sport center in North Texas; combining state-of-the-art facilities and a
world-class individual performance training center, we offer a home for volleyball, basketball, baseball, football,
softball and indoor soccer for teams and leagues of all ages
• Located in Fort Worth, Texas (USA)
Genesis Fitness and Performance – caters towards athletes who realize that are wanting to maximize their
performance in their sport, as well as clients who want to transform the way they look, feel, and workout
• Located in Houston, Texas (USA)
JC Ultimate Training – offers year-round programs in private, small-group, and team training settings; trains athletes
as young as 6 to professional athletes
• Located in San Antonio, Texas (USA)
KB3 Football Training – private football training for youth, middle school, and high school age athletes
• Located in Houston, Texas (USA)
Michael Johnson Performance – provides in-season and off-season training programs, biomechanical analysis,
nutrition assessments, remote coaching, physical therapy and injury prevention programs for athletes to build the
fundamentals for athletic progress, and maintain superior levels of athletic performance; combine tested and proven
training methodology with the latest and most innovative techniques to produce the best results possible; training
programs are created to help individuals of every athletic ability achieve their goals and reach their full potential in
their sport
• Located in McKinney, Texas (USA); present in more than 5 countries
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Next Level Athletics – a scouting organization with the primary focus to discover emerging high school football
prospects for our college clients across the US
• Located in Texas (USA)
Plex – offers innovative physical therapy and youth through adult performance training for anyone, regardless of age,
sport, hobby, or skill level
• Located in Missouri City, Texas (USA)
RRQB Training – provides private quarterback lessons and training rooted in individualized and elite instruction
• Located in Fort Worth, Texas (USA)

Other
Comcast NBCUniversal SportsTech Accelerator – a 12-week accelerator program is designed to bring your sports tech
idea to life, get it to market, and provide players and teams with a competitive edge built on technology and
innovation; mentors include groups from NBC Sports, NASCAR, GOLF, Comcast Spectator, and U.S. Olympic National
Governing Bodies such as USA Swimming, USA Cycling, and U.S. Ski & Snowboard
Driveline Baseball – data-driven baseball player development; train through state-of-the-art motion capture
assessments, physical therapy evaluations, and specialized assessment-retest based pitching, hitting and highperformance coaching; provide software, hardware and physical good solutions for both in-person and remote
training as well as deploy a variety of certifications and educational materials distilling proprietary internal research
to the general industry
• In-person gyms located in Kent, Washington and Phoenix, Arizona (USA)
NorthStar Sports – elite youth athlete training and teams focusing in basketball, baseball, soccer, and lacrosse
• Headquartered in Poughkeepsie, New York; Training Ranch located in Bulverde, Texas (USA)
QB Collective – an elite collective of NFL coaches and world-class experts collaborating to change the future of
football by developing the whole athlete
• Camps held in various locations throughout the United States
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Professional Team Contacts
LEAGUE CONTACTS
Major League Soccer (MLS)
• Skylar Richards, Director of Physiology & Science
National Hockey League (NHL)
• Chris Golier, Vice President, Business Development and Technology Partnerships
• Dave Lehanski, Executive Vice President, Business Development and Innovation
National Football League (NFL)
• Michelle McKenna, Chief Information Officer
National Basketball Association (NBA)
• Tom Ryan, Head of Basketball Technology and Innovation.

PRO TEAM CONTACTS in California, Texas and Florida by League/Sport
NFL
California

Texas

Florida

LA Chargers
LA Rams
SF 49ers
Dallas Cowboys
Houston Texans

Jacksonville Jaguars
Miami Dolphins
Tampa Bay Buccaneers

Aditya Krishnan
Reggie Scott
Tyler Williams
Ben Peterson
Scott Sehnert
Roland Ramirez
Tim Brog
Ladd Harris
Jeff Ferguson
Tom Pasquali
Max Mulitz
Greg Skaggs
Spencer Dille

Director, Football Research & Analytics
VP, Sports Medicine & Performance
Director, Sports Science
Head of Player Health & Performance
Director, Sports Performance
Director of Player Care and Sports Medicine
Director of Football Technology & Decision Science
Director of Team Wellness
Vice President of Player Health and Performance
Director, Football Research & Strategy
Director, Coaching Analytics
Director of Athlete Performance
Director of Football Technology

Pabail Sidhu
David Taylor
Dr. Judy Seto
Jud Winton
Jesse Green
Teena Murray
Casey Smith
N/A
Xavi Schelling
Adam Glessner
Joshua Fink
Jay Sabol
Brian Hecker
Lindsay Winninger

Executive Director, Basketball Analytics
Director, Player Health & Performance R&D
Director, Sports Performance
VP, Basketball Research & Analytics
Head of Sports Performance
VP, Health & Performance
Director, Player Health & Performance

NBA
California

Golden State Warriors
LA Lakers
LA Clippers
Sacramento Kings

Texas

Florida

Dallas Mavericks
Houston Rockets
San Antonio Spurs

Miami Heat
Orlando Magic

Director Player Performance & Wellness
Senior Director Basketball Intelligence
Director of Data Science
VP Sport Performance
Senior Director Basketball Analytics and Innovation
High Performance Director
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Women’s National Basketball Association (WNBA)
California

Los Angeles Sparks

Texas

Dallas Wings

Kari Korver
Courtney Watson
Travis Charles
Allison Russell

Director, Basketball Operations
Director of Sports Medicine/Head Trainer
Senior Director Basketball Operations
Director of Sports Medicine/Head Trainer

<Name>
Brandon McDaniel
Megan Schroeder
Colin Cahill
Rob Naberhaus
David Jackson-Hanen
Jeremy Muesing
Don Tricker
Napoleon Pichardo
Darren Willman
Sara Goodrum
Sam Visser
Myles Lewis
Geoffrey DeGroot
Will Cousins
Joe Myers

<Title>
VP, Player Performance
Director, Performance Science
VP, Player Performance & Wellness
Assistant GM, Baseball Development & Technology
Research Scientist
Senior Analyst, Baseball Research & Development
Director, Player Health and Performance
Senior Director, Performance
Sr. Director, Research & Development/Applications
Director, Player Development
Manager, Baseball Technology
Director, Analytics
Director, Player Development
VP, Baseball Development
Director, Baseball Performance Science

Matt Herring
Ryan Kruse
Dr. John Meyer
Matt Price
Mike Ricci
N/A
Sunny Mehta
Stacy Roest
Mark Lambert

Head Strength & Conditioning Coach
VP, Research & Development
Director, Health & Performance
Director, Strength & Performance Science
Assistant Coach, Development

Major League Baseball (MLB)
California

LA Angels
LA Dodgers
SF Giants
Oakland As
San Diego Padres

Texas

Texas Rangers
Houston Astros

Florida

Miami Marlins
Tampa Bay Rays

National Hockey League (NHL)
California

Texas
Florida

Anaheim Ducks
LA Kings

San Jose Sharks
Dallas Stars
Florida Panthers
Tampa Bay Lightening

VP Hockey Strategy & Intelligence
Asst GM/Director of Player Development
Director of High Performance and Strength Coach
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Major League Soccer (MLS)
California

Texas

LA Galaxy
LA Football Club
San Jose Earthquakes
FC Dallas

Houston Dynamo

Austin FC

Florida

Inter Miami FC
Orlando City SC

Jim Liston
Gavin Benjafield
Grant Wenzinger
Miguel Villagrasa
Andre Zanotta
Fredy Herrera
Nick Kowba
Asher Mendelsohn
Paul Caffrey
Alex Calder
Claudio Reyna
David Tenney
Kyle Voigt
Alec Scott
Tom Childs
Luiz Muzzi
Aryeh Ebrahimi

Director, High Performance & Innovation
Asst. Coach / Performance Director
Director, Soccer Analytics
Head of Performance
Technical Director
Head of Performance Analysis
Asst GM/Director of Soccer Operations
Technical Director
Head of Performance
Head of Sport Science
Sporting Director
Director, High Performance
Assistant Performance Coach & Sports Scientist
Assistant Coach & Performance Analyst
Performance Analyst
EVP Soccer Operations
MLS SR Video & Performance Analyst

National Women’s Soccer League (NWSL)
California

Angel City FC

San Diego Wave FC

Texas
Florida

Houston Dash
Orlando Pride

Eniola Aluko
Robert Udberg
Kelly Roderick
Michael Poma
Buddy Huttanus
Lorna Harkins
Corey Ashe
Michelle Akers

Sporting Director
Asst Head Coach and Performance Director
Head of Sport Science
Head of Analytics
Head of Sport Science
Mental Wellbeing & Performance Coach
High Performance Coach
Asst & Player Development Coach
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SPORT FOR ALL (COMMUNITY-BASED SPORT)
The U.S. market for youth sport, community recreation and sport for development models, expertise, products
and services.

U.S. SPORTS MARKET : COMMUNITY SPORT (SPORT FOR ALL)

EXECUTIVE SUMMARY
The U.S. youth and community sports ‘ecosystem’ Is different than the Dutch system in several aspects:
▪
▪
▪
▪
▪

There is no U.S. national governing body for sport, such as a Ministry of Sport
Soccer (football) is not the dominant sport
Youth sports is a very lucrative private business in some areas
Sports is embedded into the school system, where it is part of the development pathway to professional play
The U.S. professional leagues have much greater influence over a sport than the national federations

The most popular sports for participation are basketball (approx. 24M players), baseball & softball (23M), followed by
soccer (13.6M) and American football (8.9M).
The U.S. sport culture is fanatical, yet participation is on the decline. While the pandemic certainly affected this, the trend
was already in motion for the past decade.
Parents’ ‘fandom’ of sports, and the general hypercompetitive nature of the U.S. culture in general, leads them to sign up
children as young as 5 to organized sports teams. But 70% of kids drop out of playing organized sports by the time they
reach high-school age (National Alliance for Youth Sports). The reason? The performance-driven nature of youth sports is
just not fun anymore.
There has been increasing attention to these issues, with sports associations addressing the gaps in the development
system that drive drop-out and professional leagues expanding their outreach programs designed for broad-based
participation. There is greater effort to improve the quality of coaching through digital tools. Greater oversight and
safety measures for young athletes are also being put into place, such at the U.S. Center for Safe Sport.
Soccer, a Dutch strength, is entering an interesting phase, as the U.S. is experiencing growth in its professional leagues
(MLS, NWSL and USL) and ramping up to host the FIFA Men’s World Cup in 2026. There is a great deal of attention on the
inequities and over-commercialization of youth soccer, which many professional players have criticized and is resulting
participation decline faster than other youth sports. The spotlight in the U.S. at the top levels represents an opportune
time to repair and strengthen soccer at the youth and community level.
Efforts to keep residents active and engaged at the municipal level include introducing more sport sampling, addressing
barriers to participation such as costs and facility equipment (indoor and outdoor) and diversity staffing to make
community facilities more in tune and welcoming to non-traditional users, including seniors, the disabled and other
residents who have been underrepresented in physical activity participation.
New infrastructure spending is targeted for these facilities to tackle a backlog of maintenance and equipment upgrades,
but also to innovate and meet the challenges outlined above.
The equipment and services purchased in this area cover a broad spectrum of products, making it difficult to characterize
the market for Dutch companies operating in this space. The very local nature of purchasing, fragmented sport system
and potential unfamiliarity with the idiosyncrasies of sport & recreation models in the U.S. may also make this a tricky
market to navigate, however there are several key opportunities for Dutch firms, including:
▪
▪
▪

Physical literacy programming, modified sport delivery (alternative versions) and adaptive sport expertise
Innovative & adaptive sports infrastructure and equipment, and
Sport for Development (competitive and recreational) research, expertise and supporting delivery tools
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INTRODUCTION
U.S. Sports Culture
Sports play a role in the identity of a nation; however, sports play an exceptionally large role in defining American culture,
both domestically and abroad. Sports fields, courts, arenas, stadia and/or centers are a frequent focal point for
communities of all sizes throughout the country.
The importance of sports in American society is deeply rooted across ages, income levels, and geographies and is also
embedded in all levels of the education system and government. This extends to business culture and practice. Local
businesses to international corporations are involved in corporate sponsorship and promotion of sporting events, as well
as formally and informally showing their affiliation for a particular team wearing jerseys (kits) in the workplace when a
regional team is vying for a championship title.
It starts with many parents believing community sport participation is an essential element to children’s social and
physical development and is a cornerstone in shaping not only future athletes but also citizens. There is an expectation
that the fundamental lessons of teamwork, fair play, leadership, and resilience are most effectively learned through
sports.
Popularity and Participation of Various Sports
Approximately 21 million kids play under-17 competitive sports in the U.S., according to ESPN.com. While football
(‘soccer’ in North America) reigns supreme around the world, the most popular sports in the U.S. are different from those
elsewhere in the world. The variety of sports which enjoy widespread popularity in terms of viewing, participation, and
professional leagues, in part, contribute to the outsized role sport plays in everyday American life.

Most Popular Sports in America – Top 5 In 2022
SPORT

VIEWERSHIP %MAJOR PROFESSIONAL LEAGUEPARTICIPANTS

UNI NCAA
DIVISON 1
TEAMS (M + W)

STATES W/ SPORT
(HIGH SCHOOL)

American football

38.8%

National Football League

8.9 million 249 (249M + 0W)

50

Basketball

15.3%

National Basketball Association

24.4 million 698 (351M + 349W)

50

Baseball-Softball

14.8%

Major League Baseball

23.3 million 589 (298M + 291W)

48

Soccer

8.2%

Major League Soccer

13.6 million 531 (205M + 332W)

50

Ice hockey

3.8%

National Hockey League

3.1 million 95 (59M + 36W)

15

Parents’ ‘fandom’ or love for a particular sport or team often leads them to place their children in a sport for which the
child may have no interest or even a strong reluctance to join. It’s not unusual to hear ‘we’re a basketball family’ or ‘I’m a
hockey guy’ as a person’s way of identifying oneself to a new acquaintance. Despite strong affinities, most Americans are
fans of multiple sports and move from one season to the next in both participation and viewing habits. Loyalty to a
particular team is – as with European football – passed down through generations, and gameday viewing is highly valued
for the competitive spirit as well as providing entertainment, social connection, and economic value.

Key Differences between the U.S. and Netherlands’ Sport ‘Systems’
Decentralization
As powerful as America’s sports culture is, it may be surprising to learn that the U.S. has no distinct federal government
involvement in sport. There is no national Department (Ministry) of Sport as with most other countries nor state-level
(Provincial/Regional Government) departments.
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Municipalities are where Dutch companies would see more familiar models of sport policies, perspectives, programs,
as local parks and recreation departments are concerned with the broader issues of community health and delivery
systems to attain this.
Disconnected Systems
Sport plays a strong and esteemed role in child and youth development in American communities and society overall;
however, there is not a national system or coordinated sport structure as seen in many other countries. The tendency
towards decentralized governance (laws, culture, and legislation vary widely among U.S. states) creates an environment
where sports organizations are left to run things as they see fit – and they very much do.
While each sport is represented by a national governing body, the ‘authority’ of those bodies – real and perceived – varies
greatly by sport, largely due to the authority and ‘power’ vested in the professional leagues. The role of the college
(university) system in the path to professional sport affords university athletic departments a great deal of de facto
influence on the sport system for older youth (14-18) which can lead youth coaches, parents, and sports administrators to
training methods and decisions that do not put the student-athlete’s development first and foremost.
Furthermore, the structure that supports athlete development in the U.S. is not the club system typically in place in
Europe but instead, a hybrid model of public, private, school, and community organizations at the youth level followed by
university and private sports academy or semi-professional organizations at the pre-professional level. Soccer is perhaps
the most European-style sport, with a system that emphasizes club-based development.
Sport Funding Models
The U.S. Olympic Committee receives no public money but rather is 100% privately funded. This is largely possible
because sport in the U.S is led by beliefs around prestige, power, and capitalism (embodied in American professional
sports leagues). Youth sports providers, in contrast, do receive public funds but are also reliant upon private funding
sources (sponsorship, user fees and foundation grants) for both infrastructure and programming. The funding models
vary by nature of the program organizer, with local Parks and Recreation departments receiving a greater share of their
budget from public (taxpayer and lottery proceeds) money while private clubs receiving little to none and are heavily
reliant on ‘pay-to-play’ participant fees. Families spend about $5 billion a year on sports organizations, an analysis by the
Columbus Dispatch shows, and another $7 billion on related travel, says a National Association of Sports Commissions
study.

OVERVIEW OF THE U.S. YOUTH SPORTS “SYSTEM”
Organizers and Providers of Youth Sports
The primary providers of youth and community sports are:
•
•
•
•

Municipal (local government) via Parks and Recreation Departments
Sport-specific associations, private clubs, and not-for-profit organizations
Schools (i.e., public, private, sports academies, etc.)
National youth organizations with sport programming (i.e., Boys & Girls Clubs)

Access, availability, quantity, and quality of sports services and facilities are vary significantly by community, region,
and state.
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Municipal Recreational Sport Programs
Local governments’ role in community sport is primarily via parks and recreation departments which manage and operate
facilities as well as provide sport programs for the local communities.
“Recreation Centers” is the term typically used to describe these facilities, which is generally understood to
designate a publicly-owned facility (or complex of facilities) offering multi-sport (and hobby) programs to all local
citizens, from minors to seniors. Most of the sport programs maintain a recreational focus which de-emphasizes
competition and places greater importance on both physical and social skills. These facilities also often have
‘open gym’ hours where older youth or adults who are still interested in a sport but not involved in playing
competitively can ‘drop-in’ to play. Many also host adult leagues which are ‘self-organized’ and rent playing
space by the hour.
Governance, Management, and Staff are city employees providing oversight via advisory boards that include
local citizen volunteers. Fiscal and legal liability rests with the local government as the owner/operator of the
facility.
Funding is provided from local property and business taxes; state and federal funds (usually supporting broader
objectives such as fitness/wellness, seniors support, and inclusive programming); public and private grants; and
user-fees for both specific programs and space rentals for special events.
Most states have a state-level parks and recreation association that operates along similar lines to a trade association,
coordinating annual conferences, organizing ongoing professional development opportunities, and sharing best practices.
At the national level, the National Recreation and Parks Association (NRPA) works with the federal government, not-forprofits, and businesses to support the ongoing development of the parks and recreation services.
School-Based Sports
In America, schools play a notable role in sport development and community sport culture. As schools are often
synonymous with the communities where they are based, school sports draw the attention – and frequently the ticketbuying attendance – of the local community.
School sport programs include both intramural (within the school) and highly competitive intermural (between schools)
competition. The intramural programs tend to be more recreational with a focus on sport, fitness, and physical activity.
Physical Education (PhysEd) is the key emphasis in the school physical activity structure until around the age of 12/Sixth
Grade, after which intermural school teams are formed for most of the popular sports. This varies from school district to
school district (one or more cities form a school district), dependent upon their resources which may be quite unequal
from one city/district to the next. For instance, schools with pools offer swimming and diving while some northern
schools in certain states have an ice rink as part of their complex.
For intermural competition (between schools) at the high school level, 8-12 school districts will form a ‘conference,’
typically made up of nearby schools – often of similar size – with whom they compete for the championships in their
sports. Some sports may go further afield as they aren’t offered at every school. The most competitive schools enter
invitational tournaments as far away as other states, even flying to compete. To aim for balance and fairness, high schools
(and universities) are classified by a letter or number system according to the size of the student body from which they
can draw for their teams, with Division I am being the largest schools (often greater than 1000 students in grades 9-12).
Certain sports (football, basketball, and baseball in certain states) can reach a shockingly near-professional level of both
performance and sophistication in ‘gameday production.’ Notable football powerhouse states (e.g., Texas, Ohio) draw up
to 15,000 spectators in their home stands for a weekly game. State championships and rivalry matchups are often moved
to college or professional stadiums, where attendance can surpass 50,000. University and professional scouts routinely
travel to games to observe talent and begin the recruitment process for athletes as young as 14 (considered per NCAA as
a “prospective student athlete.”) Sport and schools share a symbiotic relationship wherein sports are an integral and
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embedded feature of the American school system, and the educational system has traditionally served as backbone of
U.S. sport.
While football and basketball claim much of the limelight, many other high school sports reach a similar level of intensity
for athletes, coaches, officials, and parents, depending upon the region of the country and its most popular sports.
Wrestling is among one of the most popular and competitive high school sports, especially in Iowa, while hockey reaches
this status in Minnesota, Wisconsin, and the Northeast. Similarly, golf and tennis teams in the warmer states are
especially popular and vigorously competed.
Governance is overseen by two bodies: at the state level by high school athletic
associations and at the national level by the National Federation of State High
School Associations (NFHS). As most elite-level high school players (ages 14-18)
are intending to pursue university playing and scholarship opportunities, the
National Collegiate Athletic Association (NCAA) also has some reach into this area.
In terms of gender equity, Title IX, initially introduced based on inequities for
women in the university system, also governs the high school sport system and
organizations that receive any form of federal funding.
Management and Staff are most frequently drawn from existing school staff
(teachers and administrators) who take on the additional roles of coaches,
officials, and athletics administrators. In the past, this was done on a voluntary
basis but is now typically additionally compensated, especially as the demands and
expectations have grown on teachers’ time in their primary roles. Often parents may step in to take on or assist
with these roles. Coaching licenses and certification are usually not required. Officials are drawn from the
community and are always compensated for their work.
Funding for high school athletics is primarily from the school budget; however, many schools must solicit parents
for additional team fees to cover costs. Parents usually pay some basic fee toward their child’s participation
directly. Many parents are also active as ‘team booster club’ members and undertake fundraising through sales
of goods, car washes, and similar activities to raise funds for new uniforms or travel to competitions. It is not
unusual for tickets to be sold to high school sporting events, especially tournaments, though students at the
school are almost always admitted without charge. Local businesses frequently become sponsors of high school
sports as well.

Sport Associations
Local-level associations exist at the city and/or regional level and provide recreational and competitive programs in a
range of different sports. Athletes and teams receive coaching and play games and compete with other teams or clubs.
These local associations work with their sport-specific state association and are members of the national governing body
of the sport. Many of these associations are recognized as not-for-profit organizations and are self-financed, primarily
from membership and fundraising.
Governance is taken on by prominent national sports associations (discussed in greater detail below).

Community Sport (Sport for All) / 7

U.S. SPORTS MARKET : COMMUNITY SPORT (SPORT FOR ALL)
Management and Staff are handled by national associations with full time management and staff. Regional
administrators may be modestly paid, but most of the organizations local level staff are volunteers – typically
parents – who serve as administrators, coaches, officials, and team managers. Organizations’ capability to deliver
quality, consistent programming can rise and fall with volunteer engagement, though each organization provides
standardized organizational tools, training resources, and guidelines to ensure consistency.
Funding Most national associations are a network of local, non-profit organizations who collect fees and pay
expenses for their operations, while remitting some set fee per participant to the national organization as well as
pay a standard ‘charter fee’ annually to belong to the association and to access those resources. National
associations often provide purchasing power for equipment through sponsorship arrangements. Local teams and
leagues also frequently secure sponsorship from community businesses.
Private Clubs
There is significant growth in local-level, highly specialized private clubs that are developing across the U.S., seemingly in
response to high demand for such programs. While seen across the spectrum of team sports, with a particular emphasis
on soccer, these programs appear to be particularly prevalent in individualized youth sports such as gymnastics,
swimming, and figure skating and tend to charge significant membership and program fees to pay for high-performance
coaches, facility costs as well as a return to owners or coach(es).

Governance is not uniform at / among private clubs, other than being subjected to general business (or non-profit, if
applicable) rules. Some clubs may be part of an association (such as U.S. Club Soccer) which operate under a charter
of rules and standards, while others may operate entirely independent of such oversight.
Management and Staff are typically licensed professionals (coaches, trainers) and most administrators and managers
have a business degree or training.
Funding is primarily from participant fees and some sponsorship. Clubs with their own facilities may also rent their
space and most will have a food and beverage service as well as a shop for athletic apparel, equipment, and, where
relevant, repair services. Higher end clubs might also have physiotherapy clinics on site. Typically, the professionals
are independent and pay either a ‘tenant’ fee or a percentage of their earnings to run their practices from the facility.
Non-Profit Social Service Organizations
Across the country, national youth organizations such as the YMCA, YWCA, Boys & Girls Clubs of America, Boy Scouts, Girl
Scouts and church/faith organizations also play a role in community sport. Their focus is on developing inclusive
programming, emphasizing the development of individual social, character, and sport skills.
Governance, as with the national sports associations, resides with the national offices of these social and
community organizations.
Management and Staff is similar to that of the national sports associations, though organizations with local
facilities and those with a specific social mandates have professional full-time staff to manage the buildings and
interface with social agencies. For organizations such as the Boys & Girls Clubs and the YMCA/YWCA, volunteers
are also likely to have some level of social work training or may be pursuing university education in this field.
Funding for these organizations comes through government and private foundation grants, sponsors, donations,
and fundraisers. For social service organizations, such as the Boys & Girls Clubs who serve disadvantaged areas in
many communities, participation in programs is free.

Challenges and Initiatives in the Youth Sport System
Most children, even from disadvantaged backgrounds, find their way to some form of participation in sport and have a
good to excellent experience, building confidence and lifelong friendships.
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Without a clearly defined national authority on standards and to enforce accountability, and as operated largely by
volunteers with varying experience, leadership capabilities, ethical standards and little to no sports and physical
development expertise, the system can fail to deliver on both individuals’ and society’s desired outcomes from sports
participation. This can even be true where sport is delivered through schools or governed by national associations.
To some extent, the hyper-competitive American sport culture has allowed this to flourish.
The recognition of this decline has produced several initiatives to address the system’s shortcomings. Among the more
well-known and effective are:
Aspen Institute for Sport & Society – launched in 2011 to convene leaders, foster dialogue, and inspire solutions
that help sport serve the public interest from building healthy communities through sports to rethinking the
model for college athlete pay. Since 2013, the Institute’s Project Play reports have analyzed the issues of rising
participation fees, high attrition and low physical activity rates, injury risks, the mental health needs of youth,
and the shift away from unstructured play to provide strategies and resources. These resources have been
developed with key partners including the major sports leagues, the Women’s Sports Foundation, a broad
representation of community and school sports organizations, and corporate partners such as Nike, adidas,
Dick’s Sporting Goods (a major U.S. retailer) and the major sporting goods manufacturers. They have developed
an 8-point framework to address the spectrum of issues across all levels and forms of youth sports. Project Play
2024 is a plan focused on two of these points – Train All Coaches and Encourage Sport Sampling. They hold an
annual Project Play Summit for partners and academics.
American Development Model – Ken Martel, a member of USA Hockey’s coaching and player development
teams, was researched the sport’s declining participation and re-evaluated the development plan. Attending a
presentation by Hungarian-born Canadian author of the Long-Term Athlete Development, Istvan Balyi, provided
the ‘aha moment’: put the kids first. Martel and others at USA Hockey developed the framework for the
American Development Model (ADM) that emphasized an age-appropriate, age-specific competition and training
structure to empower all kids and take a long-term approach with the intent of fostering ‘sport for life’. Other
sports took note and soon created their own version of the model. The ADM now shapes the training framework
for many clubs and nearly 20 governing bodies, including the United States Olympic Committee who has taken
on coordination and support of the model.

Applications of the American Development Model by USA Baseball and USA Basketball.

Positive Coaching Alliance – Jim Thompson noticed the power of positive reinforcement while working at a
school for children with severe behavioral and emotional problems when he decided to only greet ‘bad’ behavior
with positive responses. He started the PCA in 1998 in an athletic closet at Stanford University's Roble Gym. PCA provides
research-based training and resources for coaches, parents, athletes, and leaders to ensure a positive youth development
experience through sports in all communities across the U.S. PCA has grown from a small local non-profit to a presence in all
50 states, delivering 20,000+ live group workshops and reaching over 20 million youth, to date. PCA is also partnered with
roughly 3,500 schools and youth sports organizations, professional sports teams, and national governing bodies.
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U.S. Center for SafeSport (USCS) – the USA Gymnastics scandal shook the nation and the #MeToo movement revealed
systemic issues faced by both men and women and sparked The Protecting Young Victims from Sexual Abuse and Safe Sport
Authorization Act of 2017 and codified the U.S. Center for SafeSport, a 501(c)(3) non-profit, as the nation’s safe sport
organization. The USCS has authority to resolve abuse and misconduct reports for more than 11 million individuals
throughout the U.S. Olympic and Paralympic Movement—from whom they are fully independent. The Center is developing
and enforcing policies, procedures, and training to prevent abuse and misconduct. The SafeSport Code governs all
participants in the Movement, and their oversight authority helps to ensure all Olympic and Paralympic national governing
bodies (NGBs) adhere to Minor Athlete Abuse Prevention Policies (MAAPP) that supports athlete safety. It is alarming that
this level of oversight did not exist prior to 2017.
Afterschool Alliance – this organization, while not solely focused on sport, has highlighted the issue of urban & rural
disparities in access to sport in general, and access to quality sport for development in particular. This organization issues an
annual “America After 3 p.m.” (when the American school day typically ends) report, focusing on childcare and support
across the U.S. Findings include rural families have less availability of programs, difficulties in transportation to available
programs, and high costs of programs, among other factors, lead to children’s inability to participate in sports and other
developmental programs. The organization also publishes standalone reports on issues facing Black , LatinX, and
impoverished communities.
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COMMUNITY SPORT PROGRAMMING
Public Parks & Recreation Programming
Parks and recreation departments are highly engaged within the community and are typically responsible for most U.S.
public sports facilities, including their construction, management, use, and funding. A department serving a population of
more than 250,000 residents may well have nearly 2 million contacts per year with the community it serves. Registration
fees for programs, including sports team activities, generates engagement and is also the largest source of non-tax
revenue for most agencies. Parks and recreations departments also develop programs for targeted groups such as
children, seniors, and people with disabilities.
Greater insight into programming at public recreation facilities can be found in the NRPA Youth Sports at Parks &
Recreation Agencies and the NRPA Agency Performance Review.
Popular Youth Sport Programs in the US

Most children’s early experiences in the most popular U.S. sports come through sport-specific programs, most of which
are non-profit and use public facilities and fields managed by parks and recreation departments.
American Football
The most well-known and widespread youth program for football is Pop Warner Little Scholars (founded in 1929). It offers
both football and cheer and dance team programs for boys and girls, ages 5-16. Municipal and school football fields are
used. The league books and pays fees for the use of municipal fields, as this is common in the United States and Canada.
Levels of play are managed by age and weight (football,) and safety is designed through in-game rule modifications,
practice limitations, and coach training. There is also a strong inclusive philosophy to the program, allowing special needs
children to play and ensuring all players have on-field playing time. All registered players are part of a team with tryouts
or player ‘cuts’ from the teams.
The Pop Warner system (and any alternate community-based football program) ends at age 16 when players join their
high school football teams. High Schools are the de facto organizers of the sport for older youth due to the infrastructure
and equipment demands of the sport, as well as the historical roots of teams as representative ‘defenders’ of educational
institutions’ strengths.
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While ‘Flag Football’ (a non-contact alternative to traditional full-contact football) is also offered through recreation
centers and sometimes played through adult leagues recreationally, it is not widely offered. Full contact football isn’t
played outside of structured leagues due to the injury risk, equipment and field requirements, and number of people
required to mount a game.
Basketball
Historically, the Young Men’s Christian Association (YMCA; YWCA for women) network was the home of youth basketball.
The game was invented at a YMCA in Springfield, Massachusetts. This continues today with an ‘open court’ philosophy
(anyone can participate by showing up) and seasonal leagues allowed for ‘drop-in’, frequent playing opportunities.

In recent years, the Jr. NBA program has become more structured, attempting to bring a common philosophy, coaching
standards, and instructional resources to the fragmented network of local recreational, association, and private
basketball programs. The Jr. NBA program is delivered through a group of clubs in its Flagship Network and a broader
collection of organizations designated as Community Partners who use the Jr. NBA-designed training and organizational
tools. The program includes a Championship for 14-year-olds (boys and girls divisions; U.S. and international editions).
During COVID, the Jr. NBA also expanded a set of tools under the Jr. NBA at Home banner to support parents and kids
who had no access to closed gyms. Many instructional skills videos and challenges were done in collaboration with past
and present NBA players and coaches under the NBA Together community outreach initiative, nicely connecting the
grassroots to the professional level of the game.
As the program is delivered by various partners, it is up to those partners to organize and support players with special
needs. There are no explicit materials from the Jr. NBA on adapting the game for, or working with, special needs youth.
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The philosophy of the program and many of the community partner organizations make this a likely
accommodation.

Baseball
Little League® Baseball and Softball is played in approximately 6,500 communities across more than 80 countries around
the world. It is probably the most familiar of the American youth sports associations, given the Netherlands’ own strong
baseball programs from youth to elite level play, and the international presence of Little League.
Little League is open to boys and girls, for both baseball and softball, ages 5-12. Teams are organized under a ‘league’
(typically associated with a city or town or a combination of small towns) and play a regular season, in which all children
take part, followed by an ‘all-star team’ season, which competes at increasingly higher levels of competition among other
leagues then districts then regions and, ultimately, internationally.
Little League also has a ‘Challenger Division’ for players with special needs. Players who are not disabled often volunteer
as ‘buddies’ to support and accompany their differently-abled peers during games. There is also a ‘Senior League
Challenger Division’ that accommodates players ages 15 and above (no maximum age). The Little League website contains
several resources to support communities wishing to start and successfully support a Challenger Division. Finally, the
League also encourages players with special needs who are able
and wish to participate on the traditional league team to do so.
There are several programs like Little League, including:
• American Amateur Youth Baseball Alliance (AAYBA) –
World Series held in Flower Mound, Texas with over 300
teams; ages 7-14
• American Legion Baseball – ages 13-19
• Babe Ruth League – ages 13-18
o Cal Ripken Baseball – a division of Babe Ruth
League, Inc.; ages 4-12
• PONY Baseball and Softball – ages 5-18
• United States Specialty Sports Association (USSSA) –
ages 8-14
Major League Baseball has a special initiative in the Returning
Baseball to Inner Cities (RBI) program which was developed to
address declining participation, rundown fields, and limited
access to team play for children in lower-income, urban areas.
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Soccer (European Football)
The widespread introduction of soccer to U.S. youth was an undertaking sponsored by Coca-Cola in the mid-1970’s. Since
that time, the game has been well established through local associations, somewhat similarly to the European model
where it is locally or regionally based. The game has also joined traditional U.S. homegrown sports among high school
and collegiate program offerings. U.S. Youth Soccer TOPSoccer is a program for players with mental or physical
challenges.
Nearly every youth soccer association belongs to U.S. Youth Soccer, which is the largest youth sport-specific organization
in the country. USYS consists of 3 million players, 10,000 clubs and leagues, and nearly 1 million administrators, coaches,
and volunteers. It is the largest member of the United States Soccer Federation, the governing body for soccer in the
United States.
With the growing interest in soccer and the desire to excel in ‘the beautiful game’, participation and the amount of
investment had skyrocketed in recent decades. However, from 2015-2018, the percentage of 6- to 12-year-olds playing
soccer regularly has dropped nearly 14 percent, to 2.3 million players, according to a study by the Sports & Fitness
Industry Association.
Though overall youth sports participation has decreased over the past decade, baseball and basketball experienced
upticks, buoyed by developmental programs begun by Major League Baseball and the National Basketball Association,
while soccer continued to decline.
“It’s lost more child participants than any other sport — about 600,000 of them,” said Tom Farrey, executive
director of the Aspen Institute Sports & Society Program. As he pointed out, that’s enough to fill every stadium on
any given match day during the 2026 World Cup, which the United States will host with Mexico and Canada.
There are several factors that differentiate the youth soccer system which may shed light on these differences beyond the
major league sports contributions:
Cost
Local associations offering recreational soccer typically cost the same or even less than other community sports,
but ‘club’ programs, which are perceived by many parents as ‘proper’ soccer programs, are prohibitively
expensive for most U.S. families. Recall that private clubs are dependent largely on participant fees. According to
a case study by Money.com, families can pay around $330 per month in membership fees and $1,050 per year in
registration fees per child who plays. The MLS, for example, charges between $2,800 to $3,500 for children to
enter their training academies.
Comparatively, baseball, basketball and football programs are organized by non-profit associations who are
eligible for grants and other public support and are closely connected to the municipalities in which they
operate. Therefore, there is typically only one ‘association’ to play for, and it has been long established as the
‘right’ place to play the sport. A 2019 Aspen Institute study found that youth soccer participation costs more on
average than youth tackle football participation and more than twice as much as youth flag football
participation.
Many elite clubs now waive fees for underprivileged kids or fully fund their eldest teams. Former U.S. Soccer
president Sunil Gulati points out that some clubs essentially subsidize scholarships by charging more in younger
age groups.

U.S. Women’s Team Star Alex Morgan: “It’s a very inexpensive sport and the fact that we’ve made youth soccer in
the U.S. more of a business than a grassroots sport is, I think, detrimental to the growth of the sport in the U.S.”
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Access
While the other popular sports also have pathways that include ‘pay to play’, and special academies for
additional skills training, their development models have remained rooted in the more ‘democratic’ communitybased associations at the 6- to 12-year-old level, with some of them only operating programs for children who
are 14-16 years old, whom they then ‘hand-off’ to the high school sports system. Sport programs that are
present in nearly every community and high school teams have an easier time reaching nearly every child who
wants to play.
The programs noted above from Major League Baseball and the National Basketball Association were specifically
set up to address gaps in the community system in lower income and, now increasingly, in under-served rural
areas. The RBI baseball program is free, and the Jr. NBA program is delivered through a network of youth centers
which are already present and seen as a safe, inclusive space where cities’ most vulnerable and in-need kids go
for after-school care.
The recent announcement by Major League Soccer to connect 94 elite clubs but also pull regional associations
into a ‘development league’ is a step, but it is still largely focused on talent development for the sport as
opposed to the provision of access to the game.
Early talent identification
Football, basketball, and baseball do not recommend elite training or even recognize elite talent until the high
school level. All have adopted the ‘American Development Model’ that emphasizes age-appropriate and even
modified versions of the game. The European early talent identification has made its way into the American
game.
“We put them in tryout and team situations before they are psychologically and emotionally ready,” said Chris
Moore, chief executive officer of the U.S. Youth Soccer Association. “So if you can’t make a travel team some kids
may say, ‘what’s the point,’ and quit playing altogether.”
Diversity issues
Cost and access are the main contributors to this issue, putting the organized youth version of the sport out of
the reach of more and more children as the income gap increases.
“My family would not have been able to afford to put me in soccer if I was a young kid today,” Hope Solo, the
former goalkeeper of the 2015 Women’s World Cup championship team, said at a conference in New York last
month. “That obviously alienates so many communities, including Hispanic communities, the black communities,
the rural communities and underrepresented communities. Soccer, right now, has become a rich, white-kid
sport.”
A recent FARE report found that across Major League Soccer, out of 229 head coaches, assistant coaches,
majority owners and top club executives, 7.4% are Black; 5% are Latinx; and 87.6% are white. In the National
Women’s Soccer League, the corresponding numbers are 0%; 1.1%; and 98.9% respectively. The report’s authors
called the findings “alarming.” Black players’ coalitions have formed in MLS and the USL to, among many other
things, correct the imbalance. The MLS is listening and invested $1 million in the Black Players Coalition and
establishing a diversity committee in October 2020.
An early-2000s, a National Institute of Health study found that 69.6% of Black neighborhoods and 81.4% of
Hispanic neighborhoods didn’t have a single recreational facility. The U.S. Soccer Foundation, the philanthropic
arm of the U.S. Soccer Federation, is addressing this in part by funding the build of 1,000 mini-pitches in inner
cities.
The 2026 World Cup presents an excellent opportunity to focus in on the issues in youth soccer. The president
of U.S. Soccer Federation acknowledges the organization has several issues to dig out from, but the prognosis is
promising. Herself a former Women’s National Team member, Cindy Parlow Cone stated, “kids deserve better
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than an up-or-out model. You don't see it as much of that in basketball. Basketball kids find the level for them
and compete at and play at that level, and it's not a move up or move out mentality.”
Duke University maintains an informative and insightful website that explores the U.S. ‘Pay-to-Play’ system and
how it affects the overall quality of American soccer, the racial composition of teams, and the development of
skills amongst players. The site also examines how the development academies and the “pipeline” affect the MLS
and other professional leagues in America.
A selection of articles on the issues in delivering soccer in the U.S. are included in the appendix to this report.
Other Sports
(Ice) Hockey, tennis, golf, volleyball, and gymnastics are typically offered on an introductory basis through community
recreation centers and in the school system, beginning at junior high school/middle school level (ages 12-14 or 13-15,
depending on the school district).
Tennis and golf programs are offered throughout the U.S. in a similar model to the Jr. NBA, where the professional
association have created a standardized youth program that is delivered at facilities who choose to offer it. These
programs are National Junior Tennis League (NJTL) and the PGA Jr. League.
All are included, though hockey a bit less so, in the high school sports systems. They are also offered quite extensively
through private clubs who organize teams and competitions, including travel competitions for children as young as 8
years old.
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Issues and Trends in U.S. Community Sports Programming
The sports landscape is influenced by many changing environmental, economic, societal, technological, and human
behavioural factors.
Issues
Concern around decline of youth sports participation – indicators suggest current and future youth sports participation is
declining at a significant rate. Most often this occurs around the “tween” years (age 11-13). This trend has concerns for
both physical and mental health and has been aggravated by the COVID pandemic. Ongoing enthusiasm for sports is also
necessary to sustain a sports economy and entertainment sector.
Workforce Shortage – shortages of qualified workers, inflationary pressures on wages and benefits, and flexible hours to
meet lifestyle needs require innovative recruitment and retention of all types of part-time staff to provide same levels of
services and maintenance of facilities.
Program Innovation Needed – new ways of attracting, coaching, and maintaining spirit and interest of youth are needed
to grow community-based sports and enhance physical activity and health. The delivery of sports to engage new
participants is showing up in innovative ways such as pop-up parks for activities like mountain biking in city neighborhood
parks, hosting mini-golf days, family game nights, and other recreational activities for youth who may likely have never
experienced such games and sports before.
Concern Around Child Safety – more than 87% of parents worry about the risk of injury, with concussion cited as the
injury of most concern, according to an espnW/Aspen Institute survey. In light of recent sexual abuse scandals, this also
ranks high among parent concerns. Bullying and mental abuse are other primary reasons kids drop out of sport.
Inequitable Access – the pandemic, the #BlackLivesMatter movement, and women’s and girls’ issues have all exposed
many system flaws. The sport system, top to bottom, has taken a long, hard look at is inequalities and begun the process
to not only fill gaps but also build bridges for lasting change. Much of this effort has been led by professional athletes, but
major sports leagues and professional teams across the country have also stepped in. Many communities have reflected
on how to determine how to best serve their citizens more equitably. This work is just beginning and has a long road
ahead.
Trends
Ongoing recognition of health, nutrition and fitness benefits including mental health – this applies to youth and all
segments of the population and includes stress reduction through physical activity as well as mindfulness practises.
New sports and opportunities – activities that anyone can play at school or recreation centers in a variety of indoor and
outdoor settings are desirable. Demographics including an ageing population have created shifts and the need for
adaptation. For instance, pickleball has grown in popularity as an alternative to tennis, providing comparable physical and
social health benefits. Free play social spaces are necessary for all ages. Community sports associations and park and
recreation agencies are ideally positioned to be these multi-sports providers.
Opportunities for special populations – the physical and mental benefits of sport and activity are recognized for all
individuals. New means to adapt participation for those with physical or mental challenges of all ages, as well as veterans,
elderly, and others are being sought.
Coaching support –Coaches, volunteers, and sports organizations all need support to sustain their purpose, enthusiasm,
and viability by providing quality programming. There is room for both research and development of additional resources
and tools to ensure quality experiences for all, and for lifelong health and wellness through a positive childhood
experience in sport.
Need for mindfulness – parks and green spaces provide an outdoor venue for stress reduction and healthy mindful
reflections. People recognize these benefits and seek more peaceful outdoor spaces in their communities.
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COMMUNITY SPORT INFRASTRUCTURE/FACILITIES
Public Facilities
As noted above, individual (local/municipal) parks and recreation departments throughout the country serve their
community (town, city, county, or region) to meet unique population needs, interests, and challenges by utilizing existing
natural, human, facility, and economic resources.
The National Recreation and Park Association (NRPA) represents over 60,000 park and recreation agencies, professionals,
educational and health institutions, suppliers of services, and products not-for-profits. The NRPA supports the parks and
recreation sector and provides research, education, and certification programs for staff and their faculties to provide
quality assurance, improvement, and a management system of best practices.
Parks and recreation departments oversee a wide variety of facilities, services and features including indoor gyms, pools,
ice rinks, and outdoor spaces such public playgrounds, basketball courts, tennis courts, diamond fields for baseball or
softball, multipurpose rectangular fields, dog parks, and outdoor swimming pools. The quantity and type of facilities
within a community will depend, in part, on geography. Nearly 70% of Parks & Recreation departments have multipurpose community/recreation centres and 40% have senior centers
These agencies also manage 12 miles (20 kms) of outdoor trails and paths on average in addition to built outdoor
infrastructure.
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Budgets and Spending Priorities
The annual NRPA Agency Performance Review provides an extensive review of current benchmark issues regarding park
facilities, programming and services, responsibilities, staffing, budgets, funding, and policies. Companies seeking business
with municipal parks and recreation departments can learn from the insights below into how budgets are spread across
labor, operating expenses, and capital spending.

These overviews of how capital spending over the next few years will be allocated across categories and levels of
spending by size of municipality (jurisdiction being the area the department serves):
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Private Facilities
The private sector supports and supplements the public sector supply of sports services and facilities with both multisport and sport-specific buildings and sports complexes (multi-building developments). Stadiums, arenas, and other
sports venues around the country may be publicly owned but privately operated by for-profit businesses and
corporations under a leasing agreement.
The COVID-19 pandemic has not stalled construction on new venues, with several major new facilities coming onboard
across the country. Multi-purpose venues, family entertainment, arcades, and esports cafes, along with multiple courts
and the offering of new sports such as pickleball are elements of current sports facilities design. Many are either multisport field complexes, designed to host tournaments for ‘travel teams’ or large sport-specific tournaments. Most of these
facilities have a large number of quality soccer pitches. (See ‘Mesa, Arizona’s Legacy Sports Park’ on the next page)
Many cold weather states have indoor soccer pitches to support a longer season of play than outdoor pitches allow.
There is also a more recent trend of building 5-a-side indoor and/or portable soccer pitches. Start-Ups Urban Soccer Park,
Sofive, and Socceroof are solving for space issues in tight city spaces.

Image from Sofive

The competitive youth sport travel industry has driven the development of large sports megaplexes, especially but not
exclusively, in warm weather states. A new word has entered the vocabulary: tourna-cation, as families plan their
holidays around children’s sports tournaments.
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Current Issues and Trends in US Sports Infrastructure
Issues
Parks and facilities infrastructure requirements – updates and repairs are increasingly required in many
locations due to the age of facilities and the increase in usage and popularity. Many parks and recreation
departments have been delaying maintenance for some time, and it is now catching up to them.
Climate change – global warming and climate change create the trapping of extreme heat in dense urban areas.
Expanding city and urban parks and green spaces is among the effective means to address the issue and make
living environments more comfortable.
Energy savings – with greater awareness of climate change impacts leading to rising utility rates, the need exists
to reduce emissions aligned to community and city Climate Action Plans and budget pressures. The backlog of
maintenance costs requires organizations to find savings on operating expenses, both immediately and in the
longer term.
Labour/human resource issues – every sector is facing a shortage of qualified workers, inflationary pressures on
wages and benefits, and the demands for flexible hours to meet lifestyle needs. This requires innovative
recruitment and retention of all types of part-time staff to provide same levels of services and maintenance of
facilities.

Trends
Environmental conservation and protection – preservation of natural, historical, heritage, and indigenous areas
is recognized as an important element of parks and recreation management.
Greater community appreciation for local, public facilities and services – with many forcibly constrained to
their local surroundings during the pandemic, local facilities and parks and outdoor spaces saw greater usage and
appreciation for the value they provide and ways they serve their communities.
Greater efforts toward equity, diversity, and inclusion – societally many realize that systems are broken and
resources and opportunities being less equitably available harms society. While public facilities generally serve a
broader public, many private facilities do not, and this may harm their longer-term viability.
Design, Technology, and Innovation – new technologies are addressing efficiency, cost- effectiveness, and
human resource challenges. These include drones, bots, and self-propelled lawn mowers, as examples.
Experimentation is occurring with “chemiluminescent” plants that could be used to landscape trails and park
pathways thereby reducing energy costs and expenses on lighting infrastructure.
New frontiers – as we increasingly crowd urban centers yet realize the need for green space to foster human
health and mental well-being, parks will more frequently take advantage of unusual spaces such as rooftops
(solving both space and natural cooling needs), underground, and between buildings in alleyways.

Natural Asset Valuation – Municipalities are learning about and beginning to adopt the practice of putting
monetary value amounts on their natural assets not only to recognize their contribution to health and wellness
of both the planet and people but also for the purpose of budgeting for capital spending to preserve and protect
them in the same way they have long done with buildings and other manmade infrastructure.
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INSIGHTS FOR COMPANIES IN THE COMMUNITY SPORT SECTOR (SPORT FOR ALL)
Opportunities
Programming
▪
▪
▪
▪

Increased appreciation and demand for more holistic and inclusive youth, disabled sports
development
Increased emphasis by sports organizations and investment by top level professional leagues in youth
sports participation and positive outcomes
Improved collaboration among all elements of the sports system in finding and implementing solutions
Research, program development, and training resources aligned to long-term development framework
of the American Development Model

Infrastructure
▪

▪
▪

Agencies across the U.S. forecast to spend a median of $6 million in capital expenditures over the next
5 years:
o 54% for renovation and upgrades
o 32% towards new development
Agencies have approximately $17.4 million in deferred maintenance costs
New funds available through the Great American Outdoors Act and the INVEST in America Act, an
infrastructure bill

Challenges
Programming
▪
▪
▪

Complex, disconnected youth sports system
Unfamiliarity with U.S. sports governing organizations
European clubs’ academies (Barcelona, Liverpool, Arsenal, Paris St. Germain and BayernMunchen)
create competitive marketplace in an already saturated, unaffordable market for soccer

Infrastructure
▪
▪

Priority for maintenance spending over new infrastructure or new programs
Requirement or preference for U.S. suppliers to use federal funds from the Great American Outdoors
Act and the INVEST in America Act
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COLLABORATION RESOURCES
Key Organizations
Afterschool Alliance
Aspen Institute for Sport & Society
National Recreation and Parks Association
Positive Coaching Alliance
U.S. Center for SafeSport
Key Reports
America After 3 p.m. – Afterschool Alliance
NRPA Research Papers Collection
NRPA Youth Sports at Parks & Recreation Agencies
State of Play 2021 – Aspen Institute for Sport & Society Project Play
Notable Major Initiatives
American Development Model
Discover Champions
Laureus USA Elevating Black Sports Leaders
National Association for Youth Sports Recommendations (NAYS) for Community Sports
National Youth Sport Strategy
President’s Council on Sports, Fitness & Nutrition (PCSFN)
Sports Matter / Dicks Sporting Goods
SportsEngine – Youth Sports Portal by NBC
The Great American Outdoors Act
Nike Made to Play
U.S. Youth Soccer Player Development Model
Up2Us Youth Coach Training
US Center for Safe Sport
USA Baseball American Development Model (Baseball for Life)
USA Basketball Youth Development Pathway (Basketball for Life)
USA Hockey American Development Model
Soccer-Specific Initiatives
America Scores
MLS Reveals steps to combat racism and increase Black participation
Open Goal Project
US Soccer Foundation
Major Leagues’ Youth and Community Initiatives
NFL Community and NFL Play 60
NBA Cares and Jr. NBA
MLB Community and MLB Youth
MLS Works and MLS Next
NHL Hockey is for Everyone
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State and Local Organizations & Initiatives
State Depts for School Sports (Education, Health & HS Sports Association)
California Interscholastic Federation
Florida High School Athletic Association
Texas University Interscholastic League
State Departments of Health & Human Welfare
California Health & Human Services Agency
Florida Department of Health
Texas Health and Human Services
Regional Soccer Associations & Larger Clubs
California

American Youth Soccer Organization
Beach Futbol Club
Cal North Youth Soccer Association
Cal South Youth Soccer Association
Legends FC
Mountain View Los Altos Soccer Club
Norcal Premier Soccer
Pateadores Soccer Club
Positive Coaching Alliance
Pro Select Soccer Academy

Florida

Chargers Soccer Club
Florida Elite Soccer Academy
Florida Rush
Florida Youth Soccer Association
Jacksonville FC
Orlando City Soccer School
Palm Beach Gardens Youth Athletic Association
Tampa Bay United
West Florida Flames
Weston FC

Texas

Albion Hurricanes FC
Dallas Texans Soccer Club
Dynamo Dash Youth Soccer Club
Lonestar Soccer Club of Austin
North Texas Youth Soccer Association
Rise Soccer Club
Solar Soccer Club
South Texas Youth Soccer Association
U.S. Youth Soccer
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Specialty Youth Programs
California

Florida

Adaptive Sports & Recreation Association
Angel City Sports
ASCSA Foundation (Dignity Health Park)
California Youth Sports Management (Soccer
Academy)
Challenged Athletes Foundation
LA Kings / Winmark Youth Hockey Outreach
LA Kings Sled Hockey
LA84 Foundation Adaptive Sports
Makapo Aquatics Project
Nike Community Impact Fund – Los Angeles
Oakland A’s in the Community
PlayEquity Fund (LA84 Foundation)
PlayLA
Ranchos Los Amigos Wheelchair Sports
Program
San Francisco Recreation & Parks
SoCal Youth Basketball League
Soccer Without Borders
SwimLA
TheA11iance
Warriors Community Foundation

City of North Miami Beach Sports Programs
City of Orlando Youth Athletic Programs
Florida Youth Athletics
Fun 4 First Coast Kids
Fun 4 Orlando Kids
Orlando Youth Sports Leagues – i9 Sports
Fun 4 Tampa Kids
Jacksonville Beach Parks & Recreation Youth
Sports
Jacksonville Youth Sports Leagues - i9 Sports
Miami-Dade County Parks & Recreation
North Miami Track & Field
Orange County Florida Athletics for Youth
Tampa Parks & Recreation Youth Leagues &
Sports
Tampa Youth Sports Leagues – i9 Sports

Texas

Baller Basketball Camps
City of Bryan Youth Programs
City of College Station Parks & Recreation
City of Fort Worth Parks & Recreation
RISE Adaptive Sports
Special Olympics Texas
Spurs Sports Academy (San Antonio)
TCS Volleyball Academy
Texas Adaptive Aquatics
YES Dallas
Youth Sports Austin
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California

Adaptive Sports & Recreation Association
Angel City Sports
ASCSA Foundation (Dignity Health Park)
California Youth Sports Management
Challenged Athletes Foundation
LA Kings / Winmark Youth Hockey Outreach
LA Kings Sled Hockey
LA84 Foundation Adaptive Sports
Makapo Aquatics Project
Nike Community Impact Fund – Los Angeles
Oakland A’s in the Community
PlayEquity Fund (LA84 Foundation)
PlayLA
Ranchos Los Amigos Wheelchair Sports Program
San Francisco Recreation & Parks
SoCal Youth Basketball League
Soccer Without Borders
SwimLA
TheA11iance
Warriors Community Foundation

Florida

City of North Miami Beach Sports Programs
City of Orlando Youth Athletic Programs
Florida Youth Athletics
Fun 4 First Coast Kids
Fun 4 Orlando Kids
Orlando Youth Sports Leagues – i9 Sports
Fun 4 Tampa Kids
Jacksonville Beach Parks & Recreation Youth Sports
Jacksonville Youth Sports Leagues - i9 Sports
Miami-Dade County Parks & Recreation
North Miami Track & Field
Orange County Florida Athletics for Youth
Tampa Parks & Recreation Youth Leagues & Sports
Tampa Youth Sports Leagues – i9 Sports

Texas

Baller Basketball Camps
City of Bryan Youth Programs
City of College Station Parks & Recreation
City of Fort Worth Parks & Recreation
RISE Adaptive Sports
Special Olympics Texas
Spurs Sports Academy (San Antonio)
TCS Volleyball Academy
Texas Adaptive Aquatics
YES Dallas
Youth Sports Austin
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BUSINESS RESOURCES
Conferences/Events
Project Play Summit – held at Audi Field in Washington, D.C. (USA) on May 4, 2022; convenes leaders
from across the Project Play network, share lessons learned from the pandemic, celebrate exemplars
and successes, and chart next steps in building young lives through sports.
National Recreation & Parks Association (Annual Conference + Industry Calendar) – the conference is
the premier annual meeting of the park and recreation community; attendees include thousands of
people who are passionate about parks and recreation and making their communities great places for
inspirational education sessions, energetic discussions and an inside look at the latest products for the
field.
LA 2028 – Los Angeles is an amazing sports and entertainment city with diverse cultures, a youthful
energy, and a cutting-edge vibe. Existing world-class stadiums and venues across the Los Angeles
region will host the LA28 Games
2026 FIFA World Cup – host city initiatives are to be determined
Vendor Guide
NRPA Field Guide – vendor/supplier publication; distributed to over 60,000 professionals
Elite Training Facilities
California

Dignity Health Park Campus – home of world-class competition and training facilities for amateur, Olympic,
collegiate and professional athletes; features an 8,000-seat tennis stadium; a 27,000-seat stadium for
soccer, football and other athletic competitions and outdoor concerts; a 2,000-seat facility for track & field
and a 2,450-seat indoor Velodrome – the VELO Sports Center – for track cycling
• Located in Carson, California (USA)
• Home to LA Galaxy (MLS)
P3 Laboratory (Peak Performance Project) – a combination training environment and research laboratory;
leveraging gold-standard biomechanical technology (i.e. 3D Motion Analysis integrated with Force Plates)
to improve performance in the world’s best athletes
• Located in Santa Barbara, California and Atlanta, Georgia (USA)
Sanford Power Irvine – offers strength and conditioning coaching, sports performance training and testing,
injury risk reduction plans, sports physical therapy through Irvine Orthopedics Sports Therapy and wellness
programs for every athlete; incorporates the latest speed, agility, and strength technologies to customize
our comprehensive approach
• Located in Irvine, California (USA)
SportScience Team – the Sports Science and Performance Department for the LA Galaxy (MLS); aims to
maximize performance, minimize injury risk, optimize fitness and nutrition levels, and execute
comprehensive training regiments
• Located in Los Angeles, California (USA)
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US Olympic Training Center/Chula Vista Elite Athlete Training Center – the first center to be masterplanned from the ground up as an Olympic Training Center and is dedicated to the development and
performance of America’s future Olympic and Paralympic athletes; has sport venues and support facilities
for more than a dozen summer Olympic and Paralympic sports, and cross-training abilities for various
winter sports; offers support to athletes including housing, dining, training facilities, local transportation,
recreational facilities, athlete services and professional development programs
• Located in Chula Vista, California (USA)
Florida

IMG Academy – boarding school and sports camps; total academic, athletic, and personal development in
youth student-athletes; goal is to help the most dedicated and passionate maximize their inherent
potential
• Located in Bradenton, Florida (USA)
National Training Center – a trusted sports and fitness destination that provides comprehensive wellness
programs, events and training services to educate and support our community and athletes in their
achievement for health and performance excellence
• Located in Clermont, Florida (USA)
Texas

1Up Sports Performance – goal-oriented athletic development approach helps competitive athletes of all
ages perform at the highest level through mental, physical, and visual training techniques that achieve
proven results
• Located in Cedar Park, Texas (USA)
Athlete Performance Enhancement Center (APEC) – offers athletic performance, fitness, and medical
services; provide elite training services for all levels of athletic performance and separately offer the most
comprehensive, technologically advanced, and well-rounded fitness program available
• Located in Tyler, Texas (USA)
Austin Sports Academy – a multi-sport enterprise that brings together the skills, knowledge and
experience of motivated coaches with national, regional, and local scope; aims to deliver more training,
sport and physical activity opportunities for all levels of children and adults to help them engage in a
healthy lifestyle, from weekend warriors to future professional athletes; focuses on a combination of
general motor skills to create a self-confident world class soccer player
• Located in Austin, Texas (USA)
BreakAway Speed Sports Training – offers innovative sports training and sports medicine for anyone
regardless of age, sport or skill level; provides sports-specific training programs, expert coaching and the
latest in sports therapy, at an intense, high-energy facility
• Located in Houston, Texas (USA)
Dynamic Sport Training – work with all athletes from youth all the way to the professional and Olympic
levels
• Located in Houston, San Antonio, Tomball, and Webster, Texas and Glendale, Arizona (USA)

Community Sport (Sport for All) / 30

U.S. SPORTS MARKET : COMMUNITY SPORT (SPORT FOR ALL)
Game On Sports Complex – the largest multi-sport center in North Texas; combining state-of-the-art
facilities and a world-class individual performance training center, we offer a home for volleyball,
basketball, baseball, football, softball and indoor soccer for teams and leagues of all ages
• Located in Fort Worth, Texas (USA)
Genesis Fitness and Performance – caters towards athletes who realize that are wanting to maximize their
performance in their sport, as well as clients who want to transform the way they look, feel, and workout
• Located in Houston, Texas (USA)
JC Ultimate Training – offers year-round programs in private, small-group, and team training settings;
trains athletes as young as 6 to professional athletes
• Located in San Antonio, Texas (USA)
KB3 Football Training – private football training for youth, middle school, and high school age athletes
• Located in Houston, Texas (USA)
Michael Johnson Performance – provides in-season and off-season training programs, biomechanical
analysis, nutrition assessments, remote coaching, physical therapy and injury prevention programs for
athletes to build the fundamentals for athletic progress, and maintain superior levels of athletic
performance; combine tested and proven training methodology with the latest and most innovative
techniques to produce the best results possible; training programs are created to help individuals of every
athletic ability achieve their goals and reach their full potential in their sport
• Located in McKinney, Texas (USA); present in more than 5 countries
Next Level Athletics – a scouting organization with the primary focus to discover emerging high school
football prospects for our college clients across the US
• Located in Texas (USA)
Plex – offers innovative physical therapy and youth through adult performance training for anyone,
regardless of age, sport, hobby, or skill level
• Located in Missouri City, Texas (USA)
Total City Sports Volleyball – a nonprofit organization that develops girls for life – athletically,
emotionally, and spiritually – through accessible year–round volleyball and mentoring programs
• Located in Austin, Texas (USA)
RRQB Training – provides private quarterback lessons and training rooted in individualized and elite
instruction
• Located in Fort Worth, Texas (USA)
Other

Comcast NBCUniversal SportsTech Accelerator – a 12-week accelerator program is designed to bring your
sports tech idea to life, get it to market, and provide players and teams with a competitive edge built on
technology and innovation; mentors include groups from NBC Sports, NASCAR, GOLF, Comcast Spectator,
and U.S. Olympic National Governing Bodies such as USA Swimming, USA Cycling, and U.S. Ski &
Snowboard
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Driveline Baseball – data-driven baseball player development; train through state-of-the-art motion
capture assessments, physical therapy evaluations, and specialized assessment-retest based pitching,
hitting and high-performance coaching; provide software, hardware and physical good solutions for both
in-person and remote training as well as deploy a variety of certifications and educational materials
distilling proprietary internal research to the general industry
• In-person gyms located in Kent, Washington and Phoenix, Arizona (USA)
NorthStar Sports – elite youth athlete training and teams focusing in basketball, baseball, soccer, and
lacrosse
• Headquartered in Poughkeepsie, New York; Training Ranch located in Bulverde, Texas (USA)
QB Collective – an elite collective of NFL coaches and world-class experts collaborating to change the
future of football by developing the whole athlete
• Camps held in various locations throughout the United States
Budget & Funding Insight
NRPA Agency Performance Review – the most comprehensive resource of data and insights for park
and recreation agencies in the United States. The 2021 NRPA Agency Performance Review highlights
25 of the most critical park and recreation metrics collected from the NRPA Park Metrics database.
The Great American Outdoors Act – this landmark conservation legislation will use revenues from
energy development to provide up to $1.9 billion a year for five years to provide needed maintenance
for critical facilities and infrastructure in national parks, forests, wildlife refuges, recreation areas, and
American Indian schools. It will also use royalties from offshore oil and natural gas to permanently
fund the Land and Water Conservation Fund to the tune of $900 million a year to invest in
conservation and recreation opportunities across the country, as well as address the maintenance
backlog at NPS facilities, including campgrounds, picnic areas, roads, trails, and other critical
infrastructure. Together with the passage of long-sought infrastructure funding in the INVEST in
America Act, there will be billions of dollars available for land acquisition, park and recreation
planning, and infrastructure maintenance, repair, and development.
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Video
The US Sports Landscape Online Workshop
This informative online session produced by the Netherlands Consulate in Miami provides a good overview of
the U.S. youth and collegiate soccer systems.
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