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Abstract 

 

The global market for sports media rights has become a market of enormous 

economic importance. In fact, the revenue from “Media Rights” has replaced more 

traditional income sources such as “Gate Revenues” and “Merchandising” as the 

biggest revenue driver for leagues, clubs, and other sports organization, particularly 

for the biggest sports events. At the same time, the media rights market has 

historically been receptive for technological innovations. With the ongoing 

digitization permeating all parts of personal life, society and business, sports media, 

in particular, has once again been at the forefront of disruption: 

 

This book aims at taking record of the status quo in the sports media market and the 

evolving role of involved parties along the market’s value chain. Especially, it will 

be focused on the interactions between the original rights holder (e.g. Deutsche 

Fußball Liga), both legacy- (e.g. Sky Germany) and new-media (e.g. DAZN) 

companies as well as sports agencies (e.g. Infront Sports) as potential intermediaries. 

After having reviewed the underlying market dynamics and the most important 

current trends and developments on a global scale, two specific case studies have 

been conducted to obtain practical insights into the current state of the industry: In 

this regard, the ‘Bundesliga’ as the premier football competition in Germany and the 

emerging ‘Esports’ industry have been examined more closely. While the 

globalization is as fundamental of a trend as the digitization in today’s world, the 

ecosystem of sports media rights is still characterized by relatively heterogeneous, 

local markets. Therefore, the case studies focus on the German market in order to 

limit the complexity of the research and to be able to gain meaningful conclusions. 
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