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TIMECODE NAME Dialogue 

  MUSIC  

00.00.01 NARRATOR This is the BBC Academy Podcast, essential listening for the 

production, journalism and technology broadcast communities, 

your guide to everything from craft skills to taking your next step in 

the industry. 

00.00.13 JAS Hi and welcome to the BBC Academy Podcast with me, Jas Rao, 

in the past sport fans spend most of their time cheering their team 

from the terraces, or watching the game in the pub or at home on 

the sofa, now whether you’re watching American Football live on 

social media, having behind the scenes experiences at a football 

club or logging steps in the real world to play better in a basketball 

computer game, sport has become a far more immersive 

experience. 

00.00.40  Today we’re going to be discussing how the digital age is 

changing the world of sport and in particular what it means for 

traditional sports broadcasters.  What will be their role in future, 

what about getting into sports media as a profession, do you even 

need to be a trained journalist now or would a tech background 

be more useful and what does it mean for the fans.  I’m pleased to 

welcome Professor Andy Miah, author of Sport 2.0 Transforming 

Sport for a Digital World, hi Andy.  

 ANDY Hiya. 

00.01.06 JAS And in a studio somewhere in Salford, Stuart Rowson, younger 

audiences editor at BBC Sport, hi Stuart. 

 STUART Hi there. 

00.01.13 JAS Thank you both for joining us today; starting with you Andy, can 

you give us an idea of what’s going on with all these new digital 

developments in sport? 

00.01.21 ANDY Well I think today everything’s up for grabs in sport, its going 

through a whole range of transformations, both economically and 

digitally, and what we’re seeing as a whole package of new 

experiences that people can go through in order to consume their 

sports, but also to participate in sports as well, so we have this 

evolving digital eco system that’s operating all around physical 

activities that’s just I think mind blowing. 

 JAS Now Stuart you’re focus is on younger audiences, so do you think 

that these changes are more about them or sports fans as a 

whole? 

00.01.49 STUART I think its sport consumers as a whole but it’s obviously you know 

the main change is especially in the digital world around the 

younger audiences, and probably in some cases sort of 

frighteningly young.  My focus is around sixteen to thirty-four but I 

think you know by the time you’ve passed thirty you’re not exactly 

young anymore, so it’s definitely towards the younger end of that 

scale.  

 JAS Well with that in mind then why do you think that there’s a shift 

now in how people enjoy sport? 

00.02.14 STUART Well I think a lots going on, many young people are disenchanted 
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with traditional sports, they want alternative experiences, maybe 

area  bit fed up with actually consuming television just on 

television, so they’re looking for alternative ways of consuming and 

taking part.  And I think that passion is partly off the back of fifteen 

years of social media, mobile technology, this is their habitus, their 

environment now, is the mobile experience and that’s changed a 

lot about what’s going on around sport too. 

 JAS Just briefly then, as we will go into some more detail later, what sort 

of digital innovations are common now in sport? 

00.02.43 ANDY Well at the Rio Olympic Games just last year we saw the use of 

virtual reality technology so we’re seeing 360 film making, we’re 

also seeing mobile health applications that kids are using now to 

be physically active.  We’re seeing things like augmented reality 

within gymnasia, that people are using, so new kinds of games 

that are emerging around technology too. 

 JAS Stuart? 

00.03.01 STUART Yes and I think one of the key things for me and as Andy says, with 

the advent of the mobile phone, is that it’s now more immersive 

and more engaging than it’s ever been and it’s just ultimately 

accessible in a way that it might not have been five, ten, fifteen 

years ago, now because the first touch point for under thirties is 

their mobile phone you carry that everywhere with you so you’re 

never more than sort of a you know a thumb stroke away from 

being involved in sport. 

 JAS Okay Andy and Stuart let’s get into some examples of all of this 

now, the first one I would like to discuss is Manchester City, they’re 

one of the leaders in the Premier League when it comes to working 

with new digital innovations and tech from hiring professional E 

sports players to holding hackathon events, now most recently 

they were the first Premier League team to take fans behind the 

scenes via Snapchat spectacles.  The team have a social media 

host who wears the glasses and follows the players around on 

match day giving the fans a behind the scenes view of the club. 

  The gadgets only available in the US at the moment so they 

managed to get them from their partner team, New York City FC, 

I’ve been talking to them about what they’re up to, so take a listen 

to this before we discuss what’s happening at Manchester City. 

00.04.04 CHRIS Hi I’m Chris Parks-Neilds I’m social media manager at Manchester 

City. (playing clip)  we used Snapchat spectacles because we 

want to provide fans with  a point of view of life at the club which 

you would never normally see, especially an inside look at all the 

action on the match day.  The spectacles were a real success 

because we can get fans into places which they would never 

normally see, they can experience firsthand the view profile, 

Snapchat host Liam. 

 LIAM What’s up people, we’re back at the Etihad for the last home 

game of 2016. 

00.04.37 CHRIS Or one of the players, it provides a really personal experience for 

our Snapchat friends. 

  MUSIC AND SPEAKING 

00.04.46 CHRIS Players do get involved in our Snapchat spectacles activities, 
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players like Raheem Sterling, Kevin De Bruyne and Ilkay Gundogan 

they’re active on their own personal accounts, but we’re going to 

be regularly putting the spectacles on our players so it should be a 

lot of fun. 

 JAS What do you make of this from Man City Stuart? 

00.05.02 STUART I think it’s fascinating, I think you sort of have to understand the 

context of where Man City are coming from in this, they are in the 

midst of building a global brand, they’re making an impact in the 

digital world, whereas clubs like United or Liverpool have got more 

successful history in the top flight of English football and so they’ve 

got a more established global fan base, what City are trying to do 

is they’re playing catch up, so what they’re doing is ensuring that 

they are in all of these spaces, they’re seen to be very innovative 

but the thing that they really tapped into is that access, they’re 

telling stories that have probably never been told before and I 

think that’s the key for all of this, is that it’s still a form of storytelling. 

00.05.37 ANDY It sort of resonates with just how sports events have matured in 

thinking about what they are, so a football match may be 90 

minutes every week, on a Saturday, but there’s also six and a half 

other days in the week that you can engage people around your 

product and what I’ve seen is that digital technology is making it 

possible for brand owners to do a lot more to reach people 

throughout that period.  So designing things that provide that 

behind the scenes perspective I think is really appealing from that 

perspective as well. 

 JAS Is it possible that with all this behind the scenes content on offer 

thought that fans are being side tracked with it rather than 

focusing on the sport or the actual games? 

00.06.12 ANDY Well there is I think a desire for that, you look at something like 

Murray Mound formerly Henman Hill, I mean people like the kind of 

fringe experience as well as the central one, people will go to big 

events and just sit in pubs and watch them on a screen, but being 

at the place somehow matters to people.  So I do think it is a new 

opportunity for producers, but there is, I think, a big community of 

people that either can’t afford tickets to go and see the sports or 

just want to have a communal experience. 

00.06.37 STUART The point that Andy makes there is it’s about that sense of 

community, so whether or not its accessing the tunnel where you 

can watch live cam, or its dressing room access or its 360 cameras 

wherever that might be, it’s about how can you enjoy that 

immersive experience and belong to what is you know a sort of a 

tribal following. 

 JAS Stuart you’ll know a lot more about this but do these immersive 

experiences alienate older consumers who might not traditionally 

engage with them and who may just want to enjoy sport and just 

watch a game on TV? 

00.07.05 STUART I don’t think it alienates them, I think what happens is it’s just a 

different form of storytelling, and I’ve got two teenage lads and if 

they’re watching a game of football the second screen will be the 

TV screen, their first screen will be their mobile phone, that will be 

their touch point for talking to their friends, they might even be 

surfing the Internet and then when the commentator gets excited 

http://www.bbc.co.uk/academy


      

www.bbc.co.uk/academy    

that is the point that they’ll look up and it’s just the way that 

audiences now consume things very differently. 

00.07.28 STUART We know that generally that older audiences still want to find the 

best viewing experience possible for the live sport and that’s often 

the TV, but younger audiences have just grown up doing different 

things now, so they need to have more things to do at any given 

time rather than sort of sit there and enjoy a broadcast from one 

big screen in the corner. 

00.07.46 ANDY This could also be connected with a much longer history in terms of 

our media environment, even the sports commentator at the end 

of the match will interview the person, ask the same question, how 

did it feel, what was it like, and I think digital technology provides 

many more opportunities to provide that kind of reality, somehow 

the match itself just seems a bit too polished.  So to get behind the 

scenes feels like you’re getting closer. 

 JAS Okay, so moving on from behind the scenes experiences you’ll find 

some sports that are arguably non mainstream seem to be finding 

more popularity online than they do on TV.  In 2016 Table Tennis 

England, the official governing body of Table Tennis in England 

struck up an unusual partnership with online youth publisher, The 

Lad Bible, it was a rights deal that meant that the England Leopard 

National team games would be shown on the sport bible website, 

let’s hear what they have to say about it. 

00.08.38 MARK Hello, my name is Mark Taffler, and I am head of commercial at 

Table Tennis England, (and its England who lead 8-4].  We decided 

to partner with The Sport Bible because we needed to look at how 

strategically we delivered our content and our rights; we wanted 

to look at appealing to a new audience, a younger demographic 

and to opening up the sport to more people. [Commentary].  We 

weren’t concerned about The Sport Bible being a traditional sports 

broadcaster, we are mindful of the need to deliver our content to 

our consumers in the way that they want to consume it. 

00.09.12 MARK Our job is to grow the appeal of the sport and by working with a 

partner such as Sport Bible, who have ten million fans on their 

Facebook page, was the natural evolution of what is fast 

becoming a very antiquated broadcast model. 

 COMMENTARY Three one Paul Drenko off the blocks in game five. 

00.09.30 MARK We achieved 2.2 million views of the match against Greece which 

is the largest number of views we have ever experienced for a 

table tennis match, versus a 120 thousand views on ITV 4 in 

February of last year. 

 JAS So Andy what do you make of that then, you’ve got a sport 

getting better figures online than it ever did on TV? 

00.09.54 ANDY I mean its staggering isn’t it, the statistics are extraordinary really 

and there are just completely new players here that are delivering 

big audiences through online only platforms.  You have platforms 

like Twitter that are live broadcasting events straight through their 

environment, so it does feel like it’s a bit of a wild west at the 

moment and it’s hard to see how these things will end up in the 

long term. 

00.10.14 STUART Yes I think it does come down to ultimately that accessibility, you 
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now there’s now a far greater choice of sports than there’s 

probably ever been but there’s also never been an easier way to 

broadcast them live, and you know even if you look at Sky they’ve 

got five TV channels but its only five TV channels, and there’s lots 

more sport than that so getting your product to as great an 

audience as possible is something that we’ll see more and more 

of. 

 JAS Okay Stuart so do you think broadcasters with linear channels like 

Sky Sports and the BBC should take websites like this more seriously, 

I mean should they be paying more attention to the likes of Lad 

Bible and websites like that, not just other TV channels? 

00.10.50 STUART Yes I think absolutely, I think we’re probably still some way down 

the track from a digital company say bidding for the premier 

league football rights, but you can see how they will increasingly 

start to play a part, so you can see that the market is going to 

become clearly more fragmented than it’s ever been before as 

the choice continues to grow. 

00.11.07 ANDY We see this in quite tangible terms, in terms of the accreditation of 

journalists at big events where the numbers of accreditations for 

professional journalists is diminishing but the number for professional 

marketing media mangers is growing, so I think that we’re at this 

very interesting sort of nexus where sport is becoming simply kind of 

an entertainment vehicle and that’s a much bigger business but I 

think that there is a desire to experiment and I was thinking of a 

designer in Germany released a augmented reality table tennis 

table, so if you imagine the table above it a projector projecting 

down on to the table, and its mapping out that space so that its 

adding content, individually into your field of play and so when 

you hit the ball across the table you see your ball tracked across 

the table in real time. 

00.11.50 ANDY And I just think sports are experimented with new formats and the 

way in which we see them today maybe just radically different 

tomorrow. 

 JAS Andy there was a similar sort of thing in NHL Hockey around 20 

years ago with a glowing puck that could be tracked, it was 

called the fox track, now people didn’t necessarily take to that 

now did they so in that sense surely not all of these digital 

innovations in sport will be successful will they? 

00.12.12 ANDY Well I think the audiences have changed, one of the things that’s 

being experimented with for Tokyo 2020, the Olympic Games then, 

is the idea of using body suits to communicate other data about 

what’s happening in the athletes, so for example heart rate, you 

can visualise that by tracking and monitoring the athlete in play, 

we see this capacity to show people a lot more than just what 

they see with their eyes and then give them a greater 

understanding about what’s going on in the field of play. 

00.12.36 STUART I think that’s been one of the really interesting tings of how sports 

coverage has developed over the last sort of few years and as you 

say, with the advent of wearable’s and track able technology, the 

old narrative of how sport would unfold is that ahead of the game 

you would talk about what was going to happen, say take a 

game of football, then you would watch the game of football 

happen and then after the game of football you would talk about 
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why it happened.   

00.12.57 STUART And very much now, and you see this in broadcasting, you see it in 

digital, if there’s a foul in the tenth minute, football very quickly 

begins to analyse that incident, even while the game is ongoing, 

so you know you might have a referee in the studio, you might 

have two pundits and commentators and immediately you are 

analysing the live sport as it happens, so as soon as something 

happens on the field of play the audience now has got a thirst for 

that information to understand why, and in cycling they’re looking 

at making that same live analytics available to the media, so that 

you can almost watch Chris Froome’s heart rate and his cadence 

change as he goes up a mountain for example. 

00.13.33 STUART Because people have got a thirst for having a greater depth and 

understanding and knowledge of the sport, rather than just 

watching the thing on a flat screen. 

 JAS Okay let’s move to our last example now, we have a unique sport 

experience which blurs the lines between reality, sport and 

gaming, Hash Tag United are an online football team created by 

YouTube celebrity Spencer Owen, now the team is made up of a 

group of friends who have created their own football divisional 

structure, much like the online divisions in the FIFA football 

computer games.  So the inspiration and the look and the feel of it 

is influenced by computer games but the football is real, ninety 

minute games played in stadiums, even at Wembley Stadium 

sometimes, against teams that include Premier League staff, 

celebrities and ex-footballers. 

00.14.18 JAS The games are then edited into twenty minute highlights.  Now 

with over 1.7 million subscribers and videos that regularly have over 

a million views, there’s clearly an appetite for this alternative 

consumption of sport.  Hash Tag striker, Seb Carmichael-Brown 

explains more. 

00.14.34 SEB Hash Tag United is our slant on a different take of football really, it’s 

really just trying to find a way of getting football to identify with 

those younger fans or a different type of fan in an alternative way 

to the very polished, very professional Premier League and it seems 

to be going down very well. [clip of broadcast] and the way we 

actually do it is we mirror the gaming world, so Hash Tag United 

play in its own divisional structure, we created five divisions and 

each division has ten games and then a points total you need to 

get to gain promotion, so for example in division five we took on 

some celebrity teams, some media teams and we had to get from 

the ten games twelve points to get promoted. 

 PRESENTER Another goal for Ryan Adams, his tally is very impressive and its 2 – 

1 to Hash Tag United, come on. 

00.15.14 SEB I think the reason we’re getting millions of people watch it, just 

because it’s fun, it is football, you know there’s some big names 

playing in it, people like seeing football especially if its shot in the 

right way, but then when they feel more attached to it they feel 

more a part of it, they tend to associate with it even more than 

they do the professional game. 

 JAS Andy what do you make of that then? 

00.15.32 ANDY Well it’s interesting that final quote about being shot in the right 
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way, I think that people have a different sense of what broadcast 

quality footage should look like now and that’s partly informed by 

what’s taken place in the media over the last couple of years, I 

think it’s also a good indication of how sports are and need to 

experiment with new formats, think about where people consume 

content, you know you might be doing it on your way to work, on 

your way back home from work, you don’t want to be engaging 

with really heavy stuff, or in fact stuff that you have to focus on for 

ninety minutes. 

00.16.02  So being able to package up sports experiences in much smaller 

formats I think is incredibly appealing, there’s an audience for it 

because that’s the time they have to consume stuff. 

00.16.10 STUART And then it’s that place again where sports meets entertainment, 

and for people who are watching Hash Tag United and following it 

aren’t following it cause they’re going to see the greatest game of 

football they’ve ever seen, they’re following it because it’s 

entertaining and also its fundamentally relatable, I can watch Man 

United or Man City but I’m never going to be Sergio Aguero or 

Zlatan Ibrahimovic, but if I watch Hash Tag United well he’s as bad 

as me. 

00.16.31 ANDY And I think that that just tells us where sports are right now, in 

between history and entertainment, and if you’re a big sports 

organisation right now you have to be doing both, so we see 

sports clubs signing E sport players as part of their team. 

 JAS Well tell us a little bit more about E Gaming now then, because 

although Hash Tag United aren’t E Gamers as such but instead are 

inspired by computer games, but how does E Gaming fit into this 

wider digital transformation of sport? 

00.16.58 ANDY If you look at the E Sport world at the moment, with the exception 

perhaps of FIFA, which is you know one of the biggest games 

around the world, digital games around the world, most of the 

games are kind of fantasy based games, League of Legends, Star 

Croft they’re all about wizards and orks and things battling each 

other.  But in fact the competitions that take place are 

commented on and occur in a very similar way to sports.  So it 

makes more sense if you are a sports organiser to get involved with 

these sports rather than just kind of shun it and think oh it’s not 

really sport, we don’t want to be part of it. 

00.17.26 ANDY If you see yourself as an entertainment industry, then making sure 

that you are involved in the kinds of leisure pursuits that your 

audiences care about is really critical, and E sports are occupying 

that place and I think it’s just growing from strength to strength. 

 JAS Okay Andy, Stuart, if we look at everything as a whole again now, 

are we going to be moving to a time do you think where digital will 

kill off the traditional sport TV broadcast model? 

00.17.50 ANDY You know the key point is there is no offline anymore and it’s all 

about trying to find and create a really bespoke, compelling 

online experience that people can relate to and people go 

around the world in their daily lives, holding their mobile phones 

and feel attached to this world that they kind of occupy and so if 

you are producing a sport you have to figure out how to engage 

people on that level, whether they’re in the stadium, whether 
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they’re at home or whether they’re out on the street in an 

underground train just trying to get through the world. 

00.18.21 STUART I think that’s right, it’s sort of that sense of how does sport tailor 

content to match mood, to match location and to even match 

environment, you know as you say, are you in a good mood or a 

bad mood as you’re on your way home from work on the train 

and how might that influence actually the choices that you make.  

The one thing that will still remain is that people, at the moment, 

are at least still accessing a screen and its very difficult, I think, to 

talk about TV, because TV as we knew it growing up was just this 

big sort of thing that sat in the corner, but now actually with smart 

TV’s, with people accessing Apps through Playstation’s or whether 

or not they’ve just got a stick that they stick in the side of the TV or 

they’re on Netflix, you know you could even sort of say what is a TV 

now, it’s not just sort of that linear thing that gives you five channels 

of programming. 

00.19.04 STUART TV is just an access point, now as an access point to audience it 

hasn’t actually changed much since it was invented and became 

mainstream in the 50s and 60s, and just sort of sat in the corner of a 

room.  But now you can already see how digital innovations are 

enabling you, whether or not it’s just changing the channel using 

your smart phone as a remote control, and how does the smart 

phone world start interacting and engaging with the TV, so that 

the TV itself, as a delivery device for sport now has to change. 

 JAS From what we’ve discussed so far, if you look at is a fan I suppose 

it’s a very exciting time to experience sport because it’s so 

immersive and there’s plenty to enjoy about it, but what about 

working in the industry now, if you want to be a Sports Producer or 

a Presenter, do you now need to vary your skill set, I mean is it 

enough to be a journalist now or do you need to be far more tech 

savvy and maybe come from a digital background? 

00.19.57 STUART I think the key thing has always been, first and foremost are you a 

good storyteller and second of all are you able to adapt your 

storytelling techniques and ideas and creativity to make the most 

of the new technologies that are available to you.  I actually think 

you know you can teach anybody to press the right buttons, but 

you can’t teach anybody to be a great storyteller, and for me that 

vocation of either journalism and storytelling still exists.   

00.20.21 STUART We’ve got journalists at BBC sport who are telling stories now in 

ways that they were never telling stories five years ago and you 

wouldn’t consider any of them techy geeks, it’s just they are great 

storytellers who have learnt the new platforms as they’ve become 

available. 

 JAS Okay Stuart, now storytelling is a relatively new term now for some 

people breaking in the industry is that the thing that needs to be at 

the forefront of their mind now? 

00.20.43 STUART Yes absolutely, I think it’s a new term but I think it’s always been 

what we do, I started out writing match reports for a local 

newspaper, I was telling a story about that match that’s all I was 

doing, it’s an often used phrase as something that’s very trendy 

and very new, but its fundamentally what journalism and what 

sports reporting has always been about.  Journalists are just well 

trained gossips, we deal with fact and we deal with opinion and 
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we bring it all together and then we tell you a story and it is as 

simple as that. 

00.21.10 ANDY I think it’s a great time to be a journalist within sport, and to be 

working at the cutting edge of the technology, I’ve met people 

that have left broadcast roles as either presenters or producers to 

begin experimenting with virtual reality because there are no rules 

and they’re trying to figure out the grammar and the language of 

making content for that medium.  I think technology is often like 

that, that you find enthusiasm at that creative level and perhaps 

we’re seeing that in sports at the moment as well. 

 JAS Andy do you think now with more artificial intelligence and tech in 

sport that there could be a loss of jobs or maybe an increase of 

jobs, how do you see that working? 

00.21.43 ANDY You know I think AI as a subject is deeply destructive and disruptive 

within society, there are all sorts of ways in which it could change 

the kinds of skills that we need to be able to do all sorts of things, 

but one of my dreams is to have a football team where all the 

decisions taking place on the pitch are made by the collective 

intelligence of the crowd that’s watching, because you could do 

that today, you could have like an App where you know you kind 

of have different decisions bubbling up in the App and then 

everyone decides yes, let’s take this player off or whatever, so for 

me that example is possible now with the technology but it also 

resonates with the fact that one of the ways that sports really hold 

people’s attention is because everyone’s got an opinion about 

what should be going on within the competition. 

00.22.26 ANDY And it’s that level of engagement that is perhaps the most 

powerful thing that sports have, people think they know what’s 

best. 

 JAS Stuart? 

00.22.33 STUART But even then you know, even sort of brining in AI and everything 

you’re still allowing people to take part in the story, how do you 

influence events, how do you make it relatable and accessible, if 

there’s been one great big advantage of sort of the growth of 

digital within the sporting world, that its brought sport so much 

closer to everybody.  It used to be you just sat there and sport got 

broadcasted at you, but actually it’s so much more than that now 

and that’s been the beauty of digital erm advancements, it 

means that we can take ourselves and we can put ourselves right 

in the middle of the action, either to enjoy it or to influence it or just 

to get far closer to those areas that before were just absolutely off 

limits for us. 

00.23.12 JAS Okay great, thank you to you both for joining us today, Professor 

Andy Miah. 

 ANDY Thank you. 

 JAS And BBC Sports, Stuart Rowson. 

 STUART Thank you. 

00.23.19 JAS Hopefully you’ve got more of an insight now into the digital 

transformation of sport and how it’s become a far more immersive 

experience, the impact it has on broadcasters and even with all of 

this change the continued importance of telling great stories.  As 

http://www.bbc.co.uk/academy


      

www.bbc.co.uk/academy    

always you can get in touch with us via Twitter or Facebook, we’re 

at BBC Academy, from me, Jas Rao, thanks for listening. 

00.23.40 NARRATOR You’ve been listening to the BBC Academy Podcast, if you want to 

find out more about this topic or to hear previous shows search 

online for the 

BBC

 
Academy. 

00.23.49  MUSIC 

00.23.53 END OF 

RECORDING 
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