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Who is Creative 
Futures? 
We’re 46 people, across 3 
states with 9 disciplines 

We’re all about driving 
relevance.

Our work is the integration 
of content, context & 
creative to maximise the 
potential of modern media



Extra Jam 2023/24:
Ownership of 

street basketbalL

SOO BIG BUCKET 2022:
Standing out in a 

cluttered space

Australian Open 2024:
Athlete-led social content



Gen Z is forcing 
us to innovate



Gen Z are a different type of fan. 

They behave differently. 
they consume differently. 

IT’S TIME TO RIP UP THE 
OLD RULEBOOK 



Who is Fan Z?



Curation

90% favour



Teams or leagues 

82% follow





the live game

50% do not regularly



of live sport

Histrocially, sports fandom was  



Withs shorter formats,  more content 
and advanced digital capabilities



in how we engage with fans

The new ecosystem has created



CURATION

90% FAVOR



Insight #1



53%
Of new F1 fans say 

they watched a race 
because of DTS

70%
Increase in EPL viewership 

outside of the UK, 
thanks to Ted Lasso

57%
Of Tik Tok users 

now watch sport 
content weekly



+5%

Social 
Content Live TV Streaming / 

On-Demand
Mobile 

App In Public

Radio Newspapers

Magazines

+2%

-8%
-6%

+4%
+6%

+16%

+28%

YOY Growth / Decline in Consumption of Sport



Insight #2



Index
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Biggest increase 
for 2023

Fan Z interests 



Insights #3



NFP’s

Athletes

Sporting Teams

Governing Bodies

Brands / Sponsors

Government

Print Media

TV Media

Religious Institutions

Social Media

79%
65%

75%
86%

72%
62%

65%
50%

58%
63%

55%
40%

44%
31%

31%
44%

36%

34%
46%

16%

Fan Z Trust in People or Institutions 



Insight #4



Growth vs Clutter 

Inflection point, where rights 
holders began selling more 

awareness-based assets

4%

Clutter Brand Recall

2020 2021 2022 2023

5%

8%

7%

11%

6%

9%

14%



RULE #1

Rule #1



Rule #2



Rule #3



Rule #4
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