


FRAME SPORTS 
AS ENTERTAINMENT

TELL INDIVIDUAL 
ATHLETE STORIES

FOCUS ON STREAMING 
AND GAMING

Just like Millennials before them, Gen Z is one of the most continuously sought-after audiences by brands. Gen Z and Gen Alpha 
bring new complexities when it comes to brand engagement and their relationship to sports and media, especially compared to 
their predecessors. 

To better unpack this dynamic audience for the many brands, teams, leagues and others within the sports world that are trying to 
reach and engage Gen Z, FleishmanHillard’s TRUE Global Intelligence Research and Analytics practice conducted a 1,000-person 
survey* spanning generations from Gen Z to Boomers. 

In this survey, we asked consumers about their relationship with sports, digging into their consumption behaviors, preferences 
and attitudes, all against the backdrop of an ever-evolving media landscape. These insights, coupled with FleishmanHillard’s 
experience in helping brands connect with key audiences through relevant cultural context, led us to three key takeaways for 
sports communications and marketing professionals. 

1 2 3
*This study included 1,000 U.S. residents of age 15 to 75 from a national opt-in research panel. The survey was completed during August 2 to 9, 2022. Representation of generations includes Gen Z (n=289), Millennials (n=281), Gen X (n=249) and Boomers (n=181).



Younger audiences flock to pop-entertainment 
content over more traditional sports storytelling. 

of all content consumed by 
Gen Z (online or offline) is 

entertainment content.

FRAME SPORTS AS ENTERTAINMENT

% OF CONTENT CONSUMPTION DEDICATED TO SPORTS

BOOMERS GEN X MILLENIALS GEN Z

OPPORTUNITIES: 
Build storytelling strategies that bridge sports and entertainment more closely 
to lean into Gen Z’s preferences and passion points and ignite greater fandom 
and engagement potential.

       EXAMPLE IN ACTION: 
        Minor League Baseball + Marvel 
     “Marvel’s Defenders of the Diamond”

https://www.milb.com/events/marvel


Compared to other generations, Gen Z 
most relates to sports through the athletes.

TELL INDIVIDUAL ATHLETE STORIES

OPPORTUNITIES: 
Expand storytelling beyond an athlete’s performance and into their humanity 
(values, personalities, interests in fashion, sneakers, gaming and technology, 
etc.) to increase the types of stories that can be told; create authentic moments 
for brands across verticals and at the intersection of these topics and sport; 
and introduce unique validators, influencers and creators that can be additional 
voices within storytelling strategies.

of Gen Z seeks out stories 
about individual athletes.

Research indicates the interest in individual athletes is derived from Gen Z’s 
appreciation for the whole athlete on and off the field. While performance 
certainly contributes to fandom, Gen Z expects more from athletes, teams 
and leagues when it comes to backgrounds, beliefs, values, character and 
inspiring or responsible actions. This is reinforced by Gen Z’s involvement 
and engagement on social issues.

       EXAMPLE IN ACTION: 
        Complex’s YouTube Channel 
     Sneaker Shopping Series

FANS OF 
INDIVIDUAL ATHLETES

EFFECT ON CONTENT 
CONSUMPTION:

https://www.youtube.com/@Complex/search?query=Sneaker%20Shopping


PRIMARY PLACES WHERE GEN Z 
CONSUMES OVERALL CONTENT

PRIMARY PLACES WHERE GEN Z 
CONSUMES SPORTS CONTENT

TV Broadcast + Cable

Twitter

Brand Websites

There’s a disconnect in where Gen Z most consumes 
content and where most sports content currently lives.

FOCUS ON STREAMING AND GAMING

of Gen Z has been captured 
by sports when it comes 
to attending a sporting 

event or trying a new sport 
or fitness activity. 

YouTube

TikTok

Netflix | Hulu | Prime Video

Instagram



Gaming is confirmed as 
a top activity among Gen Z. 

FOCUS ON STREAMING AND GAMING

of Gen Z respondents said 
they participate in gaming

OPPORTUNITIES: 
Reset our channel approach to meet Gen Z where they’re already 
spending their time. Serve up entertaining, athlete-driven content 
on highly video-driven social channels like YouTube and TikTok, 
and through gaming. 

This further proves the explosion of gaming we’ve seen in the past few 
years and reinforces the role that gaming can play as a funnel to sports 
fandom — either through unique partnerships or storytelling. Interestingly, 
gaming also tops sports within preferred activities for Millennials and Gen 
X, showing the wider potential audience reach that can be achieved.

       EXAMPLE IN ACTION: 
        The National Football League 
     NFL Quarterback Simulator X Roblox

https://www.youtube.com/watch?app=desktop&v=cRQO-V1smJw


FINAL THOUGHTS
The power of sports is unrivaled in bringing fans 
of all ages together. 

The most successful strategy for engaging Gen Z in 
that space must include an approach that integrates 
their other interest areas:

 • Entertainment
 
 • Authentic and compelling content 

 • Insight into athletes as real and whole people 

 • A mix of channels 

This is how we will reach Gen Z where they exist, win 
their attention and validate a place for sports in their 
minds, hearts and lives. 
 
     - FleishmanHillard Sports 

FleishmanHillard Sports is a global team of experienced 
communications professionals who live and breathe 

sports. From iconic to emerging, we shape the narrative 
for the world’s most transformative brands in sports —  

from sponsors and brands, to teams, leagues and 
governing bodies and events. Delivering data-driven, 
creative, and memorable ideas that are designed to 

connect with avid and casual fans, we place our clients 
at the epicenter of the sports and culture conversation 

to drive their business forward.  
 

For more information, please contact: 
FH-SportsLeads@fleishman.com

mailto:FH-SportsLeads@fleishman.com 

