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Overview.

Drivers.

The development and acceptance of Web 3 has empowered fandom by turning data into 
an asset, allowing fans to be rewarded through digital collectibles amongst others and 
businesses to increase revenue through better acquisition and retention of users. Clubs, 
brands and organizations now have more ways than ever to connect with them wherever 
they are to deliver personalized experiences, whether that’s in the form of unique content 
or prizes. 

1
Fluid Fans

Here to stay

Meet fans where they are -  a three way street for acquisition, 
retention and monetisation.

The rise of social media and other digital 
platforms in the arsenal of these fans, 
clubs now have more ways than ever to 
connect with them wherever they are to 
deliver personalized experiences, whether 
that’s in the form of unique content or 
prizes. It is a challenge and an opportunity. 
(Fandom, 2022).

Fans are open and even empowered to 
move to different mediums and platforms 
to consume entertainment. Social media 
and streaming platforms should not be 
seen as only distribution channels, but 
also an opportunity to convert users 
traditionally siloed in other sports and fan 
communities. 

Fluid Fans Technology connecting once

disparate data points



Overview.

Drivers.

Fandom is the new loyalty. Brands leagues and organizations 
will look to Web 3 as a means to understand their fans at a 
granular level, providing a better experience targeted at their 
“digital home”.

Fandom should not only be considered 
from the perspective of a franchise or 
team. Loyalty is fandom. Fans who are 
loyal to a particular team are the same as 
viewers who are loyal to creators and 
customers who are loyal to brands. 
 
We asked Mike Sorgenfrei Founder and 
CEO of Encore, what success in the space 
looks like:

Loyalty is Fandom Rise of the Creator Economy

1.1
Web 3 The new home for the fan

$104B
IN 2022

Success looks like fans 
leveraging their fan ID to 
unlock experiences across 
sports, music, brands, 
across anywhere, and fans 
being able to take control 
of their data and use that 
data as an asset.”

Large brands, 
franchises and 
streamers realize 
just how crucial 
fandom as an asset 
really is. Web 3 is 
empowering fandom 
by turning data into 

an asset, and allowing fans to be rewarded 
and businesses to increase revenue 
through better acquisition and retention of 
users. 

The future of fandom likely to be driven by a number of factors, including the continued 
growth of digital platforms, sports viewership and the increasing popularity of streaming 
services as a holistic home for sports content and entertainment. With a multitude of 
options for fans to consume content, it’s no surprise that fans, their data and interests 
are fragmented and dispersed across social media, gaming platforms, streaming 
platforms and physical assets.



Overview.

Drivers.

The future of sports viewership is likely to be marked by increased competition 
therefore, hyper personalisation and customisation will be key coupled with data to 
serve the sports fans with the content they want, giving them the control of how they 
want to consume it. 

Live sports isn’t just about watching the game on your TV, 
according to Nielson, fans tuning in digitally to watch the match 
will reach 90.7M by 2025. This in turn has placed much more 
importance in reaching the fan at home and transforming the 
overall viewing experience to make fans feel they were part of 
the experience at the stadium. 

Thanks to the adoption of 5G technology, 
many teams will be using virtual reality 
and other technologies to create more 
immersive content for the fans, both at the 
stadium and at home. 

Broadcasting Virtual / Augmented Reality 

Viewing

Both broadcasters and sports rights 
holders want to extend their reach to a 
digitally native (younger) audience and 
offer an experience that is completely 
personalized based on their interest.

Broadcasting

This year, we saw the launch of the new 
streaming service from the NBA with the 
aim of bringing the game even closer to 
the fans and go beyond live and 
on-demand game broadcast, giving them 
access to a wide array of player data, NBA 
esports leagues historical video archives 
along with merchandise and ticketing.

Streaming

$25B
BY 2023

1.2
Redefining

the outer stadium experience



Overview.

Drivers.

Over the last two decades, artificial intelligence has changed the way in which we train, 
compete, and recover - generally speaking, it has revolutionized our lives when it comes 
to health and physical wellbeing. 

The accessibility of knowledge and equipment is reinforced 
through AI monitoring and evaluation tools. 

AI continues to advance, it is likely we will 
see a wide range of new applications and 
capabilities that were previously 
unimaginable. Some experts even believe 
AI has the potential to surpass human 
intelligence in certain areas, leading to the 
development of so-called “superintelligent 
systems”. We saw the latest hype with 
rising AI tools such as OpenAI’s ChatGPT 
which has garnered a lot of attention in the 
tech industry due to its ability to generate 
human-like text that is difficult to tell apart 
from text written by a person. 

Technology and knowledge that was once 
available to gyms and personal trainers is 
now at the fingertips for all athletes, pro or 
recreational. Fitness has become more 
accessible and no longer requires the 
presence of a personal trainer or gym.

Hybrid Fitness now even AI has reached a

2
Goodbye Coach

Hello AI

more accessible critical point

We’re not going as far as predicting AI will 
completely replace coaches because we 
still need individualized attention which is 
hard for AI to replicate, however, in most 
cases it will make coaching practices 
obsolete over time so that only the best 
coaches with their unique training 
methods can survive and connect their 
input with new AI based tech to stand out 
from the crowd.

Human leading the way, 

AI supporting accessibility



42%
MILLENNIALS

Overview.

Drivers.

Every industry wants to understand their users and behaviors in order to build stronger relationships, 
acquire new users and distribute content. Sports in particular has evolved into a broader church and 
whilst team sports is still followed religiously by millions of fans, it’s become much more than that for the 
younger generation as it represents culture, creativity, entertainment and values.

Data will continue to be a precious commodity as rights holders and brands 
get digitally creative to collect first party data and drive hyper personalized 
experiences directly to the fans.

We believe sports will continue to open up more 
opportunities for brands to reach these fans but 
they will need to modernize their marketing 
approach and be even more adaptive. Trends are 
moving faster than ever and to reach data native 
users, it is necessary to package your content 
within a social trend to continue to grow your 
distribution channels and audience. By creating 
personalized, interactive experiences that cater 
to these fan’s interests in gaming, fashion, and 
storytelling, sports marketers can engage them 
in a way that traditional marketing methods have 
failed to do.

Broadcasting Data Natives move quicker

90% of Gen Zers 
consumer content 

on Youtube.

GenZ are content consumers

3
Make it personal: Hyper-personalisation

in sports is the new currency for fandom

CONSIDER THEMSELVES PASSIONATE SPORTS FANS

23%
GEN Z

That said, there will be a growing trend towards creating an immersive experience where sports brands can tap 
into the vast potential of Gen Z's interest for gaming, social media, and fly-on-the-wall formats to engage with 
sports.

Amazon launched its All or Nothing behind-the-scenes franchise in 2016 and Netflix released Formula One’s 
Drive to survive a couple of years which attracted 46% of its viewers aged 34 or younger, just the beginning. In 
the next decade, we predict that sports brands will use this as a means to reach millions of current and new fans 
whilst for rights holders, this shows a significant opportunity to capture a new fan base through an alternative 
medium. 

Immersive Marketing

Over 50% of Gen 
Zers spend more 
than 4 hours on 
social media, 
which is a huge 
opportunity for 
marketing teams 
to understand 
behaviors and 
distribute 
entertainment.



$100M
SERIES B

RAISED

$750M
FUNDING
IN 2019

Overview.

Drivers.

The interest in FemTech has been on the 
rise and gaining recognition of the 
importance of women’s health. A market 
that has been historically underfunded and 
understudied is making its way to $103B by 
2030  - this growth potential is owing to the 
fact that. We believe this sector has the 
potential to create some real tech unicorns, 
but more importantly, drive much needed 
growth and change for an 
under-represented segment of the market.  

Female Health to dominate in 2023 as companies look to create 
more health-specific offerings for their users. 

The market is 
positioning 
itself to get a 
piece of.

Funding increasing Exponentially

4
2023: A break out year

for women’s health

To use digital 
healthcare 
tools than men

75%
MORE LIKELY

WOMAN ARE

29%
MORE PER

CAPITA

SPEND
On healthcare 
compared to 
men. 

$2.5B
FUNDING
IN 2021

FemTech

With the
UK and US taking 
the lead and home 
to companies like:

$97M
SERIES C

RAISED

$200B
DIGITAL HEALTH

MARKET

Women’s 
healthcare 
network.

Femtech company behind a 
connected breast bump and smart 
pelvic floor exerciser. 

According to 
Future Market 
Insights.

$1.2B
MARKET REVENUE

IN 2023



Whoop recently 
announced a pregnancy 
coaching feature. They 
have the ability to detect 
a pregnancy due date 6 
weeks before the date, 
due to changes in HRV.

Movano is challaning 
Oura with the launch of 
their female focused 
health ring.

Female Health as a core

business value

In previous years, we saw areas such as 
parenthood, fertility which accounted for 
the bulk of the VC investments. However 

Equitable access to 

preventative care 

There are a few hurdles that companies in this space have to overcome; including educating 
(male dominated) investors on why FemTech products are necessary as well gender biases. 
However, this will change as FemTech’s popularity is rising in VC portfolios in recent years.

Barriers

42%
SUFFER FROM

PCOS

WOMEN

autoimmune 
diseases, hormonal 
disorders, are 
unexplored territory 
with room for 
innovation and we 
will see the trend 
move more towards 
primary and 

preventative care. We believe 
understanding health data will be the 
biggest opportunity for growth to create 
personalization and day to day health 
monitoring to proactively manage 
symptoms.



Overview.

Drivers.

Digital biomarkers are helping shape the future of healthcare as it has the potential to 
improve the quality and efficacy of care. In recent years, we have seen biomarkers have 
evolved; from counting steps, sleep patterns to metabolic based metrics such as heart 
rate variability for overall physiological and physical insights.

Voice and Neurological biomarkers are the drivers for 2023.

Voice recognition is now powerful enough 
to detect stress, depression and anxiety 
meaning that it opens up new 
opportunities for remote patient care, 
monitoring of staff (through dictation) and 
understanding how a caller might be 
feeling at the end of the phone. 
Limitations will be similar to how facial 
recognition data is used, but we have seen 
the acceptance of this technology. 

Biomarkers will go beyond the molecular 
scale and look into vocal biomarkers to 
detect early telltale signs of a patient’s 
mental health, likelihood of ADHD and 
stress profile. 

AI to support Voice Voice Recognition - A new 

channel for Remote 

5
The dawn of diagnostic biomarkers

3.0 in healthcare

Biomarkers

Patient Care

Owing to the scale of testing which has been normalized amongst 
the general and aging population, we are seeing how the 
technological advancements are enabling users to better monitor 
their health that was once only available through hospitals. 

$147B
USD BY 20281

BIOMARKERS
MARKET GROW

1 https://medicalfuturist.com/vocal-biomarkers-new-opportunities-prevention/



Overview.

Drivers.

The healthcare market is going through a huge transformation, shifting from “reactive” 
care and centering it around digitization, preventive and personalized individual needs. 
Thanks to the influx of wearable devices and artificial intelligence in the market that can 
track and monitor our health data, what we eat, how active we are– it has become 
possible to manage health problems before they become serious.

Digital interventions will lead the way for personalized medicine.

Tech-ing up for health: Tackling the rising healthcare costs

60%
CHRONIC
DISEASES

ADULTS
IN THE US

With the increase in the annual 
healthcare costs ($4.1T spent)2. It is 
no surprise that people are turning to 
technology to stay on top of their 
health and live more conscientiously. 

6
Connected healthcare

4.0

2 https://www.cdc.gov/chronicdisease/resources/infographic/chronic-diseases.htm

Prevention at your fingertips

In the next few years healthcare will be 
completely centered around empowering 
patients to prevent diseases, as a result 
shifting the treatment paradigm. Whilst 
biomarker 3.0 represented the 
democratization of healthcare where the 
laboratory moved from traditional settings 
to devices that could be used at home. We 
believe this could go a few steps further 
where “remote care” will be at the 
fingertips of patients who will receive 

The area of longevity and 
disease prevention has 
gained a great deal of 
attention and companies 

personalized health solutions in a way that 
is seamlessly integrated into their daily 
lives. 

outside of healthcare such as Whoop and 
Oura are leveraging the opportunity to 
help people understand their health. One 
cannot look at longevity without focusing 
on prevention of diseases. While people 
want to live longer, they want to be healthy 
to enjoy life”



Data economy in personalized healthcare

All of this is enabled by data collected through devices and shared with the healthcare 
professionals who are then able to adapt and recommend different courses of action based 
on those datasets. Wearables like Whoop and Oura have been embraced by athletes and 
consumers alike who want to have a greater understanding of their health. It’s clear that these 
products have real value for consumers:

Insights

This shift towards proactive and preventive care, particularly in the context of chronic 
diseases such as diabetes and heart disease which can be effectively managed through early 
detection and prevention, is a major advancement in the field of healthcare as individuals will 
be able to monitor their health and allows the physician to provide better, more personalized 
care and diagnosis. 

$2.5B
APRIL
2022

$3.6B
AUGUST

2021

VALUATION

Embraced by everyone from professional athletes including Patrick Mahomes, Eli Manning, 
Rory McIlroy and Kevin Durant; military personnel, frontline workers, and fitness enthusiasts 
looking to improve their performance.

After just reaching the milestone of selling
1 million Oura Rings. 



7
Death of the metaverse

...for now

important component. It was reported that 
last year, VR headsets sales were down by 
12% and even if consumers wanted to 
purchase this, the price makes it 
unaffordable for many people (e.g. Meta 
Quest 2: $399.99). In addition, there is still 
a limited amount of content available for 
VR which makes it less appealing to some 
users. However, as this space is still 
evolving and becomes more accessible, it 
is possible that it will become more 
widespread.

3 https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights/value-creation-in-the-metaverse

Overview.

Drivers.

The metaverse and NFT markets has created significant excitement in recent years, 
especially when Facebook rebranded as Meta in 2021, individuals and companies alike 
were watching closely and investing heavily, upward of around $120Bn the following year, 
to develop their own virtual world and assets that users can own a piece of as they are 
interacting with the environment. 

We are not going as far as saying 
metaverse is a fad (remember 
Clubhouse?) - according to Mckinsey, it 
has the potential to generate up to $5 
trillion in value by 20303 . One of the bigger 
issues we see in this space is accessibility 
and adoption of the technology which is 
why we believe it’ll take much longer to 
bring to market. VR is not new, it’s been 
around for many years yet it hasn’t quite 
taken off as some may have predicted. 
Although you don't necessarily need 
headsets to access the metaverse, to get 
the most out of the experience it will be an 

Though it has grabbed the attention of 
notable brands like Adidas, Nike and Rolex 
and a lot of investment dollars, it is fair to 
say that the growth of the metaverse 
market has been slower than some had 
anticipated, and there have been a number 
of challenges and setbacks along the way. 
Meanwhile, just like the way the crypto 
market took a downward spiral, NFTs have 
also plunged in value which led to some 
doubts of its viability as a standalone 
business - most recently we saw Fanatics 
sell its 60% stake in NFT firm, Candy 
Digital, as the market continues to 
fluctuate. If we look at NFTs as a fan 
engagement tool, we see the value it adds 
to Premier League like Man City to enable 
their younger fan base to have a more 

Navigating the metaverse

Accessibility and Adoption:

That is the million

and NFT market: Slower

growth amidst big hype 

dollar question

emotional connection by “owning a piece” 
of that club.



important component. It was reported that 
last year, VR headsets sales were down by 
12% and even if consumers wanted to 
purchase this, the price makes it 
unaffordable for many people (e.g. Meta 
Quest 2: $399.99). In addition, there is still 
a limited amount of content available for 
VR which makes it less appealing to some 
users. However, as this space is still 
evolving and becomes more accessible, it 
is possible that it will become more 
widespread.

We are not going as far as saying 
metaverse is a fad (remember 
Clubhouse?) - according to Mckinsey, it 
has the potential to generate up to $5 
trillion in value by 20303 . One of the bigger 
issues we see in this space is accessibility 
and adoption of the technology which is 
why we believe it’ll take much longer to 
bring to market. VR is not new, it’s been 
around for many years yet it hasn’t quite 
taken off as some may have predicted. 
Although you don't necessarily need 
headsets to access the metaverse, to get 
the most out of the experience it will be an 

As it currently stands, the concept that 
was sold involves creating a detailed 
virtual world that replicates the real world 
and for this to come to fruition it will 
require more technological advancements 
but also adoption by the mass market.

Insights


