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STRATEGIC SYNTHESIS: Amazon leverages retail scale for minimal retention pressure. Nefflix uses ad-tier efficacy to tum events into profit.
Apple relies on high-margin bundle stickiness with the highest retention justification threshold.

Executive Summary

The intersection of premium live sports rights and digital streaming platforms represents the
single most consequential structural realignment in the history of the modern media economy.
As the traditional linear television bundle—long the fortress of sports monetization—continues
its secular decline, the world’s largest technology companies have initiated a strategic
colonization of the sports landscape. Amazon, Netflix, and Apple are not merely acquiring
content; they are engineering sophisticated retention mechanisms designed to fortify their
respective economic flywheels against market saturation and churn.

This report provides an exhaustive economic analysis of the retention improvements and
Customer Lifetime Value (LTV) increases required to justify multi-billion-dollar investments in
National Football League (NFL) and College Football media rights. Grounded in 2024-2025
market data, our modeling indicates that the "rent-vs-buy" calculus for sports rights has
fundamentally shifted. For streaming platforms, the justification for rights fees is no longer solely
dependent on direct subscriber acquisition (Gross Adds). Instead, the economic model has
migrated toward churn mitigation, Average Revenue Per User (ARPU) expansion via
advanced advertising, and ecosystem lock-in.

Our analysis reveals distinct divergent strategies among the major players. Amazon Prime



Video utilizes Thursday Night Football as a high-frequency engagement tool to defend its retail
membership base, requiring a retention improvement of less than 0.2% of its domestic user
base to justify the $1 billion annual outlay. Netflix, conversely, employs a "scarcity model" with
its Christmas Day NFL package, utilizing high-impact event programming to accelerate
migration to its lucrative ad-supported tier and mitigate Q1 churn. Apple TV+, leveraging the
highest hardware and services margins in the industry, treats properties like Major League
Soccer (MLS) as loss-leading features to reduce churn within the high-LTV Apple One bundle.

By synthesizing data on rights fees, viewer demographics, advertising CPMs, and subscriber
retention curves, this report establishes a unified economic theory of streaming sports rights. It
quantifies the "Sports Multiplier"—the degree to which a sports-centric subscriber is more
valuable than a general entertainment subscriber—and maps the financial bridges required to
sustain the current inflationary rights environment.

1. The Macro-Economic Landscape of Sports Media
Rights

The transition of sports rights from the linear television ecosystem to the digital streaming
environment is driven by the divergence of subscriber bases and the urgent necessity for
diverse revenue streams. While pay-TV households continue to erode, streaming penetration
has reached near-saturation in major markets, necessitating new, defensive strategies for
retention.

1.1 The Inflationary Rights Environment

The cost of premium sports rights continues to escalate, defying the gravitational pull of
audience fragmentation. The NFL's current media rights package, signed in 2021 and extending
through 2033, is valued at over $110 billion." This massive valuation represents a doubling of
the previous rights fees, an inflation driven not by traditional broadcast economics but by the
entry of "Big Tech" competitors who view sports rights through a fundamentally different lens.
These entities view sports not as a standalone profit center to be reconciled on a media P&L,
but as a loss leader, a retention tool, or a marketing expense for broader business objectives.

The disparity in valuation models is evident in the "Cost Per Viewer Hour" metric. Analysts note
that while the NFL's aggregate rights fees are astronomical, the implied cost per viewer hour
remains attractive compared to other properties. For instance, the NFL's cost comes to an
estimated $1.27 million per viewer hour/per season, significantly more efficient than the NBA's
recent deal which implies a cost of $3.55 million per viewer hour." This efficiency is derived from
the NFL's unmatched scale; regular-season games average 17.5 million viewers, dwarfing the
NBA's regular-season average of 1.6 million."



This scale is the primary commaodity being traded. In an attention economy where fragmentation
is the norm, the NFL remains the last bastion of monoculture. The ability to aggregate 13 to 20
million people synchronously ? is a capability that has become scarce, and therefore
exponentially more valuable.

League/Prope Rights Annual Value Contract Primary

rty Holder(s) (Est.) Duration Strategic
Value

NFL (TNF) Amazon Prime $1.0 Billion 3 Through 2033 Prime
Membership
Retention

NFL Netflix ~$150M total 3 Years Ad-Tier

(Christmas) (2 games) * (2024-26) Acceleration

MLS Apple $250 Million ° 10 Years Ecosystem
Service Bundle

CFP ESPN (ABC) $1.3 Billion © Through 2031 Linear/Streami
ng Hybrid
Defense

Big 12 ESPN/Fox $380 Million ’ Through Inventory

2030-31 Volume

1.2 The Shift from Acquisition to Retention

Historically, the primary metric for streaming success was Net Adds (new subscriber growth).
However, as the US market matures—with Amazon Prime reaching approximately 180 million
users ® and Netflix exceeding 80 million households *—the marginal cost of acquiring a new
subscriber (CAC) has skyrocketed. The "low-hanging fruit" of early adopters has long been
harvested. Consequently, the strategic imperative has shifted from aggressive acquisition to
maximizing Lifetime Value (LTV) through rigorous churn mitigation.

Live sports are unique in their ability to drive "appointment viewing," which significantly reduces
voluntary churn. Unlike on-demand entertainment libraries, which consumers can binge and
then abandon (a phenomenon known as "cycling"), live sports follow a calendar that
necessitates continuous subscription. Data from Antenna regarding Peacock's exclusive NFL

Wild Card game indicates that sports-driven cohorts can exhibit surprisingly high retention rates.
Following the Chiefs-Dolphins Wild Card game, which drove 2.8 million to 3 million sign-ups °,
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analysts observed that by the end of February—nearly seven weeks post-event—71% of the
sign-up cohort remained subscribed."

This "sticky" behavior challenges the prevailing assumption that sports fans are purely
transactional, "churn-and-burn" consumers. Instead, it suggests that once a user is acquired via
a high-profile sporting event, they are susceptible to retention tactics if the platform can
successfully cross-pollinate them with other content. The "Sports Multiplier" effect implies that a
subscriber acquired through sports has a higher propensity for long-term retention than one
acquired through a specific entertainment title, provided the platform has a sufficient "shoulder
season" of content to bridge the gaps between games.

1.3 The Advertising Revenue Bridge

The introduction of ad-supported tiers by Netflix and Amazon has fundamentally altered the LTV
calculation. In a subscription-only model, the value of a user is capped at the monthly fee. In a
hybrid model, the value is theoretically uncapped, driven by engagement time and ad load. Live
sports offer high-volume, synchronous ad inventory that commands a premium over
entertainment content due to its "DVR-proof" nature.

The efficacy of sports advertising is measurable and significant. Reports indicate that ads aired
during NFL games are 19% more effective than the primetime TV average, rising to 63% more
effective during playoffs.'? Furthermore, streaming-exclusive games have shown even higher

efficacy metrics; ads on Amazon's Black Friday game were 51% more effective than average.'?

This efficacy allows streaming platforms to maintain high Cost Per Mille (CPM) rates even as
inventory expands. While streaming CPMs for general entertainment have softened to the
$20-$30 range, live sports CPMs remain robust, often ranging from $40 to over $60." The
sheer volume of inventory in an NFL game—uwhich contains approximately 63 minutes of
commercial time ">—provides a massive revenue bridge that lowers the effective cost of the
rights fees.

2. Amazon Prime Video: The Flywheel Retention Model

Amazon's investment in Thursday Night Football (TNF) is distinct from its competitors because
Prime Video is not operated as a standalone Profit & Loss (P&L) center but as a value-added
component of the broader Prime membership. The economic goal of the $1 billion annual
investment is not video profitability per se, but the "stickiness" of the Prime ecosystem and the
acceleration of retail behavior.

2.1 The Economics of TNF Rights

Amazon pays approximately $1 billion annually for exclusive TNF rights.® To justify this expense,



the combined value of incremental ad revenue and "saved" Prime memberships (churn
reduction) must exceed this threshold plus production costs.

The viewership data for the 2024 season demonstrates the scale of the asset. The season
averaged 13.2 million viewers 2, with peaks reaching 19.39 million for marquee matchups like
the Lions vs. Cowboys.'® Crucially, the demographic profile of the audience aligns with
Amazon's strategic targets. The median viewer age for TNF on Prime is 49.0 years, nearly
seven years younger than the linear NFL average of 55+.2 This younger demographic is in the
prime of their household formation and consumption years, making them highly valuable to
advertisers and to Amazon's retail division.

2.2 Modeling the Retention Requirement

To model the required retention improvement, we must isolate the value of a retained Prime
member. The annual fee for Prime is roughly $139. However, the true value of a Prime member
lies in their transactional volume. Estimates suggest Prime members spend 2-3 times more
annually on Amazon's retail platform than non-members. We will assume a conservative Total
Annual LTV (Retail Margin + Subscription Fee) of $800 for a high-engagement member.

With a US Prime member base of approximately 180 million ®, we can calculate the churn
reduction required to break even on the rights fees, assuming zero ad revenue (a worst-case
baseline).

Required Retained Value = Rights Cost = §1, 000, 000, 000

Rights Cost  $1,000, 000, 000
Prime Annual LTV $800

Retained Members Required = = 1,250,000 members

This calculation reveals that Amazon needs to prevent just 1.25 million Prime members from
churning annually to justify the rights fee on retention value alone. Given the base of 180 million
members, this represents a retention improvement of approximately 0.7%.

1,250,000

— = (.699
180, 000, 000 0.69%

Retention Improvement % =

This exceptionally low threshold highlights the immense leverage of the Prime Flywheel. Even
marginal improvements in retention across such a massive base yield billions in retained value.
When a user tunes in to TNF, they are engaging with the Prime ecosystem. If that engagement
prevents a cancellation, the economic benefit extends to every subsequent battery, book, or
blender that user purchases over the next year.



2.3 The Ad Revenue Offset

Amazon does not rely solely on retention; it aggressively monetizes TNF via advertising, further
improving the economics. The ad load for an NFL game is substantial. While Amazon has
experimented with reducing interruptions, the commercial load remains comparable to linear TV,
estimated at around 60 minutes per game.

Amazon has successfully sold out inventory for key games, such as the Black Friday matchup.'’
We can estimate the advertising revenue potential based on market CPMs and viewer volume.

Revenue Estimation Model:

e Average Commercials per Game: 80 to 100 spots (30-second equivalents).

e Average Viewership: 13.2 million.

e Effective CPM: Conservative estimate of $35 (blended programmatic/direct).
e Revenue per Game:

$35 x 13,200 (000s) x 80 spots ~ $36, 960, 000

e Season Total (16 Games):

$36, 960,000 x 16 = $591, 360, 000

If ad revenue covers approximately $590 million of the $1 billion cost, the retention burden falls
to just $410 million. This requires retaining only roughly 512,000 Prime members annually—a
retention improvement of 0.28%. This microscopic requirement explains why Amazon is
aggressively expanding its sports portfolio into the NBA and NASCAR '8: the risk profile is
exceptionally low relative to the potential retention upside.

2.4 Second-Order Insight: The "Pocket Health" of the User

Amazon uses Al features like "Prime Vision," "Defensive Alerts," and "Pocket Health" '° not just
for engagement, but to train users to interact with the screen. This behavior modification is a
precursor to "T-Commerce" (TV Commerce). The integration of X-Ray and shoppable ads
suggests the long-term goal is to attribute direct retail sales to sports rights.

By analyzing the "Pocket Health" of a quarterback or the defensive formation in real-time using
Al, Amazon is increasing the "dwell time" of the user. Increased dwell time correlates with higher
retention. Furthermore, these features differentiate the broadcast from linear TV, creating a
"feature lock-in." A fan who becomes accustomed to seeing real-time blitz probabilities on Prime
Vision may find the standard CBS or Fox broadcast lacking, thereby creating a product-level
barrier to churn.



The "Pocket Health" feature also serves as a metaphor for the user's economic health within the
Amazon ecosystem. By monitoring viewing habits, Amazon generates data signals that can be
used to target retail offers. If a user consistently watches games featuring teams from
cold-weather climates, Amazon's ad engine can prioritize winter apparel in their retail
recommendations. This cross-pollination of data increases the efficiency of the retail business,
adding another layer of value to the sports rights investment that is invisible on a standard
media balance sheet.

3. Netflix: The Event-Based LTV Acceleration

Netflix's entry into the NFL with the Christmas Day games represents a tactical divergence from
the "binge" model that built the company. It is not attempting to build a season-long sports
library to compete with ESPN. Instead, it is creating high-scarcity events to drive adoption of its
ad-supported tier and solve specific churn problems associated with the holiday season.

3.1 The "Christmas Day" Economics

Netflix's deal for the Christmas Day package is estimated to cost approximately $150 million
total for the two games, or roughly $75 million per game.* This is a premium price for a limited
inventory, but it must be viewed against the backdrop of Netflix's massive scale and its specific
strategic goals for Q4.

The viewership potential is immense. The 2023 Christmas games on linear TV drew nearly 29
million viewers. Netflix, with its ubiquity, aims to replicate or exceed these numbers, targeting 24
million+ viewers.?'

3.2 Modeling Ad-Tier LTV

Netflix's pivot to advertising is the central variable in this equation. The company has stated that
50% of new sign-ups are for the ad-supported tier 2, which now has 70 million monthly active
users globally. The economics of the ad tier are often superior to the standard tier due to high
ARPU.

Ad-Tier ARPU Dynamics:

In Q4 2024, Netflix's ad-tier ARPU (subscription fee + ad revenue) is expected to rival or exceed
the Standard tier ARPU of $15.49.23 If we assume an ad-tier subscriber generates $7 in
subscription fees and $10+ in ad revenue monthly, the value proposition is clear.

Ad Inventory Sell-Through:

Netflix reported that it sold out all ad inventory for the 2024 Christmas games.24 This sell-out is
critical. Unlike a series where ad impressions are delivered over months, live sports deliver them
in a concentrated 3-hour window.

Revenue Potential Calculation:



Viewership: 25 million.
Ad Load: Assuming a slightly lighter load than linear to preserve user experience, perhaps
40 minutes per game (80 spots of 30s).

e CPM: Premium pricing estimated at $55 ?°, reflecting the scarcity and holiday timing.

e Revenue per Game:

$55 » 25,000 (000s) = 80 spots = §110, 000, 000

If Netflix achieves these sell-through rates and CPMs, the ad revenue from the two games alone
($220 million) could theoretically cover the entire rights cost ($150 million) and generate a $70
million profit immediately. This analysis suggests that for Netflix, sports are not a loss leader
for retention, but a direct profit center powered by the ad tier.

3.3 Retention and Churn Dynamics

While the immediate profit potential is high, the strategic value lies in Q1 retention. Streaming
churn typically spikes in months following major content releases or price hikes. The holiday
season (Q4) is a high-acquisition period due to gift cards and device gifting, but January often
sees a "churn cliff" as users rationalize their subscriptions.

The "Anchor" Effect:

By placing massive events on December 25, Netflix anchors subscribers through the end of the
year. The psychological effect of an "event" creates a barrier to cancellation in November or
early December ("l need to keep it for the Christmas games").

LTV Impact Modeling:

If the ad-tier ARPU is ~$17/month, increasing a subscriber's life by just 2 months (preventing
Jan/Feb churn) adds $34 in LTV.

To justify the $150 million investment on retention grounds alone (assuming zero ad profit),
Netflix would need to extend the retention of:

$150, 000, 000

Required Retained Subs = 534

~ 4,411, 764 subscribers

Given Netflix has 80 million+ US subscribers °, influencing retention for approximately 5.5% of
the base makes the math viable. This is a higher threshold than Amazon's, but Netflix's ability to
drive profit via ads lowers the effective risk to zero.

3.4 Third-Order Insight: The Global "Beta Test"

Unlike Amazon's US-centric TNF deal, Netflix's deal includes global rights for the Christmas



games.* While the NFL is predominantly popular in the US, Netflix is using this as a stress test
for its live infrastructure globally. The "retention improvement" required is not just for NFL fans
but for general subscribers who might churn due to a perceived lack of "event" feelings on the
platform.

Netflix is effectively using the NFL to transition its brand perception from a "Library Utility"
(something you check occasionally) to a "Live Cultural Center" (something you must have to be
part of the conversation). This shift is essential to justify recent and future price hikes.?® If Netflix
can successfully execute a live global event with millions of concurrent viewers, it opens the
door to other global rights (e.g., FIFA, F1) that have broader international retention impacts.

4. Apple TV+: The Ecosystem Service Margin

Apple's approach with Major League Soccer (MLS) and its potential future rights acquisitions is
distinct. It does not sell ads as aggressively as Amazon or Netflix (though it is building out its
capabilities) and it does not have the massive retail flywheel of Amazon. Instead, it relies on
high-margin Services revenue and the "walled garden" ecosystem lock-in.

4.1 The MLS Season Pass Financials

Apple pays approximately $250 million annually for global MLS rights.® The initial revenue
model was a standalone subscription ("Season Pass"), priced at $99/year (or discounted for
TV+ subscribers).

Subscriber Base Estimates:
Reports suggest the service surpassed 2 million subscribers.5
e Direct Revenue Calculation:

2,000,000 x $99 =~ $198, 000, 000

(Note: This is a simplified maximum; many users paid less or received it free via T-Mobile
or season tickets).

This calculation suggests a gap of at least $50 million between direct revenue and rights fees,
not including production costs. However, recent reports indicating that Apple may make MLS
free for all Apple TV+ subscribers % suggest that the standalone transactional model had a
ceiling and that the true value lies in retention of the base service.

4.2 The "Services" Gross Margin Argument

To understand Apple's math, one must look at its margin structure. Apple's Services division
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boasts a gross margin of approximately 75% %, compared to Hardware's ~36%. The strategic
goal is to drive subscriptions to Apple One, the all-in-one bundle that includes TV+, Music,
Arcade, and iCloud.

The Bundle Economics:

Apple One Premier: ~$37.95/month.

Annual Value: ~$455.

Churn Dynamics: Apple TV+ as a standalone service has historically had higher churn
than competitors due to a smaller library. By bundling MLS (a 9-month season), Apple
bridges the gaps between hit shows like Ted Lasso or Severance.

Required Retention Calculation:

If MLS content reduces Apple One churn by keeping sports fans in the ecosystem, the value is
immense.

If there are 2 million MLS fans in the Apple ecosystem, and sports content keeps them
subscribed for an extra 4 months per year (preventing off-season churn):

2,000,000 users x $37.95 (Bundle Price) x 4 months = $303, 600, 000

This retained revenue ($303M) exceeds the rights fee ($250M). This demonstrates that even
without selling a single standalone pass, the rights can be profitable if they function as a
retention anchor for the high-margin Apple One bundle.

4.3 Future Outlook: The Hardware "Subsidy"

Apple likely views the $250 million rights fee partially as a marketing expense for hardware. Live
sports, particularly when produced in 1080p or 4K (as Apple does with MLS), drive demand for
high-quality screens and streaming boxes.

A user who buys an Apple TV 4K box ($129) and subscribes to Services has an LTV 3-4x higher
than a services-only user on a third-party device. The hardware margin (~36%) on a $129
device contributes ~$46 of immediate profit. If the exclusive availability of MLS drives just 1
million hardware unit sales over the 10-year deal, that contributes nearly $50 million in profit,
further subsidizing the rights.

4.4 The "Free-to-Play" Shift

The potential move to drop the MLS paywall for TV+ subscribers signals that Apple values the
aggregate retention of the TV+ base (estimated at 25-40 million) more than the transactional
revenue of the 2 million superfans. By adding $250 million worth of sports value to the base
TV+ subscription without raising the price, Apple increases the consumer surplus, making the
service harder to cancel.
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This is a classic "bundling" strategy: adding zero-marginal-cost digital goods (for the user) to a
bundle to reduce churn. The cost to Apple is fixed ($250M), so maximizing the denominator
(users) is the only way to maximize utility.

5. The College Football Variable: Big 12 and CFP

The College Football Playoff (CFP) and conference rights (Big 12, ACC) represent the next
frontier for streamers. The audience for college football is arguably more "tribal" and regionally
concentrated than the NFL, leading to different retention dynamics.

5.1 Rights Valuation and Fragmentation

e CFP (ESPN): $1.3 billion annually.®

e Big 12 (ESPN/Fox): $380 million annually.’
ACC: Locked into a long-term deal with ESPN through 2036, which creates stability but
limits open-market opportunities.®

5.2 Modeling for Streamers: The Seasonality Risk

For a streamer to justify taking a slice of these rights (e.g., Amazon or Apple taking a Big 12
package), the LTV math must account for seasonality. College football is condensed into the
fall (September to December). Unlike the NFL, which spans into February, college football ends
abruptly for most teams in late November.

The "3-Month Churn" Risk:
Subscribers acquired for college football are highly likely to churn in January.
e Retention Requirement: Streamers must bridge the January-August gap.
e Amazon's Strategy: This explains the move for NASCAR rights (starting 2025) and
potential NBA rights. These sports fill the Q1/Q2/Q3 void left by football.
o Netflix's Strategy: Uses "entertainment events" (Squid Game, Stranger Things) to bridge
the gap.

LTV Implication:
A college football subscriber is worth only ~4 months of ARPU unless successfully cross-sold
into other content.
e 4-Month Value: $15 \times 4 =\$60$.
e Rights Cost per Viewer: If a game costs $30M and draws 5M viewers, the cost is $6 per
viewer.
e Margin: $60 ARPU - $6 Rights Cost = $54 Gross Margin (before production/marketing).

This margin looks healthy, but the Customer Acquisition Cost (CAC) must be recouped every
year if the user churns. If CAC is $40, the net profit is only $14. If the user stays year-round
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(LTV $180), the profit explodes to $134. Thus, the "Fan Multiplier" is critical.

5.3 The "Fan Multiplier"

Research indicates that sports fans have an LTV multiplier of 1.3x to 1.5x compared to average
subscribers.®® They are less price-sensitive and more likely to engage with peripheral revenue
streams (merchandise, betting integrations).

For the Big 12 or ACC, the "tribal" nature of the fanbase means retention within the season is
near 100% (a Texas Tech fan will not cancel in October). The challenge is solely the off-season.
Streamers looking at these rights must model a "Portfolio Approach," ensuring they have
content relevant to that specific demographic (e.g., Country Music documentaries for SEC fans,
Tech/Business content for Big 12/Pac-12 alumni) to maintain the subscription.

6. Modeling Required Improvements: The
Mathematical Core

To synthesize the data, we present a comparative model of the retention and LTV improvements
required for each platform to justify a hypothetical $500 Million incremental investment in sports
rights (e.g., a new CFB package or expanded NFL slate).

6.1 Assumptions

e Amazon: Leverages Retail LTV ($800/yr). High Ad Efficiency.
e Netflix: Leverages Ad-Tier ARPU ($200/yr). High Ad Load.
e Apple: Leverages Services Bundle LTV ($450/yr). Low Ad Load (currently).

6.2 The "Justification Matrix"

The following table models the specific subscriber metrics needed to break even on a $500M
investment.

Metric Amazon Prime Netflix (Ad Tier) Apple TV+
Hypothetical $500 Million $500 Million $500 Million
Rights Cost

Est. Ad Revenue $300 Million (60%) $350 Million (70%) $50 Million (10%)
Offset
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Net Cost to $200 Million $150 Million $450 Million
Recoup

Target LTV $800 (Retail + Sub) $200 (Sub + Ads) $450 (Apple One)
(Annual)

Required Retained 250,000 750,000 1,000,000

Subs

% of Current US ~0.14% ~0.9% ~2.5%

Base

6.3 Analysis of the Matrix

e Amazon's Advantage: Amazon requires the lowest relative retention improvement (0.14%
of base) to justify the spend. The retail component of their LTV is a massive subsidizer of
content costs. They can afford to overpay for rights because their monetization engine
(retail) is unrelated to the content itself.

o Netflix's Ad Dependency: Netflix relies heavily on ad revenue offset. Their model works
only if they can sell inventory at high CPMs. Without high ad sell-through, their required
retention jumps significantly. They are the most exposed to CPM fluctuations but have the
highest potential for direct media profit.

e Apple's Retention Burden: Apple requires the highest percentage of its base to be
"saved" from churn (2.5%) because it currently lacks a high-yield advertising engine to
offset rights fees. This explains Apple's hesitation on rights deals that don't come with
global exclusivity (like F1 or Pac-12) and its strategic focus on "owned" leagues like MLS
where it controls the entire value chain.

7. Deep Dive: Churn Mitigation Mechanics

The "Sports Fan" is not a monolith. Antenna data regarding Peacock's performance "' reveals
specific retention behaviors that streamers must model to optimize LTV.

7.1 The "Wild Card" Cohort Curve

Using Peacock's exclusive NFL Wild Card game as a proxy for a "mega-event" acquisition:

¢ Initial Spike: Massive acquisition event (2.8M - 3M sign-ups).*"
e Month 1 Survival: 71% retained.
e Month 2+ Decay: Typically stabilizes to ~60%.
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Application to Modeling:
When modeling LTV for sports acquisitions, streamers should apply a "Sports Decay
Coefficient" that is favorable compared to entertainment.

e Standard Entertainment Monthly Churn: ~5-6% (industry average).

e Sports Cohort Monthly Churn: ~3-4% (after the initial drop-off).

Insight: A sports subscriber acquired in September has a higher probability of remaining
through February (Super Bowl) than a subscriber acquired for a specific drama series, provided
there are games every week. The "habitual" nature of sports viewing (every Thursday, every
Sunday) builds a stronger retention muscle than the "binge" nature of entertainment.

7.2 Counter-Cyclical Programming Strategies

To maximize LTV, streamers must program specifically against the sports calendar to manage
the "off-season" risk.

e Amazon: Pairs TNF (Q4) with Prime Day (typically July and October) and major movie
releases (Road House, etc.) in Q1 to bridge the post-NFL gap. The goal is to get the user
to buy a yearly subscription during the football season so that churn is structurally
impossible until the next season.

e Netflix: Uses the Christmas games to bridge the gap between Q4 prestige film releases
and Q1 series launches. By engaging the user on Dec 25, they extend the billing cycle into
late January, where they typically drop major series.

e Apple: Needs to time hits like Ted Lasso or The Morning Show to launch immediately after
the MLS Cup (December) to prevent off-season churn. The "handoff" from sports to
entertainment is the single most critical moment in the subscriber lifecycle.

8. Strategic Implications and Conclusion

The economic justification for multi-billion dollar sports rights has evolved from a simple
subscriber acquisition game to a complex equation of retention engineering, advertising yield
maximization, and ecosystem health.

8.1 The "Rent vs. Buy" Verdict

e Amazon has effectively "bought" the NFL audience, integrating them into a retail
ecosystem where the rights fees are negligible compared to the LTV generated by Prime
membership retention. The LTV increase required is minimal, making sports a defensive
moat for the retail business.

e Netflix is "renting" the NFL for high-impact events. Their model is offensive: using sports to
generate immediate ad profit while anchoring Q4 retention. They are proving that
high-CPM advertising can fully fund prestige rights, treating sports as a profit center rather
than a loss leader.
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e Apple is using sports as a "feature update" for its Services bundle. With the highest burden
for retention-based justification, Apple must either aggressively expand its advertising
business (likely TV+ ad tier coming) or rely on the sheer scale of global hardware sales to
subsidize rights.

8.2 Final Recommendation for Stakeholders

For investors and analysts, the key metric to watch is not Gross Adds during sports seasons,

but the Year-Over-Year Churn Reduction in the quarters following the season.

e |f Amazon's Q1 Prime churn drops by even 0.5%, the TNF investment pays for itself

entirely.

e |[f Netflix's Q1 ad-tier ARPU grows by 15%, the Christmas games are accretive.
e If Apple One bundle churn decreases by 1-2%, the MLS investment is validated.

The future of sports media rights lies not in the broadcast, but in the bundle. The winners will be
those who can best hide the cost of the rights inside a broader, high-LTV ecosystem, effectively
subsidizing the fan's passion with their own consumption of diapers, data, and devices.

9. Comprehensive Data Tables

Table 1: Comparative Sports Rights Economics (Estimated 2025)

Platform Primary Annual Est. Ad Primary Required
Sports Rights Revenue % | LTV Driver Retention
Asset Cost of Cost Impact
Amazon NFL $1.0 Billion 50% - 60% Retail Low
Thursday 3 Transaction (<0.3% of
Night Volume Prime
Football Base)
Netflix NFL ~$150 80% - Ad-Tier Medium
Christmas Million * 100%+ Migration & (Seasonal
Games CPM Anchor)
Apple MLS $250 Million | <20% Services High (>2%
Season ° Bundle of TV+
Pass Lock-in Base)
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Peacock NFL Variable 40% - 50% Sub Critical
Exclusive / Acquisition (Survival)
Olympics & Scale

Table 2: Ad Inventory & Efficacy Profile

Metric NFL Linear TV Avg | Amazon Prime Netflix Christmas
TNF (Proj)
Avg Viewership 17.5 Million 13.2 Million 2 24M+ (Target) %'

Median Viewer
Age

55.0 Years *?

46.9 Years *?

Trending Younger
(Gen 2)

Lift

Ad Load ~63 Minutes "° ~55-60 Minutes ~40-50 Minutes
(Mins/Game)
Ad Effectiveness Baseline +15-20% vs Linear +60-80% vs TV Avg
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