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Sky are thinking about 

the Digital landscape
in different terms



Bumblebee

Phil Shade, Head of Digital

• Welcome and introduction

Francesca McLaven, Digital Sales Controller and 

Greg Ingram, AV Sales Manager

• Shifting consumption habits and the rise of video

• Quick fire questions 

Claire Speirs, Creative Solutions Controller and Catherine 

Lui, Head of Social Partnerships

• How to solve brand challenges creatively

• Quick fire questions 

• Fireside chat with The Lean Machines

Our Expert Panel hosted by Neil Kent

• Featuring Jessie Landers from AB InBev, John and Leon 

from The Lean Machines and Claire Speirs 

from Sky Media

• Slido Q&A

Phil Shade, Head of Digital

• Conclusion, key take outs and survey competition

AGENDA



Submit your 

questions







of all internet traffic will be 

video by 2021



YouTube Sky Go Linear



250m

hours of video consumed 

on YouTube per day

X2 
16-34s have doubled 

since 2015

88%
more time spent consuming video 

online vs other content



Source: Thinkbox/MTM: The Age of Television
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YOUTUBELIVE TV SKY GO
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= Base (Index = 100)

= Platform

Source: Sky Media Landscape Study | Need states by Index | Base = all viewing occasions by need state



• On the go

• Bite size

• Snackable 

• Immediate 

• Involved, don’t miss out

• Part of conversation

• Indicative of the 16-34 generation 

consumption behaviour

YOUTUBE
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Premier League Imagery to talk around



9am 10am 11am 12pm 1pm 2pm 3pm 4pm 5pm 6pm 7pm 8pm 9pm 10pm 11pm

% Unique Visitors Sky Sports Digital TV Avg 000s: SSPL & SSME

Source: BARB/Techedge/Adobe Analytics

Half time 

Analysis & 

commentary

Final score & post-

match results 

Kick-off: 8pm

Lunchtime check-in 
Late afternoon & 

commuter check-in 

Live pre-match 

coverage on Sky 

Sports starts Post match analyses & final 

check in of the day



3.6m



P R E P O S T

Build up to the live games, pundit predictions, 

league analysis and player discussions. 

Stats previews such as; Goalscorer, 

Scorecast and Handicaps.

Insights and analysis, previewing 

and predicting results. 

In-game clips such as great goals, shocking 

decisions and questionable challenges.

Exclusive match-highlights from all 380 PL games, 

posted within minutes of the full-time whistle 

ahead of other highlights programmes.

Best goals, saves, funnies and compilation of all 

the moments that mattered

Reaction and analysis from exclusive pundits such 

as Mourinho, Neville and Carragher.

H I G H L I G H T S



Doubling the distribution 

of top quality sports 

content on YouTube 

Dedicated channels;

Sports, Football, Boxing & F1 

Views on top 

performing videos

Spikes in traffic 

around key events 





A 2019 study by comScore found online ads 
targeted at millennials need to be five to six 
seconds long to be effective.

Optimized 6-Second Ads 

Encourage Ad Recall

Why Brands and Agencies Are 
Preparing for the Era of 6-Second AdsYouTube touts effectiveness 

of six-second ads

Small but mighty: The rise of 6-second ads



Six-second ads when combined with 

30-second ads as a reinforcement create 

significant uplift in several important 

metrics such as engagement, brand recall 

and purchase intent. 
FreeWheel Council for Premium Video (USA) research.

“



Viewed by humans

Premium broadcast output

Content compliant with 

Ofcom & BCAP codes

950k Man Utd v Liverpool

47% streaming more 

live video content YOY

PL audiences +39% YOY

Engagement

Viewability

Effectiveness

SCALE SAFETY OUTCOMES



Engagement =
Effectiveness

Mrs Fletcher



E M O T I O N

12% 14% 40%
More engaging More premiumMore positive emotional 

environment 

Broadcaster vs User-generated

E N G A G E M E N T C O N T E N T



Q14 Have you seen any of this advertising, or something very similar, for Birra Moretti before? Base: Exposed 

(611) Q3 Assuming you were looking to purchase beer, which brands would you consider buying? Base: All 

Respondents. Non-Exposed (555), Exposed (611)

CAMPAIGN RECALL

69%

(Exposed Viewers)

Sky VOD Norm 39%

PURCHASE 
CONSIDERATION

+37%

(Exposed v 
Non Exposed)

Sky VOD Norm +1pp



Key take outs

1. Consumption habits & video first

2. High expectations from consumers and advertisers

3. More traditional platforms having to catch up with digital trends

4. Access to hard-to-reach audiences

Rocketman



Any Questions?







Multiplatform Storytelling



Celebrate

Acceptance
accelerate,

of women’s

&

football



CHAMPION 

THE GAME

SURPRISE 

THE SCEPTICS
GET TO KNOW 

THE PLAYERS



Change
that 

the game



CHAMPION 

THE GAME

SURPRISE 

THE SCEPTICS

GET TO KNOW 

THE PLAYERS

Bespoke VOD 

tile on Sky Q 

& HD box 

Sky Sports 

News 

Daily WWC 

Update 

Sponsorship 

Editorial/ 

Branded Content

‘France 2019 

Weekly Roundup 

Targeted CTAs 

Via Adsmart 

& Advance

Facebook and 

Twitter Clips and 

Promos (Sky 

Sports and 

Talent)

Sponsorship 

Sports.com 

Native articles

promoted via 

clickable mobile 

Sky Sports 

WWC x Visa 

Podcasts  

(with in- show 

editorial 

pushes) 

Player 

Documentaries 

hosted within 

Sky Q:  Online 

Video

Partnership TVC 

and Contextual 

Advertising

Sky PUB & OOH 

to over 40,000 

UK pubs, & 

sports clubs



The Rise
of Social



Pete Cashmore, Founder of mashable.com

https://giphy.com/gifs/transparent-season-3-amazon-video-original-l2SpRK14D6cvy6Uxi/tile






Gillette Precision Moments 



Avengers:Endgame

What’s the
perfect

platform?



5 x 30 mins shows 5 x YT shows Clips per show Native Articles

VIEWS: 1.2m

ENGAGEMENT: 57k



Organic

A League of Their Own

Paid
Versus

Views



Season so far after 12 shows….

VIEWS:

ENGAGEMENT:

5.06m 1.09m 1.09m

108k 239k 21k









Key take outs

1. Join the dots and drive new connections

2. Invite, don’t interrupt

3. Focus on community and culture over eyeballs and numbers

4. Authenticity: Trust editorial and talent with your brand

Succession



Any Questions?





Submit your 

questions





Views



Submit your 

questions





Britannia

1. Consumption habits & video first

2. High expectations from consumers and advertisers

3. More traditional platforms having to catch up with digital trends

4. Access to hard-to-reach audiences

5. Join the dots and drive new connections

6. Invite, don’t interrupt

7. Focus on community and culture over eyeballs and numbers

8. Authenticity: Trust editorial and talent with your brand

Wrap up of key take outs





Tell us what you would like us to

STOP, START, CONTINUE





Tell us what you would like us to

STOP, START, CONTINUE






