SPORTSCOM is the acronym for
Commerce (COM) through Sports.
It is a not-for-profit apex industry body

incorporated to promote the business

of manufacturers of sports goods and

service providers to the sports sector and Sw R T S C O M
make them, globally competitive.

It's members will comprise all businesses

and professionals who provide

goods and services to the sports sector. >
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To play a catalytic role in growing the business of manufacturers LV
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of sports goods and service providers to the sports sector,
make them globally competitive and help them increase
their share of the global market.
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MISSION

1 To advocate for Industry Status for Sports
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2 To raise the quality standards and cost competitiveness of sports industry
to be comparable to global benchmarks

3 To provide an all inclusive platform, for sports manufacturers,
sports infrastructure developers, sports service providers and
media & rights holders, for advocating issues based on research

4 To build capacity of the different players in the sports ecosystem and
be a knowledge hub for sharing best practices

5 To promote a culture of sports in India by advocating for
mainstreaming fitness and sports in schools

6 To build and nurture talent pool of sports persons

7 To advocate for investments in sports through maximizing business participation

8 To profile and create databases of manufacturers of sports goods and \/
9 . \/
service providers to the sports sector
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www.sportscom.in
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Indian sports sponsorship
@ market grew 19.3% to $0.95 billion
(INR 64 billion) in 2016

DIGITAL VIEWERSHIP
FOR MAJOR LEAGUES?®
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1.33 million youngsters — 26 M 32 M
@ are likely to take up sports 43 36
rofessionally by 2017
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FAN ENGAGEMENT THROUGH SOCIAL MEDIA3
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“Social Media following includes Facebook & Twitter in 2016 as per industry report

! Source: Deloitte-Cll report April 2017: www2.deloitte.com/content/dam/Deloitte/in/Documents/industries/in-india-services-sector-ges-2017-noexp. pdf

2 Source: AT Kearney report 2014: www.atkearney.in/documents/10192/6268876/Winning+in+the+Business+of+Sports.pdf/ed85b644-7633-469d-8f7a-99e4a50aadc8

3 Source: Sports in India - EY report July 2017: http://www.ey.com/Publication/vwLUAssets/ey-sports-newsreel/SFile/ey-sports-newsreel.pdf




