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Context 
 
 
With the onset of the pandemic, people began spending long hours in front of laptops, or 
were glued to their small mobile screens and scrolling through endless videos — a cynic 
would interpret the changing human behavior as us becoming digital hermits. Well, it 
might not be completely true, for instance, there’s a reason humans are regarded as social 
animals. And sticking by this very fact, even though the onset of pandemic did confine 
people in the safety of their homes away from friends and colleagues, it bought them 
closer virtually, which had been leveraged upon by quite a few businesses around the 
world (think of all the video call apps whose share prices and DAUs just skyrocketed within 
days). 
 
 
Behavioural economics and psychological research have taught us that we fundamentally 
crave a sense of connectedness, belonging, mission, and meaning. 
And, Communities deliver these benefits, creating a sense of shared accountability and a 
set of values while preserving individual autonomy. 
If a company can transition from simply delivering a product to building a community, it 
can unlock extraordinary competitive advantages and both create and support a superior 
business model. Specifically: 
 

 Enthusiastic members help acquire new members, resulting in lower customer 
acquisition costs and a tight viral loop. 

 Members are loath to abandon the community, resulting in increased retention and 
therefore improved lifetime value. 

 Members support one another, resulting in high gross margins due to a lower cost 
of service. 
 

The result of this is very real network effects: as engagement grows, the community gets 
smarter, faster to respond, more globally available, and generates more value. 
 
 

Understanding Sportskeeda 
 
Sportskeeda is a global sports and esports news website that was founded in 2009. It is 
known to be the go-to platform for hard-core sports fans, its product offerings include 



exclusive content, live scores, videos, and in-depth articles produced by experienced 
sports journalists. Nazara Technologies has acquired a 67% stake in Sportskeeda in 2019 
for Rs. 44 Crores. 

 

 
 
 

Business Model 
 

• Revenue Generation: Sportskeeda generates revenue by displaying advertisements 
on its website, which are sourced through leading ad-networks and programmatic-
demand-channels.  

• Costs: Sportskeeda spends on Employees, Content Investments and other 
miscellaneous services. Content on Sportskeeda is largely from different freelance 
sports journalists in India and Overseas. It has a fixed contract relationship with 
well-known writers and variable contract with 2000+ bloggers. Editorial Team of 
Sportskeeda guides the freelance writers.  

 

 

Sportskeeda USP 
 

 Sporty Millennials 
With a vivacious, youth-centric approach, Sportskeeda is the go-to platform 
for youngsters 
 
 

 Tier I and Tier II Audience 
Tier I traffic: 40,000,000 | Tier II traffic: 25,000,000 
 
 

 Strong Social Media Presence 
Facebook: 
20,000,000 

 | Instagram: 
739,000 

Twitter: 
700,000 

 | YouTube: 
180,000 

 
 

 Vernacular Content 
SK’s dedicated audience on the Hindi platform is over 2,000,000 unique users 
per month, which generates a traffic of around 15,000,000 monthly page 
views. 

 



 

 Comparison with Peers 
 

 
 

 
 

User Personas 
 

The Digital Native - Abhishek, 32 Years, Mumbai 

 
• Super active on Social Media – Follows all players, teams' pages, converses with 

fellow sports’ fans on Reddit and similar communities for Cricket, Football & WWE 
• Likely does not attend many games/matches, nor does he watch them on TV.  He 

consumes bite-sized content through his Samsung Android Phone on different sports 
apps and does not mind paying for it. 

• Source of news, scores and updates - Streaming platforms (Hotstar, Sony), team or 
league apps, social media updates and push notifications. 

 
 
 

 The Micro Influencer - Priya, 26 Years, Bangalore 
 

• Influences her group about what to follow and where 
Plans and organizes sports events and watching parties for the peer group regularly 

• Likely attend games in India (although infrequently), prefers premium seating and 
arrangements 

 



 

 Neo Classical - Vaibhav, 35 Years, Delhi 
 
 

• The neoclassical fan is simply a modern twist on the same old super-fans. 
• They attend as many games as they can, they host or attend watch parties, buy 

merchandise, and go to watch them on TV. 
• He wants to understand about the game as much as possible and therefore explores 

YouTube to see old videos/top moments 
• They are as passionate as their ancestors, but like the games to be digitally driven 

and therefore watches ex-sportsmen on social media 
 

 
They crave the behind-the-scenes access, exclusive scoops & experiences of their 
favourite teams and players. 
 

 

Existing Journey 
 

 
 
 

User Empathy Map 
 

 
 
 
 
Lastly, user empathy maps helped to understand the user’s needs while we develop a 



deeper understanding of the persons we are designing the new features for. An Empathy 
Map is just one tool that can help us empathise and synthesise our observations from the 
research phase, and draw out unexpected insights about the user’s needs. 
 
 
 

Feature Suggestions 
 
 

1. Prediction & Rewards 
 

 
Why just watch a sport when you can be a part of it and even earn money — that is what 
the current sports fan think. This is the reason why Fantasy Sports has been gaining 
traction, more so since the onset of the pandemic. 

 
 
 

 
 
 
 
This very user insight became the groundwork for suggesting a similar feature onto the 
app as part of the community product. 

 
 
 



2. Merchandise Platform & Bidding 
 
 
Team merchandising has always been a profitable revenue stream for teams and leagues 
across the world. When they say “Clothes make the Fan” — they are not entirely wrong. 
The right merchandise evokes a sense of loyalty and belongingness among sports 
enthusiasts for their favourite player and/or team. 
 
 

 
 
 
Inspired by e-commerce platforms and the auctions on eBay, the next feature was 
suggested. The auctions could make sure that high-value merchandise is sold to the 
highest bidders to extract higher revenues and evoke the sense of pride who ultimately 
gets to own such limited, exclusive merchandise. 
 

 
 

3. Community Pages 
 
 
Humans tend to socialize better with others with shared interests. Online communities 
and blogs have been cropping up for years just for people to discuss anything and 
everything they are passionate about. 
 
 
 



 
 
The next feature, inspired by Reddit sub threads, especially made sense since sports fans 
love to dissect each and every moment of the matches and discuss at length about their 
favorite sports. 

 
 

4. Sportskeeda Infinity 
 
 

 



 
MVP Prioritization & Choice of Feature 
 
Following parameters are used for prioritization: 

1. Effort to implement: Scale of 0-5 with 5 being the highest 
2. Impact: Scale of 0-5 with 5 being the highest 
3. Confidence about impact: 0 – 100%; 20% = Moonshot; 50% = Low Confidence; 80% = 

Medium Confidence; 100% = High Confidence 
4. Score: Impact* Confidence / Effort 

 
 

 

 

Trade-Off Metrics 
  

• How many users accessed the ‘Sportskeeda Infinity’ but did not buy the 
subscription plan? 

• How many users did not click on the Continue button and exited from the landing 
page? 

• How many users entered their details but did not click the ‘Submit Details’ button? 
• How many users enrolled successfully but did not continue the subscription beyond 

the three months period? 

 
 

Metrics negatively impacted 
 

• How Bounce rate must be analyzed per page/feature-wise looking at user journeys, 
to understand if a particular feature is experiencing maximum bounce rate, it 
should be improved accordingly. 

• Inefficient implementation of the feature could cause distrust in users. App 
reviews/ratings and active users can be tracked. 

• This could have high recuperations as it could directly impact the overall 
Sportskeeda brand. 

 
 
 



 
 

Key Metrics 

 
 

 
 

 
 
 
Feature Specific metrics are significant to measure the success of each feature 
introduced in the app. However, we also need to take care of some overall metrics to see 
how these features have positively/negatively impacted the overall product. 
 

Monetization Strategy 
 
The problem statement also included us to monetize the features for Sportskeeda. Each 
feature along with steps to extract revenues from them has been mentioned. 
 



 
 
 
Press Release 
 
You asked, we listened!! 
 
In staying true to providing innovative and meaningful content for sports fans and 
viewers, India’s leading sports website, Sportskeeda, has introduced a new series called 
“Legends Connected”. The show aims to engage sports fans and keep them connected to 
the sport they love. With the first episode airing on 1th Jan 2022 and hosted by Ridhima 
Pathak (English) & Jatin Sapru (Hindi) “Legends Connected” will try to fill the current 
void initially for cricket & tennis fans every Saturday at 7 PM IST. 
This will be rolled out to other sports like WWE (World Wide Wrestling), Formula 1 and 
Basketball. Every week, “Connected” will see a different sporting legend engage with 
fans through video calls discussing a range of topics, from getting to know what these 
legends were up to during the lockdown to reminiscing with them over their favourite 
experiences and story on course their wonderful careers. There are other additional 
features including Merchandising Platform & dedicated Community Pages arriving on the 
platform, which will amplify the user’s experience. 
 

 

Summary 
 
In summary, we looked at Sportskeeda, analysed the user base, looked at various 
categories, and identified the value of building a community platform for its user base. 
 
With an existing user base of millions, Sportskeeda can translate a lot of its existing 
users, increase user base & monetizing them. 


