

  sustainability-14-00095




sustainability-14-00095







Sustainability 2022, 14(1), 95; doi:10.3390/su14010095




Article



Digitalized Sports Products and Various Generations in the Era of Industry 4.0



Marcin Leszczyński 1, Adam Metelski 2[image: Orcid] and Aleksandra Rabczun 1,*[image: Orcid]





1



Department of Information Economics, Poznan University of Economics and Business, 61-875 Poznań, Poland






2



Department of Education and Personnel Development, Poznan University of Economics and Business, 61-875 Poznań, Poland









*



Correspondence: aleksandra.rabczun@ue.poznan.pl







Academic Editor: Franklin G. Mixon



Received: 28 October 2021 / Accepted: 18 December 2021 / Published: 22 December 2021



Abstract

:

In modern times of Industry 4.0, digital solutions are used in an increasing number of branches of the economy, and this also applies to sports. Generational cohorts provide a way to understand how different life experiences affect people’s views of the world. There is a new growing group of sports fans—modern fans—who have been functioning in the digital world since birth, and therefore have their specific behavioral patterns, habits, and expectations. For this reason the sports industry must adapt properly to continue to develop. This article aims to identify how consumers representing various generations on the Polish market consume sports products provided by digitized channels. The study focused on three areas: the source of information about the sport, devices on which consumers watch sports and the evaluation of the attractiveness of sports products (full games, game highlights and behind the scenes). The study was conducted in the form of an online survey in 2021, and 581 Polish volleyball fans took part in it. The results indicate that younger generations are more likely to get sports information from social media and less likely to watch games on TV than older generations.
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1. Introduction


In Industry 4.0, digital solutions are used in an increasing number of branches of the economy. Consumers have tools such as computers, smartphones, and tablets that allow them to obtain interesting content at a place and time of their choice. These tools are slowly replacing traditional television, especially among younger generations. This is evidenced by the fact that the frequency of TV use is lower than smartphones and laptops [1]. Television is the main source of news for 65% of consumers, while the Internet plays such a role for 82% [2]. This trend is particularly evident in sports, where consumers under 50 are more likely to watch sports events online than on TV [1]. This is also visible in the advertising market, of which the Internet covers over 52%, which is twice as high as television [3]. Consumers are also more and more open to new solutions in sports, i.e., non-live content, highlights/short-form content, or team/athlete-generated content [1,4].



Changing trends in consumption patterns of sports products lead to increasing awareness of sports organizations and adapting to new ways of satisfying market needs. These organizations create a new digitized space for the consumption of sports products indirectly (for example through digital broadcasting rights), but also directly, i.e., by delivering their content through digitized channels. However, it should be noted that despite the dynamic digitization of the sports industry, there are at least two variables that may determine success. The first is the specificity of a given market, and the second is the generation that a given consumer represents. Markets have varying degrees of sophistication in terms of the progress of digitization of the economy. In Poland in 2020, television advertising expenditure was 3 percentage points higher than on the Internet. The Internet accounted for 41% of the advertising market, which is 11 percentage points lower than the global market. On the other hand, television in Poland accounted for 44% of the advertising market, which is 16 percentage points higher than on the global market [3].



Differences in consumption preferences for sports products are strongly related to the age of the consumer. Consumers representing Generations Y and Z are more open to new consumption models compared to Generations X and BB (Baby Boomers). Moreover, some differences can also be observed for example between Generations Y and Z: representatives of Generation Z are less inclined to watch sport live, and more inclined not to watch it at all [5]. Interestingly, for only 47% of consumers aged 18–24, television is the main source of news, while for people over 55 years old this is as high as 76% [2]. Therefore, this study aims to identify how consumers representing various generations in the Polish market consume sports products, considering such items as (1) source of information on sports; (2) devices on which consumers watch sports; (3) evaluation of the attractiveness of sports products. It is important to note that past studies of sports product consumers show that traditional sources of sports information are becoming less appealing and are being replaced by new digitized technologies, with younger generations taking control of sports discussion in new media, disregarding traditional sports journalists [6]. Therefore, an additional objective of the study is to verify whether younger generations are getting more information from new digitized sources such as social media. Literature also indicates that Generation Z shows strong technological behaviors and uses new technological solutions to consume sports products [7]. Similar conclusions can be reached by analyzing reports, in which there is a clear tendency of generation Z to be less interested in traditional channels for the consumption of sports products [3,8,9]. Therefore, another objective of the study is to determine the differences between generations in terms of the choice of devices that allow the consumption of sports products traditional e.g. TV set, or based on new technologies, e.g., smartphones, tablets and computers). Attention should be paid to the growing interest in new types of sports product that can be obtained thanks to the digitization of consumption channels. This process is particularly visible among young consumers [1,10]. Therefore, the next objective of the study is to verify the preferences of different generations towards the three types of sports products that can be obtained through digitized channels, i.e., full games, highlights and behind the scenes. The study involved 581 volleyball fans. It is worth noting that in Poland volleyball is one of the most popular team sports. Participants were divided into four generations: Baby Boomers (BB), Generation X, Generation Y, and Generation Z.



1.1. Industry 4.0


The term Industry 4.0 embraces a wide array of interdisciplinary technologies, and all have different levels of maturity and market availability. For this reason, Industry 4.0 facilitates digitization, automation, and process integration along value chains [11]. For Ghobakhloo [12], the term Industry 4.0 refers to key design principles and technology trends, but also architectural design. He defined it as an integrative system of value creation. Manufacturers have to get used to this new reality, although there is no one best strategy for all companies, and each firm needs a roadmap that should respect the company’s organizational culture [12]. For many countries, Industry 4.0 offers a unique chance to further modernize their economies and climb up the value chains. In consequence, they may become recognized as highly developed countries. However, Industry 4.0 can materialize only in a specific context, when an elementary digital infrastructure is provided by state or private investors, required skills and capabilities are nurtured and safeguarded, and the application of modern technologies is properly prompted [13].



The concept of the digital economy is relatively fresh, appearing in the mid-1990s (there is no possibility of setting a specific date). The first definitions prepared by experts were presented by the OCED in 2012 and the European Commission in 2013 [14]. Both entities identified the digital economy with the internet economy. The specificity of the digital economy (under Industry 4.0) is determined by the interrelated processes of data modification and networking. In the digital economy, their intensity and prevalence are growing, and their nature is changing as a result of implementation of new technologies for collecting, processing, analyzing and using data. This phenomenon is accompanied by the development of algorithms supported by artificial intelligence, which results in increasing personalization, i.e., the production of goods, the production of content (and marketing), or the provision of services better adapted to the needs and expectations of individual recipients. The digital economy is materializing as a result of myriad processes of digital transformation that change the way consumers and workers, markets and enterprises, and other organizations—including the state and the global economy—function.



Year by year, digital transformation is an increasing challenge for governments and international institutions. Governments are responsible for ensuring a stable and accessible infrastructure, which is a necessary condition for the functioning of the digital economy, for creating an institutional and legal environment that fosters innovation and integration of digital technologies, and for creating an educational system that prepares society for transformation. Comprehensive strategies have already been developed in many countries, including support for the digitization of industry, the dissemination of competencies through changes in education programs, and many activities to combat digital exclusion. In Poland, the activities of the national government are supported by various initiatives of the European Union which finances the implementation of projects aimed at digitization. However, the regulations aimed at securing digital content turn out to be problematic [14]. The key drivers for the development of the digital economy today are:




	-

	
Internet of Things and Internet of Everything,




	-

	
hyperconnectivity plus applications and services based on cloud computing,




	-

	
big data Analytics and Big-Data-as-a-Service,




	-

	
automation and robotization,




	-

	
multi-channel and omnichannel distribution models of services [15].









It should be made clear that digital economy and digitization are not identical concepts. Digitization in the context of the digital economy is a series of activities aimed at increasing the availability of the Internet and its resources, and implementing electronic mechanisms in public administration. A material manifestation of it is, for example, the possibility of submitting various applications to a public administration via the Internet. In contrast, digitization sensu stricto is the process of converting analogue to digital resources to make them available through digital means. Digitization includes preparing documents for digital transformation, formatting, describing (collecting metadata), and making documents available via the network. Digitization is an element of the digital economy, the goal of which is to develop e-sources and e-services [16]. Digitization prompts researchers to analyze the accelerating phenomenon of the migration of economic activity to the digital world. This entails several benefits and dangers that still receive too little attention in the discourse [17].



In terms of the digitization index, Poland fares quite poorly compared to some European Union countries. At the same time, economic progress in the digitization field is better than the social field. This means that companies are digitizing much faster than consumers, and in consequence the ‘scissors’ of supply and demand are created. Financial sector enterprises stand out against this background, and their high digitization is related to the high competitiveness of services in this sector. A characteristic feature of the digitization of the Polish financial sector are the so called “frog jumps”, i.e., omission of unnecessary stages in technological progress and quick implementation of novelties. The reason for the low digitization of other sectors is the fact that most companies are micro- and small companies with no possibility of investing in digitization. Compared to Europe as a whole, Poland has an overrepresentation of business entities that do not invest more in IT than at a minimal level [17].




1.2. Various Generations of Sports Consumers


Generational cohorts provide a way to understand how different experiences (such as technological, economic, and social shifts) interact with the life-cycle and aging process to shape people’s views of the world [18]. In the literature on this subject, the following generations are usually distinguished: Silent Generation, Baby Boomers, Generation X, Generation Y, and Generation Z [18,19,20,21]. Generational cut-off points are not identical in all resources, but they should be viewed primarily as tools for analysis. In this study, it was decided to check how representatives of different generations consume sports products.



It is widely believed that a fan’s relationship with his or her favorite club or player is much deeper than a typical consumer relationship: fans are often emotionally attached to the object of their sympathy [22,23]. It should be noted, however, that the loyalty and behaviour of sports fans are much more complex than the conventional belief that fans are faithful to one club throughout their lives [24]. In sports marketing, fans are treated as a diverse group whose representatives can be found in every socio-economic class [25,26]. It is also necessary to mention that there is a new group of sports fans—modern fans who have been functioning in the digital world since birth, and therefore have their specific behavioral patterns, habits, and expectations [8]. Modern fans want to be informed and involved in the decision-making processes that are important for the club, and are ready to solve its problems, or even support it in case of a financial crisis. They seek access to information at the time at which they deem appropriate from the devices they are using at that moment. Fans want to know how the members of the team spend their free time and what they do when they do not train or play matches. Therefore, this group of fans requires personalized messages sent through various channels.



Prensky [27] indicated two basic social groups: digital natives and digital immigrants. Young people (born after 1980) are “natives” living in the digital world. For them, cyberspace is a completely natural environment to which they do not have to adapt but rather perceive it as “home”. Contrarily, a digital immigrant is a person who was born before the dynamic development of Internet technologies took place (before 1980), and probably had to (or wanted to) adapt to these technologies at some stage in their life. This division is important from the point of view of sports clubs, and even more broadly the entire sports industry. In 2013, the number of Internet “natives” began to exceed the number of traditional consumers attached to the existing forms of marketing communication [8]. Sports clubs understood that this could mean gradual changes in the audience, considered both as people sitting in the stadium and fans watching a broadcast. In one of the studies in which 470 representatives of the sports industry were surveyed, the results indicated that the change in consumer behaviour within the young generations is the most important threat facing the sports industry [4]. It is therefore worth analyzing which are the basic dimensions of consumer behaviors among the young people that are so different. First of all, they are related to the increased use of smartphones and other devices connected to the Internet [8]. 74% of fans under 35 consume sports content on smart devices such as smart TVs, laptops, desktops, iPads, compared to 55% of fans over 35 [9]. This is part of a wider phenomenon that characterizes 4.0 Industry which shows a change in the methods of searching for and consuming content among consumers.



In 2020, the average daily time spent in front of the TV among consumers aged 16–29 amounted to nearly 2 h and was over 3.5 times lower than among people over 50 [3]. This trend is also visible in the sports industry. Sports news is very popular in traditional media [28], but consumers under the age of 50 are more likely to watch football games online than on TV. Consumers aged 20 to 34 use online resources almost three times more often than traditional TV. On the other hand, among consumers over 50 years old, twice as many respondents prefer traditional television to online resources [1]. All these factors indicate how big are the changes that await the sports industry.




1.3. Digitized Sports Products


A sports product may be a good or service. It can include, among others: sports events, sports tourism, sports training, sports equipment, sports clothing, access and broadcasting rights for the event, or a ticket to a sports event [29]. A sports product has certain characteristics that distinguish it from other products on the market. First of all, consumer experiences are completely subjective, because a well-organized event or high-quality content (e.g., a video clip of the event or backstage of the event) may be rated poorly if the team loses. Secondly, the sports product is unpredictable—consumers do not know the result of the match before its end, and thus the product is not well known before the purchase. It has to be added that unpredictability in sports is a factor that determines the attractiveness of a sports product, therefore the creators of sports products focus on the experience of fans during the event [30,31].



It can be concluded that younger generations are characterized by a different model of consumption of sports products which is based on the use of digitized channels of searching and consuming content. It should be noted that in some cases digitization of sports products, e.g., match highlights, may eliminate one of the key factors of sport attractiveness, i.e., unpredictability. It is also worth adding that the use of digitized channels to deliver content to consumers can be included in the category of marketing innovation in Industry 4.0. Marketing innovation can be understood as the implementation of a new method of promotion, valuation, or sale of products/services [32]. Processes in the area of interaction with fans include, among others: minimizing the boundaries between the event watched online and offline, increasing the digital presence of sport, and developing opportunities for interaction with stakeholders through websites, mobile applications, and social media [33]. In this situation, consumption of sports products does not only take place on the day of a given sporting event, but through the digitized channels stakeholders receive personalized content in a place and time that is appropriate for them. The process of digitization of sports products also leads to the democratization of interactions between stakeholders, as they do not have to be passive consumers of content and may become participants in many processes that take place in a given organization [33].



Digitizing sports products also provides greater freedom to view content such as non-live content, highlights/short-form, or team/athlete-generated content. Non-live content is consumed three times more often by respondents aged 16–35 compared to respondents aged over 36 [1]. What is more, members of Generation Z are half as likely as Millennials to watch live sports regularly and twice as likely to never watch it [5]. Another interesting fact is that about half of young (18–34 years old) NFL, NBA and MLB fans prefer watching highlights over a full game as opposed to fans aged 35 and more who still like to tune in for the whole event [10]. This may indicate that digital channels for acquiring sports content have a high growth potential [1].



The potential for digitized sports products is also evidenced by the value of media rights. Digital sports media rights have the highest potential growth in the next few years, projected at 11.5%. This is nearly four times higher than TV broadcast rights which have an average potential of 3.2% [1]. The importance of channel digitization to deliver content to consumers is also visible in the advertising market, where the Internet in 2020 accounted for over 52% of the global advertising market, which is three times higher than in 2010. In the case of TV, in 2020 it was 28%, while in 2010 it was close to 40% [3]. The advertising market in Poland in 2020 looked differently; in this case, TV was the leader with a share of 44%, and the Internet was in the second place with 41%, although Poles use the Internet twice as often as TV on a daily basis [3]. The importance of digitization and changes in consumer behaviour is also considered to be a threat to the sports industry, where the category of piracy/illegal streaming was indicated in 2020 by as many as 41% of respondents [4].



Many sports fans are no longer interested in the game alone—they crave the kind of exclusive and shareable experiences that can be amplified by technology. New technologies can also increase fan engagement by tailoring experiences to the individual fan preferences [34]. It should be noted that the COVID-19 pandemic has hit the sports world particularly hard. The pandemic had the greatest impact on direct matchday revenue, as stadiums were closed to fans or could be only partially filled. In cases when stadiums were closed and there was no possibility of typical contact between clubs and fans, other platforms of communication such as social media have become even more important [35]. Technology platforms such as Facebook, Amazon, and Google show the greatest potential in this area [1]. The largest number of respondents (86.1%) indicate that social media would be characterized by the highest growth as channels for acquiring sports content [4]. Digitalization of sports products based on the use of new technologies may condition the ways in which different generations obtain information about sports and consume sports products. The results of previous studies indicate that the way people obtain information and consume sports products is changing as a result of technology development [6,7]. The provision of fan interaction provided by new technologies results in a reduced importance of traditional channels such as television and a smaller role for traditional journalists. Technological developments themselves can provide new emotional experiences that consumers seek [6]. Emotional consumption, technology-driven, peer pressure, community-driven, and fan engagement are key characteristics of generation Z, most of which also apply to the consumption of sports products [7]. Generation Z is more likely to use technology due to the complement of sports experiences by the other previously mentioned characteristics of this generation. Generation Z has a greater preference for consumption through new technologies and sports products that are not oriented towards new technologies. This is the case when generation Z uses new technology in the process of consuming sports products because it allows them, for example, to access information more easily and quickly and to interact with their peers [7].





2. Materials and Methods


The study was conducted in the form of an online survey in 2021 among Polish volleyball fans. The survey was conducted in cooperation with one of the best Polish volleyball clubs—Trefl Gdańsk. This club sent a link to the survey to all people in its fans’ email database and shared the link to the survey on its social media profiles. Every fan who follows the club’s profile on social media could take part in the survey and the database contained people who had ever bought a season ticket for matches, bought a ticket online, or took part in earlier club marketing campaigns. It is worth adding that in Poland volleyball is one of the most popular sports, and the national team is one of the best in the world [36]. This was one of the main reasons why the authors decided to select volleyball fans as the study group, and the second reason was the willingness to cooperate of one of the best clubs—Trefl Gdańsk.



Overall 581 people participated in the study. Among the respondents, 61.1% were women, 38.2% were men, and 7 people did not want to answer this question. As for the age of the respondents, the average was 33.19 years, with the oldest 74 years old and the youngest 13 years old. The respondents were divided into four groups according to their generation: Baby Boomers (BB), born in 1946–1964, Generation X (1965–1979), Generation Y (1980–1994) and Generation Z (born in 1995 and later). No representative of the Silent Generation took part in this study. As a result of such division, the following group sizes were obtained: BB: 36 (6% of the total), X: 101 (17%), Y: 288 (50%), and Z: 153 (27%). The overall share of generations in Poland in 2017 was as follows: Silent Generation 10.6%, BB 22.7%, X 20.5%, Y 22.8% and Z 23.4% [37]. Therefore, comparing our study group with the general population in Poland, it has to be stated that there is a lack of representatives of the older generations, and generation Y is over-represented. For this reason, it is not a representative study for the entire country, and its results are only intended to present a certain part of reality.



The following questions were analysed in the study, which were part of a larger questionnaire: (1) What is your main source of information about the volleyball? (2) On which device do you most often watch volleyball matches?; (3) What is the most attractive sports material to you? Overall, the questionnaire consisted of 32 questions and its subject matter mainly concerned the consumption of sports products in modern times, including the impact of COVID-19. The authors of this article were responsible for creating the questionnaire. The study proposed hypotheses that representatives of different generations consume sports products in different ways, in particular in the case of the source of information about the sport, devices on which consumers watch sports and the evaluation of the attractiveness of three types of content: full games, game highlights and behind the scenes. Descriptive statistics and statistical tests (Chi-square) were used in the study. Microsoft Excel 2019 and IBM SPSS Statistics 26 were both used to process the quantitative data.




3. Results


At the outset, it was decided to check where representatives of different generations most often look for information about their favorite sports club. BB representatives most often use the club’s website for this purpose, while the other three generations prefer the club’s social media. Detailed data are presented in Table 1.



Interestingly, only one respondent indicated the press as the main source of information, which demonstratively proves the diminishing importance of this media in sport. The differences between the analysed groups turn out to be statistically significant, as evidenced by the following results of the Chi-Square Test: X2 (15, N = 573) = 126.06, p < 0.001. Another aspect analysed was the device on which the representatives of each generation watch matches most often. For all generations, the most frequently used device was the TV set. However, in the two younger generations, the proportion was about 20 percentage points lower than in the older generations. Younger generations relatively often watch matches on computers also (almost every fifth person) and smartphones (almost every tenth person). The tablet turned out to be the least popular device. The differences in the responses of representatives of different generations turned out to be statistically significant, as evidenced by the Chi-Square Test: X2 (9, N = 574) = 24.66, p = 0.003. Detailed responses of the respondents are presented in Table 2.



The third aspect analysed was related to the most attractive sports product. It was decided to list the following three materials: entire matches, match highlights, and behind-the-scenes events. Responses to this question are presented in Table 3.



The vast majority of respondents stated that full matches are the most attractive. It should be noted, however, that among the younger generations the percentage was about 10 percentage points lower than among the older generations. Interestingly, representatives of the younger generations also stated that behind-the-scenes events are relatively interesting, whereas in the case of older generations only a few individuals were interested in this type of content. However, the differences in the responses of different generations did not turn out to be statistically significant, as evidenced by the following results of the Chi-Square Test: X2 (6, N = 573) = 11.66, p = 0.070.




4. Discussion


In Industry 4.0, digital solutions are used in an increasing number of branches of the economy, and this also applies to sports. Nowadays consumers have tools such as computers, smartphones, and tablets that allow them to obtain interesting content at a place and time of their choice. It can be noticed that consumers of younger Generations Y and Z are more open to new consumption models, in contrast to older Generations X and BB. There is also a new group of sports fans—modern fans, who have been functioning in the digital world since birth, and therefore have their own specific behavioral patterns, habits, and expectations. These changes are important from the point of view of sports clubs, and more broadly the entire sports industry. Sports clubs need to understand that these phenomena can lead to gradual changes in the audience in and outside of the stadium.



In this study, it turned out that BB representatives most often use the club’s website as the main source of information about their favorite club, while the other three generations prefer the club’s social media. This result confirms previous research findings [6] that younger generations obtain information about sports from social media more often than from other media. The result shows how trends in obtaining information in individual people are changing. Only a few decades ago, the most popular source of information was the press, the role of which is becoming negligible today. In turn, for over a dozen years, a huge increase in the popularity of social media has been observed. Interestingly, social media itself is constantly developing and changing. These changes undoubtedly show how important a process is digitization and how important it is for sports organizations to adapt to the requirements of contemporary sports consumers. Without observation and adaptation to these changes, sports organizations will not develop, because the old solution will not always satisfy the needs of young consumers.



For all generations, the most frequently used device to watch sports matches was the TV set. However, in the two younger generations (Y and Z), the percentage was about 20 percentage points lower than in the older generations. Younger generations relatively often also watch matches on computers and smartphones. This result on the one hand confirms previous research findings that generation Z uses new technological solutions in the process of consuming sports products [7]. On the other hand, it indicates that it is not a characteristic feature only for generation Z, but in this case representatives of generation Z and generation X are similar. It seems that in the future, in Poland too, more and more young people will watch matches mainly on devices such as smartphones. Perhaps the high percentage of people using a TV to watch matches results from the way volleyball matches are broadcast in Poland—they are often available on unpaid television channels. Undoubtedly, whether match broadcasts are widely available on TV or online, and whether one has to pay for them on a given device, affects the popularity of the device.



Furthermore, the vast majority of respondents said that the whole matches are still the most attractive content for them. It should be noted, however, that among the younger generations the percentage was about 10 percentage points lower than among the older generations. Interestingly, representatives of the younger generations also stated that behind-the-scenes events are relatively interesting, whereas among older generations this type of content was considered interesting only by a few individuals. Many people find that young people are less patient, so, for example, watching a full football game of two halves of 45 min can be too demanding. It should be noted, however, that the specificity of volleyball is different as the game lasts until three sets are won by one team (each up to 25 points). As in tennis, there is no specific time to play, and a match can last from less than an hour (in the case of a clear advantage for one team) to more than two hours (when the match is even). Therefore, the results in this study may be different than, for example, among football fans. In some sports, what changes to introduce to make the game more attractive are discussed. Therefore, it might be worth checking if some volleyball solutions could be employed.



The results of the research confirmed the presence of some global trends in the consumption of sports products. On the other hand, the results indicate that the specificity of a given market may play an important role in shaping consumption patterns. Previous studies have shown that younger generations are less likely to watch matches on TV compared to other devices. The results of the survey conducted with respondents from Poland showed that these differences are not significant. Each market also has its characteristics, which should be taken into account in subsequent studies.




5. Conclusions


Nowadays, digital transformation covers all sectors of the economy. Since the number of people who were born in the digital world is continuously growing, the sports industry must adapt properly to continue to develop. Otherwise, it may face a difficult period. In this study, we were able to confirm that the representatives of different generations consume sports products differently, using the example of volleyball fans.



The study showed a strong dominance of digital media over traditional media as the main source of information for fans. In fact, in every generation the press and television were the least frequently used media to obtain information about sports. Progressing digitization could even eliminate these channels as sources of information. The results also indicate that social media are becoming increasingly important in sports, especially for younger generations. Reports cited in this article pointed to the dominance of highlights/short-form content and team/athlete-generated content over the whole game [1,4]. However, our study showed that inn the Polish market these products are much less attractive than the whole game. This may be related to the low popularity of using computers, tablets, and smartphones to watch sports. Representatives of all generations in Poland still most often use TV to watch matches, but almost 20% of Generation Y and Z also use computers and smartphones. Given the above, it should be stated that the digital transformation undoubtedly has an impact on the sports industry. Today every sports organization must have and actively use social media to communicate with fans. Also, sports clubs need to provide content different than whole games if they want to maintain or increase the number of their fans. Undoubtedly, digital transformation in the future will bring many challenges and opportunities for the sports industry, and club representatives will have to react accordingly.



However, the presented results are characterized by some limitations. First of all, it is not known if the same trends occur also in other countries and among fans of sports other than volleyball. The analysis also focused only on three aspects of digital transformation. Therefore, subsequent research in this area should take the above-mentioned into account and verify whether such trends also occur in other countries, for other sports and affecting other factors of digitization.
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Table 1. Generations and the main source of information.
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	Generation
	Club’s Website
	Club’s Social Media
	Press
	TV
	Local Websites
	Sports Websites





	BB
	52.9%

(n = 18)
	8.8%

(n = 3)
	0.0%

(n = 0)
	2.9%

(n = 1)
	14.7%

(n = 5)
	20.6%

(n = 7)



	X
	28.7%

(n = 29)
	45.5%

(n = 46)
	0.0%

(n = 0)
	3.0%

(n = 3)
	8.9%

(n = 9)
	13.9%

(n = 14)



	Y
	7.7%

(n = 22)
	75.7%

(n = 215)
	0.4%

(n = 1)
	0.0%

(n = 0)
	3.5%

(n = 10)
	12.7%

(n = 36)



	Z
	6.6%

(n = 10)
	80.9%

(n = 123)
	0.0%

(n = 0)
	1.3%

(n = 2)
	1.3%

(n = 2)
	9.9%

(n = 15)







Source: own elaboration.
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Table 2. Generations and devices most frequently used to watch matches.
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	Generation
	TV
	Smartphone
	Tablet
	Computer





	BB
	94.4%

(n = 34)
	0.0%

(n = 0)
	0.0%

(n = 0)
	5.6%

(n = 2)



	X
	90.0%

(n = 90)
	4.0%

(n = 4)
	0.0%

(n = 0)
	6.0%

(n = 6)



	Y
	70.3%

(n = 201)
	9.8%

(n = 28)
	1.7%

(n = 5)
	18.2%

(n = 52)



	Z
	74.3%

(n = 113)
	9.9%

(n = 15)
	0.7%

(n = 1)
	15.1%

(n = 23)







Source: own elaboration.
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Table 3. Generations and the most attractive sports materials.
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	Generation
	Full Games
	Game Highlights
	Behind the Scenes





	BB
	94.3%

(n = 33)
	2.9%

(n = 1)
	2.9%

(n = 1)



	X
	95.0%

(n = 96)
	1.0%

(n = 1)
	4.0%

(n = 4)



	Y
	83.5%

(n = 238)
	3.5%

(n = 10)
	13.0%

(n = 37)



	Z
	83.6%

(n = 127)
	3.3%

(n = 5)
	13.2%

(n = 20)







Source: own elaboration.
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