




The Latest Sports Streaming 
Viewership Numbers and The 

Problems With Viewer Measurement



The Biggest Problem? Nielsen.





NBCU and others rightly complain about Nielsen’s metrics, and 
yet, these same companies continue to use them. Why? NBCU’s 
exec sums it up, saying, "as long as marketers have confidence 
that Nielsen 𝗶𝘀 𝗯𝗲𝘁𝘁𝗲𝗿 𝘁𝗵𝗮𝗻 𝘁𝗵𝗲 𝗻𝗲𝘅𝘁 𝗯𝗲𝘀𝘁 𝗮𝗹𝘁𝗲𝗿𝗻𝗮𝘁𝗶𝘃𝗲", Nielsen will 
likely retain its position. So, in other words, all the platforms 
stink; it's just about which one stinks less.

It's been about 31 years since content first started streaming on 
the internet, and today, companies still can't accurately measure 
or agree on what makes up a single view. Think about that for a 
moment. The currency the entire streaming industry relies on is 
viewership data, and its foundation is completely broken.



- There is no universal metric for live streaming viewership (AMA, 
concurrent viewers, simultaneous, concurrent devices, unique 
viewers)
- OTT platforms use their own metric definitions, MAV, MAU, etc.
- Advertisers have limited cross-channel visibility
- Streaming is a technology; SVOD, AVOD, FAST, PPV are 
service types/business models
- Hard to compare broadcast versus streaming performance, and 
each requires a unique measurement approach
- Customers reward simplicity and clarity, not complexity or 
"innovation"

The Core Problem



Viewership numbers for MLB’s opening night on Netflix (3M AMA) and 
opening day on NBC, Diamondbacks-Dodgers (3.2M AMA, of which 
460,000 came from Peacock). As usual, the metrics being used are not 
comparable. 



- Netflix used Nielsen's Big Data + Panel Live+SD 
(Live+Same Day) metric, while NBCU used Nielsen's Live+1 
ratings and Adobe data.
- Nielsen’s big-data measurement is new for the 2025-26 TV 
season, which skews viewership comparisons to past years 
and note that AMA does not mean concurrent streams or 
devices.
- NBC says that because Nielsen does not track its streaming 
viewership, its combined Nielsen + Adobe audience figures 
are comparable to Nielsen-only figures for other networks. 
- Nationally televised afternoon games on opening day are 
not common, with this year’s games being only the second 
time it's happened in the past five years.



It's been 11 years since MLB opened the season with a single 
game: a "Sunday Night Baseball" game between the 
Cardinals and Cubs in 2015. Netflix said its game had the 
highest primetime Opening Day viewership among P18–49 
and P18–34 since 2017, but it's unknown why they are 
comparing viewership to a game from 9 years ago, especially 
since the 2017 game was on TV and only available in the U.S. 
Netflix's opening night game was streaming only and 
available globally.

- NBC used Nielsen's Live+1: viewing within 24 hours of the 
original air time
- Netflix used Nielsen's Big Data + Panel Live+SD : viewed 
before 3:00 AM local time on the same day



- April: The NCAA Men’s Basketball Championship Game delivered 
18.3M viewers across TBS, TNT and truTV, marking the most-
watched title game in seven years and the biggest ever for TNT 
Sports. Viewership peaked at 20.4M. (Doesn't mention HBO Max, 
but that is included)
- April: NBA on Prime’s regular season schedule averaged 1M U.S. 
viewers across 67 regular-season games. Across the 53 
comparable game windows presented on linear networks last 
season, NBA on Prime averaged 1.09M viewers
- February: NBCU says Peacock had an AMA of 3.3M viewers for 
the Winter Olympics, accounting for 15% of total audience 
delivery across digital and linear. 

LATEST REPORTED NUMBERS



- 2025: Prime Video finished its inaugural season of exclusive NASCAR 
Cup Series, and according to Nielsen's Big Data + Panel measurement, 
NASCAR on Prime posted a season average of 2.16M viewers across five 
events and peaked at 2.3M.
- Across all NFL viewership stats from broadcasters, NBC is the only 
broadcaster to break out streaming viewership as a percentage for the 
entire season. For NBC's 20th season of Sunday Night Football, streaming 
had an average minute audience (AMA) of 2.5M viewers across Peacock, 
NBCSports.com, the NBC Sports app, and NFL Digital properties. This was 
up 17% from the 2.2M AMA for the previous year.
- World Cup: Most viewers watch on TV via a broadcast channel, not 
streaming. In 2022, the final match on FOX had 16.7M viewers, of which 
1.28M (AMA) came from streaming. Across all 64 matches, the streaming 
AMA was 287,064.

LATEST REPORTED NUMBERS



Netflix released viewership numbers for its NFL games on Christmas, 
but did not break out viewership just for its platform or streaming. The 
Lions/Vikings game averaged 30.5M global AMA, with 27.5M viewers 
from the U.S. and the Cowboys/Commanders game averaged 22.4M 
global AMA, with 19.9M viewers from the U.S.

The numbers include viewership from streaming on Netflix, NFL Game 
Pass, NFL+, out-of-home viewing, local-market CBS (broadcast TV) 
viewing, and the NFL’s international distributors. While Netflix is calling 
the Lions/Vikings game the "most streamed NFL game in history," we 
don't know what percentage of the viewership was delivered via 
streaming, and Netflix's 2024 Christmas games had a higher AMA 
viewership. It's unclear how Netflix is defining "most streamed."

Netflix’s NFL Games on Xmas





2026 Super Bowl: NBC didn’t report any 
streaming viewership numbers, a first for 15 

years of the Super Bowl being streamed.

See: SuperBowlStreaming.com for a history 
of all numbers.



Many report numbers, without taking the 
time to detail or understand the 

methodology.

If you can’t measure it, you can monitor it.
 

The solution? Use the concurrent stream 
number provided by CDNs.



Want the real numbers? Follow me on 
LinkedIn. Search in Google on “largest 

live streaming events.”
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