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CIVA MEDIA Report

CIVA media was established as a working group during the 2021 competition season to expand
CIVA’s social media presence and to consider strategies to grow the sport’s global audience and
develop opportunities for sponsorships.

At the outset, coverage was established at several World Championship events to set a tone. For
years, conventional thinking held that aerobatic competition would need to fundamentally change
in order to succeed commercially — a strategy that failed to engage pilots or audiences. The new
premise is to adapt media coverage to the classical sport.

Aresti competition has evolved over decades into a refined discipline and the de facto arena for the
best pilots in the world. CIVA sits at the center of a thriving global ecosystem of regional and
national competitions, clubs, and schools, and supports a multimillion-dollar industry building
purpose-designed aircraft. The sport doesn’t need to change; it needs a competent, modern media
and sponsorship framework that adds value to the traditional sport.

The goal for social media coverage has been to report events so that people can follow competitions
and the sport in general. Although the effort is modest, the response has made it clear that
aerobatic competition content performs well and that there is a large audience for the sport. A well
organized effort can convert this into substantial resources at all levels of the sport via sponsorship
value.

As it was self funded and intensive of time and resources, the CIVA media experiment is not
sustainable absent structural changes to enable a permanent media department. Social media
content has been shifted to predominantly posts made by pilots, teams, or anyone sharing content
relevant to world aerobatic competition or competition pilots. As a sport we are fortunate to have a
significant niche of aerobatic pilots who manage high level social media presences covering their
aerobatic flying from training to flying world championships. In 2025 coverage was nearly entirely
crowd-sourced from pilots, teams, and event organizers. CIVA media channels provide a place to
aggregate content, provide a professional backdrop for the sport, and a platform to jump from when
CIVA is ready to be more serious about media efforts.
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Official Video

With no budget or funding sources for media efforts yet established, CIVA needs to be smart and
efficient about getting the most from the resources it does have. The most significant media asset
that CIVA already has are the official judging videos. The cost of these videos is significant and the
burden falls on event organizers. Video of the competition is the most basic element to show the
sport to an audience. For many years we have faced a Kafkaesque contradiction scratching our
heads wondering why nobody watches aerobatic competitions, while simultaneously prohibiting
anybody from watching aerobatic competitions.

Thankfully we have started to move beyond that moment and open the doors to catch up with what
many national aerobatic championships have already done. CIVA’s rule update to permit
livestreaming was a positive step forward. But the newly added rule that prohibits pilots and teams
from accessing their own flight videos until after the competition is a step backwards.

Over the past few seasons, on an event by event basis, official videos of competition flights were
permitted to be distributed. Because of limited bandwidth, literal and figurative, generally only the
winning flight or top few may have been posted. Social media is built on sharing content, so very
naturally pilots are “tagged” and invited to share their flights when posted. These flight videos
became some of the most highly viewed and engaged with content. It has now become expected to
be able to watch competition flights in real time or with limited delays.

For pilots flying a competition, who have large audiences and perhaps sponsors, the demands of the
competition make it difficult to also create media for their supporters so to supply them with flight
videos is a great piece of value we can provide. When pilots share their competition videos, the
cumulative audience is enormous, and this translates directly to sponsorship value. Pilots are the
sport’s main promoters. They pay for participation and have large engaged audiences that want to
see events. Live streaming and promoting events while simultaneously making it against the rules
for pilots to have the videos is a huge limitation that robs pilots of valuable content and the sport of
valuable engagement. Numerous high level events have shown that these video topics have no
impact on the competition from the standpoints of strategy or logistics. Videos should be
distributed without restrictions and as soon as practical to pilots, teams, and the public.
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US Nationals and WAC 2026

Around the world many national and regional events are spearheading valiant media efforts that
CIVA can gain insights to profit from. National championship events in Spain, France, Germany, the
UK, and the United States have all now used live streaming to broadcast competition flights, and
some events have also implemented live scoring systems to broadcast scores along with flights in
real time. The US National Championships has for several years implemented live video broadcast of
the official judges’ video and raised the level of production to a high professional standard. They
also had live commentators along with the video, knowledgeable aerobatic pilots who volunteered
to present the entire event. What is most notable and encouraging is that through corporate
sponsorship of the video feed, the organizers were able to not only cover the cost of the official
judges video, but also to generate a profit via sponsorship of the flight videos. Contest director
Shad Coulson relayed to me that the video and social media team for the event cost roughly
$15,000, and that the total sponsorship revenue from the video sponsors was $35,000. The
significance of this achievement and the implications it has for our sport cannot be overstated, it is
akin to achieving powered flight. It demonstrates conclusively that the sport in its classical form is
commercially viable. With each season in the past few years they have improved the video quality,
grown the audience, and increased the level of sponsorship. Since the audience is online, there is no
limit to how large it can scale, which means there is also no limit to how much sponsorship revenue
can scale.

The value created by these media efforts is also passed on to pilots and teams who seek support
from sponsors. When pilots and teams can approach sponsors and show them that an event they
will fly has a good audience and tangible media plan, then they have the tools to provide real value
and secure meaningful partnerships.

Coulson and much of the same team responsible for the US National Championships will host the
2026 World Aerobatic Championships in Batavia New York. In addition to being a veteran contest
director of several US National Championship events, Coulson is also a veteran pilot at CIVA World
Glider Aerobatic Championship events, so he checks both boxes as a pilot who prioritizes the
classical competition and someone who understands the value of media. In New York the plans are
to implement, improve, and expand the same media strategies they have established at the US
National Championships. With those foundations, strong sponsor relationships, a growing online
audience, and the added prestige that comes with being a World Championship, 2026 WAC
promises to be a watershed event for the sport. Pilots and teams making plans for the contest can
look forward to a high level event with professional quality live broadcast coverage of all flights.
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Funding and Sustainability

No budget exists for CIVA media and no resources, aside from self funded volunteer efforts, have
been spent. Local organizers of CIVA championship events organize their own media efforts
independent from CIVA. CIVA’s social media channels are used to promote content made by event
organizers.

Today, nearly all event funding comes from pilot entry fees, and CIVA funding comes from event
sanctioning fees; in total near several thousand euros per competitor. High fees, and few material
rewards discourages participation. Fewer participants mean higher costs per pilot and an erosion of
prestige at events where top pilots aren’t present. Events have slim margins. Less than a few dozen
pilots and it becomes hard for an event to function and on the other end there is a limit to the
number of pilots an event can support. If entry fees are the primary source of funding then there is
a limit to the revenue an event can expect. The lack of incentives to host CIVA events under the
current model make the pool of bids anemic, so much so that the 2025 World Glider Aerobatic
Championships as well as European Unlimited Championships were cancelled. Sponsorship revenue
by contrast has no limit to how much it can grow. Improving media coverage creates sponsorship
opportunities for events and pilots and increases incentives to participate. Media output increases
the value to sponsors; sponsorship brings resources; resources allow better coverage and better
events; a loop that can sustain itself and scale.

| suggest it is preferable to not make any demands or requirements of organizers to provide
additional media coverage. Media efforts can and should be profitable, but if the loop isn’t closed
with good organization to bring in sponsors, then it is only a burden. Organizers don’t need any
more burdens, if media output proves profitable for events they will pursue it without coercion. The
best things that CIVA can do is support efforts being made throughout the sport, remove obstacles
that are a hindrance and work to develop its own media efforts to create value for events and the
sport as a whole.

CIVA currently has no framework to implement media efforts. If, for example, a sponsor was found
for CIVA’s social media, it would be unclear where to send the check and how to officially manage a
budget. With its own permanent media effort CIVA can provide a continuous storyline for the sport
in a way that isolated events cannot. Consistent year round coverage grows the global audience and
creates increased anticipation and participation at events. CIVA can follow the same model as the
US Nationals to fund a media department with sponsorships. An initial investment to kickstart the
initiative could be efficient, after which the most sustainable model would be for media and
sponsorship efforts to be coordinated so that it funds its own existence and growth.
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Media and sponsorship, handled correctly, will transform aerobatic competition from a financial
burden to financial opportunity for all parties, while preserving the classical sport that we have all
been inspired to pursue. It will strengthen events, reward organizers and pilots, and build
engagement that supports the sport’s long-term growth. Beyond the economics, it simply makes the
sport more fun - giving all of us who love aerobatics a way to follow the action, celebrate great
flying, and feel more connected to the sport.

Eric Lentz Gauthier
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