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AFL, Cricket, Football, Netball, and Rugby Union have had enormous success 
with their women’s teams with national and international success, record crowds, 
unprecedented broadcast deals, television audiences and digital engagement. 

Women’s sport continues to grow in focus for rights holders, brands and media. 
The sector is booming as the growth opportunity represented by underengaged 
females is recognised, as brands demand a focus on women’s sports, and as 
gender equality takes ever-greater prominence1. 

“Globally, Australia is leading 
the way in women’s sport on 
many fronts”
Glenn Lovett, Global Managing Director, 
Nielsen Sport and Entertainment

“Women’s sport has been traditionally 
under-utilised by sponsors, but it is now 
being recognised for its ability to hold 
healthy values, its clean image, its ability  
to build confidence in girls, and its powerful 
role models with interesting stories” 
Tim Underwood, GM-Commercial, Netball NSW.

“There is a lot of excitement about women’s sport. On the weekend  
that AFLW launched2 #AFLW had more tweets about that game than 
any other game that week – across all codes” 

Olly Wilton – Head of Sport, Twitter Australia 

of Australians consume women’s sport.2

49%

Female sporting 
personalities reach huge 

untapped markets, and 
inspire a whole new 
generation of kids.

Women are the fastest 
growing sports fan 
segment worldwide.3

There is massive potential 
to grow the sponsorship  
base for women’s sport.

Brands are 
investing in 
women’s sport 
for a powerful 
values-based 
connection. 

In Australia, the women's 
sport audience topped 
10m in the most recent 
seasons (AFLW, WBBL  
W-League, SSN).2 10 Million+

viewers

The Opportunity: Time to shine

1. Nielsen Sports Top 5 Global Sports Industry Trends, 2018 
2. Nielsen Sports, 2018
3. Repucom (2015)

NSW is leading the way 
in hosting and bidding for 
major women’s sport events.

For NSW to be #1 we need 
to continue to capitalise on 
these opportunities. 

“Community engagement is built into all Matildas’ home games. The players love being on the pitch after games 
and meeting their fans. We couldn’t get them off the pitch after the Brazil games” 
Emma Highwood, Head of Women’s Football, FFA
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Women and girls are  
less active than men and 
boys when it comes to 
sport-related activities.

When it comes to participating in 
organised sport and physical activity 
outside of school hours three times 
a week, boys’ rates are consistently 
higher and increase with age, while 
girls rates plateau when reaching 
adolescence.1 

NSW girls are behind boys in the acquisition of key fundamental 
movement skills, demonstrating a significantly lower mastery level 
of kicking and throwing.2

What is holding women and girls back?  
Research has found a universal barrier across life 
stages: women feel intimidated and/or embarrassed 
to exercise in public.3  

Fear of judgement is the main barrier for girls & 
women because of:

During their childhood, girls are often marginalised in 
physical activity contexts at home, school and in the 
community. Targeting fathers to take an active role 
in increasing their daughters’ physical activity levels 
and empowering young girls at the same time is an 
evidenced based approach to achieving change.

1  Ausplay January – December 2017
2 NSW Schools Physical Activity and Nutrition Survey (SPANS) 2015
3  Helping women and girls get active, This Girl Can – Victoria, 

Feb 2018

DEMONSTRATE ADVANCED THROWING SKILLS

DEMONSTRATE ADVANCED KICKING SKILLS
Primary School

Primary School

Secondary School

Secondary School

 There are inequities in the 
availability of and access to 
safe, comfortable and inclusive 
sport places and spaces to 
enable women and girls to 
participate in sport in NSW.

The rise in profile of 
women’s sport represents 
an opportunity to 
sustainably grow women’s 
sport by attracting and 
leveraging investment

 NSW will bid to 
host and showcase 
major international 
women’s sporting 
events throughout 
the course of the 
strategy.

Brands are investing in women’s 
sport for a powerful values-based 
connection, and female sporting 
personalities are reaching huge 
untapped markets, inspiring a 
whole new generation of kids

 In Australia, the 
women’s sport 
audience topped 10 
million in the 2017/18 
seasons of the AFLW, 
Women’s Big Bash 
League, W-League and 
Suncorp Super Netball.

 In 2017 only 12.5% (2 out of 16) of the 
major/larger sports in NSW had at least 
40% of women on boards.

Women on boards

COACHES
Women are underrepresented 
as coaches across the board.

HIGH PERFORMANCE COACHING
•  Olympic, Paralympic or Commonwealth Games typically 

see coaching figures of 85% male to 15% female.6

•  Only 9% of accredited high performance coaches at the 
Rio Olympics were female.

•  At the 2014 Glasgow Commonwealth Games, 90% of the 
Australian coaches were male.

•   The W-League, AFLW, WBBL, and WNBL have twice as 
many male coaches as female coaches.

NSW COACHES
10 of the 30 coaches that are employed 
by NSWIS are women. (May, 2018)

Leaders on and off the 
field in sport are key 
influencers, yet fewer 
women than men are 
appointed leaders.

In 2017, female AFL club 
participation grew 78% 

of survey respondents voted leveraging 
investment in improved facilities for 
female players and fans as a top three 
priority for Government.

 In 2016 the AFL’s audit of 
facilities reported that of the 
288 Australian Football grounds 
in NSW, just 39 or 13.5% are 
deemed to have ‘female friendly’ 
or unisex player amenities. 

Sport infrastructure is a 
core enabler of strategies 
designed to grow 
women’s and girls’ sport 
participation, improve 
high performance sport 
outcomes, drive sport 
related tourism and foster 
sector sustainability.

PARTICIPATION IN ORGANISED SPORT & PHYSICAL ACTIVITY  
OUTSIDE OF SCHOOL HOURS - 3 TIMES PER WEEK
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Cricket 
Australia’s 
2017 audit of 
facilities reported 
that of the 1,775 
NSW facilities 13% 
have female friendly 
facilities which is 
below the national 
average of 19%.

10
MILLION

Events are central to leveraging 
investment into women’s sport. 
NSW is leading the way in 
hosting and bidding for major 
women’s sport events. 

40%

OFFICE OF SPORT
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