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Sponsor presence & 
media exposure is on 

the rise

MAIN LANDSCAPE TRENDS IDENTIFIED

Women’s sports fans 
are unique and highly 

engaged
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Sponsor exposure value in women’s sport 
continues to grow

Source: Nielsen Sport 24 Database, 2019-2021, Australian Women’s Codes: AFLW, NRLW, WBBL, SW, WNBL, ALW,  SSN.

$113 
million

Women’s Codes 
Exposure Value

$185 
million

Women’s Codes 
Exposure Value

+64%

2019 2021
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Standalone partnerships more prevalent

Source: Nielsen Sponsorglobe sourced from the Fans are Changing the Game Nielsen Sports Report
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More brands are sponsoring women’s sport 
than ever before

Source: Nielsen Sport 24 Database. Dedicated Media Only, 2019-2021. Australian Men’s Codes: AFL, NRL, BBL, SR, NBL, ALM. Women’s Codes: AFLW, WBBL, SW, WNBL, ALW,  SSN.

Number of Brands x Code

+38% 
‘19 v ‘21
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Internet media type driving growth in value

Source: Nielsen Sport 24 Database, 2019-2021. Australian Women’s Codes: AFLW, NRLW, WBBL, SW, WNBL, ALW,  SSN.

Women’s Codes Sponsor Exposure Value x Media Type
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Fans of women’s sport are early adopters 
of tech & more likely to follow sport online 

Source: Nielsen Fanlinks, Australians 16+, 2021. Avid Fan of Women’s Codes.

of fans say that internet is the
main way to follow 

sports/teams

of fans said that when new
technology comes out they are 

quick to try it

Of fans said that they try to 
keep up with technology

16% more likely v all sports fans

37% 57%41%

16% more likely v all sports fans 6% more likely v all sports fans
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Steady growth in fanbases

Source: Sportslink 2019-2021. Women’s Codes: AFLW, WBBL, SW, WNBL, ALW,  SSN.

32% increase

Fan Base x Code
% of population
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Fans of women’s sport are increasingly 
more avid

Source: Sportslink 2017-2021. Australian Women’s Codes: AFLW, WBBL, SW, WNBL, ALW,  SSN. (2017 - 2018 no NRLW and Super W).

% Avid Fans Among Women’s Codes

32% 
increase

‘17 v ‘21
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Skew towards males who are fans of 
women’s sport

Source: Nielsen Fanlinks, Australians 16+, 2021. Avid Fan of Women’s Codes. Gender: 0.4% Non-Binary/Other..

63% 37%

% of Avid Women’s Codes Fans

Nat Pop: 49%
All Sports Fans: 52% 

Nat Pop: 51%
All Sports Fans: 48%
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Fans of women’s sport are trendsetters & 
seek out new experiences

Source: Nielsen Fanlinks, Australians 16+, 2021. Avid Fan of Women’s Codes.

Avid Fans of Women’s Sports

25%
are usually the trendsetter 

among their friends

25%
like to stand out
from the crowd

39% 
look for new experiences 

everyday

17% more likely v all sports fans 17% more likely v all sports fans 8% more likely v all sports fans
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Fans are more receptive to sponsors

Source: Sportslink 2021. Avid Fan of Women’s Codes.

Avid Fans of Women’s Sports | Sponsorship Attitudes

+69%
more likely v all sports fans

Bought a product/service from a brand 
as a direct result of them sponsoring 
something they are passionate about 

+23%
more likely v all sports fans

Recommend products/services of 
brands that sponsor things they are 

passionate about 

+37%
more likely v all sports fans

Consider a product/service from a 
brand that sponsor things they are 

passionate about
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Key takeaways

Source: Nielsen Fanlinks, Australians 16+, 2021. Avid Fan of Women’s Codes.

Sponsor exposure value 
& number of brands 
investing in women’s 
codes are increasing

Fans of women’s 
sport are unique & 

individual

Fans are increasingly 
passionate & highly 

receptive to 
sponsorship




