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The Growing fan base

Deepening their engagement

The sponsor Opportunity

Focus for today
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The overall audience for women’s 
sport increased by 18% and we have 

seen an uplift in the proportion of 
sports fans watching an hour or more 

of women’s sport
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There are over 7m sports fans watching women’s sport
WOMEN’S SPORT | MARKET SIZE (TOTAL POP.)

Source: Gemba Insights Program
Base Per Year (n=7,800))

SPORTS FANS WHO 
DON’T WATCH 

WOMEN'S SPORT

SPORTS FANS WHO 
WATCH WOMEN'S 

SPORT

NOT INTERESTED IN 
SPORT

6.00M 7.14M

6.80M
6.30M

8.55M 7.91M

2022 2023

+18%

-7%

-7%
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AVERAGE WEEKLY SPORTS CONSUMPTION

Women’s sport is winning a higher share of consumption suggesting  
behaviour is now starting to follow increasingly popular sentiment

13%
20%

22%
16%

28% 30%

20% 19%

18% 16%

2022 2023

WOMEN'S SPORT

36% 37%

32% 27%

21%
22%

7% 9%

4% 5%

2022 2023

7 or more
hours

4-6 Hours

1-3 Hours

Less than one
hour

Never

65%66%

32% 36%

ALL SPORT

SIGNIFICANT DIFFERENCE AT 95% CONFIDENCE INTERVAL

GEMBA© - TRENDSPOTTER23 FORUM
Source: Gemba Insights Program
Base Per Year (n=7,800))
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While general perceptions are 
improving slowly, there is a more 
significant shift among those who 

actively watch women’s sport,
reflecting the importance of 

broadcasters in driving change
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There have been positive shifts in association with investment and 
exciting to watch women’s sport still lacks recognition in key areas
PERCEPTIONS OF MEN’S AND WOMEN’S SPORT | ALL PEOPLE

Q. Using the slider, please indicate whether you associate the following with women’s sport, men’s sport or both
Base: Total Population (n=1,471)

HAS LARGE SCALE INVESTMENT

ASSOCIATED WITH BOTH 
MENS AND WOMEN’S SPORT

ATHLETES ARE WELL KNOWN

STRONG INDIVIDUAL AND TEAM RIVALRIES

EXCITING AND FUN TO WATCH

INSPIRING STORIES TO TELL

GOOD ROLE MODELS

GROWING IN POPULARITY

ASSOCIATED STRONGLY 
WITH WOMEN’S SPORT

ASSOCIATED STRONGLY WITH 
MEN’S SPORT

2022 2023
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Among those that watch regularly 5 of 7 associations shifted positively, 
with a positive bias in ‘growing in popularity’ seen for the first time
PERCEPTIONS OF MEN’S AND WOMEN’S SPORT | WOMEN’S SPORTS VIEWERS

Q. Using the slider, please indicate whether you associate the following with women’s sport, men’s sport or both
Base: Women’s Sport Viewers (n=534)

HAS LARGE SCALE INVESTMENT

ASSOCIATED WITH BOTH 
MENS AND WOMEN’S SPORT

ATHLETES ARE WELL KNOWN

STRONG INDIVIDUAL AND TEAM RIVALRIES

EXCITING AND FUN TO WATCH

INSPIRING STORIES TO TELL

GOOD ROLE MODELS

GROWING IN POPULARITY

ASSOCIATED STRONGLY 
WITH WOMEN’S SPORT

ASSOCIATED STRONGLY 
WITH MEN’S SPORT

2022       2023
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Access and quality of content outside of live coverage remains an area 
of significant opportunity
PERCEIVED PROGRESS OF FEMALE SPORTING BROADCAST COVERAGE | WOMEN'S SPORT VIEWERS

26%

29%

28%

30%

28%

33%

34%

30%

30%

31%

32%

34%

30%

35%

44%

41%

40%

39%

38%

37%

31%

There is a greater representation of women as commentators

A greater number of professional Women’s Sport are broadcast 
on TV

Women’s Sport is receiving increased coverage in the news and 
media

Women’s sport is more accessible to watch on TV

There quality of Women’s Sport broadcasts has improved

Big brands are sponsoring professional Women’s Sport

There is accessible and quality media / content outside of live
coverage

I have seen it worsen There has been no progress I have seen progress

Q:Thinking about how Women’s Sport is covered on TV and in the media, using the scale below please rate the progress you have seen over the past 12 months? 
Base: Women’s Sport Viewers (n=516)

MOST 
PROGRESS

LEAST
PROGRESS
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Accessible non-live content can play a 
key role in deepening the engagement 

of women’s sport fans, by putting a 
spotlight on player skills, stories and 

rivalries
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Women’s sport fans want more non-live women’s sport content and 
for it to be more easily accessible to them
ATTITUDES TOWARDS CONSUMPTION

58%

47%
44%

19%

Women’s sport fans Men’s sport fans

I wish there was more non-live women's 
sports content available

It is difficult to know where to find non-
live women's sports content

Source: Gemba Insights Program
Base Per Year (n=7,800))
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Spotlighting incredible feats and moments of skill in the women’s 
game will help to drive broader engagement 

Erin Phillips 
FIBA Gold Medalist, 2 x WNBA & 3 x AFLW Winner

Annabel Sutherland Century
Women’s Ashes, 2023

Sam Kerr Winner
Women’s FA Cup Final
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Player skills, personalities and stories are key to driving women’s sport 
fan interest
TYPE OF CONTENT CONSUMED | INTEREST IN SPECIFIC TYPE OF INFORMATION

Passionate Fans of
Women’s Sport

Passionate Fans of
Men’s Sport

Statistics Game play and tactical analysis 34%36%

Player skills Player personalities and stories 32%32%

Game play and tactical analysis Player skills 38%39%

Best shots/goals highlights packagesBest shots/goals highlights packages 38%42%

Source: Women’ Sports Trust Research
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Humanising these extraordinary skills will drive relatability amongst 
women’s sport fans 
DRIVERS OF ATHLETE LIKEABILITY

Source: Women’ Sports Trust Research

Women’s sport fans Men’s sport fans

Their sporting 
talent and/or 

skill

They are 
entertaining

They are a 
role model

I feel good 
when they win

I like their 
personality

They are 
a winner

They have an 
inspirational 

story

I identify 
with them

58%

49%

28%

38%

33%

26% 26%

14%

51%

38% 37%
35% 34%

29%
26%

20%

Noticeable 
differences
for women’s 

sport fans

Noticeable 
differences
for women’s 

sport fans
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Women’s sport is competing for time and attention amongst work 
and other forms of entertainment
TOP TWO BARRIERS TO CONSUMPTION FOR WOMEN’S SPORT CONTENT

Source: Women’ Sports Trust Research

Women’s sport fans Men’s sport fans

32%

29%

24%

32%

Work commitments Watching other forms of 
entertainment such as Netflix or 

TV
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Fans of women’s sport 
should be a key target market 

for brands.
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Fans increasingly want brands to invest in long-term, whole of game 
sponsorships – the pay off is more positive consumer sentiment
SENTIMENT TOWARDS BRANDS INVESTING IN WOMEN’S SPORT

Q: Using the scale, describe the way you feel towards brands that sponsor women’s sport?
Base (Women’s Sport Viewers): 2022 (n=642), 2023 (n=487)

70%

72%

60%

53%

53%

49%

77%

73%

70%

68%

60%

59%

Brands need to demonstrate a long term commitment 
to women’s sport

Having female ambassadors should be an important 
part of a brands support of women’s sport

I am more likely to consider brands that support 
women’s sport at all levels from grassroots, and kids 

clinics to the elite.

I feel more positively towards brands that sponsor 
women’s sport

I am more receptive to brands that have female
ambassadors

I am more likely to consider purchasing/using brands 
that sponsor women’s sport

2022

2023

SIGNIFICANT DIFFERENCE AT 95% CONFIDENCE INTERVAL

WHAT FANS 
WANT TO SEE 

BRAND DO

HOW FANS WILL 
RESPOND TO 

BRANDS
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Sponsorship of women’s sport is more likely to lead to better brand 
outcomes compared to sponsorship of men’s sport
SPONSORHSIP EFFECTIVENESS

1 AWARENESS

Generates higher 
sponsorship awareness

3 BEHAVIOUR

Has a positive impact on 
propensity to purchase

2 ATTITUDES

Significantly impacts 
perceptions of the brand

Source: Gemba Insights Program
Base Per Year (n=7,800))
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Growing the fan base

Deepening their engagement

The sponsor Opportunity

In Summary

The conversion of existing sports fans to 
women’s sports is the key to further  
growth

Innovate broadcast and non-live content 
by focusing on player skills, rivalries and 
stories

Positive sentiment continues to increase, 
but women’s sports fans are beginning to 
demand more from sponsors



GEMBA© - TRENDSPOTTER23 FORUM 20


	Template Slides
	Slide 1
	Slide 2
	Slide 3
	Slide 4: There are over 7m sports fans watching women’s sport
	Slide 5: Women’s sport is winning a higher share of consumption suggesting  behaviour is now starting to follow increasingly popular sentiment
	Slide 6
	Slide 7: There have been positive shifts in association with investment and exciting to watch women’s sport still lacks recognition in key areas
	Slide 8: Among those that watch regularly 5 of 7 associations shifted positively, with a positive bias in ‘growing in popularity’ seen for the first time
	Slide 9: Access and quality of content outside of live coverage remains an area of significant opportunity
	Slide 10
	Slide 11: Women’s sport fans want more non-live women’s sport content and for it to be more easily accessible to them
	Slide 12: Spotlighting incredible feats and moments of skill in the women’s game will help to drive broader engagement 
	Slide 13: Player skills, personalities and stories are key to driving women’s sport fan interest
	Slide 14: Humanising these extraordinary skills will drive relatability amongst women’s sport fans 
	Slide 15: Women’s sport is competing for time and attention amongst work and other forms of entertainment
	Slide 16
	Slide 17: Fans increasingly want brands to invest in long-term, whole of game sponsorships – the pay off is more positive consumer sentiment
	Slide 18: Sponsorship of women’s sport is more likely to lead to better brand outcomes compared to sponsorship of men’s sport
	Slide 19
	Slide 20


