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Sarah Jones, Director of Planning at Sky Media
Jo Osborne, Head of Women’s Sport at Sky Sports
Emma Hunt, Comms Strategy Controller at Sky Media

Claire Speirs, Branded Content Controller at Sky Media




Sport Without Limits
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WSL match viewing up YoY for 22/23
(4x higher vs. 3 years ago)
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Women'’s Sport Trust research demonstrates the opportunity
for brands

02 - Official partner of the Red Roses 14.6m 2 I o 5 l ' l

(England women'’s rugby union team

adults are aware of a

Coca-Cola - Official partner of FIFA _ , :
Barclays - Title sponsorship of the WSL o
Nike - Partnership with England Women’s /o
M SO S el AT V‘é‘;g“ti”ai think more favourably of companies that support
women'’s sport through their sponsorship
Pepsi - Partnership with UEFA Women'’s (42% 18—245)

Football

Gucci - Partnership with football player
Leah Williamson 6 3m

Il Makiage - Official beauty partner of 5m 1 6
Arsenal Women

are more likely to buy from a brand that sponsors
SPONSORSHIP AWARENESS Women’s Sports (28% 18_245)




This year, the value of women'’s sport is expected to reach $1bn

PHASE 1 PHASE 2 PHASE 3 PHASE 4
‘Right thing to do’ < ‘Brand benefit’ < Attractive Investment’ < ‘Commercial returns’

e
2 =

Today Interest *,

Audience records broken
every week, PE
investment, merchandise
sold out, budding TV
subscriber value

Commercial
value

Source: Deloitte Insights - Women'’s elite sports: Breaking the billion-dollar barrier




ut there is scope for
;0 much more

$450bn

"With women's football there is a
bit of 'Insta v Reality'...There's still
some real big foundations that we

$1bn need to fix”

Women'’s Men’s
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37%.

of viewers had NOT watched
any other women's sport prior
to the Women'’s Ashes
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>rage Positive Associations - Inspiring, Progressive & Relatable

More engaged

28"

. //// /. Increase in viewing
7/ //.Q'////”, time >9hrs




o ,

XALUES*-»@
N Q'
-

=

-

-
.
y .
: N
-
“ l; \
.







] +0.55 135 20%

STATS »

"OVERLOAD
I

>

C‘\RTER

SN2

;,\'

X ,}/?;.




of cofnm yomen's A
ts fans wish there was - " fans believe it is
non-live w omen 's sport know where to fi
content ava able@& . Jwomen's sports content

L




3 areas to explore with brands

/ VALUES OVER VICTORY

Address the limits In

Women's sport

TERTAINMENT
ER TRADITION

percharge unmissable
sporting moments

STORIES OVER \

STATS OVERLOAD

Go beyond the
sports bubble

Sport without limits




SPORT WITHOUT
LIMITS

Break free Shape the

from precedent future

Don’t lift and shift More accessible & flexible

Don’t shrink and pink More than a badging exercise




Address the limits In
women'’s sport
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Entry Points Clothing and
to Viewing Equipment

Facilities Talent Pipelines
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Ipercharging unmissable moments




Shareable and collectable

Bring the'party home
content for all & D™

Dramatising the game Technical support...
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Break out of the
sports bubble




“Young sports fans are most likely to
follow athletes because of their
personalities rather than choosing
favourites from their chosen teams.”

Rise of parasocial fandom

Turn female
athletes into

popular icons
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ORMMNAL STORIES
Spores FROM WOMEN IN SPFORY
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Go beyond the
sports bubble
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Sport, without limits

TERTAINMENT
'ER TRADITION

VALUES OVER VICTORY

£t

STORIES OVER STATS

Address t':'e limits In supercharge unmissable Go beyond the
women’s sport sporting moments sports bubble




Q&A

Jo Osborne, Head of Women's Sport at Sky Sports
Emma Hunt, Comms Strategy Controller at Sky Media




