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WOMEN IN SPORTS
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! The youngest American woman (19) to win the U.S. Open since 2001
=
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Since our last report in 2021, women'’s sports growth has not slowed down. J
Records continue to be broken across the board — attendance, viewership,
sponsorship revenue, purse sizes, etc.

N N
; P Jaid :
A '; .q- O
? 7 \ AN w e .
y > N =
L&y, ] / i 1] \ 2 L & Rt ! v
'/ e 3 (] o < v y s
e ; 20 Y LENNTTY 7 S f . 3 ¢ 2
2 | { - - Y "
A2 A8l : & Y, 3 g
e 2 . \ 3 3 | ~ \ \ ] \ L 7§ ,
| a3y = \ " R "' | ‘b %/ . { oo ' " | |
? 3033 - PN = S Gl v @ 2 \ B ' I é < I .
(] N - ‘4 o ),
- . 3 B o ~‘ 6] ; R | — - i . A
i 1% ) 3 o & Y Vs ¥ YT SN : \ R N 2% =47
b X / 2l ! = A % R o ¢ Y . ot [ &N i oy {
gt : B & W i ! { gl ) ; . r \ L
A = H g 4 % Al ¥ N \ ‘e v P o, & b
P ¥ . 3 % ” # O . ) & Y >
- . s e 2 R i ' ; p > 3 ‘ > (s j RN L % { YAusy > 7N\
Pl - o vl > 13 et " L v q [ ) v N - A . ) ‘ . o "
o - v | v ¥ : ok 5 i > ! . AN \ \ £ a A7/
R . Ry A (ol 4 ) N T ’ \ 3 - i L B \ £1
g, N < By L i I i~ " ¢ L Qe v
~ Y ) { S -
r 4 \ a ¢ . / -
- = A 4 =1l e ~ ' <
% [ e g3 Ay g i = i Gy % S . LR % - | % A
g e e Sl - 3 < 9, s ey o g - Y 2 - — ? | . &
: - ~ ey z . A 45372 oy o N /o> 4 : / P " 5\
IS s Mg 0 == i ‘. — s - 4 - J Sy -
Qe g Wn R o UFD = & . y . - '3 . ey - o o
. ' A g L LA\!S“\N.\ g L5
i R ) L " » . 1 ), ! ' . 3 4 N\
» g > b = 3 e
F4==s At . ‘ LA - 7 ¥
& E J s £ for
P < - 4 | 2 . — y @ g
¢ e UGz ot iy — N - 5 -
a v P / 3 N * 3 -
» 4 - | 4 t —. > . 4
» f y v, )
3
7 [
g ]
\

Women's sports are here to stay and it's time for more brands to tap into
them to unlock new, valuable demographics.

BECAUSE I

SIMONE BILES BECOMES FIRST
GYMNAST IN HISTORY TO WIN 8 U.S.
ALL-AROUND TITLES!

#BECAUSEOFTHEMWECAN

1 ':3?5 bl | el
2023 ICC Women’s T20 World Cup
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WOMEN IN SPORTS

2023 WAS A REGORD-BREAKING YEAR FOR WONIEN'S SPORTS

14-year-old Gaon Choi Roku launches "Women's o | Coco Gauff's U.S. Open final
became the youngest X MAH“H 2"23 Sports Zone" with dedicated /A J"lv 2“23 win drew 3.4M viewers —a 92% N“‘,[M[H[H 2“23

Games snowboard halfpipe access to women's games increase over 2022 and to beat

champion, beating out Chloe The Women's NCAA and on demand content ‘, U.S. sees most-watched the men's final by over Emma Hayes became the
Kim's record by 6 months Basketball Round of 16 ‘ Y ‘ LPGA U.S. Women's 1M viewers - A highest-paid women'’s football

viewership increased 73% A\ Open since 2014, up coach when she signed with

from 2022, while the Elite < 118% from 2022 I the USWNT

Eight increased 43%

(UITTITRITEN | Ay JUNE 2023 I6TOBER 2028
<% N basketball final drew 9.9M all-around title to break the Championship set a new

viewers, up over 100% record for most title wins - viewership record with over

The ICC Women's T20 World N -\ from the 2022 final The Women's Ashes was setin 1933 /- Attendance during the 1.69M viewers, beating the
Cup was the most watched ICC ‘ aatohedlbySEMiveneIo s A-League Women opening previous high by 400K viewers

women's event ever, with ) , )
global viewing hours increasing double the 2019 viewership E Al weekend broke multiple records

44% from 2020

ENDEAVOR ANALYTICS 4



WOMEN IN SPORTS

HEV TAKEAWAYS

WOMEN'S SPORTS FANS ARE A DESIRABLE TARGET FOR SPONSORS

° W 3 - ’ oty r
omen's sports fans have strong concerns they want sponsors to address, including 43% wanting sponsors to commit to equal support of men’s and women's sports

« Women's sports fans are more receptive to sponsors than m
en'’s gl
likely to purchase the Sponsor's prOductlservI?ce | sports fans by an average of 4.7% points across key responses to sponsorshlp including 2.1% more & &

» Brands are continuing to lean into women's spo
rts. For example, the personal care category h
leagues and teams, and several deals with individual female athletes g RSl a i e Dl

ACROSS THE GLOBE, WOMEN'S SPORTS LEAGUES AND TEAMS ARE SURGING " ,\

. Fandom has increased dramatically over the past year —the WNBA and NWSL have seen increases in fandom of 7% and 1 1%, respectively & i

« Broadcasters are starting to meet the demand
. India's Women's Premier League signed a $23.2M/year broadcast deal
. The NWSL recently signed a new media rights deal for $60M/year — a 40X increase from the previous deal
. NCAA women's sports set viewership records for March Madness, Women's College World Series, and Women's Gymnastlcs

« Attendance continues to soar %
. The Nebraska women's volleyball match against University
- 13 of the highest attended women's soccer matches globally were in the last two years, incC

. NWSL attendance saw 36% growth in the 2023 season
. The Women's World Cup saw a 42% increase in average match attendance from 2019

“
: 2?‘ J’v

of Nebraska Omaha set a global women's sports record attendance of over 92,000
luding Barcelona vs. Wolfsburg wrfh over 91K attendees

FEMALE ATHLETES ARE CONTINUING TO SEE SPONSORSHIP DEALS ROLLIN

« |nvestment in female athletes has increased 49% from 2017 to 2022, with an 18% increase from 2021 to 2022 alone
« The number of deals for female athletes has grown an average of 24% per year since 2012

« Female NCAA athletes are taking advantage of NIL — Livv ' ' ' :
. y Dunne is the highest paid female athlet
valuation. followed bv Anael Reese at $1.7M ~ e ST g el
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WOMEN IN SPORTS

WY DO UORENS SPORTS FANS MATTERY e

Championing women's sports extends beyond financial backing; it offers a platform for
commitment to equality and transformational change in the world of sports.

Women's sports fans skew more female, are younger, and have younger children compared to / >
their various male counterparts, offering unique and new engagement opportunities for brands.
They are passionate about their favorite teams, leagues and, when executed correctly, their

SpONSOrs.

OF WOMEN'S SPORTS OF WOMEN'S SPORTS FANS - e -
FANS ARE FEMALE HAVE KIDS UNDER 18

li‘.,

e IN
- ¢1 CORPORATE SPONSORS g?\gEGSET
L SPORTS, THEY SEE AN AV !

Source: Women's Sports Trust; The Office for Women in Sport and Recreation; GWI Sports . ' -



I YOUAIR T, TREY WILL WAIG

Historically, access to women's sports broadcasts has been limited, leading to low viewership and overall
awareness of matches. Women account for 40% of sports professionals globally, but only receive 4% of
sports media coverage. But there is demand for more.

% W%

OF COMMITTED WOMEN'S OF THE U.S. GENERAL
SPORTS FANS WANT MORE POPULATION WANT MORE
NON-LIVE WOMEN'S SPORT MEDIA EXPOSURE FOR

CONTENT AVAILABLE WOMEN'S SPORTS

%

OF COMMITTED WOMEN'S
SPORTS FANS WOULD PAY A
SUBSCRIPTION FEE TO ACCESS A
DEDICATED WOMEN'S SPORTS-
ONLY CHANNEL




WOMEN IN SPORTS

WOREN'S SPORTS FANS ARE MORE ENGAGED ON SOGIAL

Having spent years with limited broadcast coverage, social media and digital channels have
been pivotal in harnessing fan engagement and awareness. Fans of female athletes and
women's sport are, therefore, a highly engaged cohort online.

Fans Who Follow Athletes /
Players on Social Media:

1%

WOMEN'S SPORTS FANS

%

MEN'S SPORTS FANS

Source: GWI Sport; Blinkfire Analytics 1/1/23-11/20/23

Basketball
WNBA

NBA

NWSL

Soccer

MLS

WSL

Football

EPL

Instagram Engagement Rates
2023 Team Averages

Euroleague
USWNT

B Women's [} Men's

US National Soccer Team

USMNT

England National Football Team

Lionesses

Lions

Aus National Football Team

Matildas Socceroos

ENDEAVOR ANALYTICS ¢



WOMEN IN SPORTS

WHAT WOMEN'S SPORTS FANS WANT I SPONSORSHIP

Now that brands are investing more in women's sports, it's important to understand how best to activate them. Women's sports
fans tend to look for sponsors who are positively impacting the game, athletes, and/or the community.

OF ADULTS IN THE U.K. (18+)...
BELIEVE SPONSORS SHOULD AGREE THAT BRANDS THAT
: SPONSOR ANY TYPE OF
INVEST IN BOTH THE MEN'S :
; WOMEN'S SPORT SHOULD
AND WOMEN'S SIDE OF THE
Al sionh e e INVEST IN THE GRASSROOTS
LEVEL OF THE GAME

SPONSORSHIPS THAT ADDRESS THE FOLLOWING CONCERNS MAKE ADULTS
IN THE UK (18+) FEEL MORE POSITIVELY ABOUT THE SPONSORING BRAND

44%

43%

Ao Address the Inequality of Commit to Equal Seek To Help Address Issues Recognize the Challenges
&_);‘ui,;’:yk;;;ti : Opportunities Provided to Support of Men's and That Impact Female Females Face in Balancing
‘ "y' . Women and Girls in Women's Sports Participation in Sports Family and Sports
ok Grassroots Sports Commitments

Read As: 44% of adults in the UK (18+) feel more positively about the sponsoring brand when the sponsorship addresses the
inequality of opportunities provided to women and girls in grassroots sports

Source: Womers Sports Trust Sl S ¥ ENDEAVOR ANALYTICS 10




WOMEN IN SPORTS

AWOEN S oPORTS HANG ARk MORE ReGEPTIVE 1O sPONGORS THAN MEN

Actions Taken After Seeing a Sponsorship

ON AVERAGE, WOMEN'S SPORTS FANS ARE 4.7% POINTS HIGHER THAN MEN 43

Consider the Brand More Enaaae With the Brand Purchase the Brand Research the Brand See the Brand as Integral to Talk to Family/Friends Think About the Brand
Than Competitors the Development of my About the Brand More Positively

Favorite Team/League

B Men's Sports Fans B Women's Sports Fans

Source: GWI; USA, Canada, France, Spain, Italy, UK, Germany, Mexico, Brazil, Australia, Indonesia, Philippines, Thailand, Russia, Japan, South Korea, China, India. Women's Sports Fans Include: Division 1 Feminine, Frauen Bundesliga, LPGA, Serie A Women, NWSL, FA Women's Super League, The Women's Ashes, UEFA Women's Champions League, UEFA E N D E A\/O R ANALYTI CS
Women's Euros, WTA, WNBA, ICC Women's World T20, Premiera Division for Women, FIFA Women's World Cup. Men's Sports Fans Include: Ligue 1, Bundesliga, PGA Tour, Serie A, MLS, EPL, The Ashes, UEFA Men's Champions League, UEFA Men's Euros, ATP Tour, NBA, ICC World T20, LaLiga, FIFA Men's World Cup
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WOMEN IN SPORTS

SPOTLIGHT ON: WNBA

2023 was an an extraordinary year of growth for the WNBA. Overall WNBA league fandom increased
7% from October 2022 to 2023, while avid WNBA fans increased by 12%. Team social following grew
by an average of 44% from 2022. The league was also expected to achieve $200M in revenue in 2023
—a 100% increase from 2019.

WNBA fans are 6.5% points more receptive to sponsors than NBA fans across key receptivity
questions, including 4% more likely to purchase a sponsor’s product, 7.3% more likely to talk about
the sponsor to friends and family, and 13% more likely to consider the sponsor integral to the
development of their favorite teams/leagues.

WNBA fans represent $1.3T in purchasing power which only continues to grow as the
league surges and represents immense opportunities for sponsors to tap into.

WNBA Attendance and Social Following Growth From 2022-23

129% 133%

B C"“.: 7Q%
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OPOTLIGHT ON: GRIGKET

In January 2023, India’'s Women's Premier League received a $580M investment in five franchises and signed a $116M broadcasting
deal over five years. In February 2023, the ICC Women's T20 World Cup 2023 was the most watched ICC women's event to date.

15 1398 2,000% a00%

A

GLOBAL VIEWING VIDEO VIEWS - INCREASE IN ESTIMATED TOTAL INCREASE IN TOTAL NEW WOMEN'S CRICKET
HOURS OF ICC T20 UP 25% FROM 2020 DEAL VALUE IN WOMEN'S NUMBER OF SPONSORSHIP FANS IN THE U.K. FROM
WORLD CUP 2023 CRICKET SINCE 2017 DEALS IN WOMEN'S 2022-2023

CRICKET SINCE 2017

— Number of deals B Total Deal Value ($M)

33
31
24
12
9
6.60
5 3 4 4
2 3
1 1 1 1
0.29 0.31
2000 2001 2007 2009 2010 2018 28 ZE56 20 2018 201 2020 2021 2022 2023*

== ‘ = s :_A_‘-_-d” ’7 . — >

*Covid Recovery Year

% oy : Pt R \ i
:i:- —’, %—‘F ‘ = -;h:_ A - —"‘- = ": _‘ _' .'—b-:—{ t\ —_:? — ey ’ ~ - -"_'l :‘.
= S mm— ‘ P, S N =
Source: ICC, GlobalData, Women's Sport x BBC Sport, October 2023 I m Wﬁm Lw 1P
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SPOTLIGHT ON: MIDDLE EAST & AIRIGA

Two major women's tournaments took place in South Africa in 2023: the ICC Women's T20 World Cup

and the Netball World Cup 2023. The first time the latter event has ever been hosted by an African nation.

South Africa saw an 130% increase in live coverage of the ICC Women's T20 World Cup in 2023, with the
final broadcast on free-to-air television. An increase in broadcast coverage in the region was
spearheaded by SuperSport who struck a new deal covering 52 Africa territories earlier in the year.

In Saudi Arabia, PepsiCo owned Lay's was announced as the first-ever headline sponsor for SAFF's
women's league ahead of the 2023/24 season, while the Al Ittihad Ladies also made its first splurge in
international talent signing Nigerian national and Leicester City defender Ashleigh Plumptre. The SAFF
Women's Premier League also landed an international broadcast rights agreement with DAZN.

Number of Deals With Female-Focused MEA Rightsholders Share of Deals by Rightsholder Country

(o)
90 Ay

1%

80

748)

60

50

40

@® Qatar

10% United Arab Emirates
30 South Africa
@® Tunisia o

20 T e WO @ Morocco
@® Kenya
12 @ Saudi Arabia
. Cameroon
2019 2020 2021 2022 2023
= Sponsorship == Media Rights 212

Source: GlobalData, Sportbusiness, Forbes, BBC, Blinkfire *as of November 2023

ENDEAVOR ANALYTICS
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WOMEN IN SPORTS

OPOTLIGHT ON: tL AND SAILGP: MARING WAY FOR WOREN

FORMULA 1 ACADEMY , SAILGP WOMEN'S PATHWAY

=

|

IN EARNED MEDIA
POSITIVE IAL
VALUE IN THE FIRST OgENﬂMSS\jCT
YEAR OF THE ACADEMY

@® Positive
o 38 lm @ Negative

Strategist for Team GB in SailGP
2 Time Olympic Gold Medalist
8 Time World Championships Medalist

Founder of the Big Plastic Pledge: a foundation
centered around athletes and the sporting community
uniting to tackle single use plastic in sport

1 + ial foll
MARTA GARC’A 9,000+ social followers
2023 F1 ACADEMY CHAMPION -
(@)
e 2023 Spanish driver for Prema Racing - H IN SE VEESEN
 First F1 Academy Champion SIN(;/E(;T (2021). ey OARD ALL
A
« After 2023 F1 Academy season, signed a fully FEMALE AT 100% OF RACES
funded seat with Prema Racing for the 2024 TEAMS IN

Formula Regional European Championship

Previously raced in Spanish F4 Championship
& W Series

262,000+ social followers

pcademy >

— i e

‘_’

i — ”'

! -’/

Soules Meltwater, I§ Jelelol ¢ TWV -
i B

ENDEAVOR ANALYTICS
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WOMEN |INSSIRIGIESES

In January 2023, UFC announced the signing of
Bella Mir to be its first ever NIL ambassador

In 2023, UFC celebrated the 10th anniversary of having female fighters. In just a short time, female
fighters have become an integral part of the sport and are driving high viewership and fan engagement.

1% 0% 1 il

GROWTH IN THE OF 2023 EVENTS WERE FEMALE FIGHTERS ON COUNTRIES

NUMBERS OF FEMALE HEADLINED OR CO-HEADLINED THE ROSTER IN 2023
FIGHTERS SINCE 2019 BY FEMALE FIGHTERS REPRESENTING...
IN SEPTEMBER 2023, UFC CELEBRATED MEXICAN SINCE 2013, UFC HAS HAD
INDEPENDENCE DAY WITH THE INAUGURAL NOCHE UFC
EVENT, HEADLINED BY AN EPIC MATCHUP BETWEEN GENDER PARITY ACROSS...
ALEXA GRASSO AND VALENTINA SCHEVENKO. THE
EVENT BECAME: . RULE SETS
« The most viewed UFC Fight Night of all time on ESPN+ « EQUIPMENT
. The second most viewed UFC Fight Night in 2 years on - ROUND LENGTH

ESPN Deportes « PLAYING FIELD THE ANNOUNCEMENT OF HER SIGNING GENERATED
e The second highest driver of UFC.com visits for a single  PAY REGULATIONS

Fight Night in 2023 RO aﬁm 2 7M
[]
AVE

Sources: UFC, Meltwater, Infegy E N D E A\/O R ANALYTI CS 1 7




WOMEN IN SPORTS

SPOTLIGHT ON: NGAA SPORTS

Women's collegiate athletics is constantly breaking records, both on and off the court. Tournaments
are breaking viewership records, and single games are breaking attendance records, while ticket

sale growth indicates this trend isn't slowing down either.

JL.003

IN ATTENDANCE FOR NEBRASKA'S
VOLLEYBALL MATCH - WORLD RECORD
ATTENDANCE FOR ANY WOMEN'S
SPORTING EVENT

Nebraska's Women's Volleyball Twitter Followers

Sources: Blinkfire, ESPN, Nielsen, MVP, SponsorUnited
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VIEWERS ON BIG10 NETWORK
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- AND THAT WAS ONLY THE STARL....
Ll 8,000

VIEWERS FOR THE LOUISVILLE- SEASON TICKETS SOLD FOR LSU'S
IOWA ELITE EIGHT GAME ON ESPN. 2024 GYMNASTICS SEASON

MORE THAN ANY 2022-2023
NBA GAME ON ESPN AFTER HAVING SOLD 7,400 SEASON
TICKETS FOR THE 2023 SEASON, LSU
SOLD OUT OF IT'S 2024 ALLOTMENT
OF SEASON TICKETS

8%

OF THE AD INVENTORY FOR THE
WOMEN'S 2024 MARCH MADNESS
TOURNAMENT HAD BEEN SOLD BY

MID-NOVEMBER 2023 B

LM

AVERAGE VIEWERS WATCHING 2023
WCWS CHAMPIONSHIP TITLE GAME
WAGHIN[O121=V2S = (@) §

1020

AVERAGE VIEWERS FOR 2023 NCAA
WOMEN'S GYMNASTICS
CHAMPIONSHIP (10% INCREASE YQY)

FEMALE VIEWERSHIP UP 11%
(COMPRISING AROUND 60%
OF THE AUDIENCE)

R o
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WOMEN IN SPORTS

OPOTLIGHT ON: OLYPIG SPORTS

Women showed up at the 2020 Olympics - 9 records were broken by women out of the 20 total records broken.

The top five mentioned athletes on Twitter were all female and female athlete-led posts drove 50% more engagements than

male athlete led posts.

Looking forward, Paris 2024 will be the first Olympics to have the same number of females participating as males.
Additionally, 50% of the members of IOC Commissions positions have been held by women since 2022 (up 30% from 2020).

Top 5 Summer Olympic Sports Followed

27.82%
26.42%

24.49%

23.91%

17.41%

14.52%

14.31%

11.63%

Gymnastics - Artistic Swimming Gymnastics - Rhythmic Diving

Female B Male

Sources: YouGov Profiles, Olympics.com

I 1326%

14.56%

Beach Volleyball

Top 5 Winter Olympic Sports Followed

Py

37.7%

24.3%

20.5% 20.7% 20.8%

18.1%

Figure Skating Ski Jumping Speed Skating

19.5%

18.1%

16.3%
14.4%

Snowboard Freestyle Skiing

Female B Male

OLYMPIANS OF NOTE

SKY BROWN

GREAT BRITAIN | SKATEBOARDING

» Youngest (current age: 15) medalist for
Great Britain by winning a bronze medal
in the 2020 Summer Olympics

e 1.37M Social followers

SIMONE BILES

USA | GYMNASTICS

e Has five moves named after her

» Most decorated gymnast in history

SYDNEY MCLAUGHLIN-
LEVRONE

USA | TRACK & FIELD

» Broke her own world record to win the
400M Hurdle Gold in the 2020 Olympics

YULIMAR ROJAS

VENEZUELA | TRACK & FIELD

» Broke triple jump world record in 2020
Olympics

» Became the first woman from Venezuela
to win an Olympic gold medal

ISABELL WERTH

GERMANY | EQUESTRIAN

» Firstrider to win seven equestrian
Olympic gold medals

ENDEAVOR ANALYTICS
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WOMEN IN SPORTS

The NWSL surged across numerous metrics in 2023, with fandom seeing an 11% increase over
the past year. The league'’s social following has grown 28% since January 2022, while the team

average has grown 32% (excluding San Diego who grew 428%).

Franchise values are also on the rise. Angel City FC's value reached $180M in 2023 - higher
than the two lowest English Premier League teams. NWSL teams are also averaginga 7.1X

value-to-revenue multiples — beating out MLB, NHL, Formula 1, and EPL

2023 NWSL Franchise Values

$180M

$90M

$75M
$65M

$54M $52M $50M $49M $48M $a7M $45M ¢ 0m

Franchise Value

Source: YouGov Profiles, 10/2022-2023, Sportico, SportsProMedia

-----
......

\\\\\

THE 2023 SEASON OPENING WEEKEND
SAW OVER 90,000 ATTENDEES, INCLUDING
OVER 30,000 AT THE SAN DIEGO WAVE'S
HOME OPENER

THE NWSL SET A LEAGUE RECORD OF
1.39M ATTENDEES ACROSS THE SEASON, A
36% GROWTH OVER THE 2022 SEASON

9 OF THE LEAGUE'S TEAMS HAD GAMES
WITH OVER 10,000 ATTENDEES

THE 2023 SEASON CHAMPIONSHIP MATCH
SAW OVER 25,000 ATTENDEES AND
AVERAGED 817,000 VIEWERS

THE NWSL ANNOUNCED 3 NEW EXPANSION
TEAMS — UTAH ROYALS FC AND BAY FC
WILL BOTH BEGIN PLAY IN 2024 AND NWSL
BOSTON WILL START PLAY IN 2026

THE LEAGUE SIGNED A NEW MEDIA RIGHTS
DEAL THAT WILL SEE GAMES AIRED ON
CBS, ESPN, AMAZON, AND SCRIPPS. THE
DEAL IS $60M A YEAR — A 40X INCREASE
FROM THEIR PREVIOUS DEAL

ENDEAVOR ANALYTICS 20



WOMEN IN SPORTS

SPOTLIGHT ON: SOGGER N tUROPE

The 2022 UEFA Women's Euros set precedence for the following months of major growth, particularly '
in England. 2023 also saw the build-up to the WWC providing various avenues of growth from
attendance to sponsorship deals to a record-breaking transfer window in the WSL.

In the UK, 3/5ths of adults now consider themselves fans of women's soccer — 10M more than in

October 2021. Additionally, European women's football is projected to reach $736M in annual
commercial returns by 2033.

The UK government and FA have announced they'll be investing a total of $31.7M to create 30 new |
state-of-the-art pitches and facilities that prioritize grassroots women and girls football opportunities.

N L
. b -
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e
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Average Match Attendance of Select Women's Soccer Leagues in Europe From 2020/21 té 2022/23

P, SRS

S,
T

10,800

CoN
P g

<
\-",_.»?—

6,961

734 849
62 o N
FA Women's Super League (England) Frauen-Bundesliga (Germany) Division 1 Feminine (France) Damallsvenskan (Sweden) UEFA Women's Champions League

B 2020/21 [ 2021/22 [ 2022/23

Source: Two Circles via Statista, FourFourTwo via Statista, GlobalData, Sky Sports, Forbes, Women's Sport x BBC Sport, October 2023, The Athletic.



WOMEN IN SPORTS

Highest-Attended Women’'s Soccer Matches Worldwide as of August 2023
|
|

Barcelona vs Wolfsburg (Camp Nou, April 2022) 91,648
Urited States vs China (Rose Bow, Juiy 1999) - | 0. 185
. England vs Germany (Wembley Stadium, July 2022) | 7. 192
Attendance figures for soccer globally have been
continuously broken in recent years. England vs Brazil (Wembley Stadium, April2023) | R, <3, 132
United States vs Japan (Wembley Stadium, August 2012) - | R, 0. 203
13 of the highest-attended women's soccer matches
W SRR e England vs Germany (ermbey Stacium Novernoer 2019) | 7 7. 765
were more recently during the Women's World Cup in Chelsea vs Manchester United (Wembley Stadium, May 2023) 77,390
et s Australia vs Denmark (Stadium Australia, August 2023) - [ /5. 754
Two of the top-niost attended matches were at the Australia v Ireland (Stadium Australia, Juty 2022) | 5. 754
club level, both taking place in Camp Nou, Barcelona Australa vs England (Stadium Austrati, August 2023) | 7 5. 754

Of the highest attended matches, five were at the England vs Colombia (Stadium Australia, August 2023) || 75.784

club level. Arsenal and Barcelona are two clubs who

in 2022.

: Great Britain vs Brazil (Wembley Stadium, July 2012) 70,584
have generated record attendance at their home
France vs Japan (Wembley Stadium, August 2012) 61,482

Atlético Madrid vs Barcelona (Metropolitano Stadium, March 2019) _60,739
Arsenal vs Wolfsburg (Emirates Stadium, May 2023) [ R 60.063

R 1 7 Umted States vs Netherlands (Parc Olymplque Lyonnals JuIy 201 9) 57;900
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WOMEN NS PORES

[Lall

VIEWERS OF THE WOMEN'S
WORLD CUP THAT DID NOT
WATCH THE MEN'S

VIEWERS IN CHINA WHO
WATCHED ENGLAND VS CHINA

120

VIEWERS OF ENGLAND VS SPAIN

— SECOND MOST WATCHED BBC

BROADCAST IN 2023 AFTER THE
CORONATION

VIEWERS OF USWNT VS
NETHERLANDS - THE MOST
WATCHED WWC GROUP
STAGE MATCH IN THE U.S.

Source: FIFA; Global Data; Brand Finance; BBC

WONEN'S WORLD GUP BY THE NUMBERS

1100

2023 PRIZE MONEY -
OVER 3X THE 2019 FUND

1960

ATTENDEES - UP
1.1M FROM 2019

12%

INCREASE IN AVERAGE
MATCH ATTENDANCE
FROM 2019

VIEWERS THROUGHOUT THE
TOURNAMENT ON MENA
BROADCASTER BEIN SPORTS

S1350

EXPECTED VALUE OF THE
MATILDAS, MAKING IT THE
MOST VALUABLE SPORTS

TEAM IN AUSTRALIA

L3

PEAK AUDIENCE DURING TF
FINAL — THE HIGHEST-EVE

AUDIENCE FOR WOMEN'S

SOCCERIN THE UK

4
3
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WOMEN IN SPORTS

FRANCE, SPAIN AND SWITZERLAND SAW
THEIR SOCIAL FOLLOWING SKYROCKET
AN AVERAGE OF 97%, SPURRED BY THE

TEAMS' ON PITCH PERFORMANCE
, 1056
f“ equipedefrancef ¢

New fans flc?cked to social media to follow their new-found favorite national teams and WOMEN'S wORLD CUP W,v,\\,/G ACROSS 1317 360K 99
?th!e_tes. This plethora of new followers provides an even larger platform for teams, F\;CﬁH IN THEIR TOTAL F(i/lt—'cgo s LEADING @ £ Foloves Folowing
individuals and ultimately brand partners, who in turn are going to generate greater value GRO MEDIA IN U= W | Eoube deFrance féminine in
off the back of this growth. AND DU U | | © cwiecetancer
‘ ,"l fggtrzg/t/eéff;’f/ de I'Equipe de France féminine d
: ai e ® / See Tfanslat/o,l,erSdetreB/eues e de

x
/
fifanomensworldeup & I

/
[

5638 14M 937 & § Y KN g

NATI
Posts  Followers Follow ng | ToN'S (... CdM2023
ues

@ I-fff CO/3RxtbKr and 1 more

Growth in National Team Social Followers
EURO 2022

(2022 - 2023) g .
_ e { . - s -y 1 ' \/7 .F\FA\Nomen‘s\Nor\dCuD
\ \ ® fifawomensworldcup

ris \eague
S 1 of the #FFANWC. 4

147% —r = = N . The official accoun e
142% 9 = 4 . e Y ” 4 B ) . i N ¢
; P e —— 2 plusfifa.com and 110 2330 L
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166%
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RNy & &S © & f&* F & HIS
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/

Source: GlobalData, Blinkfire for Twitter, Facebook, Instagram, TikTok
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EEESVIEN IN SPORTS

INDIVIDUAL PLAYERS ALSO SAW STRONG SOGIAL GAINS

Australia's Mary Fowler saw the largest percentage growth on social, adding over 270K new followers. Switzerland's Alisha

384 16.3M 252 TS | Lemann boasted 22.9M followers across social media pre-tournament, but expanded this further during the tournament by
Posts  Followers Following an additional 2. 7M.

alishalehmann7 ¢

Alisha Lehmann

@ alishalehmann?

Athlete

Made in Switzerland E2 BE BRAVE

&, @avwfcofficial @swissnatiwomen
4. @drinkprime @adidasfootball... more

2 linktr.ee/alishalehmann?7

Following v Message

HH

ALISHA LEHVMANN

Social Media % Growth (June — August)

487%

384%
337%
288%
165%
o i 49% 44%
i % ‘ e : o (4 39% 36%
\=/ 23% 13% 12% 12%
\ O > 2 @ \O Q> O 2 N « Q & % Q
\ ® &\O{\ Q}o@ ?\O’\/ Q}\\\g} Q}\,D(\ (5\0@6 {(/@& é\orb {Q\@ o O(\’\/ 5@({\ \3&@\@ x @@(\
> Q 3

\ o S Q> < @ o @fi@ 5 < ) @ o %

— X o & 5° > 3 ) - ) i

Co(b %O ?‘ ?\
i ‘Source: Blinkfire Analytics, Total followers across Instagram, Twitter, Facebook, and TikTok.; As of September 2023 E N D E A\/O R ANALYTI CS



WOMEN IN SPORTS

INGREASED INTERESI LED T0 POSITIVE
LHEEGTS FOR PARTNIERS ERC

Throughout the Women's World Cup, partners saw strong increases across key 4
brand health metrics among those interested in the WWC compared to the general 2 | J
population in the United States. Coca-Cola saw the biggest increases in brand | ,
health metrics, particularly in value, quality, and reputation.

Increase in Net Positive Score

7.2

Impression Quality Value Reputation Recommend Ad Awareness  Consideration Purchase Intent

Read As: Women's World Cup partners saw an average increase of 2.7 points in Impression among those interested in the
Women's World Cup versus the general population

Source: YouGov Brandindex, 7/1-8/31/2023, Interested in Women's World Cup (T2), Visa, Coca-Cola, Hyundai, Qatar Airways, Booking.com, McDonald's, Budweiser » E N D E A\/O R ANALYTI CS 0.7




WOMEN IN SPORTS

H
USUNT U3 USMNT EAN GONPARISON Y

Getting the advertising message correct is important, and men's and women's sports fans
want different things from sponsors.

/
—

OF USWNT VIEWERS....

N

By Sy
Y

Y %

“
\’

\

LIKE WHEN COMPANIES LIKE WHEN BRANDS ARE WISH THEY COULD SEE H b |
HAVE A MORAL MESSAGE WILLING TO GET INVOLVED MORE ADVERTISEMENTS vad . |
IN SOCIAL ISSUES WITH FAMILIES LIKE THEIRS I ]

j*

HIGHER THAN USMNT HIGHER THAN USMNT HIGHER THAN USMNT L | ‘[
VIEWERS VIEWERS VIEWERS I —

.’j

'j

PARTNERSHIP WITH 2"(
GENERATED AN UPLIFT IN 1
POSITIVE INTERACTIONS: V’S A @ . - ‘ r\ |
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WOMEN IN SPORTS

HE MONEY IS STARTING T0 Al

TOTAL REVENUE GENERATED AT

THE 2023 WOMEN'S WORLD CUP —
: THE HIGHEST EVER GENERATED AT
THE TOURNAMENT

Investment in women's soccer in Europe has continued to rise,

with post-Covid recovery in 2022. £1BN
World Cup and Euros years have generated the greatest

sponsorship value to-date. 5_ EXPECTED REVENUE

GENERATED BY BRITISH
WOMEN'S SPORTS BY 2030

Deal Value in Women's Soccer Europe
(By Deal Start Year)

\

YN P

.
AN

L

2018 20 9%

*Represents WWC year E

Source: FIFA; Global Data;

0%

WOMEN'S SPORTS
SPONSORSHIP YEAR-OVER-
YEAR GROWTH IN 2022

$15.00

AVERAGE ANNUAL VALUE OF
EACH PARTNERSHIP LINKED TO
THE 2023 WOMEN'S WORLD CUP

$307IN

2023 WOMEN'S WORLD
CUP TOTAL ANNUAL
SPONSOR VALUE

00K

POTENTIAL ANNUAL PAY
INCREASE FOR TOP MATILDAS
PLAYERS FROM A NEW DEAL
WITH FOOTBALL AUSTRALIA




WOMEN IN SPORTS

[HE VALUE OF FENTALE ATRIETES

Investment in female athletes increased 49% between 2017 and 2022. From 2021 to 2022 alone,

deals with female athletes increased by 18%.

Athletes within cricket (600%), gymnastics (400%), soccer (343%), and basketball (300%) have
seen a significant rise in overall investment over the past five years.

Naomi Osaka
Coco Gauff 12.7
Emma Raducanu 12.7
Katie Ledecky -8.2
Simone Biles 8.0
lga Swiatek 6.9
Alex Morgan -6. 1
Petra Kvitova 5.7
PV sindhu N 5.4
Leylah Fernandez 4.6
Ashleigh Barty 4.5
Shelly-Ann Fraser-Pryce 4.1

Jessica Korda 3.8

Megan Rapinoe 3.6

Nelly Korda 3.4
Eugenie Bouchard 3.0
In Gee Chun -2.8
Eileen Feng Gu 2.5
Belinda Bencic 2.3
Sam Kerr ' 1.7

Tennis | Soccer [ Swimming

Source: GlobalData; SponsorUnited

Top Athletes by Total Deal Value ($M)

(Active Deals as of Aug 2023)

B Golf

87.7

ALE ATHLETES, ONLY 3 OF

TEAM SPORTS —
QM | SPORTS, SUCH

SHOWCASING HOW = HAVE BEEN DELIVERING

NNIS AND GOL : TS
AS TgTRO NGER PARITY TO MEN'S SPOR

OF THE TOP 20 FEM
THEM ARE FR

Gymnastics [ Badminton [ Track & Field Skiing

188%

GROWTH IN THE # OF
FEMALE ATHLETE

DEALS SINCE 2012

1%

AVERAGE ANNUAL GROWTH
IN # OF FEMALE ATHLETE
DEALS SINCE 2012

ENDEAVOR ANALYTICS 31
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~ THEVALOE OF FEMALE ATHLETES i

£ Not only do tennis players dominate in endorsement values, but the overall sport generates the
_____most deals for female athletes (67%). Individual sports continue to beat out team sports, =
accounting for 89% of female athlete deals. ;

e Athlete Deals Breakdown by Sport o

3.9%
—‘ 10.3%

4.1%

® Tennis
Soccer

® Golf
Gymnastics
Swimming
Misc

'
;..,f 7

&

P

4
-+
-

% Growth in Number of Athlete Deals (2017-2022)
600%

COMES TO
AVOID WHEN IT _
o THINK THE MAIN THING TOPUTTING Us IN ONE CATEGORY.

PARTNERING WITH ATHLETES IS o ACKGROUND.
WE ARE SO MULTIDI NALITY, BUT
UPBRINGING,

NCES WIL H
AUDIEALLOW ATHLETES TO EXPRESS W

_;7zZY HARRISON

Cricket Gymnastics Soccer Basketball Mixed Martial Arts Swimming Tennis Golf Badminton Athletics

Source: GlobalData; SponsorUnited E N D E A\/ORAANALYTI CS 3 2



WONMENZINESRORTES

NIL 1S WORKING FOR FEMALE ATHLETES

While NIL was once thought to inevitably hurt collegiate sports, female athletes are flourishing in the NIL market.
Women athletes’ social engagement rates are surpassing male athletes, indicating that the NIL power of female

10.0% 10.2% ih | L%

SOFTBALL BASEBALL WOMEN'S BASKETBALL MEN'S BASKETBALL
TOTAL ENGAGEMENT% TOTAL ENGAGEMENT% TOTAL ENGAGEMENT% TOTAL ENGAGEMENT%

W0.6% L% 3%  10.2%

WOMEN'S SOCCER MEN'S SOCCER WOMEN'S GOLF MEN'S GOLF ,;

[0P GATEGORIES

By deal count*

FEMALE SPORTS

1. APPAREL & ACCESSORIES

2. CONSUMER PRODUCTS

3. TECHNOLOGY

4. RETAIL

5. BEVERAGE - NON-ALCOHOLIC
6. QSR

7. FOOD PRODUCTS

8. FINANCIAL

9. LEISURE & RECREATION

1

0.

TYPICALLY A MALE ORIENTED CATEGORY,
AUTO CRACKS THE TOP 10 FOR FEMALE
ATHLETE NIL DEALS BUT NOT FOR
MALE ATHLETES

i |

MALE SPORTS

TOTAL ENGAGEMENT% TOTAL ENGAGEMENT% TOTAL ENGAGEMENT% TOTAL ENGAGEMENT% ; k. 1. APPAREL & ACCESSORIES
¥ b, 2 BEVERAGE — NON-ALCOHOLIC
3 RETAIL
4. QSR
M OST Acr’ VE SP OR Ts 5. LEISURE & RECREATION
By deal count* 6 TECHNOLOGY
7 FOOD PRODUCTS
1. FOOTBALL 6. WOMEN'S GYMNASTICS 8. FINANCIAL
2. MEN'S BASKETBALL 7. TRACK & FIELD 9. HOTEL, RESTAURANT, LEISURE
3. WOMEN'S BASKETBALL 8. HIGH SCHOOL ATHLETES 1 GOt e ar e E i
4. SOFTBALL 9. WOMEN'S VOLLEYBALL
5. BASEBALL ]

0. WOMEN'S SOCCER | — | -

*Based on over 2,000 deals in 2021/22 in the SponsorUnited database
Sources: Blinkfire, ESPN, Nielsen, MVP, SponsorUnited



WOMEN IN SPORTS

LYY DUNNE

HIGHEST RANKED WOMAN ON ON3’'S NIL
RANKING (BEHIND ONLY BRONNY JAMES &
SHEDEUR SANDERS)

Wl 12N

NIL VALUATION FOLLOWERS
ACCORDING TO ON3 ON SOCIAL

THE LIVVY FUND:
e Supporting LSU female athletes

Educate female athletes on
marketing partnerships

Fund will place emphasis on
equitable access to deals & funds

JORIT
wWITH THE MA
GOLLECTIVE PAYOUTS

PORTS
GO’NNWIDE, IT'S VITAL FOR

ASE AND -
pU
SSES TO HEL
BUSINE £ TUNITIES F(?’R

BAYOU TRADITIONS
FOUNDER CARLOS
SPAHT SAID

HE QUEENS OF THE NI

SECOND HIGHEST RANKED WOMAN ON
ON3'S NIL RANKING (OVERALL RANK #7)

Sm 5om

NIL VALUATION FOLLOWERS
ACCORDING TO ON3 ON SOCIAL

NIL FOR GOOD:

e Angel C Reese Foundation:

« Empowering women
through sports, education
and financial literacy

e Alma Mater Tuition Donation

« Donated an entire year's |
tuition for her high school's -

women's basketball team
é(

e Backto School Giveback
Block Party

« Block party at her alma
mater

« Gave away school supplies
backpacks, food & persor;
hygiene items

GAITLIN GLARK

RANKED #4 FOR WOMEN'S NIL
ACCORDING TO ONS3

ek LI

NIL VALUATION FOLLOWERS
ACCORDING TO ON3 ON SOCIAL

IMPACT OFF THE COURT:

e Coralville Community Food Pantry .,
« One of her largest deals '
that she doesn't get paid for

. Raised over $22K

A WANT MY LEGACY TO

BE THE IMPACT THAT cf
CAN HAVE ON fé‘é’;,_ .

E
KIDS AND TH _
|N THE STATE OF IOWA

CAITLIN CLARK

MISSED THE ENTIRE 2022-2023 SEASON BUT
THAT HASN'T SLOWED HER NIL MOMENTUM

UK 16N

NIL VALUATION FOLLOWERS
ACCORDING TO ON3 ON SOCIAL

NOTABLE DEALS DURING HER INJURY:

Ibotta
Nike
GoArmy

=~ “‘:.
E %

*3

Leaf Trading Cards

ALWAYS GIVING BACK:

e Husky Harvest Food Pantry:

« Chegg & Paige teamed up to
donate $50k to the UConn
community food bank

o Partnered with Dunkin' to S
contribute $15k to the food :
pantry

28D AVOR
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WOMEN IN SPORTS
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Ally announced in 2022 a commitment to reach equal

media spend across men's & women's sports within 5

Vi
\\\\\\ 1y
’y
T

years. Here's just a few ways they've acted on that pledge:

il

ATTENDANCE EARNED MEDIA REACH TOTAL SOCIAL MEDIA FOLLOWING
Features: Features: Roster:
« $150,000 NIL Fund set up by « Increased media spend with CBS « AliKrieger e Merritt Mathias
Charlotte Sports Foundation to move the 2022 NWSL « Ashlyn Harris « Michelle Cooper
- Gifting Suites for players the Championship to prime time « DejaKelly . Nnekg Ogwumike
niaht before e Jersey sleeve patch for every « Jess lLong e Sophia Chang
J team o Julie Foudy o Sophia Smith
« Player Impact Focus Program - « Kasey Choma
portion of the sponsorship fees
will go directly to NWSL players
AND SO MANY MORE....

ACC

ally

SR e e 4 ENDEAVOR ANALYTICS 36




WOMEN IN SPORTS

bASE STUDY: ARSENAL AND STELLA MEGARNEY

A first in women's soccer in the UK, Arsenal, adidas and Stella McCartney collaborated for the first ever
individual women's kit launch ahead of the 2023/24 WSL season.

The eight-piece collection launched on Arsenal’s shop sold out shortly after the drop across both men's
and women's fits.

166  L3LON

EARNED MEDIA REACH IN TOTAL ENGAGEMENTS ACROSS
WEEK OF LAUNCH FACEBOOK, INSTAGRAM, TWITTER &
TIKTOK FROM OWNED POSTS
RELATED TO LAUNCH
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~ i - ;;‘.'\dd" A
s e

- Y

4/ pmirates |
/| HLYBETTER

d 4 H
Y ey

\:
Do PN
MY S NI e 3
g RS S g LS
« . \' i !

~a

AR
4 ‘._h,w. “ i Y
& m.‘h Ty Sl ';”,,' '

°
®
®00e® °
0®00 °
® o [ ]
° ° °

Source: Infegy, Meltwater (09/22/23 - 10/06/23) I ENDEAVOR"A N ALYTICS 37
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WOMEN IN SPORTS

. ;

Women's sports have historically stayed away from traditionally "female-focused” ‘ /fj;‘{ nb
categories like skincare, haircare, and makeup. 2023 has changed that trend, however, ' ;,‘;?? 5‘;‘ M I E I—I—E WNEBA URBAN DECAY

with over a dozen leagues and teams signing new personal care sponsorships.

THE WNBA SIGNED MIELLE AS THE LOS ANGELES SPARKS
THEIR "OFFICIAL TEXTURED HAIR SIGNED URBAN DECAY AS THEIR
CARE PARTNER" OF THE LEAGUE “OFFICIAL BEAUTY PARTNER"
'AS A BRAND THAT'S REﬁ’ELY
| OOKING TO SERVE -’l\-lD -
UNDERSERVED, | FOU OCTOBER 2023

| LING FORUS TO

WA

AR HiEnRD
ARMIELLE Sy NY=

_OMARGOFF’ E PROIFESSION AIL Mo X E U
L
PRESIDENT OF MIEL MIELLE ALSO SIGNED A PARTNERSHIP NYX LAUNCHED ITS FIRST EVER
WITH HOWARD UNIVERSITY'S SPORTS SPONSORSHIP WITH THE
SWIMMING AND DIVING TEAM NEW YORK LIBERTY AS THEIR

“OFFICIAL MAKEUP PARTNER"

2N -
'/4/;0‘\\\“*"////,’ p)

X 9%
Az \
> |

& RIASTIL  (EL
LABORATORIO DERMATOLOGICO W

FC BARCELONA'S WOMEN'S SOCCER AND
BASKETBALL TEAMS SIGNED RILASTIL TO BE
THEIR "OFFICIAL SKIN CARE & SUN
PROTECTION PARTNER"

ENDEAVOR ANALYTICS 39
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Female athletes have also been leaning into the personal D -
care category, with several major deals being signed in
the past couple of years.
f Neutrogena
IN SEPTEMBER 2023, OLYMPIC
RUNNER SYDNEY-MCLAUGHLIN-
LOVRONE BECAME NEUTROGENA'S
o’ FIRST ATHLETE AMBASSADOR
- - N
3 B
A }
-
. |
" BBOR
‘; I ‘, 33
h
4 = \.\Q e -
SS e Y\culﬂ!—’aw'} —
N AUGUST 2-\—\_\ CHICAZ= “LER -
NERED WHEL S aUNCH P
CL' N | QU E Ppi\;—f( v ARR‘S%NA—\‘—(E UP pRODUC am
: OF —
I N SET
N DECEMBER 2022, CLINIQUE oW

PARTNERED WITH

UNION STAR HOLLY

Al
LAUNGHED THE oih TCHISON AND
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UBJEGT MATTER ERPERIS
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REBECCA HENDEL
VICE PRESIDENT, VALUATION, ENDEAVOR ANALYTICS

Rebecca Hendel has over 10+ years of
sponsorship valuation experience. Since
joining the Endeavor Analytics Sponsorship
Valuation team in 2018, she has
spearheaded a wide variety of valuation
work on the brand and property side,
including ongoing work for MLB, Ford,
Marriott, and DP World, as well as naming
rights and jersey patch analyses for Inter
Miami, St. Louis Cardinals, Brooklyn Nets,
Angel City FC, and Inter Milan. She has also
worked extensively on international
projects, such as with Etihad, AELTC, HSBC
Women's World Championship, The
Pyramids at Giza, and MetLife Dome.

FOR MORE INFORMATION, PLEASE EMAIL RHENDEL@ENDEAVORCO.COM

AMY PAINTER
SENIOR ANALYST, ENDEAVOR ANALYTICS

Amy Painter has 6 years of experience
working in insights and analytics, both
brand and property side. She joined
Endeavor Analytics in 2022 and has since
worked across projects including AELTC,
SailGP, Marriott, PUMA and EA Sports. In
her time at Endeavor, Amy has continuously
championed equality through involvement
in Employee Resource Groups such as
Women of Endeavor, as well as supporting
other diversity and inclusion initiatives.

ENDEAVOR ANALYTICS
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