


INTRODUCTION

Between 2020 and 2021, a report published by Leaders in Sport and Sky
Sports found that one-fifth of UK adults increased their following of
women’s sports, with 68% citing increased coverage and quality of
coverage prompting them to do so.

The growth of women'’s sports is a global phenomenon. In April 2022, the FC
Barcelona women’s team broke its own European record for women’s
football match attendance with 91,600 fans turning out to watch its 5-1
victory over Wolfsburg in the Women’s Champions League. Its previous
attendance record of 91,553 was set just a month before.

However, there is still work to be done. There is a wealth of untapped
opportunities to raise the visibility of female athletes and realize the
commercial potential of women's sport through sponsorship and

fan engagement.

This report contains insights from a Grabyo webinar hosted in April 2022,
and explores various strategies for using digital content and authentic
storytelling for rights holders, brands, federations, leagues, clubs and
athletes across both men’s and women's sport to support the growth of the
entire women's sporting ecosystem.

FOLLOW



Focusing on athlete-led content provides a depth of more human, relatable stories
that drives increased engagement on social media platforms, Brand partners and
rights holders can support female athletes in bringing these staries to life with content
creation and delivery across multiple channels.



Angel City FC is an expansion team in the National
Women's Soccer League (NWSL), an established league
founded in 2012. The club’s investors include the likes
of actresses Natalie Portman, Eva Longoria and
singer Christina Aguilera.

In October 2021, the club announced its ACFC Fan-Fueled
Player Fund, in which one percent of the net ticketing
revenue from all of Angel City's regular-season NWSL
home games is divided equally amongst each
participating player on the club’s roster.

Each player's participation in the project includes
supporting ticket sales for ACFC by marketing the
club on their own social media channels using their
platform and likeness.



This paradigm has begun to shift with more broadcasters acquiring the
media rights to top-tier competitions, such as the success of The Hundred
cricket tournament and the FA Women's Super League broadcast by the
BBC in the UK, which brought in a combined 11 million new viewers to
women’s sport in 2021, according to the broadcaster.



BUILDING AND SCALING A FANBASE






Attendees of the Grabyo webinar reported
using YouTube, Facebook, Twitter and
TikTok to engage fans with video roughly an
equal amount - highlighting the importance of
a camprehensive multi-platform strategy.

game for this type of content.




SUCCESS STORIES

Has there been a particular stand-out strategy that
has increased interest in women's sports?



The company is trusted by major rights holders and sport media
organizations across the globe, including The Premier League,
UFC, FOX Sports, MotoGP and The English Football Association (FA).

The platform has strategic partnerships across OTT, social media
and broadcast including Twitter, Facebook, YouTube, Instagram,
TikTok, Twitch and Snap. In 2021, Grabyo partners created over
1 million clips and 25,000 live broadcasts, generating more than
19 billion video views.

WATCH THE WEBINAR FIND OUT MORE


https://vimeo.com/704151710?utm_source=report_download&utm_medium=report&utm_campaign=Women%27s+sport+report+2022&utm_id=Women%27s+sport+report+2022
https://about.grabyo.com/us/?utm_source=report_download&utm_medium=report&utm_campaign=Women%27s+sport+report+2022&utm_id=Women%27s+sport+report+2022



