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So little is known about the women’s sports market. 
Often, marketing decisions are made based on 
assumptions, rather than evidence. The purpose of 
the Game Changers research programme is to build 
that evidence, and understand how brands can 
benefit from investing in Women’s sport.

With a particular emphasis around the 2019 FIFA 
Women’s World Cup, we have a host of innovative 
research techniques lined up to explore, compare, 
understand, ask and track the perceptions, thoughts 
and opinions of marketing around Women’s sport. 

This report is focused on the fans

Who are they? 

Why do they follow Women’s 
football? 

What do they want from brands?
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Methodology

Quantitative survey

A survey of 2,000 British people was 
conducted before the 2019 FIFA 
Women’s World Cup and again at 
the close of the tournament. The 
survey data contained within this 
report is from the fieldwork before the 
tournament (May 2019).

Social media conversation 

analysis

Conversation data was collected 
throughout the tournament, including 
tracking of mentions and analysis of 
brand audience.

Online community & Whatsapp

diaries

A qualitative panel of 12 online 
participants, with spontaneous and 
promoted discussions around the 
Women’s World Cup and Women’s 
football in general. 
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Game Changers survey n=2,000
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The 2019 FIFA Women’s World Cup is proving a hit with UK audiences, 

with BBC reach up 80% on 2015’s tournament

12 million
Brits say they’re interested in 

Women’s football

The Quarter Final vs Norway, and Semi-Final vs USA drew a bigger TV audience than the 
Men’s FA Cup Final, just a few months earlier.

It’s no secret that Women’s football is on the 

rise. As the Lionesses have progressed 
through the 2019 tournament, more and 
more businesses and advertisers are getting 
involved. A perfect example of FOMO (fear 
of missing out) in full effect. And they’re not 
wrong! Brands are seeing the financial 
benefits of engaging with the tournament 
and it’s fans.

However, this begs the question …

…Who are the fans of Women's football? 
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”

There’s a misconception as to who these fans are…

MediaCom Game Changers survey n=2,000

In contrast to public perceptions, the majority of women’s football fans are men.

We asked the UK public to describe the type of person they think is a fan of Women’s 
football. A majority 76% of people thought that women’s football fans are women 
themselves, but the evidence suggests the opposite.

76% 21% 36% 64% 

What people think… What the research shows…

Who are the fans of Women’s football?

Gender

And it’s not just gender. People perceive the fans to be city-based millennials. 

However, the research suggest the age and geographical distribution is more in-line with the 
UK population.

34%
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What people think... What the research shows… The UK population
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What the research shows…

What people think…
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“
We noticed a good balance between men and women at the stadium. We met quite a 

few French men who’d just gone along by themselves.
Spectator in the stadium, England vs Japan
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MediaCom Game Changers survey n=2,000

Men are drawn to Women’s sport for the same reasons they engage 
with the Men’s equivalent

Competitiveness & shared values

High levels of skill

It’s a part of life & British culture

Simply a love of all football

Both women's and men's football encapsulates 
teamwork, sporting prowess and sporting 

achievement which is enjoyable to observe
Male, 25-34, East Midlands

My interest comes down to my childhood. I have always loved football - to both play and watch 
it. I like to follow women's football as there is some amazing talent which is going un noticed.

Male, 25-34, North West

I like the competition, I like the skills and I love 
watching goals, I am getting into the women's 

football more now as the competition, skill
and speed of the game is really improving

Male, 35-44, Yorkshire

But the attraction to Men’s and Women’s football does have some 
differences…

For football in particular, there are 4 key similarities:

Men’s football is currently more sociable. 
It’s about shared moments with friends & family

The fair-play and sportsmanship is 
appreciated in the Women’s game

What is it that you like 

about Men's football?

What is it that you like 

about Women's football?

Love the atmosphere watching the game and 
the banter you can have with fellow supporters.

Male, 35-44, North West

Going to matches with friends and family
Male, 25-34, West Midlands

Supporting a team with others & getting to invite 
friends over to watch the game or go pub.

Male, 25-34, South East

The lack of gymnastics at the slightest touch 
and the overall game is played as it should 

be, in my opinion.
Male, 25-34, East Midlands

the women don't dive looking for free kicks
Male, 65-74, North West

…less violent and more focused than the 
male version. The men should have 

categories for best dive and best actor.  The 
women's game is more dynamic and 

watchable.
Male, 55-64, South East

Vs.
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And it’s not just football, men are more likely to be fans of a range of 
Women’s sports…

67%
63%

59% 57%
53% 52% 52%

48% 48%

38%
33%

37%
41% 43%

47% 48% 48%
52% 52%

62%

Cricket Golf Rugby Netball Boxing Hockey Athletics Tennis Cycling Swimming

% Male Fans % Female Fans

Who are the fans of other Women’s sports?

The fans act as advocates of the game, passing their interests on to their children

Only Women’s tennis, cycling and swimming have a higher proportion of female fans.

”“
Sport is sport it doesn't matter who is playing when they are elite level athletes. 

Male, 35-44, South East

48%

45%

36%

Women’s football fans

Men’s football fans

Non-fans

% who currently take part 

in sport/physical activity

% of parents who have 
children interested in 

Women’s football

50%

31%

12%
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So why do people get it so wrong?

Fans of Women’s football admit that they don’t talk 
about the sport in the same way they would about the 
men’s. There’s several possible explanations for this;

1. Along with the general public, they think women 
watch Women’s football. They don’t believe their 
friends, who they’d discuss the men’s game with, are 
also watching the Women’s games. 

2. There’s a stigma attached to being a fan of women’s 
sport, and the laddish culture of male football can 
be a hostile environment to bring up conversations 
around the Women’s game.

3. A perceived lack of interest. Women’s sport has been 
covered by the media so sparingly over past 
decades that people presume that others are not 
interested.

Lack of conversation!

This has a negative impact on the 
advertising and media industry

Advertising execs are humans too. They have the same 
pre-conceptions as the rest of us and it’s not entirely their 
fault. There’s a lack of research into the audiences of 
Women’s sport – who they are, how they engage etc. 
But without the relevant research, advertising 
campaigns either lack focus, or target the wrong 
audience entirely. 

The advert that we instantly noticed that really 
bothered us was the car advert on the hoarding around 

the pitch which had a pink car on. It stood out as 
something that wouldn’t be shown at a men’s game. 
We felt like they were assuming a) only women were 

watching, and b) women only like pink cars

We like the adverts that look like the one’s that 
would be shown at the Men’s World Cup. 

Spectator in the stadium, England vs Japan

The vast majority of people think women watch 
women’s sport. But why is this?

”
“
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n=2,000/Brandwatch/Online Community

What does this mean for brands and 
advertisers?

Women’s sport is an opportunity for brands to start a conversation

2019 looks to be the pivotal moment the Women’s game has been waiting for. Brands need to 
help the sport overcome stigmas, dispel the myths and simply, get people talking!

14%

15%

16%

23%

24%

27%

28%

36%

37%

Sports magazines

I listen out for news on the radio

The website of my club

Women's Super League website

FIFA website

The sports section of newspapers

Social media

I look out for women's football news on TV

General/other sports news websites

Where do you look for news or information on women’s football?

I haven't found a space 
online yet to chat about 

women's football

The lack of discussion around this World Cup compared to 
the men’s last year is shocking. A lot of the male sports still 

continue dominate the back pages even when such a 
huge event in the women’s game is taking ”

“

Half a million people were talking about the WWC on Twitter the day after England’s exit
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Fans have a higher affinity towards audio-based media, with podcasts a 
growing opportunity for brands to get involved
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talkSPORT followers’ conversations around podcasts is growing
Twitter July 18 - May 19

Average

Exponential trendline

Guardian Football Weekly podcast has been good for Women's football as they'll often 
have correspondents on the show that know a lot about the women's game

Online community participant ”“

Fans prefer quality content over mass reach and a broad appeal. It’s important that they 
feel the brand is as passionate about the game as they are, and not just jumping on the
bandwagon.

MediaCom Game Changers survey 

n=2,000/Brandwatch
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Brands which have taken that leap into Women’s football are quick to 
realise the impact they’re having…

talkSPORT generating Women's World Cup conversations on Twitter

May June July

800

200

World Cup Kick-Off

England’s exit vs USA

I’ve been the first person to take the mick out of women’s football in the past. I’ve
never watched it before, but the first two games have impressed me. They play with 

real passion and pride. They’ve changed my mind.
talkSPORT Listener ”“

…and the benefits to their brand overall

500

According to YouGov Brand Index, home nations team sponsors, 

Boots, saw a statistically significant ad awareness

increase by 7% throughout the tournament. 

A huge achievement for such a prominent brand.

talkSPORT’s conversation made them the 
7th most talked about brand online 
throughout the tournament, in amongst
the highest spending advertisers and
sponsors.

1. Visa

2. Hyundai

3. Nike

4. Qatar Airways

5. Budweiser

6. Adidas

Most talked about brands on Twitter throughout the tournament

Despite this, brands were involved in only 4% of Women’s World Cup conversations on 
social media. 

Those that did get involved saw high levels of engagement. talkSPORT’s Twitter page 
earned an increase of 21,000 followers throughout the tournament.
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Here’s a list of our top 3 take-outs:

1

2

3

Do your research

We all make assumptions from time to time, but when 

it comes to key business decisions, don’t let your 

assumptions become the better of you. Make sure you 

understand your audiences; who you want to target, 

and where to find them. They may not be where you 

think!

Start a conversation

Conversations are key when barriers to engagement 

are either misconceptions, stigmas or perceived lack 

of interest. It’s not always about the most expensive TV 

creative or reaching 99% of the population. 

Sometimes, simple conversation can change 

perceptions in a powerful and authentic way.

Quality content on quality media

If an audience is passionate about something, such as 

Women’s football, they expect the same from any 

brands trying to get involved.  Brands that go the 

extra mile to ensure their content is of the highest 

quality, and not a quick solution to jump on the 

bandwagon, are very much appreciated.

Don’t have time to read the whole report?
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What’s next with Game Changers?

Later this Summer…

Changing Perceptions
How have perceptions towards Women’s football 

changed after the Women’s World Cup? 

An experiment will reveal the implicit perceptions 

people may have around Women’s sport. We will 

be releasing a report detailing what impact the 

tournament, and brand activations, have had on 

these perceptions.

Brands: How to Get it Right
Which brands stood out the most?

Exploring opinions and reaction to the campaigns 

surrounding this year’s tournament.

A Universal Language: Part 2
In Part 1 we revealed significant differences in the

way Women’s football is reported in the media 

compared to the Men’s. We will be testing what 

impact, if any, these differences have on 

perceptions and audiences.

All reports will be published on the website:

www.game-changers.online

We will also be hosting an event, with research 

findings and panel discussions looking at what’s 

next for Women’s sport. Please get in touch for 

details.

http://www.game-changers.online/
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Appendix

When citing this report please include the following 
partners:
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Natalie.Delahunty@mediacom.com


