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AT SPORTBIBLE AUSTRALIA WE KNOW
SPORTS FANS

WE LISTEN TO THEM AND AMPLIFY
THEIR VOIGE THROUGH OUR GONTENT

THEY'RE DEDICATED, PASSIONATE AND
WANT TO DIVE DEEP, GETTING TO KNOW
THEIR TEAMS AND PLAYERS INTIMATELY

WHEN IT COMES TO BRANDS GETTING
INVOLVED IN THE GAME, AUSSIES FANS
VALUE GOOD GONTENT ABOVE ALL ELSE.

THE KEY TO GOOD SPORT CONTENT?
START BY FIRST UNDERSTANDING THE
AUSSIE SPORTS FAN

SENIOR SPORTS JOURNALIST,
SPORTBIBLE AUSTRALIA

THE INSIGHTS PRESENTED IN THESE STUDIES
ARE DERIVED FROM A DEDICATED GROUP OF
400 AUSTRALIANS.

UNDERSTANDING THE AUSTRALIAN SPORTS FAN 3.0
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INTRODUGING
FADNATION

POWERED BY THE WORLD'S LARGEST SOCIAL
PUBLISHERS, LADNATION IS OUR PUBLIC
RESEARGH AGENCY UNCOVERING AUDIENGE-LED,
ACTIONABLE INSIGHTS INTO THE SOCIAL
GENERATION.

FIRST PARTY

ngggmha DATA & WEBSITE
TAGGING

SURVEY/PANEL
DATA
AT

ANALYSIS
h® |/ 4
INSIGHTS DERIVED EROM

SURVEY AND BEHAVIOURAL DATA'USING
OUR SOCIAL AND'YOUTH SPECGIALISIV

ENGAGEMENT DATA
OF OUR SOCIAL
CONTENT
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GEN PO

ALL RESPONDENTS - WITH SAMPLING
SELECTED TO REPRESENT AGE/GENDER
DISTRIBUTION OF AUSTRALIA

YOUTH AUDIENGEE

ANY RESPONDENTS AGED 18 - 34 YEARS OLD

UNDERSTANDING THE AUSTRALIAN SPORTS FAN 3.0

LAD AUDIENGLE

SEEN CONTENT FROM LADBIBLE, SPORTBIBLE
OR GOODLAD IN THE PAST 3 MONTHS.
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EXEGUTIVE
SUNINIARY

OUR AUDIENGE ARE MORE OPEN TO TRYING NEW BRANDS,
MAKING THEM TREND-SETTERS PREDICTING WHERE MASS
MARKETING IS HEADING

THEY’RE HYPERCONNECTED WITH A GREATER APPETITE FOR
SOGIAL PLATFORMS, SOCIAL CONTENT AND ARE MORE OPEN TO
BRANDS & BRANDED GONTENT

THEY ENGAGE WITH A WIDER DIVERSITY OF BRANDS,
THEREFORE ARE VERY RECEPTIVE WHEN INVOLVED

THEY JUST WANT GOOD GONTENT - THE SOURCE DOESN'T
BOTHER THEM SO LONG AS THEY'RE ENTERTAINED

#5

UNDERSTANDING THE AUSTRALIAN SPORTS FAN 3.0

THEY HAVE A LUST FOR LIFE AND THEY WANT
MORE, MORE, MORE!
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LAD AUDIENCE MOSTLY RELY ON DIGITAL
9IN10 PLATFORMS FOR SPORT UPDATES

DGITAL
FIRST.

)
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AGREE THAT SOCGIAL MEDIA IS THE FIRST
=2INS3 PLAGE THEY LOOK FOR SPORTS CONTENT

== (=)

I @ \ 18-34 YEAR OLDS, ARE MORE LIKELY TO
WATCH A MAJOR SPORTING EVENT ATA
S@@”Aﬂ__‘ﬂ__‘w e FRIEND'S PLACE OR IN A PUBLIC PLACE
DRIVEN | |
u THEY ARE WATCHING MORE SPORT CONTENT

18-34 VIA SOCIAL MEDIA, STREAMING PLATFORMS

YEAR OLDS | \NDLIVE TV THAN 12 MONTHS AGO
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Dragons roster clean-out begins with
players told they can leave as Flanno
targets revealed
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FIFA World Cup 2023: Ch7 pundit slammed
for outdated Matildas commentary, NZ defy
FIFA
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The Ashes 2023: Zak Crawley repays England faith
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‘Like a school team': Pat Sport
Cummins ‘rattled’' as strange

decisions see Ashes slip away

The real story
behind Matildas

captain Sam Kerr's
injury: ‘We weren't
honest’

Viake your procduct stand out with the rnight

claims and messaging throut

ih Compointly

b

Mistakes and bad tactics

CODE SpOI’tS iS mUCh more than Qummira’ thocker leones Adhes ) ’.
nide vpesn "’ 3

your ultimate KFC SuperCoach ally

it el teee your krondede o' B 2007 you love B2 e et leve

Kooy lnjony ‘one of the most

beartbeeaking moments of i
- [}
Cautley » cacwer ¥

C ooy homrers O TaVore e

Q. On a scale of 1 to 5, how big of a sports fan would you say you are? (1 being not at all interested in sports, 3 being somewhat interested, and 5 being extremely passionate about sports)
Q. How much have you ... read about / watched / listened to anything about ... sport in the last 12 months?
Q. Which, if any, of the following have you seen, read or watched things from online in the last 3 months?
Base: All respondents (n=398) 18-34 year olds (n=138) LAD (n=72)
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SOCIAL PLATFORM
ENGAGEMENT PAST 7 DAYS

87 85

81
78 19 7 7

4 14
69 TOTAL O
SAMPLE
18-34
99 YEARS O
e O
AUDIENCE

50
42
30
21 25 26 29
22 20
14 15
' .. = . a 2 1
SOGIAL Facehook  YouTube  Instagram  TikTok  Snapchat  Twitter ~  Reddit  Twitch*  BeReal* Noneof the ahove

ENGAGENMENT

44

OF GEN Z PREFER USING TIKTOK'S
SEARGH FUNCGTION OVER GOOGLE

SIGN UPS TO THREADS
IN THE FIRST 3 DAYS

Q. Which, if any, of the following social media channels have you
used in the last 7 days? Base: All respondents (n=398) 18-34
year olds (n=138) LAD (n=72)

* Not asked in 2022. “Move Over Google. TikTok Is the Go-To
Search Engine for Gen Z”, AdWeek, Aug 2022.
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WATGH | USE  LISTEN TO
[N TTRIE PAST 7 DATS
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GAMERS GAMES STREAMING TV VIDEOD STREAMING

55 Qo S 19, 2009, =29, 49, 50-; S0, (- TV 8"7<.
WATCH SNAPCGHAT TIKTOK INSTAGRAM PLAY MUSIC VIDEO ONLINE RADIO FAGEBOOK BROADCAS
GAMERS GAMES STREAMING STREAMING VIDEOD TV
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‘It was just perfect’: the TikTok kick-off tactic sweeping European

CONSUMER -
CONVERSATION o

‘ o ‘ ' | . IS UP 20% FROWN e
@I:N]I-I_—. bag o The TTHE PREVIOUS ere—

CONVERSATIONS 1

SPORT SPARKS CONVERSATION ONLINE WITH IT 147K UNIQUE
GARNERING A HUGE AMOUNT OF MENTIONS ONLINE. AUTHORS

t was just parfect”; the TikTok kick-off tactic sweeping European football

t,s

\'«. / TikTok

g?s Tariro

I'm on TikTok watching “What your NBA teams says about you” videos to

try to see who | should go for §

- = -

3 Anthony Spiteri &
ATV .t ‘7; santhonyspite

My favourite trend on TikTok right now is NBA highlight videos setto

Cricket Twitter is on fire today thanks to

completely different music. this is a great example of why the platferm is so valuable!
You can’t have this sort of global interaction on Insta, Facebook, TikTok
Whoever decided to set a Dirk Nowitzki highlight video to Glue Song by or WhatsApp!

Beabadoobee is a genius.

M ) 3, 2023 ftrom Perth, W terh A tr 704 Viey

Source: Brandwatch, July 2021 to July 2023. Channels include Facebook, YouTube,
Twitter, Reddit, blogs, news and forums,.
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THE IMATILDA™S

GAMES -
THE MATILDAS ARE

VOLUME OF MENTIONS
DEFEATED BY

ENGLAND

THE MATILDAS
THROUGH TO QUARTER

GAME 3 - FINALS AFTER WINNING
30000 GAME1- THE MATILDAS WIN AGAINST DENMARK
THE MATILDAS WIN
AGAINST CANADA GAME 4 - GAME 6 -
AGAINST IRELAND
THE MATILDAS WIN THE MATILDAS
22500 — AGAINST FRANCE ARE DEFEATED BY
FINAL WARM-UP THE MATILDAS LOSE : IN PENALTY SWEDEN AND
GAME AGAINST : PLACE 4TH
AGAINST NIGERIA : SHOOTOUT
SQUAD FRANCE .
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S KERR

CONVERSATIONS CONVERSATIONS

Source: Brandwatch, July 2021 to July 2023. Channels include Facebook, YouTube, Twitter, Reddit, blogs, news and forums,.
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THE JATILDAS

=M 11.2M S200M

LIVE ATTENDANGE TV AUDIENGE ADDITIONAL

FUNDING

5 0

+596% +209M 1.4M
INTERAGTIONS RIEAGK VIDED VIEWS
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SPORTS THEY ARE

A BIG FAN OF

TOTAL 18-34 LAD
SAMPLE YEARS AUDIENCE

9%
e

37
gq 36

317
32
28 30 29 30 28
24 23 24
[ | | | |

IFA[N] E@M AFL Cricket Rugby League Tennis  Football/Soccer Formulal Basketball Swimming

DRIVE TO SURVIVE

P

— \ . e —
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Q. Which, if any, of the following sports would you say you are a
big fan of?

Big fan = watching, talking about or consuming content related
to sport. Base: 2023 - All respondents (n=398) 18-34 year olds
(n=138) LAD (n=72) Base: 2022 - All respondents (n=404) 18-34
year olds (n=161) LAD (n=170)

* New sports added in 2023 survey
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SPORTS THEY ARE

A CASUAL FAN OF

TOTAL O 18-34 O LAD O
SAMPLE YEARS AUDIENCE

34 o~ -
33
30
28 28
23 24 29 .
19 8 18
16 15 P 15 18 -

1l -
CASUAL e all etlall ¢

L AHafaiafic
IFA[N] E@M Basketball Swimming Formulal Golf Boxing Wrestling (WWE) Netball MMA NFL Baseball

SPORT

AUSTRALIA

2 ‘-. o s ‘ . ‘ ; ' . ' 2, - . ) i 5 . . N
H <, . ———
Yl m LIVIS GIVING OUT FREE MULLET
o . o ‘ o L )
FULLFIG IGHTS: PLAYER CAMERGNSNITH R
Q. Which, if any, of the following sports would you say you are a JAKE PAU L vs NATE DI

big fan of?
Big fan = watching, talking about or consuming content related

to sport. Base: All respondents (n=398) 18-34 year olds (n=138)
LAD (n=72)

LEBRON JAMES CLAIMS
HE "WOULD HAVE MADE
T IN THE NFL
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SPORTS FANDON « BETTING BERAVIOUR

850 YOUNG BETTERS AGREE THAT INTEREST IN A 420 OF LAD AUDIENCE ONLY BET ON
Yo SPORT IMPAGTS THEIR BETTING BEHAVIOUR Y0 SPORTS THEY ARE A BIG FAN OF

21% . 31%
BETTERS BETTERS

15%
BETTERS

Q. Which, if any, of the following sports would you say you are a big fan of?
Big fan = watching, talking about or consuming content related to sport. Base: All respondents (n=398) 18-34 year olds (n=138) LAD (n=72)
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HOW SPORTS FANS OF DIFFERENT AGE GROUPS KEEP UPDATED
WREN TRERE NoT WATGHING LIVE

NV YV

2000000000 0E

4o, BSos Yoo o 162 172 192 240, 29y 29, 31y 322 39 4o

18-34 WHATSAPP  SNAPCHAT REDDIT TXT FB RADIO APP NEWS BROADCAST SPORT YOUTUBE TIKTOK INSTAGRAM  FAGEBOOK
MESSENGER NOTIFCATIONS  ARTICLES TV APPS

KEEPING < -
URBRIED SIOIOIOICIOIOIOIGISIOIOION0

Bes S oo 10 10 13 14, 162 23 259 36 38 38 44,

3 5 - 5 4 SNAPCHAT REDDIT WHATSAPP TXT APP TIKTOK FB INSTAGRAM RADIO SPORT BROADCAST NEWS YOUTUBE  FACEBOOK
NOTIFCATIONS MESSENGER APPS v ARTIGLES

OIOICIOIOIOICICIOIOIBICIONO

O-q; y LY 224 =C 773 Bos BSos 1Ic, 1220 19 21 259, 42, 45, 65¢

55+ REDDIT TIKTOK SNAPCHAT TXT WHATSAPP  INSTAGRAM FB APP FACEBOOK  YOUTUBE SPORTS RADIO NEWS BROADCA
MESSENGER  NOTIFCATIONS APPS ARTICLES v

Q. Which of the following do you use to keep up to date when
following sport events but not watching live?

Base: Those with an interest in sports (2+) - 18-34 years (n=125) 35-54
years (n=102) 55+ years (n=108)
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Instagram

KEEPING
UR

Q. Which of the following do you use to keep up to date when
following sport events but not watching live?

Base: Those with an interest in sports (2+) - 18-34 years (n=125) 35-54
years (n=102) 55+ years (n=108)
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% CHANGE FROM 2022 FOR
LADBIBLE FANS

23%

21%
17%

9%

TikTok Facebook YouTube Sports Apps

142

MATCH CENTRE

Don’t miss ary of the action with
all the stars and hghlights
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IDEAL WAY FOR BRANDS TO INTERACT

WITH SPORTS FANS AND SPORTS EVENTS

TOTAL 18-34 LAD
SAMPLE YEARS AUDIENCE

34
L

BHAND 26

HNUE%A@TH@N% s v w0
I

Offering exclusive rewards or benefits to sports fans Sponsorship deals Advertising during sports events Online content e.g., TikTok, YouTube videos

Q. When consuming sport content, which of these interest you?
Base: Those with an interest in sport — Total sample (n=335) 18-34 year
olds (n=125) LAD (n=65)

+ UNDERSTANDING THE AUSTRALIAN SPORTS FAN 3.0

AUSTRALIA




SPONSORSHIP
DEALS +
CONIFENT

18-34 YEAR OLDS AND THE
LADBIBLE AUDIENGE, PREFER
QUALITY GONTENT OVER ANY OTHER
BRANDED INTERACTION.

Q. Which, if any, of the following sports would you say you are a big fan of?
Big fan = watching, talking about or consuming content related to sport.
Base: All respondents (n=398) 18-34 year olds (n=138) LAD (n=72)
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IMPACT OF SPONSORSHIP ON
TRUST

VERY NOT NOT LIKELY
LIKELY O LIKESE O NELTRAL O LIKELY O AT ALL ‘

A4

SPONSORSHIP 2 3
I] M IPA@T NAT REP 53 :

42

HALF OF 18-34 YEAR OLDS ARE MORE LIKELY TO
TRUST A BRAND THAT SPONSORS SPORT TEAMS OR
EVENTS AS WELL AS BEING MORE LIKELY TO USE AND
PURCHASE A BRAND BECAUSE OF ITS SPONSORSHIP 25
OR ASSOCIATION WITH TEAMS/ATHLETES. FOR THE 28
LAD AUDIENCE THE POSITIVE IMPACT OF
SPONSORSHIP IS EVEN STRONGER ON TRUST AND
PURCHASE INTENTIONS, PARTICULARLY IF ITS THEIR
FAVOURITE TEAM OR EVENT. 3 29 “

45

TRUST A BRAND THAT SPONSORS SPORTS TEAMS OR EVENTS

Q. How much more likely are you to trust a brand that sponsor sports events or teams?

Q. How much more likely would you be to use a brand's services if they sponsored your favourite sports
team or event?

Q. How much more likely are you to purchase a product from a brand because of its association with a
particular sport or athlete?

Base: Total sample (n=398) 18-34 year olds (n=138) LAD audience (n=72)
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TWICE YOUTH AUDIENCES TO VALUE GOOD SOCIAL
AS MEDIA CONTENT AS A KEY TRUST DRIVER
LIKELY FOR SPORTSBETTING. FINANCE AND TELCO.

18-34 YEAR OLDS AGREE IT’S IMPORTANT

BIB A[N] m UHUBST = 1IN 3 ggg‘\iﬂmﬁi REANDS CREATE GOOD

ACROSS r ,
GAT E G 0 R I ES SPORTS FANS BELIEVE MEDIA HAS A
€O, RESPONSIBILITY TO CREATE MORE POSITIVE

CONVERSATIONS ABOUT ISSUES IN SPORT.*

r” D
“ ' 4+, LAD AUDIENGE IS SIGNIFICANTLY MORE LIKELY TO
: ' AGREE THAT GOOD SOGIAL MEDIA GONTENT
*(@ A + POSITIVELY INFLUENGES THEIR TRUST IN A BRAND.

Q. What factors are important when it comes to trusting a betting brand? Base: Those who bet on
sports and trust at least 1 brand - All respondents (n=202) 18-34 year olds (n=93) LAD (n=52)
Source: Brandwatch, July 2021 to July 2023. Channels include Facebook, YouTube, Twitter, Reddit,
blogs, news and forums,

*Source: Nine Powered “Consumer Pulse Study” 2023 - https://www.sport.nsw.gov.au/sites/default/
files/2023-07/1._toby_boon_trendspotter_-_discovering_the_diamonds.pdf
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https://www.youtube.com/watch?v=QVNZRHIZVL8
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https://www.youtube.com/watch?v=2OiT7D_q5yY

WHY LISTEN TO SPORT LISTEN ONLY VS.

PODCASTS ALSO WATCH

18-34 LAD LISTEN LISTEN
TOTAL SAMPLE O YEARS O AUDIENCE O ONLY O AND WATCH O

Hearing from Genpop

current athletes

]N
] h

18-34 years

DN
DN

Update on games/matches LAD audience

—
(L=

IP@ E @ASF@ Analysis and hreakdown

A GROWING NUMBER OF AUSTRALIANS NOW of games
SEEK VISUAL EXTENSIONS OF THEIR FAVOURITE

PODCASTS, WITH OVER HALF ENGAGING IN BOTH

LISTENING AND WATCHING THE GONTENT.

—
=

Stories from past legends

—r
DN

Getting a lighter/alternative
take on major stories

2023 and 5 wiling 10 do whalery.. e
a3 poribiicawsrala  ong

Aod Con

Hearing about athletes
outside of their sport

Q. What platform do you use to listen to your podcasts? Q. What is your primary purpose for listening to
sport podcasts? Q. When consuming podcasts, do you prefer to:

Base: Those who listen to sport podcasts — Total sample (n=118) 18-34 year olds (n=62) LAD (n=38)
Source: Source: Brandwatch, July 2021 to July 2023. Channels include Facebook, YouTube, Twitter,
Reddit, blogs, news and forums,.
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CONTENT TYPES
THEY LIKE

18-34 LAD
TOTAL SAMPLE O YEARS O AUDIENCE O

Match highlights
44

Athleteinterviews §. &% )

5
38
Fanexperiencecontent § &
38
TIKSTOK :
Behind the scenes

AUSTRALIANS ARE HIGH ENGAGERS WITH TIKTOK. THEY
CONSUME CONTENT THROUGHOUT THE DAY HOWEVER
ENGAGEMENT DIPS DURING LIVE MATCHES, Sport predictions

D

h %
DN
(= -]

PREFERRING TO PRE AND POST ANALYSIS. i
39
Gamedaycontent | 4
I D
17
Podcast snippets | #
L Ae
Athletes dancing/singing/ L
. I D
toing trends I D 36% MALES
. \S.
11% FEMALES

Sporthetting | 1

Q. On average how much do you use TikTok for sport content? Q. Which of the following types of sport “

content do you enjoy consuming on TikTok? Q. Typically, when do you use TikTok as part of consuming
a sporting event?

Base: Those who have an interest in sport and use TikTok — Total sample (n=142) 18-34 year olds (n=98)
LAD (n=49)
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CHECK
FIXTURES &
PLAYER STATS

TR0

SPORTS FANS ARE MORE LIKELY TO ENGAGE WITH GONTENT POST MATCH
Wi 88% USING TIKTOL AFTER THE EVENT RAS FINISkED

‘Predicting 2023 NRL
Top 8

7. Bulldocs

MATCH
v HIGHLIGHTS
v POST GAME v
LT INTERVIEWS e |
GAME DAY EXPERIENCE
PREDICTIONS CONTENT PODCAST

SNIPPETS

Q. On average how much do you use TikTok for sport content? Q. Which of the following types of sport content do you enjoy

consuming on TikTok? Q. Typically, when do you use TikTok as part of consuming a sporti

ng event?

Base: Those who have an interest in sport and use TikTok - Total sample (n=142) 18-34 year olds (n=98) LAD (n=49)
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TV AND
STREAMING
VIEWERSHIR

WHILST STILL WATCHING FTA,

THEY ARE SPENDING MORE TIME ON
STREAMING PLATFORMS WATGHING
AVARIETY OF CONTENT.

Q. On average, how much time per week do you spend watching sport on
traditional free to air TV?

Q. On average, how much time per week do you spend watching sport on a
streaming platform (either on mobile or through TV app)?

Base: All respondents (n=398) 18-34 year olds (n=138) LAD (n=72)

Q. What type of content do you consume on sport streaming platforms? Q. And
who do you like to see sports content from? Q. What level of sporting content
interests you?

Base: Those who watch sport on streaming - Total sample (n=316) 18-34 year
olds (n=126) LAD (n=69)
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WEEKLY TIME SPENT WATCHING
FREE-TO-AIR SPORT

40, 18-
OF LADBIBLE FANS OF LADBIBLE FANS
WATGH BETWEEN 2 WATCH BETWEEN 5
AND 5 HOURS A WEEK AND 9 HOURS A WEEK

LIVE MATCH
SPORT HIGHLIGHTS

WEEKLY TIME SPENT WATCHING
STREAMING SPORT

a45-, r= =178
OF LADBIBLE FANS OF LADBIBLE FANS
STREAM BETWEEN 2 STREAM BETWEEN &
AND 5 HOURS A WEEK AND 9 HOURS A WEEK

O O

MATCH BLOOPERS CONTENT DOCUMENTARIES
HIGHLIGHTS FROM
CREATORS
SHOWS/ CONTENT FROM
MOVIES WITH ATHLETES/
SPORT THEMES PROFESSIONALS

UNDERSTANDING THE AUSTRALIAN SPORTS FAN 3.0




They call me Bills
@Dianalnnocent

If you want to get a glimpse of the adrenaline rush in F1 , watch the docu

on Netflix,
Mad sport

STREAMING PLATFORMS LADBIBLE FANS
USE TO WATCH SPORT

Kayo

SPORTS

@SwooplLuke

a\ Swoop Luke (Taylor’s Version)

it’s literally cheaper to buy a collingwood digital membership and get
kayo for 12 months than it is to get kayo normally. you'll also be adding to

collingwood’s membership tally if you're not already a member =

STREAMING
BRSH

TRADITIONAL PLATFORMS ARE
DIVERSIFYING THEIR SPORT
CONTENT AND GAIN POPULARITY IN
THIS SPAGE.

YOUTUBE

g jshi@

é @punchhappiness

me: exclusively uses kayo to watch the footy
kayo: ok but have you considered watching the bunbury golf finals
instead

NETFLIX =C & Y4

G tim petersen
oY @sugarsoapkid

Watch the dolphins on Stan. Parts are very interesting, especially about
how they put the NRL team together and how it takes years to recover
from recruiting the wrong players, but doesnt really cost anything when
you miss out recruiting someone.

prime video

Q. Which of these streaming platforms do you use to consume sport content?
Base: Those who watched at least 1 hour of sports content on a streaming
platform 2023 - Total sample (n=316) 18-34 year olds (n=126) LAD (n=69)

Q. Which of these sports streaming platforms do you use to consume sport?
Base: Those who watched at least 1 hour of sports content on a streaming
platform 2022 - Total sample (n=306) 18-34 year olds (n=142) LAD (n=95)
Brands not shown in 2022 ** Note difficulty comparing results year on year due
to question changes. Source: Brandwatch, July 2021 to July 2023. Channels
include Facebook, YouTube, Twitter, Reddit, blogs, news and forums,.
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SPOTLIGHT ON FORNUILE T DRIVE 10 SURWIE

SINGE “DRIVE TO SURVIVE™ WAS LAUNGHED ON NETFLIX IN 2019, THE SERIES’ POPULARITY AND FANBASE HAS BEEN STEADILY GROWING,
BUT THE SHOW REACHED NEW HEIGHTS AFTER THE RELEASE OF THE FOURTH SEASON IN 2022.

INDEXED SEARCH VOLUME

6.8 MILLION VIEWERS HAVE TUNED [
~OM IN TO WATCH DRIVE TO SURVIVE

overatreach | =< MILLION

Season Five

ason Fi VIEWS
‘
SHARE OF WITH AN INGREDIBLE FIFTH -
VOICE (20%) OF NETFLIX'S AUDIENCE MORE THAN
1.6+
% HAVING VIEWED THE SERIES TR e WATCHING AT LEAST 3
(630) EPISODES INA ROW

s b
) MIM\JLMM‘AMWMMMLW«M.M . ‘\

@ rormula 1: Drive to Survive

Source: “Sports Whitepaper: The Global Sports Media Landscape”, YouGov, June 2023
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1200000 INSTAGRAM FOLLOWING OF

ENGLISH LEAGUE 2 CLUBS

30000: :

SPOTLIGHT ON
WREXHAMAEE

WELCOME TO

CLUB SOCIALS HAVE JUMPED GAMEDAY AUDIENCE
3S.3m +858-<

FROM TENS OF THOUSANDS TO... HAS INCREASED...

r ~
LANDED GLOBAL CLUB VALUE HAS
PARTNERSHIPS #E#?.?QL‘?!‘A'EE?A INCREASED +300:: | FROME£2MT0 + £8M
WITH... IN 3 YEARS
r r
BECOMES FOR SOCCER SOCIAL CONVERSATIONS 1555,
TERM IN USA HAVE INCREASED...

IN THE LAST 12 MONTHS,

AUTHORS HAVE +338-.
INGREASED...
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LOGCALLY , ~ | THEFINAL QUARTER —— TEST
ED@&SEU&HE@

TAKING THE LESSONS FROM DRIVE AT DAS DAWN OF THE
T0 SURVIVE AND THE KNOWLEDGE MATILDAS | A DOLPHINS
THAT AUSSIE SPORTS FANS WANT | 5 )

PREMIUM SPORTS CONTENT
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THENOR
SRORIESHOWS
STREAMING IN
AUSTRALIA

THEY’RE STREAMING CAPTIVATING
DOGUSERIES THAT PROVIDE
UNPREGEDENTED BEHIND-THE-
SCENES FOOTAGE OF THEIR
FAVOURITE SPORTS.

Source: “All the best Sport Shows Streaming in Australia in July 2023”, Compare
TV, July 2023
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* YouTube Originals

AMAZON ORIGINAL

THE

TEST

A HEWY ERA FOR
AUSTRALIN'S TEAN

MEW SERIES rime video
maRcH 12 | P Sy




CATIEGORIES

WE EXPLORED VARIOUS CATEGORIES TO GAIN
INSIGHTS INTO HOW THE SPORTS CONSUMER

INTERACTS WITH DIFFERENT MARKET FACTORS.
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SPORTS
BETTING

BETTING TIPS ARE HIGHLY
SOGIAL WITH FRIENDS AND
FAMILY BEING MAJOR SOURCE
FOR AUSSIES

FMCG

SPORTS FANS AND LAD
AUDIENCE SPEND
SIGNIFIGANTLY ABOVE
AVERAGE

FINANCE

2IN 318-34 YEAR OLDS
AGREE IT’S IMPORTANT THAT
FINANCE BRANDS CREATE
GOOD SOCGIAL CONTENT

ONLINE
SHOPPING

18-34 YEAR OLDS ARE MOST
LIKELY GROUP TO SHOP
ONLINE (35% VS 85% GEN
POP)

TECH

ESTABLISHED TECH HAS
SIMILAR OWNERSHIP LEVELS
ACROSS GENERATIONS. NEW
TECH (E.G. WEARABLES) HAS

HIGHER QWNERSHIP

AMONGST LAD AUDIENGE

FAST
FOOD

LAD AUDIENGE HAS MORE
FAST FOOD APPS INSTALLED
THAN GEN POP

FOOD
DELIVERY

AVERAGE SPEND IS DOWN
COMPARED T0 2022, GOST OF
LIVING PRESSURES ARE
SHOWING IMPACT

UNDERSTANDING THE AUSTRALIAN SPORTS FAN 3.0

ALCOHOL

LAD AUDIENCE ARE SOCIAL

DRINKERS - LESS LIKELY TO

DRINK AT HOME THAN +35
YEAR OLDS




GOV RETIHION

Iiliiv

EEIEIEI

AGCORDING TO LADBIBLE AUDIENGE, WHAT
IS THE IDEAL WAY FOR BRANDS TO
INTERAGT WITH SPORTS FANS...?

UNDERSTANDING THE AUSTRALIAN SPORTS FAN 3.0




RESEARGH
BROUGHT TO
YOU BY

s X W

FADNATION

GET IN CONTACT WITH LADNATIONTO
UNDERSTAND HOW TO TAILOR RESEARCH
TO HELP UNDERSTAND YOUR BRAND.

AAAAAAAAA



RACHEL HALL HARRY GREENWOOD
HEAD OF GLIENT SOLUTIONS CATEGORY LEAD; SPORT & WAGERING

RACHEL.HALL@LADBIBLEGROUP.COM HARRY.GREENWOOD@LADBIBLEGROUP.COM


mailto:courtney.doddridge@ladbiblegroup.com
mailto:harry.greenwood@ladbiblegroup.com

METHODOLOGY
& RESPONDENT

PROPILE

RESEARCH CONSISTS OF A DEEP DIVE SURVEY AND
DATA ANALYSIS TO UNDERSTAND THE AUSTRALIAN
SPORT CONSUMER IN 2023.

ONLINE SURVEY OF N=401, TARGETED TOWARDS A
NATIONALLY REPRESENTATIVE SAMPLE.
CONDUCTED BETWEEN 9TH AND 12TH JUNE 2023.

THROUGHOUT THE SURVEY A AND V ARE

USED TO HIGHLIGHT RESULTS WHIGH ARE
STATISTICALLY SIGNIFIGANT.

ALL GHARTS DISPLAY PERGENTAGES UNLESS
EXPLIGITLY STATED OTHERWISE.

SURVEY DATA WAS VERIFIED VIA SOCIAL
LISTENING USING CONSUMER INTELLIGENGE
PLATFORM BRANDWATCH. WE ANALYSED OVER
1.6M CONVERSATIONS OVER A 2 YEAR PERIOD
FROM JULY 202170 JULY 2023.
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=

MALE O FEMALE O

90% 90%

Unweighted

Weighted

| :I LOCATION ’

UNWEIGHTED O WEIGHTED O

33 33

21 20

NSW VIC QLD WA SA TAS  ACT

UNDERSTANDING THE AUSTRALIAN SPORTS FAN 3.0

AGE

UNWEIGHTED O WEIGHTED O

29
22 g 2 22

11

35

18-24 29-34 39-44 43-94 09+

| :I HOUSEHOLD INCOME }

UNWEIGHTED O WEIGHTED O

4
38 34 36

25 217

Less than $60k $60k-3119k $120k+



AUDIENGCE

)

SRINITIONS

Note: Question change from 2022. Previously LAD engagement
measured by presenting an exhaustive list of LAD brands on

their own vs. 2023 where only 3 LAD properties shown within a
larger list of online content brands. Hence the LAD audience is a
smaller proportion of the total audience in 2023 than 2022’s 42%.

LAD AUDIENGIE

SEEN CONTENT FROM LADBIBLE, SPORTBIBLE
OR GOODLAD IN THE PAST 3 MONTHS.

=1%

Survey population
(n=73 out of 398)

AUDIENCE O
AGE

GEN POP O
4

217
15 17

18-24 25-34 35-44 45-54 b+

MALE O
GENDER
FEMALE O

Audience | 52% | D

Gen pop 90% 50% )

0.2 0

58
Read [ watched [ listened Rate themselves as a
to sport content in the sports fan

past week vs. 71% gen pop

COMPETITOR AUDIENGE

SEEN CONTENT FROM OTHER BRANDS (I.E. PEDESTRIAN,
BUZZFEED, JUNKIE, VIGE, BETOOTA, DAILY MAIL) BUT NOT LAD
PAST 3 MONTHS.

=1%

Survey population
(n=80 out of 398)

AGE AUDIENCE O
O

GEN POP

3

29 25 2 99

18-24 25-34 35-44 43-34 do+

MALE O
GENDER
FEMALE O

Audience 40% | 60% )

Gen pop 90% I 50% )

43,
Read [ watched / listened Rate themselves as a
to sport content in the sports fan

past week vs. 71% gen pop

SPORTS [FANS

SELF-RATED 4 OR 5 OUT OF 5 FOR THEIR
LEVEL OF INTEREST IN SPORT.

S0%

Survey population
(n=201 out of 398)

AGE AUDIENCE O
O

GEN POP

25 26

22
6 15 zuﬂ DZI o~ 21

18-24 25-34 30-44 43-34 o+

MALE O
GENDER
FEMALE O

Audience 64% | 3% )

Gen pop 50% I 50% )

Read / watched / listened
to sport contentin the
past week vs. 71% gen pop
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