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INTRODUCTION

Results in this report are
pulling from multiple
sources; all research has
been conducted via
YouGov’s proprietary panel

YouGov Canada Weekly Survey
» Field dates: Feb 29-Mar 7, 2024

« Sample: Nationally representative
Canadian adults aged 18+

YouGov Canada Sports360 Focus
on NHL & Toronto Raptors
Sponsorship

» Field dates: monthly tracking Nov/23-
Feb/24

« Sample: Canadian Sport Fans aged
12-70

YouGov Profiles Canada
» 2024-03-07 dataset

« Sample: Nationally representative
Canadian adults aged 18+

YouGov

« Statistical significance testing is conducted at a 95% confidence interval

» Superscripted letters are used to indicate whether results are statistically different
within comparison groups (e.g. gender, age, league following)

» Question text, data \source and sample audience are included on each slide

The superscripted "C" indicates that the 38% among 35-54 year olds is
significantly higher than the 27% among 18-34 year olds (column C);
while the lack of a superscripted "E" indicates it is statistically tied with the
34% among 55+ year olds (column E)
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Q. Please indicate how strongly you agree or disagree with the following statements about women’s sports. YouGov

Parents are more likely to agree with the increased popularity of women’s sports, that
they are exciting, and that some of the best Canadian athletes are women - speaking to

growth potential as they instill those beliefs into their children

Born Bornin Parent Non-
Total M w 18-34 35-49 50+ outside Cda Child U18 Parent
% Agree Cda
(n=962) (n=455; A) (n=507; B) | (n=248; C) (n=235;D) (n=479;E) (n=119;F) (n=144;G) | (n=207; H) (n=353;J)
Women's sports are more popular now _ 64% 67% 62% 63% 62% 68% 66% 55% 69%’ 63%
than they were 5 years ago
Women's sports are inspiring _ 56% 52%  61%* @ 58%  56%  55% @ 51% = 52% @ 62%  56%
Women's sports are high quality _ 5204 520  51% | 51%  49%  55% | 53%  51% = 53%  51%
Women's sports are exciting _ 51% 54%  48% @ 53%  51%  50% @ 53%-  38%  60%’  50%
Some of the best Canadian athletes right _ 48% 50% 47% 50% 46% 49% 49% 45% 5504 45%
now are women
The way sports media currently covers
women's professional sports & athletes is - 32% 33% 31% 41%5  33%F 23% 33% 25% 34% 35%
often negative, sexist or patronizing
| have greater trust in women's sports - 29% 20%  30% = 35%E  32%E  22% | 30% = 22% @ 34%  31%
organizations than men's

Source: YGC Weekly Survey, Feb 29-Mar 7, 2024
Base: Canadian Adults 18+;

A superscripted letter indicates that the result is statistically higher than the corresponding column



Q. How interested are you in each of the following?
Q. Which statement best describes how you watch (on TV or online) the following sport leagues during the regular season?

Interest in and viewership of WNBA is strong among key growth audiences - namely
Canadian Sport Fans who are younger and new Canadians (those who have lived in Canada

less than 10 years)
‘(WN BA \_/\/_,

£
0

YouGov

41% any interest (20% core fans)

£
0

@ 39% any interest (16% core fans)

12-17

43% ever watch (10% appointment viewers) 43% ever watch (9% appointment viewers)

12-17

509% any interest (29% core fans)

% % % % 48% any interest (29% core fans)
509% ever watch (12% appointment viewers)

55% ever watch (11% appointment viewers)

61% any interest (36% core fans)

&

ﬁg' 45% any interest (24% core fans)

68% ever watch (16% appointment viewers) 64% ever watch (13% appointment viewers)

Source: YGC Sports360 Focus on NHL & Toronto Raptors Sponsorship, Nov/23-Feb/24
Base: Canadian Sport Fans aged 12-70; *Viewing for PWHL asked Jan/24-Feb/24



Q. Which of the following methods, if any, do you use to engage with the following women’s sports leagues/tours? Please select YouGov
all that apply for each.

Followers of each property are engaging across multiple touchpoints; sponsors should
activate across different platforms in order to reach different fan types and drive brand

impact _ o
/ - 5 L
\\, WT7A . WNBA LPGA
. J- NATIONAL WOMEN'S SOCCER LEAGUE
Wetchive games) sy c10,  NENEEEN 460 NN 36% B 34% I 1%
Watch highlights | 48% I 43% I 399% B 37% B 33%
piscuss with fieAs o I 41% I 37% . 32% B 31% B 29%
oo e I 3206 - 27% . 23% B 25% B 25%
O o merehee I 26% B 19% B 24% B 24% H 23%
Post about online Il 26% Bl 19% Bl 20% B 23% Bl 21%
Participate in contﬁsts/ - 21% B 23% B 18% B 20% B 23%
promotions
Attend games/ matches | 24% B 18% B 19% B 21% Bl 20%
Purchase & wear merch [ 20% B 17% B 21% B 21% Il 16%
Wager on games/ matches [l 16% Bl 18% Bl 18% B 20% Hl 21%
Attend live events hosted Il 20% B 23% B 18% B 17% Bl 13%

by leagues/ teams

Source: YGC Weekly Survey, Feb 29-Mar 7, 2024
Base: Canadian Adults 18+ who follow [PROPERTY]



Q. Which of the following sources do you use to learn about what’s happening in women’s sports (e.g., game schedules, YouGov
coverage of games, breaking news, stories about athletes, etc.)? Please select all that apply.

Younger Canadians show a preference for following women’s sports via online channels
— similar to how they follow men’s sports and reflecting the fact that they are less likely
to be TV subscribers

Born Bornin Parent Non-
. ' Total M W 18-34 35-49 50+ outside Cda Child Ul8 Parent
%o Saying... Cda
(n=511) (n=272; A) (n=239; B) | (n=137;C) (n=122;D) (n=252;E) (n=65;F) (n=58;G) | (n=121;H) (n=182;J)
TsN [ 20% 46%°  33% | 33%  40%  46%C  33%  35% @ 35%  40%
sportsnet [N 37% 429%%  30% | 39%  38%  34% @ 36%  28% = 37% = 41%
cec I 35% 40%8  29% 37% 36% 33% 38% 26% | 39%’  32%
Other TV sports/news channels - 27% 28% 25% 27% 21% 34%P 19% 32% 23% 28%
streaming services [l 24% 29%8  18% | 29%E  27%EF  16% 21% 17%  35%’ 18%
Other social media sources [l 21% 21% 21% | 23%F  27T%E  13% 15% 13% 26% 20%
Official social media sources (i.e., 0 0 0 OLE OLE o 0 0 o 0
medialleaguelteam accounts) B o 18% 19%  28% 20% 10% 15% 13% 22% 19%
Radio [l 19% 19% 18% 19% 20% 17% 13% 15% | 25%°  14%
sports news apps [l 17% 21%8  13% 16% 18% 18% 13% 11% 18% 15%
Community organizations l 6% 7% 4% 8%F 6% 3% 6% 2% 9% 6%
Other sources [JJf 10% 8% 13% 7% 10%  14%C | 13% 16% 6% 12%

Source: YGC Weekly Survey, Feb 29-Mar 7, 2024
Base: Canadian Adults 18+ who follow women’s sports
A superscripted letter indicates that the result is statistically higher than the corresponding column



Q. Why do you follow women'’s sports teams or leagues? Please select all that apply.

of Canadians who follow women’s
sports say they do so because “I'm
simply a fan of the sport being
played”

Source: YGC Weekly Survey, Feb 29-Mar 7, 2024
Base: Canadian Adults 18+ who follow women’s sports
(n=511)



Q. Why do you follow women's sports teams or leagues? Please select all that apply. YouGov

Canadians follow women’s sports for the games and the athletes - meaning the
narrative of the excitement, drama and fun is crucial for both properties and sponsors

43%

Follow for a personal
connection (NET)

56%

Follow for the game
experience (NET)

349  Women’s sports are entertainin
P J 22% | am a woman / want to support women

For the live game/match experience &

0

21% atmosphere

19% Women'’s sports have some of the best 20% | used to play the sport
O athletes

9% Accessibility of the ticket prices for live
games/matches 10% My child(ren) plays the sport

8%  To wager on the sport

Accessibility of the athletes (e.g., post- 6% | coach the sport

7% .
game autographs, community events, etc.)

Source: YGC Weekly Survey, Feb 29-Mar 7, 2024
Base: Canadian Adults 18+ who follow women’s sports (n=511)



Q. Why do you follow women's sports teams or leagues? Please select all that apply.

The live game experience and accessibility are more likely to be mentioned as reasons

to follow women’s sports among men and younger Canadians

Born Bornin Parent Non-
. _ Total M W 18-34 35-49 50+ outside Cda Child Ul8 Parent
%o Saying... Cda
(n=511) (n=272; A) (n=239;B) | (n=137; C) (n=122;D) (n=252;E) | (n=65;F) (n=58;G) | (n=121;H) (n=182;J)
I'm simply a fan of the sport being played ||| Gz 28% 49% 47% 43% 48% 54%¢ 48% 55% 50% 46%
Women's sports are entertaining _ 34% 37% 30% 37% 34% 30% 39% 38% 29% 43%"
I am a woman / want to support women [l 22% 6% 43%A  27T% 21% 19% 13%  37%F | 21% 27%
For the live game/match experience and . /B 0 OLE 0 o 0 0 o 0
atmosphere N 21 25% 16%  28% 22%  13% | 21% = 13% @ 21% = 24%
| used to play the sport [JJl| 20% 19% 21% | 28%PE  17% 15% 17% 16% 17%  25%"
Women's sports have some of the best o 0 0 o 0 o 0 0 o 0
ithlates B 0% 21%  17% = 17%  20%  21% = 22%  16%  20%  20%
My child(ren) plays the sport [ 10% 12% 7% 6% 18%CE 7% 13% 6% 20%] -
Accessibility of the ticket prices for live . /B 0 O/E OLE 0 0 0 o) 0
games/matches . 9% 11% 6% 10% 12% 4% 7% 4% 16% 5%
To wager on the sport [} 8% 12%® 3% 10%E 12%E 2% 4% 0% 10% 10%
Accessibility of the athletes (e.g., post- . e £
game autographs, community events, etc.) . 7 e S S LS 2 N Yete L S
| coach the sport [} 6% 7% 4% 7% 5% 5% 7% 5% 12% 2%

Source: YGC Weekly Survey, Feb 29-Mar 7, 2024
Base: Canadian Adults 18+ who follow women’s sports
A superscripted letter indicates that the result is statistically higher than the corresponding column



Q. Why do you follow women's sports teams or leagues? Please select all that apply. YouGov

Being a fan of the sport being played is the top reason for follow women’s sports among
all league followers & fans; although mentions are lower among WNBA followers

Follow Follow Follow Follow Follow

% Saying... Total WNBA PWHL NWSL  WTA LPGA NBA Fan NHL Fan MLS Fan ATP Fan PGA Fan
(n=511) (n=225; K) (n=300; L) (n=245; M) (n=267; N) (n=230; O)|(n=134;P) (n185;Q) (n=108;R) (n=119;S) (n=115;T)
I'm simply a fan of the sport being played ||| Gz 28% 45%  52%K  50%K  51%K  51%K | 52% 48% 50% 54% 53%
Women's sports are entertaining _ 34% 40%° 38% 37% 37% 34% 38% 40% 44% 39% 40%
I am a woman / want to support women [l 22% 25%°  26%N°  24%°  20%  19% | 22%  22%  23%  19% = 19%
Forthe live gagﬁ{g?ﬁgrg"pe”ence and N 019 250  23%  26%  23%  26% | 20%  21%  28%  25%  28%
| used to play the sport [JJl| 20% 23%  25%  22% = 24%  24% = 20%  22% = 21% = 23% = 23%
Women's sports have some of the best o /MO 0 0 0 0 0 0 0 0 0
ithlates B 0% 27% 23%  22%  24%  22% @ 20%  21% = 25% = 22% = 20%
My child(ren) plays the sport - 10% 17% 13% 16% 15% 17% 13% 12% 15% 15% 18%
Access'b"'“g’ ;;g‘;ggg; puees forlive " 9oy 13%  14%  13%  12%  14% @ 14%  13%  18%  16%  16%
To wager on the sport . 8% 14% 11% 12% 13% 14% 9% 7% 11% 9% 11%
Accessibility of the athletes (e.g., post- .
game autographs, community events, etc.) . 7% L L L L0 L D% s 0% A e
| coach the sport . 6% 9% 7% 8% 9% 9% 7% 6% 6% 10% 7%

Source: YGC Weekly Survey, Feb 29-Mar 7, 2024
Base: Canadian Adults 18+ who follow women’s sports
A superscripted letter indicates that the result is statistically higher than the corresponding column



Q. How should a Canadian company promote the fact that it is a sponsor of women’s sports? Please select all that apply. oV

45,

Source: YGC Weekly Survey, Feb 29-Mar 7, 2024
Base: Canadian Adults 18+ (n=962)

of Canadians believe Canadian
companies should promaote their
sponsorship of women'’s sports by
‘supporting community-level
programs to bring more girls into the
sport”



Q. How should a Canadian company promote the fact that it is a sponsor of women's sports? Please select all that apply.

YouGov

Despite ranking last among Canadians, announcing the amount invested in women’s
sports is not a waste of time - rather that the announcement must include what the

investment is doing

38%
Having their brand logo
visible during

34%
Using the property logo
or having athlete
spokesperson in

33%
Long-term sponsorship
deals to show their

33%
Investing in the Players
Association to support

Posting schedule/ news/
highlights on the brand’s
social media

Promoting issues that
are important to the
community where the

property plays

Marketing activations all
season long (e.g.,
contests, limited-time
products or packaging,
etc.)

: players as well as
games/matches marketing campaigns commitment to growth league/team
0
30% 076 ot o

Announcing how much
money they have
Invested in the women’s
league/team/athlete

Source: YGC Weekly Survey, Feb 29-Mar 7,

Base: Canadian Adults 18+ (n=962)

2024




Q. In which, if any, of the following areas is it acceptable for a brand to communicate their point of view in marketing materials or YouGov
other communications? Please select all that apply.

PWHL and NWSL followers are more open to “message-based” campaigns than followers
of other women’s leagues; while MLS fans are more open among fans of men’s leagues

%(ts:gi{\(%... Total \'j\‘l)lll'g‘g’ ';‘\)/Uﬁ‘l’_" FN‘\’,'\'/g‘I’_" F\?\/”T?AW 'T_‘?D"C;)XV NBA Fan NHL Fan MLS Fan ATP Fan PGA Fan
(n=837) (n=194; K) (n=263;L) (n=212; M) (n=231; N) (n=196; O)|(n=172; P) (n=282; Q) (n=126; R) (n=142;S) (n=146;T)
Environmental issues ||| 41% 46%  52%KMO  48%  50%KC  47% | 44%Q  37%  48%ST  44%Q  42%
Human rights ||| 20% 45%C  46%C  45%C  45%C  42% = 40%T  36% = 39%T  40%T  34%
Animal cruelty [ 32% 29% 34%KMNO 3106 31%  30%  30%  31%  31%  28%  27%
Education || 30% 32%  35%K 37%NO  34%  35%K | 33%  29% 39%PST 320  29%
Local issues || 26% 28%  26%  29%-  30%.  28%' = 30% = 26%  33%Q  31%  29%
Aligning with specific charities - 24% 24%  29%KNO  2704K 26% 25% 27%°ST 25% 28%°ST 21% 20%
LGBT+Rights [ 23% 19%  24%KMNO 20060 21%°  17% = 21% = 21%  24%T  21%  18%
Gender issues (Me Too, feminism) - 19% 21%0° 23%° 22%° 22%° 18% 20%" 17% 21%ST 15% 13%
International issues - 18% 24%" 22%  27%X0  25%t 24% 22%° 17%  26%°ST  21% 21%
Aligning with a specific sports team - 16% 23% 23% 22% 21% 21% 18% 16%  23%PQST  16% 16%

Source: YouGov Profiles, 2024-03-07 dataset
Base: Canadian Adults 18+
A superscripted letter indicates that the result is statistically higher than the corresponding column



Q. In general, how important is it that the brands you like act and communicate in the following ways? YouGov

Being honest and trustworthy are the most important ways for brands to act across all
fandoms, as well as among Canadians as a whole

Higher among

% Very important brands... Total followers/fans of...
[ Are honest G 7% YA 7R
\ Are tustworthy I 71% w & )
Demonstrate consistency in what they say & do | N 60%
Act genuinely | IINNIGgGgGgGo<gENE 50 @

Act with authenticity [ R 5600
Show they have principles | NI 49%
Show the ways they care | NN 43%
Understand the everyday challenges people face | NG 45%
Demonstrate they stand for something | EGzgG 38%
Are clever/ witty/ have a sense of humor | 24%
Reflect your personal views | 23%
Don't take life too seriously | 17%

Source: YGC Weekly Survey, Feb 29-Mar 7, 2024 & YouGov Profiles 2024-03-07 dataset
Base: Canadian Adults 18+ (n=837)



Q. Please indicate how strongly you agree or disagree with the following statements about women’s sports sponsorship. YouGov

of Canadians agree “knowing a brand
sponsors women'’s sports or female
athletes improves my opinion of that brand”

and agree that it “makes me more likely to buy products/services from that

brand”

Source: YGC Weekly Survey, Feb 29-Mar 7, 2024
Base: Canadian Adults 18+ (n=962)



Q. Please indicate how strongly you agree or disagree with the following statements about women’s sports sponsorship. YouGov

The stated impact of women’s sports sponsorship is higher among younger Canadians,
those born outside of Canada and parents - reflecting their higher likelihood to be fans

Born Bornin @ Parent Non-
Total M w 18-34 35-49 50+ outside .
Cda Child U18 Parent
% Agree Cda
(n=962) (n=455; A) (n=507;B) | (n=248; C) (n=235;D) (n=479;E) | (n=119;F) (n=144;G) | (n=207; H) (n=353;J)
Sponsors need to invest more to help grow
participation in women's & girls' sports at a 62% 60% 63% 62% 62% 61% 55% 55% 67%’ 60%
community level
Sponsors need to |n\_/est more to Ihelp grow 50% 5204 48% 53% 49% 47% 50% 39% 59% 49%
fandom for professional women's sports
Knowing a brand sponsors women's sports
or female athletes improves my opinion of 46% 46% 46% 50%F 47% 41% 44% 36% 53% 45%
that brand
Knowing that a brand sponsors women's
sports or female athletes makes me more . = - c b
likely to buy products/services from that 39% 0% sk et % £zt S = W e
brand

Source: YGC Weekly Survey, Feb 29-Mar 7, 2024
Base: Canadian Adults 18+;
A superscripted letter indicates that the result is statistically higher than the corresponding column



Derived sponsorship impact (% increase in positive opinion / likelihood to consider among Sport Fans aware vs. not aware of a

brand’s association with each property)

YouGov

On average, an association with the PWHL or WNBA provides a greater degree of impact
for sponsors than an association with the NHL or NBA

Impact on Brand Opinion
% Increase among Sport Fans aware of
property sponsorship

+56%
+46%

NHL / NBA PWHL / WNBA

Source: YGC Sports360 Focus on NHL & Toronto Raptors Sponsorship
Base: Canadian Sport Fans aged 12-70

Impact on Purchase Consideration
% Increase among Sport Fans aware of
property sponsorship

+70%

+42%

NHL / NBA PWHL / NBA



Thank you

Contact

Kristin Crawford

senoroiecor YouGov <«

kristin.crawford@yougov.com
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