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The rise~ef women's s orts and the magnetic
fandoms resiapingghow brands engage w




ITOS JUST SPORTS NOW

Over the last five years, women's sports have becom e one of the most
important forces shaping modern sports culture BDand culture more
broadly. Record attendance and rising viewership prove as valuable
proof points of its impact and staying power. But whatOs most
impressive is the orchestration of athletes and teams th at have built
communities extending far beyond the field of play and creating a level

WHAT YOUOLL FIND INSIDE
of fan connection that has forever altered expectat ions from the sports

they follow and the brands who choose to tap in. 4 HOW IT WAS BUILT

4 WHAT MAKES IT DIFFERENT

For decades, sports partnerships were built around eyeballs. Women's
sports have opened the aperture. These are fans whose first point of
reference isnOt a major sports network but the athlete covering practice
from their live stream. ThereOs now an entire ecosystem to which
brands can contribute rather than simply appearing alongside it as 4 HOW WE CAN HELP YOU BREAK IN
wallpaper. But genuine understanding and respect for the culture now
matters more than ever. You canOt just buy your way in anymore. And
even when you can, it might not be worth the cost..

4 WHY IT MATTERS FOR BRANDS
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BRICK BY BRICK,
FAN BY FAN

The rise of womenOs sports is dong-overdue market
correction. 1tOsiso proof that sports properties become
more valuable when they operate as thoughtfully and
intentionally accessible to fans rather than media
inventory.

Greater visibility, stronger player platforms, deep er fan
investment, and crossovers with fashion, music, and
entertainment have turned womenOs sports into one o f the
most powerful growth engines in modern fandom.

The WNBA is one of the clearest examples. The leagueOs
momentum has been accelerated not only by elite tal ent,
but by a fandom built around player identity, commu nity,
and cultural relevance beyond the game itself.
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LONG OVERDUE
VISIBILITY

+170%

Increase in WNBA viewership since 2023

CONTENT BUILT FOR
MODERN CONSUMPTION

WNBA led all'global womenQOs league
accounts in 2025 with pregame tunnel videos
up 28% on IG/TikTok

1Billion

Video Views on Instagram

PLAYER PLATFORMS

Angel Reese: 5.2M followers
Caitlin Clark: 3.6M followers
Paige Bueckers: 3.0M followers

+413%

increase in WNBA social media engagement

DEEPER FAN COMMUNITY

I _Highest YoY growth of any league,
ahead of F1 (41%) and EPL (35%)

I 60% of current fans only started
following in the last 5 years

+65%0

YoY growth in avid WNBA fandom

CROSSOVERS WITH FASHION,

MUSIC & ENTERTAINMENT

I Coach, Skims, P&G, Prada, & Dior all
entered WNBA partnerships

I WNBA sponsorship revenue surpassed
~$100M in 2025 (up from $40M in 2018)

+150%




WOMEN'S SPORTS HAS CREATED ONE OF THE
MOST PARTICIPATORY FAN CULTURES IN SPORTS

ACTIVEDISCOVERY
OV ER PASSIVE
CO NSUMPT ION

Finding games has historically taken
deliberate effort, making knowledge feel
earned and insider

UN DENIABLE ATHLETIC
EX CEL LENC E
Elite talent, entertaining games, and

compelling rivalries are finally getting well -

deserved airtime

HAVAS ray theScore

FA N-BU ILT THE STARS FELT HUMA N
INFRASTRUCTURE Many athletes have dealt with human

When institutions offered nothing, fans realities (motherhood, pay inequity, etc.)

created their own merch, watch parties, they spoke about it honestly and openly

and coverage N and leagues & players
supported it

OW NING GROW TH ITOSALWA YS BEEN
Every jersey or ticket purchased PERSO NAL
represents tangible impact in growth Fans see their own hopes for women's
recognition reflected in the sport's
success




WOMEN'S SPORTS

AND THESE
FANS REWARD 32%
BRANDS THAT
RESPECT THE
CULTURE THEY 3X

More likely to act on

H E L P E D B U I L D athlete recommendations
vs. other influencers

HAVAS P|ay thegca’ e SSSSSS : Parity/Nielsen




THE PLAYGROUND

Havas PlayOs
Approach to
Turming Deep Fan
Knowledge into

Smarter Sports

Experiences

orBrancs

CULTURE
NAVIGATION
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2026  WNBAALL -STAR WEEKEND

19,78 3 3M + 50 0 % +16 4 %
FA NS UN IQUE VIEW ERS FOR INCREASE IN ALL-ST AR
ALL WNBA WE EKE ND BRAND

AC TIVAT IONS

+6 4 %

{ OUR TAKEAWAY }
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THE PLAYGROUND

SECURING OFFICIAL
LEAGUE SPONSORSHIP

EXCLUSIVE ACCESS
THROUGH PARTNERS

BUILDING OUN -OFFICIALO
LIVE FAN EXPERIENCES
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At Havas Play, we operate at the intersection of gaming,
culture, and sports, seeing moments like the WNBA A |I-
Star Weekend not just as a moment, but as a broader
cultural ecosystem where fans watch, play, purchase ,
and participate.

Rather than forcing engagement with interruptions, we
build on existing fan behaviors in the spaces they already
Inhabit to create authentic, desirable brand participation
that enhance fan experiences.

WANT TO PLAY WITH US?
REACH OUT

Andrea Isaac Jeffrey Gagne
Managing Partner | Havas Play North America SVP Sports | Havas Play North America
andrea.isaac@havasplay.com
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