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can craft smarter strategles turn marketing plays into wmmng scores, and
make the most of the massive potential in global sports today.
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3. Media is growing the game for new formats and global sports

Thanks to streaming and social media, fans today have more access to
sports (and the athletes that play them) than ever before. While media is
growing engagement, it's also opening opportunities for new formats—like
the fast growing tech-infused golf league TGL—to find fans.
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answer questions such as: ® EPL Fans

After seeing a sponsorship ©® NWSL Fans

« What is the projected impact of 2026 on soccer fandom? Will it be
sustainable? | bought the brand

e Who are soccer fans—their demographics, interests and media habits?

* How does fandom differ across soccer properties?

* How do | best reach my target market? Is advertising or sponsorship a
more effective strategy?

while watching a game, ® NBA Fans
® MLB Fans
® NFL Fans

Learn more
24, U.S. Only
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https://content.nielsen.com/2025/product/us-soccer-tracker

America tournament and is now the official beer sponsor of Major
League Soccer (MLS). This also aligns with its parent company,
ABInBev, securing rights to the upcoming FIFA tournaments.

Learn more about how Nielsen can help you plan your football investments at the end of the report.
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https://www.bizbash.com/sports/article/22913573/how-copa-america-kicked-off-michelob-ultras-big-marketing-push-into-soccer
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https://www.nielsen.com/insights/2024/tops-2024-sports/?pdf_link=true&pdf_name=2025_sports_report&link_text=viewership&pdf_page=11&pdf_lang=en

Renewable energy : ° 1 actively inform myself about
brands engaged as a
sponsor in sport

Luxury accessories

Tires

1:am often the first person to have
new, innovative products

Consumer electronics

Computer games /
Games consoles y 9 0%

Q: Which of the following products ices ¢ ! / use in the next year? (Within the next 6 months e 2 ent do you ag or disa th the following statements? Agree /

Col India, Chi nce, y th Korea, Bra: 1,000 general population ) France, Germany, Italy, outh Korea, Brazil
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https://www.wnba.com/news/coach-wnba-partnership

AIIS/.Finant.:iaI and Sephsra are partﬁering with Unrivélea Basketball female con'sumers.

League—a new women'’s professional sports league founded within the
last four years.

Learn more about how Nielsen can help you tap into
the growing world of women'’s sports at the end of the report.
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https://sportfive.com/press-media/snuggs-manchester-city-women
https://www.marketingbrew.com/stories/2025/01/15/unrivaled-first-season-brand-sponsors-basketball 
https://www.theguardian.com/football/2024/dec/02/womens-championship-matches-streamed-youtube
https://www.theguardian.com/football/2024/dec/02/womens-championship-matches-streamed-youtube
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https://www.thedrum.com/open-mic/sports-rights-are-more-fragmented-than-ever-who-are-the-winners-and-losers
https://tglgolf.com/
https://frontofficesports.com/tgls-season-1-ratings-average-513k-outpace-previous-espn-lineup/
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https://www.nielsen.com/data-center/paris-2024-olympic-games-hub/?pdf_link=true&pdf_name=2025_sports_report&link_text=olympics_games&pdf_page=16&pdf_lang=en
https://www.nielsen.com/data-center/paris-2024-olympic-games-hub/?pdf_link=true&pdf_name=2025_sports_report&link_text=headlines&pdf_page=16&pdf_lang=en
https://www.nielsen.com/data-center/paris-2024-olympic-games-hub/?pdf_link=true&pdf_name=2025_sports_report&link_text=social_media_campaign&pdf_page=16&pdf_lang=en

Learn more about how Nielsen can help you navigate media fragmentation on the next page.
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to learn more
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https://nielsensports.com/nielsen-fan-insights/?pdf_link=true&pdf_name=2025_sports_report&link_text=fan_insights&pdf_page=18&pdf_lang=en
https://nielsensports.com/research-consulting/?pdf_link=true&pdf_name=2025_sports_report&link_text=sponsorship_analytics&pdf_page=18&pdf_lang=en
https://nielsensports.com/media-valuation/?pdf_link=true&pdf_name=2025_sports_report&link_text=media_valuation&pdf_page=18&pdf_lang=en
https://www.nielsen.com/contact-us/?pdf_link=true&pdf_name=2025_sports_report&link_text=contact_us&pdf_page=18&pdf_lang=en
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https://www.nielsen.com/insights/?pdf_link=true&pdf_name=2025_sports_report&link_text=insight_page&pdf_page=19&pdf_lang=en

Learn more at www.nielsen.com and connect with us on social media
(X, LinkedIn, YouTube, Facebook and Instagram).

Audience Is Everything®



http://www.nielsen.com/
https://x.com/nielsen
https://www.linkedin.com/company/nielsen
https://www.youtube.com/nielsen
https://www.facebook.com/Nielsen/
https://www.instagram.com/nielsenmedia

