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Infillion is a global media-buying platform for digital advertisers, working
with more than 1,400 of the world's leading agencies and brands.

The company is one of the most awarded tech companies in the media,
marketing, and advertising industries and was named one of Fast
Company’s Most Innovative Companies 2024.

To learn more, visit www.infillion.com
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Gen Z doesn't care about sports.
That's part of a bigger problem.

As Gen Z spends an increasing amount of time tuned into our digital lives, many
of us lose sight of the traditional forms of community that previous generations
relied on.

Dace Potas USA TODAY

Sports betting boom fuels concerns over problem gambling |
60 Minutes

There’s been a surge of young problem gamblers since sports betting was legalized. An
addiction therapist warns Al-powered sports betting has spurred a public health
emergency.

The Taylor Swift effect and the
sudden surge in female NFL fans

[l X &~

CNN's Anna Coren speaks with CNN Sports Analyst Christine Brennan about Taylor Swift's effect

on the surge in female NFL fans



Did You Know?

Women are 21% more likely than men to watch the Olympics Games

When asked to name the sports they enjoy watching, Gen Z sports fans
ranked combat sports like boxing and MMA higher than any other sport,
except NFL football and NBA basketball

Nearly a third of sports fans say they've canceled a streaming subscription
because of a change in the live sports programming. For Gen Z, it's
almost half!

Nearly half of sports fans are willing to travel internationally to watch their
favorite sports teams at a live game or event



Sports Study Methodology

Infillion partnered with Lucid, a Cint Group company,
to answer the question, “How has the sports fan
changed?”

The measurement was aimed at evaluating behavioral
and attitudinal trends among audiences aged 18+ who
self-identified as sports fans. Infillion designed and
deployed the study on our proprietary survey platform
Phonic, with Lucid providing the audience sample.

Eow:\load the playbook  The study ran from 12/11/23 to 12/18/23, yielding a
ere: sample of 979 respondents after adjusting for
response quality.



‘\“‘\~‘r phonic Qualitative research, simplified.
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We've engineered a streamlined solution to collect voice and video from anyone, anywhere.
Collect rich qualitative insights in minutes instead of hours, with Phonic'’s frictionless voice and video surveys.

Collect voice and video in any context with Phonic’s
flexible and scalable feedback solutions.

Analyze voice and video alongside quantitative data to
generate actionable, trustworthy insights.

Share reports, showreels, and analytics dashboards inside

and outside of your organization.

FEATURES

Integrations with panels and survey tools i S— .

Public API for custom dashboards okt F| n d us at

Automatic transcription i % 0 .
Text and tonal sentiment analysis  red httpS//p h onic.al
Al-enabled topic extraction :

Cross-tab analytics

SSSSSS




AUDIENCE SEGMENTATION CONSUMER TRENDS

INTENDED RETAILERS

ANXIOUS ALEX Costco...,
Be;s_tg_uy

When using your phone, laptop, or TV, how do you typically avoid ads?

Feels stressed, anxious, and overwhelmed by the task of holiday shopping. They seek a convenient,

cost-effective experience that minimizes hassle.
| skip them if | can

- T 39 Y,

SEGMENT SIZE

SEGMENT SHARE
Q 36%
A
= 52M

o will do most or all
6 5 A of their holiday
shopping online

shop using loyalty or
33%
0 reward programs to

save money

plan to spend $500+
on holiday gifts this
year

30%

o agree that “Holiday
6 A-‘ shopping is fun”

SHOPPING TIMELINE

Nov., Black Friday /
(before BF) Cyber Monday

Pre-Oct. Oct. Dec

ATTITUDES & BEHAVIORS

| do a lot of research to find the best _ B
price
I like to be told what to buy [N 43%

| shop on a very strict budget

| love looking for the best deals

1 only shop for holiday gifts because |
have.tn

[

I prefer to give giftcards or cash  [JIII 30%
[
]

Amazon
Ve arget

TARGETING & MESSAGING

Location targeting: Established, big box retail
stores with wide range of gift options

Timing: This group procrastinates big-time;
target them during the back half of the
holiday season

Messaging: Emphasize ease and convenience.

Highlight "one-stop-shop" messages, “one-
click order” capabilities, and stress the
availability of gift guides or curated lists

Offers: Promote gift cards, all-in-one
packages, and bundling deals that can ease
the perceived burden of shopping

86%

said interactive ads make

\ watching shows on this site

more attractive

78%

said the ad was
said the ad was
) yetter than the ones
£asY to engage with

they typically

experience

said they prefer
interactive ads to

traditional ones

| switch devices

| close them when they pop up

| do something else

luse an ad blocker

| go to the bathroom

| open a new window/tab while they play
I go to the kitchen

I talk to, text, or call someone

| don't do any of this

Why do you avoid ads?
They're annoying
There are too many of them
They're not relevant to me
| get the same ads over and over again

There's something else I'd rather do

- 26

- 19%
T 15%

T 1%

N 07

N 8%

Bl 6%

__NJA

I 107%




Lesson 1: Let fans self-identify

How interested are you in sports?

Women 20%

Men

Overall

32%

B Somewhat Very M Extremely



Lesson 2: Stay Agile

Have you ever canceled a streaming subscription because When deciding which streaming service(s) to subscribe to, how
of a change in the live sports provided? important are each of the following factors?
47%
71%
(o)
38% Access to my favorite sports o 207
35% I 74 %
I 71%
29%
60% . Overall
Ad-free options 70%
I 669%
_ 73% Hardcore Fans
48% o
Access to sports commentary 69% m Millennials
and analysis _ 53%
I 64%
W GenZ
IIYeSII 46%
Access to historic 61%
Overall Hardcore Fans M Millennials W Gen Z games/matches N -2

I 60%



Lesson 2: Stay Agile

Week 24 Uncertainty About The Future By Age

Adults 18-24 and 25-34 have gained some confidence about the future since last week, registering
drops in skepticism. However, adults 35+ have seen a 7-point increase in those “not very" or “not at
all" confident things are returning to normal

How confident are you that things will be normal a month from now?
(Not Very/Not At All Confident by Age Segments)

Weekof 22 329 45 42

Morch-August 2020, = 25,420

Woee2s Consumer Comfort with Venturing Out

Two thirds of consumers express comfort with visiting popular destinations, a sharp 7-point jump
since last week. Eating out continues to rate as the most comfortable, followed by shopping at
stores, while going to an airport, movie theater or gym/class rate much lower comparatively

Please select all the places you would feel very comfortable visiting in. person right now.
5/3 5/10 5/17 5/24 §/3) 617 614 &/21 6/28 715 N2 7R 7126 8/2 8/9 8/16 8/23 8/30

—"Any of these destinations"

—Quick Service Restaurant (7aco sel)

Coffee Shop (starmuck
——Electronics Store (&=

Clothing Store ~ (wacy
~——Restaurant/Bar ¢&s

Department Storé

Shoe Store 1+
——Car Dealer 2!

Movie Theater ¢

Airport d Artines)

Gym/Fitness Class (24 Hour filnass

Brand examples shown wers providad fo respondents for conlext in the questionnairs

ices, March-August 2020 Noto, this question started 83

Weskad | Concern About Healthy Communities

About half of respondents are currently “very" or “extremely” concerned, which is a modest but
statistically significant increase since two weeks ago

How are you feeling today about the health of your community?

Week of 322 / 7 / j: 7 / / 5 s e 42

e om s m r l /
8% Il 9% 0 9% % 9 = Not at all
it 9% concerned
= Not very
be - concerned
% 2% | i I 1
3%
= Somewhat
I concerned
% Q% A% % 5I% % S5% T %

= Very
concerned

= Exfremely
concerned

2020, ne 25,420

Weekz4 | Concern About Healthy Communities By Region

This week, only the Southeast registered a statistically significant change in community health
concem, with a é6-point drop since last week. The remaining regions remained fairly consistent

How are you feeling today about the health of your community?
(Extremely/Very Concerned by Region)

Weekof 322 3/25 /5 412 4019 426 5/3 5010 517 524 531 &7 &/14 421 &2 7S 72 NS %26

70%

2020, n=25.420



Lesson 3: Use Qualitative Data Strategically

UNDERDOGS STREAMING CONSTANT FANDOM
RISING SHOWDOWNS CONTENT 360

S henlllhadimo: etims e Dans e Tl e o D e e e e e A e I A T AL e Bl Ll S 22D bahichilhemhotigatmel et

. L . . . . atching. | keep watching to learn the game.”
that was on TV just to fill the time. And so | got into things like WNBA and college volleyball...and now W ‘N9 pw ing 9
[today] I'm completely following them, not just watching them but paying attention to their records = HEEITI I, 10

[and] following them on social media.”

= Millennial female, MN

“I've started enjoying football more; if I'm “I'have so that | can view a
honest it's because Taylor Swift is dating few more games, mostly MMA and college
ZIpickadlupian intersst I e e T i Travis Kelce. It was never interesting before.” basketball.”
the Tour de France. | accidentally than lused to, and | picked up - Gen-Z famale, RI = e e, G
and was fascinated by how cricket. | started watching it when |
challenging the sport really is.” saw an ad on TV.”
- Boomer male, GA - Gen-Z male, GA
“I've started watching more sports “Inever really watched
| watch more soccer now than before, because it’s interesting and soccer, but then
it was one of the few sports that had live games on in parts of 2020.” ’
- Millennial male, NY - Millenninmale, M1
“| started watching pickleball “I began watching Formula 1races after
because my aunt played it, and | binge-watching Drive to Survive on Netflix. | really like
keep watching because the drivers and the interaction available from the race
" teams—podcasts, online videos, etc.” “l have started to watch more football, and became more acquainted with the Chiefs because of

- Millennial male, NY - Gen-X female, COA Taylor Swift.”

= Millennial female, UT



In Conclusion...

When applicable, give your
respondents the opportunity to self-
classify

Stay vigilant! Consumer trends are
fickler than ever

For the most holistic understanding
of consumer trends, leverage all
types of data: behavioral,
demographic, psychographic,
qualitative, quantitative

Use Al to get closer to humans, not
farther




THANK YOU!

Questions?
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Dasha Gorin
Director of Research, Infilion
dasha.gorin@infillion.com




