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Foreword

Sport Positive supports the global sports industry to increase action
on climate, sustainability, biodiversity and environmental justice, to
both safeguard the future of professional and grassroots sports, and
unlock the power and influence of sport to tackle these pressing
issues of our time.

That influence is difficult to define. From grassroots and recreation
to professional and elite, from sport business and brands to fandom
and fashion. Sport’s true global reach and impact defies the purely
quantitative, but we know it's unparalleled.

UNICEPTA’s expertise lies in providing insights from digital
intelligence to serve organisations and industries. This collaboration
and report firstly shines a light on what sport’s influence looks like
online, by looking at a one-year period of mainstream and social
media, to set a baseline of the space sport holds. It then primarily
seeks to uncover how that influence is currently manifesting around
sustainability, environmental, social and community matters for ten
major sports.

Put simply, in these pages we seek to begin answering the question
- what level of influence do sporting organisations and athletes
truly have, and how can that influence be further leveraged for good
across society?



OBJECTIVE AND RESEARCH

QUESTIONS

Primary
research
question

What level of influence do sporting
organisations have, and how can
sporting organisations influence
change across society at large?

Secondary
research
questions

Three additional research questions will
also be given consideration throughout
the course of the research, and will

be addressed as and when possible.
Unlike the primary research question,
the secondary research questions do
not necessarily have entire sections

of the report dedicated to them, but

will be discussed where appropriate
throughout the report.

How does level of influence differ
when comparing sports generically,
sporting organisations or individual
stars? Do people connect more with
individuals than organisations? How
can sports organisations or individuals
better wield influence? Should clubs
be better harnessing the power of
their sports stars for positive change?

What narratives do sports
communicators promote and what
issues do sporting audiences engage
with? What types of content create
the highest engagement?

Is there a difference in language,
messaging and approach used by
different groups or different sports?
Who is communicating and how are
they communicating on sustainability
and / or social and community
matters within their sports?

HOW IS INFLUENCE DEFINED?

In terms of digital content, UNICEPTA

perceives highly influential content to be
that which people care about, talk about

and engage with, which is measurable by
the level of online engagement with that
content.

UNICEPTA



Ten sports,

tracked globally,
iN three contexts.

METHODOLOGY, SCOPE AND
LIMITATIONS

UNICEPTA's research encompassed
quantitative and qualitative analysis of
digital content (online news and social
media) based around ten sports:

Football

Rugby

Cricket

Motorsport

Golf

Athletics (all disciplines combined)
Sailing

Basketball

Tennis

American Football

SCOPE

UNICEPTA's research drew on media
coverage based on the following
parameters:

data source: online news and social

media (both combined)

geography: global (no location filters)

For each of the ten sports listed above,

UNICEPTA created searches to retrieve

content in three contexts:

1. overall

2. in sustainability-focused contexts

3. in contexts focusing on social and
community matters.

Our “social and community matters” search
encompassed 25 keywords and concepts
as follows: diversity, equity, inclusion/
inclusivity, nature, food banks, CSR, ESG,
community, gender equality by announcing,
wellbeing, physical health, physical activity,
mental health, children’s participation,
active lifestyle, poverty, integrity, women in
sport, safety, accessibility/access, advocacy,
anti-discrimination, youth engagement, fair
play, underserved communities.

search creation: Boolean search
strings created in English-language
(no non-English language searches)
language filters: none

date range to analyse: 12 months -

1 May 2023 to 30 April 2024

UNICEPTA

UNICEPTA's quantitative analysis enabled
detailed evaluation of each sport, for each
of the three contexts
outlined above, by comparing the
following metrics:
volume of content - the number of
individual pieces of content (sourced
from online news and social media)
sum total reach - the total followers or
readers potentially reached by the post/
articles
sum total engagement - the number
of shares/reactions on social media in
response to the articles/posts.
average reach per item - the total reach
for all articles/posts divided by the
volume of articles/posts.
average engagement per item - the total
number of engagements for all articles/
posts divided by the
volume of articles/posts.
sustainability-focused coverage as a
percentage of overall content
social and community matters coverage
as a percentage of overall content
breakdown of volume of posts/articles

by geography



LIMITATIONS

No research methodology is without its
faults. During the conduct of this study, we
identified some limitations to our approach
that impact the generalisability of the
results.

Social media is not a
monolith.

While some platforms have become almost
ubiquitous around the world, the social
media landscape is highly diverse with new,
emerging players bursting onto the scene.
With media intelligence tools often slow
to catch up, this makes it challenging to
capture, or even talk about "social media
conversation" at large. Adding to that, the
media intelligence industry must work
with highly varying data access rules, with
some social media platforms much more
open and transparent with user content
than others. This means that our datasets
are often skewed towards X (formerly
known as Twitter), which provides more
comprehensive access to data than other
platforms. We recognise this as a limitation
while also observing that X / Twitter is a
prime forum where many relevant debates
play out and therefore feel that this does
not overly compromise our results.

Global English bias.

This research has been conducted based
on English-language Boolean searches. We
acknowledge that the findings and outputs
will, to a point, be rooted primarily in those
geographies and cultures where English is
widely used.

No keyword search is
100% watertight.

This research aims to surface content
relating to sustainability and social and
community matters in relation to ten
specific sports, to draw out the most
prevalent themes, topics, interests, stories
and protagonists relating to those subjects.
To isolate such conversations in online
discourse, we incorporated relevant
keywords into search strings that use
Boolean logic. However, it is important

to acknowledge the vast proliferation of
different ways in which people express
themselves in online media, which make
it difficult to achieve complete coverage.
Additionally, it was not possible to include
the name of every single player / team

/ club / league within the searches we
built, and while our searches do include
the names of tournaments, competitions
and governing bodies within our ten
tracked sports, they remain relatively broad
searches. This said, we are confident

that our techniques have enabled us to

UNICEPTA

capture social media conversations that
are representative of people’s opinions on
these subjects and online news coverage
reporting on the subject matter in question,
and therefore give rise to interesting
insights that can point to wider trends.

Location is
self-reported.

Geolocation data is retrieved directly from
users' social media profiles — which means
it is only as accurate as they are, and not
necessarily always perfect or up to date.
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OVERVIEW OF KEY FINDINGS

Reach increased when sustainability or social and community-
related topics were discussed: in other words, media are
engaging with these topics.

The opposite was true for engagement: when these two

elements were detected in digital content mentioning the

ten sports, for the most part the level of engagement actually
declined. This suggests that while the media may be happy

to publish on these subjects, the general public is showing
less interest, and these themes, stories and issues may not be
resonating well enough for people to react or respond.

When looking at absolute numbers, football led on every metric
(volume, reach engagement) in every search category (overall,
sustainability-related content, Social & Community Matters
content), with basketball also strong in multiple metrics.
However, the picture looks quite different when looking at
average reach and average engagement — in which sailing and

motorsport in particular performed strongly, despite trailing on

volume.

In percentage terms, sailing and tennis saw the greatest
proportion of their content focused on sustainability & social

and community matters.

Content about football (overall) generated greater reach than

content about the Gaza crisis, and additionally generated more

than four times more engagement on average.

Each of the ten sports we tracked in this study generated

higher average engagement figures than the seven socio-

political issues we compared them against in this study

- suggesting that people appear to have greater interest in

engaging with sport than with socio-political issues and

underscoring sport’s potency as a medium for impactful
discourse and positive societal change.

Video is a popular format of consumption of sporting content.

Many of the highest engagement influencers produce content
on TikTok and YouTube (as opposed to X/Twitter, Instagram or
Facebook).

Peaks in conversation volume and engagement often arose
from discussions orientated around sporting events and
initiatives, but criticism and discussion of negative issues were

just as likely to be conversation starters - sometimes resulting

in positive outcomes.

Message dissemination can be boosted by cross-sport
collaborations (which are highly impactful in digital
conversations), engagement with local press and humour (but

the latter is a delicate course to navigate given widespread
trivialisation and climate hoax beliefs).

Engagement was also well amplified by influencer involvement

- typically seen more strongly from teams/organisations than
from individuals. However, individual athletes can also be
incredibly powerful (Vinicius Jr, Harry Kane, Lewis Hamilton,
Sebastian Vettel, Serena Williams and David Rudisha serve as
standout examples) and leadership on climate change appears
to be broadly welcomed.

Popular subjects of interest discussed across multiple sports

included:
disruption and protests
emissions/transport/scheduling/logistics
innovation/technology/facilities
re-usage and upcycling of materials such as trophies,
stages, equipment
sponsorships and ownership
the BBC Green Sport Awards

UNICEPTA
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CROSS-SPORT
COMPARISON

In this section, we compare the volume, reach and engagement
generated by content for each sport. We assess these datapoints for
each sport overall, in sustainability-related contexts and in social
and community-related contexts.

In some senses, the data findings are as you might expect — football
achieved the highest sum total scores in all metrics. However, when
we look at average reach and average engagement, the picture
changes significantly, and surfaces some high performant sports.

9 UNICEPTA
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Football ranked first on every metric in
absolute terms... but not when average reach
Or average engagement are considered.

Football generated the highest coverage
volume, reach and engagement in all
three categories of search - overall,
sustainability-related coverage and
social and community-related coverage.
However, while it led on absolute
volume, it failed to achieve the highest
average reach or highest average
engagement in any category.

While basketball generated the second
highest volume of coverage overall

and second highest on social and
community matters, it generated only
the seventh highest volume of coverage
on sustainability.

On volume of sustainability coverage,
it was golf that ranked second behind
football, primarily due to concerns
about the level of resource required to
maintain golf courses.

On sustainability and social and
community matters, cricket generated
the second highest engagement after
football - whereas its level of overall
engagement ranked only fifth.

Sailing had the lowest volume of
coverage, lowest reach and fewest
engagements in all three categories
of search - but fared well when these
factors were evaluated as average
rather than as absolute figures (see
next slides).

10 UNICEPTA



Overall Volume

Football (soccer)
Basketball
American Football
Cricket
Motorsport

Golf

Tennis

Rubgy

Athletics

Sailing

I 195.3M
Bl s2.0M

Bl 754M

B 461M

B 243Mm

| 9.5M

I 13.9M

I 9sMm

| 79M

905K

Sustainability Volume

Football (soccer)
Golf

Tennis

Cricket

Americann Football
Motorsport
Basketball

Rubgy

Athletics

Sailing

I 44K
I 19K
I 1.0K

I 56.0

B 547K

I 56K

Bl 434K

Il 333K

17

| 2.6K

Social and Community
Matters Volume

Football (soccer)
Basketball
American Football
Cricket

Tennis

Golf

Rugby

Motorport
Athletics

Sailing

1.0M
388.1K

262.2K

245.1K

207.3K
144.6K
109.6K
102.3K

97.2K
24K

Overall Reach

Overall Engagement”

Football (soccer) I 50518.9B Football (soccer)
Basketball M 23619.98 Basketball
American Football [ 20863.6B American Football
Cricket [l 12226.0B Motorsport

Golf M 106449B Cricket

Tennis [l 9572.7B Golf
Motorsport |l 5629.3B Tennis
Rubgy W 5465B Rubgy

Athletics J| 4318.58 Athletics

Sailing = 74.9K Sailing

Sustainability Reach

Football (soccer)
Golf

Tennis

Cricket
Motorsport

Rugby

Basketball
American Football
Athletics

Sailing

I 202.0B
IS 10398

N 8798
N 7498
N 66.98
B 2428
M 4348
I 323B

| 87B

| 368

Social and Community

Matters Reach

Football (soccer)
Basketball

Tennis

Golf

Cricket

American Football
Athletics

Rugby

Motorsport

Sailing

273.7B
230.8B
199.1B
183.1B
172.0B
137.8B
121.6B
94.2B
1.8B

I £ 48
I 108
I 1.0B
I 8956,0M
B 601.9M
ll 339.3Mm
Il 257.4M
I 165.9M
|99.0M
2.9M

Sustainability Engagement”

Football (soccer)
Cricket
Motorsport

Golf

Tennis

Rugby

American Football
Basketball
Athletics

Sailing

I 2.4M
. 12m

s 1.0M

I 037.3K

Bl 5524K

B 5237K

I 4318k

B 2035K

| 16.2K

| 10.9K

Social and Community
Matters Engagement”

Football (soccer)
Cricket
Basketball
American Football

918.9B

Tennis
Motorsport
Golf
Athletics
Rugby
Sailing

*Engagements refers to the number of shares, likes, comments or reactions that content gains on social media.
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9.9M
3.1M
3.0M
2.9M
11M
948.9K
929.1K
740.3K
706.5K
9.6K



While average reach increased
when sustainability or social

& community matters were
discussed, average engagement
actually decreased.

Football led on every metric in every search category
when looking at absolute numbers, with basketball
also strong in multiple metrics. However, the picture
looks quite different when looking at average reach
and average engagement.

In general terms, average reach increases
when content discusses sustainability or
Average reach per piece of content social and community matters. In other
words, higher value media outlets were

more likely to be interested in talking about

Football any given sport alongside these subjects
(Soccer) than talking about the sports in general
terms without these subjects.
American Rugby

Football

Tennis '/‘__,/ Cricket

Basketball Motorsport

Sailing Golf
Athletics

e Overall
= Sustainability-related content
=== Social & Community Matters content

“Engagements refers to the number of shares, likes, comments or reactions that content gains on social media.

12 UNICEPTA

Sailing was the one slight exception to this:
content about sailing overall generated
marginally higher average reach than sailing
content about social and community
matters. This said, sailing content
referencing sustainability generated the
highest average reach of sport and content
set, averaging 1.4M per piece of content.

Golf and athletics content referencing
social and community matters also
attracted similarly high reach, again
averaging 14M per piece of content.

For six of the ten sports, average reach per
item was highest when sustainability topics
were discussed within media coverage. For
four sports (tennis, American Football, golf
and athletics), average reach was highest
when social and community matters were
discussed.



Cricket was the only sport for
which engagement increased

it sustainability or social and
community topics were discussed.

Average engagements” per piece of content

Football
(Soccer)
American Rugby
Football
Tennis Cricket
Basketball Motorsport
Sailing Golf
Athletics
e Overall

== Sustainability-related content
Social & Community Matters content

*Engagements refers to the number of shares, likes, comments or reactions that content gains on social media.

13 UNICEPTA

While reach increases if sustainability or
social and community matters are present,
the opposite was true for engagement:
when these two elements were detected in
digital content mentioning the ten sports,
for the most part engagement actually
declined.

Cricket was the only sport for which
engagement increased if sustainability
or social and community topics were
discussed.

(While engagement with sustainability
topics was largely driven by response

to climate protests, engagement with
social and community topics was driven
by proactive outreach from the ICC,
namely action to tackle gender equality
by announcing prize parity for the men's
and women's games, and establishing a
community initiative with UNICEF)

This suggests that, cricket excepted, while
the media may be well engaged and keen
to publish content on these subjects, the
general public is showing less interest. As
such, these themes, stories and issues
may not resonate well enough for people to
react, respond or engage with it.

However, this cannot be said unanimously,
and there are many nuances, exceptions
and success stories, which will be examined
in the following pages.


https://x.com/sachin_rt/status/1679753897102155785
https://x.com/JayShah/status/1707306887107268941
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Sailing had the largest proportion of content
focused on sustainability and social &

community matters.

In various analyses we have undertaken
for the corporate sector, UNICEPTA has
typically seen the proportion of a given
organisation’s content focused on
sustainability (or climate change) range
from 0.3% to 1% - which provides an
interesting benchmark against which
the ten sports we track in this research
can be compared.

Most notably, sailing demonstrated

a somewhat higher emphasis on
sustainability - and was also the only
sport to have more of its content
focusing on sustainability than on
social and community matters.

Tennis placed second on both metrics.

Golf ranked third on sustainability but
fifth on social and community matters
- with issues relating to its presence in
Saudi Arabia very much front of mind.

Conversely, athletics ranked fifth on
sustainability and third on social and
community matters. The participation
of transgender athletes was often a key
driver of coverage in the latter.

14 UNICEPTA



Sustainability-related coverage as a percentage of overall content

Sailing | 28%
Tennis [N 7%
Golf [N 0.4%
Rugoy [N 03%
Motorsport - 0.2%
Athletics [l 0.1%
American Football [l 0.1%
Basketball [ 0.1%
Cricket - 0.1%
Football (soccer) - 0.1%

Social & Community Matters coverage as a percentage of overall content

Sailinng |y 2.7%
Tennis | 5%
Athietics [N 1 2%
Rugoy [N 1%
Golf NN 0.6%
Basketball [N ©5%
Cricket [N 05%
Football (soccer) [N 05%
Motorsport _ 0.4%
American Football _ 0.3%

15 UNICEPTA
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ORT NG
FOOTBALL

VOLUME AVERAGE AVERAGE
REACH ENGAGEMENT
Overall 195,291,735 258,684 22.7
Sustainability-related content 173,109 1,167,074 13.9
Social & Community Matters content 1,003,014 916,144 9.9

Key topics of conversation

e Strong focus on air travel, transport and scheduling.

e Scrutiny on 2022 Qatar World Cup carbon neutrality claims and
concerns about sustainability at future World Cups.

e Strong theme of leadership and setting examples.

e High engagement around Liverpool FC’s sustainability stories and
with Vinicius Jr.
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Major events were the catalyst for sustainability-
oriented conversations.

Football’s sustainability coverage was
primarily orientated around major events
such as the FIFA Men’s and Women’s World
Cups. The highest peak in sustainability
coverage coincided with the release of a
report assessing how the climate crisis
could impact the 2026 World Cup, which is
to be held across Canada, USA and Mexico.
This report sparked widespread discussion
on X (formerly Twitter) about the FIFA's role
in sustainability in its tournaments. The
conversation emphasised the importance

of climate leadership after BBC pundit Gary

Lineker spoke out on the issues.

A similarly high peak in coverage in mid-
August 2023 was driven by content in both
online news and social media touching on

Prince William’s decision not to fly, owing
environmental reasons, to Sydney to watch
the England Women'’s team play in the
World Cup final. While attracting criticism
for not supporting the England team in
person, he also generated support on

Volume of online news and social media coverage over time

O7-Jun: FIFA accused of making
false statements about Qatar

2022 World Cup being a
carbon-neutral tournament.

account of his consciousness of the cost of
carbon footprint to view one game on the
other side of the world.

The FIFA Men's World Cup continued to
drive sustainability coverage with online
news reports guestioning the decision
to hold the 2030 World Cup across

six countries, amid concerns about
environmental repercussions.

of Overall cov

Volume

O1. O1. o1

Feb 24 Mar 24

80K 20-Aug: Prince William
does not attend
Lionesses’ World Cup 15-Sep: BBC reports on

3 70K final for environmental climate crisis impacting
K % RO, 2026 World Cup.
8 & 60K
-~ 3
3 @]
= w
ol BOK
T
£ ©
8 E 40K
@ >
> =
» c
6 2 30K
2 e
E 5 . .

OK

o1 o1. of. ot o1 o1. o1, ot o1
May 23 Jun 23 Jul 23 Aug 23 Sep 23 Oct 23 Nov 23 Dec 23 Jan 24
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Overall
== Sustainability-related content
Social & Community Matters


https://www.bbc.co.uk/sport/football/66211285
https://www.bbc.co.uk/sport/football/66211285
https://x.com/LawyersAreResp/status/1702654022476329294
https://x.com/LawyersAreResp/status/1702654022476329294
https://www.theguardian.com/uk-news/2023/aug/20/prince-william-criticism-not-attending-womens-world-cup-final
http://twitter.com/mrdanwalker/status/1693155312730001625
https://www.theguardian.com/uk-news/2023/aug/20/prince-william-criticism-not-attending-womens-world-cup-final
http://twitter.com/mrdanwalker/status/1693155312730001625
https://www.bbc.co.uk/sport/football/67010609
https://x.com/fwn_science/status/1666429427616563200
https://www.bbc.co.uk/sport/football/66211285
http://twitter.com/mrdanwalker/status/169315531273000162
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Footballer Vinicius Jr and Liverpool FC
achieved high levels of both reach and

engagement.

Despite having a lower volume of
content compared to some other
prevalent football organisations,
Liverpool FC generated the second-
highest average reach and engagement.

In the context of sustainability, this
was largely driven by the club winning
a sustainability award at the Football
Business Awards in May 2023,
recognising its ongoing sustainability
strategy, coined “The Red Way”.

However, Liverpool FC was also
recognised for its donation to Arsenal
FC’s matchday foodbank collection,
which helps minimise food waste
among football supporters. This was
part of the Green Football Weekend
initiative, which ran from 2-5 February
2024,

In terms of social media amplification,
it was notable that both of these
stories originated from liverpoolfc.com,
with relatively little reporting from
other media outlets. Given that the

links and stories pushed by Liverpool
FC travelled well on social media to
generate this high engagement, it can
be inferred that the club has a strong
fanbase which is well tuned in to these
initiatives, and that its website is a
trusted source of news and information
(or at the very least, that the club has

a successful strategy to direct web
traffic towards its website). Mirroring
Liverpool’s strategy of having a named,
defined, quasi-branded sustainability
policy may yield success for other
clubs looking to replicate high levels of
resonance amongst fans.

18 UNICEPTA


https://www.liverpoolfc.com/news/lfc-wins-sustainability-award-football-business-awards
https://www.liverpoolfc.com/news/lfc-joins-forces-arsenal-support-green-football-weekend-foodbank-donation-drive
http://www.liverpoolfc.com/

FIFA outscored
UEFA on volume
of content and
engagement levels.

Despite having the third highest volume of content on sustainability or social and community matters, UEFA registered the lowest average
engagement - suggesting the messaging it has deployed may not be resonating as well as that of other organisations (FIFA included).
Online news outlets reported on UEFA |aunching a carbon footprint calculator to help European clubs lower emissions, as well as it
encouraging teams to avoid flying between matches during Euro 2024,

Who is most prevalent (by volume) in football’'s sustainability and social/community-related content?

Average Average
reach” engagement”
FIFA (incl. World Cup mentions) [ 190.901 1.9M 171
Premier League [ 109.872 1.9M 1.8
UEFA [ 41442 24M 9.6
La Liga [ 34043 1.5M 13.0
Arsenal FC [ 28883 27M 104
Real Madrid [ 24762 3.2M 12.8
Manchester United W 22776 34M 19.9
Liverpool FC [ 22602 37M 21.0
Kick It Out [ 16653 20M 131
Vinicius Junior I 15.899 4.8M 220
Real Madrid’s Brazilian forward Vinicius Junior generated only in February 2024, joining FIFA's anti-racism committee in June
tenth highest volume of content relating to social and community 2023, and praising Sevilla for ejecting a racist fan in October
matters and sustainability content, yet achieved highest average 2023. That Vinicius, often the target of racial abuse himself, has
reach and highest average engagement. shown engagement on these issues demonstrates perfectly how
influential high-profile athletes can be in driving change in such
Analysis of those high engagement stories references Vinicius areas.

becoming a UNESCO Goodwill Ambassador for Education for All

*Average reach is the total reach for all articles/posts divided by the volume of articles/posts.

Average engagement is the total number of engagements for all articles/posts divided by the volume of articles/posts.

19 UNICEPTA


https://www.bbc.co.uk/sport/football/68492495
https://www.bbc.co.uk/sport/football/66230749
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Fan interests are front of mind and political
involvement carries influence.

The highest engagement influencers
for sustainability and social and
community matters in football
surfaced on TikTok and X (formerly
Twitter). The greatest level of impact
was achieved by a high engagement
TikTok post by former France President
Francois Hollande, which showed him
playing football with the Banlieues
Climat group (an association whose
goal is to unite, raise awareness and
inspire populations in working class
neighborhoods on environmental and
climate issues).

Content relating to Liverpool FC was
prominent, with two high engagement
X accounts (Anfield Watch and
Liverpool FC) posting about the club’s
sustainability achievements.

The X account of journalist David
Philips created high engagement
amongst social media users by
criticising the sustainability efforts of
the Premier League and broadcasters,
particularly during Green Football
Weekend, for scheduling fixtures that
prevented travelling fans from using
public transport.

20 UNICEPTA


https://www.tiktok.com/@fhollandeofficiel/video/7291707827486231841
https://x.com/AnfieldWatch/status/1656579155218006017
https://x.com/LFC/status/1656578915127767040
https://x.com/lovefutebol/status/1748390162298556421
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Heat map: where is football-related sustainability coverage and/or social/community matters

coverage (combined) most discussed?

Top online news outlets publishing
sustainability content (volume)

yahco.com _ 1,483
news.italy24.press [ 21
B 20
newsexplorernet [l 338
foxcom [ 214
B 2

dispatchistcom [l 206

egseuro.com

dailymail.co.uk

Top online news outlets publishing social/
community matters content (volume)

yahoo.com 1,483
euro.eseuro.com 1.800
dailymail.co.uk 1.303
news.italy24.press 1.300
fox.com 1.251
newsexplorer.net 1.062

archysport.com o7

21

Volume of
content
573,073

Top social media influencers publishing
sustainability content (engagement)

Frangois Hollande TikTok
Anfield Watch (@AnfieldWatch)
SACA FOOTBALL YouTube
David Phillips (®@lovefutebol)
TalkTV YouTube

Liverpool FC (@LFC)

Sky News TikTok

I 2064k

| 179k
| 136K
| 107
| 101k
| 95k
| 9.0k

Top social media influencers publishing social/
community matters content (engagement)

ESPN FC (®ESPNF)

Guardian News YouTube

Premier League (@premierleague)
Life Football YouTube

Madrid Xtra (@MadridXtra)
fcbarcelona TikTok

The Daily Aus TikTok

UNICEPTA

171K
116.8K
109.6K
107.8K
107.3K
1056.5K

102.6K
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SPORT IN FOCUS:

RUGBY

VOLUME AVERAGE AVERAGE
REACH ENGAGEMENT
Overall 9,532,451 D000 174
Sustainability-related content 573,306 1,387,903 157
Social & Community Matters content 174 1,109,033 64

Key topics of conversation

e Air travel, transport, sustainable travel.

e Sustainability conversations peaked around calendar events such as
World Cup, Premiership Final.

e Interest in disruption caused by Just Stop Oil.

e Focus on sponsorships (most notably Scottish Gas and TotalEnergies).

e Demonstration that frequent posts and strong local presence helped
Scottish Rugby to solidify and enhance reputation.
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Disruption triggered peaks in content about

sustainability in rugby and tennis.

Sustainability coverage relating to rugby While rugby organisations, leagues and
was driven by discussion of climate teams were most prevalent in terms
protesters at rugby events, particularly of volume of mentions, reach and

coverage of Just Stop Oil activists disrupting  engagement, TotalEnergies featured heavily
the Premiership Rugby final in May 2023. in sustainability-focused content at the
Similarly, a peak in content on sustainability — end of August and in early September

in July derived from Just Stop QOil action 2023 as a sponsor of the Rugby World Cup.
disrupting Wimbledon, with articles and Greenpeace was the most active critic on

posts connecting to the previous disruption  social media, posting 14 times on X (formerly

at the Premiership Rugby final. Twitter). This included condemnation of

Volume of online news and social media coverage over time

05-Oct: Princess of Wales
attends Hull FC Centre

of Excellence event on
inclusivity in Rugby League.

the Rugby World Cup and claims that
fossil fuel companies sponsor sporting

events to distract from destruction to the

environment.
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https://twitter.com/GregHands/status/1662740000356614144
https://www.abc.net.au/news/2023-07-06/who-are-the-just-stop-oil-protesters-at-wimbledon/102569630
https://twitter.com/Greenpeace/status/1697217670998093869
https://twitter.com/Greenpeace/status/1697595228314829196
https://www.youtube.com/watch?v=BH38UzMiCX0
https://www.abc.net.au/news/2023-07-06/who-are-the-just-stop-oil-protesters-at-wimbledon/102569630
https://twitter.com/KensingtonRoyal/status/1709945444024148128
https://twitter.com/Greenpeace/status/1696764693648658831

The Springboks drew on a
broad range of stories relating
to sustainability and social/
community matters.

The Springboks were the most mentioned organisation in sustainability and social/community-related content, though this was
overwhelmingly driven by social media content, primarily highlighting a speech from captain Siya Kolisi calling on the government
of South Africa to “use our diversity a bit more”. The Springboks captain also featured in content discussing his participation in a
TotalEnergies PR campaign for its solar-powered service stations. In September 2023, World Rugby highlighted that it won the IOC
Climate Action Award 2023 for Innovation for its work alongside the Springboks to make the 2022 Rugby World Cup Sevens more
sustainable. While this discussion was reasonably limited in terms of volume and engagement, tone was distinctly positive.

Who is most prevalent (by volume) in football’'s sustainability and social/community-related content?

Average Average

reach” engagement”
The Springboks I e 1.3M 8.7
World Rugby e 906 2.9M 14.0
Owen Farrell e bss 54M 54
England Rugby [ 4215 2.7M 12.7
Rugby Football Union [y 3.805 6.1M 8.5
Rugby Football League [y 3701 1.8M 8.0
Wallabies [ 298t 2.3M 84
Welsh Rugby Union [ 2642 5.5M 13.3
All Blacks I 2276 3.2M 124
TotalEnergies [ 2106 430.9K 6.9

*Average reach is the total reach for all articles/posts divided by the volume of articles/posts.

Average engagement is the total number of engagements for all articles/posts divided by the volume of articles/posts.
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https://twitter.com/Newzroom405/status/1719979770123800595
https://www.businesslive.co.za/bd/national/2023-10-09-ad-agencies-pressure-colleagues-to-drop-fossil-fuel-companies/
https://twitter.com/worldrugbymedia/status/1707724132362686481
https://twitter.com/Abramjee/status/1707734548404998159
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Earth Day provided a key platform to launch
communications platforms’ in rugby and in

basketball.

World Rugby, the second most
mentioned organisation, featured in
articles discussing national teams
travelling sustainably to the Rugby
World Cup. On Earth Day, World Rugby
and the UN Environmental Programme
highlighted the “Rugby for Nature”
initiative, designed to limit the game’s
environmental impact and preserve
biodiversity. International days such

as Earth Day are likely to provide a
strong platform to launch and spotlight
environmental initiatives by other
teams and individuals.

World Rugby did, however, receive
criticism due to opposition to
TotalEnergies as a World Cup sponsor.
For instance, the Irish Independent
reported World Rugby had tried to stop
the release of a Greenpeace video
featuring an Irish comedian criticising
the sponsorship.
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https://www.walesonline.co.uk/sport/rugby/rugby-news/gallery/wales-hop-public-transport-opening-27671402
https://twitter.com/worldrugbymedia/status/1782303570139738417
https://twitter.com/UNEP/status/1783209594518462870
https://www.world.rugby/news/922346/global-rugby-family-invited-to-join-the-rugby-for-nature-squad-to-help-tackle-biodiversity-loss-as-world-rugby-marks-earth-day-2024
https://twitter.com/DolanEdward/status/1696784533876523357
https://www.independent.ie/irish-news/rugby-world-cup-legal-bid-to-stop-greenpeace-video-featuring-irish-comic-satirising-events-oil-company-sponsor/a2145555076.html

High frequency posting on local issues
helped to build a positive presence

online for Scottish Rughby.

Heat map: where is rugby-related sustainability coverage and/or social/community matters coverage

(combined) most discussed?

o

Rugby conversation was particularly prevalent in the UK. Key social
media influencers often focused on Just Stop Oil disrupting the
Premiership Rugby Final, with UK media outlets reporting neutrally
and sharing footage; Just Stop Oil social media accounts also
shared footage and asked for donations in the caption alongside

warnings about global emissions.

Though it was not one of the most frequently mentioned
organisations, Scottish Rugby was amongst the standout
organisations in terms of positive sentiment on sustainability
issues. This was largely down to its proactive promotion of its
environmental efforts in collaboration with the Royal Bank of
Scotland on TikTok; key posts included RBS ambassadors Jim
Hamilton (former Scotland international) and Caroline Blair (TV
presenter) opening a day of climate action in August 2023, a
video showing national players detailing how clubs can be more
eco-friendly, and a feature on local clubs embarking on their

climate journey.

Volume of
content
59,509

While there was lower engagement on this content than on
discussion of climate protests (which, naturally, is typically a
polarising subject), that Scottish Rugby published multiple posts
on the same subject on the same platform will have helped to
create perception of sustained interest and seriousness on the
subject of sustainability. Further, given that Scottish Rugby is the
only rugby team or organisation we could find to post on TikTok
on sustainability during the reporting period, it suggests there is
significant opportunity for teams, organisations and individuals to
reach a broader audience via this platform.

While Scottish Rugby positively highlighted its partnership
with Scottish Gas to address carbon emissions at Scottish Gas
Murrayfield, some responses denounced the partnership as
“greenwashing” by Scottish Gas.
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https://twitter.com/SkyNews/status/1662474839410589696
https://www.tiktok.com/@independent/video/7237905346033929499
https://www.youtube.com/watch?v=BH38UzMiCX0
https://www.tiktok.com/@scottishrugby/video/7266395768196582689
https://www.tiktok.com/@scottishrugby/video/7266050866652744992
https://www.tiktok.com/@scottishrugby/video/7270151237910269216
https://www.tiktok.com/@scottishrugby/video/7338004040653049120
https://twitter.com/Ultra_Damo/status/1693354950682665115

Regional press featured amongst the most impactful outlets publishing social and

community-related coverage.

In terms of discussion on both sustainability and social and
community matters, the highest engagement influencers published
on TikTok. The top social and community-related influencers

often focused on LGBTIQ+ participation in rugby, with Sport Bible
highlighting statements by the first openly gay rugby league player.

Top online news outlets publishing
sustainability content (volume)

yahoo.com | /o
B

bl s

B -

B s

B s

B 4

news.italy24.press
dailymail.co.uk
newsexplorer.net
trendradars.com
bbe.co.uk

archysport.com

Top online news outlets publishing social/
community matters content (volume)

yahoo.com 1.216
newsexplorer.net 282
news.italy24.press 266
dailymail.co.uk 256
bbe.co.uk 242
south-africa.ournaijanews.com 162
walesonline.co.uk 144

The appearance of regional news website walesonline.co.uk
(alongside larger national and international outlets) in the

top online news outlets for social and community matters
demonstrates the important role of local media. Local outlets

often report (positive) local news stories, which can combine and
amplify to tell powerful stories. As Scottish Rugby demonstrate (see
previous slides), local engagement can be a winning strategy.

Top social media influencers publishing
sustainability content (engagement)

itvnews TikTok (engagement) [ 194.9

The Independent TikTok [ 1127

Greg Hands (@GregHands) . 221K

The Times and The Sunday Times TikTok | 134K

Danny Corcoran (@calcio_danny) I 9.2K

Just Stop Oil (@JustStop_Oil) | 6.4K

Just Stop Oil YouTube | 6.4K

Top social media influencers publishing social/
community-related content (engagement)

SPORTbible TikTcook 241K

Human Rights Campaign TikTok 181K

Sky News (@SkyNews) 15.7K

The Prince and Princess of Wales

, 85K
(@KensingtonRoyal)

Sharron Davies MBE
(@sharrond62)

75K

Newzroom Afrika
(@Newzroom405)

72K

Princess of Wales News
(@HRHPWales)

7K
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https://www.tiktok.com/@sportbible/video/7343557324029627680
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SPORT IN FOCUSb:
CRICKET

VOLUME AVERAGE AVERAGE
REACH ENGAGEMENT
Overall 46,086,538 265,284 131
Sustainability-related content 68,745 1,089,965 16.9
Social & Community Matters content 245,075 747027 2.5

Key topics of conversation

e [Largely positive tone thanks to theme of leadership and recognition of
climate change efforts.

e Polarised views on effectiveness of disruption.

e [Equality and gender parity.
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Carrot and stick: disruption at Ashes and award
for cricketer were among the largest spikes in
sustainability coverage.

Cricket sustainability coverage was driven
by discussion of climate protests during the
2023 Ashes series, during which England
player Jonny Bairstow carried a Just Stop
Oil protester off the pitch. Further high-
profile stories included Australia captain
Pat Cummins winning a BBC Green Sport
Award for leadership in climate change and
environmental sustainability, along with the
premiere of “Cricket Green”, a performative

show exploring cricket’s relationship with
the climate emergency. Lastly, Indian
Cricket's commitments to eco-friendly
behaviour also drove sustainability
discussion.

The International Cricket Council (ICC) was
the most prevalent organisation in cricket's
social/community and sustainability-
focused content. This was primarily

Volume of online news and social media coverage over time

27-Jun: ICEC
publishes
a report
on racism
and sexism 28-Jun: Just Stop
in English
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Oil disrupts Ashes

28-Jul: Premiere of
“Cricket Green’”.

02-Oct: Australia captain Pat
Cummins wins BBC Green
Sport Award.

22-Dec: Usman Khawaja 2.0M
speaks out on human rights.

driven by social and community-related
discussion of the ICC’s equal pay initiative,
to be enacted across all its events. In terms
of sustainability, in early October 2023, the
ICC was praised for unveiling national team
flags made from recycled plastic bottles at
the Cricket World Cup opening ceremony in
India. However, the ICC also faced criticism
for purportedly exposing visiting players to
severe air pollution in the same tournament.
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https://x.com/NoelMack/status/1674837002099752964
https://www.theguardian.com/sport/2023/jul/28/dancing-down-the-wicket-shining-a-light-on-cricket-and-the-climate-crisis
https://x.com/JayShah/status/1707687870725787789
https://x.com/sachin_rt/status/1679753897102155785
http://twitter.com/Brsharma_In/status/170993680992344510
https://x.com/daniel86cricket/status/1721459930274705683
https://x.com/cricketcomau/status/1738017763535286649
https://www.tiktok.com/@dailymail/video/7249684461950962987
https://www.bbc.co.uk/sport/cricket/66022949
https://www.theguardian.com/sport/2023/jul/28/dancing-down-the-wicket-shining-a-light-on-cricket-and-the-climate-crisis
https://x.com/CricketAus/status/1709098886584004676

Virat Kohli achieved average engagement ten
times higher than anyone else’s (despite no active
involvement in the campaigns being reported).

Who is most prevalent (by volume) in cricket’s sustainability and social/community-related content?

Average Average

reach” engagement”
et o ricket P 54761 860.3K 352
GomdofContoleyy M i
Cricket Australia [ 16.923 13M 16
(E:?i%Eequ%g?dV\(/glceg) I, 15693 24M 38
Usman Khawaja I 14610 805K 53
Indian Premier League (IPL) ~ EENE 13.889 19M 308
Pakistan Cricket Board e 1.309 1.0M 55
Ben Stokes [ 5604 34M 58
Virat Kohli B 5534 21M 3896
Lord's Cricket Ground I 4533 19M 43

India’s talismanic captain, Virat Kohli, achieved an average engagement more than ten times higher than anyone else’s thanks in part
to content mentioning him alongside the ICC’s inclusion and gender equality partnership with UNICEF, which also mentioned its

ambassador David Beckham. Despite not taking an active role in that partnership, it is clear that Virat Kohli commands considerable
influence amongst his dedicated fanbase and combining him (or the India cricket team) alongside other global sporting icons represents
significant opportunity.

*Average reach is the total reach for all articles/posts divided by the volume of articles/posts.

Average engagement is the total number of engagements for all articles/posts divided by the volume of articles/posts.
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https://english.mathrubhumi.com/special-pages/icc-world-cup-2023/icc-cwc-2023-rohit-sharma-meets-david-beckham-in-mumbai-1.9077424
https://zeenews.india.com/cricket/cricket-world-cup-2023-david-beckham-wishes-luck-to-rohit-sharma-and-team-india-for-final-watch-2688893.html
https://www.houstonindian.net/desi/newsdetail.asp?id=942230
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USA, India and UK dominant in producing
cricket-related content on sustainability and
social & community matters.

For both sustainability and social/
community-related discussion, the top
influencers surfaced on X (formerly
Twitter), with the majority of content

originating from the USA, India and UK.

The top influencers publishing social
community-related content focused on
increased inclusivity within cricket. Jay
Shah, President of the Asian Cricket
Council, focused on gender parity, as
it was announced that the prize money
for all ICC events would be consistent
for both men and women.

The top influencers discussing
sustainability in cricket focused on the
climate action protests during the 2023
Ashes series. The YouTube channels

of Black Conservative Perspective, GB
News, Piers Morgan Uncensored and
the Daily Mail discussed the event, with
debates on how effective protests like
these are at conveying the intended
message to the public.
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https://x.com/JayShah/status/1679494208569364480
https://www.youtube.com/watch?v=pabMk0eDPZ4
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Heat map: where is cricket-related sustainability coverage and/or social/community matters

coverage (combined) most discussed?

-

Top online news outlets publishing
sustainability content (volume)

yeoocom - | 57°
dailymailcouk [ 148

newsexplorer.net - 145
virasth.com -127

newslockercom [l 105
trendradars.com - 105
devdiscoursecom [l 96

Top online news outlets publishing social/
community matters content (volume)
yahoo.com 1084
espn.com 641
newsexplorer.net 360
indiatimes.com 314
dailymail.co.uk 258
menafn.com 216

devdiscourse.com 201

Volume of
content
106,131

Top social media influencers publishing

sustainability content (engagement)

Noel Mack
(@NoelMack)

Black Conservative
Perspective YouTube
Indian Tech & Infra
(@IndianTechGuide)

GBNews YouTube

Piers Margan
Uncensored YouTube

Daily Mail YouTube
Daily Mail TikTok

I 2

I 150k

I o
B ook
I e
| WS
B ssk

Top social media influencers publishing social/
community-related content (engagement)

Jay Shah
(@JayS%aoho)
Danish Kaneria
(@DanishKaneria61)
Sachin Tendulkar
(@sachin_rt)

Advaid (@Advaidism)
Mufaddal Vohra
(@mufaddal_vohra)

England's Barmy Arm
(@TheBarmyArmy;

Steve Hanke
(@steve_hanke)

*Average reach is the total reach for all articles/posts divided by the volume of articles/posts.

253K

207K
14.8K

136K

Average engagement is the total number of engagements for all articles/posts divided by the volume of articles/posts.
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50.3K
43.8K

384K
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SPORT IN FOCUS:

MOTORSPORT

VOLUME AVERAGE AVERAGE
REACH ENGAGEMENT
Overall 24,347,205 2 2MRlC1D 36.8
Sustainability-related content 55,969 1,195,078 18.7
Social & Community Matters content 102,349 920,166 SIS

Key topics of conversation

e Driver sympathy for Just Stop Oil juxtaposed by scrutiny of a high
carbon emitting sport and perceived hypocrisy in drivers leading a

“private jet” lifestyle.

e JSO criticised for disrupting a Formula E event.

e Strong focus on innovation/technology, travel/transport/scheduling

and emissions.



04

37M people viewed a video criticising activists
seeking to disrupt a Formula E event -
an organisation trying to make motorsport

more eco-friendly.

F1 was the most prominent and most
visible organisation mentioned in
relation to sustainability and positive
impact in motorsport, with some of its
biggest stars acting as key drivers of
both positive and negative sentiment
towards the sport.

Lewis Hamilton was proactive in
sharing positive messages about
diversity and inclusion, whilst
Sebastian Vettel was the lead in a
campaign to increase awareness of the
need for biodiversity, promoting ‘bee
hotels” at the Japanese Grand Prix.
Other F1 voices were less prominent,
with one highly engaged with tweet
stating that Hamilton and Vettel were
the only two who “gave a [expletive]”
about “humanity, equality, inclusivity
and using their global platforms to

speak on issues worldwide, spread
awareness and be the voice for the
voiceless.” Whilst current world
champion Max Verstappen featured
- just - in the top ten most frequently
mentioned organisations and
athletes mentioned in motorsport’s
sustainability and social/community-
related content, those mentions mostly
referenced different topics alongside
unrelated posts about sustainability
issues in F1.
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https://twitter.com/MikeSington/status/1654550547658313728
https://twitter.com/F1/status/1704771649479053383
https://twitter.com/SLH44GOAT96/status/1765472747616878836/photo/1

Hamilton did, however, attract both praise Given that Vettel has retired and Hamilton a video (37M views - since taken offline)

and criticism in response to his vocal is in the latter stages of his career, F1 and its  which labelled protesters on the track at a
stance on sustainability and social and constructors could consider nurturing new Formula E race “stupid” for protesting at a
community matters, particularly in relation voices to advocate these issues. sport designed to be more eco-friendly.

to diversity topics, and was accused of
being a hypocrite for supporting a ‘peaceful’  Protests by climate activists at races

Just Stop Qil while participating in a were a key driver of media coverage and
carbon-powered sport and using private discussion. The singular highest source
jets. of social media engagement came from

Volume of online news and social media coverage over time

05-May: Lewis Hamilton 21-Sep: Sebastian Vettel 01-Apr: X user says
speaks out against Florida promotes biodiversity at F1 race calendar
anti- LGBTQ+ bill. Suzuka F1 GP. should be made

more eco- friendly.

20K 08-Jul: Lewis 28-Nov: Young people air
Hamilton views on diversity at
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== Sustainability-related content
=== Social & Community Matters
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https://twitter.com/yoremejax/status/1654556497945165826
https://twitter.com/hellinoisdotcom/status/1654430678690283524
https://twitter.com/GBNEWS/status/1677950718425337858
https://twitter.com/RWTaylors/status/1677715302547615744
https://twitter.com/RWTaylors/status/1677715302547615744
https://twitter.com/DreHarrison101/status/1704783858795962843
https://www.tiktok.com/@thesun/video/7252337456077409562
https://www.espn.co.uk/f1/story/_/id/37970149/lewis-hamilton-urges-protesters-avoid-track-british-gp
https://www.mirror.co.uk/sport/formula-1/silverstone-f1-just-stop-oil-30419292
https://twitter.com/OliverDowden/status/1676313694119108613
https://www.youtube.com/watch?v=D1xcgtvBRms
https://x.com/ITGRL81/status/1774727647823598062
https://x.com/MikeSington/status/1654550547658313728
https://x.com/RWTaylors/status/1677715302547615744
https://x.com/LewisHamilton/status/1729582745712476480
https://x.com/F1/status/1704771649479053383
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Power of the athlete: the average reach

and average engagement of F1 drivers was
similar or higher than that of organisations.
Formula E excels in engagement.

There was positive engagement with
innovative ideas to increase the
sustainability of motorsport, such as
hydrogen-powered vehicles or the use
of recycled carbon fibre in F1 car parts.
Other positively received initiatives
included efforts to reduce food waste
at Moto GP events and Sebastian
Vettel’'s biodiversity initiative.

A more hotly debated concept was
altering race calendars based on
geographical closeness of locations to
reduce the environmental impact of
travel, which had its supporters and
detractors. There was also a mixed
reaction to MotoGP transitioning to
40% ecofuels, with some unconvinced
as to whether the fuel has less impact
on the environment, while others were
pleased that combustion engines were
still favoured over electric.
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https://www.youtube.com/watch?v=WRzJ_U-HG-Q
https://www.tiktok.com/@mclaren/video/7291648627896749344
https://twitter.com/matoxley/status/1705267302281904576
https://twitter.com/F1/status/1704771649479053383
https://twitter.com/81FLWR/status/1774727647823598062
https://www.youtube.com/watch?v=_xfmNILqznM
https://twitter.com/motomatters/status/1655463542429032449

Who is most prevalent (by volume) in motorsport’s sustainability and social/community-related

content?
Average Average
reach” engagement”
Formula 1 R 101,665 11M 121
Lewis Hamilton P 32267 13M 108
Fecgtion erationsle . 2061
McLaren Fi [ 15456 15M 58
Mercedes-AMG Petronas F1 I 11,129 31M 136
Sebastian Vettel I 9,059 11M 121
Formula E [ 8889 14M 52.5
Red Bull Racing [ 8702 37M 134
Ferrari F1 [ 8,030 27M 12.8
Max Verstappen [ 5254 50M 161

*Average reach is the total reach for all articles/posts divided by the volume of articles/posts.

Average engagement is the total number of engagements for all articles/posts divided by the volume of articles/posts.
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Sebastian Vettel, now outside Formula 1,
remains its most significant sustainability

advocate.

Motorsport.com was one of the top
outlets publishing sustainability-
related motorsport content, including
reporting on Sebastian Vettel's testing
of carbon neutral fuels in historic

F1 cars and coverage noting that
‘starting from scratch’ with the revival
of the AT GP would allow green issues
to be addressed. The publication
generally appeared supportive of green
initiatives, but also published articles
in support of retaining combustion
engines in F1.

SoCal Supers’ high engagement

on sustainability content stemmed
from a singular post - namely the
aforementioned YouTube video (since
taken offline) mocking a protester at a
Formula E race which generated very
high views and engagement. Similarly
the second most prominent influencer
by engagement, @81FLWR on X
(formerly Twitter) also published only

one relevant post which argued for F1
races to be scheduled in geographical
order to reduce the environmental
impact.

F1, markedly more visible in terms

of volume and engagements than
other motorsport competitions like
Formula E or MotoGP, benefited

from popular tweets on sustainability
including Vettel’s biodiversity initiative,
a reduction in logistics emissions
through its partnership with DHL,

and news that F1 was the first
motorsport championship to have all
member teams achieve FIA Three-Star
Environmental Accreditation.
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https://www.motorsport.com/f1/news/vettel-to-return-to-red-bull-f1-cockpit-for-nordschleife-run/10482750/
https://www.motorsport.com/f1/news/vettels-carbon-neutral-fuel-supplier-in-talks-with-f1-teams/10468778/
https://www.motorsport.com/general/news/the-ambitious-plans-behind-the-a1-gp-revival/10476265/
https://www.motorsport.com/general/news/the-ambitious-plans-behind-the-a1-gp-revival/10476265/
https://www.motorsport.com/f1/news/is-f1-going-to-save-the-combustion-engine-from-oblivion/10480534/
https://www.motorsport.com/f1/news/vettels-carbon-neutral-fuel-supplier-in-talks-with-f1-teams/10468778/
https://www.youtube.com/watch?v=D1xcgtvBRms
http://twitter.com/81FLWR/status/1774727647823598062
https://twitter.com/F1/status/1704058325657145397
https://x.com/F1/status/1671124486618517505

04

Heat map: where is motorsport-related sustainability coverage and/or social/community matters
coverage (combined) most discussed?

l & y Volume of

content
75,888
-4
0
Top online news outlets publishing Top social media influencers publishing
sustainability content (volume) sustainability content (engagement)
vahoocor | 553 SoCeSipess I >:0 <
newsitaly24.press [N 326 lils | @s1FLWR [ 616K
motorsport.com _ 274 Formula 1 (@F1) - 55.8K
newsexplorer.net - 175 Cleo Abram YouTube - 32.7K
sasatimescom [l 166 McLaren TikTok  [Jll 282K

menafn.com euro - 142 The Sun TikTok . 16.K

eseurocom [ 138 (@ggﬂgg;gFErrgarB W 57K
Top online news outlets publishing social/ Top social media influencers publishing social/
community matters content (volume) community-related content (engagement)

yahoo.com 805 Formula 1 (@Fclo) 496K
Fastest Pitst

euro.eseuro.com 271 (@F§§;§§tpi{s§§§ ATK

essentiallysports.com 269 (@I[gmgl—'ﬁaarmll{g)nr; 433K
news.italy24.press 234 deni (@fiagirly) 36.2K
motorsport.com 230 (@M%Egssi%ng E)Onr; 216K
newsexplorer.net 216 AP Sports (@AP_Sports) 14.8K
; Scuderia Ferrari
morningstar.com 212 (@ScuderiaFerrari) 14.3K
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SPORT IN FOCUS:

GOLE

VOLUME AVERAGE AVERAGE
REACH ENGAGEMENT
Overall 23,162,228 459,680 14.68
Sustainability-related content 103,001 1,008,519 a1
Social & Community Matters content 144,460 1,378,193 64

Key topics of conversation

e Infrastructure, facilities and logistics, driven by discussion of water
requirements and the environmental impact of course maintenance -
leading to calls to “ban” golf” or “get rid of” golf.

e Recognition of individual excellence in environmental golf course

management.

e Disruption by Extinction Rebellion.

e Dislike of woke culture and cancellation culture surfaced within
politically charged conversations.

e LIV /PGA merger.



04

Golf’s environmental impact and PGA-LIV
merger helped drive coverage volume.

The PGA / LIV, merger was central to
sustainability and social/community-
related conversation, in light of

the latter’s links to Saudi Arabia,
with many social media users,
including a politician, asserting

golf has complicitly facilitated the
country’s “sportswashing” efforts.
Further discussion around the
merger of the two organisations
raised “environmental concerns” and
called for greater opposition to Saudi
investment; the PGA was strongly
criticised for choosing to align with LIV
and tour sponsor DP World.

Much of the sustainability conversation
centred around the actual structures
and facilities required for golf, with
significant criticism of water required
to maintain golf courses and the overall
environmental impact of constructing
and maintaining courses. This led to
calls to “get rid” of golf as a sport and
to “ban golf courses”.

USGA highlighted Bob Farren being
awarded the 2024 USA Green

Section Award for his work in golf
course management to advance

the environmental sustainability of
Pinehurst Resort. While engagement
was limited, the responses were |argely

supportive.


https://twitter.com/SenWarren/status/1669020509860950019
https://twitter.com/ItsDeanBlundell/status/1667187865166438402
https://twitter.com/SunjeevBery/status/1666144981155708940
https://twitter.com/SunjeevBery/status/1666144981155708940
https://twitter.com/koloaidman/status/1676748155927564289
https://twitter.com/jessyroos/status/1685775338624917504
https://twitter.com/USGA/status/1763927404685230420
https://twitter.com/foregood_/status/1766779169432543317
https://twitter.com/OML54/status/1764424749675892985
https://twitter.com/PinehurstResort/status/1763928244376449248

Volume of online news and social media coverage over time
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23-May: Criticism of golf course
development and impact.

06-Jun: Condemnation of
PGA-LIV merger.

31-Jul: Mixed responses
to views that golf courses
should be banned to
address climate change.
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https://twitter.com/DenmanRooke/status/1716819305973825610
https://twitter.com/kayteterry/status/1661098875388657664
https://twitter.com/VisitGroatbury/status/1662762395847065602
https://twitter.com/jonathanvswan/status/1666196825861242885
https://twitter.com/MarkChangizi/status/1686038606685634565
https://twitter.com/youdoingtoomuch/status/1686094153124339714
https://twitter.com/jessyroos/status/1685775338624917504

Who is most prevalent (by volume) in golf’s sustainability and social/community-related content?

Average Average

reach” engagement”
PGA LIV P 68602 19M 69
LIV P 27,955 2.8M 11
Tiger Woods 4 3.3M 94
Rory Mcllroy [ 6449 4.8M 97
Phil Mickelson [ 5677 4.8M 80
Brooks Koepka [ 4647 4.8M 74
LPGA P 4537 24M 74
Dustin Johnson [ 2,822 51M 9.3
USGA 1884 34M 96
England Golf P 1582 579.1K 5.9

Individual professional golfers,

Phil Mickelson, in particular, were also

not immune to criticism for their decision

to join to LIV golf. Social media users

aired contrasting views on Rory Mcllroy,

with some noting his opposition to LIV

and others questioning if his reasoning

is due to human rights abuses.

*Average reach is the total reach for all articles/posts divided by the volume of articles/posts.

Average engagement is the total number of engagements for all articles/posts divided by the volume of articles/posts.
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https://twitter.com/DavidDark/status/1666237753154064386
https://twitter.com/RyanPIrvin/status/1666264337651048448
https://twitter.com/JeSuis_Faith/status/1665595335580979200
https://twitter.com/ErikUgland/status/1666465034493480962
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Disruption is high

in public consciousness.

The top influencers for sustainability
and social and community matters

in golf surfaced on X (formerly Twitter
and YouTube. The top social media
influencer focusing on sustainability
called for golf courses to be banned in
support of climate change efforts.

The top influencer in relation to social
and community matters expressed
disappointment that a golf charity
event to raise money for mental health
and substance abuse facilities hosted
by an NFL American football player had
been cancelled after a sponsor backed
out for “political reasons”.

News of Extinction Rebellion
disruptions at golf courses in Spain in
early July and Just Stop Oil protests at
the Open Golf Championships at the
Royal Liverpool Golf Club in the UK

at the end of July were prominent in
conversation amongst online users and
news outlets based in the USA and UK.


https://twitter.com/jessyroos/status/1685775338624917504
https://twitter.com/DC_Draino/status/1673354663238705154
https://twitter.com/CNN/status/1676410848447692801
https://www.youtube.com/shorts/4NB7FgPmx2w
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Heat map: where is golf-related sustainability coverage and/or social/community matters coverage
(combined) most discussed?

: Volume of
- ‘i content
- 155,662
0
Top online news outlets publishing Top social media influencers publishing
sustainability content (volume) sustainability content (engagement)
vahoocor . N 5 @B I o5
golforlinecouk [N foazfelues I 215K
dayfr. 36 BBC N 135K
curodayficom NN 0 Nevs [
ifbusi . -
goltbusinessnows. RN 31 Kolo (@koloaidman) [ 116K
newsexplorernet [l 28 CNN (@CNN) [l 89K
golfcourseindustry. - 18 Ralph (@heyralphhey) . 39K
com
. Peter D
bnnbreakingcom [l 17 @eP%nyynﬂ66§ P 3k
Top online news outlets publishing social/ Top social media influencers publishing social/
community matters content (volume) community-related content (engagement)
DC D
yahoo.com 1,635 @DC- Drawggloncs 36.8K
Matt Full
fox.com sr4 (@MEPFUlier) 284K
essentiallysports.com 364 (@Jggggaarraargweennd% 267K
newsexplorer.net 323 (@jaggl—lée uurm 176K
i i United States Golf
dailymail.co.uk 199 Association (USGA) 9.2K
sportskeeda.com 191 @Dgﬁgjéonnees 83K
menafn.com 183 Sha”%%?ﬁg}?&“é‘&% 75K
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Just Stop QOil posted on YouTube of its In response to the Spain protests,
disruption to the Open Championship  social media users again emphasised

at Royal Liverpool Golf Club in the
UK on 21 July. There were also posts

the significant water usage required to
maintain golf courses.

comparing the Just Stop Oil disruptions
for the UK’s biggest gaming convention
to sporting disruptions like golf events.

Some posts added that golfer Billy
Horschel had to help contain the
protesters.
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https://www.youtube.com/shorts/4NB7FgPmx2w
https://twitter.com/APZonerunner/status/1713578692847239182
https://twitter.com/GBNEWS/status/1682361041286582274
https://twitter.com/anthropam/status/1676503099379204096
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SPORT IN FOCUS:

ATHLETICS

VOLUME AVERAGE AVERAGE
REACH ENGAGEMENT
Overall 7,860,203 549,413 12.6
Sustainability-related content 7,027 1,237,684 2.3
Social & Community Matters content 97174 1,417,784 70

Key topics of conversation

e Strong focus on trans athlete participation, climate change impact and

disruption by protests.

e oOsitive awareness and leadership from individual athletes (notably
David Rudisha, Innes Fitzgerald).

e World Athletics’ sustainability survey showed leadershipand
accountability on sustainability.

e [ow-scale criticism of sustainability within athletics.
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World Athletics found that three-quarters
of athletes have been directly impacted by

climate change.

Discussion about trans athletes

and women with naturally high
testosterone competing in single-sex
race categories were the main drivers
of social/community-related coverage.
This included posts about 16 female
athletes filing a lawsuit against the
NCAA for discriminating against
women over transgender policy.

Key topics driving sustainability-related
coverage included environmental
protests disrupting the Diamond
League athletics event in Stockholm
and Olympic Champion David Rudisha
presenting at COP28 on the effects of
climate change on athletics.

Additionally, it was reported in
September 2023 that British cross-
country runner Innes FitzGerald was
nominated for, and subsequently won,
the Young Athlete of the Year award

in the BBC Green Sport Awards for

refusing to fly to Australia for the World
Cross Country Championships due to
climate impact. In November, the BBC
also reported results of a survey from
World Athletics which found that three-
quarters of athletes have been directly
impacted by climate change.
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https://twitter.com/OliLondonTV/status/1768349416916652400
https://twitter.com/Devin_Heroux/status/1675659144890847237
https://twitter.com/JoshPughComic/status/1676851563761942531
https://twitter.com/JoshPughComic/status/1676851563761942531
https://twitter.com/rudishadavid/status/1733048743245537511
https://www.bbc.co.uk/sport/66845485
https://www.bbc.co.uk/sport/athletics/67569354

Athletics holding open
discussions sporting leaders from
the Pacific Islands helped put the

sport in a positive light.

Volume of online news and social media coverage over time

Volume of sustainability / social &

49

community matters coverage

10-Jul: Discussion of trans athletes
in women's events & human rights
case of female athlete with high
testosterone.
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https://twitter.com/Devin_Heroux/status/1675659144890847237
https://twitter.com/Devin_Heroux/status/1675659144890847237
https://x.com/WorldAthletics/status/1693627488415445334
https://twitter.com/sharrond62/status/1678453293096345623
https://twitter.com/SkyNews/status/1678690678178447360

Who is most prevalent (by volume) in athletics’ sustainability and social/community-related content?

Average Average

reach” engagement”
World Athletics 19293 1.8M 47
Mhictcs Assocation (NCa) I 11372 19V 116
il Al B 1930 31M 16.2
\A\gerr'%f&}\}k%%i”g W 1539 5.3M 106
The Olympic Games [ 1396 3.3M 54
World Aquatics 1307 21M 76
Paralympic Games I 949 5.8M 39
O Games Ces 6.3M 133
Nike N 658 4.3M 14.9
USATrack and Field [ 619 51M 79

Heat map: where is athletics-related sustainability coverage and/or social/community matters
coverage (combined) most discussed?

ﬂ | w . A ._ ; g Volume of

. 2 g . content

»”
*Average reach is the total reach forall articles/posts divided by the volume of articles/posts.

Average engagement is the total number of engagements for all articles/posts divided by the volume of articles/posts.
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David Rudisha's COP28 speech was
welcomed; minimal criticism of sustainability
in athletics was detected.

World Athletics was a prominent

influencer on the topic of sustainability

primarily due to its survey on how
climate change impacts athletes

and panel discussion with athletics
leaders from the Cook Islands, Kiribati,
Marshall Islands, Tuvalu and Vanuatu
to discuss how climate change affects
their communities. The organisation
may see further increases in reach
and engagement by working more with
star athletes from climate-impacted
countries to share their personal
stories on their social media channels,
as well as via World Athletics’ own
accounts. A good example of an
athlete raising his voice in relation to
sustainability issues was Kenyan an
Olympic champion David Rudisha

speaking at COP28, albeit with modest

levels of engagement.

There was little direct criticism of
athletics regarding sustainability
issues, though The Independent
reported on a single-use running shoe
from Adizero which helped a runner to
break the Berlin marathon record but
had poor environmental credentials.
There was a small amount of criticism
of the ‘climate change agenda’ being
pushed by TV presenters during the
World Athletics championships.
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https://twitter.com/WorldAthletics/status/1733057758214148475
https://twitter.com/rudishadavid/status/1733048743245537511
https://www.independent.co.uk/sport/general/tigsit-assefa-shoes-adidas-single-use-marathon-b2417924.html
https://twitter.com/PedroAlexMcC/status/1695121100479348753

Social & community matters was a much more significant driver of conversation within athletics

than sustainability.

Olympic swimmer Sharron Davies was vocal on the topic of trans athletes competing in single-sex categories across many sports,

including athletics. She suggested “have two categories biological female & open. This way everyone gets to compete & both males &

females get equal opportunities of success in sport”.

Top online news outlets publishing
sustainability content (volume)

vehoocon - N ¢
newsisocilcon I

archysport.com _ 32
insidethegames. _ 25
bizmorningstarcom [l 10

bbccom [l 7

dailymail.couk/ || 6

Top online news outlets publishing social/
community matters content (volume)

yahoo.com
fox.com 510
espn.com 200
newsexplorer.net 170
euro.eseuro.com 163
dailymail.co.uk 153
player.fm 125
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Top social media influencers publishing
sustainability content (engagement)

SILATIESS N o
@oshraghconss) NG s
Da?@nﬁéﬂ%ﬁ?ﬁa%g . s
(@ngpnegy%onnai/ _ 189
(@Sakaarélgﬁg%q[g _ 135
@D tiero I 100
Toas A iy I 100

Top social media influencers publishing social/
community-related content (engagement)

AG1 by Athletic
770 Greec%s TikTok 396K

Oli London
(@QliLondonTV) 240K

Sharron Davies MBE
(@sharrond62) 129K

Martina Navratilova
(@Martina) 50K

Oshun of Palestine
(@GodessOshun) 47K

Rachel Savage
(@rachelmsavage) 44K

PinkNews TikTok 43K
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SPORT IN FOCUS

SAILING

VOLUME AVERAGE AVERAGE
REACH ENGAGEMENT
Overall 90,478 827,279 4.3
Sustainability-related content 2890 1,428,612 43
Social & Community Matters content 2439 753,140 39

Key topics of conversation

e Successful “borrowing” from and collaboration with other sports,
notably Sebastian Vettel working on a biodiversity project and the

Clean Water Sports Alliance.

e Strong focus in partnerships (e.g. SailGP and Low Carbon renewable

energy company).
e Dolphin protection.
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The Clean Water Sports Alliance shows
opportunity to drive greater media attention
and audience engagement through

collaboration.

Positive action was a driver of two of
the largest peaks in coverage about
sailing. In mid October 2023, SailGP
attended a biodiversity conservation
project in Spain with investor and
former F1 driver, Sebastian Vettel, with
Vettel’s large F1 fanbase helping to
generate significant attention for this
initiative.

A further peak in discussion in late
April 2024 was generated by the
formation of the Clean Water Sports
Alliance of seven UK organisations
(including the RYA) demanding
government action on water pollution.
The initiative was very well received,
demonstrating the power of sports

uniting for a stronger voice. The alliance

generated significant coverage from
top tier, high reach media outlets
and the audience of each sport was

exposed to campaign messaging on
owned channels. This step is a clear
indicator of the opportunities that exist
to sporting organisations if they unite
to drive partnerships and collaboration
with other sports where there are
common interests and goals and to
drive greater media attention and
audience engagement.
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https://www.dailymail.co.uk/sport/formulaone/article-12144989/F1-legend-Sebastian-Vettel-invests-new-German-SailGP-team.html
https://twitter.com/sebvettel5indo_/status/1714644790275395948
https://twitter.com/SOSWhitstable/status/1785337288186012123
https://www.theguardian.com/sport/2024/apr/30/uk-water-sports-alliance-sewage-pollution
https://news.sky.com/story/uk-water-sports-demand-clean-up-blaming-sewage-for-illness-and-event-cancellations-13126116
https://www.bbc.co.uk/sport/articles/c6py0plmn0zo
https://twitter.com/HugoSAS/status/1785416532731785632
https://twitter.com/RYA/status/1785240302099284330
https://twitter.com/BritishRowing/status/1785267071812505901

Volume of online news and social media coverage over time

Volume of sustainability / social &

56

community matters coverage
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https://twitter.com/F1RulesMedia/status/1714658941735522662
https://twitter.com/F1RulesMedia/status/1714658941735522662
https://www.1news.co.nz/2024/03/24/coutts-says-hectors-dolphin-isnt-endangered-criticises-officials/
https://twitter.com/sallypatricknz/status/1772193673780072832
https://twitter.com/danroan/status/1785199952479580199
https://www.bbc.co.uk/sport/articles/c6py0plmn0zo

Who is most prevalent (by volume) in golf’s sustainability and social/community-related content?

Average Average

reach” engagement”
World Sailing e 122 356.2K 17
SailGP T 1344 2.0M 67
AR aooine 682 11M 51
Goanior , — o
Emirates 292 22M 12
British Sailing 19 15M 01
Ben Ainslie B 155 54M 42
Hannah Mills Ll 50M 53
US Sailing i 60 76M 05
Australian Sailing | 50 91M 004

*Average reach is the total reach for all articles/posts divided by the volume of articles/posts.

Average engagement is the total number of engagements for all articles/posts divided by the volume of articles/posts.
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USA and UK were the top countries to
generate sustainability and social/community-

related coverage.

World Sailing was the most mentioned
entity in relation to sustainability

and social and community matters.
While a range of themes existed in

its coverage, a key highlight was the
organisation winning an IOC Climate
Action Sustainable Travel Award for
its initiatives to reduce travel and
transport emissions.

The decision to cancel the SailGP
race in Lyttleton, New Zealand due
to the presence of Hector’s dolphins
accounted for the highest peak in
engagement due to controversy over
the decision. Media reported that
SailGP chief executive Sir Russell
Coutts criticised the “extreme” marine
mammal management plan that
resulted in the race being cancelled.
Some people responded critically

to Coutts’ comments, saying that

protecting the dolphins should be the
priority: “it’s good they put conservation
ahead of the almighty dollar”. Other
organisations may opt to take note

that where sport takes place in areas
of wildlife conservation, decisions and
reactions will likely be scrutinised and
amplified by media.
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https://www.youtube.com/watch?v=aUzqARV01N4http://
https://olympics.com/ioc/sustainability/ioc-climate-action-awards
https://twitter.com/maz_righthand/status/1771972601604354315
https://twitter.com/AliceHi54567183/status/1771056871757275473
https://twitter.com/DelphiHector/status/1771251160906621161
https://twitter.com/duncanyzf20/status/1771423411342098702
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Heat map: where is sailing-related sustainability coverage and/or social/community matters

coverage (combined) most discussed?

The USA and UK were the top countries to generate sustainability
and social and community-related content. Content in the USA
highlighted SailGP’s sustainability partnerships and COP28

Top online news outlets publishing
sustainability content matters (volume)

saiwordcon - | *
yaoocorn I o7
achtsandyachting.
4 vechtor N
mysailing.com.au - 21

pressmareit [ 20

marinebusinessworld.
com M 6

ilnautilus.it - 13

Volume of
content
1,560

P

statements. USA news outlets also drew attention to Hector’s
dolphins delaying the SailGP event at Lyttelton Harbour, New
Zealand.

Top social media influencers publishing
sustainability content (engagement)
Best for Britai
(@BestrorBritaim 563

F1To Rule Them All 210
(@F1RulesMedia)

Dan Roan
(@danroan) 202

Mazza
(@maz_righthand) 192

SOS Whitstable 178
(@SOSWhitstable)

Newshub YouTube 148

The Olympic Games
y(éJOIympics) 106
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https://twitter.com/Cognizant/status/1681322653259317250
https://twitter.com/oceanpanel/status/1735993211523604898
https://apnews.com/article/sailgp-new-zealand-dolphins-d2698f9737dd09d0b508f14430031e99
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Sailing content was largely driven by trade press,
differing from other sports in this study.

Top content in online news was largely driven by sailing-related
trade press - which was not the case for many of the other
sports tracked in this study. Sailing professionals may be well
aware already that this appears to have the most potential

for sustainability or Social & Community Matters content and

This was not the case on social media, where a broader range
influencer (politics, media, sporting authorities) engaged on
issues relating to sailing. Transferring those conversations
into traditional media outlets may well help boost the sport’s
popularity.

engagement. The sport may also have an ambition to get itself
into more mainstream publications.

Top social media influencers publishing social/
community-related content (engagement)

Beefeater
(@Becfeater Fella NN 6K
ROLEX
(@ROLEX) [ e

F1To Rule Them Al|
> @FRulesMedia) [ 210

Top online news outlets publishing social/
community matters content (volume)

sail-world.com 50

yachtsandyachting. 41
com

mysailing.com.au

pressmare.it 29 (@maz_righmgﬁzd% - 199
yahoo.com 19 NewshubYouTube [l 148
ilnautilus.it 16 M.Ockers (@0ckersM) I 57

racecarmarine.com 10 (@jturrggeenrlr,?laauuddi‘gg I 51

The top sustainability influencer and social/community-related In terms of social and community matters, the top influencer

influencer were both accounts located in the UK. called for protest against the World Sailing Federation’s decision
to admit Russia and Belarus to the 2024 Olympics.

In terms of the highest sustainability-related engagement, an
NGO called ‘Best for Britain’ sympathised with and amplified calls Sail-world.com was the top source for both sustainability and
from the Clean Water Sports Alliance to reduce water pollution in social/community-related online news content, highlighting

the UK, criticising the UK government for perceived inaction and climate and sustainability awards in sailing. Sail-World.com also

current state of affairs. Politicising the issue can sometimes be a spotlighted the partnership between SailGP and renewable

way to generate engagement. energy company Low Carbon to increase Sail GP’s use of clean

energy.
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https://twitter.com/BestForBritain/status/1785249370033492200http://
https://www.theguardian.com/sport/2024/apr/30/uk-water-sports-alliance-sewage-pollution
https://twitter.com/Beefeater_Fella/status/1750678514112594133
https://www.sail-world.com/photo/440373
https://www.sail-world.com/news/263118/
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SPORT IN FOCUS:

BASKETBALL

VOLUME AVERAGE AVERAGE
REACH ENGAGEMENT
Overall 82,005,087 288,030 22.8
Sustainability-related content 43,386 1,019,112 473
Social & Community Matters content 388,1039 705,145 7.8

Key topics of conversation

e High interest in trans athlete participation, mental health and

homophobia.

e (Carbon footprint, travel, emissions.

e Technology and re-usage of materials.

e C(Climate hoax and climate denial fairly prevalent, (often presented in

joke format).
e Earth Day.
e Partnerships.
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Three NBA players, three NBA teams and
three US-based organisations teams emerged
in the ten most frequently mentioned content
discussing sustainability and social &

community matters.

The NBA was the most frequently
mentioned organisation in conjunction
with sustainability and social/
community matters. Sustainability was
mentioned in posts emphasising the
work of veteran and former players

to reduce their carbon footprint and
combat climate change. Former NBA
player Rick Fox, for instance, featured
in discussion of his tech startup
aiming to combat the climate crisis
with carbon neutral concrete.

March Madness (the NCAA Division

| men's basketball tournament)
prompted some to encourage
sustainable practices and unveil
climate action plans, triggered by
reporting on the competition’s carbon
footprint. March Madness could
provide a platform for NCAA and other
affiliated organisations to detail efforts
to reduce the carbon footprint.
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https://vegnews.com/steph-curry-vegan-diet-nba
https://twitter.com/Omowale99949437/status/1741531737342029971
https://twitter.com/blackenterprise/status/1682172830127910913
https://www.wired.com/story/former-nba-star-rick-fox-is-shooting-for-carbon-neutral-concrete/
https://twitter.com/IntlPaperCo/status/1770508900124487975
https://twitter.com/FFI_Solutions/status/1773383352021663984
https://www.counterpunch.org/2024/04/02/whats-the-carbon-footprint-of-march-madness/

Volume of online news and social media coverage over time

04-Sep: Users highlight initiatives

in FIBA World Cup host countries;

FIBA hashtags shared on posts 31-Mar: News outlets
highlighting frustration with climate 09-Oct: Reports that Amare investigate carbon footprint
activists in Germany. Stoudemire calls out BLM. of March Madness.

BOK
: 29-Nov: Articles highlight
45K Kuehne+Nagel partnering with
o3 H FIBA for global logistics to improve
g ‘%’ 40K sustainability.
8 § . .
E S 356K
= 9
2 g 30K H
£ H
S & 25K H H ; 15M
D > : :
2= H H
s é 20K
g c 1.0M
53 16K
o
>
10K 0.5M
5K { : i
OK =" e N\ ~——~ oM
o1. ot ot o1. o1. ot ot o1. o1, ot ot o1.

May 23 Jun 238 Jul 23 Aug 23 Sep 23 Oct 23 Nov 23 Dec 23 Jan 24 Feb 24 Mar 24 Apr 24

Overall

= Sustainability-related content
=== Social & Community Matters

Basketball content relating to social & community matters was somewhat orientated around polarised or perceived differing views. In
particular, this included opposition to transgender athletes competing in girls’ basketball teams in schools and connected discussion
around the mental health impacts of inclusion or exclusion. Other topics included polarised responses to a “homophobic” Instagram story
posted by Anthony Edwards in 2022, and claims that former NBA player turned coach Amar’e Stoudemire is against Black Lives Matter.
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https://twitter.com/jk_rowling/status/1775522015824302098
https://twitter.com/Zazamyodor/status/1782077427176366134
https://twitter.com/OakTownEli/status/1777799093785378922
https://www.thepinknews.com/2024/04/25/nbas-michael-porter-jr-players-sex-trans-women-men/
https://twitter.com/AvivaKlompas/status/1711391653355815403
https://twitter.com/NickAdamsinUSA/status/1711165351096971427
https://uk.finance.yahoo.com/news/whats-carbon-footprint-march-madness-122237626.html
https://www.sportcal.com/news/fiba-signs-up-kuehnenagel-as-global-logistics-supplier/?cf-view
https://twitter.com/AlternativeOPIN/status/1700222599572369741
https://twitter.com/BeyondSport/status/1698803161899692359

Who is most prevalent (by volume) in basketball’'s sustainability and social/community-related
content?

Average Average

reach” engagement”
NBA D 224209 | 678K 70
WNBA [ 3497 14M 100
Amar'e Stoudemire I 24642 75.8K 6.8
NCAA I 20134 12M 81
Los Angeles Lakers W 15622 1.3M 9.2
LeBron James W 14.949 9561.2K 156.0
Cleveland Caveliers W 13115 1570K 101
Anthony Devante Edwards W 9905 2.0M 9.8
Golden State Warriors ¥ o0t 1.5M 6.0
FIBA J 7435 21M 6.2

*Average reach is the total reach for all articles/posts divided by the volume of articles/posts.

Average engagement is the total number of engagements for all articles/posts divided by the volume of articles/posts.
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Public scrutiny on the WNBA's charter travel
focused more on economics than on climate

change issues.

The WNBA was the second most
prevalent organisation (in volume terms)
to be mentioned in the context of
sustainability and social or community
matters, generating around one sixth as
many mentions as the men’s NBA. At the
heart of discussion relating to the WNBA
was its policy on charter flights, which

at the time blocked teams from taking
charter flights (but has during the course
of this research since been altered to
allow this)

A handful of posts advocated player
welfare and commented sympathetically
on the impact of long travel on players;
some also sought to champion equality or
women's rights. However, more frequent
were perceptions that privilege to take
chartered flights is tied to economic
capacity, and views surfaced that
charter flights are not climate-friendly,
and athletes should be willing to take
commercial flights to reduce pollution.

All this said, given the marked
discrepancy in volume and engagement
in content about the NBA (much

higher on both accounts) relative to the
more nascent WNBA, the women’s
game may feasibly have an opportunity
to establish and promote its own
messaging around climate change and
sustainability separately from whatever
path the NBA may choose.

After LeBron James’ son suffered cardiac
arrest at basketball practice, users on X
(formerly Twitter) jokingly blamed climate
change. Further commentary around the
WNBA'’s charter flights also indicated
that climate change may not be taken
seriously by some and climate hoax
beliefs or trolling are somewhat prevalent.

Within conversation mentioning FIBA,
topics included the organisation’s

efforts to promote sustainability and the
unveiling of a new MVP trophy made from
recycled materials for the 3x3 World Tour.
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https://www.wnba.com/news/charter-flight-program-2024
https://x.com/AP_Sports/status/1676587987390570496
https://x.com/AP_Sports/status/1676587987390570496
https://x.com/MalikG/status/1676598744425328640
https://x.com/SherryFleming2/status/1676628755081560081
https://x.com/amyartsier/status/1676630463635668992
https://x.com/KeirSemmens/status/1676648749794484224
https://x.com/snack_harlow/status/1676633074266767362
https://x.com/audleyharrison/status/1676657897680543745
https://x.com/yodafresh1/status/1676725205064982530
https://x.com/srgntpoliteness/status/1676654884672663552
https://x.com/Dunk_on_you_/status/1676633572604608524
https://x.com/chisholmfinance/status/1676639109828280343
https://x.com/Texan__Pride/status/1676634498031648769
https://x.com/Ok2BeKind/status/1676751978855055362
https://x.com/AlamoSteve67/status/1676637728144871424
https://twitter.com/golt_casey/status/1668233915146928128
https://x.com/TheBlahBlah6/status/1676629826831040518
https://twitter.com/HardCoalCanary/status/1676761329556676608
https://x.com/DaLuckyOne3/status/1676596324932657154
https://x.com/BradJon04970557/status/1676718597303853057
https://twitter.com/TruthSeeker84x3/status/1683876546329686026
https://x.com/Risher88/status/1676608429408788482
https://twitter.com/BeyondSport/status/1698803161899692359
https://twitter.com/FIBA3x3/status/1686670126475546624

The US generated around 30
times as much content as any
other country - more than five

times as much as all other
countries combined.

Heat map: where is basketball-related sustainability coverage and/or social/community matters
coverage (combined) most discussed?

Volume of
i content
342,097

The vast majority of content was generated by the USA owing to the prominence of the NBA and
NCAA.

The UK was the country with the second highest volume of Nominated after becoming an ‘EcoAthletes’ champion, she has
sustainability and social/community-related content, with used that platform alongside her online blog and a YouTube
conversation mainly focusing on transgender athletes competing channel to help educate others and encourage sustainable

in sports in school and the nomination of New York University changes.

basketball player Belle Pellecchia for a BBC Green Sports Award.
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https://twitter.com/jk_rowling/status/1775522015824302098
https://www.bbc.co.uk/sport/66845485

Earth Day (and Earth Month) were pivotal in driving sustainability-related conversation for

basketball.

While no teams featured amongst the top influencers for
sustainability or social and community matters, YouTube content
from NBA on TNT celebrating Earth day helped make it one of the
most popular influencers for sustainability.

The X (formerly Twitter) account of NBA Cares also featured in
basketball’s list of highest engagement social media influencers
for sustainability, having posted on Earth Day and Earth Month
and using the hashtag #NBAGreen on each. While these posts
provided limited detail on the specifics, the posts stress that

the NBA strives to reduce carbon footprint and create a more
sustainable future.

Top online news outlets publishing
sustainability content (volume)

I 120
I ::

I s

I

I s

I s

.

yahoo.com
newslocker.com
fox.com
news.italy24.press
archysport.com
euro.eseuro.com

trendradars.com

Top online news outlets publishing social/
community matters content (volume)

Another top influencer in sustainability, the Players Tribune,
highlighted a partnership between Denver Nuggets centre
DeAndre Jordan and United Airlines that will see him spend
time at Urban Farm (in Denver) to learn about sustainable
farming. This partnership is an excellent use case of celebrity
endorsement (for the farm) and community involvement (for the
sports entities) from which both benefit from strong engagement
with the public.

Top social media influencers publishing
sustainability content (engagement)

. pE
I <«
I 05K

B 4

B a3

B 646

B o

Bernard wachira
(@bernardwachirl4)

NBA on TNT YouTube
BIG MALCOLM X
PLAY COUSIN...

Extinction Rebellion
Boston (@XRBoston

Extinction Rebellion
Boston (@XRBoston)

The Players' Tribune
(@PlayersTribune)

NBA Cares
(@nbacares)

Top social media influencers publishing social/
community-related content (engagement)

Zaza Man

yahoo.com 1,299 (@Zazamyodcoro) 93.8K
J.K. Rowlin
fox.com 41 (@jk_rowlin r28K
fresherslive.com 374 (éﬁgscg%i&% OkL; 69.2K
euro.eseuro.com 300 bIeacherTrﬁPTc())r& 676K
Bleacher Report

archysport.com 261 (@BleacherReport) 676K

newsexplorer.net 259 The Anonymg@ue:? E'Sé)gg 651K
cbsnews.com 239 (@emene 615K
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https://www.youtube.com/watch?v=d54vhp3AY64
https://twitter.com/nbacares/status/1782430452642451918
https://twitter.com/nbacares/status/1774875167396671884
https://twitter.com/PlayersTribune/status/1724835738192064773
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SPORT IN FOCUS:
AMERICAN FOOTBALL

VOLUME AVERAGE AVERAGE
REACH ENGAGEMENT
Overall 75,407,211 276679 3.3
Sustainability-related content 54,688 589,744 79
Social & Community Matters content 262,235 681,834 11.06

Key topics of conversation

e Emissions and carbon neutral offsetting.

e . Focus around key calendar events: Superbowl, NFL. Green Week and
the NFL draft (roster pick).

e Strong cross-sport connections, especially with Tottenham Hotspur FC.
e (limate jokes and trivialisation.
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The NFL generated almost three times as
much sustainability and social/community-
related conversation as the next nine most
mentioned organisations and athletes

combined.

The Super Bowl was a key driver

of coverage, with users amplifying
statistics on the number of private jets
flying to the Super Bow! and satirically
contrasting emissions of that air

travel to personal efforts to reduce
waste. Further, social media users
called out high-profile individuals,
including celebrities and politicians.

The Super Bowl also provided a
platform for people to emphasise
efforts in environmental sustainability,
with news outlets highlighting that
this would be the first Super Bowl to
be powered by renewable energy. This
was applauded by key government
officials in the US. This content often
mentioned the Kansas City Chiefs and
San Francisco 49ers, as the two teams
played in this year’s Super Bowl.

There was also discussion surrounding
a Super Bowl advertisement from a
Christian outreach campaign featuring
Christians washing the feet of different
individuals, including an environmental
activist. Reaction to the advert was
broad-ranging: some guestioned why
the organisation appeared to support
climate change but called instead

for the $7m Super Bowl advertising
spend to instead be diverted directly
to provision of clean water, and others
called the ad “woke”.
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https://twitter.com/BettinaSRoss1/status/1757047214109503977
https://www.nytimes.com/2024/02/07/climate/super-bowl-private-jets.html?smid=nytcore-ios-share&referringSource=articleShare
https://twitter.com/Met4CastUK/status/1758071272943083594
https://twitter.com/Ericdun19416783/status/1759319190052171835
https://twitter.com/Stop_Hammerzeit/status/1757515563562373165
https://twitter.com/JFN1971/status/1756837508275425457
https://twitter.com/JesseBWatters/status/1747801300857704482
https://twitter.com/Cav1Cav/status/1754823186699489521
https://twitter.com/JFN1971/status/1756837508275425457
https://twitter.com/JFN1971/status/1756837508275425457
https://www.tiktok.com/@cbsmornings/video/7332559422323002655
https://twitter.com/CBSNews/status/1755421191853035622
https://www.cbsnews.com/video/super-bowl-58-aims-for-environmental-touchdown-with-complete-shift-to-renewable-energy/
https://twitter.com/SecGranholm/status/1756820661551427861
https://www.pv-magazine.com/2024/02/08/super-bowl-to-be-hosted-in-first-100-renewables-stadium/
https://twitter.com/CollinRugg/status/1756839407406252382
https://twitter.com/InterStarMedia/status/1756845641320255830
https://twitter.com/LittleMissFlint/status/1756890519924281380
https://twitter.com/OliLondonTV/status/1757068564484243955/

Volume of online news and social media coverage over time

12-Feb: Criticism of flights
and environmental impact of
the Super Bowl.

08-Sep: Claims that climate 26-Apr:

200K activists at the (tennis) US Open Discussion 12.0M
received little attention with eyes of NFL draft

180K focused on the NFL opening night. carbon

emissions. 10.0M
160K :
140K 8.0M
120K

12-Feb: Claims that Super Bow! ads H H
100K are deliberately intended to distract 6.0M
from human rights violations. H

Volume of sustainability / social &
community matters coverage

80K i :
A i 40M
60K
40K —M 2.0M
= =T NA— A~ ~ 5—
20K = —
oK OK
o1. O1. o1. o1. o1. O1. o1. o1. o1, O1. o1. o1.
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Overall
= Sustainability-related content
=== Social & Community Matters
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https://twitter.com/DanielBikes_/status/1783992362508677237
https://twitter.com/BarstoolBigCat/status/1699945208262123642
https://twitter.com/soft_bb_bug/status/1756857751018651971
https://twitter.com/BettinaSRoss1/status/1757047214109503977

Who is most prevalent (by volume) in American football’s sustainability and social/community-
related content?

Average Average

reach” engagement”
NFL I fos767 | 8053K o7
Kansas City Chiefs I 12,659 2.5M 12.2
Washington Commanders [ 9.571 14M 13.9
Philadelphia Eagles [l 8370 1.9M 8.1
Travis Kelce W 7775 1.8M 1.0
Dallas Cowboys B 7252 24M 84
49ers B 7180 30M 13.3
Jordan Poyer I 5662 99.0K 57
Roger Goodell B 5443 37M 12.8
Pittsburgh Steelers i 4909 21M 135

*Average reach is the total reach for all articles/posts divided by the volume of articles/posts.

Average engagement is the total number of engagements for all articles/posts divided by the volume of articles/posts.
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A jocular tone was common amongst top
social media influencers conversations about

sustainability.

Sustainability was a topical issue in
relation to the 2024 NFL draft, which was
hosted in Detroit, Michigan.

On the one hand, local media highlighted
positive stories about the materials

used for the assembly of the presenting
stage being recycled to build a spay

and neuter clinic in Detroit. Conversely,
reporting with conflicting sentiment
suggested that because the draft created
3 million pounds of carbon dioxide
emissions within Detroit itself but the
carbon offsetting efforts were attempted
elsewhere in North Michigan, the event
was not carbon neutral in local terms
and contributed to pollution in the city.
In similar vein, some were disappointed
by the league’s efforts (such as planting
44 trees in Detroit) to offset carbon
emissions. Such contrasting sentiment
perhaps highlights either an opportunity
to educate on how impactful the carbon

offsetting truly was, or demonstrates the
need for organisations to steer well clear
of any claims that could be construed as
greenwashing.

Clark Hunt, CEO of the Kansas City
Chiefs, was mentioned in some content
in the leadup to the Super Bowl, with
news outlets focusing on his family’s il
dynasties and noting that the NFL has
close ties with the fossil fuels industry.

Also, in the leadup to the Super Bowl,
NFL Green Week generated coverage,
particularly in online news articles and

in social media posts from organisations
based in Las Vegas. As in Detroit, key
posts amongst these highlighted efforts
including planting climate-adapted trees.

1 UNICEPTA


https://twitter.com/detroitnews/status/1784893400577098167
https://www.fox2detroit.com/news/detroit-shines-hosting-the-draft-major-southfield-freeway-construction-summer-temps-inbound
https://twitter.com/DanielBikes_/status/1783992362508677237
https://x.com/Richard_Bagg12/status/1783918054738444632
https://x.com/A2parkBot/status/1783661222082023750
https://x.com/A2parkBot/status/1783661222082023750
https://truthout.org/articles/the-same-billionaires-behind-the-super-bowl-are-also-behind-the-climate-crisis/
https://twitter.com/helpsonv/status/1751807350091165715
https://twitter.com/lvsuperbowlhc/status/1750997463794606332

Tottenham Hotspur
was a key driver of
sustainability content
relating to NFL.

Heat map: where is American Football-related sustainability coverage and/or social/community
matters coverage (combined) most discussed?

Volume of
content
261,242

Conversation was overwhelmingly centred in the USA thanks to
the presence of the NFL. The country with second highest content
volume was the UK, with Premier League team Tottenham Hotspur
and its players highlighting partnerships with the NFL focusing

on helping the local community to develop a healthy lifestyle and

promoting mental health.

A jocular tone was common amongst top social media influencers’
conversations about sustainability. In response to a climate
protester gluing his feet to the ground at the US Open for tennis,
the third ranked social media influencer on sustainability joked
that the protester would have received more attention if the event
did not fall on the same day as the first NFL game of the season.
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https://twitter.com/SpursOfficial/status/1712852864916160733
https://twitter.com/HKane/status/1663912866766897153
https://twitter.com/BarstoolBigCat/status/1699945208262123642

The top social media influencer on sustainability jokingly claimed
that a performance by Justin Bieber and Usher at the Super

Bowl could solve a multitude of world problems including global
warming.

Top online news outlets publishing
sustainability content (volume)

yahoo.com

I >
B

newsexplorer.net ([ I 55

B s

B o

B s

ciaocouk [N 27

foxnews.com

trendradars.com

euro.eseuro.com

usatoday.com

Top online news outlets publishing social/
community matters content (volume)

yahoo.com 940
abcnews.com 365
usatoday.com 230
newsexplorer.net 182
trendradars.com 142
player.fm 128
euro.eseuro.com 125

Private jet usage

came under scrutiny.

The influencer that generated the second highest engagement
on sustainability criticised private jets flying to the Super Bowl by
emphasising their individual efforts to reduce waste.

Top social media influencers publishing
sustainability content (engagement)

Zaza Men - |
(@Zazamyodcoro) 96.9K
it Rowing - I 71 5¢

(@jk_rowling
Libs of TikTok
hpofTikioy NN 265K

bleacherreport 149K
T,

Bleacher Report
(@BleacherReport) . 64K

cbsnews TikTok . 5.9K

Bernard wachira
(@bernardwachir4) l 43K

Top social media influencers publishing social/
community-related content (engagement)

Jose Rolon
TikToK 616.7K

Seattlee Seahawks
YouTube 215,6K
C-19 Contact Tracer
(@soft_bb_bug) 1011K

Sundae_Divine
(@SundaeDivine) 751K

Candace Owens
Podcast YouTube 716K

RainbowDads TikTok 544K

Ryan D Leaf
(@RyanDLeaf) 539K
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https://twitter.com/ended_everyone/status/1756413105855168827
https://twitter.com/BettinaSRoss1/status/1757047214109503977
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SPORT IN FOCUS:
TENNIS

VOLUME AVERAGE AVERAGE
REACH ENGAGEMENT
Overall 82,005,087 288,030 22.8
Sustainability-related content 43,386 1,019,112 4,73
Social & Community Matters content 388,1039 705145 7.8

Key tepics of conversation

e Wimbledon and US Open front of mind in sustainability-related
conversation.

e Focus on activism: JSO disrupting events, Coco Gauff sympathising
with Extinction Rebellion, lobbying on fossil fuel sponsorships, efficacy
of climate crisis activism at major tennis tournaments and discussion
around “climate alarmism’”.

e Secrena Williams’ leadership on diversity.
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Coco Gauff was the most prolific (in volume
terms) contemporary athlete mentioned in
the context of sustainability or social and
community matters.

Peaks in overall tennis coverage
coincided with the start of major
tournaments like Wimbledon and
the US Open. Similarly, peaks in
sustainability coverage focused on
climate action protests during these
events, with celebrities also urging
Wimbledon to end its sponsorship
deal with Barclays due to the bank’s
support for fossil fuel projects.
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https://www.tiktok.com/@cbsnews/video/7252904683222895918
https://www.bbc.co.uk/news/business-66084764

Volume of online news and social media coverage over time

05-Jul: Just Stop

Oil disrupts
Wimbledon.

08-Sep: Extinction
Rebellion protestors
disrupt US Open.

40K

36K

30K

25K

20K

16K

community matters coverage

10K

Volume of sustainability / social &

5K

OK
o1, o1 o1 ot. o1,
May 23 Jun 23 Jul 23 Aug 23 Sep 23

The ATPTour was a highly prevalent organisation in tennis’

sustainability and social/community-related content. In particular,
it was mentioned for its BBC Green Sport Award nomination
because of its work in launching a carbon tracker app that allows
players to track and mitigate travel emissions. Wimbledon topped
sustainability and social/community-related content by volume
and featured highly for average engagement amount tennis

organisations.
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Oct 23

ot ot.
Nov 23

Dec 23

01-Dec: Criticism
of McEnroe
brothers’ tennis
safari in Tanzania’s
Ngorongoro

Conservation Area.

o1,
Jan 24

ot
Feb 24

14-Feb: Discussion of
equal pay.

O1. o1.
Mar 24 Apr 24

Overall

12.0M

10.0M

8.0M

6.0M

4.0M

20M

OK

Volume of Overall coverage

= Sustainability-related content
=== Social & Community Matters

Coco Gauff was the second-most prevalent person in tennis’

mentioning the US tennis star also generating the second-highest
average engagement. In sustainability-focused content, Gauff was
discussed as having no anger towards the Extinction Rebellion

sustainability and social/community-focused content, with items

protesters that disrupted her US Open game on 7 September.

Gauff was also quoted stating: “we are in a history-defining
moment, people need to do what they need to do to get their voices

heard”.
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https://www.bbc.co.uk/sport/66845485
https://www.youtube.com/watch?v=co90fVhqCJA
https://www.tiktok.com/@itvnews/video/7252375652425354523
https://x.com/hrw/status/1730638821694271754
https://www.tiktok.com/@nbcnews/video/7276505053790211374

Who is most prevalent (by volume) in tennis’ sustainability and social/community-related content?

Average Average

reach® engagement”
Wimbledon P 29422 31M 126
Women's Tennis Association .
(WTA) 22.397 3.5M 6.1
ATPTour P 16544 26M 24
Billie Jean King [ 14434 26M 221
US Open [ 1436t 41M 19.0
Coco Gauff [ e 3.8M 3441
Serena Williams [ 7391 4.4M 53.8
Novak Djokovic [ 6973 44M 6.0
International Tennis Integrity il 6594 28M 58
Agency (ITIA) ' '
International Tennis P 5074 21M 31

Federation (ITF)

*Average reach is the total reach for all articles/posts divided by the volume of articles/posts.

Average engagement is the total number of engagements for all articles/posts divided by the volume of articles/posts.
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TikTok was the top social platform for
influencers on sustainability and social and
community matters in tennis.

The top influencers for sustainability
and social and community matters in
tennis surfaced on TikTok, with both
based in the USA. The accounts of CBS
News (detailing Just Stop Oil protests

at Wimbledon) and Serena Williams
(championing diversity in tennis)
generated the standout highest levels of
engagement.

Sky News Australia (an Australian
conservative news channel owned by
News Corp Australia)'s YouTube channel
also generated significant engagement,
with content focused on climate change.
This included debate about the efficacy
of climate crisis activism at major tennis
tournaments, and it also dismissed
warnings that extreme temperatures
could cancel the Australian Open by
2050 as “hysterical [...] climate alarmism”.
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https://www.tiktok.com/@cbsnews/video/7252904683222895918
https://www.tiktok.com/@serena/video/7343993376951553326
https://www.youtube.com/watch?v=XSbaCzLGiLA
https://www.youtube.com/watch?v=K1-IuJlmtmg
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Heat map: where is tennis-related sustainability coverage and/or social/community matters
coverage (combined) most discussed?

Top online news outlets publishing
sustainability content (volume)

yehoocom - | 57

ciao.co.uk
fox.com
newslocker.com
dailymail.co.uk
pitchup.com

newsexplorer.net

17

I 55
.

I o
B 0
B 2

Top online news outlets publishing social/
community matters content (volume)

yahoo.com
essentiallysports.com
fox.com
sportskeeda.com
euro.eseuro.com
archysport.com

newsexplorer.net
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1,457
778

515
504

441

384
362

Volume of
content
205112

Top social media influencers publishing
sustainability content (engagement)

cbsnews TikTok

Sky News Australia
ouTube

Gary Lineker
(@GaryLineker)

ITV News TikTok
Dr. Simon Goddek
(@goddeketal)

Brendan Ma
@bmay,

Herd Immunity News
(@HerdImmunity12)

I 555K
I 465K

B 23«

B 23«

| JEEIS

| 72k

| 7ok

Top social media influencers publishing social/
community-related content (engagement)

Serena Williams
TikTok

Matt Ellentuck
(@mellentuck)

J. Dreyfus Esq & Master

Hobbes (@DreyfusJames)
Christiane Amanpour (

amanpou%

Martina Navratilova
@Martina)

Herd Immunity News
(@HerdImmunity12)

Indisputable with

Dr. Rashad Richey YouTube
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16.9K
16.6K
111K
9.3K
70K
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THE BIGGER PICTURE:
WHAT NEXT & WHAT ELSE?

In this section, we compare volume, reach and engagement metrics
from media coverage of our ten tracked sports versus those of
broader socio-political issues. This comparison gives an interesting
perspective on how important each is, and, crucially, how much the
public cares.

The findings are clear: sport generates high interest, and people care
about individual sports just as much as (if not more than) things like the
Gaza crisis, the US presidential election or UK general election.



Content about football and sustainability (as separate topics) achieved higher reach than content

about Gaza in online news and social media.

In our analysis of online news and social media coverage for
the 12-month period from 1 May 2023 to 30 April 2024, some
immediate findings stood out.

On volume, Gaza is entirely dominant (exceptionally so since Oct
2023), however this was not the case for reach. While the Gaza

Volume of online news and social
media content

Geza ot | 122

Football (soccer)  [JJj 1953V
Russia/Ukraine conflict . 98.9M
Sustainability [l 94.2M
US presidential election . 85.2M
Basketball ] 82.0M
American Football [} 754M
Cricket l 461M
Climate change | 391M
Motorsport | 24.3M
Golf | 232Mm
Tennis | 139M
UK general election” | 13.3M
Cost of living | 11.2M
Rugby | 95M
Athletics ~ 79M

Sailing 905K

. Sports

. Socio-political macro issues

conflict generated more coverage than any sport or any other
issue, football (overall) and sustainability generated greater reach
- indicating that more people saw content about football (overall)
and sustainability than about Gaza, and that such content was
published in more meaningful media and forums, and travelled
further.

Sum total reach of online news and social
media content

Football (soccer) | I 50598
Sustainability _ 340218
Gaza conflict [N 311408
Basketball [} 236208

Russia/Ukraine conflict [ 230368
American Football |l 208648
US presidential election [N 198368
Climate change [l 125828
Cricket [l 122268
Golf - 106458
Tennis [l 95738
Costof living [l 8403B
Motorsport ] 55298
UK general election”  [[] 55298
Rugby [] 54658
Athletics [} 4318B

Sailing 75B

*Data collected up to 30 Apr 2024 - prior to Rishi Sunak’s announcement on 22 May 2024 confirming the date of the UK general election as 4 Jul 2024.
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Share of digital conversation (based on volume of mentions)

100%

80%

40%

20%

May
23

Apr Jun Jul
23 23 23
Tennis
Golf
Athletics
Russia/Ukraine conflict
LS presidential election

Aug Sep Oct Nov Dec Jan Feb Mar Apr
23 23 23 23 23 24 24 24 24
B Sailing W Rugby W Motorsport
B Football (soccer) M Crickst W Basketball
W American Football B Sustainability M Climate change
B Gaza conflict » Costof living I UK general election”

*Data collected up to 30 Apr2024 - prior to Rishi Sunak’s announcement on 22 May 2024 confirming the date of the UK general election as 4 Jul 2024.
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Every sport tracked in our study generated
higher average engagement than any of the
socio-political macro issues tracked.

Although Gaza was dominant on
volume, and also gained higher sum total
engagement than any other concept, it
was last in terms of average engagement.

Conversely, average engagement for
content about football (22.7 engagements
per piece of content) was more than four
times higher than average engagement
for Gaza (4.8 per piece of content). It is
difficult to draw substantive conclusions
on why this is, but it could be posited that
the public is consuming information more
passively about Gaza or that in general
terms, the public is more engaged on the
topic of football (overall).

All of the sports generated higher average
engagement figures than all of the socio-
political issues:

motorsport generated the highest
average engagement (36.8),

- cricket recorded the lowest average
engagement of any sport overall (13.1)

- the socio-political issue with the
highest average engagement (Russia/
Ukraine conflict) averaged 7.1
engagements per item

In essence, this demonstrates that the
general population is more engaged on
sport than on socio-political issues — and
underscores sport’'s potency as a medium
for impactful discourse and positive
societal change. Moreover, when sports
do join forces and combine messaging,
as we will recap in the following pages,
that becomes a very powerful tool of
communication.
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Average engagement” of online news and social media content

Motorsport

Sailing

Basketball

Football (soccer)

Tennis

Rugby

Golf

American Football

Cricket

Athletics

Russia/Ukraine conflict

US presidential election

Sustainability

Cost of living

Climate change

UK general election™

Gaza confllict

*Average engagement is the total number of engagements for all articles/posts divided by the volume of articles/posts.

N 56
P ss
B 50
- s

B Socio-political macro issues

*Data collected up to 30 Apr 2024 - prior to Rishi Sunak’s announcement on 22 May 2024 confirming the date of the UK general election as 4 July 2024.
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SUMMARY, CONCLUSIONS
& KEY TAKEWAYS

Within the sport-in-focus sections, we established some of the key topics of
interest within online news coverage and social media conversation relating
to sustainability and social/community matters for each of the ten sports
tracked in this study.

We also identified some of the key protagonists in those stories, where
those conversations were taking place and who were the top influencers
helping to disseminate those stories.

The next section summarises the trends and commonalities seen across
our ten sports, with a view to understanding what can be learned from the
trends we have observed.
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WHAT WERE THE KEY FOCUS AREAS WITHIN EACH SPORT?

Football Golf Basketball

Air travel, transport, scheduling.

2022 Qatar World Cup carbon neutrality
claims and sustainability at future
World Cups.

Strong theme of leadership and
example-setting.

High engagement around Liverpool FC’s
sustainability stories and with Vinicius Jr.

Rugby

Alr travel, transport, sustainable travel.
Calendar events: World Cup,
Premiership Final.

Disruption by Just Stop Qil.
Sponsorships: Scottish Gas,
TotalEnergies.

Frequent posts and strong local
presence helping to solidify and
enhance reputation.

Cricket

Largely positive tone thanks to
leadership theme (and recognition of
success/efforts) in climate change.
Polarised views on effectiveness of
disruption.

Equality and gender parity.

Motorsport

Driver sympathy for Just Stop Oll
juxtaposed by high carbon emissions
and “private jet” lifestyle.

JSO criticised for disrupting Formula E
event.

Strong focus on innovation/technology,
travel/transport/scheduling and
emissions.

Infrastructure, facilities, logistics, water
requirements, environmental impact of
course maintenance.

Vocal calls to “ban golf” and “get rid

of golf” offset by individual praise for

environmental golf course management.

Disruption by Extinction Rebellion.
Politically charged conversations
referencing dislike of woke culture and
cancellation culture.

Athletics

Strong focus on trans athlete
participation, climate change impact
and disruption by protests.

Positive awareness and leadership from
individual athletes (David Rudisha,
Innes Fitzgerald) and athletics as a
whole (survey finding).

Little direct criticism of sustainability
within athletics.

Athletics appears to have tackled
sustainability issues head on - survey
and engagement with relevant issues
shows awareness.

Sailing

Successful “borrowing” from other
sports; Sebastian Vettel working on a
biodiversity project.

Clean Water Sports Alliance.
demonstrates power of partnerships,
unison, collaboration, achieving top tier
coverage and cross-sport exposure.
Sailing appears strong on partnerships
in general, e.g. SailGP and renewable
energy company Low Carbon.

A decision to prioritise wildlife (dolphin)
protection was welcomed.

UNICEPTA

Carbon footprint, travel, emissions.
Strong content from Earth Day and
partnerships.

Some negativity surrounding trans
athlete participation, mental health and
homophobia.

Technology and re-usage of materials.
Climate hoax and climate denial
prevalence; manifesting as climate
jokes.

American Football

Emissions and carbon neutral
offsetting.

Key calendar events included
Superbowl, NFL Green Week and NFL
draft (roster pick).

Strong cross-sport connections,
especially with Tottenham Hotspur FC.
Climate jokes and jocular tone.

Tennis

Disruption and protest focus: JSO
protests, Coco Gauff sympathising with
XR, lobbying on fossil fuel sponsorship,
efficacy of climate crisis activism at
major tennis tournaments and notions
of hyperbolic “climate alarmism”.
Leadership from Serena Williams
championing diversity.
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WHAT COMMONALITIES EXIST BETWEEN SPORTS, AND
WHAT CAN BE LEARNED?

We have established what were the drivers in sustainability and social/community-related conversation for the ten sports tracked in
this study, as well as identifying the key protagonists in those stories, where those conversations are taking place and who are the top
influencers helping to disseminate those stories.

Next, we evaluated the trends and commonalities seen across sports within the period reviewed.

Social and community matters
content typically generated higher
volumes & engagement than
sustainability (expected due to broad
nature of subject matter).

Video is a popular format of content
consumption. Many of the highest
engagement influencers produce
content on TikTok and YouTube
(opposed to X/Twitter, Instagram

or Facebook), which, naturally, is a
popular medium for presentation of
sport-related content.

Disruption was a prevalent theme.

Just Stop Oil, Extinction Rebellion

and climate action protests were all
moderately visible across different
sports. Just Stop Oil in particular
gained prominence in football, cricket,
tennis and rughby (at events they have
sought to disrupt). Guiding athletes and
authorities on how to deal with, respond
to and sensitively air views relating

to such disruption (as seen by Lewis
Hamilton and Coco Gauff) may help
achieve stronger sustainability practices
in sports and through collaborative
means.

Sporting events create peaks in
conversation about sustainability
and social and community matters.
Harnessing key events within any
given sport globally (March Madness,
Super Bowl, Wimbledon, World Cups,

etc) provides a platform for greater
attention that teams, individuals and
organisations can utilise to draw
attention to sustainability efforts. To
sustain conversation away from events
it is important to have other initiatives or
matters to talk about.

Initiatives create engagement. Aside
from sporting events, having sports
initiatives creates talking points. As

an example, Earth Day emerged as

a key catalyst for high engagement
with content around sustainability in
basketball. Branded efforts can help
sustain a thread of engagement too, as
seen with Liverpool FC's The Red Way.

Criticism (and information voids)
present opportunity. Greater levels of
engagement were detected around
contentious issues from which

criticism arose, than from positive

posts that highlighted initiatives or
day-to-day affairs. Conversation on
negative issues sometimes highlighted
perceived information voids - from
which opportunities to reframe and
educate can arise. To consider a real-life
example, there were incidents of calls to
“ban golf” on the basis that the sport is
“not sustainable” or Formula 1 not being
environmentally-friendly. Tackling issues
and assumptions (even if they are
erroneous) head on is often reasonably
well received by the public.

UNICEPTA

Engagement was amplified by
influencer involvement...and more by
teams/organisations than by individuals.
While key individuals / prominent
spokespeople were able to generate
high coverage and high engagement,
we found organisations/teams were
usually more prominent (in volume
and engagement terms) than people,
particularly in sustainability-focused
content. However, certain nuances
should be factored in (see below).

Climate change leadership from
athletes is (broadly speaking)
welcomed. David Rudisha in athletics,
Lewis Hamilton and Sebastian Vettel
in motorsport, and Serena Williams

in tennis were all recognised as

vocal advocates supporting climate
action and generated positive broadly
engagement.

Ensure succession planning for athlete
voices. In basketball, the sustainability
work of former player Rick Fox was

well recognised; likewise in motorsport
former F1 driver Sebastian Vettel
remains an eminent champion of
sustainability and in tennis, Serena
Williams champions diversity. These
are examples of three sports making
good use of former athletes to promote
sustainability; using former pros to
help detail work of current players

may provide interesting insight to the



general public. That said, it would also
be important to ensure sustainability
advocates are not limited to a narrow
pool of individuals (in Formula 1, Vettel
has retired and Hamilton is at the tail
end of his career) and that current
athletes are equally raising awareness
on such issues, so ensuring that there
are also new sustainability voices
coming to the fore may also be a
worthwhile strategy.

Cross-sport collaborations are
extremely powerful. Uniting seven
sporting organisations in the UK, the
Clean Water Sports Alliance generated
significant coverage from top tier,

high reaching media outlets, and
demonstrated how separate audiences
of different sports sharing the same
sport spaces can be exposed to
campaign messaging via owned social
media channels. This stands as an
excellent example of how partnerships
and collaboration can drive greater
media attention and stronger audience
engagement. In similar fashion, content
orientated on American Football

was published by Tottenham Hotspur
FC and by Harry Kane and highlighted
partnerships with the NFL on
community improvement and mental
health, which resonated well with the
public. Likewise, Sebastian Vettel and
SailGP's conservation project received
significant engagement in sailing and

motorsport conversation, where each
was able to tap into a new audience
segment, and David Beckham’s
endorsement of an inclusion and
equality initiative in cricket generated
huge engagement within cricket.

Do not underestimate the power of
local press. Typically, people care more
about issues and stories local to them
than stories further away. Publishing
numerous stories in local press can
help to cement reputation on any given
issue, and often forms the basis for
reputation and perceptions that may
well travel further. Rugby in particular
appeared to benefit well from the
impact of local media stories.

Humour is impactful...but avoid
trivialisation. While humour can be
strongly effective in attracting attention
(see the WWF’s highly impactful

observation “mourning” wildlife

‘disappearing” when Twitter removed
the bird from its logo), trivialisation
can have the same impact in reverse
(see comments attributed to SailGP
reportedly implying that dolphin
protection plans were too “extreme”).
Given the regularity with which social
media users joke about the severity of
climate change and climate hoaxing in
sport alone, this will be a fine line for
any sporting organisation to need to
navigate.

Many individual voices can be just as
powerful as one committed activist.
It's worth emphasising that not every
athlete needs to become a formal
advocate or ambassador for an
environmental or societal issue to
have an impact. We saw examples in
the analysis of sports people

who posted on issues they cared
about as a one off and achieved
strong engagement, such as Dutch
Professional Footballer Vivianne
Miedema standing up against racism.

Athletes should feel empowered to
use their voices and influence to post
authentically, when it feels right, on
issues that matter to them. Sports
organisations can help by educating
athletes on how they can make a
positive contribution with a less formal
approach.

What else? Further popular subjects
of interest that were discussed across
multiple sports included: emissions/
transport/scheduling/logistics,
innovation/technology/facilities,
re-usage and upcycling of materials
(like trophies, stages, equipment),
sponsorships and ownership, and the
BBC Green Sport Awards.

Partnerships and collaboration can drive greater
media attention; when united many individual voices
can be powerful.
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https://twitter.com/VivianneMiedema/status/1661782276554866688
https://www.linkedin.com/posts/gisenberg_i-saw-this-ad-for-wwf-germany-it-blew-me-activity-7095750283200212993-Bdwt/
https://campaignme.com/twitter-rebranding-inspires-wwfs-new-wildlife-conservation-campaign/
https://www.thedrum.com/news/2023/07/31/wwf-makes-preservation-point-with-nod-twitters-bird-xtinction
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About
Sport Positive

Sport Positive supports the global sports industry to increase action on climate,
sustainability, biodiversity and environmental justice, to both safeguard the
future of professional and grassroots sports, and unlock the power and influence of
sport to tackle some of the most pressing issues of our time.

This work manifests through community creation and support, connecting people and
ideas, education and engagement, media and communications. Products include
our annual Summit and Awards, bi-weekly intelligence bulletin, podcast, leagues,
reports and mainstream media and social media output.

Find out more: www.sportpositive.org

Contact: info@sportpositivesummit.com
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marketing intelligence. With Al- driven technology and
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UNICEPTA enables companies to listen better and take
appropriate actions.

The analysis and insights serve as basis for decision-
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