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From:

Sent: Tuesday, 16 June 2026 4:17 PM

To: CMTEDD FOI

Subject: Freedom of Information request - Economic Impact Reports CMTEDD FOI 2026-130
Categories: New Request

[You don't often get email from . Learn why this is important at

https://aka.ms/LearnAboutSenderldentification ]

Caution: This email originated from outside of the ACT Government. Do not click links or open attachments unless
you recognise the sender and know the content is safe.

Dear ACT Chief Minister, Treasury And Economic Development Directorate.l request any economic impact reports
lodged by the Canberra Raiders, the ACT Brumbies and the GWS Giants as part of their financial agreements with the
ACT government for the 2024/25 and 2025/26 financial years Yours faithfully,

Please use this email address for all replies to this request:

Is CMTEDDfoi@act.gov.au the wrong address for Freedom of Information requests to ACT Chief Minister, Treasury
And Economic Development Directorate? If so, please contact us using this form:
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.righttoknow.org.au%2Fchange_request
%2Fnew%3Fbody%3Dact_cmtedd&data=05%7C02%7C%7C147ec57571f8456cb0d108decb6ee8f5%7Ch46c1908033
44236b978585ee88e4199%7C0%7C0%7C639171875131452998%7CUnknown%7CTWFpbGZsb3d8eyJFbXB0OeU1lhcGk
iONRydWUslIYiOilwLjAuMDAwWMCIslIAiOiJXaW4zMilsIkFOljoiTWFpbClslldUljoyfQ%3D%3D%7C60000%7C%7C%7C&s
data=Q%2BmNpVPWFAmzsILGFSfwb%2FqOwzV1SG2GXzzkfUYsLAU%3D&reserved=0

This request has been made by an individual using Right to Know. This message and any reply that you make will be
published on the internet. More information on how Right to Know works can be found at:
https://aus01.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.righttoknow.org.au%2Fhelp%2Fofficers
&data=05%7C02%7C%7C147ec57571f8456cb0d108dechb6ee8f5%7Cb46c190803344236b978585ee88e4199%7C0%7
C0%7C639171875131475063%7CUnknown%7CTWFpbGZsb3d8eyJFbXBOeU1hcGkiOnRydWUslIlYiOilwLjAuMDAwWMCI
sllAiOiJXaW4zMilsIkFOljoiTWFpbClslidUljoyfQ%3D%3D%7C60000%7C%7C%7C&sdata=KT2hlcTu52mMfv)BhdKeSjvkz
bDBtLaSnURMLQ%2FOM1E%3D&reserved=0

Please note that in some cases publication of requests and responses will be delayed.

If you find this service useful as an FOI officer, please ask your web manager to link to us from your organisation's FOI
page.




ACT

Government

Chief Minister, Treasury and Our ref: CMTEDDFOI 2026-130

Economic Development

FREEDOM OF INFORMATION REQUEST — NOTICE OF DECISION

| refer to your application under section 30 of the Freedom of Information Act 2016
(the Act), received by the Chief Minister, Treasury and Economic Development
Directorate (CMTEDD) on 16 June 2026.

Specifically, you have sought access to the following information:

“I request any economic impact reports lodged by the Canberra Raiders, the ACT Brumbies
and the GWS Giants as part of their financial agreements with the ACT government for
the 2024/25 and 2025/26 financial years”

Authority

I am an Information Officer appointed by the CMTEDD Director-General under section 18
of the Act to deal with access applications made under Part 5 of the Act.

Timeframes

In accordance with section 40 of the Act, CMTEDD is required to provide a decision on
your access application within 30 days.

As this matter required third party consultation, the decision due date was extended by
15 working days, in accordance with section 40(2) of the Act.

Therefore, a decision is due by 18 August 2026.

Decision on access

Searches within CMTEDD records have identified Six documents in scope of your request.
| have decided to grant partial access to all six documents.

The records identified as relevant to your application are listed in the schedule enclosed
at Attachment A. This provides a description of each document that falls within the scope
of your request and the access decision for each of those documents.

Release of documents
The information being released to you is provided at Attachment B.

Pursuant to section 38(6)(b) of the Act, | have decided to defer access to four of the six
identified documents as the affected third parties have objected to disclosure. These
third parties may apply for review of my release decision within 20 working days after my
decision is published on the CMTEDD disclosure log, or a longer period allowed by the
Ombudsman. | will write to you to advise when access is no longer deferred.

Chief Minister, Treasury and Economic Development
GPO Box 158 Canberra ACT 2601 | phone: 6207 7754 | www.act.gov.au



Statement of Reasons

In accordance with section 54(2) of the Act a statement of reasons outlining my decisions
is below. In reaching my access decisions, | have taken the following into account:

e theAct

e the scope of your requested information

e third party consultation

e the content of the documents that fall within the scope of your request

As a decision maker, | am required to determine whether the information within scope is
in the public interest to release. To make this decision, | am required to:

e assess whether the information would be contrary to public interest to disclose as
per Schedule 1 of the Act.

e perform the public interest test as set out in section 17 of the Act by balancing the
factors favouring disclosure and factors favouring nondisclosure in Schedule 2 of
the Act.

Exemptions claimed

Schedule 1: Information taken to be contrary to the public interest

My reasons for deciding not to grant access to the information or components of
information found are as follows:

e No relevant sections identified.

Public Interest Test

The Act has a presumption in favour of disclosure. As a decision maker | am required to
decide where, on balance, public interest lies. As part of this process, | must consider
factors favouring disclosure and nondisclosure.

In Hogan v Hinch (2011) 243 CLR 506, [31] French CJ stated that when ‘used in a statute,
the term [public interest] derives its content from “the subject matter and the scope and
purpose” of the enactment in which it appears’. Section 17(1) of the Act sets out the test,
to be applied to determine whether disclosure of information would be contrary to the
public interest. These factors are found in subsection 17(2) and Schedule 2 of the Act.

Schedule 2: Factors to be considered when deciding the public interest

Taking into consideration the information within scope of your request, | have identified
that the following public interest factors are relevant to determine if release of the
information contained within these documents is within the ‘public interest’.

Factors favouring disclosure (Section 2.1)

e Section 2.1(a)(i) - promote open discussion of public affairs and enhance the
government’s accountability.

e Section 2.1(a)(ii) - contribute to positive and informed debate on important issues
or matters of public interest.

e Section 2.1(a)(iii) - inform the community of the government’s operations,
including policies, guidelines and codes of conduct followed by the government in
its dealings with members of the community.

e Section 2.1(a)(iv) - ensure effective oversight of expenditure of public funds.



Considering this information, | find that release could inform positive debate on matters
of public interest. Disclosure may inform the community about the government’s
operations, including the criteria, policies and analytical frameworks used in making
funding decisions about professional sports. Public access to this information may
strengthen confidence in government decision making and enable meaningful
participation in discussion about the use of public resources and the broader financial and
social benefits claimed for sporting investments. Finally, release of this information
relates to the expenditure of public funds and allows the public to scrutinise the
economic benefits of public investments in sporting teams. | apply significant weight to
these factors for disclosure.

Noting that the Act has an express pro-disclosure bias which reflects the importance of
public access to government information, | must consider the above factors for disclosure
against those factors favouring nondisclosure.

Factors favouring nondisclosure (Section 2.2)

e Section 2.2(a)(xi) - prejudice trade secrets, business affairs or research of an
agency or person.

Schedule 2 section 2.2(a)(xi) allows for government information to be withheld from
release if disclosure of the information could reasonably be expected to prejudice the
trade secrets, business affairs or research of an agency or person. The information
withheld from release could reasonably be expected to unfairly prejudice the business
affairs of several third parties and have an economic impact. | have also decided to
withhold some information regarding research methodologies.

Having applied the test outlined in section 17 of the Act and deciding that release of some
of the information contained in the documents is not in the public interest to release, |
have chosen to redact this specific information in accordance with section 50(2). Noting
the pro-disclosure intent of the Act, | am satisfied that redacting only the information that
| believe is not in the public interest to release will ensure that the intent of the Act is met
and will provide you with access to information held by CMTEDD within the scope of your
request.

Charges

Processing charges are applicable for this request because the total number of pages to
be released to you exceeds the charging threshold of 50 pages. However, the charges
have been waived.

Online publishing — Disclosure Log

Under section 28 of the Act, CMTEDD maintains an online record of access applications
called a disclosure log.

Your original access application and my decision will be published on the CMTEDD
disclosure log. Your personal contact details will not be published.

Ombudsman Review

My decision on your access request is a reviewable decision as identified in Schedule 3 of
the Act. You have the right to seek Ombudsman review of this outcome under section 73
of the Act within 20 working days from the day that my decision is provided to you, or a
longer period allowed by the Ombudsman.



We recommend using this form Applying for an Ombudsman Review to ensure you
provide all of the required information. Alternatively, you may write to the Ombudsman
at:

The ACT Ombudsman
GPO Box 442
CANBERRA ACT 2601

Via email: actfoi@ombudsman.gov.au

ACT Civil and Administrative Tribunal (ACAT) Review

Under section 84 of the Act, if a decision is made under section 82(1) on an Ombudsman
review, you may apply to the ACAT for review of the Ombudsman decision. Further
information may be obtained from the ACAT at:

ACT Civil and Administrative Tribunal
GPO Box 370

Canberra City ACT 2601

Telephone: (02) 6207 1740
http://www.acat.act.gov.au/

Should you have any queries in relation to your request please contact the CMTEDD FOI
Team by telephone on 6207 7754 or email CMTEDDFOIl@act.gov.au.

Yours sincerely

Katharine Stuart

Information Officer
Chief Minister, Treasury and Economic Development Directorate

6 August 2026



ACT

Government

Chief Minister, Treasury and FREE DO M O FIN FORMATIO N
Economic Development REQU EST SCHEDULE

WHAT ARE THE PARAMETERS OF THE REQUEST Reference NO.
“I request any economic impact reports lodged by the Canberra Raiders, the ACT Brumbies and the GWS Giants as CMTEDDFOI 2026-130
part of their financial agreements with the ACT government for the 2024/25 and 2025/26 financial years”

Page Description Status Reason for Exemption Online Release Status
number

1 1-38 2024 ACT Brumbies Economic Impact & Attendee September Partial Sch 2 s2.2 (a)(xi) Yes
Research Report 2024 Release

2 39-82 2024 Canberra Raiders Economic Impact & October Partial Sch 2 s2.2 (a)(xi) Yes
Attendee Research Report 2024 Release

3 83-117 2024 GWS Giants Economic Impact & Attendee October Partial Sch 2 52.2 (a)(xi) Yes
Research Report 2024 Release

4 118-156 2025 ACT Brumbies Economic Impact & Attendee June 2025 Partial Sch 2 s2.2 (a)(xi) Yes
Research Report Release

5 157-196 2025 Canberra Raiders Economic Impact & October Partial Sch 2 52.2 (a)(xi) Yes
Attendee Research Report 2025 Release

6 197-231 2025 GWS Giants Economic Impact & Attendee October Partial Sch 2 52.2 (a)(xi) Yes
Research Report 2025 Release
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ACT BRUMBIES
ECONOMIC IMPACT REPORT
MEN & WOMEN

Economic Impact & Attendee Research Report

September 2024




Project Overview

Nielsen Sports was commissioned by the ACT Brumbies to conduct a study of
the economic & community impact of matches played in Canberra for the 2024
season.

The report includes:

o Gross economic impact to the Canberra region from the staging of both
the men’s and women’s 2024 ACT Brumbies home matches for the regular
season. Gross Economic Impact includes direct expenditure only.

o The community impact of Brumbies matches is measured via overall event
satisfaction of attending & changed visitor perceptions of the region
amongst those who travelled to the state.

o Prompted recall for a selection of Brumbies sponsors.

Nielsen Sports was responsible for the questionnaire design, survey scripting
and hosting online, data analysis and reporting. ACT Brumbies were
responsible for distributing an email invitation to complete the survey to their
attendee database.

Survey Type Completes

Online Survey ] 550
Intercept Survey : 391 s
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Executive Summary
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Executive Summary: Key Metrics

Partner Recall Economic Impact

Insights

E Community
. Sentiment Insights !
86%

Said their experience made them
want to see more of Canberra

Attendees aware of Uni
of Canberra Partnership

Injected into the Canberra
economy by visitors

86% of attendees stated that their
experience made them want to come
back and see more of Canberra, up 4%
pts on 2023. 12% of visitors said their
perception of Canberra changed for the
better.

When asked prompted to recall
sponsors of the ACT Brumbies, 88%
of respondents noted the University
of Canberra. This is up 8% pts. year

on year

For men’s matches, total direct visitor
expenditure was $2.5 million as a
result of 11.6k in-scope visitors. For
women'’s matches, total direct visitor
expenditure was $114k as a result of
516 in-scope visitors.

88% . $27M

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 550. ACT Brumbies Intercept Survey: n = 391.
Copyright ® 2024 The Nielsen Company (US), LLC. Confi and proprietary. Do not distribute. < : > Nielsen




Partner Recall
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Sch 2.2(a)(x1)



Economic Impact — Men'’s
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Attendance Summary

Both cumulative and average attendance are relatively flat post COVID (2021 onwards)

Cumulative Attendance by Season Average Attendance by Season
128,323
130,000 4 15,000 14 758
120,000 - 14,000 3
110'000 J 105,016 —
7,24 ,000 -
100,000 - 91,6789 230 - 12,156
12,000 4 711,460
90,000 - , '
' 79,058 | S
80,000 - 11,000 -
67,037
70,000 - i 10,000 -
60,000 - 52,754 / 51,665
9,000 -
il 51,733
40,000 - ' 8,000 -
30,000 T T T T T T T T T T . 7,000 T T T T T T T T T T .
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

Source: ACT Brumbies Ticketing Information.
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Attendance Summary by Match

The match between the Brumbies and the Hurricanes on the 27t of April generated the largest
attendance for the season at 8,628

Attendance by Fixture

WESTERN
FORCE R

5
"

6
<o

o
DRUA

Source: ACT Brumbies Ticketing Information.
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Corporate ticket sales up 26%

Ticket sales are relatively flat year-on-year, members tickets have declined 9% whilst corporate

ticket sales are up 26%

Attendance Type — Share of Voice

%
Corporate
9%
Members
-2% pts

-4 Ticket Sales
(inc. Comps)

Source: ACT Brumbies Ticketing Information.
10 Copyright ® 2024 The Nielsen Company (US), LLC. Confi and proprietary. Do not distribute.

Attendance Type
2018 — 2024, 000s

[ 2018 [] 2019 2021 [ 2022 [ 2023 W 2024

a1

34 33 | 1
30 31
30 29
74 8 8
4 5
Ticket Sales (inc. comps) Members Corporates

«*> Nielsen



11k In Scope* visitors to Canberra

Approximately 22% of attendees were from outside of the ACT, equating to 11,170 visitors

Assumptions and Definitions:
» Attendee type data supplied by the Brumbies

» Ticket sales origin calculated as an average from the Ticketek
postcode report (ACT/Interstate split based off average of 2016-2019
numbers) and Intercept & Online Survey data from 2023 and 2024

» 82% of members live within the ACT and 18% Interstate (sourced
from Brumbies)

» 84% of Corporate attendees from the ACT (sourced from Brumbies)

» In scope is defined as those whose main driver for visiting or
extending their visit to Canberra / ACT was attending a Brumbies
Match derived from Nielsen Sports Economic Impact & Attendee
Research Online Survey (n=544) and Intercept Survey (n=375)

» Total in Scope Visitors does not include persons that accompanied
survey participants on their trip to Canberra

ATTENDEETYPE  , TOTRL  %INSCOPE #INSCOPE
ACT Ticket Sales 21,798 0.0% 0
ACT Members 14,226 0.0% 0
ACT Corporates 3,783 0.0% 0
Interstate Ticket Sales 8,015 93.8% 7,520
Interstate Members 3,123 93.8% 2,930
Interstate Corporates 720 100.0% 720

Total

51,665

11,170

* In-Scope Attendees are defined as attendees whose main reason for visiting the region / host city was to attend the event. Those who extended their stay to attend

the event are also included. *Entourage not included in this metric.

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 550. ACT Brumbies Intercept Survey: n = 391

11  Copyright ® 2024 The Nielsen C
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11,565 visitors to Canberra

An additional 395 people travelled to Canberra as a result of their travel party’s intentions to
attend a Brumbies match

TOTALINSCOPE IN SCOPE VISITOR % VISITOR TYPE # VISITOR TYPE ACCOMPANYING TOTAL IN SCOPE

R 2 ATTENDEES TYPE PERSONS VISITORS

Overnight

Interstate/Overseas
Daytrippers

I
I
Total number of in scope Total number of interstate day- Total number in scope
overnight visitors to Canberra trippers who also contributed to visitors contributing to the
spending “new money” because the ACT economy ACT economy

of a Brumbies match

* In-Scope Attendees are defined as attendees whose main reason for visiting the region / host city was to attend the event. Those who extended their stay to attend the event are also included.
Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 550. ACT Brumbies Intercept Survey: n = 391

12 Copyright ® 2024 The Nielsen Company (US), LLC. Confi and proprietary. Do not distribute. < : > Nielsen




 MEN
$2.5M spent in Canberra by visitors

Interstate overnight visitors stayed on average 1.78 nights and spent on average $177 per day

TOTALINSCOPE AVERAGE LENGTH OF AVERAGE DAILY IN-SCOPE VISITOR
AR SR VISITORS STAY SER SPEND SPEND
Interstate/Overseas
Overnighters 7,201 1.78 12,802 $177.40 $2,271,120
Interstate Daytrippers 4,364 1 0 $62.86 $274,313
$134.18 $2,545,433
I
I
Total direct expenditure derived Total direct expenditure derived Total direct expenditure
from 7,201 overnight in scope from 4,364 in scope day visitors
visitors

* In-Scope Attendees are defined as attendees whose main reason for visiting the region / host city was to attend the event. Those who extended their stay to attend the event are also included.
Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 550. ACT Brumbies Intercept Survey: n = 391

13 Copyright ® 2024 The Nielsen Company (US), LLC. Confi and proprietary. Do not distribute. < : > Nielsen




Increased visitation to ACT YoY

% ANALYSIS:
D||:|:E|;ENCE *  Most key metrics are up compared to 2022 (length
el gol Al AU Al 2023 v of stay being the exception), but down compared
2024 to 2023, reflective of the current cost of living
climate and pent-up travel demand in 2023 post
COVID-19.

Total attendance 51,665 53,076 52,754 51,733 79,058 67,037 69,122 -3% X
« The total number of interstate attendees has

grown by 1%, whilst In scope visitation is flat.

Outside of ACT

11,858 11,779 11,391 13,443 18,285 16,870 12,253
attendance

« Average daily spend is down 8%, but still
considerably higher than in 2022.
In Scope Visitors 11,565 11,604 11,416 13,148 17,889 16,064 10,584 0% . Average length of stay is the most significant

driver behind the decline in economic impact year
on year, down 28% and resultingin a 32%

Overnight Split 62% 68% 44% 47% 69% 54% 57% -9% ’ O
decrease to in-scope visitation Spend.
Avg. Length of Stay 1.78 2.47 1.93 1.8 1.96 1.67 1.42 -28%
Bed nights 12,802 19,546 9,777 11,008 24,340 14,794 8,542 -35%
Avg. Daily Spend $134.18 $145.72 $107 $213 $182 $183 $164 -8%

In-Scope visitor
spend

$2,545,433 $3,751,926 $2,051,929 $2,678,294 $4,652,396 $3,360,180 $1,914,259

~ In-Scope Attendees are defined as attendees whose main reason for visiting the region / host city was to attend the event. Those who extended their stay to attend the event are also included.
Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 550. ACT Brumbies Intercept Survey: n = 391

14 Copyright © 2024 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.



Economic Impact— Women's
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Attendance Summary by Match

Gross attendance for Women'’s Brumbies matches was 2,331, with the match against the Force
on the 13t of April generating the highest attendance at 1,100

Attendance by Fixture

I

. Average Attendance
; per Game:

: 777

I

Gross Attendance

2 &

REBELS DRUA WESTERN

Source: ACT Brumbies Ticketing Information.
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Attendance Source Summary

78% of attendance was sourced from Ticket Sales, with members accounting for 18% and
corporate attendees 5%

Attendance Type — Share of Voice Attendance Type — 2024
%

Corporate

1,811

Members

410

m

Ticket Sales Ticket Sales (inc. comps) Members Corporates
(inc. Comps)

Source: ACT Brumbies Ticketing Information.
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498 In Scope* visitors to Canberra

Approximately 25% of attendees were from outside of the ACT, equating to 578 visitors

Assumptions and Definitions:
» Attendee type data supplied by the Brumbies

»  Attendance numbers from double headers are apportioned to the Mens and Womens
figures, based on which matches they said they watched in the Online Survey.

» 15% of attendees stated they watched the Women's matches in 2023, compared to 8%
in 2024.

» Ticket sales origin calculated as an average from the Ticketek postcode report
(ACT/Interstate split based off average of 2016-2019 numbers) and Intercept & Online
Survey data from 2023 and 2024.

» 82% of members live within the ACT and 18% Interstate (sourced from Brumbies)
» 84% of Corporate attendees from the ACT (sourced from Brumbies)

» In scope is defined as those whose main driver for visiting or extending their visit to
Canberra / ACT was attending a Brumbies Match derived from Nielsen Sports Economic
Impact & Attendee Research Online Survey (n=15) and Intercept Survey (n=31)

» Total in Scope Visitors does not include persons that accompanied survey participants
on their trip to Canberra

» Due to low sample size, metrics from the men’s survey have been used in the women’s
results.

ATTENDEE TYPE AT:’(E)LSEES % INSCOPE #IN SCOPE
ACT Ticket Sales 1,324 0.0% 0
ACT Members 336 0.0% 0
ACT Corporates 93 0.0% 0
Interstate Ticket Sales 487 85.7% 17
Interstate Members 74 85.7% 63
Interstate Corporates 18 100.0% 18
Total 2,331 498

* In-Scope Attendees are defined as attendees whose main reason for visiting the region / host city was to attend the event. Those who extended their stay to attend the event are also included. *Entourage not included in

this metric.

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 550. ACT Brumbies Intercept Survey: n = 391

18  Copyright © 2024 The Nielsen C
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516 visitors to Canberra

An additional 18 people travelled to Canberra as a result of their travel party’s intentions to
attend a Brumbies match

TOTALINSCOPE INSCOPEVISITOR |, ACCOMPANYING TOTAL IN SCOPE
ATTENDEE TYPE ATTENDEES TYPE % VISITORTYPE # VISITORTYPE PERSONS VISITORS

Overnight

Interstate
Daytrippers

Total

I
I
Total number of in scope Total number of interstate day- Total number in scope
overnight visitors to Canberra trippers who also contributed to visitors contributing to the
spending “new money” because the ACT economy ACT economy

of a Brumbies match

* In-Scope Attendees are defined as attendees whose main reason for visiting the region / host city was to attend the event. Those who extended their stay to attend the event are also included.
Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 550. ACT Brumbies Intercept Survey: n = 391
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$113k spent in Canberra by visitors

Interstate overnight visitors stayed on average 1.78 nights and spent on average $177 per day

TOTALINSCOPE  AVERAGE LENGTH OF AVERAGEDAILY  IN-SCOPE VISITOR
SUEERDEE EYRE VISITORS STAY SR HIGHTS SPEND SPEND

Interstate Overnighters 321 1.78 571 $177.40 $101,288

Interstate Daytrippers $62.86 $12,234
Total $134.18 $113,522

I
I
Total direct expenditure derived Total direct expenditure derived Total direct expenditure
from 505 overnight in scope from 314 in scope day visitors
visitors

* In-Scope Attendees are defined as attendees whose main reason for visiting the region / host city was to attend the event. Those who extended their stay to attend the event are also included.
Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 550. ACT Brumbies Intercept Survey: n = 391

20 Copyright ® 2024 The Nielsen Company (US), LLC. Confi and proprietary. Do not distribute. < : > Nielsen




| WOMEN
Key Metrics YOY

OUTPUT 2024 2023 % Change ANALYSIS:
- Attendance numbers from double headers
Total attendance 2,331 2,791 ~16% are apportioned to the Men's and Women's
figures, based on which matches they said
Outside of ACT attendance 578 814 -29% they watched in the Online Survey.
B + This figure dropped from 15% in 2023 to 8%
In Scope Visitors 516 819 “37% in 2024, resulting in a significantly smaller
attendance apportioned to the Women's
Overnight Split 62% 62% -1% team
Avg. Length of Stay 178 250 -20% * Dueto s'mall sample size, many metrics fr:.?m
the men’s results were used in the women'’s
Bed nights 571 1,264 -55% analysis.
Avg. Daily Spend $134.18 $129.93 3%
In-Scope visitor spend $113,522 $238,141

~ In-Scope Attendees are defined as attendees whose main reason for visiting the region / host city was to attend the event. Those who extended their stay to attend the event are also included.
Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 550. ACT Brumbies Intercept Survey: n = 391
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Community Sentiment
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Perception of Canberra is consistent

There has been an increase in visitor's perceptions of Canberra; with 14% saying their perception
of Canberra has changed for the better, +1 %pt more than last year

PERCEPTIONS OF CANBERRA AMONGST “It’s a cool city with lots to do and explore”

INTERSTATE/OVERSEAS VISITORS ) ) o
“A very organised and clean city which is easy to

\
‘Will advise others to visit Canberra . ______ _WCGHANGEVSa02s
\ o NET IF 9% of visitors say they are
89 /0 ASKED & — nz:tral abimin g:vi:lng
. . - others to visit nberra
Said their experience made them want to -l
‘ come back and see more of Canberra ASKED

influence them returning to
Canberra

L 86% NET AGREE — <: o“‘:e??e:’p::’?e‘:;ﬂ:‘:‘ted
Perception of Canberra that
. has changed for the better

61% have claimed their

\_ 12% YE-?HFEOR — -2% pts ﬁ e»g:;:::;zﬂae;g;;:;n
BETTER

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 550, Visitors = 94

"
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Activity Summary

The percentage of people who are engaging social activities has increased by three percentage
points, with arts and culture also popular amongst visitors

What other activities did you get up to whilst in Canberra?
% of Interstate Visitors

[] 2018 [] 2021 [ 2023
[] 2019 []2022 M 2024

64%
57%
48% 51%
i
42%
o 30% 30%
28% — 26%
21% 22%
L 10% 15%|
6 " 12% 13% 13% 12% h
1% 1% 9% 10%—— 9%
/ 0%
Social and other Arts and culture Outdoor and nature Tours and attractions Sports and physical y Other

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 550
Visitors = 94
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Community Metrics Summary

90%
9 O % ‘ It makes me proud td -be frban; banberra /| ACT 5 8 %

(-3% pts v 2023)

Having it in Canberra creates a
real buzz in the city

It helps enhance community
spirit, pride and enjoyment

CANBERRA BRUMEIES

(¢)
69%
(-4% pts v 2023)
It is well-liked and positively

embraced by the people of
Canberra / ACT

Sla

It helps make Canberra / ACT
a more enjoyable place to
live

ACT COMMUNITY

SENTIMENT
(NET AGREE)

85% agreed that Brumbies players are positive role models in the community

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 550, ACT Residents = 450
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NPS Summary

The Net Promoter Score of Brumbies games among 2024 attendees is 39; four points higher
thanin 2023

Said they are likely to
attend another Brumbies
match at GIO Stadium in the
future

5% said they are unlikely

LKELY Wl © 7% ptson 2023
NEUTRAL Bl @ 2% pts on 2023
UNLIKELY Wl @ 2% ptson 2023

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 550
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2018

2019

2021

2022

2023

2024

Likelihood to recommend a Brumbies game

% of attendees

Detractor
27%
12% 34%
1% 26%
12% 32%
16% 34%
14% 33%

Neutral

33%

Promoter

54%

63%

55%

41%

51%

53%

NPS
+14

+42

+52

+43

+35

+39

100%
<> Nielsen



High discretionary spend on travel & food

69% of respondents spent discretionary income on travel to the venue, just slightly ahead of
food and beverage in venue

What event related goods/services do you spend your discretionary income on during your game day experience?
% of respondents

9
69% 67%

7%

/]

Travel to the venue Food and beverage
pre-match in venue at non-stadium hospitality at non-stadium hospitality

Food and beverage pre-match Food and beverage post-match Food and beverage

Accommodation 11 None of the above
post-match in venue

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 550
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ACT Sport & Recreation
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ACT Sport & Recreation Key Metrics - M

In-Scope Visitors

Ave. Local Spend per Person $74.05

A Total Total In-scope Inter:;zt:{Over Ir;: ear :_t ?; : ‘I,:x ;r Locals
Overnight
Survey Sample Size 919 143 228 m 908
Economic Impact (Visitor Expenditure) $2,545,433 $2,545,433 $2,271,120 $274,313
Visitation 11,565 11,565 7,201 4,364
Ticketed Attendance 53,076 11,170 39,807
Bed Nights 12,802 12,802 12,802
Ave. Visitor Length of Stay 1.78 1.78 0
Ave. Visitor Daily Spend $134.18 $177.40 $62.86

Likelihood of Return Visit 86%
Net Promoter Score 39

Enhances community spirit, pride, & enjoyment 90%
Event Satisfaction Rating NA
Overall Marketing Score NA

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 544. ACT Brumbies Intercept Survey: n =375.
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ACT Sport & Recreation Key Metrics - W

In-Scope Visitors
A Total Total In-scope Inter:;zt:{Over Ir;: ear :_t ?; : )I, :;: ;r Locals
Overnight
Survey Sample Size 46 7 6 1 38
Economic Impact (Visitor Expenditure) $113,522 $113,522 $101,288 $12,234
Visitation 516 516 321 195
Ticketed Attendance 2,331 498 1833
Bed Nights 571 571 571
Ave. Visitor Length of Stay 1.78 1.78 0
Ave. Visitor Daily Spend $134.18 $177.40 $62.86

Ave. Local Spend per Person $74.05

Likelihood of Return Visit 86%
Net Promoter Score 39
Enhances community spirit, pride, & enjoyment 90%
Event Satisfaction Rating NA
Overall Marketing Score NA

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 15. ACT Brumbies Intercept Survey: n =31.
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Local Average Spend $74 per person

Tickets for the Brumbies match was the main source of group expenditure among ACT residents;
closely followed by Meals, food and drinks

Average Local Group Expenditure as a Result of 2024 ACT Men's Brumbies Home Games
$ | ACT Residents

$74

Local resident per

Local Residents person expenditure as
aresult of 2024

Brumbies home
games.
This is calculated based

Per person on an average group size

expenditure of 2.6 people and group
expenditure of $189.

$1 $10
/[
Tickets for Meals, food Event Transport while Accommodation/ ! Any other
Brumbies match and drinks merchandise and attending expenses

retail purchases  Brumbies Match

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 550
ACT Residents = 450
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Local Perception of Brumbies Match in ACT

Leisure Activities whilst in ACT for Brumbies Home Games What local residents would have done instead of attending

% ACT Residents % ACT Residents
[ Stayed at home and watched the match on TV
69% [ stayed at home
[ Something else in Canberra
[ Something else outside of Canberra 7 5 %
7% Would have stayed
—- 15% 1% - at home and
3% 5% watched the match
A e . e
Wenttoa Wenttoa Went Visiteda  Sightseeing Other ! Nothing — 1
restaurant barorpub  shopping museum or only
or café other attended the
cultural Brumbies
experience match

Of local ACT Residents
believe it is important for

Of local ACT Residents
the ACT Government to

32

believe it is important for
Canberra/the ACT to host
Brumbies games

99% mam

91%

be involved in hosting
Brumbies games in the
ACT

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 550
ACT Residents = 450
and proprietary. Do not distribute.
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Most attending for men’s match

For the first double header, 88% of respondents indicated that the men’s match against the
Waratahs was the primary reason for attending, with 90% stating this for the second fixture

Match watched and Match primary reason for attendance
% of respondents

[ watched [ Main Reason

99% 100%

Brumbies v Pasifika - Men Brumbies v Rebels - Women Brumbies v Waratahs - Men Brumbies v Drua - Women

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 550
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Brumbies Players are Positive Role Models

Do you see the ACT Brumbies players as positive role
models in the community?

Why do you see the ACT Brumbies players as positive role models in the community?

“They bring a positive, professional and community focus to everything they do and are genuinely proud of Canberra .
They embrace Canberra and are great ambassadors for Canberra.”

“Sport is extremely vital to the upbringing and healthy living for children.
Seeing a brumbies player dedicate themselves to the sport is inspiring my son to be fit and healthy.”

They also take time out to visit schools and hold open days for families which increases their bond with the local community.”

“When compared to other sports’ notables, they are more representative of the ACT - more mature, respectful, and better role models for kids. J

[ “Great team showing young people how to work hard, achieve their goals, play fair and be part of the Canberra community.”

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 550
ACT Residents = 450
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Appendix
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Brumbies Attendee Profile

Brumbies attendees are more likely to be male, aged between 45-54 and working full time; with

a household income over $200k
Household Status Household Income

A A A Under $60k 5%
. 8%
. . . . . $60 - $100k
[ | B n $100- $200k 32%

75% Male 25% Female Single Couple  Family $200K + 3e%
14% 19% 67% No Answer 19%
Overseas
Interstate .
28% 0%

25%
21%

66% We
Working Full
Time

18%

Under 18-24 25-34 35-44 45-54 55-64 65+ Local

18

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 550
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2024 CANBERRA RAIDERS
ECONOMIC IMPACT REPORT

Economic Impact & Attendee Research Report

October 2024
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Project Overview

Nielsen Sports was commissioned by the Canberra Raiders to conduct a study
of the Economic & Community Impact of both NRL & NRLW matches played in
Canberra for the 2024 season.

The report includes:

o Gross Economic Impact to the Canberra region from the staging of 2024
Canberra Raiders NRL & NRLW home matches played in Canberra. Gross
Economic Impact includes direct expenditure only.

o The Community Impact of NRL & NRLW Raiders matches is measured via

overall event satisfaction of attending & changed visitor perceptions of the
region amongst those who travelled to the state.

o Prompted and unprompted recall for a selection of Raiders sponsors.
Nielsen Sports was responsible for the questionnaire design, survey scripting

and hosting online, data analysis and reporting. Canberra Raiders were
responsible for distributing an email invitation to complete the survey to their

attendee database.
At a 95% confidence interval the following sample sizes represent research
accuracy to:

Survey Type Completes Variance

Online Survey — Main Reason : .
Men’s matches 536 : +/-3%

Online Survey — Main Reason : 1
Women’s matches : 272 : +/-3%
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Executive Summary
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Key Findings

EVENT SATISFACTION 7 9
(ACROSS ALL MATCHES) *

THINK RAIDERS MATCHES o
ENHANCE COMMUNITY 9 2 /0
SPIRIT Level YOY

(s

NET PROMOTER SCORE 4 5 %

RECOMMEND OTHERS TO (o)
VISIT CANBERRA 6 9 /0

LIKELY TO
ATTEND AGAIN

97%

Level YOY

Men

$12.2m

ECONOMIC IMPACT -5% YOV

Women

$84k

-48% YOY

Source: Canberra Raiders ticketing information | Source: Canberra Raiders Attendance Survey: n = 564.

Copyright ® 2024 The Nielsen C

pany (US), LLC. Confi and proprietary. Do not distribute.
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Economic Impact
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| MEN
36,722 In-Scope Visitors to Canberra

Approximately 64% of interstate visitors who attended a Raiders match stayed overnight;
equating to 22,988 visitors

Total % In scope | # In scope Attendee | Total In Scope In Scope | % Visitor | # Visitor [Accompanying| Total In Scope
Attendee Type Attendees | Attendees | attendees Type Attendees | Visitor Type [ Type | Type Persons Visitors

; Overnight 64% 21,903 1,084 22,988
ACT Ticket Sales 108,125 0.00% Interstate | 34,419
Daytrippers 36% 12,516 293 12,809
Interstate Ticket Sales 35,586 97% 34,419 Overseas 882 Overnight 100% 882 44 925

Overseas Ticket Sales 588 97% 882 - -m

Overnight Visitors to Canberra
spending “New Money”
because of a Raiders match

visitors contributing to the

who also contributed to the ACT economy

ACT economy

. 23913 LT e i A |
E Total numgérgofi-Scope : Total nu?nzka;?g‘lglq—Scope E E 36,722 E
: Interstate and Overseas E + Interstate Daytripper Visitors E — : Total number of In-Scope E
5 i i i :
3 ! ! | I

Source: Canberra Raiders ticketing information | Source: Canberra Raiders Attendance Survey: n = 564.
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| MEN
Total Economic Impact for 2024 is $12.2m

Overnight visitors accounted for 91% of total economic impact value; with the remaining $1.1
million sourced from day trippers

Attendee Type Total In Scope Visitors | Average length of Stay Bed nights Average Daily Spend In-Scope visitor Spend

Interstate Overnighters 22,988 59,176 $181.64 $10,748,694
Interstate Day trippers 12,809 n/a 0 $83.10 $1,064,371
Overseas Overnighters 925 2.57 2,382 $181.64 $432,588
36,722 2.57 61,557 $147.27 $12,245,653
$11,181,281 $1,064,371

derived from 23,913 overnight derived from 12,809 in-scope
in-scope visitors day visitors

1 ! 1 1
1 ! 1 1
' B |
! Total direct expenditure | | Total direct expenditure :
: : ! !
1 ! 1 1

1 1 1

Source: Canberra Raiders ticketing information | Source: Canberra Raiders Attendance Survey: n = 564.
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| MEN
Economic Impact Benchmarking

Total direct visitor expenditure decreased by 5% compared to 2023 due to a decline in total
attendance coupled with a decrease in average daily spend

% Difference

Total attendance 144,299 | 158,504 | 143,358 95,391 36,121 166,708 132163 | 158,998 | 187,857 115,549 115,298 -9%
Outside of ACT 35,586 39,087 33,759 23,156 8,827 46,749 36,864 44,247 52,445 21,432 17,544 -9%
attendance
In Scope Visitors 35,301 38,328 32,423 25,520 8,297 43,015 34,042 40,014 50,577 20,696 16,659 -8%
Overnight Split 65% 68% 67% 67% 66% 63% 63% 66% 56% 55% 62% -4%
Ave. Length of Stay 2.57 212 171 1.93 1.65 178 1.95 1.60 1.61 172 1.87
(Overnighters)
Bed nights 61,557 57,035 39,014 28,258 9,584 51,236 45,953 43,200 45,950 20,270 19,879
Ave. Daily Spend $147.27 $174.12 $146.61 $156.38 | $143.59 | $135.64 | $135.97 | $158.24 $171.72 $164.60 | $205.88 -15%

Dlgi:te:ZTS:;on $12,245,653|$12,950,833| $7,900,873 | $7,325,033 | $1,913,596 | $9,951,493 | $8,548,102 | $8,476,131 ($10,846,644| $4,456,670 $4,900,756

Source: Canberra Raiders ticketing information | Source: Canberra Raiders Attendance Survey: n = 564.
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_ WOMEN _
376 In-Scope Visitors to Canberra

Approximately 57% of interstate visitors who attended a Raiders match travelled just for the day;
equating to 218 visitors

Total % In scope | # In scope Attendee | Total In Scope In Scope | % Visitor | # Visitor [Accompanying| Total In Scope
Attendee Type Attendees | Attendees | attendees Type Attendees | Visitor Type [ Type | Type Persons Visitors
| 155 0 155

Overnight 43%
ACT Ticket Sales 2,149 0.00% Interstate
i Daytrippers 57% 209 9 218
Interstate Ticket Sales 379 96% 364 Overseas 3 Overnight 100% 3 0 3

Overseas Ticket Sales 3 96% 3 - -m

Overnight Visitors to Canberra
spending “New Money”
because of a Raiders match

visitors contributing to the

who also contributed to the ACT economy

ACT economy

o 158 [ i CoTTTTTTTT T :
E Total numb:-:?f In-Scope | Total numki!?f In-Scope E E 376 E
: Interstate and Overseas E + Interstate Daytripper Visitors E — : Total number of In-Scope E
5 i i i :
] ! ! ! |

Source: Canberra Raiders ticketing information | Source: Canberra Raiders Attendance Survey: n = 564.
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_ WOMEN _
Total Economic Impact for 2024 is $84k

Overnight visitors accounted for 77% of total economic impact value; with the remaining $19k
sourced from day trippers

Attendee Type Total In Scope Visitors | Average length of Stay Bed nights Average Daily Spend In-Scope visitor Spend

Interstate Overnighters .9 $214.69 $64,591
Interstate Day trippers 218 n/a 0 $87.99 $19,177
Overseas Overnighters 3 1.94 6 $214.69 $612

T Tmmmm T m 1 T TTTTTTTTT T T T T 1

1

! $65,203 | $19,177 !

! Total direct expenditure | | Total direct expenditure :

! derived from 158 overnight in- | ! derived from 218 in-scope day |

1 scope visitors ! 1 visitors !

1

Source: Canberra Raiders ticketing information | Source: Canberra Raiders Attendance Survey: n = 564.
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| WOMEN _
Economic Impact Benchmarking

Almost all metrics were down year-on-year, with direct visitation expenditure down 48% due to
one less home fixture. Length of stay increased by 3%

Total attendance 2,531 3,543 -29%
Outside of ACT attendance 379 607 -38%
In Scope Visitors 364 607 -40%
Overnight Split 43% 48% -11%

A el sty
Bed nights 301 549 -45%
Ave. Daily Spend $141.20 $159.00 -11%

Source: Canberra Raiders ticketing information | Source: Canberra Raiders Attendance Survey: n = 564.
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Event Experience &

Satisfaction
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Website & Internet key drivers of awareness

Website and the Internet was the primary method via which respondents first heard about a
given Raiders match (18 & 16% respectively); whilst Email was the channel through which
respondents also heard about the event the most

Communication and Marketing Channels

“Where did you first find out and where else did you hear about the Raiders match?” | % of Attendees
[ First heard about the event [l Also heard about the event )

40% 2
39% 39% e Overall Marketing Score

25%

20%

18%
16%
16% 14% 15% 15% 15%

18%

11% 12%

Website On the Email | don't An e- Word of Facebook  Television Radio Television Radio ad Advertisement Twitter Other
internet remember newsletter mouth (e.g. commercial  program news item on the internet
that| through

subscribe to  friends)

Source: Canberra Raiders Attendance Survey: n = 564.
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Marketing Channels YoY Comparison

The top two marketing channels observed growth in total awareness, with primary awareness
the key driver behind both

Sources of Information for Hearing about Event
“Where did you first find out and where else did you hear about the Raiders match?”

First Found Out Also Heard About Total

On the internet

Email

Facebook

i Word of mouth : i i ¢
i (eg.through 5% 7% 6% 6%

H— friends)......... AR T TR [
i An e-newsletter : o : 0 : o : 5 :
ithat | subscribe to: 9% : 5% 9% 9%
: TeIeV|§|on news 29 2% 1% 1%
item
Television
commercial

Radio program
Radio

{An advertisement:
: ontheinternet :

Twitter

Source: Canberra Raiders Attendance Survey: n = 564.
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Membership drives reasons for attending

82% of respondents stated that the reason for attending the match was because they are a
member/fan; whilst 8% stated that they are a general rugby league fan

What was your main reason for attending the Raiders match?

I 2023 M 2024

| am a Raiders member/fan

| am a rugby league fan

| am a supporter of the Raiders opponent

| was invited to attend

| got free tickets to the event

| was travelling in Canberra that week
and wanted something to do

1%
1%

1%
0%

1%
0%

Source: Canberra Raiders Attendance Survey: n = 564.
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80%
82%

Who did you attend with?

35%

Families, just adults

Families, with children
8% aged under 5, 28% aged 6-12,
15% aged 13-18

26%

Friends

<> Nielsen



Minimal impact from current facilities

The majority of respondents (57%) indicated that the current stadium has no impact on their
decision to become a member; with 34% stating it has no impact on their game day experience

Impact of current facility (GIO Stadium) on:
% of respondents

10%
18%

10 - Significant Impact
9
s
| ¥
| 3
s
M4
s
2
1
I 0 - No impact at all

Decision to become a member Game day experience

Source: Canberra Raiders Attendance Survey: n = 564.
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General Admission tickets most popular

88% of respondents stated that they felt their ticket was good value for money (across all ticket
types); with the majority of attendees purchasing General Admission tickets

Did you feel like the ticket(s) you purchased were
% Agree value value for money?
I 2023 W 2024 for money

88%

91%
85%
88%
88%
90%
80%

2017 2018 2019 2020 2021 2022 2023 2024

What ticket did you purchase to attend the Raiders game?

General Admission

Silver Inner Bowl Reserved Seating
Gold Grandstand Reserved Seating
Gold Inner Bowl Reserved Seating
Bronze Terrace Reserved Seating
Platinum Grandstand Reserved

Away Supporters Bay

Source: Canberra Raiders Attendance Survey: n = 564.
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97% of attendees likely to attend again

Event Satisfaction increased marginally (+0.2 points); whilst 97% of respondents stated that they

are likely to attend another Raiders match

Please describe your overall level of satisfaction and enjoyment from
attending your most recent Raiders match at GIO Stadium Canberra?
1-10 Point Scale

Event Satisfaction

How likely are you to attend another Raiders match at GIO Stadium
Canberra in future?
% of In-Scope respondents

| am likely to attend another Raiders match...

8.6
7.7 7.9

2017 2018 2019 2020 2021 2022 2023 2024

96% 97% 98% 98% 96% 98% 97% 97%

2017 2018 2019 2020 2021 2022 2023 2024

Source: Canberra Raiders Attendance Survey: n = 564.
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NPS up 4 points compared to 2023

NPS increased by 4 points in 2024, the highest metric recorded since 2020, with the portion of
attendees stating the event was better than expected increasing by 6 percentage points

How likely are you to recommend attending a Raiders match to your friends

and colleagues in the future?
1-10 Point Scale

Net Promoter Score

2017 2018 2019 2020 2021 2022

2023

2024

Source: Canberra Raiders Attendance Survey: n = 564.
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After attending the most recent Raiders match, would you say that it
was...
% of In-Scope respondents

The event was better than expected...

43%

41%

37%

22%

2017 2018 2019 2020 2021 2022 2023 2024
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Atmosphere key driver of satisfaction

For the large majority of those who gave a positive event satisfaction score; the atmosphere and
family-friendly environment were key points

What was the major reason for your positive What was the major reason for your negative @ @ - - - - - - - o — o m oo oo - |
satisfaction rating? satisfaction rating? Key Insights:

4 N

In reviewing the responses, a few key

“Great entertainment and pre-game .
pre-g items were noted:

activities for the kids. Crowd involvement
and support staff were awesome.”

“Parking was difficult to find and the
directions were not clear.”
» The key drivers of positive

\_ J satisfaction scores were sourced
from the entertainment and a family-
friendly atmosphere

“. The excitement from hearing the horn 4 N y P
atmosphere was family friendly, the venue “Food and beverage prices are getting indicated that the Stadium was
was easy to get to and the ticket prices unaffordable.” outdated and needed improvements
were reasonable. All-in-all we were able to with a minority also indicating the '
create a great family memory.” \_ J high prices of food and beverages
as a negative experience
4 N

» Respondents noted that player and
crowd engagement were key drivers
of their overall satisfaction

“Great transport options with the free
shuttle bus and plenty of different food and
drink options.”

“Stadium is old, cold and in the middle of
nowhere with no other venues around.”

|
|
|
|
|
|
|
|
|
|
|
|
|
|
. . I
and clap is a memory he will not forget. The : » A small portion of respondents
|
|
|
|
|
|
|
|
|
|
|
|
|
|

o J

Source: Canberra Raiders Attendance Survey: n = 564.
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Customer Service Experience Satisfaction

Customer service experience satisfaction increased for Security by 1 percentage point; whilst

Parking remained the experience in which most patrons responded negatively

What level of customer service did you experience
attending the match (Positive or Negative)?

- y . : 2023
I Positive Experience Negative Experience
Volunteers 99% 98% 99% 98%
Raiders Staff 99% 99% 99% 98%
Security 93% 94% 93% 94%
Tickateh 947% 91% 91% 94%
Food outlet
*) Caterers 82% | 84% | 86% | 86%
red 78% 77% 82% -

Leve!

Source: Canberra Raiders Attendance Survey: n = 564.
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o
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62%

of respondents stated
that they would use
free Wi-Fi at GIO
Stadium if it was
available

6.7

Connectivity Score at
GIO Stadium
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Viking Clap popular amongst attendees

In regards to game day entertainment; 84% of respondents said that the Viking Clap was very
enjoyable; with the Mini Footy Demonstration and Game Preview also popular

How would you rate the following game day entertainment that you
experienced? T 1
In regards to Game Day Entertainment, what
can the Raiders do to make the sporting
experience more enjoyable?:

»  “Many people come through the East

I 1- Not at all enjoyable Il 2 3 [ 4 M 5 - Very enjoyable
gates but all activations are held on the
west side of the stadium. Would be great

1
1
1
1
I
1
1
1
: if there could be an activation or two on
I the East side of the stadium.”
44% i
1
1
I
1
1
1
1
1
1
1
1
1
1
1

Mini Footy Demonstration

(under 8's match)

»  “More access to players before or after
the game.”

Game Preview 31% 26%

»  “More opportunities for the members to
get involved like the guard of honour.”

»  “Include more football content - e.g. local
rugby league teams in a match that is part
of the regular competition to fill the time
between games.”

On-Field Promotions/Competitions 32% 26%

Forecourt Activities & Demonstrations 35% 23%

r

Source: Canberra Raiders Attendance Survey: n = 564.
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Nielsen Impact Matrix

The matrix allows the Canberra Raiders to prioritise which areas should be a focus in the future

4 4% priority 2" priority
(&) (promote)

These areas have a lesser importance, These are areas that have a strong impact on ESAT and
but are performing well. where the event is performing relatively well.
Current performance here should be These points should be highlighted internally and
maintained. externally through marketing and communications
Average 3
performance
These areas are underperforming but These areas have a strong impact on ESAT
have a lower importance. however, they are areas where the event is

underperforming.
These are secondary areas for P g

attention. These should be top priority for improvement.

Average impact

Satisfaction Score

on Satisfaction

3rd priority
(monitor)

Importance in driving Event Satisfaction (ESAT)

1st priority
(improve)

2

ESAT = Event Satisfaction
*Excludes those who did not experience element.
Source: Canberra Raiders Attendance Survey: n = 564. < *
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Canberra Raiders: Nielsen Impact Matrix

Excluding the quality of the match, the ease of navigating around the event site remains the
biggest driver of event satisfaction

A

50 |
1
1
1
1
1
1
1
1
4.5 - !
Ticket purchasing process . Ease of entry into the venue
1
Overall site cleanliness Ease of navigating around the event site
Nay |
___________________________________________________ e S 0 A T e A S e e e
iy fri . A ‘The quality of the match
40| Familyfrendlysreas___ Family friendly entertainment :Female friendly environment SOSE
1
Information signage at the event H
g Transport to the event | Comfort of the seating
O i
= 2 e el t'd/ f th itself) e :
8 O T o dame. 8 Quality of food and beverage options
=] 1
(8] 1
© : :
% Availability and cleanliness of toilet and changing facilities Food and beverage prices
e 1
g 3.0 T T T T T T T T : T T T T T T T T
0 1 2 3 4 6 7 8 9 10 " 12 13 14 15 16 17 18
Importance in driving ESAT >

*Excludes those who did not experience element.
Source: Canberra Raiders Attendance Survey: n = 564.

.
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Tourism & Community Impact
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Dining and Shopping remain most popular

Dining and Shopping remaining the two most popular activities amongst respondents, with all
key visitor metrics up year-on-year

What other activities did you get up to whilst in Canberra? o
69%

2021 [ 2022 B 2023 M 2024 Would recommend Canberra
without being asked

87%

Said their experience made them want
to come back and see more of
Canberra

14%

Perception of Canberra that has
changed for the better

47%

Dined out Shopping General Visit major  Visit friends  Go to the Visit Visit history Go to Visit National 86% said it remained unchanged
Sightseeing national & relatives markets  museums or  buildings nightclubs parks
attractions art galleries | bars

Source: Canberra Raiders Attendance Survey: n = 564. Visitors to Canberra = 206.
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Community sentiment remains high

Community sentiment remained stable compared to last year; with 92% of respondents stating
Raiders matches enhance community spirit, pride and enjoyment

To what extent do you agree with the following statements

regarding Raiders matches in Canberra?
% Local Residents 2023 2022 2021 2020 2019 2018 2017

It is well-liked and positively 9% o o - a o o o
embraced by the people 39 89% 88% | 93% 93/0 93% | 94% | 80% | 80%

of Canberra / ACT

theips make Certcera 1 T 1% [ 83% | 86% | 91% | 89% | 88% | 81% | 81%
vemekes meproud > eiiex [N 80% | 82% | 88% | 90% | 90% | 73% | 75%
ot e ey T 81% | 84% | 89% | 91% | 92% | 75% | 74%

™ Net Disagree

‘6" heuieal 1M% | 11% | 9% | 9% | 8% | 10% | 8%

Il Net Agree

It creates an inconvenience
for local residents

Source: Canberra Raiders Attendance Survey: n = 564. Local Residents = 358.
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Sponsor Recall
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91% of attendees aware of Viking Clap

At least a quarter of all respondents were aware of all key fan activities and initiatives, with 91%
aware of the Viking Clap and 71% aware of the Maccas Powerplay

Which fan activities or initiatives are you aware of that the Raiders themselves or associated Corporate Partners ran during the

season?
% | 2023 v 2024

M 2023 W 2024

Viking Clap

39%

| 74% of respondents stated |
1 that the level of engagement
: with the crowd throughout :
I
|
|

’ games was enjoyable, 4

percentage points higher than
! last year

+9%

5% 5%

Maccas Powerplay Duxton Dance Cam

Source: Canberra Raiders Attendance Survey: n = 564.

33 Copyright © 2024 The Nielsen C

y (US), LLC. Confi

and proprietary. Do not distribute.

Fan Zone

|

None of the above

Toyota Forklifts Local Rugby League Home/Away
Greatest Fan Cam Club Player visits Game Player
Signing Sessions

«*> Nielsen



ACT Sport & Recreation
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ACT Sport & Recreation Key Metrics

In-Scope Visitors

Ave. Local Spend per Person $79.71

Total Total In- Interstate - | Interstate - Locals
scope Overnight Daytrip Overseas
Survey Sample Size* 536 176 108 64 4 354
Economic Impact (Visitor Expenditure) $12,245,653 $12,245,653 | $10,748,694 | $1,064,371 $432,588
Visitation 36,722 36,722 22,988 12,809 925
Ticketed Attendance** 144,299 35,586 588 108,125
Bed Nights 61,557 61,557 59,176 2,382
Ave. Visitor Length of Stay 2.56 2.57 0 2.57
Ave. Visitor Daily Spend $147.27 $181.64 $83.10 $181.64

Likelihood of Return Visit 97%
Net Promoter Score 45
Enhances community spirit, pride, & enjoyment 92%
Event Satisfaction Rating 7.9
Overall Marketing Score 7.9

*Does not include out of scope visitors. **Excludes entourage.

Source: Canberra Raiders ticketing information | Source: Canberra Raiders Attendance Survey: n = 564. Local Residents = 358. Visitors to Canberra = 206. Note: community metrics based on all matches (men’s & women'’s).
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ACT Sport & Recreation Key Metrics

In-Scope Visitors

Ave. Local Spend per Person $79.71

Total Total In- Interstate - | Interstate - Locals
scope Overnight Daytrip Overseas
Survey Sample Size* 272 47 20 26 1 223
Economic Impact (Visitor Expenditure) $84,379 $84,379 $64,591 $19,177 $612
Visitation 376 376 155 218 3
Ticketed Attendance** 2,531 379 3 2,149
Bed Nights 306 306 301 6
Ave. Visitor Length of Stay 1.94 1.94 0 1.94
Ave. Visitor Daily Spend $141.20 $214.69 $87.99 $214.69

Likelihood of Return Visit 97%
Net Promoter Score 45
Enhances community spirit, pride, & enjoyment 92%
Event Satisfaction Rating 7.9
Overall Marketing Score 7.9

*Does not include out of scope visitors. **Excludes entourage.

Source: Canberra Raiders ticketing information | Source: Canberra Raiders Attendance Survey: n = 564. Local Residents = 358. Visitors to Canberra = 206. Note: community metrics based on all matches (men’s & women'’s).
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Local Average Spend $80 per person

Tickets for the Raiders match was the main source of group expenditure among ACT residents;
followed by meals, food and drinks

Average Local Group Expenditure as a Result of 2024 Canberra Raiders Home Games
$ | ACT Residents

$90

. Local resident per
Local Residents person expenditure as

a result of 2024
8 o Raiders home games.

$40 This is calculated based
Per person on an average group size
. of 2.8 people and group
expendlture expenditure of $220.

$7

$4 $3
B e
Tickets for the Meals, food Event Transport while  Accommodation ! Any other
Canberra and drinks merchandise and  attending the expenses
Raiders Match retail purchases Canberra

Raiders Match
Source: Canberra Raiders Attendance Survey: n = 564. Local Residents = 358.
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Local Perception of Raiders Match in ACT

Leisure Activities whilst in ACT for Raiders Home Games

% ACT Residents
68%
14% 12% 10% i
I e v o
Wenttoa Wenttoa Went Visiteda  Sightseeing Other Nothing — 1
bar orpub restaurant shopping museum or only
or café other attended
cultural the Raiders
experience match

What local residents would have done instead of attending
% ACT Residents

Il stayed at home
I Something else in Canberra
[/ Something else outside of Canberra

89%

Would have stayed
at home

Of local ACT Residents
believe it is important for
Canberra/the ACT to host
Raiders games

Of local ACT Residents
believe it is important for
the ACT Government to
be involved in hosting
Raiders games in the ACT

. 847%

Source: Canberra Raiders Attendance Survey: n = 564. Local Residents = 358.
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Most attending for men’s match

For the second double header of the season, 95% of respondents indicated that the men’s match
was their main reason for attending

Match watched and Match primary reason for attendance
% of respondents who attended both matches

I watched [ Main Reason

99% 100%

95%

Raiders v Sea Eagles - Men Raiders v Sharks - Women Raiders v Panthers - Men Raiders v Cowboys - Women

Y Y
1%t Double Header - 2nd Double Header —
10t August 24t August

Source: Canberra Raiders Attendance Survey: n = 564.
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Raiders Players are Positive Role Models

Do you see the Canberra Raiders players as positive role

models in the community?

Source: Canberra Raiders Attendance Survey: n = 564. Local Residents = 358.

40  Copyright © 2024 The Nielsen C
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Why do you see the Canberra Raiders players as positive role models in
the community?
e N
“They teach children and adults how to communicate and respect each
other.”

7
\

“They bring the community together with a common interest. The
Raiders are awesome! Gets the kids out of the house, encourages kids
to play sport too.”

“Encourage kid’s to play sport and see a future outside what they are
commonly told.”

“They are amazing athletes who have a platform to inspire people and
show them the value of hard work.”

,
TN

“They are very visible within the junior rugby league community.”

«*> Nielsen



Appendix
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Raiders Attendee Profile

Raiders attendees are more likely to be male, aged between 35-44 and working full time; with a
household income between $100k - $200k

Household Status Household Income

A A A Under $60k 7%
. 13%
. . . . . $60 - $100k
[ | B n $100- $200k 35%

62% Male 37% Female Single Couple  Family $200k + 2%
1 6 % 20 % 62 % No Answer 24%

33% Overseas

a5 O

65% %

Working Full
Time

Interstate
16%
13%

9%

2% 3% Local

Under 18-24 25-34 35-44 45-54 55-64 65+
18

Source: Canberra Raiders Attendance Survey: n = 564.
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Project Overview

Nielsen Sports was commissioned by the GWS Giants to conduct a study of
the economic & community impact of matches played in Canberra for the
2024 season.

The report includes:

o Gross economic impact to the Canberra region from the staging of
2024 GWS Giants home matches played in Canberra. Gross Economic
Impact includes direct expenditure only.

o The community impact of Giants matches is measured via overall event
satisfaction of attending & changed visitor perceptions of the region
amongst those who travelled to the state.

o Prompted and unprompted recall for a selection of Giants sponsors.

Nielsen Sports was responsible for the questionnaire design, survey
scripting and hosting online, data analysis and reporting. GWS Giants
were responsible for distributing an email invitation to complete the
survey to their attendee database. To complement the online survey, an
intercept survey was conducted at one match to help drive increases in
in-scope sample size.

Survey Type Completes

Online Survey : 382

. .
I " sssssssssssnnnnnsnsssnnnnnnssnnnnnnnnnmm TR EEEEEEsEEEEEEEEEEEEEEEEEEEEEEEEEEEEEES H

Intercept Survey : 405

lesssssssssssssssssssssssssssssssssssssssnns s s s s s s s NS N NN NN NN NN NSNS EEEEEEEEEEEEEE I
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Executive Summary
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Executive Summary: Key Metrics

Prompted
Partner Recall

Economic Impact
Insights

: Community
. Sentiment Insights !
86%

Said they’ll advise others to
come to Canberra

Prompted Recall of
CBR Partnership

Injected into the Canberra
economy by visitors

When asked to recall sponsors of
the GWS Giants, 44% of
respondents noted CBR.

Unprompted recall was 7%.

86% of attendees stated that they would
advise others to come to Canberra. 19%
of patrons stated that their visit changed
their perception of Canberra for the
better.

A total of 9,894 In-Scope visitors
spent money within the
Canberra/ACT area as a result of
attending Giants fixtures, with an
average of $172 per day spent by
overnight visitors.

44% . $32M |

Source: GWS Giants 2024 Attendance Survey, n=382. GWS Giants 2024 Intercept Survey, n = 399. Attendance metrics provided by GWS Giants.
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Economic Impact
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Comparison of key metrics versus 2023

Economic Impact Key Figures

Insights:

. X + 2024 GWS Giants fixtures generated a direct visitor
Satisfaction 8.6 7.9 7.5 7.9 7.4 7.5 expenditure of $3.2 million, an 88% increase compared to
last year. This was driven by a 27% increase in match
attendance.

Match Attendance 38,796 30,526 39,209 19,627 39,749 41,701
+ Average length of stay and total bed nights has increased

In-scope Visitation significantly, with visitors staying on average an additional
(Incl. Day Trippers & 9,894 7,651 9,153 6,547 12,088 8,364 0.37 nights.
Entourage)

» Positively, average daily spend for both overnighters and
daytrippers has increased (+11% and +51% respectively)

Bed Nights 15,229 8,945 12,927 9,306 13,274 12,188 - L 2
likely due to the rising cost of living

» Average direct visitor expenditure also increased year-on-

Direct Visitor
Expenditure $3,193,610 $1,695,033 $2,165,319 $1,474,068 $2,423,381 $2,132,569 year ($565k in 2023 and $1.1 million in 2024)

+27% +29% +70% +88%

Match Attendance In Scope Visitors to the ACT Visitor Nights in the ACT Direct Visitor Expenditure

Source: GWS Giants 2024 Attendance Survey, n=382. GWS Giants 2024 Intercept Survey, n = 399. Attendance metrics provided by GWS Giants.
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Economic Impact Figures by Match

Total visitor expenditure for the 2024 season was $3.2 million, with the match against the

Brisbane Lions driving total economic impact; accounting for 36% of direct expenditure

Economic Impact Key Figures by Match

. . . . . s . . Total Visitor
Visitor Type # Of Visitors Entourage Total Visitors Length of Stay Bed Nights Average Daily Spend Expenditure
Day Tripper 730 26 756 NA $68.64 $51,892
St Kilda
Overnight 2,145 101 2,246 1.98 4,444 $198.53 $882,335
Day Tripper 523 0 523 NA $83.47 $43,650
Brisbane
Overnight 2,516 160 2,676 1.97 5,261 $212.90 $1,120,165
Day Tripper 851 0 851 NA $75.25 $64,000
Hawthorn
Overnight 2,689 153 2,843 1.94 5,523 $186.77 $1,031,568

$3,193,610

Source: GWS Giants 2024 Attendance Survey, n=382. GWS Giants 2024 Intercept Survey, n = 399. Attendance metrics provided by GWS Giants.
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Comparison of key metrics versus 2023

Length of stay was up across all three matches, with 2024 accommodation spend per person
above 2022

Economic Impact Key Figures by Match Year on Year

Average

Nights

Average
Length Of 1.50 154 1.47 1.56 1.63 1.65 1.78 171 1.89 1.83 1.51 1.49 1.53 1.98 1.97 1.94
Stay

Average
Accom. Spend kY] $82.46 $77.28 $84.94 $85.81 $76.63 $75.94  $79.12  $82.80 $70.83 $108.69  $118.91 $12575 $87.48  $86.84  $90.89
P/P/N

Overnight

2.60 2.31 2.38 2.51 1.00 1.00 2.43 2.24 2.03 2.02 2.35 2.79 253 2.31 2.56 2.50
Travel Party

Source: GWS Giants 2024 Attendance Survey, n=382. GWS Giants 2024 Intercept Survey, n = 399. Attendance metrics provided by GWS Giants.
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Total Direct Economic Impact

A direct economic impact of $3.2 million was recorded for the GWS Giants matches this year;
$3.0 million of which was sourced from overnight visitation

Total Economic Impact
$000s

$3,034

$3,193,610

TOTAL DIRECT ECONOMIC
IMPACT
(OVERALL ECONIMIC BENEFIT)

Overnight Visitor Day Trip Visitor Total Economic Impact
Expenditure Expenditure
Source: GWS Giants 2024 Attendance Survey, n=382. GWS Giants 2024 Intercept Survey, n = 399. Attendance metrics provided by GWS Giants.
9 Copyright © 2022 The Nielsen Company (US), LLC. Confi lal and proprietary. Do not distribute.
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Event Experience &

Satisfaction
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Drivers of Attendance Summary

93% of attendees said they would likely attend another GWS Giants game in Canberra again,
whilst 98% said they are likely to recommend a GWS Giants game to friends or colleagues

Drivers of Attendance
[ 2023 W 2024

I am a GIANTS member/fan

| am an AFL fan and wanted to
watch some top class AFL

| am a supporter of the GIANTS opponent

| got free tickets to the event

| was invited to attend

| was travelling in Canberra that week

| don’t remember

3%
4%

2%
1%

1%
1%

0%
1%

0%
0%

Source: GWS Giants 2024 Attendance Survey, n=382.
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o . .
5 5 /o Said it was better than expected
9 3 o/ Would definitely / probably attend
o again

Are likely to recommend a GWS

98 % GIANTS game in Canberra
Score of >6,
9 0 Average recommendation score

Visited the Manuka Shops precinct

33 % pre or post game

0 Would be interested and consent to
2 6 /o hearing about corporate offers

<> Nielsen



Nielsen Impact Matrix

The matrix allows the GWS Giants to prioritise which areas should be a focus in the future

4 4% priority
(&)

These areas have a lesser importance,
but are performing well.

Current performance here should be
maintained.

These are areas that have a strong impact on ESAT and
where the event is performing relatively well.

These points should be highlighted internally and
externally through marketing and communications

Average

These areas are underperforming but
have a lower importance.

These are secondary areas for
attention.

Satisfaction Score

3rd priority
(monitor)

These areas have a strong impact on ESAT
however, they are areas where the event is
underperforming.

These should be top priority for improvement.

Average impact

on Satisfaction

Importance in driving ESAT

performance

2nd priority
(promote)

1st priority
(improve)

Source: GWS Giants 2024 Attendance Survey, n=382.
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Nielsen Impact Matrix

When taking into account all event elements, the ease of entry into the venue is the biggest
driver of event satisfaction

A

50

48 -
46 -
44 -
42 -
40 -
38 -
36 -
34 -
32 4
30 -

The quality of the match Overall site cleanliness

Ticket purchasing process

B AL A R

Ease of navigating around the event site | aformetion:signage:af. e ovae-4

Ease of entry into the venue

Staff servicing (friendliness and helpfulness)
1

1
Entertlainment (outside of the event itself)

Quality of food and beverage options

Availability and cleanliness of toilet and changing facilities

Food and beverage prices

Transport to the event

Comfort of the seating

Satisfaction Score

238

0 4
Importance in driving ESAT

1 2 3

14 15 16 17 18 19

Source: GWS Giants 2024 Attendance Survey, n=382.
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Attendance Satisfaction Summary

In 2024, average satisfaction was 8.6, 0.7 points higher than 2023. The quality of the match and
overall site cleanliness were notable elements for event satisfaction

Overall Satisfaction of Attendees Top Five Elements (Net Satisfied + Very Satisfied)

7.9 The quality of the match 97%
7.5 7.4 7.5
Overall site cleanliness 92%
Ease of entry into the venue 91%
Ease of navigating 88%
around the event site °
v v v 2024 2023 2022 2021 2019 2018 Staff servicing 81%
St Kilda Brisbane Hawthorn Ave. Ave. Ave. Ave. Ave. Ave.

Source: GWS Giants 2024 Attendance Survey, n=382.
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Marketing Summary

Email was the main driver of both primary and secondary awareness, with the website also one
of the main sources of information for hearing about the event

Sources of Information for Hearing about Event

I First heard about the event [l Also heard about the event

Television
internet mouth (e.g. newsletter commercial advertisement news item
through that | on the internet
friends) subscribe to

Email Website On the Facebook Word of Ane- Television An

Source: GWS Giants 2024 Attendance Survey, n=382.
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(

8.3

Overall Marketing Score

Radio Newspaper Radio Outdoor Twitter Newspaper
program article advertisement billboards and advertisement
other
advertisement

«*> Nielsen



Net Promoter Score Summary

68% of event attendees are classified as promoters, with Giant’s fixtures generating a N-Score of
62, the most of any season in the past six years

Said they are likely to
attend another Giants match
at Manuka Oval in the future

4% said they are unlikely

LIKELY Wl ' 7% ptson 2023

NEUTRAL Wl § 7% ptson 2023
UNLIKELY [ == 0% pts on 2023

Source: GWS Giants 2024 Attendance Survey, n=382.
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2018

2019

2021

2022

2023

2024

Likelihood to recommend a Giants game

% of attendees
Detractor

12%
1%
n%
15%
1%

6%

General

Promoter

49%

56%

51%

48%

49%

68%

NPS
+39

+45
+40
+33
+38

+62

100%<» Nielsen



Community Impact Sentiment
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Other Activities Summary

Social remains the most popular activity among respondents; with almost half (48%) engaging
with this activity

What other activities did you get up to whilst in Canberra?
% of Interstate Visitors

2019 2021 [ 2022 9 2023 M 2024
52%

0% 48y

42%

Social Arts & Culture Outdoor & Nature Tours & Attractions Sports & Physical Other
e.g. visiting friends/relatives, e.g. 2oos, theme parks, markets, e.g. museums, galleries, e.g. bushwalking, botanical e.g. golf, cycling, fishing
eating out, movies, pubs, wineries, cruises, guided tours performances, festivals, gardens
casinos, shopping monuments

Source: GWS Giants 2024 Attendance Survey, n=382. Visitors = 134
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Advocacy of Canberra Summary

86% of attendees will advise other to visit Canberra based on their experience at the Giants’
matches this year, with 84% stating their experience made them want to visit Canberra again
“It really is a beautiful place to visit and has

PERCEPTIONS OF CANBERRA AMONGST h f diff N do”
INTERSTATE/OVERSEAS VISITORS _ heaps of different activities to do
e e e e “l find Canberra a friendly place and easy to
"‘ get around”
\ % GROWTH V 2023

\
N N N N S S S N N R N S R N N N S N S R N S N S N N N N N S N R N

1% of attendees would

L 8 6 % A’;iZ'DF& — 3 % pts <£’ advise:ir;(ietngas/fng;nrlrlay not to

‘ Will advise others to visit Canberra

Said their experience made them want to -l
. come back and see more of Canberra ASKED
Only 3% of visitors claimed
\ 8 4 % ——— <: theini' experfience definitely
— didn't influence them
Perception of Canberra that it
. has changed for the better
\_ qgy verr o il
(s) BETT':'EER perception negatively
Source: GWS Giants 2024 Attendance Survey, n=382. Visitors = 134
«*» Nielsen
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Community Metrics Summary
78%

It makes me proud to be from Canberra / ACT

94%

It helps enhance community
spirit, pride and enjoyment

594

Having it in Canberra creates a
real buzz in the city

PBrR &

CANBERRA GlANTS
ACT COMMUNITY

0
96%
It helps make Canberra / ACT
a more enjoyable place to
live

2

It is well-liked and positively
embraced by the people of
Canberra / ACT

SENTIMENT
(NET AGREE)

69% agreed that Giants players are positive role models in the community

Source: GWS Giants 2024 Attendance Survey, n=382. Locals = 248
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Giants’ Games Importance Summary

98% of attendees believe it is important that Canberra/ACT continue to host Giants’ games in the
future, whilst 87% believe the government needs to be involved in doing so

Importance of hosting Giants’ games in Canberra/ACT Importance of ACT Govt. Involvement in hosting Giants’
% of Locals Games in Canberra/ACT
% of Locals
100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
“M%xo% 1% vox % v\ox "2%%o0% ~2%\0% TR0% 2% %Moy iy iy WD
17% 0% 1a% 0% 39 0% 199 1% 15% 0% 1%
27%
I unimportant 31% 27% 26% 20%
¥ Not at all important
Niether
9 Important
81% 86% . 28% 83%
76% Il Very Important 64%
2019 2021 2022 2023 2024 2019 2021 2022 2023 2024
o V)
98% 87%
Net Agree Net Agree
YOY -3% pts YOY

Source: GWS Giants 2024 Attendance Survey, n=382. Locals = 248
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Sponsor Recall & Perception
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ACT Sport & Recreation
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ACT Sport & Recreation Key Metrics

Ave. Local Spend per Person $70.73

In-Scope Visitors
Total Total In- Interstate - | Interstate - Locals
scope Overnight Daytrip Overseas

Survey Sample Size* 781 221 169 49 3 525
Economic Impact (Visitor Expenditure) $3,193,610 $3,193,610 $3,003,727 $159,542 $30,341
Visitation 9,894 9,894 7,687 2,129 78
Ticketed Attendance** 38,796 10,746 521 27,530
Bed Nights 15,229 15,229 14,524 704
Ave. Visitor Length of Stay 1.54 1.54 0 1.54
Ave. Visitor Daily Spend $172.44 $199.18 $74.92 $199.18

Likelihood of Return Visit 93%
Net Promoter Score 62

Enhances community spirit, pride, & enjoyment 94%
Event Satisfaction Rating 8.6
Overall Marketing Score 8.3

*Does not include out of scope visitors. **Excludes entourage.
Source: GWS Giants 2024 Attendance Survey, n=382. GWS Giants 2024 Intercept Survey, n = 399. Attendance metrics provided by GWS Giants.
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Local Average Spend $71 per person

Tickets for the Giants matches was the main source of group expenditure among ACT residents;

followed by meals, food and drinks

Average Local Group Expenditure as a Result of 2024 GWS Giants Home Games

$ | ACT Residents

$129

Local Residents

$71

Local resident per
person expenditure as
a result of 2024
Giants home games.

This is calculated
based on an average

Per per.son group size of 3.1
62 expenditure people and group
expenditure of $222.
$6
- I $ gy 8
Tickets for Meals, food Event Transport while Accommodation// Any other
Giants match and drinks merchandise and attending expenses

retail purchases Giants Match

Source: GWS Giants 2024 Attendance Survey, n=382. Locals = 248
Copyright © 2022 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.




Local Perception of Giants Match in ACT

Leisure Activities whilst in ACT for Giants Games

% ACT Residents
63%
20% 19%
3% 2
_. . E— 1% 0% e /L
Wenttoa Wenttoa Went Visiteda  Sightseeing Other I Nothing —
restaurant barorpub  shopping museum or 1 only
or café other attended
cultural the Giants
experience match

What local residents would have done instead of attending

% ACT Residents

Il stayed at home
I Something else in Canberra
[ Something else outside of Canberra

78%

Would have stayed
at home

98% mam

Of local ACT Residents
believe it is important for
Canberra/the ACT to host
Giants games

87% &

Of local ACT Residents
believe it is important for
the ACT Government to
be involved in hosting
Giants games in the ACT

Source: GWS Giants 2024 Attendance Survey, n=382. Locals = 248
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Giants Players are Positive Role Models

69%

s VYes

Do you see the GWS Giants players as positive role

models in the community?

(26% Unsure)

Why do you see the GWS Giants players as positive role models in the

community?

e N

“They are lovely and down-to-earth, always willing to chat and play with
the local clubs and seem to genuinely care about the fan base”

7
A

“They show dedication to their respective sports and when playing show
sportsmanlike behaviour and respect for the other team”

“They promote a strong team environment which is important for
children”

“They promote healthy lifestyles”

“Having local Canberrans playing at the elite level of AFL is inspiring”

Source: GWS Giants 2024 Attendance Survey, n=382. Locals = 248
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Appendix
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GWS Giants Attendee Profile

Giants attendees are more likely to be male, aged between 55-64 and working full time; with a
household income between $100k - $200k

Household Status Household Income

A A A Under $60k 7%
= 10
. . . . . $60 - $100k %
[ | Be m $100- $200K 32%

62% Male 38% Female Single Couple Family $200k + 28%
1 8 % 25 % 57 % No Answer 23%
24% 25% ‘
Interstate
20% s 59% .
=5 Working Full
g Fu
Llia Time

% Local

Under 18-24 25-34 35-44 45-54 55-64 65+
18

Source: GWS Giants 2024 Attendance Survey, n=382.
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Further GWS Giants Demographics

Q. Which of the following best describes your
current situation?

Working full time (30+ hours _
per week) 9%

Working part time (up to 30
hours per week) 3%

Retired [ 20%
Home duties | 1%

Student W 4%
Unemployed 0%

I'd rather notsay | 3%

Q. Do you own a small business in the ACT
Region?

Yes, | own a small business
in the ACT Region | s

I'd rather not say | 2%

No, | do not own a small — 89%
business in the ACT Region

Q. Which best describes the industry/sector you

currently work in?

Accounting

Adveriising, Arts and Media
Financial Services
Community Services
Construction

Consulting and Strategy
Design and Architecture
Education and Training
Engineering

Farming

Govemnment and Defence
Healthcare and Medical
Hospitality and Tourism

IT

Legal

Manufacturing and Transport
Mining, Resources and Energy
Real Estate and Property
Retail and Consumer Products
Science and Technology

Self Employed

Sport and Recreation

Trade and Services

Other

I'd rather not say

- 4%
I 1%
n 2%
1%

—_— 0%
1%
= 3%

= 3%

1%

" 2%
- 4%
m 3%
m 3%

Q. What is the highest level of education you have
received?

Grammar School (e.g. school cert.) l 1%

High school [ 2%

Technical College (e.g. TAFE) no
degree -

Technical College (e.g. TAFE) with
degree - 8%

University no degree - &%

universtywin ceoree | >+
Post graduate degree _ 26%

Other (please specify) I 2%

I'd rather not say . 3%

Source: GWS Giants 2024 Attendance Survey, n=382.
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Favourite AFL Team

Favourite AFL Team and Additional Team Support

W Favourite Team m Additional Team Support

73%

35%
14%
5% 4% 4% 4% 4% 3% 4%
.3% 3% 3% %% | 3% 3% | 3% 14 2% 5| 2% 4 | 2% 2% 3% |19 3% 4y 2% | gy 2% | 1y 3% | g9 2% 0 2% | oo

BRISBANE

NIRRT E T

Source: GWS Giants 2024 Attendance Survey, n=382.

SYENEY SMARS

GIANTS v ‘(’
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ACT BRUMBIES
ECONOMIC IMPACT REPORT
MEN & WOMEN

Attendee Research Report

June 2025




Project Overview

Nielsen Sports was commissioned by the ACT Brumbies to conduct a study of
the economic & community impact of matches played in Canberra for the 2025
season.

The report includes:

o Gross economic impact to the Canberra region from the staging of both
the men’s and women’s 2025 ACT Brumbies home matches for the regular
season. Gross Economic Impact includes direct expenditure only.

o The community impact of Brumbies matches is measured via overall event
satisfaction of attending & changed visitor perceptions of the region
amongst those who travelled to the state.

o Prompted recall for a selection of Brumbies sponsors.

Nielsen Sports was responsible for the questionnaire design, survey scripting
and hosting online, data analysis and reporting. ACT Brumbies were
responsible for distributing an email invitation to complete the survey to their
attendee database.

This data is provided ahead of the full economic & community impact report
with insights for current completed responses across event satisfaction and
community sentiment metrics.

Survey Type Completes

Online Survey : 513

2 Copyright © 2025 The Nielsen Company (US), LLC. Confi and proprietary. Do not distribute.
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Executive Summary
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Executive Summary: Key Metrics

Partner Recall Economic Impact

Insights

E Community
. Sentiment Insights !
86%

Said their experience made them
want to see more of Canberra

Attendees aware of Uni
of Canberra Partnership

Injected into the Canberra
economy by visitors

86% of attendees stated that their
experience made them want to come
back and see more of Canberra, level

with 2024. 17% of visitors said their

perception of Canberra changed for the
better, 5 percentage points higher than
last year.

When asked prompted to recall
sponsors of the ACT Brumbies, 87%
of respondents noted the University
of Canberra, with Safeguard Global

recording the highest unprompted
recall at 61%.

For men’s matches, total direct visitor
expenditure was $2.3 million as a
result of 10.2k in-scope visitors. For
women'’s matches, total direct visitor
expenditure was $52k as a result of
232 in-scope visitors.

87% . $2.4M

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 513. ACT Brumbies Intercept Survey: n = 352.
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Partner Recall
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Economic Impact — Men'’s
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Attendance Summary

Both cumulative and average attendance were up compared to the 2024 season

Cumulative Attendance by Season Average Attendance by Season
100,000 - 9196771246 12,500 1 12,156
95,000 1% 12,000 {4 448
90,000 1 '
{ 11,500 ¢~
85,000 - 79 058
80,000 A / 11,000
75,000 A 10,500 -
70,000 1 9,122 10,000 -
65,000 : 9,875
60,000 - 9,500 -
55,000 - 9,000 -
50,000 - -
| 51,733 51,665 8,200 7,894
45,000 8,000 - 7,582 '
40,000 - ; 7,390 e g 7,381%
35,000 - 7,500 - \\,'/\/
30,000 T T T T T T T T T . 7,000 T T T T T T T T T "
2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

Source: ACT Brumbies Ticketing Information.
.
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Attendance Summary by Match

The match between the Brumbies and the Reds on the 17t of May generated the largest
attendance for the season at 10,456

Attendance by Fixture

) i o .

Source: ACT Brumbies Ticketing Information.
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Ticket sales up 8% year-on-year

Ticket sales are up 8% compared to last year, with the number of member tickets up by a similar
margin (+9%)

Attendance Type — Share of Voice Attendance Type
% 2018 — 2025, 000s
Corporate 12018 [] 2019 2021 [ 2022 [ 2023 WM 2024 [ 2025
-2% pts
41 +8%
34
Members

Level

.34/ Ticket Sales

(inc. Comps)
Level
Ticket Sales (inc. comps) Members Corporates

Source: ACT Brumbies Ticketing Information.
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10k In Scope* visitors to Canberra

Approximately 21% of attendees were from outside of the ACT, equating to 10,204 visitors

Assumptions and Definitions:

Attendee type data supplied by the Brumbies

Ticket sales origin calculated as an average from the Intercept &
Online Survey data from 2025

82% of members live within the ACT and 18% Interstate (sourced
from Brumbies)

84% of Corporate attendees from the ACT (sourced from Brumbies)

In scope is defined as those whose main driver for visiting or
extending their visit to Canberra / ACT was attending a Brumbies
Match derived from Nielsen Sports Economic Impact & Attendee
Research Online Survey (n=508) and Intercept Survey (n=192)

Total in Scope Visitors does not include persons that accompanied
survey participants on their trip to Canberra

Copyright © 2025 The Nielsen Company (US), LLC. Confi lal and proprietary. Do not distribute.

ATTENDEETYPE  , TOTRL  %INSCOPE #INSCOPE
ACT Ticket Sales 25,603 0.0% 0
ACT Members 15,475 0.0% 0
ACT Corporates 3,438 0.0% 0
Interstate Ticket Sales 6,689 94.7% 6,333
Interstate Members 3,397 94.7% 3,216
Interstate Corporates 655 100.0% 655

Total

55,257

10,204

* In-Scope Attendees are defined as attendees whose main reason for visiting the region / host city was to attend the event. Those who extended their stay to attend the event are also included. *Entourage not included in
this metric.

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 513. ACT Brumbies Intercept Survey: n = 352.
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10,373 visitors to Canberra

An additional 169 people travelled to Canberra as a result of their travel party’s intentions to
attend a Brumbies match

TOTALINSCOPE IN SCOPE VISITOR % VISITOR TYPE # VISITOR TYPE ACCOMPANYING TOTAL IN SCOPE

R 2 ATTENDEES TYPE PERSONS VISITORS

Overnight

Interstate/Overseas
10,204

I
I
Total number of in scope Total number of interstate day- Total number in scope
overnight visitors to Canberra trippers who also contributed to visitors contributing to the
spending “new money” because the ACT economy ACT economy

of a Brumbies match

* In-Scope Attendees are defined as attendees whose main reason for visiting the region / host city was to attend the event. Those who extended their stay to attend the event are also included.
Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 513. ACT Brumbies Intercept Survey: n = 352.
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 MEN
$2.3M spent in Canberra by visitors

Interstate overnight visitors stayed on average 1.90 nights and spent on average $196 per day

TOTALINSCOPE AVERAGE LENGTH OF AVERAGE DAILY IN-SCOPE VISITOR
At A R VISITORS STAY il SPEND SPEND
Interstate/Overseas
Overnighters 5,422 1.0 10,280 $196.49 $2,019,920
Interstate Daytrippers 4,951 1 0 $63.31 $313,428
$132.93 $2,333,348
I
I
Total direct expenditure derived Total direct expenditure derived Total direct expenditure
from 5,422 overnight in scope from 4,951 in scope day visitors
visitors

* In-Scope Attendees are defined as attendees whose main reason for visiting the region / host city was to attend the event. Those who extended their stay to attend the event are also included.
Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 513. ACT Brumbies Intercept Survey: n = 352.
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Increased length of stay to ACT YoY

OUTPUT

2017

%
DIFFERENCE
2025 v 2024

In-Scope visitor
spend

$2,333,348

$2,545,433

$3,751,926 $2,051,929 $2,678,294 $4,652,396 $3,360,180 $1,914,259

Total attendance 55,257 51,665 53,076 52,754 51733 79,058 67,037 69,122
O‘;ttif:dgx? 10,741 11,858 1,779 11,391 13,443 18,285 16,870 12,253 -9%
In Scope Visitors 10,373 11,565 11,604 11,416 13148 17,889 16,064 10,584 -10%
Overnight Split 52% 62% 68% 44% 47% 69% 54% 57% -15%
Avg. Length of Stay 1.90 1.78 2.47 1.93 1.8 1.96 1.67 1.42
Bed nights 10,280 12,802 19,546 9,777 11,008 24,340 14794 8,542 -20%
Avg. Daily Spend $132.93 $134.18 $145.72 $107 $213 $182 $183 $164 1%

ANALYSIS:

The portion of non-local attendees decreased from
27% to 21%. As a result, the number of in-scope
visitors has decreased by 10%.

The portion of visitors staying for at least one night
has declined from 62% to 52%, reflective of the
current cost of living pressure.

Average daily spend is relatively flat year-on-year,
with average overnight spend up 11%.

Whilst average length of stay increased by 7%,
total bed nights decreased by 20% due to a
decrease in the number of in-scope visitors.

Due to all of these factors, total economic impact is
down 8% year-on-year.

~ In-Scope Attendees are defined as attendees whose main reason for visiting the region / host city was to attend the event. Those who extended their stay to attend the event are also included.

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 513. ACT Brumbies Intercept Survey: n = 352.
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Economic Impact— Women's
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Attendance Summary by Match

Gross attendance for Women'’s Brumbies matches was 1,457, with the match against the Reds on
the 22nd of March generating the highest attendance at 789

Attendance by Fixture

Average Attendance

per Game:
728

Gross Attendance

i

2 |

D .
ReDS o SO
WARATAHS

Source: ACT Brumbies Ticketing Information.
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Attendance Source Summary

55% of attendance was sourced from Ticket Sales, with members accounting for 36% and
corporate attendees 8%

Attendance Type — Share of Voice Attendance Type — 2025
%

Corporate

803

Members [5125 Ly Ticket Sales
(inc. Comps)

123

Ticket Sales (inc. comps) Members Corporates

Source: ACT Brumbies Ticketing Information.
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228 In Scope* visitors to Canberra

Approximately 19% of attendees were from outside of the ACT, equating to 228 visitors

Assumptions and Definitions:
» Attendee type data supplied by the Brumbies

» Attendance numbers from double headers are apportioned to the Men's and Women's
figures, based on which matches they said they watched in the Online Survey

» 10% of attendees stated they watched the Women's matches in 2025, compared to 8%
in 2024

» Ticket sales origin calculated as an average from the Intercept & Online Survey data
from 2025

» 82% of members live within the ACT and 18% Interstate (sourced from Brumbies)
» 84% of Corporate attendees from the ACT (sourced from Brumbies)

» Inscope is defined as those whose main driver for visiting or extending their visit to
Canberra / ACT was attending a Brumbies Match derived from Nielsen Sports Economic
Impact & Attendee Research Online Survey (n=64) and Intercept Survey (n=160)

» Total in Scope Visitors does not include persons that accompanied survey participants
on their trip to Canberra

» Due to low sample size, metrics from the men'’s survey have been used in the women’s
results.

ATTENDEE TYPE AT:’(E)LS:ES % INSCOPE #IN SCOPE
ACT Ticket Sales 650 0.0% 0
ACT Members 435 0.0% 0
ACT Corporates 103 0.0% 0
Interstate Ticket Sales 152 84.0% 128
Interstate Members 96 84.0% 80
Interstate Corporates 20 100.0% 20
Total 1,457 228

* In-Scope Attendees are defined as attendees whose main reason for visiting the region / host city was to attend the event. Those who extended their stay to attend the event are also included. *Entourage not included in

this metric.

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 513. ACT Brumbies Intercept Survey: n = 352.
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232 visitors to Canberra

An additional 4 people travelled to Canberra as a result of their travel party’s intentions to attend
a Brumbies match

TOTALINSCOPE INSCOPEVISITOR |, ACCOMPANYING TOTAL IN SCOPE
ATTENDEE TYPE ATTENDEES TYPE % VISITORTYPE # VISITORTYPE PERSONS VISITORS

Overnight

Interstate
Daytrippers

Total

I
I
Total number of in scope Total number of interstate day- Total number in scope
overnight visitors to Canberra trippers who also contributed to visitors contributing to the
spending “new money” because the ACT economy ACT economy

of a Brumbies match

* In-Scope Attendees are defined as attendees whose main reason for visiting the region / host city was to attend the event. Those who extended their stay to attend the event are also included.
Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 513. ACT Brumbies Intercept Survey: n = 352.
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$52k spent in Canberra by visitors

Interstate overnight visitors stayed on average 1.90 nights and spent on average $196 per day

TOTALINSCOPE  AVERAGE LENGTH OF AVERAGEDAILY  IN-SCOPE VISITOR
SUEERDEE EYRE VISITORS STAY SR HIGHTS SPEND SPEND

Interstate Overnighters 121 1.90 230 $196.49 $45,143

Interstate Daytrippers $63.31 $7,005
Total $132.93 $52,148

I
I
Total direct expenditure derived Total direct expenditure derived Total direct expenditure
from 121 overnight in scope from 111 in scope day visitors
visitors

* In-Scope Attendees are defined as attendees whose main reason for visiting the region / host city was to attend the event. Those who extended their stay to attend the event are also included.
Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 513. ACT Brumbies Intercept Survey: n = 352.
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| WOMEN
Key Metrics YOY

OUTPUT 2025 2024 2023 % Change ANALYSIS:
- Attendance numbers from double headers
Total attendance 1,457 2,331 2,791 -38% are apportloned to the Men's and Women's
figures, based on which matches they said
Outside of ACT attendance 268 578 814 -54% they watched in the Online Survey
N + Total attendance decreased by 38% due to
In Scope Visitors 232 516 819 -55% one less fixture in 2025, with this driving the

decline in in-scope visitors.

« The portion of visitors who stayed overnight

decreased by 15% year-on-year. As a result

Avg. Length of S . 178 2.50 % . ) !
V- Length of Stay 190 7% bed nights declined by 60%.

« Due to small sample size, many metrics from
the men’s results were used in the women'’s
analysis.

Overnight Split 52% 62% 62% -15%

Bed nights 230 571 1,264 -60%

Avg. Daily Spend $132.93 $134.18 $129.93 -1%

In-Scope visitor spend $52,148 $113,522 $238,141

~ In-Scope Attendees are defined as attendees whose main reason for visiting the region / host city was to attend the event. Those who extended their stay to attend the event are also included.
Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 513. ACT Brumbies Intercept Survey: n = 352.
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Community Sentiment
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Perception of Canberra is consistent

There has been an increase in visitor's perceptions of Canberra; with 17% saying their perception
of Canberra has changed for the better, +5 %pts more than last year

“It's a very friendly city with lots of great
restaurants and bars”

“It's always a good weekend away with great food
and is easy to get around”

PERCEPTIONS OF CANBERRA AMONGST
INTERSTATE/OVERSEAS VISITORS

--------------------------------1

\

\
‘Will advise others to visit Canberra . ______ WCGHANGEVUSa0e4
18% of visil th
L 81 % Agi;g: & T 8 % pts are ne?nral a:::oits:Zvi;rxg
. . . others to visit Canberra
Said their experience made them want to -l ]
‘ come back and see more of Canberra ASKED
\ Only 11% of visitors claimed
86 % NET AGREE e | o <: : ﬂmeir ex&erience wn?n‘t
. ) - B influence them retur ng to
Perception of Canberra that Canberra

. has changed for the better

their perception of
THE
BETTER Canberra

56% have claimed their
1 7 % YES FOR — experience didn't change

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 513, Visitors = 95.

.
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Activity Summary

The percentage of people who are engaging with outdoor activities has increased by five
percentage points, with social activities the most popular amongst visitors

What other activities did you get up to whilst in Canberra?
% of Interstate Visitors

] 2018 [] 2019 []2021 []2022 []2023 [ 2024 [ 2025

64%
57% 51%
W 48%  52%
48%
42%
28% =0%
4% 5550 21% 22% 23%
15% 18% 18% . 12%
o 110107 | 14% 13% 13% 10% 12%
1% 1%
9% 9
Social and other Arts and culture Outdoor and nature Tours and attractions Sports and physical

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 513, Visitors = 95.
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30%
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21% 22%
15%
0% 0%
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Community Metrics Summary
90%

0 (Level 24
91 /0 It makes me prOt{JLd toll;ezgrf):r)l Canberra / ACT 5 9 %

It helps enhance community
spirit, pride and enjoyment

Having it in Canberra creates a
real buzz in the city

CANBERRA BRUMEIES

91%

(Level v 2024)

It helps make Canberra / ACT
a more enjoyable place to
live

71%

It is well-liked and positively
embraced by the people of
Canberra / ACT

ACT COMMUNITY

SENTIMENT
(NET AGREE)

90% agreed that Brumbies players are positive role models in the community

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 513, Locals = 418.
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NPS Summary

The Net Promoter Score of Brumbies games among 2025 attendees is 44; five points higher than
in 2024

Likelihood to recommend a Brumbies game
% of attendees

___________________ : Detractor Neutral Promoter NPS
Said they are likely to 1
attend another Brumbies | 2018 27% 33% 41% +14
match at GIO Stadiuminthe
future 1
: 2019 EPAA 34% 54% +42
4% said they are unlikely
------------------ 1
2021 REFA 26% 63% +52
2022 VA 32% 55% +43
LIKELY | 0 1% pt on 2024 2023 16% 34% 51% +35
NEUTRAL B @ 0% pts on 2024
2024 [ENPLA 33% 53% +39
UNLIKELY Bl @ 7% pton 2024
2025 [WpAA 32% 56% +44

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 513.
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High discretionary spend on travel & food

70% of respondents spent discretionary income on food and beverage in venue, just slightly
ahead of travel to the venue

What event related goods/services do you spend your discretionary income on during your game day experience?
% of respondents

70%

69%

5%

//
Food and beverage Travel to the venue (e.g. Food and beverage pre-

Food and beverage post- Food and beverage Accommodation 1 None of the above
pre-match in venue driving/parking, bus, ride share) match at pub/restaurant/non-  match at pub/restaurant/non- post-match in venue

stadium hospitality stadium hospitality

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 513.
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ACT Sport & Recreation
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ACT Sport & Recreation Key Metrics - M

In-Scope Visitors

Ave. Local Spend per Person $90.34

A Total Total In-scope Inter:;zt:{Over Ir;: ear :_t ?; : ‘I,:x ;r Locals
Overnight
Survey Sample Size (Online)* 508 94 49 40 414
Economic Impact (Visitor Expenditure) $2,333,348 $2,333,348 $2,019,920 $313,428
Visitation 10,373 10,373 5,422 4,951
Ticketed Attendance** 55,257 10,741 44,516
Bed Nights 10,280 10,280 10,280
Ave. Visitor Length of Stay 1.90 1.90 0
Ave. Visitor Daily Spend $132.93 $196.49 $63.31

Likelihood of Return Visit 86%
Net Promoter Score 44
Enhances community spirit, pride, & enjoyment 91%
Event Satisfaction Rating NA
Overall Marketing Score NA

* Includes In-Scope Visitors, Out-of-Scope Visitors, and Locals.

** Excludes entourage. Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 513. ACT Brumbies Intercept Survey: n = 352.
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ACT Sport & Recreation Key Metrics - W

In-Scope Visitors

Ave. Local Spend per Person $90.34

A Total Total In-scope Inter:;zt:{Over Ir;: ear :_t ?; : )I, :;: ;r Locals
Overnight
Survey Sample Size (Online)* 64 7 2 5 57
Economic Impact (Visitor Expenditure) $52,148 $52,148 $45,143 $7,005
Visitation 232 232 121 m
Ticketed Attendance** 1,457 268 1,189
Bed Nights 230 230 230
Ave. Visitor Length of Stay 1.90 1.90 0
Ave. Visitor Daily Spend $132.93 $196.49 $63.31

Likelihood of Return Visit 86%
Net Promoter Score 44
Enhances community spirit, pride, & enjoyment 91%
Event Satisfaction Rating NA
Overall Marketing Score NA

* Includes In-Scope Visitors, Out-of-Scope Visitors, and Locals.

** Excludes entourage. Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 513. ACT Brumbies Intercept Survey: n = 352.

Copyright © 2025 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.
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Local Average Spend $90 per person

Tickets for the Brumbies match was the main source of group expenditure among ACT residents;

closely followed by meals, food and drinks

Average Local Group Expenditure as a Result of 2025 ACT Brumbies Home Games

$ | ACT Residents

$93

Local Residents

$90

Local resident per
person expenditure as
a result of 2025
Brumbies home
games.

This is calculated based

Per per.son on an average group size
expenditure of 2.5 people and group
$16 expenditure of $228.
/[
Tickets for Meals, food Event Transport while Accommodation/ ! Any other
Brumbies match and drinks merchandise and attending expenses

retail purchases  Brumbies Match
Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 513, Locals = 418.
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Local Perception of Brumbies Match in ACT

Leisure Activities whilst in ACT for Brumbies Home Games

% ACT Residents

67%

20%
1% 12% at home and
. - - s 5% % watched the match

N e -_/ /

Wenttoa Wenttoa Went Visiteda  Sightseeing Other ! Nothing — 1

restaurant barorpub  shopping museum or only

or café other attended the
cultural Brumbies
experience match

What local residents would have done instead of attending
% ACT Residents

[ Stayed at home and watched the match on TV
[ stayed at home

[ Something else in Canberra

- Something else outside of Canberra

76%

Would have stayed

99% mam

Of local ACT Residents
believe it is important for
Canberra/the ACT to host
Brumbies games

Of local ACT Residents
believe it is important for
the ACT Government to
be involved in hosting
Brumbies games in the
ACT

05% M

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 513, Locals = 418.

<> Nielsen
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Most attending for men’s match

For the double header, 90% of respondents indicated that the men’s match against the
Highlanders was the primary reason for attending

Match watched and Match primary reason for attendance
% of respondents

[ watched [ Main Reason

100%

31%

10%

Brumbies v Highlanders - Men Brumbies v Waratahs - Women

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 513.
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Brumbies Players are Positive Role Models

Do you see the ACT Brumbies players as positive role
models in the community?

Why do you see the ACT Brumbies players as positive role models in the community?

4 N\
“They participate in community events. They also support younger players to play the sport and be active.”

(N J

& 3

“The Brumbies are out in community, doing both work within the sporting clubs and for charity and not-for-profit groups. Previous players have
remained in Canberra and contribute the community with businesses.”

“They always do great family friendly activities and very rarely do you hear of Brumbies players getting involved in issues like NRL players.”

“They demonstrated commitment to team work and working hard together can overcome challenges.”

“They set examples to the younger generation on how athletes should behave on and off the field, as well as showing there are opportunities to
grow into a sport you love.”

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 513, Locals = 418.
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Appendix
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Brumbies Attendee Profile

Brumbies attendees are more likely to be male, aged between 45-54 and working full time; with

a household income over $200k
Household Status Household Income

A A A Under $60k 5%
. 10%
. . . . . $60 - $100k
[ | B n $100- $200k 30%

70% Male 30% Female Single Couple  Family $200K + 3e%
15% 18% 67% No Answer 19%
Overseas
26% Interstate

20y 23%

19%

63% We
Working Full
Time

8%

Local
Under 18-24 25-34 35-44 45-54 55-64 65+

18

Source: ACT Brumbies Economic Impact & Attendee Research Online Survey: n = 513.
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2025 CANBERRA RAIDERS
ECONOMIC IMPACT REPORT

Economic Impact & Attendee Research Report

October 2025
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Project Overview

Nielsen Sports was commissioned by the Canberra Raiders to conduct a study
of the Economic & Community Impact of both NRL & NRLW matches played in
Canberra for the 2025 season, excluding NRL finals series matches.

The report includes:

o Gross Economic Impact to the Canberra region from the staging of 11 x
NRL and 5 x NRLW (2 x standalone) home matches played in Canberra.
Gross Economic Impact includes direct expenditure only.

o The Community Impact of NRL & NRLW Raiders matches is measured via
overall event satisfaction of attending & changed visitor perceptions of the
region amongst those who travelled to the state.

o Prompted and unprompted recall for a selection of Raiders sponsors.
Nielsen Sports was responsible for the questionnaire design, survey scripting
and hosting online, data analysis and reporting. Canberra Raiders were

responsible for distributing an email invitation to complete the survey to their
attendee database.

At a 95% confidence interval the following sample sizes represent research
accuracy to:

Survey Type Completes Variance

Online Survey — Main Reason

11 +/-1%
: Men’s matches : 62 ; =¥ :
Online Survey — Main Reason = :
7 +/- 2
Women'’s matches 705 1% :
2 Copyright © 2025 The Nielsen Company (US), LLC. Confi and proprietary. Do not distribute. <« Nielsen



Executive Summary
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Key Findings

EVENT SATISFACTION 8.5 THINK RAIDERS MATCHES 96 Y%
(ACROSS ALL MATCHES) ; ENHANCE COMMUNITY o
SPIRIT A% 115 YO

R
NET PROMOTER SCORE 64 vfs(:? gx::gRoRZHERs 19 64 %

(s

-5% pts YOY

Men
ECONOMICIMPACT-  §1/4 . 8m

© ve |

®e® kivro 94Y% INTERSTATE/OVERSEAS ¥ '
B O] I ATTENDAGAN () \éﬁl}ons ~GAMEDAYS
-3% pts YOY $521k

Source: Canberra Raiders ticketing information | Source: Canberra Raiders Attendance Survey: n = 1,311.
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Economic Impact
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| MEN
47,876 In-Scope Visitors to Canberra

Approximately 65% of interstate visitors who attended a Raiders match stayed overnight;
equating to 30,826 visitors

Total % In scope | # In scope Attendee | Total In Scope In Scope | % Visitor | # Visitor [Accompanying| Total In Scope
Attendee Type Attendees | Attendees | attendees Type Attendees | Visitor Type [ Type | Type Persons Visitors

; Overnight 65% 28,933 1,893 30,826
ACT Ticket Sales 120,054 0.00% Interstate 44,412
i Daytrippers 35% 15,479 136 15,614
Interstate Ticket Sales 46,808 95% 44,412 Overseas 1,347 Overnight 100% 1,347 88 1,435

Overseas Ticket Sales 1,420 95% 1,347

Overnight Visitors to Canberra
spending “New Money”
because of a Raiders match

visitors contributing to the

who also contributed to the ACT economy

ACT economy

T3 2261 TTh T ; o :
E Total nu?nbér 06fln-Scope : Total nu?nsbérG:f‘r.n—Scope E E 47,876 E
: Interstate and Overseas E + Interstate Daytripper Visitors E — : Total number of In-Scope E
5 i i i :
! ! ! | I

Source: Canberra Raiders ticketing information | Source: Canberra Raiders Attendance Survey: n = 1,311.
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| MEN
Total Economic Impact for 2025 is $14.8m

Overnight visitors accounted for 92% of total economic impact value; with the remaining $1.2
million sourced from day trippers

Attendee Type Total In Scope Visitors | Average length of Stay Bed nights Average Daily Spend In-Scope visitor Spend

Interstate Overnighters 30,826 N 65,830 $197.73 $13,016,650
Interstate Day trippers 15,614 n/a 0 $75.46 $1,178,242
Overseas Overnighters 1,435 2.14 3,064 $197.73 $605,941
$13,622,591 $1,178,242

derived from 32,261 overnight derived from 15,614 in-scope

1 ! 1 1
1 ! 1 1
1 : + 1 1
! Total direct expenditure ' | Total direct expenditure |
1 1 1 1
1
| in-scope visitors ! : day visitors E
1

Source: Canberra Raiders ticketing information | Source: Canberra Raiders Attendance Survey: n = 1,311.
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| MEN
Economic Impact Benchmarking

Total direct visitor expenditure increased by 21% compared to 2024 due to an increase in total
attendance, bed nights and average daily spend

O rop
FRenee e nn“n““nn = nnn Fiooaa

t0 2024
Total attendance 168,281 144,299 158,504 143,358 95,391 36,121 166,708 132,163 158,998 187,857 115,549 115,298
Outside of ACT 46,808 35,586 39,087 33,759 23,156 8,827 46,749 36,864 44,247 52,445 21,432 17,544
In Scope Visitors 45,759 35,301 38,328 32,423 25,520 8,297 43,015 34,042 40,014 50,577 20,696 16,659
Overnight Split 67% 65% 68% 67% 67% 66% 63% 63% 66% 56% 55% 62%
Ave. Length of Stay 214 2.57 212 171 1.93 1.65 178 1.95 1.60 161 172 1.87 -17%
(Overnighters)
Bed nights 68,894 61,557 57,035 39,014 28,258 9,584 51,236 45,953 43,200 45,950 20,270 19,879
Ave. Daily Spend $157.85 $147.27 $174.12 $146.61 $156.38 $143.59 $135.64 $135.97 $158.24 $171.72 $164.60 $205.88

Di;i‘;:e‘:‘i::t:::n $14,800,834 | $12,245,653 | $12,950,833 | $7,900,873 | $7,325,033 | $1,913,596 | $9,951,493 | $8,548,102 | $8,476,131 | $10,846,644 | $4,456,670 | $4,900,756

Source: Canberra Raiders ticketing information | Source: Canberra Raiders Attendance Survey: n = 1,311.
Copyright © 2025 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.



| WOMEN _
1,679 In-Scope Visitors to Canberra

Approximately 65% of interstate visitors who attended a Raiders match stayed overnight;
equating to 1,042 visitors

Total % In scope | #In scope Attendee | Total In Scope In Scope | % Visitor | # Visitor [Accompanying| Total In Scope
Attendee Type Attendees | Attendees | attendees Type Attendees | Visitor Type [ Type Type Persons Visitors

i Overnight 65% 1,042
ACT Ticket Sales 4,160 0.00% Interstate | 1,537
i Daytrippers 35% 537 0 537
Interstate Ticket Sales 1,579 97% 1,537 Overseas 95 Overnight 100% 95 4 99

Overseas Ticket Sales 98 97% - --
BT TN .

Overnight Visitors to Canberra
spending “New Money”
because of a Raiders match

visitors contributing to the

who also contributed to the ACT economy

ACT economy

I T T T T T T T s T s s s " e e e e e e e e e — e — - ———— - - - - E e === 1
1 ! ! . !
' Total nun:ltgt;lr4o:‘| In-Scope E 537 E E 1,679 :
! i Total number of In-Scope | I _ !
: Interstate and Overseas | + Interstate Daytripper Visitors | — : Total number of In-Scope E
1

| 5 : 5 :
L - : ! '

Source: Canberra Raiders ticketing information | Source: Canberra Raiders Attendance Survey: n = 1,311.

9 Copyright © 2025 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.



_ WOMEN _
Total Economic Impact for 2025 is $521k

Overnight visitors accounted for 92% of total economic impact value; with the remaining $20k
sourced from day trippers

Attendee Type Total In Scope Visitors | Average length of Stay Bed nights Average Daily Spend In-Scope visitor Spend

Interstate Overnighters 1,042 . 2,308 $200.09 $461,722
Interstate Day trippers 537 n/a 0 $73.53 $39,517
Overseas Overnighters 99 2.21 219 $200.09 $19,825

oo mEEm T 1 e 1

1

! $481,547 g $39,517 :

! Total direct expenditure | | Total direct expenditure :

! derived from 1,141 overnight in- | ! derived from 537 in-scope day |

1 scope visitors ! 1 visitors !

1

Source: Canberra Raiders ticketing information | Source: Canberra Raiders Attendance Survey: n = 1,311.
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| WOMEN _
Economic Impact Benchmarking

All metrics were up significantly year-on-year, with attendance and non-local attendees driving
the uplift. The portion of those who stayed overnight increased by 53%

Attendee Type “““ * Difference 02024

Total attendance 5,836 2,531 3,543
Outside of ACT attendance 1,579 379 607
In Scope Visitors 1,537 364 607
Overnight Split 65% 43% 48%
AV‘;'O';Z;‘/?/S‘/]?;;;‘"V 2.21 1.94 1.89
Bed nights 2,308 301 549
Ave. Daily Spend $159.58 $141.20 $159.00

Direct Visitation Expenditure $521,064 $84,379 $161,193

Source: Canberra Raiders ticketing information | Source: Canberra Raiders Attendance Survey: n = 1,311.
M Copyright © 2025 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.



Event Experience &

Satisfaction
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Website & Internet key drivers of awareness

Emails from the Raiders and the Raiders website were the primary method via which
respondents first heard about a given Raiders match (28 & 18% respectively); whilst Social Media
was the channel through which respondents also heard about the event the most

Communication and Marketing Channels
“Where did you first find out and where else did you hear about the Raiders match?” | % of Attendees

[ First heard about the event [l Also heard about the event 8 4
49% (&)

Overall Marketing Score

15%
5%
Email from Raiders Social Media | don't Word of mouth Other website Television Email from Print Media Radio Outdoor Other
Raiders Website (Facebook, remember (e.g. through third party (Newspaper) billboards and
X, Instagram, friends) (e.g. Ticketek, other
TikTok) GIO Stadium advertisement

Canberra)

Source: Canberra Raiders Attendance Survey: n = 1,311,
Copyright ® 2025 The Nielsen Company (US), LLC. Confi lal and proprietary. Do not distribute.
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Membership drives reasons for attending

79% of respondents stated that the reason for attending the match was because they are a
Raiders member/fan; whilst 9% stated that they are a general rugby league fan

What was your main reason for attending the Raiders match?

[ 2024 [ 2025

| am a Raiders member/fan

| am a rugby league fan

| am a supporter of the Raiders opponent

| was invited to attend

| got free tickets to the event

| was travelling in Canberra that week
and wanted something to do

82%
79%

1%
1%

0%
0%

0%
1%

Source: Canberra Raiders Attendance Survey: n = 1,311,

14  Copyright © 2025 The Nielsen Company (US), LLC. Confi
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Who did you attend with?

25%
0
Families, just adults

33%

Friends

<> Nielsen



Awareness strong for key event elements

Prior to attending a match, 89% of respondents were aware of game match details and timings,
with 60% informed about partners and activations

Before attending Raiders game days at GIO Stadium Canberra in Brought Family or Friends from Outside ACT to
2025, | was well informed about the following? Canberra Raiders match
2025 | Net Agree 2025

89%

Average number of tickets
3 purchased/received to attend

1
I
76% 75% ; 3
1
: [ ] Raiders match.
| e ——————— P ———————————
e e
: Tickets purchased for people
I 1 5 that live outside of the ACT to
: @ attend Raiders match.
|

AtGame Purchase Howto Transport Raiders Partners Activations Fan Zone

Match options watch and Shop
Details and / listen Parking
Timings

Source: Canberra Raiders Attendance Survey: n = 1,311,
.
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Highest satisfaction since 2019

Event Satisfaction increased significantly (+0.6 points compared to 2024), with 94% of
respondents likely to attend another Raiders match at GIO Stadium again

Please describe your overall level of satisfaction and enjoyment from

How likely are you to attend another Raiders match at GIO Stadium
attending your most recent Raiders match at GIO Stadium Canberra? Canberra in future?
1-10 Point Scale

% of In-Scope respondents

Event Satisfaction

| am likely to attend another Raiders match...

9 % 98% 98%
8.6 8.4 8.5 96% 97% !
7.7 7.9 — 7.9

96% 98% 97% 97%
73 7.7 RS

94%

2017 2018 2019 2020 2021 2022

2023 2024 2025

2017 2018 2019 2020 2021 2022

2023 2024 2025

Source: Canberra Raiders Attendance Survey: n = 1,311.

16

Copyright © 2025 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.



NPS up significantly compared to 2024

NPS increased by 19 points in 2025, the highest metric recorded since 2020, with the portion of
attendees stating the event was better than expected; the strongest result across nine years

How likely are you to recommend attending a Raiders match to your friends After attending the most recent Raiders match, would you say that it
and colleagues in the future? was...
1-10 Point Scale % of In-Scope respondents
Net Promoter Score The event was better than expected...
43% 44%
71 3%y
67 — 64 37%
a4 45 26% 27%
42 41 9
40 22% 21%
32
13%
2017 2018 2019 2020 2021 2022 2023 2024 2025 2017 2018 2019 2020 2021 2022 2023 2024 2025

Source: Canberra Raiders Attendance Survey: n = 1,311.
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Atmosphere notable element of satisfaction

For the large majority of those who gave a positive event satisfaction score; the atmosphere was
a key factor as well as strong community sentiment

What was the major reason for your positive
satisfaction rating?

“The venue is easy to get in and out of, lots
of activity for the kids and the view from
the seats were good.”

“The atmosphere this year has been
electric, which comes along with a winning
season, but this year felt different. The
Viking Clap, the participants on the Viking
Horn, having Simon drum them in last
week.”

“I love everything that comes with Raiders
games, the atmosphere is great. Thereis a
sense of community when you attend,
facilities are clean, great range of food to
purchase.”

Source: Canberra Raiders Attendance Survey: n = 1,311.

Copyright © 2025 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

What was the major reason for your negative
satisfaction rating?

4 N

“The stadium is outdated and
uncomfortable, plus the prices are just too
expensive.”

o J
4 N

“Toilet facilities were insufficient, and food
was not great.”

- J
4 N

Love the games but it's stressful parking
and getting out of the stadium and car
park.”

Key Insights:

In reviewing the responses, a few key
items were noted:

» The key drivers of positive
satisfaction scores derived from the
entertainment provided by the
Raiders and the general atmosphere

» A small portion of respondents
indicated that the Stadium was
outdated and needed improvements,
with insufficient amenities and
difficult with parking

» Respondents noted that player and
crowd engagement were key drivers
of their overall satisfaction



Customer Service Experience Satisfaction

95% of respondents said they were satisfied with the level of customer service from Raiders
staff, with parking attendants recording the lowest net satisfaction

What level of customer service did you experience

. = e e e e e e e —————— 1
attend_lng the match? “On-field action aside, what can the Raiders do to
1- 5 Point Scale make your experience at Raiders game days at GIO

Satisfaction Stadium Canberra more enjoyable?”

1 1
1 1
1 1
1 1
[ Net unsatisfied [] Neutral [l Net satisfied Score : !
. 5 1 » ‘Improved traffic management when entering the
Raiders Staff 3% 95% 4.4 1 car parks.” "
1 1
Raiders Shop staff 93% 4.4 \ »  “The game day interaction from the field/sidelines :

I g
1 is always directed only at the bays directly next to 1
Raiders volunteers (white vests) 93% 4.4 : the tunnel. Would be great if other areas of the :
I stadium could have some level of interaction.” 1
V. hers (pink vests) [[8% 91% 4.2 i -
enue ushers (pink vests) - ° : »  ‘“Increased opportunities for the kids to meet :
Food outlet staff 90% 4.1 : o :
1 p . 1
o . 4.2 1 »  “Make the power play better and give more 1
Hospitality catering staff 89% : rewards for members turning up to every game.” :
Ticketek staff []11% | 87% 42 \ » “There was a NSW cup game after main game ,
a1 I which | stayed for however food venues closed I
Security / Report it to sortit [ 11% | 85% . i after the main game. Access to food especially at f
4.0 1 that time may have encouraged people to stay 1
. 1 » 1
Parking attendants [12% | 81% ,  longer. i

Source: Canberra Raiders Attendance Survey: n = 1,311,
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Merchandise primarily bought for kids

85% of respondents found what they were looking for in terms of merchandise, with attendees
noting a wider size range and limited-edition products as potential new items

When it comes to merchandise at raiders game days at GIO

Stadium Canberra, who do you buy gear for?

2025 Did you find what you were looking for?

29% 8 5 %
Yes

20% | mmmmmmmmmmeeeoeoeooooes

“What was missing? What other merchandise items would you like
to see available to purchase?”

Kid/s (most under 18) - at game

Just me

Adult/s - at game 25%

»  “Bigger sizes in Jersey range.”

Adult/s - not at game 6%

»  “Raiders Blankets and better-quality ponchos for when its raining.”

»  “More women’s selection. | would look at what the NFL offers- they
have a wide variety of merch.”

Kid/s (most under 18) - not at game 5%

—

» "It would be great if there were more collectible and special-edition
items available. Things like retro jerseys, signed posters, limited-
edition pins, commemorative scarves.”

Didn’t buy any merchandise 29%

Source: Canberra Raiders Attendance Survey: n = 1,311.
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Nielsen Impact Matrix

The matrix allows the Canberra Raiders to prioritise which areas should be a focus in the future

4 4% priority 27 priority
(&) (promote)

These areas have a lesser importance These are areas that have a strong impact on ESAT and
but are performing well. where the event is performing relatively well.
Current performance here should be These points should be highlighted internally and
maintained. externally through marketing and communications
Average 3
performance
These areas are underperforming but These areas have a strong impact on ESAT
have a lower importance. however, they are areas where the eventis

underperforming.
These are secondary areas for P g

attention. These should be top priority for improvement.

Average impact

Satisfaction Score

on Satisfaction

3rd priority
(monitor)

Importance in driving Event Satisfaction (ESAT)

1st priority
(improve)

2

ESAT = Event Satisfaction
*Excludes those who did not experience element.
Source: Canberra Raiders Attendance Survey: n = 1,311, < *
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Canberra Raiders: Nielsen Impact Matrix

Entertainment outside of matches and food prices were key elements that drove satisfaction
amongst respondents

50 ,
1
]
]
]
]
1
i Entertainment - quality of match/es :
3 -1 1
i
i 2 i Venue access via turnstiles / entries 1
Environment - safe / welcoming ke / :
Tig:ket prices
[T T T T T T T e T e =TT T e e {nlnienininipie
40 - Venue navigation - signage / layout / ramps / lifts venue presentation - cleanliness / facnllt?l upkeep Ticket options
5 o s 1
Getting to venu/e via public transport : Getting to venue via car
(O] 1 _—
o ! , 2
O Food options  Venue amenities - toilets/change facilities Entertainment - outside match/es
w 35 ]
(= 1
-8 ! Food prices
(&) 1
= i
2 !
g 3.0 T L) L] L) L T L T L) T T T T T T T T : T T T T T T
00 05 10 15 20 25 30 35 40 45 50 55 60 65 70 75 80 85 90 95 100 105 110 115 120 125

Importance in driving ESAT

>

*Excludes those who did not experience element.
Source: Canberra Raiders Attendance Survey: n = 1,311

"
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Tourism & Community Impact
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Eating out and shopping most popular

Dining and Shopping were the two most popular activities amongst respondents, with 90% of
respondents stating their experience made them want to come back and see more of Canberra

What other activities did you get up to whilst in Canberra?
Top Ten | 2025

47%

38%

25% 24%

17% o
I I l ) )

1%

9%

64%

Would recommend Canberra
without being asked
Down 5% pts YOY

90%

Said their experience made them want
to come back and see more of
Canberra

- 18%

Eatoutat Go shopping Visit friends General Visit Visit major Go to

a hotel/ & relatives  sightseeing museums or national nightclubs
restaurant/ art galleries  attractions / bars
cafe/ club

Source: Canberra Raiders Attendance Survey: n = 1,311. Visitors = 506.

Copyright © 2025 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

Visit history
/ heritage
buildings,

sites or
monuments

Go to the
markets

Perception of Canberra that has

Visit
botanical or changed for the better
other public
gardens 81% said it remained unchanged



Community sentiment remains high

Community sentiment increased positively across the majority of metrics, with 96% stating it
helps enhance community spirit, pride and enjoyment

To what extent do you agree with the following statements

regarding Raiders matches in Canberra?
% Local Residents 2024 2023 2022 2021 2020 2019 2018 2017

92% 92% 94% 94% 95% 94% 89% 91%

It helps enhance community
spirit, pride and enjoyment

It is well-liked and positively
embraced by the people
of Canberra /| ACT

89% 88% 93% 93% 93% 94% 80% 80%

It helps make Canberra / ACT

S o8 otioyabis pibca o it 84% | 83% | 86% | 91% | 89% | 88% | 81% | 81%

Having it in Canberra creates a

Tt Bt the ot 84% | 81% | 84% | 89% | 91% | 92% | 75% | 74%

It makes me proud to

be from Canberra / ACT 77% 80% 82% 88% 90% 90% 73% 75%

[ Net Disagree

It creates an inconvenience =
for local residents gl L Neura 8% | M% | m% | o% | o% | 8% | 10% | 8%
I Net Agree

Source: Canberra Raiders Attendance Survey: n = 1,311. Local Residents = 805.
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Sponsor Recall
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ACT Sport & Recreation

30  Copyright ® 2025 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.




ACT Sport & Recreation Key Metrics

In-Scope Visitors

Ave. Local Spend per Person $93.04

Total Total In- Interstate- | Interstate - Locals
scope Overnight Daytrip Overseas
Survey Sample Size* 1,169 389 243 6130 16 780
Economic Impact (Visitor Expenditure) $14,800,834 $14,800,834 | $13,016,650 | $1,178,242 $605,941
Visitation 47,876 47,876 30,826 15,614 1,435
Ticketed Attendance** 168,281 46,808 1,347 120,054
Bed Nights 68,894 68,894 65,830 3,064
Ave. Visitor Length of Stay 2.14 214 0 214
Ave. Visitor Daily Spend $157.42 $197.73 $75.46 $197.73

Likelihood of Return Visit 94%
Net Promoter Score 64
Enhances community spirit, pride, & enjoyment 96%
Event Satisfaction Rating 8.4
Overall Marketing Score 8.5

*Does not include out of scope visitors. **Excludes entourage.
Source: Canberra Raiders ticketing information | Source: Canberra Raiders Attendance Survey: n = 1,311. Local Residents = 805. Visitors = 506. Note: community metrics based on all matches (men's & women'’s).
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ACT Sport & Recreation Key Metrics

Ave. Local Spend per Person $93.04

In-Scope Visitors
Total Total In- Interstate - | Interstate - Locals
scope Overnight Daytrip Overseas

Survey Sample Size* 705 219 134 71 16 486
Economic Impact (Visitor Expenditure) $521,064 $521,064 $461,722 $39,517 $19,825
Visitation 1,679 1,679 1,042 537 99
Ticketed Attendance** 5,836 1,579 98 4,160
Bed Nights 2,527 2,527 2,308 219
Ave. Visitor Length of Stay 2.21 2.21 0 2.21
Ave. Visitor Daily Spend $159.58 $200.09 $73.53 $200.09

Likelihood of Return Visit 94%
Net Promoter Score 64
Enhances community spirit, pride, & enjoyment 96%
Event Satisfaction Rating 8.4
Overall Marketing Score 8.5

*Does not include out of scope visitors. **Excludes entourage.
Source: Canberra Raiders ticketing information | Source: Canberra Raiders Attendance Survey: n = 1,311. Local Residents = 805. Visitors = 506. Note: community metrics based on all matches (men's & women'’s).
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Local Average Spend $93 per person

Tickets for the Raiders match was the main source of group expenditure among ACT residents;
followed by meals, food and drinks

Average Local Group Expenditure as a Result of 2025 Canberra Raiders Home Games
$ | ACT Residents

$121

Il Series 1

. Local resident per
Local Residents person expenditure as

a result of 2025
9 3 Raiders home games.

This is calculated based

Per person on an average group size
H of 2.8 people and group
expendlture expenditure of $256.

$10 $10
$2
[
Tickets for the Meals, food Event Transport while  Accommodation ! Any other
Canberra and drinks merchandise and  attending the expenses
Raiders Match retail purchases Canberra

i . Raiders Match
Source: Canberra Raiders Attendance Survey: n = 1,311. Local Residents = 805.
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Local Perception of Raiders Match in ACT

Leisure Activities whilst in ACT for Raiders Home Games

% ACT Residents
58%
18% 16%
_. = =
H = - - .,
Wenttoa Wenttoa Went Visiteda  Sightseeing Other ! Nothing — 1
bar orpub restaurant shopping museum or only
or café other attended
cultural the Raiders
experience match

What local residents would have done instead of attending
% ACT Residents

[ stayed at home
[ Something else in Canberra
Something else outside of Canberra

87%

Would have stayed
at home

Of local ACT Residents
believe it is important for
Canberra/the ACT to host
Raiders games

Of local ACT Residents
believe it is important for
the ACT Government to
be involved in hosting
Raiders games in the ACT

A

85%

Source: Canberra Raiders Attendance Survey: n = 1,311. Local Residents = 805.

y (US), LLC. Confi

lal and proprietary. Do not distribute.
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Most attending for men’s match

For the third double header of the season, 97% of respondents indicated that the men’s match
was their main reason for attending

Match watched and Match primary reason for attendance
% of respondents who attended both matches

[ watched [ Main Reason

100% ooy, 100% ooy 100%  g7%

Raiders v Dragons - Men Raiders v Dragons Raiders v Eels - Men Raiders v Eels - Women Raiders v Tigers - Men  Raiders v Tigers - Women
- Women
L J\ J\ J
I I T

1%t Double Header - 2nd Double Header — 3 Double Header —
5t July 19t July 30t August

Source: Canberra Raiders Attendance Survey: n = 1,311
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Raiders Players are Positive Role Models

Do you see the Canberra Raiders players as positive role e 83%
models in the community? Yes

Why do you see the Canberra Raiders players as positive role models in
the community?

~

“The club takes a strong stand on player behaviour.”

P
\

“Building the community through sports, inspires the current and next
generations of sportsmen and women and fans.”

“They are role models for our young NRL players. The young boys and
L girls look up to them both on and off the field.”

~

“They are always friendly and willing to chat to fans. They are generous
with their time and professional in their attitudes.”

\

“They train hard, support the community and show others what's
possible.”

Source: Canberra Raiders Attendance Survey: n = 1,311. Local Residents = 805.
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Appendix

37  Copyright ® 2025 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.



Raiders Attendee Profile

Raiders attendees are more likely to be male, aged between 40-54 and working full time; with a
household income above $160,000

Household Status Household Income

Under $50,000

$50,000 - $69,999

29% 19% $70,000 - $99,999

16% ’ $100,000 - $139,999

$140,000 - $159,999

61% Male 39% Female $160,000 +

Under 18  Couple Young Older Other Id rather not say
families  families

49% Overseas

36%

71% We
Working Full
Time

26% Interstate
22%

3% Local

1%
Under 18 18-24 25-39 40-54 55+

Source: Canberra Raiders Attendance Survey: n = 1,311,
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Project Overview

Nielsen Sports was commissioned by the GWS Giants to conduct a study of
the economic & community impact of matches played in Canberra for the
2025 season.

The report includes:

. ¥ RS
v
o Gross economic impact to the Canberra region from the staging of
2025 GWS Giants home matches played in Canberra. Gross Economic

z
i
Impact includes direct expenditure only. .?

o The community impact of Giants matches is measured via overall event . h,
ve
\

satisfaction of attending & changed visitor perceptions of the region
amongst those who travelled to the state.

o Prompted and unprompted recall for a selection of Giants sponsors.

Nielsen Sports was responsible for the questionnaire design, survey
scripting and hosting online, data analysis and reporting. GWS Giants
were responsible for distributing an email invitation to complete the
survey to their attendee database. To complement the online survey, an
intercept survey was conducted at one match to help drive increases in
in-scope sample size.

Survey Type Completes

Online Survey 333

. .
I " sssssssssssnnnnnsnsssnnnnnnssnnnnnnnnnmm TR EEEEEEEEEEEEEESEEEEEEEESEEEEEEEEEEEEEE H

Intercept Survey : 316

lesssssssssssssssssssssssssssssssssssssssnns s s s s s s s NS N NN NN NN NN NSNS EEEEEEEEEEEEEE I
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Executive Summary
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Executive Summary: Key Metrics

Prompted
Partner Recall

Economic Impact
Insights

: Community
. Sentiment Insights !
90%

Said they’ll advise others to
come to Canberra

Prompted Recall of
CBR Partnership

Injected into the Canberra
economy by visitors

When asked to recall sponsors of
the GWS Giants, 47% of
respondents noted CBR.

Unprompted recall was 30%.

90% of attendees stated that they would
advise others to come to Canberra. 16%
of patrons stated that their visit changed
their perception of Canberra for the
better.

A total of 12,030 In-Scope visitors
spent money within the
Canberra/ACT area as a result of
attending Giants fixtures, with an
average of $181 per day spent by
overnight visitors.

47% . $3.0M |

Source: GWS Giants 2025 Attendance Survey, n=333. GWS Giants 2025 Intercept Survey, n = 316. Attendance metrics provided by GWS Giants.
Copyright © 2025 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute. < :’ Nielsen




Economic Impact
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Comparison of key metrics versus 2024

Economic Impact Key Figures

Insights:

+ 2025 GWS Giants fixtures generated a direct visitor

Satisfaction 7.7 8.6 7.9 75 7.9 74 75 expenditure of $3.0 million, a 5% decrease compared to last
year. This was due to a lower match attendance.
Match Attendance 32,992 38,796 30,526 39,209 19,627 39,749 41,701 . Average |ength of stay has decreased by 5%’ with bed nights

partially offset by a 22% increase in total in-scope visitors.
In-scope Visitation This was due to a higher portion of interstate visitors (up
(Incl. Day Trippers & 12,030 9,894 7,651 9,153 6,547 12,088 8,364 from 28% in 2024 to 39% in 2025).

Entourage)

» Direct visitor expenditure has also declined due to a 33%
decrease in average daytripper spend. Overnight average

Bed Nights 15,666 15,229 8,945 12,927 9,306 13,274 12,188
spend was down 18% compared to last year.

Direct Visitor » As aresult, direct visitor expenditure has declined by 5%
Expenditure $3,023,681 $3,193,610 $1,695,033 $2,165,319 $1,474,068 $2,423,381 $2,132,569 year-on-year.

-15% +22% +3% -5%

Match Attendance In Scope Visitors to the ACT Visitor Nights in the ACT Direct Visitor Expenditure

Source: GWS Giants 2025 Attendance Survey, n=333. GWS Giants 2025 Intercept Survey, n = 316. Attendance metrics provided by GWS Giants.
Copyright © 2025 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.
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Economic Impact Figures by Match

Total visitor expenditure for the 2025 season was $3.0 million, with the match against the
Western Bulldogs driving total economic impact; accounting for 40% of direct expenditure

Economic Impact Key Figures by Match

. . . . . . . . Total Visitor
Visitor Type # Of Visitors Entourage Total Visitors Length of Stay Bed Nights Average Daily Spend Expenditure
Western Day Tripper 1,132 1" 1144 NA $49.90 $57,074
Bulldogs Overnight 2,963 104 3,067 1.89 5,802 $198.88 $1,153,939
Day Tripper 933 17 944 NA $45.10 $42,561
Port Adelaide
Overnight 2,486 52 2,538 1.84 4,665 $177.24 $826,839
North Day Tripper 1,543 15 1,558 NA $53.46 $83,276
Melbourne Overnight 2,740 M 2,781 1.87 5,199 $165.42 $859,992

$3,023,681

Source: GWS Giants 2025 Attendance Survey, n=333. GWS Giants 2025 Intercept Survey, n = 316. Attendance metrics provided by GWS Giants.
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Comparison of key metrics versus 2024

Average accommodation spend per person and overnight travel party were up for the first two
matches

Economic Impact Key Figures by Match Year on Year

Average Nights T

Average
Length Of Stay

1.63 1.65 178 171 1.89 1.83 1.51 149 153 198 1.97 194 189 1.84 1.87

Average
Accom. Spend $85.81 $76.63 $75.94 $79.12 $82.80 $70.83 $108.69 $118.91 $125.75 $87.48 $86.84 $90.89 $90.05 $86.69 $79.27
P/P/N

Overnight

1.00 1.00 2.43 2.24 2.03 2.02 2.35 2.79 2.53 2.31 2.56 2.50 2.73 2.77 2.08
Travel Party

Source: GWS Giants 2025 Attendance Survey, n=333. GWS Giants 2025 Intercept Survey, n = 316. Attendance metrics provided by GWS Giants.
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Total Direct Economic Impact

A direct economic impact of $3.0 million was recorded for the GWS Giants matches this year;
$2.8 million of which was sourced from overnight visitation

Total Economic Impact
$000s

$2,841

$3,023,681

TOTAL DIRECT ECONOMIC
IMPACT
(OVERALL ECONIMIC BENEFIT)

Overnight Visitor Day Trip Visitor Total Economic Impact
Expenditure Expenditure
Source: GWS Giants 2025 Attendance Survey, n=333. GWS Giants 2025 Intercept Survey, n = 316. Attendance metrics provided by GWS Giants.
9 Copyright © 2025 The Nielsen Company (US), LLC. Confi lal and proprietary. Do not distribute.
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Event Experience &

Satisfaction
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Drivers of Attendance Summary

90% of attendees said they would likely attend another GWS Giants game in Canberra again,
whilst 94% said they are likely to recommend a GWS Giants game to friends or colleagues

Drivers of Attendance

o Said it was better than expected
2024 2025 p
0 - 1 8 /O Down 37% pts v 2024
75% 68% said it was as expected
I am a GIANTS member/fan 77% 9 0 0/ Would definitely / probably attend
o again
I am an AFL fan and wanted to Down 3% pts v2024

watch some top class AFL

Are likely to recommend a GWS

4% o GIANTS game in Canberra
| am a supporter of the GIANTS opponent 4% 9 4 /O Score of >6, Down 4% pts v 2024
- 1%
| was travelling in Canberra that week .
3% 8 4 Average recommendation score
° Down 0.6 v 2024

1%

| got free tickets to the event 1%
o

Visited the Manuka Shops precinct

38 % pre or post game

| was invited to attend 1%

0%
| don't remember ?;f’ % Would be interested and consent to
2 21 /o hearing about corporate offers
Source: GWS Giants 2025 Attendance Survey, n=333. e T

"
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Nielsen Impact Matrix

The matrix allows the GWS Giants to prioritise which areas should be a focus in the future

4 4% priority
(&)

These areas have a lesser importance,
but are performing well.

Current performance here should be
maintained.

These are areas that have a strong impact on ESAT and
where the event is performing relatively well.

These points should be highlighted internally and
externally through marketing and communications

Average

These areas are underperforming but
have a lower importance.

These are secondary areas for
attention.

Satisfaction Score

3rd priority
(monitor)

These areas have a strong impact on ESAT
however, they are areas where the event is
underperforming.

These should be top priority for improvement.

Average impact

on Satisfaction

Importance in driving ESAT

performance

2nd priority
(promote)

1st priority
(improve)

Source: GWS Giants 2025 Attendance Survey, n=333.

12 Copyright © 2025 The Nielsen Company (US), LLC. Confi lal and proprietary. Do not distribute.
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Nielsen Impact Matrix

When taking into account all event elements, staff servicing is the biggest driver of event
satisfaction

A

5.0

Ease of navigating around the event site

4.5 Ease of entry into the venue

Overall site cleanliness Staff servicing (friendliness and helpfulness)

. Ticket purchasing process
4.0 Information signage at the event

Transport to the event Comfort of the seating

(O] 1
— 1
o B : 1
Quality of food and beverage options Th lity of th tch
O e quality of the matc
[9p] 3.5 4 ‘\ : q y
c ' Entertainment (outside of the event itslelf)
o 1
= Food and beverage prices '
8 |
Y 1
[%2] 1
'4: 1
8 3.0 T T T T T T T T } T T T T T T T T T
0 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19

Importance in driving ESAT

Source: GWS Giants 2025 Attendance Survey, n=333.
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Attendance Satisfaction Summary

In 2025, average satisfaction was 7.7, 0.9 points lower than 2024. Overall site cleanliness and
ease of entry into the venue were notable elements for event satisfaction

Overall Satisfaction of Attendees

1
1
8.2 1 8.6
. 1
7.9 7.9
1
. S
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
v v Port v 1 2025 2024 2023 2022 2021 2019
Bulldogs Adelaide North 1 Ave. Ave. Ave. Ave. Ave. Ave.
Melbourne :
1

Source: GWS Giants 2025 Attendance Survey, n=333.
Copyright © 2025 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

Top Five Elements (Net Satisfied + Very Satisfied)

Overall site cleanliness 94%
Ease of entry into the venue 92%
Ease of navigating around the event site 89%
Staff servicing 86%
Information signage at the event 85%



Marketing Summary

Email was the main driver of both primary and secondary awareness, with the internet also one
of the main sources of information for hearing about the event

Sources of Information for Hearing about Event

[ First heard about the event [l Also heard about the event

42%
40%

35%

Television
news item

Email On the Website Facebook Ane- Word of An Television

internet newsletter mouth (e.g. advertisement commercial
that | through  on the internet
subscribe to friends)

Source: GWS Giants 2025 Attendance Survey, n=333.
15 Copyright ® 2025 The Nielsen Company (US), LLC. Confi lal and proprietary. Do not distribute.

7

7.9

Overall Marketing Score
-0.4 from 2024

Radio Radio Newspaper Outdoor Twitter Newspaper
program  advertisement article billboards and advertisement
other
advertisement

«*> Nielsen



Net Promoter Score Summary

54% of event attendees are classified as promoters, with Giant’s fixtures generating a N-Score of
43, sitting above the 2023, 2022 and 2021 seasons

Likelihood to recommend a Giants game
% of attendees

___________________ . Detractor General Promoter NPS
1
Said they are likely to % %
9 0 0/ attend another Giants match : 2018 [l 495 +39
0 at Manuka Oval in the future :
1 0,
5% said they are unlikely : 2019 [iRg 56% +45
------------------ 1
2021 [EEVA 51% +40
2022 [RIFA 48% +33
LKELY Wl § 3% ptson 2024 2023 | A 49% +38
NEUTRAL Bl 1 2% ptson 2024
2024 | 68% +62
UNLIKELY B8 4 7% ptson 2024
2025 [EEFA 54% +43

Source: GWS Giants 2025 Attendance Survey, n=333.
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Community Impact Sentiment
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Other Activities Summary

Social remains the most popular activity among respondents; with almost half (47%) engaging
with this activity

What other activities did you get up to whilst in Canberra?
% of Interstate Visitors

(12021 []2022 [ 2023 [ 2024 [ 2025

52%
50% BT
44%
34%
24%
19% 17%
14% 14% 13%
10%
7% 9%
4%
Social Arts & Culture Outdoor & Nature Tours & Attractions Sports & Physical Other
e.g. visiting friends/relatives, e.g. 2oos, theme parks, markets, e.g. museums, galleries, e.g. bushwalking, botanical e.g. golf, cycling, fishing
eating out, movies, pubs, wineries, cruises, guided tours performances, festivals, gardens
casinos, shopping monuments

Source: GWS Giants 2025 Attendance Survey, n=333. Visitors = 134.
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Advocacy of Canberra Summary

90% of attendees will advise other to visit Canberra based on their experience at the Giants’
matches this year, with 82% stating their experience made them want to visit Canberra again
“Clean city, friendly people, easy roads, good

PERCEPTIONS OF CANBERRA AMONGST h : d food”

INTERSTATE/OVERSEAS VISITORS shopping and food™

e e e e e e e e e e e e e e e e e e “Canberra has evolved as a destination with
-“ more food and entertainment offerings”
\
‘ Will advise others to visit Canberra S . ..., AL A
\_ g0y Mr, — @ Jovmmecn
. . . visit Canberra
Said their experience made them want to -l
ASKED

Only 4% of visitors claimed

¢) 0, their experience definitely
\— 8 2 /O NET AGREE = == 2 /o pt s didn't influence them
wanting to return to

Canberra

. come back and see more of Canberra

Perception of Canberra that
. has changed for the better

o YES FOR Only 1% have claimed their
\_ — 0, experience change their
1 6 /0 BETT':'EER = 3 /0 ptS perception negatively

Source: GWS Giants 2025 Attendance Survey, n=333. Visitors = 134.
y (US), LLC. Confi and proprietary. Do not distribute. PRl 2 Nie'sen
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Community Metrics Summary
80%

0,
It makes me proud to be from Canberra / ACT 8 5 /0

(-4% pts v 2024)

Having it in Canberra creates a
real buzz in the city

290

It helps enhance community
spirit, pride and enjoyment

PBrR &

CANBERRA GlANTS
ACT COMMUNITY

¢)
96%
(-1% pts v 2024)
It is well-liked and positively

embraced by the people of
Canberra / ACT

94%
(-2% pts v 2024)

It helps make Canberra / ACT
a more enjoyable place to
live

SENTIMENT
(NET AGREE)

66% agreed that Giants players are positive role models in the community

Source: GWS Giants 2025 Attendance Survey, n=333. Locals = 199.
20  Copyright ® 2025 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute. < :’ Nielsen




Giants’ Games Importance Summary

97% of attendees believe it is important that Canberra/ACT continue to host Giants’ games in the
future, whilst 89% believe the government needs to be involved in doing so

Importance of hosting Giants’ games in Canberra/ACT Importance of ACT Govt. Involvement in hosting Giants’
% of Locals Games in Canberra/ACT
% of Locals

100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100%
- £ - . ; = 1%
\ \ Y \ Y 2% [B% °10% 1% 1% =1%
0% 8% 8% | m

27% 26% m

& Not at all important
[ Unimportant

[ Niether

[] Important

I Very Important

61%

2019 2021 2022 2023 2024 2025 2019 2021 2022 2023 2024 2025
o) o)
97% 89%
Net Agree Net Agree
-1% pts YOY + YOY

Source: GWS Giants 2025 Attendance Survey, n=333. Locals = 199.
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Sponsor Recall & Perception
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ACT Sport & Recreation
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ACT Sport & Recreation Key Metrics

Ave. Local Spend per Person $93.74

In-Scope Visitors
Total Total In- Interstate - | Interstate - Locals
scope Overnight Daytrip Overseas

Survey Sample Size* 649 262 188 51 1 385
Economic Impact (Visitor Expenditure) $3,023,681 $3,023,681 $2,812,362 $182,911 $28,408
Visitation 12,030 12,030 8,385 3,645 123
Ticketed Attendance** 32,992 12,899 148 19,905
Bed Nights 15,666 15,666 15,437 229
Ave. Visitor Length of Stay 1.87 1.87 0 1.87
Ave. Visitor Daily Spend $141.53 $181.23 $50.18 $181.23

Likelihood of Return Visit 95%
Net Promoter Score 43
Enhances community spirit, pride, & enjoyment 94%
Event Satisfaction Rating 7.7
Overall Marketing Score 7.9

*Does not include out of scope visitors. **Excludes entourage.
Source: GWS Giants 2025 Attendance Survey, n=333. GWS Giants 2025 Intercept Survey, n = 316. Attendance metrics provided by GWS Giants.
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Local Average Spend $94 per person

Tickets for the Giants matches was the main source of group expenditure among ACT residents;

followed by meals, food and drinks

Average Local Group Expenditure as a Result of 2025 GWS Giants Home Games

$ | ACT Residents

$121

$41

Local Residents

$94

Local resident per
person expenditure as
a result of 2025
Giants home games.

This is calculated
based on an average

Per per.son group size of 2.9
expenditure people and group
$15 expenditure of $275.
- _$7 $4
Tickets for Meals, food Accommodation Event Transport while Any other
Giants match and drinks merchandise and attending expenses

retail purchases Giants Match

Source: GWS Giants 2025 Attendance Survey, n=333. Locals = 199.
Copyright © 2025 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.




Local Perception of Giants Match in ACT

Leisure Activities whilst in ACT for Giants Games

% ACT Residents
64%
21%
14%
m—— /L

Wenttoa Wenttoa Went Visiteda  Sightseeing Other I Nothing —

restaurant barorpub  shopping museum or 1 only
or café other attended
cultural the Giants

experience match

What local residents would have done instead of attending
% ACT Residents

Il stayed at home
I Something else in Canberra
[ Something else outside of Canberra

85%

Would have stayed
at home

97% man

Of local ACT Residents
believe it is important for
Canberra/the ACT to host
Giants games

Of local ACT Residents
believe it is important for
the ACT Government to
be involved in hosting
Giants games in the ACT

89% M

Source: GWS Giants 2025 Attendance Survey, n=333. Locals = 199.
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Giants Players are Positive Role Models

66%
Yes

Do you see the GWS Giants players as positive role

models in the community?

(28% Unsure)

Why do you see the GWS Giants players as positive role models in the

community?

s ™\

“They are young, professional and promote a healthy lifestyle. They
encourage young people to be their best”

. S
q \
“Outstanding attitude, the players are just inspiring athletes and show a
real team commitment”
N >

“The create the motivation for young people to play sport and live a
healthy lifestyle”

“They demonstrate qualities that inspire people both on and off the field. 1
They show dedlication, discipline and resilience through the hard work
L they put into their training and performance”

“They embrace the Canberra community and ground”

Source: GWS Giants 2025 Attendance Survey, n=333. Locals = 199.
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Appendix
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GWS Giants Attendee Profile

Giants attendees are more likely to be male, aged between 45-54 and working full time; with a
household income between $100k - $200k

Household Status Household Income

A A A Under $60k 5%
g 9%
. . . . . $60 - $100k
[ | B n $100- $200k 3%

61% Male 39% Female Single Couple Family $200k + 30%
1 5 % 26 % 59 % No Answer 26%
Overseas
26%

22%
21% o ‘
18% Interstate 58 /0 .
Working Full
Time

Local

Under 18-24 25-34 35-44 45-54 55-64 65+
18

Source: GWS Giants 2025 Attendance Survey, n=333.
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Further GWS Giants Demographics

Q. Which of the following best describes your
current situation?

Working full time (30+ hours _
per week) 58%

Working part time (up to 30
hours per week) . %

Retired [ 25%

Home duties

1%
Student | 3%
Unemployed 0%

I'd rather notsay | 3%

32 Copyright © 2025 The Nielsen Company (US), LLC. Confi

Q. Do you own a small business in the ACT
Region?

Yes, | own a small business
in the ACT Region |

No, | do not own a small — 0%
business in the ACT Region

I'd rather not say | 2%

Q. Which best describes the industry/sector you
currently work in?

Accounting mm 4%
Advertising, Arts and Media ® 1%

Financial Services m 3%
Community Services ™ 3%
Construction m 3%
Consulting and Strategy ®m 3%

Design and Architecture I 1%
Education and Training am 1%
Engineering m 2%
Farming 1 1%
Govemnment and Defence mEEE———————————8  34%
Healthcare and Medical ™= 3%
Hospitality and Tourism 1 1%
IT — %
Legal m 2%
Manufacturing and Transport ™ 5%
Mining, Resources and Energy 1 1%
Real Estate and Property ® 2%
Retail and Consumer Products = 3%
Science and Technology = 0%
Self Employed 1 1%
Sport and Recreation W 2%
Trade and Services ®m 2%
Other m 2%
I'd rathernotsay m 2%

Q. What is the highest level of education you have

received?

Grammar School (e.g. school cert.)

High School

Technical College (e.g. TAFE) no
degree

Technical College (e.g. TAFE) with
degree

University no degree
University with degree
Post graduate degree
Other (please specify)

I'd rather not say

I 1%

I 5%

. 5%

Il %

N %
I 22%
I 0%

0%

. 5%

Q. Are you or a family member currently serving or
have served in the Australian Defence Force?

Yes

No

| Rk

Prefer not to say | 2%

Source: GWS Giants 2025 Attendance Survey, n=333.

lal and proprietary. Do not distribute.
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Favourite AFL Team

Favourite AFL Team and Additional Team Support

W Favourite Team m Additional Team Support

80%
65%
15%
6% 6%
4% 4% | 3% 3% 3% 3% 3% 2% 2% 2% | 2% 2% 2% | 2% T 2% 2%
. HE S s e -.

SYDNEY

CHEDPOLTRAHDE OO0 m

Source: GWS Giants 2025 Attendance Survey, n=333.
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2% 2% 19 3%

N

1% 2% (g 2%

WESTCoAsT

EAGLES pciins

3%

0% 0% 2% | 0%
=

S H

SUNS

31%

None of
the
above
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