WOMEN’S WORLD CUP 2015
GROUP STAGE ANALYSIS o e

The Women's World Cup 2015 has come to Canada! With the » \ \ 4 / X 4

exciting Group Stage of the competition over, IPG Mediabrands L g A *

delved into Viewing, Twitter and Match data to understand how 2 1PG
WOMEN’S WORLD CUP Canadians are engaging with the event so far. MEDIABRANDS
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WHERE ARE TWEETERS** BASED?
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Sources: Sysomos, Numeris, FIFA.com - June 6-17th, 2015
*Watched 1+ minute of matches

ALL STATISTICS ARE FOR CANADA ONLY * “*Tweets are weighted by population of each province

For more information, contact:
Loraine.Cordery@mbww.com




