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CUTIVE SUMMARY

INTRODUCTION @% ECONOMIC & TOURISM

The' $$ 5GE=FXK 5GJD< $DIAJ: 9 DO Th@diEdd AcGoKi@imphkt of the WFC 2021 is

5= ECONOMIC & TOURISM

4.3 nights

Direct economic
impact

Total visitor
expenditure

Total attendance

Tickets distributed

Bed nights
generated

Average length of
stay inUppsala
Countyfor
overnight visitors

(WFC 2021)in Uppsala, Sweden took place under
challenging circumstances during the COVID19
pandemic. Significant changes to planning and
flexibility of the organisers and of the IFF were
required to ensure successful delivery of the event.

The organises placed great attention and focus to the
experience of athletes and spectators attending the
event and this is demonstrated in the event experience
scores. However, the organisers failed to market the
event effectively enough to generate the interest and
subsequent ticket sales required to make the event
commercially successful, althoughthe everchanging
COVIEL9 restrictiors, limitations and uncertainty was
significantly detrimental to the organisers this regard.

Key impacts to the event included chages in

competition dates (following the postponement of the
M= F XW#C 2020 irHelsinki, Finland), the complete

cancellation of the qualification system, international
travel restrictions, budget impacts, workforce impacts
and the introduction of governmemimandated vaccine

status checks midwvay through the tournament

Despite these challenges, the Swedish Floorball
Federation and its partners delivered a successful WFC
for all athletes and member national associations taking
part. This followed the succeg$sl delivery of thelFF

5 G E = II2RWFC 202which took placethree months
prior in September 2021 at the same venue in Uppsala.
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=KLAE9L=< LG : =09 Fhisfig@e
considers visitor expenditure and organisational
surplus expenditure made specifically for the event
in the host economy

The event attracted a cumulative spectator
attendance of 21,207 in total.

Despite travel restrictions and testing requments
during the pandemic, around 1700 out-of-town
spectators still opted to attend the WFC 2021
Overnight visitors stayedn Uppsala County for 4.3
nights on average.

Although the tourism impact was smaller than at
previous O G E = RVIKXK it still prowed a positive
impact for Uppsala County

The Swedish Floorball Federation made a financial
DGKK G> 9 Hisle®m Adsthdthe Bvent &
This has been put down to thgignificant disruption

to planningbecause othe ongoing pandemi@nd a
decision to invest further in the quality of TV
production at the event.
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CUTIVE SUMMARY

STAKEHOLDER EXPERIENCE

89%

Spectator
event satisfaction

86%

% of athletes/spectators who rated their experience as
good or very good

Athlete
eventsatisfaction

IMAGE & REPUTATION

Positive rating of
host dty Uppsala
(spectators)

83%

Positive rating of
host dty Uppsala
(athletes)

96%

% ofathletes/spectators who rated Uppsala as a good ¢
a very good place to visit

RO~
(_"[lj_J);) STAKEHOLDER EXPERIENCE

®

Stakeholder experience scores were very high
amongst both athletes and spectators. Spectators
rated the atmosphere during thecompetition at
94%, a very high score. Spectators were least
satisfied with the ticket booking process; however,
this was in part due to the uncertainty surrounding
the event andthe availability of tickets for general
sale.

Athletes were mostsatisfied with the transport
provisions between the competition venue and their
accommodation, with 4% rating this positively.
The standard of refereeing and officiating at the
WFC 2021 received the least favourable score from
athletes of all event elemets scored, at 8%.
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D IMAGE & REPUTATION

The city of Uppsala received strong overall scores as
a place to visit with 83% of spectators and 96% of
9L@D=L=K J9LAF? L @=
place to visit.

92% of Uppsalaesidents surveyed believed that the

event had a positive impact on the city and the same
percentage would like Uppsala to host more

international events in future
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CUTIVE SUMMARY

— o
COMMERCIAL & MARKETING COMMERCIAL & MARKETING By PARTICIPATION & PERFORMANCE
@ With almost 379 broadcast hoursthe WFC 2021 @ 315 athletes participated at the WFC 2021, with Italy
OJmuIativeTV generated around 38% more broadcast time than and Thailand receiving wildcard entries following
4.3m audience(5 key L@ HJ=NAGMK =<ALAGF G> L @nirmaio6 EcnmEAldtalia Q@ JJapan that they
Sl S championships in 2019. would not be able to participate due to travel
restrictions.
6 7m Social media @ Television broadcasts reached71 territories
' Impressions (including 54 territories in SutSaharan Africayvith ® Teans were supported by113 accredited team
coverage securedn major television networks in officials and the competition was officiated by 22
Domestic Canada and USA for the first time. IFFappointed technical officials.
14 sponsors
@ There were 4 supporting domestic sponsors and
partners associated with the eventwith most
@ PARTICIPATION & PERFORMANCE organising committee spasors providing valuen-
kind services which helped to offset the event
315 Athl_et_es | budget.
participating

Team
1 13 officials

Technical
2 2 officials
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NT OVERVIEW

$$ 5- WECHIATS19972023
Year City Nation
1997  Mariehamn Finland
1999  Borlange Sweden
2001 Riga Latvia
2003 Bern Switzerland
2005  Singapore Singapore
2007  Frederikshavn Denmark
2009 Vasteras Sweden
2011 St Gallen Switzerland
2013  Ostrava/Brno Czech Republic
2015 Tampere Finland
2017 Bratislava Slovakia
2019 Neuchéatel Switzerland
2021 Uppsala Sweden
2023  Singapore Singapore

OVERVIEW

The IFF Womed World Floorball Championships 2021 in Uppsala was the 13th edition of the event and took place
from 27 November O5 December 2021. It was the third time Sweden has hosted the evenOafter Borlange in 1999

and Vasteras in 2009.

The Swedish Floorball Federation and its venue part
in Uppsala, the IFU Arena, were wplepared to host tht
WFC 2021 following the successful conclusion of the
WFC 2020 which took place between51Septembe
2021.

The staging of this event was the perfect opportunity
test the facilities of the IFU Arena which enabled

organisers to ensure the smooth delivery of the WFC :
three months later Lessons were learned, processes ¢
proceduresupdated and implemented for the WFC 2Q

QUANTUM EVENT EVALUATION REPORTS|4FF# , X1 5-0*" $*- -0 *

HOSTING OBJECTIVES

1. To market and advertise the Swedish natioi
L=9EK yE:F>'KK 9F< OGE=F

2. To market floorball as a sport and reach new tar

groups (playersand potential sponsorspartners)

3. To gain more experience in hosting internation

events

4. To generate eventelated revenues

5. To market Uppsala as a welcoming city for touris

oo o1e o1 kKR ANTTUM -



NT OVERVIEW

ORGANISING PARTNERS

ONe o
Loynd

The WFC 2021 in Uppsala, Sweden was organised by the Swedish Floorball Federation partnership with the
Upplands Floorball Federation, IFU Arena and Destination Uppsala.An event steering committee was formed and
included representation from each organisation .

Swedish Floorball Upplands Floorball

Federation Eederation IFU Arena Destination Uppsala

. Svensk Upplands
.‘..'.;. Innebandy Innebandyférbund ”:UARENA U pPSCI ICI .
L
ROLES & RESPONSIBILITIES
1. Organiser of WFC 202: 1. Volunteer recruitment 1. Venue provision 1. Primary funding
2. Ticketing & 2. Provision ofkey 2. Services partner through city
partnership sales® staffing personnel 3. Maintenance stakeholder financing
3. Sport-specific 4. Ticketing & 2. Appointment of
resource and expertise partnership sales project leader (via
financing)

3. City dressing

*As a result of the COWI® pandemic, responsibilities for partnership sales and ticketing viemnsferred from IFU Arena to the Swedish Floorball Federation
in a renegotiation of the commercial partnership structure.
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NT OVERVIEW

- I HOST PROFILE

F. —— HOST CITY

@ With 177,074 inhabitants, the city of Uppsala is the
fourth-largest city in Sweden, after Stockholm,
Malmo, and Gothenburg. Uppsala is the capital of
Uppsala County and is located 71 km north of the
Swedishcapital Stockholm.

@ Uppsala has previously hosted international events
such as the 1998 European Roadycling
Championships and the 2009 Bandy World
Championships and is home to some of the best
floorball clubs inSweden including Storvreta IBK,
three-time winner of the IFF Champions Cup (men

Uppsalae

QUANTUM EVENT EVALUATION REPORTS|4FF# , X1 5-0*" $*- -0 o

HOST VENUE

®

The WFC 2021 was contested at tlidJ Arena, a
multisport arena and sports halls which is privately
owned by 17 different sports clubs in the region.

Floorball and basketball are two of the most
prominent sports hosted at the IFU Arena, with as
many as 75 elite matches taking place at tkienue
each year.

The capacity of the IFU Arena is approximately 2,880
people, however, several alterations such as
broadcast positioning and accredited media
tribunes were required to host the WFC 2021 which
meant that the overall capacity for spectatoraas
reduced for this evento around 2,450 seats

IFUARENA
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ECONOMIC & TOURISM

TOTAL ATTENDANCE ATTENDANCE
c lati d The WFC 2021was heavily impacted by the COVIB19 pandemic in terms of attendance and ticket sales. Travel
2 1 2 O 7 CLRIEL ML an_ce restrictions were in force in Sweden at the time of the event, with vaccine passports implemented at the event venue
y (spectators & accredited mid-way through the competition. For these r easons, the eventattendance cannot be compared to past editions of
eventparticipants) L@= OGE=FXK 5%! >GJ :=F; @QE9JCAF? HMJHGK=KA
@ The attendance in Uppsala has been calcula » Spectators attended the event on 2.86 competiti
MOST ATTENDED MATCHES using a combination of ticket sales datand venue days on average, rising to 4.05 days on avel
admissions data. The cumulativattendance at the amongst spectators attending from overseas.
Match Attendance WFC 2921 was 21,20_7_, including both spectators ’ _

; - ; accredited event participants. @ The finals weekend (Saturday 4 and Sunday
Finland OSweden(Final) 2,587 December) welcomed a cumulative attendance
SwedenOSwitzerland(Semifinal) 2,351 8,979 in total.

Finland OSweden(Group stage) 2,209

Czech Republi©Switzerland e CUMULATIVE ATTENDANCE BY DAY

(39 place) ’

Sweden- Norway (Quarte-final) 1,812 4,702

4,277
3,772
2,301 2,329
1,426
I - 9.68 D

Sat 27 Nov Sun 28 NovMon 29 Nov Tue 30 Nov Wed 1 Dec Thu 2 Dec Fri3 Dec Sat4 Dec Sun5 Dec
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ECONOMIC & TOURISM

AVERAGE GROUP SIZE ATTENDANCE

sy S s sl i SPECTATORROFILERELATIONSHIP WITH FLOORBALlsétetited, multiple options)

5 . 3 groups, including with their schoo
or with theirfloorball team | am a floorball fan
I am a floorball coach or part of team managemen VD
I am a floorball player
I am a parent of a competing floorball player (at this WF GEERLZD
None of the above are applicable to mellEREZD
9E 9; LAN= OAL@AF 9 >@EBEZM :  9DD ; DM: XK 9<EAFAKLJ!

d 5 2% Q 4 7% I am a floorball national federation representative [l 4.0%

I am involved in another sport [l 3.5%

GENDER PROFILE

- L@=J3 009 K.8%efRspontlents : Q .
lama representatlve of an event or team sponsdr0.3%

AGE PROFILE
SPECTATOBROUP TYREelfselected, multiple options)
25.34 Spouse/Partner

Other family members 27.1%

22
Family (children aged 11-16) G TV7D
45-54 Family (children aged 7-10) GEEEEEELZD
Members of my floorball club
5564 Colleagues from my workplace GEEENZZD
— @ Family (children aged 0-6) GEAEZD

Other

N =249
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ECONOMIC & TOURISM

TICKETS DISTRIBUTED

TICKETING

Tickets distributed for the IFF » There were 8,193 tickets distributed irtotal, @ In addition to ticket sales, a local club and schi
8 193 IE.G1S 'Str' LRSI including 1,364 finals weekend tickets whi initiative was organised by the Swedish Floork
y WFC 2021 in Uppsala, sqitlis enabled spectators to attend all matches Federation and the Upplands Floorball Federati
complimentary Saturday 4th and Sunday 5th December. 1 to bring children to the event free otharge wit
included the 5th8th placement matches, 5th plac their club or school. Due to concerns a
match, 3rd place match, serdfinals and final. restrictions relating to the pandemic, alongsic
vaccination status circumstances, the initiative ¢
@ The IFU Arena had a maximum capacity not bring as many children to the event as w
TICKETS SOLD & DISTRIBUTED approximately 2,450 for each competition sessi originally planned. As such, the total number
with the remaining seating designated as athle complimentary tickets distributed as part of thi
4 88 3 Tickets sold seating, VIP and accredited media areas. There specific initiative is unknown with around 30 schc
’ 18 ticketed sessions in total, sold either as ¢ classes attending between Monday 29 Novem
2,637 Adult Tickets tickets, eveningtickets or alkday tickets dependin and Friday 3 December
1’407 Club & Ean Tickets upon the competition day.
643 Youth Tickets
188 Matchday Hospitality TICKETS SOLD BY DAY (IFU ARENA HALL A)
8 Other Tickets 1,296

1,168
1,090
3 310 Complimentary tickets
y distributed
576

Complimentary tickets were used by participating teams and invi
guests to provide access to IFU Arena Hall A throughout the €
period. 232

- - O

[ | [

Sat 27 Nov Sun 28 NovMon 29 NovTue 30 Nov Wed 1 Dec Thu 2 Dec Fri3 Dec Sat4 Dec Sunb5 Dec

c1e 1 QKUWAKNG UM 1+ s
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ECONOMIC & TOURISM

FINAL WEEKEND TICKET PACKAGE PRICE

TICKETING PRICING

JA- = S Section @ Theticket pricing strategy was designed to bril Access to all matches in Hall A was ticketed, wi
’ ’ ?2J=9L=J HO9JALQ :=LO=-= throughout the duration of the competitiol
125 Adult L events in Sweden with a premium pricing structt spectators could accessnatches in Hall B free
97 Adult KIM implemented to emphasise the appeal ai charge.
39 Youth 416yr K/M entertainment value of the WFC 2021.
e e 4 @ The finals weekend ticket paclge was highl
29 Youth A

*Converted from Swedish Krona

IFU ARENA HALL A VENUE SEATING PLAN

popular and sold out soon after going on sale in A
2021 O around seven months prior to the even
taking place.

Inside

TICKETED SESSIONS

Rinkside Group 27/11/2021 14:00 Abay  Group 03/12/2021 10:00 Da
Group 28/11/2021 10:00 Abay  Group 03/12/2021 16:00 Evenin
Group 29/11/2021 13:00 Day 5th-8th 04/12/2021 12:00
Group 29/11/202116:00 Evening SF1 04/12/2021 15:45
Group 30/11/2021 13:00 Day SF2 04/12/2021 19:45
Group 30/11/2021 16:00 Evening 5th 05/12/2021 10:00
Group 01/12/2021 10:00 Day 3rd 05/12/2021 13:00
Group 01/12/2021 16:00 Evening Final 05/12/2021 16:30
Group 02/12/2021 09:15 Day Finals Weekend Package
Group 02/12/2021 15:15 Evening Matchday Hospitality (27th, 30th, 4th, 5th)

c1e 1 QKUWAKNG UM 1+ s
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ECONOMIC & TOURISM

FINANCIALS

The WFC 2021 in Uppsala was significantly impa
by the COVIRL9 pandemic and therefore initic
budget projections remained under close revie
throughout the planning period.

The organisers of the WFC 2021 made additi
expenditure on COVH)9related measures t
ensure the safety of all event participants a
spectators.

INCOME & EXPENDITURE STATENMENRCH 2022

Income & Expenditure  Budget SEK Budget EUR

Total Income 6,950,000 671,496
Total Expenditure 8,830,000 853,138
Profit / Loss -1,880,000 -181,642

SEK to EUR exchange rate at 5 Dec 2021: 10.35002

The organisers and the Swedish Floort
Federation also made the decision to increase tt
expenditure to enhance the level of TV producti
O@A; @ ; GKL 9F 9<<ALAGF

As ofMarch 2022the WFC 2021 was anticipated
make a loss of approximatel§181,642.

WANT UM



ECONOMIC & TOURISM

VISITING SPECTATORS TOURISM ORIGIN & BED NIGHTS
1 7 O O Out-of-town spectators from HIGRLIGHTS
b} iweden Ocl;th'de Ulprpsaia @ The unique spectator attendance at the WFC 2 @ It is estimated that 1,88 out-of-town visitors
Ll W] e SER totalled 2,930.58% of all spectators came fro (spectators and accredited event participant
outside Uppsala County, including 16% fror stayed overnight in paid accommodation in Upps:
overseas. County during their visit, generatingd,144 bed
nights throughout their stay.
OVERNIGHRCCREDITED PERSONNEL @ 95% of visiting spectators surveyed said th
) attending the WFC 2021 waise primary reason fc @ Of all visiting spectators attending from outsic
Out-of-town accredited visiting Uppsala. Uppsala County, 62.5% commuted to the event e
6 15 personnel from Sweden and day they attended
from overseas that stayed in
paid accommodation SPECTATOR ORIGIN | PLACE OF RESIDENCE
0 30 OO 60
OVERNIGHTS VISITORS 42 Yo 2 Yo 2 Yo 1 Yo
UPPSALEOUNTY STOCKHOLKOUNTY OTHER SWEDEN OVERSEAS
97(y Overnight visitors who stayed in
0 Uppsala Coury BED NIGHTB! UPPSALA
L Persons in paid . .
Origin accommodation Average nights Bed nights
Visiting spectators that chose Athletes 315 10.2 3,213
909% hotel/hostel as paid Teamofficials 118 102 1,153
AR Technicalofficials 22 8.8 194
IFFstaff, VIPs &uests 50 6 300
Visiting spectators that stayed at Accreditedmedia 60 7 420
13% least one night in Stockholm Otherevent staff & suppliers 50 35 175
County during their visit Spectators (visitors) 858 4.3 3,689
1,468 9,144

QUANTUM EVENT EVALUATION REPOR¥$ 5- +#, X1 5-0* " $*--0 o I & +.'—,l&'.lQKuAgNgl-uMl * a




ECONOMIC & TOURISM

TOURISM VISITOR EXPENDITURE

VISITOREXPENDITURE
Total spend in Uppsala HIGRLIGHTS
e V'S'tor‘?’ @ It is estimated that visiting spectators to the W @ This figure includes expenditure C
(spectators and accredited KK Kk K &7m P totaldvKjlgt in UppsalaCounty, accommodation, event merchandise, food al
personnel) O@AD= 9;;J=<AL=< H=JBt drink, public transport and visiting local touris
in Uppsala. attractions in Uppsala County.
» The average per person expenditure associated v @ Spend on accommodation accounted fo0.45m
L@= =N=FL AK HAXforAuE&-town (76%) of the total expendituregenerated by th
spectators>J GE 1 0=<=F 9F< accredited participants.
spectators

EXPENDITURE BREAKDOWN BY VISITOR ORIGIN

O K K H 0 KK H

AVERAGE SPEND PER PERSON PER VI¢ AVERAGE SPEND PER PERSON PER VI

VISTINGSPECTATORS FRCBWEDEN OVERSEASPECTATORS

c1e 1 QKUWAKNG UM 1+ s
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ECONOMIC & TOURISM

DIRECT ECONOMIC IMPACT

ECONOMIC IMPACT

economic impact calculation have been generat
because of the event taking place in the hi
economy, measured as net additional benefit
that economy.

DIRECECONOMIMIPAC BREAKDOWN

. o HIGHLIGHTS
Direct economic impact
ESllmelizg el Uppsala @ Thetotal direct economic impact of the WFC 2( The host economy has been defined as Upps
County from hosting the IF has been estimated using spectator expenditu County, incorporating the city of Uppsala al
WFC 2021 accredited participant expenditure an surrounding areas.
organisational expenditure of the local organisii
committee and the IFF. The direct economic impact figure has be
significantly impacted by the reduced number
» Expenditure items included within the dire overseas fans which would usually travel aitend

the WFC due to the implications of the COMI¢
pandemic.

024 .2«

& K Bk
ACCREDITEHEERSONNEL
EXPENDITURE

& KiA:
VISITINGPECTATORS
EXPENDITURE

ORGANISER SURPLUS

NETORGANISATIONAL

TOURISM EXPENDITURE SPEND

*The net organisational spend has beeaiculated using the preliminary budget provided in December 2021. The final budget was not made
available by the organisers for inclusion in this report.

c1e 1 QKUWAKNG UM 1+ s
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STAKEHOLDER EXPERIENCE

OVERALL SPECTATOR EXPERIENCE

% of pectators rating their overal
=PH=JA=F; =398KJ9Q
%G G< X

899

OVERALL ATHLETE EXPERIENCE

% of dhletes rating their overall
=PH=JA=F; = 9K &
%G G< X

86%

SPECTATOR EXPERIENCE

®

Spectators gave very positive feedback following
their experience at the WFC 2021. Tatenosphere

in the venue was rated very highly, as was the
helpfulness of staff and volunteers and sport
presentation elements at the IFU Arena.

Comments received via the spectator survey
provided criticism of the event website and the
amount of information made available to fans.

Several comments noted a lack of information
which meant the event was not marketed very well,
however, it was also recognised that the pandemic
also had a negative impact on these elements.

SPECTATOR EVERRPERIENCE SCORES
(% SATISFIED)

Atmosphere during the competition 96%
Helpfulness of staff/volunteers 86%
Sport presentation 85%
Overall value for money 79%
Marketing and promotion of the event 67%
Entertainment provided at the venue 61%
Availability of match statistics and data 61%
Ease of booking tickets 58%
N =249

QUANTUM EVENT EVALUATION REPORF$ 5 - +#, X1 5-0*" $*- -0 *

ATHLETE EXPERIENCE

®

When comparingthe WFC 2021 with previous
editions of the event, of those athletes and team
officials surveyed, 83% of respondents believe that
the event was either the same or better than
previous events they have participated in.

For 4% of respondentsthe WFC 2021 was their first
experience of the event

ATHLETEVENT EXPERIENCE SCORES
(% SATISFIED)

Transportation arrangements to and

0,

from the event venue L%
Accommodation during the event 86%
Standard of venues and facilities 86%
Quality of the flooring during the games 85%
Information/announcements available to

82%
athletes at the venue
Atmosphere during the games 74%
Standard of refereeing/technical officials 62%

you experienced

o1e 1 QKWANT UM 1
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GE & REPUTATION

g

CITY SCORE (SPECTATORS)

% ofvisiting spectatorsrating
830/0 Uppsala9 K 9 3 %GG< X

place to visit

CITY SCORE (ATHLETES)

% of dhletesrating Uppsala
96% 9K 9 35%GG<X GJ

to visit

DESTINATION IMAGBUPPSALA

HIGHLIGHTS

@ The city of Uppsala scored highly aptace to visi
amongst both athletes and spectators who we
surveyed.

@ The likelihood of these surveyed visitc
recommending visiting Uppsala to friends ai
family also scored highly

@ Close to 80% dfppsala residents who attendethe

WFC 2021 believéat hosting the event will helgo
raise the domesticand international profile of the
city.

LIKELIHOOD TO RECOMMEND

SPECTATORS

78%
UPPSALA # 1 ' " AGREEMENT LEVELS WITH PERCEIVED EVENT IMPACT

Q2% 91% Q2%

% ofUppsalaresidents who would % ofUppsalaresidents who felt % ofUppsalaresidents whobelieve
like the city to host another edition of proud about WFC 202being hosted the event had a positive impact for
the event in Sweden Uppsala

ATHLETES

80%

% of spectators/athletes ttat would recommendvisiting Uppsalato
friends/family

N =330

-o1e 1 QKMANFT UM 1 -
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IMAGE & REPUTATION

ASSESSMENT CRITERIA

@ Accessible sport(required facilities and
equipment to play, e.gcourt, stick and ball)

@ Clean and fair sport (match-fixing, doping,
adjudicating, scandal)

@ Equality and inclusivity (gender parity, diversity

of players/fans, disability friendly)

@ Environmental consideration (sustainability
initiatives and advocacy)

@ Safe sport (likelihood and prevention of injury,
protection from abuseOe.g. children/youth)

PERCEPTION OF FLOORBALL

HIGHLIGHTS

®

The research found that greater agreement v
evident amongst athletes compared to spectatc
across all areas except for the statement ti
floorball is an equal andinclusive sport, wher
spectators indicated a slightly greater level
agreement compared to athletes

There is strong consensus thdioorball is a clear
fair and accessible sport

Consideration for the environment has been sho
to be the specific eea for which further progress
required. Compared to athletes, spectators rem:
to be convinced that floorball takes seriou
consideration towards environmente
responsibility.

LEVELS OF AGREEMENT WITARTEMENTS ABOUT FLOORBIRECTATORS & ATHLETES)

N =330

Floorball is an accessible sport et

. . . 0
Floorball is an equal and inclusive sport 81.9%

Floorball is a clean and fair sport 92.06

Floorball is a safe sport 66.3%

Floorball is a sport that is considerate of the environmenmm

SPECTATORS

ATHLETES

% of spectators/athletesthat agreed or strongly agreed with the statements

WANT UM
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COMMERCIAL & MARKETING

CUMULATIVE AUDIENCE

Number of TV viewers in five key
territories: Czech Republic,
Finland, Slovakia, Sweden and
Switzerland.

KEY DATA

TV Broadcasters

26

/1

TV Territories

4 Streaming partners

379h

Broadcast time (TV & streaming)

, 23+ #4#, 2

TV & STREAMING SUMMARY

HIGHLIGHTS

)

The coverage fromthe WFC 2021 was availal
worldwide through a combination of broadcast ar
streaming deals with local and paregional
broadcasters.

In total, broadcast rights holders showed aroul
240 matchegenerating nearly 379 broadcast hou
+9L; @=K 0=J= 9DKG K@GC
with geo-blocking in five territories: German
Norway, Singapore, Sweden and Thailand.
English commentary was available to broadcast
for 32 out of 48 matches played the tournament.

O#. -02 bl ' $$ 5-+#,

K1

5 -

DISTRIBUTION

@ Media rights to WFC 2021 were distributed by IF
selected key territories, including the host count
and Protocol Sports Marketing internationally.

PRODUCTION

@ Television production was handled by Re
Production. Production standard included s
operated camerasand two fixed cameras.

HOST BROADCASTER

® Swedish Television acted as the host broadcas
for the WFC 2021.

0*" $*--0
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COMMERCIAL & MARKETING

BROADCASTERS

LIVE & DELAYED COVERAGE

Territory Broadcaster Territory Broadcaster

Canada CBC Slovakia RTVS
Czech Republic Czech Television Slovakia Arena Sport
Czech Republic TV Tipsport Sub-Saharan Africa W Sport
Finland YLE Sweden Swedish Television (SVT)
Germany Sportdeutschland. TV Switzerland RSI
Latvia Sportacentrs Switzerland RTS
Norway TV 2 Switzerland SRF
Russia TV Start Thailand T Sports
Singapore Mediacorp USA belN Sports
Worldwide Olympic Channei

* Streaming only
J=F9 1HGJLXK ; GN=J9?2= O9OMNF DDKEB DMND ADBD DFE< NAQ@AXKDL =D DIAHGJ IARK JA? @LK DA; =F; =

NEWS ACCESS RIGHTS

Territory Broadcaster Territory Broadcaster

Czech Republic TV Nova Germany ARD
Denmark DR Germany MDR
Estonia Duo 5 Norway NRK
Finland MTV3 Philippines TV5
Finland Nelonen Slovakia TA3
Sweden TV4

JUANTUM




MMERCIAL & MARKETING

BROADCAST TIME BROADCAST TIME AND VIEWERSHIP

BROADCAST TIME

Territory Broadcast time
Canada 30:00:00 ® With nearly 379 broadcast hourshe WFC 20z
. . generated around 38% more broadcast time th

Czech Republic 22:03:10

: P the previous edition of thaVomen's World Floorbe
Finland 15:13:00 Championships in 2019
Germany 19:45:00 & European broadcasters accounted for 54% of
Latvia 22:00:00 total broadcast time, down from 79% in 2019. Tt

showed 205 hours of the coverage in total.

N 18:00: ,

onN-ay 8:00:00 @ More than 53broadcast hours were generated |
Russia 28:30:00 the rights holders in Canada and the USA, w
Singapore 26:00:00 broadcasters in Asiaired 52 hours of the coverag
Slovakia 31:31:43
Sub-Saharan Africa 31:30:00 AUDIENCE RATINGS (TV ONLY)
Sweden 20:26:07
Switzerland 27:51:00 3 5 8 OOO 260 66

_ 4.3m 18, ,667
Thailand 26:00:00 . . ) ) ) )
Cumulative audience across five key Viewership of the final N=J9?2= NA=0=JK«

USA 28:30:00 markets:Czech Republic, Finland,  in host country Sweden (TV only) matches on SVT
Worldwide 31:30:00 Slovakia, Sweden and Switzerland.

CUMULATIVE TV AUDIENCE COMPARISON IN KEY MARKETSQWFC 2027)

Event edition Czech Republic Finland Sweden Switzerland
Bratislava 2017 604,000 1,023000 633000 305000
Neuchéatel2019 824,000 1,467,000 717164 866,695
Uppsala 2021 807,000 912,000 1,599,000 360,300

/'3 ,23+ #4#,2 #4 *3 2" -, O#.-02 bl ' $$ 5-+#, X1 5-0*" $*- -0 *QUANTUM&l




COMMERCIAL & MARKETING

KEY DATAIFF YOUTUBE20.1112.12)

593,200 | views

129,980

4’997 Likes

TOP 10 YOUTUBE VIDE(®8.1112.12)

Watch time (h)

Video
Finland GSweden(Final)

Poland- Slovakia(5" place)
Highlights PolandOLatvia(Group
stage)

Finland OSweden(Group stage)
Czech Republi®Switzerland
(39place)

Finland OPoland (Quarterfinal)
Czech Republi®Finland (Semifinal)
SlovakiaOUSA(Group stage)
NorwayOSlovakia(5"-8")
Poland ONFR (Play-off)

Views
26,411
18,499

17,822
16,698
15,963

15,182
15,166
13,638
13,525
13,273

ONLINE STREAMING

HIGHLIGHTS

@ Several streaming deals were secured fine WF(
2021, most notably with the Olympic Channel.

® Streaming rights were also exploited by TV rig
holders such as SVT In Sweden and YLE in Fil
which drew a totalaudience of 335,000 angl16343
respectively, for their live streams from WFC 202

@ However, in most territories without a broadca
<=9D AF HD9:; =& ' $%$ XK o
platform for digital content, including live strearr
from all matches.

YOUTUBE VIDEO VIEVEYENT PERIGPY.11-05.12)

®

In the 7 days either side of the event periatie IFF
YT channel recorded nearly 600,000 views relate
the the WFC 2021. Users from Finland accountec
16.1% of the views on the channel, followed
Sweden (13.2%), Czech Republic (10.2%), Sloy
(9.7%) and Switzerland (9.3%).

The btal watch time of 129,980 hours was do
from 144,132 hours generated during WFC 2019
up from 100,294 recorded in 2017.

More than 150 videos were published liie IFF

during the analysed period, including live igams
highlights and interviews.

WFC 2021 Final

+=FXK 5%

2021-11-27 2021-11-28 2021-11-29 2021-11-30 2021-12-01 2021-12-02 2021-12-03 2021-12-04 2021-12-05

Based on all video consumption, including videos related to other IFF events and in particulakith& XK 5 $ ! KKKKA

2 -, O#.-02 bl ' $$ 5-+#, X1
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COMMERCIAL & MARKETING

MOBILE APP USAGE

HIGHLIGHTS

® The IFF Events mobile app gives the users acce ® A total of1,763persons took part in the WFC 2T
the key information on the IFF Events includi guess the result competition sponsored b
L=9E <9L9a E9L; @ KLO9L UNIHOC.
J=KMDL3 >=9LMJ=A

@ The number of active users during WFC 2t
® As of 6 January 2022, the IFF Events mobile apf. averaged 8,300 per day.
downloaded by 71,532 user This incldes 2,67
downloads since the U19 WFC 2020 and 2@Rich
were held in August and September 2021.

iOS DOWNLOADE OP 5 COUNTRIES ANDROIDOWNLOADSTOP 5 COUNTRIES
Sweden Czech Republic

Switzerland Germany

Czech Republic Finland

Finland Switzerland

Germany Slovakia

/'3 , 23+ #4#,2 #4 *3 2' -, O#. -02 Bl '"$3$ 5-+#, X1 5-0*" $*- -0 *QU&AN.T'UM&'




COMMERCIAL & MARKETING

WEBSITE TRAFFIC

@ The traffic generated on the WFC 20%vebsite
(www.wfc2021.s¢ during the event period
accounted for 76% of all page views recorded
throughout 2021.

@ However, in comparisorto the previousedition of
the WFC the number of sessions and page views
was around 60% of the traffic generated duririge
WFC 2019.

KEY DATAWFC 202WEBSITE{.11-05.12)

51,082 113,672 480,299
USERS SESSIONS PAGE VIEWS
USERS BEOUNTRYF ORIGIN

Sweden 33%
Switzerland 20%
Finland 10%
Czech Republic 7.5%
Norway 4.3%
Slovakia 3.8%
Germany 3.1%
Singapore 3.1%
Denmark 2%
Latvia 1.7%

#4#, 2 #A4

DIGITAL NEWS

» 1,865 news stories abouthe WFC 2021 were
published during the event +/ seven days,
according to the data provided by Meltwater.

@ Around 65% (1,213) of all stories were published
during the event.

DIGITAL NEWS PREBURING AND POEVENT

65% 30%

PREEVENT DURII\]G EVEN POS'i'EVENT

% OF ALL NEWS BY TERRITORY

Sweden 41%
Finland 21%
Czech Republic 9.9%
Switzerland 6.5%
Latvia 5.5%
Slovakia 4.1%
Norway 2.6%
Estonia 2.1%
Germany 2%
Singapore 1.2%
2" -, O#.-02 bl ' $$ 5-+#, X1

ACCREDITED MEDIA

@ There were 230 mediaepresentatives accredited
for the event, including broadcasrights holders
staff, photographers and written press

ACCREDITED MEDIA BY FUNCTION

Written press &digital media 99
TVbroadcast &production 59
Photographer 45
Teammediaattaché 17
Radio 10

TQUANTUM e

5-0*" $*--0



COMMERCIAL & MARKETING

KEY DATA27.11-05.12)

6,723,979
214,817
148,991
2,295
1,165
1,145

797

Data based on the analysis of six IFF and WFC accounts across

Impressions

Engagements

Reactions

Net audience growth

Comments

Posts

Shares

Facebook, Instagram and Twitter.

, 23+ #4#,

SOCIAL MEDIA

HIGHLIGHTS

®

While the total number of impressions ai
engagements was down on the comparative per|
during WFC 2019 (34% decline), WFC 2021 gene
higher engagementatesper post than the previou
edition of the event (188 in 2021 vs. 132 in 2019)

74% of all inpressions were generated ¢
Instagram The highest engagement rate of 4.!
was registered on Facebook.

IFF uses its main federation accounts and the \
accounts on Facebook, Instagram and Twitter
promote WF@elated content. WFC LOCs

responsible for the administration of the WI
accounts in the year of the world championships.

Due to the threeday overlap betweenthe M= F
WFC 2020 F< L @= \GREE20H Ydver
figures measured during the period dfie WFC 202

can be seen as slightly inflateds both LOCs we
® In addition to managing its own accounts, | utilising the WFC accounts at the same time.
launched the Social Media Ambassador:
Programme for which the objective was to enga
floorball players h promoting the sport globally an
raise the awareness of floorball. 22 ambassac

from 19 countries were selected in April 2021.

PROFILE PERFORMANGE/WFC ACCOUN{P3.11-05.12)

Net Audience Published
Growth Posts

Engagement

Audience Rate

Profile

Impressions

Engagements

Twitter (IFF) 14,153 72 116 232,417 8,381 3.6%

Twitter (WFC) 2,347 81 85 114,290 2,971 2.6%

Instagram (IFF) 75,776 1,207 233 3,585,291 94,401 2.6%
Instagram (WFC) 13,849 781 520 1,401,797 41,086 2.9%

Facebook (IFF) 42,362 75 82 1,043,274 49,530 4.7%

Facebook (WFC) 15,412 79 109 346,910 18,448 5.3%
2" - oO#. - 02 bl ' $%$ 5- +#, X1 5-0*" $*--0 *QUANTUMI&l



COMMERCIAL & MARKETING

SOCIAL MEDIAVIOST POPULAR POSTS

Facebook Twitter Instagram
5 December 2021 1 December2021 29 November 2021

sepmp= € International Floorball Federati... a W @IFF_Floorball ‘iFE iff_floorball
aFF R . iFF s i SR

Sun 12/5/2021 7:29 pm CET Wed 12/1/2021 816 pm CET Mon 11/29/2021 12:30 pm CET
Overtime goal and se win their 8th consecutive Poland's Maja Helman does some magic tricks Tag a friend who always finds you on court the
WFC-gold! § Stort grattis Svensk Innebandy! and a goal 0 Remember the name! @ §F 40 same way as My Kippila (@mykippila) and Sara
& #floorball #wfc2021 #itsAllAboutuU... mins played L v NFFR 2-3 #floorball #wfc20... Piispa (@sarapiispa) find each other @ Their...

6,666 2,837 4,171
TOTAL ENGAGEMENTS TOTAL ENGAGEMENTS TOTAL ENGAGEMENTS

/'3 23+ #4#,2 #4 *3 2' - 0#.-02 B '$$ 5-+#,XK1 5-0*" $*-.0 QO UANTUM e 1




COMMERCIAL & MARKETING

SPONSORSHIP

@ The WFC 2021 was supported by a mixture of WFC 2021 SPONSORS
international and domestic sponsors. International

KHGFKGJ K ; GE HJstading partngrss XK BNEE Type NET L Type

Gerflor, Swerink and Unihoc, while domestic

partners were predominantly from the Uppsala
region. The FF also secure#finnish Fliiga, the top-

Gerflor
Swerink

International sponsor

International sponsor

Gibon

Gimo Bussresor

Event sponsor/partner
Event sponsor/partner

LA=] OGE=FX»K >DGGJ:9DD - Unihoc/Dynamic International sponsor Max Uppsala Event sponsor/partner

sponsor of the event. Bergstrands Gymnasium Eventsponsor/partner OBOS Event sponsor/partner
) ) Destination Uppsala Event sponsor/partner Pantamera Event sponsor/partner
w In total, 14 domesticsponsors and partnersvere Eksioh E p Scandi £ p

signed, but it is the host city, through its destination sjohus vent sponsor/partner candic vent sponsor/partner

marketing agency Destination Uppsala, that Europcar Event sponsor/partner Scenteknik Eventsponsor/partner

provided the main funding for the event. Finnish Fliiga Event sponsor/partner Svenska Spel Event sponsor/partner
, ) ) FROMM | Packaging System Event sponsor/partner TCT Event sponsor/partner
w Revenue from partnership sales was split between

the Swedish Floorball Association (60%) and the IFU
Arena #40%)as part ofa commercial arrangement
agreed between the two parties. The IFU Arena
rented the venue andprovided required services
free of charge in return for a percentage cut of the

commercial revenues achieved from the event. Sportequipment 3 Gambling !
Eventservices 2 Holidays & leisure 1
Property 2 Internet & IT services 1
Travel &ransport 2 Manufacturing 1
Destination marketing 1 Recycling 1
Education 1 Sports league 1
Food &beverage 1 Total 18

/'3 .23+ #4#,2 #4 2' -, O0#.-02 Bl '$$ 5-+#,KL 5-0*" $*- QO UANTUM e 1

SPONSORS BY SECTOR

Sector Number

Sector

Number
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COMMERCIAL &

MARKETING

SPONSORWARENESS

UNPROMPTED AWARENESS (TOP 3)

3 & X

PANTAMERA OBOS

25% 11%

UINIHOC

169

PROMPTED AWARENESS (TOP 10)

Pantamera 65.8%

Unihoc 57.0%
Uppsala
Svenska Spel
OBOS
Gerflor
Hertz*
Swerink
Gibon
VisitSweden*

N =245 *not WFC 2021 sponsor

cQUANTUM &
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