


























THANK YOU





WHY (PURPOSE)

Making a positive impact on people’s 
lives across communities

WHAT (VISION)

Delivering the biggest, best and most 
inclusive Rugby League World Cup ever

HOW (GOALS) 

By being the most attended and viewed 

Rugby League World Cup ever

By delivering a commercially successful 

tournament, on budget

By driving positive social impact

By handing over the tournament 

responsibly 

OUR VALUES

OBJECTIVES



Broadcast - domestic
• 29.24m cumulative match average  (inc

digital)
• 13 matches +1m
• Highest combined – 2.77m (England v Samoa)
• 40% Female audience 
• 50% ABC1
• 37% Under 55
• 42% from the North
• 43.6% London / South East / Midlands
• First ever RL live broadcast on World Service 

English network (reaches 97 million listeners 
per week)



Broadcast - international
• Linear broadcast – 57 countries
• Digital – 140 territories
• Australia (Fox / Kayo)  – 3m in total (men) – 97k per 

game
• SF#1 AUS v NZL was the #1 RLWC game with an 

average audience of 467K (6:47am kick off on Saturday 
morning)

• Final - Australia v Samoa was #2 with an average 
audience of 411K tuning in live for the (3am on Sunday 
morning)



Digital
• Most watched piece of content - 10m views of Siva Tau 

v Sipi Tau on TikTok



Attendance
• Total - 473,606 (highest ever) 
• Highest combined opening day
• Highest men’s and women’s semis
• Highest men’s quarter final game (England v 

PNG)
• World record wheelchair game
• Highest ever standalone game of women’s RL
• Highest gate receipts for RL game (ex Aus) – 62% 

increase on RLWC2013 final
• 15k hospitality guests



Social impact
• £25.8m total investment
• £22.7m capital funding
• £1.21m cultural festival
• £800k mental fitness programme



Media coverage (from 10 October to 20 November) 

• 35k pieces of coverage across 1,341 unique publications, total print 
circulation of 9.2m 

• Total viewership & listening figures of 54.7m, coverage in 49 countries 
• Equal coverage of all three tournaments.
• Men’s matches averaged more than 60 media and photographers on 

site for every group stage game. Women's group matches averaged 
35-40 and wheelchair just over 20. 



Launches
• 3 tournament launches (Manchester 

/ York / London)



Match officials
• 28 running game match officials (in 

camp)
• 8 wheelchair match officials (in 

camp)



Volunteers
• Power Squad worked over 3,000 

shifts and did approx. 18,000 
volunteering hours

• 94 Squads United staff from the RL 
family



Teammates
• 40 full time 
• 30 consultants
• 8 secondees
• 94 Squads United staff from the RL 

family



Other
• Culmination of Ultra 7 in 7 challenge 

(Old Trafford)



Official events
• Gala Dinner (Newcastle)
• Finalists media event (Manchester)
• Observer Programme (Manchester)



Other
• 1 visit to Downing Street



Patron
• 1 visit by the Princess of Wales (Wigan)



LEARNINGS

Home 
advantage / 

home 
disadvantage

Knowledge & 
experience are 
irreplaceable

Discount 
hungry core 

audience – not 
sustainable

International 
calendar + 

international 
growth

Social impact / 
inclusivity a 

genuine USP

There is no 
hiding place

Broadcast 
reach over 

revenue
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What is an impact?

PLA
PAA

66 g
5,100 rad/s2
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Grade 2023 Sanction Range Previous Sanction 

A 0 – Fine 0 – 1

B Fine – 1 1 – 2

C 1 – 2 2 – 3

D 2 – 3 and Fine 3 – 5 and Fine

E 3 – 5 and Fine 4 – 8 and Fine

F 6+ and Fine 8+ and Fine





Player Wellbeing & Welfare



RLWC



Movember



Offload



Fundraising & Events



Heritage
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