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ÿțǸ ğɐɃǸɅẏɾ ñɳɐɶʌ ÿɶʔɾʌ ṵğñÿṶṞ ȒɐʔɅǱǸǱ ȡɅ ᶰᶮᶯᶰṞ ǍȡɃɾ ʌɐ ɶǍȡɾǸ ʌțǸ ʬȡɾȡǩȡȺȡʌʳ ǍɅǱ ǪɐɃɃǸɶǪȡǍȺ ʬȡǍǩȡȺȡʌʳ ɐȒ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ȡɅ ʌțǸ UK. Our role is to 
ʔɅǱǸɶɾʌǍɅǱ ʌțǸ ǩǍɶɶȡǸɶɾ ʌțǍʌ ǍɶǸ ɾʌɐɳɳȡɅȓ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ȒɶɐɃ ǍǪțȡǸʬȡɅȓ ȡʌɾ ɳɐʌǸɅʌȡǍȺ ǍɅǱ ǱǸʬǸȺɐɳ ȡɅȡʌȡǍʌȡʬǸɾ ǍɅǱ ǪǍɃɳǍȡȓɅɾ ʌɐ overcome them, 
ǍǪǪǸȺǸɶǍʌȡɅȓ ǪțǍɅȓǸṣ ÿțǸ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ɃǍɶȶǸʌ țǍɾ ǱǸɃɐɅɾʌɶǍʌǸǱ ɃǸǍɾʔɶǍǩȺǸ ȓɶɐʭʌț ȡɅ ɶǸǪǸɅʌ ʳǸǍɶɾ ǍɅǱ ǍǪɶɐɾɾ ʌțǸ ȡɅǱʔɾʌɶʳ ʌțǸɶe is plenty of hope 
and optimism for the future, but of course still work to be done.

ÃɅǸ ɾȡȓɅȡȒȡǪǍɅʌ ȡɾɾʔǸ țɐȺǱȡɅȓ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ǩǍǪȶ ȡɾ Ǎ ȺǍǪȶ ɐȒ ȡɅɾȡȓțʌ ǍɅǱ ǱǍʌǍ - to provide the evidence and confidence needed f or investment. In April 
ᶰᶮᶰᶯṞ ğñÿ ȺǍʔɅǪțǸǱ ʌțǸ Ȓȡɶɾʌ ɐȒ Ǎ ɾǸɶȡǸɾ ɐȒ ɶǸɾǸǍɶǪț ɶǸɳɐɶʌɾṣ  Ẏ>ȺɐɾȡɅȓ ʌțǸ ĞȡɾȡǩȡȺȡʌʳ gǍɳẏ ɶǸǪɐȓɅȡɾǸǱ ʌțǸ ɳɐʌǸɅʌȡǍȺ Ȓɐɶ ɶǸʬǸnue  ȓǸɅǸɶǍʌǸǱ ǩʳ ʭɐɃǸɅẏɾ ɾɳɐɶʌ 
in the UK to grow from £350m a year to £1bn a year by 2030.  This was contingent on the visibility of female athletes and tea ms increasing.  The report 
ǪǍɳʌʔɶǸǱ ʌțǸ ǍʌʌǸɅʌȡɐɅ ɐȒ ʌțǸ ɾɳɐɶʌẏɾ ȡɅǱʔɾʌɶʳṣ  éǸǪɐȓɅȡɾȡɅȓ ʌțȡɾ Ǎɾ ǍɅ ȡɃɳɐɶʌǍɅʌ ɶɐȺǸ ʭǸ ǪǍɅ ɳȺǍʳ ȡʌ țǍɾ ɾʔǩɾǸɵʔǸɅʌȺʳ ȺǸǱ ʌɐ a significant increase in our 
research work, with the hope this will unlock opportunity across the board, for rights -holders, brands and media owners.

ᶰᶮᶰᶰ ʭǍɾ Ǎ ɶǸǪɐɶǱ ʳǸǍɶ Ȓɐɶ ǱɐɃǸɾʌȡǪ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ȡɅ ʌțǸ Ć©Ṟ ʭȡʌț ᶱᶵṣᶴɃ ʌʔɅȡɅȓ ȡʌ ʌɐ ʭǍʌǪțṞ ǩǸǍʌȡɅȓ ʌțǸ ɳɶǸʬȡɐʔɾ țȡȓț ɐȒ ᶱᶰṣᶷm i n 2021. The average 
ʬȡǸʭȡɅȓ ʌȡɃǸ ɳǸɶ ɳǸɶɾɐɅ Ȓɐɶ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ɐɅ ÿĞ ȡɅ ʌțǸ Ć© ȡɅǪɶǸǍɾǸǱ ʳǸǍɶ-on -year by 131% in 2022.

ÿțȡɾ ɃɐɃǸɅʌʔɃ țǍɾ ǪɐɅʌȡɅʔǸǱ ȡɅʌɐ ᶰᶮᶰᶱṞ ʭȡʌț Ǎ ɶǸǪɐɶǱ ᶰᶰ ɃȡȺȺȡɐɅ ɳǸɐɳȺǸṞ ʭǍʌǪțȡɅȓ ʌțɶǸǸ ɃȡɅʔʌǸɾ ɐɶ ɃɐɶǸ ɐȒ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ǪɐʬǸɶage  from 1 st January 
to 31st May, in comparison to 21.6 million in the first five months of 2022.

ÿțɶɐʔȓț ɐʔɶ ɶǸɾǸǍɶǪț ɳɶɐȲǸǪʌɾ ʭǸ țǍʬǸ ɃǍǱǸ ɾȡȓɅȡȒȡǪǍɅʌ ɳɶɐȓɶǸɾɾ ȡɅ ʔɅǱǸɶɾʌǍɅǱȡɅȓ ʌțǸ ʬȡɾȡǩȡȺȡʌʳ ɐȒ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ȡɅ ʌțǸ Ć©Ṟ ǩroa dened understanding 
ɐȒ țɐʭ ʌɐ ǩʔȡȺǱ țǍǩȡʌ ǍɅǱ țǸȺɳǸǱ țȡȓțȺȡȓțʌ ʌțǸ ɅǸǸǱɾ ɐȒ ǪɐɃɃȡʌʌǸǱ ʭɐɃǸɅẏɾ ɾɳɐɶʌɾ ȒǍɅɾṣ 

oɐʭǸʬǸɶṞ ʭǸ ǩǸȺȡǸʬǸ ɃɐɶǸ ǱǍʌǍ ȡɾ ɅǸǸǱǸǱ ʌɐ țǸȺɳ ʔɅǱǸɶɾʌǍɅǱ țɐʭ ʌɐ ɃǍȶǸ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ǪɐɃɃǸɶǪȡǍȺȺʳ ʬȡǍǩȺǸṞ ʌɐ țǸȺɳ ǸɅɾʔɶǸ ʭɐɃǸɅẏɾ sport is 
ɾʔɾʌǍȡɅǍǩȺǸ ǍɅǱ ǸȺǸʬǍʌǸ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ʌɐ ʌțǸ ɳȺǍʌȒɐɶɃ ȡʌ ǱǸɾǸɶʬǸɾṣ ÿțǸɶǸȒɐɶǸṞ ğñÿ țǍɾ ǪɐɃɃȡɾɾȡɐɅǸǱ ʌțȡɾ ɅǸʭ ɶǸɳɐɶʌṞ ʌɐ ɳɶɐʬȡǱe fresh thinking and 
ȡɅɾȡȓțʌ ɐɅ ʌțǸ ɃǍɾɾȡʬǸ ǪɐɃɃǸɶǪȡǍȺ ɐɳɳɐɶʌʔɅȡʌʳ ʌțǍʌ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ɳɶǸɾǸɅʌɾṣ

ğțǸʌțǸɶ Ǎ ǩɶǍɅǱ ȡɾ ȺɐɐȶȡɅȓ ʌɐ ǱȡʬǸɶɾȡȒʳ ȡʌɾ ɾɳɐɅɾɐɶɾțȡɳ ɳɐɶʌȒɐȺȡɐ ǩǸʳɐɅǱ ɃǸɅẏɾ ɾɳɐɶʌ ɐɶ ʔɾǸ ʭɐɃǸɅẏɾ ɾɳɐɶʌ Ǎɾ ȡʌɾ ǸɅʌɶʳ ȡɅʌɐ ɾpor ts sponsorship, the 
ɐɳɳɐɶʌʔɅȡʌȡǸɾ ʌțǍʌ ȡʌ Ʌɐʭ ɳɶɐʬȡǱǸɾ ǍɶǸ ǩɶɐǍǱ ǍɅǱ ǸʲǪȡʌȡɅȓṣ ¸ɐʌ ɐɅȺʳ ǪǍɅ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ɾɳɐɅɾɐɶɾțȡɳ ȓǸɅǸɶǍʌǸ ǩɶǍɅǱ ǍʭǍɶǸɅǸɾɾ ǩʔt i s also likely to drive 
ǍɅ ȡɅǪɶǸǍɾǸ ȡɅ ǩɶǍɅǱ ǍȒȒȡɅȡʌʳ ǍɅǱ ǪɐɅɾȡǱǸɶǍʌȡɐɅṣ ¸ɐ Ǳɐʔǩʌ ʭǸ ʭȡȺȺ ɾǸǸ ȒʔɶʌțǸɶ ȡɃɳǍǪʌɾ Ǎɾ ɃǸǍɾʔɶǸɃǸɅʌ ɐȒ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ǍǪʌȡʬǍʌion  becomes more 
sophisticated.

ğǸ țɐɳǸ ʌțǍʌ ɶȡȓțʌɾ țɐȺǱǸɶɾ ʔɾǸ ʌțǸɾǸ ȒȡɅǱȡɅȓɾ ʌɐ ɾțǍɳǸ țɐʭ ʌțǸʳ ɳǍǪȶǍȓǸ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ȡɅ ɅǸʭ ǍɅǱ ǪɶǸǍʌȡʬǸ ʭǍʳɾṞ ʌɐ ǍȺȺɐʭ ǩɶǍnds  to activate in way 
ʌțǍʌ ȡɾ Ƀɐɾʌ ɃǸǍɅȡɅȓȒʔȺ ʌɐ ȒǍɅɾ ɐȒ ʭɐɃǸɅẏɾ ɾɳɐɶʌṞ ǍɅǱ ʌțǍʌ ǩɶǍɅǱɾ ʭȡȺȺ ʔɾǸ ʌțȡɾ ȡɅɾȡȓțʌ ʌɐ ȡɅȒȺʔǸɅǪǸ ʌțǸȡɶ ɾɳɐɅɾɐɶɾțȡɳ ǍɅǱ ǍǪtiv ation decisions and 
ǸɅǪɐʔɶǍȓǸ ʌțǸɃ ʌɐ ȡɅʬǸɾʌ ȡɅ ʭɐɃǸɅẏɾ ɾɳɐɶʌṣ

uȒ ʭǸ ǪǍɅ ǸɅɾʔɶǸ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ȡɾ ʬȡɾȡǩȺǸ ǍɅǱ ʬȡǍǩȺǸṞ ʌțǸɅ ʭǸ ǩǸȺȡǸʬǸ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ȡɾ ɾǸʌ Ȓɐɶ ǍɅ ȡɅǪɶǸǱȡǩȺǸ ȓɶɐʭʌț ȲɐʔɶɅǸʳ ȡn t he years to come.

Tammy Parlour MBE
CEO and Co -ȒɐʔɅǱǸɶṞ ğɐɃǸɅẏɾ ñɳɐɶʌ ÿɶʔɾʌ



OVERVIEW
ÃɅ ǩǸțǍȺȒ ɐȒ ʌțǸ ğɐɃǸɅẏɾ ñɳɐɶʌ ÿɶʔɾʌṞ Ã¸ñuEM țǍɾ ʔɅǱǸɶʌǍȶǸɅ 
a study to evaluate the current landscape and future 
ɐɳɳɐɶʌʔɅȡʌȡǸɾ Ȓɐɶ ʌțǸ ɾɳɐɅɾɐɶɾțȡɳ ɐȒ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ȡɅ ʌțǸ Ć©ṣ

The study featured the following three phases:

1. éǸʬȡǸʭ ɐȒ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ɾɳɐɅɾɐɶɾțȡɳ ȡɅ ʌțǸ Ć©Ṟ ȡɅǪȺʔǱȡɅȓ 
ǪɐɃɳǍɶǍʌȡʬǸ ǍɅǍȺʳɾȡɾ ɐȒ ʭɐɃǸɅẏɾ ǍɅǱ ɃǸɅẏɾ ɾɳɐɶʌ 
ɾɳɐɅɾɐɶɾțȡɳ ȒɶɐɃ ʌʭɐ ʭǍʬǸɾ ɐȒ Ã¸ñuEMẏɾ èʔǍɶʌǸɶȺʳ 
Sponsorship Review (QSR).

2. Consumer study of over 2000 UK adults to understand 
more about attitudes and behaviours towards the 
ɾɳɐɅɾɐɶɾțȡɳ ɐȒ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ǍɅǱ ǍǪʌȡʬǍʌȡɐɅṣ

3. In -depth interviews with senior executives in brands and 
ǍȓǸɅǪȡǸɾ ʭɐɶȶȡɅȓ ȡɅ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ɾɳɐɅɾɐɶɾțȡɳ

The findings from across these three phases have been 
consolidated into this report.
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ÿțǸ ɾʌʔǱʳ țǍɾ țȡȓțȺȡȓțʌǸǱ ȒɐȺȺɐʭȡɅȓ ɐɳɳɐɶʌʔɅȡʌȡǸɾ ʌțǍʌ țǍʬǸ ʌțǸ ɳɐʌǸɅʌȡǍȺ ʌɐ ǍǪǪǸȺǸɶǍʌǸ ʌțǸ ɾǪǍȺǸ ǍɅǱ ɵʔǍȺȡʌʳ ɐȒ ʭɐɃǸɅẏɾ ɾɳɐɶt 
sponsorship:

1. Awareness: ÿțǸ țȡȓțǸɾʌ ɳɶɐȒȡȺǸ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ɳɶɐɳǸɶʌȡǸɾ ȓǸɅǸɶǍʌǸ ǍʭǍɶǸɅǸɾɾ ȺǸʬǸȺɾ Ȓɐɶ ɾɳɐɅɾɐɶɾ ǸɵʔȡʬǍȺǸɅʌ ʌɐ ɃǍȲɐɶ ɃǸɅẏɾ ɾɳɐɶʌ 
properties.

2. Affinity and consideration: ğɐɃǸɅẏɾ ɾɳɐɶʌ ɾɳɐɅɾɐɶɾțȡɳɾ ǪǍɅ ȓǸɅǸɶǍʌǸ țȡȓț ȺǸʬǸȺɾ ɐȒ ǍȒȒȡɅȡʌʳ ǍɅǱ ǪɐɅɾȡǱǸɶǍʌȡɐɅṞ ǸʬǸɅ Ȓɐɶ ǩɶǍɅǱɾ 
that are not traditionally associated with sport sponsorship.

3. Positioning: >ɐɅɾʔɃǸɶɾ ʭǍɅʌ ʌɐ ɾǸǸ ǩɶǍɅǱɾ Ǳɐ ɃɐɶǸ ʌțǍɅ ǪțǍɃɳȡɐɅ ǸɵʔǍȺȡʌʳ ʭțǸɅ ʌțǸʳ ɾɳɐɅɾɐɶ ʭɐɃǸɅẏɾ ɾɳɐɶʌṣ gɶɐʭȡɅȓ 
participation, driving awareness and building excitement are all seen to be important.

4. Activation: =ɶǍɅǱɾ ǪǍɅ ǍȒȒɐɶǱ ʌɐ ǩǸ ǩɶǍʬǸɶ ǍɅǱ ǩɶɐǍǱǸɶ ȡɅ ʌțǸȡɶ ǍǪʌȡʬǍʌȡɐɅ ɐȒ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ɾɳɐɅɾɐɶɾțȡɳṣ >ɐɅɾʔɃǸɶɾ ʭȡȺȺ ɶǸǍǪʌ 
positively to activations that embrace grassroots sport and sustainability and respond well to female brand ambassadors.

5. Investment: !ʌ ǍȺȺ ȺǸʬǸȺɾ ɐȒ ɾɳɐɶʌṞ ɃɐɶǸ ǪɐɅɾʔɃǸɶɾ ǍɶǸ ɃɐɶǸ ȺȡȶǸȺʳ ʌɐ Ǳɐ ǩʔɾȡɅǸɾɾ ʭȡʌț Ǎ ɾɳɐɅɾɐɶ ɐȒ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ʌțǍɅ ɃǸɅẏɾ 
ɾɳɐɶʌṣ ᶰ ȡɅ ᶳ Ć© ǍǱʔȺʌɾ ʭɐʔȺǱ ȺȡȶǸ ʌɐ ɾǸǸ ɃɐɶǸ ǩɶǍɅǱɾ ǸɅȓǍȓǸ ȡɅ ɾɳɐɅɾɐɶɾțȡɳ ɐȒ ǪɐɃɃʔɅȡʌʳ ɐɶ ȓɶǍɾɾɶɐɐʌɾ ʭɐɃǸɅẏɾ ɾɳɐɶʌṣ

ÿțǸɾǸ ȡɅɾȡȓțʌɾ țǍʬǸ țǸȺɳǸǱ ʔɾ ɾțǍɳǸ Ǎ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ɾɳɐɅɾɐɶɾțȡɳ ɳȺǍʳǩɐɐȶ Ȓɐɶ ɶȡȓțʌɾ țɐȺǱǸɶɾ ǍɅǱ ǩɶǍɅǱɾṣ



2:BUILDING THE CONTEXT
Analysis of sponsorships that resonate with consumers
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NATIONAL INTERNATIONAL

ONSIDE QSR Q1 2023

ÃɅȺʳ țǍȺȒ ɐȒ Ć© ǍǱʔȺʌɾ ǪǍɅ ɅǍɃǸ Ǎ ɾɳɐɅɾɐɶ ɐȒ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ʌțǍʌ ǍɳɳǸǍȺɾ ʌɐ ʌțǸɃṣ ¶ǍɅʳ ɐȒ ʌțǸ ʌɐɳ ǩɶǍɅǱɾ ɐɅ ʌțǸ 
ʭɐɃǸɅẏɾ ɾɳɐɅɾɐɶɾțȡɳ Ⱥȡɾʌ ǍȺɾɐ ȒǸǍʌʔɶǸ ɅǸǍɶ ʌțǸ ʌɐɳ ɐȒ ʌțǸ ȓǸɅǸɶǍȺ ɾɳɐɅɾɐɶɾțȡɳ Ⱥȡɾʌṣ =ɶǍɅǱɾ ʌțǍʌ ȒǸǍʌʔɶǸ ɃʔǪț țȡȓțǸɶ ɐɅ 

ʌțǸ ʭɐɃǸɅẏɾ ɾɳɐɅɾɐɶɾțȡɳ Ⱥȡɾʌ ʌțǍɅ ɃǸɅẏɾ Ⱥȡɾʌ ȡɅǪȺʔǱǸ ĞȡɾǍṞ ĞȡʌǍȺȡʌʳṞ ¶ǍɾʌǸɶǪǍɶǱṞ ¬ʔǪɐʽǍǱǸ ǍɅǱ ¸ǍʌȡɐɅʭȡǱǸṣ

Every three months, ONSIDE asks adults in the UK about sponsorship for its Quarterly Sponsorship Review (QSR). The QSR study in Q1 2023 asked 
ɶǸɾɳɐɅǱǸɅʌɾ ʌɐ ɅǍɃǸ Ǎ ɾɳɐɅɾɐɶ ɐȒ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ʌțǍʌ ǍɳɳǸǍȺɾ ʌɐ ʌțǸɃṣ ÿțǸɾǸ ʭǸɶǸ ʌțǸ ʌɐɳ ɳǸɶȒɐɶɃȡɅȓ ǩɶǍɅǱɾṝ



DIFFERENCES BETWEEN MOST RECOGNISED 
SPONSORSHIPS OF SPORT IN THE UK
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Showcasing community 
credentials/ social responsibility

Highlight diversity and inclusion 
credentials

Increase brand awareness

Association with success

Increase brand awareness

Change/reinforce brand image

Women's Men's

1

3

2

MʬǸɅ ʌțǸ Ƀɐɾʌ ɶǸǪɐȓɅȡɾǸǱ ɾɳɐɅɾɐɶɾ ǍǪʌȡʬǍʌǸ ʌțǸȡɶ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ɾɳɐɅɾɐɶɾțȡɳɾ ʬǸɶʳ ǱȡȒȒǸɶǸɅʌȺʳ ʌɐ ɃǸɅẏɾṣ

ğțǸɅ ȡʌ ǪɐɃǸɾ ʌɐ ʭɐɃǸɅẏɾ ɾɳɐɶʌṞ ʌțǸʳ ǍɶǸ ȒǍɶ ɃɐɶǸ ȺȡȶǸȺʳ ʌɐ ȒɐǪʔɾ ɐɅ ǪɐɃɃʔɅȡʌʳṞ ɾɐǪȡǍȺ ɶǸɾɳɐɅɾȡǩȡȺȡʌʳ 
and diversity and seem less willing to focus on performance and success.

24%

21%

12%

21%

17%

16%

!ɅǍȺʳɾȡɾ ɐȒ ʌțǸ ʌɐɳ ɳǸɶȒɐɶɃȡɅȓ ɾɳɐɅɾɐɶɾ ɐȒ ʭɐɃǸɅẏɾ ǍɅǱ ɃǸɅẏɾ ɾɳɐɶʌ ȒɶɐɃ Ã¸ñuEMẏɾ èᶯ ᶰᶮᶰᶱ èñé ɶǸʬǸǍȺǸǱ ʌțǍʌ ǸʬǸɅ ʌțɐʔȓț ɃǍɅʳ ɐf t he brands 
ʭǸɶǸ ʌțǸ ɾǍɃǸṞ ʌțǸ ɳɐɾȡʌȡɐɅȡɅȓ ǍɅǱ ǍǪʌȡʬǍʌȡɐɅ ɐȒ ʌțǸ ɾɳɐɅɾɐɶɾțȡɳɾ Ȓɐɶ ʭɐɃǸɅẏɾ ɾɳɐɶʌ ʭǍɾ ɐȒʌǸɅ ɵʔȡʌǸ ǱȡȒȒǸɶǸɅʌ ʌɐ ɃǸɅẏɾ ɾɳɐɶʌṝ



3: IMPACT OF SPONSORSHIP
Awareness, affinity and consideration


