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1: INTRODUCTION

Introducing the study and key findings
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INTRODUCTION

yt N geBNAyr finecn ya&?rA ugAyUR Re? ADNDZ A vnnanvR AdBr Are cAdr N AK.Nurtopistpk d Adr" AADZ QeBBNEQdAA WdAkdAdar eR
PANDNeEr AAADZ At N kAcaedNEr At AA AEN raenndgAf "eBNAyr rneca RaceB AOQtadidbmertiemdar neaANAAdAKX AADZ DZ\IwNAen dAdAdAnd
AOONAN&EAAJdA?T Ot AAFNs §yt N "eBNAyr rneacan BAact NA t Ar DANBeAr A ®kAANDZ BNAeidpeAtkokidpef ce sat d A &ENONAA r NAacr AADZ AQae
and optimism for the future, but of course still work to be done.

AAN rdfF AQRAGOAAAN drr?N teADHAT SeBNAyr r ntemmovidekhd QidenderanddonfkidnCetneedeR f d, A rodjrivéstment Ik BEriIDZA A A

NaNUR O ghAiy AKAA? AQOt NDZ At N RdgaEara R A r Ne&dgNr ©R &aNr NAcEOt &cNne A nue i NYNABAN N/DZ k/\ft,li']:e(Bl(}\lr/\cyl«doﬂﬁm/\e'fCE ENQefP Adq NDZ At
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 ;

QANA? ®ENDZ At N AAANAAGdeA R AtN rnecayr dAD2r AE"S éENQefl Adr dAT adsnmificatincréage ing@ne eAl/AAA cEe AN LAt Ar
research work, with the hope this will unlock opportunity across the board, for rights -holders, brands and media owners. 1

vonww TAr A ENQeaDZ ' NAe Rec D2BNradQ "eBNAyr rneacan dA At N COR & dmitn2021 She Berage AQAFl dA Ae At N n
WANSdAF AdBN nN&E& nNaEreA Reac neBNAyr r ror-gear bpl81%/i2022A At N C© dAQ&ENAr NDZ r NAE

ytdr BeBNAA?B t Ar QeAAdA?NDZ gAAe ~NnNeR ndat A ENQea&DZ "N BdgAAde A n MgenfrdM Bt Ja3ndaryQt AF At a > &N e R
to 315t May, in comparison to 21.6 million in the first five months of 2022.

ytee?it e?& &Nr NAEOt naeeYNQar SN tA¥N BADAN r df AQRJQOAA neef &Nr r roddened undestandingA A DZJAF At e BNAY
eR tens Ae k?2dADZt Akdan AADZt NANNDZtdqft Adfta aAtN ANNDZ eR QeBBdAANDZ neBNAyr rnedanr RA-

oer N¥ NeR AN kNAGNWN BecN DAAA dr ANNDANDZ ae t NAn ?ADNaEr AAADZ tens Ae BAgsportBeBNAy | LAk ANR
r?2cr AAGQAAKAN AADZ NANWAAN SeBNAyr rneca Ae At N nAAAReacB da DANr Na&W Nerfresh thinkigeaddk e eNR [ § 7 vt dr A
dArdita eA AtN BArrdW%N OQeBBN&EQdAA enneca? AdAar At Aa "eBNAyr rneceAn na&aNr NAAT s

6t NAt Ne A k&AADZ dr Keet AT Ae DHWNeEr dR™ dAar rneAreccrtdn neccA Repérdsspoksdiship,iBZ BNAY r fneccEA
ennecA? AdadNr At Arn da Aesi naeeWdDANr AcN ke ADZ AADZ NJ Qq,/\q,/\Fs , B A e AtAS als@iRely torirvd N A Y| r NcEA A
AN gAQ&ENAr N dgA kaEcAADZ ARRdGAQA™ AADZ QeAr DNEAArdeAs e 2?7kA AN 7 d A becdhmes morecent N |« . e R ~n
sophisticated.

N tenN aAtAn &dftar teADNa&r ?2¢N At NrN RAADZHGAFr Ae rtAnN tes At Nr ndsA@actddteNnwdye BNAy r rnecn dA ANR AADZ QeNAAGW
At AN dr Bera BNAAQAFTR?A Ae RAAr eR RneBNAyr rneceAaR AADZ At An k cAtivaibndBegign&and r N At dr dArditaAa aAe dARA?NAON At Nd
NAQe?2®cAf N At NB aAe dAWNraA dA "eBNAYr rnecas

UR o N OQAA NAr?2a&N "eBNAyr rnecan dr Wdr dk AN AADZ WdAKANR At NA =5 N nkheAepNtbbomB.e BNAyr rneacea dr r NA Reac AA dAQa&NDZ,
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OVERVIEW |

AN kNt AKR eR AtN geBNAyr
a study to evaluate the current Iandscape and future
enneceAn? AdAadgdNr Recg//\th

The study featured the following thr\ephases
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1.éNWdNR eR ReBNAyr rnecea r nEAre rtv

N COR dAQKA? DI AT :
QeBnAEAAdW N A/\AAfrq‘r \?R EPB%M%Hysr A/
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% BY ENGLANDFOOTB

rneArecr{dn REeB aRe” =P . B A\ EA NEA" \

Sponsorship Review (QSR). ¢ ‘ d GirLs FO WS FOOTY
2. Consumer study of over 2000 UK adults to u s\rs and - 1 Ut WL

more about attitudes and behaviours towards the B "\\\W%\\\

WD ¥

rneArecrtdgn R meBNAyr ‘ rnecn AADZ AQAOW
3. In-depth interviews with senior executives in brands and

Af NAOdNr nR"ect AT dA RmeBNAyr rne&'
R i

The findings from across these three phases have been
consolidated into this report.
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EXECUTIVEJMMARY

VIt N ra?DZ tAr tdftAdftANDZ ReAKendA?f enneca? AdAadNr At Aa t A¥N At N neaNAAdAXA
sponsorship:

1. Awareness: Yyt N t dft NrA naEeRJGAN "eBNAyr rneacea naeenNaEaadNr 7 NANcEAAN ASA&ENANr
properties.

2. Affinity and consideration: geBNAyr rneacean rneArecrtdnr OAA 7F NANcEAAN tdft ANWNAr eR
that are not traditionally associated with sport sponsorship.

3. Positioning: >e Ar ? BNEr S AAA Ae r NN kecAADZ D2 BeaEeN At AA Ot ABndeA Ne? AAdar =~t N
participation, driving awareness and building excitement are all seen to be important.

4. Activation: = ®€AADZ OAA ARReacDZ ane kN kaecAWN&E AADZ ke ADNa& dA At Nge AOaAdWAAadeA e
positively to activations that embrace grassroots sport and sustainability and respond well to female brand ambassadors.

5. Investment: | A AAAKA ANWNAr R rneceanR BeacN QeAr ?BNaer A&EeN BeacN Adt NAr Ae Dz k?
rnecas N dA s CO AD2AAr ne?KDZ At N Ae r NN BeaceN kacAADZ NAFTAFN dA rneAre

Yyt Ne N dgArditar tAWN t NAnNNDZ?2r rt AnN A SeBNAyr rnecen rneArecrtdn nAA" keet
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2:BUILDING THE CONTEXT

Analysis of sponsorships that resonate with consumers
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WHATSPONSORSHWSETORORVIIND?

Every three months, ONSIDE asks adults in the UK about sponsorship for its Quarterly Sponsorship Review (Q§R). Tr]e QSR s}udy in\Ql 2023 ask‘ed ) N )
ENr ne ADNAATr Ae AABN A rneAreac eR neBNAyr rneacean At AAn AnnNAAr Ae At NBs ytNrN ANaEaN At N AaAe
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NATIONAL AVIVA vodafone
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Building Society HSBC

mastercard

ONSIDE QSR Q1 2023

ANKT t AKR eR CO AD2AAr OQAA AABN A rneArec eR ReBNAYr rneca
neBNAyr rneArecrtdn Adra AAre RNAA?aE&N ANAcE AtN Aen R At N 7N
At N ReBNAyr rneAreacrtdn Adra At AA BNAyr KdraA gAQA? DN Gdqr
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DIFFERENCBSTWEEN MOST RECOG N

SPONSORSHIPS OF SPORT IN THE UK

~

! NAAKrrdr eR At N Aen nNeRea&BdAFf rneAreacr ©R SeBNAyr AADZ BNAyr rnecca fthedeaBdsA, AUEMyr en ~on»
nNEN At N rABNR At N nerdadeAdAf AADZ AOAdWAAdeA eR At N rneAreacrtdgnr Reac neBNAyr rneca nAr
Women's Men's

Showcasing community

credentials/ social responsibility ASSOCIation With SUCCESS

Highlight diversity and inclusion

credentials Increase brand awareness

Increase brand awareness Changel/reinforce brand image

M¥ NA At N Beran a&ENOQef Adr NDZ rneArecer AOAdQWAAN At NdaeE meBNAYyr rnecA rneAreccrt

gt NA dA OQeBNr Ae meBNAyr rnecaR At N AcN RAE Be &N Adt NAT Ae ReQ?ra® e
and diversity and seem less willing to focus on performance and success.
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3: IMPACT OF SPONSORSHI

Awareness, affinity and consideration




