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WE HAD A HYPOTHESIS...

The more emotionally
connected fans and
supporters are with the
sports they follow, the
greater the outcomes
for sponsors.

@ WATCH OUR EXPLAINER VIDEO
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https://www.truenorthresearch.com.au/benchmark-explainer-video
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AND SO WE DEVELOPED A FRAMEWORK THAT IDENTIFIED
THE DRIVERS OF EMOTIONAL CONNECTION
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AND CONFIRMED THAT EMOTIONS INDEED DO NORTH
DRIVE BEHAVIOUR, HERE’S THE PROOF...
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STRONG VERY STRONG
BENCHMARK BENCHMARK
EC SCORE™ EC SCORE™

POOR
BENCHMARK
EC SCORE™

AVERAGE
BENCHMARK

EC SCORE™

REGULARLY WATCH OR
LISTEN TO SHOWS ABOUT
TEAM & SPORT

REGULARLY WATCH TEAM’S
MATCHES ON TV

AWARE OF AT LEAST
ONE SPONSOR

POSITIVE REACTION

TO SPONSOR
(AMONGST THOSE AWARE)
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AN EMOTIONAL CONNECTION PLAYS A KEY e
ROLE FOR SPONSORS

A STRONG EMOTIONAL
LONGEVITY HIGH CONNECTION POSITIVE SPONSOR

SOl RS VIS SPONSORSHIP AN AUDIENCE PRIMED REACTIONS
A GOOD BRAND FIT AWARENESS FOR SPONSORSHIP (SENTIMENT, TRUST
STRONG ACTIVATION MESSAGING CONSIDERATION & USAGE)

THE SWEET SPOT

STRONG EMOTIONAL CONNECTION TO TEAM
+ PRIMED AUDIENCE
+ HIGH AWARENESS OF SPONSOR

HUGE IMPACT FOR SPONSOR
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YOUR OBJECTIVES MATTER BUT EMOTIONAL CONNECTION
OUTCOMES ARE STRONG FOR WOMEN’S TEAMS/LEAGUES
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AVERAGE FAMILIARITY AVERAGE BENCHMARK L eRLEC SCORE S
A LEAGUE'S FOLLOWERS
WOMEN'S  MEN’S WOMEN'S  MEN’S WOMEN'S  MEN’S
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THIS STRONG EMOTIONAL CONNECTION TRANSLATES TO ot
POSITIVE SPONSOR OUTCOMES
AWARE OF AT LEAST HAVE A POSITIVE CONSIDER OR USE A
ONE SPONSOR REACTION TO SPONSORS SPONSOR
WOMEN’S MEN’S WOMEN'’S MEN’S WOMEN’S MEN’S
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CASE STUDY: PUMA VIXENS PARTNERSHIP e

Puma invested in this partnership ... As a result Puma’s prompted And sponsor outcomes improved on
awareness rose 2019 results. They are significantly
higher than the average sponsorship
Super Netball
3pm, Nine
and workplace bonding. - 20200 13% s hi Puma  Avg Al
tll1is is now a full - . ponsc;rs P Vixens sponsors
amour spor e
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2019 11%
Sentiment 32%
Consideration 26%
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In 2020 Puma paid approx $238 per 1000 people who had a positive reaction to the sponsor.
This represents exceptional value for money
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https://twitter.com/i/status/1288063910046658560
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MORE INFORMATION

Please get in fouch to learn more about how brands
can maximise their partnerships and to utilise True
North's BenchMark Sponsorship Evaluation Framework.

Chris Hobden Georgie Maynard
Director, True North Research Director, True North Research
M: 0433 201 679 M: +447868361870

E: Chris@researchtruenorth.com E: Georgie.maynard@researchtruenorth.com
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