


The more emotionally 

connected fans and 

supporters are with the 

sports they follow, the 

greater the outcomes 

for sponsors.
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https://www.truenorthresearch.com.au/benchmark-explainer-video
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5% 10% 18% 25% 34% 46%

11% 24% 34% 48% 62% 78%

17% 32% 38% 50% 60% 69%

21% 33% 42% 52% 57% 57%
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Sponsorship 

Impact 

Puma 

Vixens 

Partnership 

Avg All 

sponsors 

All codes

Sentiment 32% 24% 

Consideration 26% 11%

First time usage 23% 6%

NET POSITIVE 

REACTION
67% 40%

13%

11%

Market

27%

13%

Supporters &

Fans

As a result Puma’s prompted
awareness rose

2020

2020

2019

2019

Puma invested in this partnership … And sponsor outcomes improved on 
2019 results.  They are significantly 
higher than the average sponsorship 

Top

2nd 

2nd 

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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Georgie Maynard
Director, True North Research

M: +447868361870

E: Georgie.maynard@researchtruenorth.com

Chris Hobden
Director, True North Research

M: 0433 201 679

E: Chris@researchtruenorth.com

Please get in touch to learn more about how brands 

can maximise their partnerships and to utilise True 

North’s BenchMark Sponsorship Evaluation Framework. 

www.truenorthresearch.com.au

https://www.truenorthresearch.com.au/benchmark-explainer-video

