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52% of Americans aged
13-64 have engaged with
the National Basketball
Association in the past
year.

NBA Partners Measured

Source: SponsorPulse Insights Platform

2019 ® 2022

NBAs Potential to Impact
From 2019 to 2022, consumer
response to NBA sponsors has
grown materially. Fans of the
league are rewarding brands 10%
that are getting into the game

with greater potential to drive o
brand favorability and purchase
consideration. 0%

20%

+4%

15%

Brand Favorability Purchase Consideration
Source: SponsorPulse Insights Platform

Top Sponsor Awareness
TOP 6 PARTNERS IN AIDED AWARENESS

Five of the NBA sponsors

measured exceed the partner St 67%  verizon’ 63%
average and SponsorPulse

awareness benchmark of 58%. 67% ’W 60%
More than 6 in 10 fans who

engage with the league are e

Red Bull 64% ~D DOORDASH 53%
aware of top sponsors,

representing more than 65M

PARTNER HIGH, ; . .
AVERAGE, LOW A67% 55/ov 35%

Americans.
Top Impact Drivers TOP 3 IN BRAND TOP 3 IN PURCHASE
MCDonaId'S Sponsorship not FAVORABILITY CONSIDERATION
only reaches the masses, but 4L2Y, VU 359
A () FANDUEL ©
converts to impact. FanDuel
osts early gains in drivin
p yg g ™ DOORDASH 38% 35%

conversion through its NBA
sponsorship, and Verizon
outperforms most despite its

long-tail category.
Contact us for the full report

Source: SponsorPulse™, N=990 General Population
Cv SPONSORPULSE N=628 NBA Engaged, between Regular Season & Playoffs
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