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Benefits Briefing Report

Perspectives on Sports Sponsorships by Insurance Carriers

from a Survey of Employers and Brokers
(Q1, 2025)

National Employee Benefits Advisory Forum (NEBAF)



The National Employee Benefits Advisory
Forum (NEBAF) recently conducted an online
information exchange among its members.

This exchange explored members’ opinions of,
and feedback around, sports sponsorships.

The information in this Briefing is based on an
online survey taken by roughly 300 HR
decision makers and 300 employee benefits
brokers and consultants.

The exchange took place in October 2024.

2 Benefits Briefing

Executive Summary

This Briefing shares the views and opinions of employers and
brokers on the topic of sports sponsorships by insurance carriers.

e About two-fifths of employers and brokers match various
sports venues to the “correct” insurance carrier sponsor.

e  When asked how they feel about insurance carriers sponsoring
spotts leagues/venues/events, responses ate mixed.

e Both groups most commonly think of the same two words
(among a list provided) when thinking about insurance carriers
sponsoring sports leagues/venues/events: “opportunity,”
followed by “supportive.”

e A substantial number of employers and brokers say carrier
sports sponsorships have a positive impact on their perception
of a carrier.

e When we asked brokers and employers about the impact of
specific sports league/venue/event sponsorships on
perception, results are similar to overall responses, and for
both groups, reaction to sponsorships for women’s sports is
more positive than it is for men’s.

e The majority of participants agree that sports sponsorships
increase awareness of the carrier’s brand.
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We asked employers how they feel about
insurance carriers sponsoring sports
leagues/venues/events.

Here are some responses:
“This is a great way to market the brand.”

“I like it. Insurance is a big part of a person’s
life, so why not let them sponsor things?”

“That they have high revenues and deep
pockets, maybe their insurance premiums are
too high.”

“It gets their names out there, seems like
good advertising.”
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Sports Sponsorships

In a recent exchange, we explored the topic of insurance carriers
sponsoring sports leagues/venues/teams in order to gain an
understanding of their value.

We first gauged participants’ awareness of current insurance carrier
sports sponsorships — focused on venues. We provided both brokers
and employers with a list of six sports venues (shown below) and
asked which insurance carrier they associate with each:

e Home field of the Atlanta Braves in Georgia (baseball)

e Home stadium of the Arizona Cardinals (football)

e Home field of the Cleveland Guardians in Ohio (baseball)

e Home arena of the New Jersey Devils in Newark, New Jersey

(hockey)

e Home stadium of the New York Jets and New York Giants
in New Jersey (football)

e Home stadium of the Philadelphia Eagles in Pennsylvania
(football)

Roughly half of brokers and half of employers say they “don’t
know” for each sports venue asked about.

Beyond that, those who select an insurance carrier typically
associate the “correct” insurance carrier with each sports venue
asked about. The correct matches are shown in the table below.

Sports Venue Sponsor
Home field of the Atlanta Braves in Georgia Truist
Home stadium of the Arizona Cardinals State Farm
Home field of the Cleveland Guardians in )

. Progressive
Ohio
Home arena of the New Jersey Devils in Prudential
Newark, New Jersey
Home stadium of the New York Jets and Metlife
New York Giants in New Jersey
Home stadium of the Philadelphia Eagles in Lincoln
Pennsylvania Financial
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We also asked brokers how they feel about
insurance carriers sponsoring sports
leagues/venues/events.

Here are some responses:

“l am in favor of it. This tends to increase
the brand awareness of each of the carriers.
It’s easier for us to speak to a client about a
specific carrier if they have heard of the
carrier through sponsorship of a major
venue.”

“To be honest, | think it is a waste of money.

College bowl sponsorships, stadium rights,
don't move the needle for me. Get involved
in the community.”

“Fine with the idea to increase market
awareness."

“Great way to spread brand awareness and
differentiate brand from others.”
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Then we asked both groups (unaided) how they feel about insurance
carriers sponsotring sports leagues/venues/events.

Results were somewhat mixed.

For both groups, those that are positive tend to commonly say
they have no issues with it and/or it’s good for brand awateness.

Negative comments are focused on cost — money that could be
better used elsewhere, it’s too costly, and it shows carriers have too
much money.

See verbatim responses in the left-hand column on this page and the
previous page.

We then asked both brokers and employers what comes to mind
when thinking of sports sponsorships. We provided participants with
a list of attributes and we asked them to select as many as come to
mind associated with sports sponsorships.

Both groups most commonly think of the attribute
“opportunity” when thinking of sports sponsorships. The next most
common attribute is “supportive.”

Other ideas that are top of mind among both groups are: socially
aware, fun, and active.

There are no differences in responses’ between groups.

We also asked participants when an insurance carrier sponsors a
spotts league/venue/event, how that impacts their perception of that
cartiet.

While many participants report being neutral on this topic, a
significant number of employers and brokers say insurance carrier
sports sponsorships positively impact their perception of a
carrier.

Brokers and employers were also asked about the impact of a specific
spotts league/venue/event on perception. We provided participants
with a list of 10 leagues/venues/events (see next page) and asked, if
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an insurance carrier was to sponsor these, to what extent would that
impact their perception of a carrier:

e National Football League (NFL)

e Major League Baseball (MLB)

e National Basketball Association (NBA)

e Women’s National Basketball Association (WNBA)
e FIFA World Cup

e Men’s Major League Soccer (MLS)

e National Women’s Soccer League (NWSL)

e The Indianapolis 500

e Men’s Professional Golf/PGA Tour

e  Women’s Professional Golf/PGA Tour

Results tend to be consistent with overall reaction. Many
employers and brokers say ‘no impact’ for all of the
leagues/venues/events asked about, with some admitting to a
positive impact on their perceptions.

We do see a slight variation in positive reaction: women’s leagues
score highest in positive impact — significantly higher than some of
the men’s leagues asked about.

Women’s sports are far behind men’s sports in terms of breadth of
audience, salaries, sponsorships, etc. Participants like the idea of
insurance carriers supporting an underrepresented group, where
support is “needed.”

Both groups were also asked to indicate their agreement with various
statements around insurance carriers sponsoring sports
leagues/venues/events.

The top three statements that most employers agree with
include:

—_

Increase awareness of the carriet’s brand

2. Allow the carrier to connect with a certain fan base or
audience

3. It’s nice to see the carriet’s engagement/investment

in the community

Brokers’ top three are slightly different than employers’:

1. Increase awareness of the carriet’s brand

2. Allow the carrier to connect with a certain fan base or
audience

3. Provide a venue for business colleagues to connect
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The title of the world's longest-running
sporting sponsorship in history belongs to
Slazenger, a British sports equipment
company, and the Wimbledon tournament. A
partnership of 120+ years!
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It’s not surprising to see that the majority of employers and brokers
agree that sports sponsorships increase awareness of the sponsor/
carrier’s brand. That’s clearly one of a company’s goals with a
sponsorship.

Lastly, we asked participants about their level of interest in specific
sports. We provided them with a list of sports leagues and asked
them which ones they consistently watch/follow.

One in five employers report that they do not consistently
follow/watch any of the spotts asked about; this is significantly
higher than for brokers, where just 10% say they don’t
follow/watch any of them.

Beyond that, employers’ top five most watched sports include (in
descending order of responses):

1. National Football League (NFL)
Major League Baseball (MLB)
National Basketball Association (NBA)
National Hockey League (NHL)

Men’s Professional Golf

AR

Brokers are most commonly following/watching the same top five as
employers: (in descending order of responses):

1. National Football League (NFL)
Major League Baseball (MLB)

Men’s Professional Golf

National Basketball Association (NBA)
National Hockey League (NHL)

DA N

Employers and brokers are following/watching the same sports
most commonly, and this list may not be surprising, as it represents
major, mainstream sports.

Employers and brokers differ in the order of the sports. Brokers
are more likely to follow/watch Men’s Professional Golf than
employers are.
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National Employee Benefits Advisory Forum
Sponsored by PeopleMetrics

Two Logan Square, Suite 820

Philadelphia, PA 19103

service@nebaf.org

We are continuing to invite Human Resource executives, Finance executives,

Brokers, and Consultants to join the National Employee Benefits Advisory Forum.

If you or someone you know is interested in joining, please visit www.NEBAF.org and click
Join Us. Ot, email us at service@nebaf.org for more information on how to join.



