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Scout partnered with Horizon Media’s 
Why Group to uncover 4 fan truths 
around the NCAA’s new NIL rules that will 
shape the future of how brands engage 
and partner with student-athletes.

Exploring Fan Sentiment Around 
The NCAA’s New Name, Image, Likeness Rules

Put Your 
Money 
Where Your 
Name Is



Among College Sports Fans

&

Fans support the change!
With support for the new rules strongly outweighing the opposition among college 
sports fans, brands shouldn’t hesitate to jump into this new frontier of sponsorship.

2x more 
likely to support than oppose 

the NCAA’s new rules

75%
have positive or neutral 

feelings about the new rules
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College Sports Fans (n=550) are defined as those who indicate fandom of 3+ on a 10 pt. scale (1 = 

not a fan at all, 10 = huge fan); Avid College Sports Fans (n=266) are defined as those who indicate 

fandom of 8+ on a 10 pt. scale; Survey fielded between July 27th and August 3rd, 2021. 



Sponsorships of college athletes are a surefire way to grab fans’ attention and 
even their respect, which can translate to further brand engagement down the line. 

What This 
Means for 

Brands

The NCAA’s new NIL rules open up a world of 
possibilities for brands, allowing them to partner 
with fans’ favorite college athletes. In doing so, 
brands can leverage the passion and emotional 
connection that come with college sports to build 
excitement and connection for themselves. 

Agree Strongly / Somewhat

Total College Sports Fans | Avid College Sports Fans

46% 41% 39%65% 58% 58%

More likely to 
respect

Great way to grab 
my attention

More likely to 
purchase from

Great way to 
support college 

athletes

58% 77%

Sponsorship earns a Share of fans’ 
hearts and minds for brands
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Many initial NIL deals have been hyper-local, paving the way for brands
 to break into new, mid-range markets.

Sponsorship is a local affair

54%
Total College Sports Fans 

sponsorship can bring attention
to college sports that don’t get as much visibility

Among avid College 
Sports Fans

71%

63%
among fans ages 18 – 34 

(Agree Strongly / Somewhat)

What This 
Means for 

Brands

NIL deals can build fan connections at a 
grassroots level, providing the opportunity to 
connect with sports that have lower visibility. 
It will also be important for fans to see broad 
representation and inclusion in which athletes are 
receiving sponsorships within local communities.
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Among Those Who Oppose New NIL Rules:
(Agree Strongly / Somewhat)

&72%
New rules will make college 

sports feel too much like the pros

70%
Sponsorships are a distraction 

for student athletes

Keep the “Student” 
in student-Athlete
College sports have a unique spirit to them, and brands 
should be mindful to not interfere with that when signing 
sponsorship deals. 

What This 
Means for 

Brands

Sponsorship messaging that emphasizes athletes’ 
roles as students will preserve the unique spirit 
of college sports. Though dependent on more 
detailed rules from the NCAA, sponsorships tied to 
academics may also ease hesitant fans.
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