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3 in 4
peopLe FoLLoWed The oLyMpic gaMes Tokyo 2020 *

3B+
BroadcasT audience

6B+
engageMenTs on 

oLyMpic sociaL Media 
handLes

28B
video vieWs on oLyMpic 

BroadcasT parTners’ 
digiTaL pLaTForMs

oLyMpic gaMes Tokyo 2020 Figures

*3 in 4 people surveyed by Publicis Sport & Entertainment; August 2021; 17 territories; All Respondents aged 13-65; n=10,680
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Tokyo 2020 WaTched By More Than 3 BILLIon peopLe
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3.05 BiLLion
Unique Viewers

(Linear TV and Digital)

28 BiLLion
Video Views on Olympic Broadcast 

Partners’  Digital  Platforms

+139% 
vs rio 2016

Tokyo 2020 was the most watched Olympic Games ever on digital platforms.
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113’454

150’426

Source: Publicis Sport & Entertainment; broadcast coverage output made available by Olympic Broadcast Partners worldwide 

Tokyo 2020 record BroadcasT coverage 
ouTpuT gLoBaLLy

161’847

217’512+34%

dig iTa L  c o ver a g e  o u Tpu T  (ho u r s)L inear  Tv  c o ver ag e  o u Tpu T  (ho u r s)

+33%
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6.1B engageMenTs 
on oLyMpic sociaL 
Media handLes
across 9 sociaL Media pLaTForMs

196M unique users 
on oLyMpic WeB & app
More Than 3X rio 2016

Date Range: 25 Feb 2020 to 05 Sep  2021
Properties: IOC Website & App (excludes China)

Date Range: 25 Feb 2020 to 05 Sep 2021
Properties: IOC social media handles
Engagements: likes, comments, shares and video views on Olympic posts

Tokyo 2020 record digiTaL users 
and sociaL Media engageMenTs
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The WorLd’s MosT appeaLing sporTs & enTerTainMenT 
properTy and gLoBaLLy one oF The MosT recognised syMBoLs

“Most appealing sports & entertainment property”: when compared to other global leading sports and/or entertainment properties in each territories.
Source: Publicis Sport & Entertainment; Tokyo 2020 Post-Games Surveys; August 2021; 17 territories; All respondents aged 13-65; n = 10,680
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The  oLyMpic gaMes 
conTinue  To Be  The  WorLd’s  

MosT appeaLing 
sporTs  & enTerTainMenT 

properTy
9 ouT oF 10

peopLe  correcTLy  idenTiFy  
The  syMBoL oF  The  

oLyMpic rings1
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Tokyo 2020 deeMed “a success” 
and “a LighT aT The end oF The TunneL”

65%

65%
o F peo pL e  d eeM To k yo  2 0 2 0  To  

have Been a  su c c es s

60%

60%
eXpe c T  The  2 0 2 0  o L yMpi c  g aMes 

W iL L  L eave  a  po sIT I v e  L eg ac y 
Fo r  To k yo /J a p a n

Source: Publicis Sport & Entertainment; Tokyo 2020 Post-Games Surveys; August 2021; 17 territories; All respondents aged 13-65; n = 10,680

59%

59%
“ c o nsid er i n g  The  c o vId-1 9  

pand e M ic ,  The  o L yMpic  g aMes 
To k yo  2 0 2 0  r epr es e n T e d  a  L ig hT  

aT  The  end  o F  The  Tu nne L ”
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parTicipaTion in The oLyMpic gaMes 
Tokyo 2020 Was iMporTanT For aThLeTes
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Source: Publicis Sport & Entertainment; Tokyo 2020 Athletes & Entourage Research; Aug-Sep 2021; n = 337

84%
r a T e d  “ i M p o r T a n T ”

93%
r a T e d  “ i M p o r T a n T ”

To  Bec o M e an 
o L yMpia n

To  c o Mpe T e  aT  The  
Big g e s T  Mu L Ti-sp o r T s 

even T  o n ear Th

80%
r a T e d  “ i M p o r T a n T ”

To  W in an o L yMpic  
Med aL

1
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aThLeTes raTed Their oLyMpic eXperience highLy and 
Were saTisFied WiTh covid-19 counTerMeasures
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Source: Publicis Sport & Entertainment; Tokyo 2020 Athletes & Entourage Research; Jul-Sep 2021; n = 4,026

80%
r a T e d  “ g o o d ”  o r  “ v e r y  

g o o d ”

79%
r a T e d  “ g o o d ”

89%
( a  F u r T h e r  1 0 %  W e r e  

“ q u i T e  W e L L  i n F o r M e d ” )

82%
r a T e d  “ g o o d ”

overaLL eXperIence

i n  T h e  o L y M p i c  v i L L a g e  /
o F F i c i a L  o L y M p i c  
a c c o M M o d a T i o n

a T  T r a I n I n g  &  
c o M p e T I T I o n  v e n u e s

covId-19 counTerMeasures

v e r y  W e L L  I n F o r M e d ,  B e F o r e  
T h e  o L y M p i c  g a M e s ,  a B o u T  

c o v I d - 1 9  c o u n T e r M e a s u r e s  
T h a T  W o u L d  B e  i n  p L a c e

c o v I d - 1 9  c o u n T e r M e a s u r e s
W i T h i n  T h e  o L y M p i c  v i L L a g e
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The presentation and/or the context herein included is 
owned by, or has been authorised to, the International 
Olympic Committee (IOC).

Any use is limited to the context in which it was given 
by the IOC and for the purpose of that context.

Thank 
you

December 2021
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