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Why The 2021 Summer Games Will Defy Media Trends

WORLD
THE

ISWATCHING



Introduction

Despite what experts predicted, 
the 2021 Summer Games are 
alive and well, with the 
personal backstories of athletes 
driving interest and allure! 

Survey conducted by Whistle Wise using Qualtrics; N=737, 18-49 years old, M/F 50% split, US only, Survey ran in Feb 2021

Team Whistle’s research has discovered that young fans’ relationship to sports is less driven by 
live games, and more so expressed by the consumption of personality-led, sports-adjacent 
athlete stories. Summer Games athletes as people are more compelling this year than ever. 

From pushing back plans, to adapting the ways they work and train, Gen Z and Millennials will 
find relatability in these athletic heroes. The most diverse generations in history view the 
Summer Games as a cultural unifier, capable of uniting families and citizens over a shared love 
of sport and country.

Team Whistle is the industry leader at the intersection of sports and entertainment, keeping a 
pulse on the content young viewers crave to feed their fandoms. 

https://teamwhistle.com/insights/2020/12/a-new-age-in-sport-consumption


82%
of Americans think 
the Summer Games 
provide a platform 
for the country to 
come together

79%
of Americans think the 
Summer Games are a 
chance for 
the whole family to 
watch sports together

Why are the 
games so special? 
They represent cultural values that are iconic, 
timeless and connective.

Survey conducted by Whistle Wise using Qualtrics; N=737, 18-49 years old, M/F 50% split, US only, Survey ran in Feb 2021
Photo credit - "USA Olympic Supporter at Stratford London 2012" by Jack Torcello



Despite 
challenging 
times, the 2021 
Summer Games 
retains its power 
to entertain and 
connect fans. 

Survey conducted by Whistle Wise using Qualtrics; N=737, 18-49 years old, M/F 50% split, US only, Survey ran in Feb 2021

7 in 10 Young fans are interested in 
watching the Summer Games



That’s because 
this generation 
craves more than 
on-field action: 
it’s the personal 
stories about 
athletes that make 
them lean-in.

Whistle Wise Quantitative Research Survey via Qualtrics, October 2020, A13-34, N=411

of A13-34 think stories about 
athletes are more interesting 
than the actual games they play65%



Younger viewers care 
less than older viewers if 
fans are allowed in 
stadiums this summer.

Percentage who are more likely to watch the Summer 
Games if fans are allowed in the stadiums:

Survey conducted by Whistle Wise using Qualtrics; N=737, 18-49 years old, M/F 50% split, US only, Survey ran in Feb 2021



MARCH AUGUSTAPRIL JUNE JULY SEPTEMBER OCTOBER

Survey conducted by Whistle Wise using Qualtrics; N=737, 18-49 years old, M/F 50% split, US only, Survey ran in Feb 2021

Young fan (18-34 years old) engagement 
of the Summer Games will happen over a 
long time period, creating a variety of 
brand touchpoints.

During AfterBefore

56% 
will follow 
Summer 
Game news a 
few weeks 
before the 
event starts

69% 

are curious to 
learn more 
about how 
athletes 
trained during 
COVID

69% 

agree events 
like the 
opening 
ceremony are 
important 

80% 

of Summer 
Olympics fans 
are interested 
in learning 
about the 
backstory of 
their favorite 
athletes

51% 

have tried a 
new sport 
after seeing it 
in the 
Summer 
Games

58% 

are interested 
in watching the 
Paralympic 
Games



Are you a fan of the following sports? (A18-34)

Sport Total Fan Passionate Fan

Basketball 66% 27%

Swimming 58% 22%

Gymnastics 58% 21%

Soccer 57% 24%

Baseball 57% 25%

Volleyball 55% 16%

Fandom across a variety of 
sports is in the DNA of 
young viewers. And, the 
Summer Games feeds 
their curiosity.

Survey conducted by Whistle Wise using Qualtrics; N=737, 18-49 years old, M/F 50% split, US only, Survey ran in Feb 2021.  Photo 
credit - "2016 Olympics Freestyle 57kg 74kg" by jrsachs is licensed under CC BY-NC-SA 2.0

of young fans enjoy learning 
about new sports when 
watching the Summer Games!68%



2021 may be the 
first Summer 
Games where linear 
television will be 
the least used 
medium of a key 
demographic.  The 
World is Watching, 
but not only on TV...

TAKEAWAY
Advertising only through TV spots 
will no longer do the trick, 
especially for young fans.

PRIVILEGED & CONFIDENTIAL Survey conducted by Whistle Wise using Qualtrics; N=737, 18-49 years old, M/F 50% split, US only, Survey ran in Feb 2021



Relatable & 
Positive 

Entertainment

Thank you.


