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introduction

The Association of National Olympic Committees (ANOC)
held its second Digital Accelerator Workshop, led by
Redtorch, in November 2021.

This interactive workshop aimed to equip National Olympic
Committees (NOCs) with the knowledge and tools to
enhance their social media performance in the lead-up to

Beijing 2022.

The following Report analyses how NOCs fared on 5 social
channels (Facebook, Instagram, Twitter, YouTube, TikTok)
during the 2022 Winter Olympic Games and highlights

best-performing NOCs across different metrics.

Redtareh research, digital and socicl media agency Photos from Wander Roberto & William Lucas (Inovafoto) / ANOC



introduction

Data was also analysed by continental Olympic associations.

1. ANOCA (Association of National Olympic Committees of
Overall monitoring period: 28 January - 27 February 2022

Africa)
* Pre-Games: 28 January - 3 February 2. Panam Sports (Pan American Sports Organization)
* During Games: 4 February - 20 February 3. OCA (Olympic Council of Asic)
4. ONOC (Oceania National Olympic Committees)
* Post-Games: 21 February - 27 February
5. EOC (European Olympic Committees)
Engagements = comments, likes, reactions, shares, retweets. Each NOC was ranked and distributed into 6 groups, based on the

Video views not available on Twitter number of Beijing 2022 Olympians (later in the Report, the number

of NOCs refers to those with profiles on each channel).

Some numbers are rounded to 1 decimal place

* Group A: 100+ Olympians (18 NOCs)
* m = millions

* GroupB: 26 - 99 Olympians (14 NOCs)
* Kk =thousands

* GroupC: 7 - 25 Olympians (21 NOCs)

* GroupD: 3- 9 Olympians (18 NOCs)

* GroupE: 1- 2 Olympians (29 NOCs)

* No Olympians (105 NOCs)
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1.5m

new fans

across all NOC
social media
channels taking the
total to 40.9m
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65.7m

engagements

ond 149.2m video
views generated
from @6.2k posts

1.2m

new fans
from Group A

NOCs with more
Olympians typically
amassed more
new fans, 82% of
total growth came
from 18 NOCs with
100+ Olympians

ROC

highest growth &
engagements

ROC generated
the highest growth
(+332.0k) and
most engagements
(15.4m); USA
generated the 2"
highest growth
(+301.4k)

Slovakia

highest growth rate

Slovakia
experienced the
highest growth rate
(+111%) generating
241k new fans




growth

® The total number of fans on NOC social media channels grew by 1.5m (from 39.4m to 40.9m, +3.7%): 46% came from Instagram (679.4k), 33% from TikTok (481.9Kk),
and 9% from both Twitter (136.8k) and Facebook (135.4k)

e TikTok experienced the highest growth rate (10.2%), followed by Instagram (9.9%)

® Facebook experienced the lowest growth rate (0.7%) but represented 48% of total fans (19.7m)

®  49% of growth (726.1k) came from EOC; 29% of growth (430.4k) came from Panam Sports
e OCA grew 276.8k overall; ANOCA and ONOC each generated 17k new fans

e ROC amassed more fans (+332.0Kk) than any other NOC, followed by the USA (+301.4k) and Japan (+257.6k)
® The top 5 NOCs by growth rate were: (1) Slovakia (+111%; 24.1k new fans); (2) ROC (+66%; 332.0k new fans); (3) Andorra (+26%; +776 new fans); (4) Finland (+23%; 28.5k
new fans); (5) the Netherlands (+22%; 85.3k new fans)

e 89% of total growth came during the Games, 8% pre-Games, 2% post-Games

® There was a positive correlation between growth and the NOCs with more Beijing 2022 Olympians
O 82% of growth (1.2m) came from the 18 NOCs with 100+ Olympians
O 11% of growth (162.1k) came from the 14 NOCs with 26 - 99 Olympians
O 1% of growth (10.2k) came from the 29 NOCs with fewer than 3 Olympians

Redtorch research, digital and social media agency



performance

e 36.2k posts generated a total of 65.7m engagements and 149.2m video views

e 33% of posts came from Facebook, which accounted for 22% of video views (33.4m) and 19% of total engagements (12.7m)

e 8.8k posts on Instagram accounted for 61% of engagements (39.9m) and 19% of video views (28.9m)

e 39% of content was published on Twitter (14.3k tweets), which generated 6.1m engagements (9% of the total)

e 1.2% of posts came from TikTok (452), however the platform generated 52% of total video views (77.4m) and 10% of total engagements (6.8m)

e EOC generated a cumulative 36.6m engagements and 63.5m video views - more than any other continental association

® Panam Sports generated the 2nd highest number of engagements (50.5m) and video views (18.5m); 57% of engagements (10.5m) and 59% of video views (29.7m)
came from the USA

® (OCA produced 13% of total posts (4.7k) but accounted for 20% of total video views (30.2m), 95% of which came from Japan (28.7m)

® ONOC produced a total of 1.9k posts; ANOCA produced a total of 1.2k, the lowest of all continental associations

e ROC generated most engagements (10.5m); the USA had the most video views (29.7m)

® 73% of content was produced during the Games, representing 88% of total engagements and 75% of video views
® There was 61% more content produced pre-Games (6.0k) than post-Games (3.7k) and this resulted in 4.1x more video views (29.7m vs 7.2m)

Redtorch research, digital and social media agency
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overall performance (vs figures of the Tokyo 2020 report)
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engagements
per post (avg.)

total fans absolute growth growth rate POsts video views engagements

40,918,583 1,467,524 36,161 149,173,201 65,736,069

vs Tokyo 2020*

34,379,896 4,908,252 178,547,484 162,715,047

*the Beijing 2022 Report includes TikTok data, while the Tokyo 2020 did not

Redt‘ research, digital and social media agency



platform

Facebook

Instagram

Twitter

YouTube

TikTok
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19,708,550

7,521,368

7,822,453

663,389

5,202,823

40,918,583

absolute
growth

135,374

679,369

136,775

34,088

481,918

1,467,524

overall performance by platform

0.7%

9.9%

1.8%

5.4%

10.2%

3.7%

11,935

8,758

14,254

762

452

36,161

33,369,987

28,908,499

9,461,377

(7,433,338

149,173,201

engagements

12,674,934

39,870,630

6,051,492

291,648

6,847,365

65,736,069

engagements
per post (avg.)

1,062

4,552

425

383

15,149

1,818




overall performance by continental association

continental
association

absolute

growth

~

4

©

\ 4

engagements

\ 4

engagements
per post (avg.)

ANOCA 1,174,029
EOC 11,925,407
OCA 5,400,948

ONOC 1,566,850
Panam Sports 20,851,349
40,918,583
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16,913

726,058

276,832

17,287

430,434

1,467,524

1.5%

6.5%

5.4%

1.1%

2.1%

3.7%

1,213

18,163

4,700

1,926

10,159

36,161

58,324

63,490,390

30,169,771

4,959,852

50,494,864

149,173,201

105,029

36,634,891

8,600,654

1,917,497

18,471,998

65,736,069

87

2,017

1,831

996

1,818

1,818




overall performance by Beijing 2022 Olympians
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Olympian size SRSOIE engagements engagements
growth per post (avg.)
Group A 18,628,673 1,198,523 6.9% 15,676 119,937,605 52,214,579 3,331
Group B 6,354,278 162,077 2.6% 7,738 21,581,152 9,039,376 1,168
Group C 7,559,692 61,734 0.8% 3,633 4,553,089 3,035,500 836
Group D 1,951,913 16,879 0.9% 1,750 1,231,397 543,522 31
Group E 2,737,617 10,218 0.4% 3,271 970,704 606,681 185
No Olympians 3,686,410 18,093 0.5% 4,093 899,254 296,411 72
40,918,583 1,467,524 3.7% 36,161 149,173,201 65,736,069 1,818

Group A: 100+ Olympians (18 NOCs); Group B: 26-99 Olympians (14 NOCs) Group C: 7-25 Olympians (21 NOCs)

Group D: 3- 9 Olympians (18 NOCs) Group E: 1-2 Olympians (29 NOCs)

Redt‘ research, digital and social media agency



overall performance by period
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absolute engagements
engagements
growth per post (avg.)
pre-Games 39,569,241 118,182 0.3% 5,983 29,746,285 4,667,526 780
during Games 40,880,541 1,257,913 3.2% 206,478 112,196,835 57,771,211 2,182
post-Games 40,918,583 32,602 01% 3,700 7,261,611 3,300,032 892

hote: slight discrepancies between some total numbers on this page and overall numbers due to timestamps
when downloading third-party data

pre-Games: 28 January-3 February; during Games: 4 February-20 February; post-Games: 21 February-27 February

Redt‘ research, digital and social media agency



overall performance by daily average
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video views

absolute growth

engagements

pre-Games
during Games

post-Games

pre-Games: 28 January - 3 February (7 days)
during Games: 4 February - 20 February (17 days)
post-Games: 21 February - 27 February (7 days)

Redt‘ research, digital and social media agency

16,883 855 4,249,469
(3,995 1,558 6,599,814
4,657 529 1,037,373

666,789

3,398,310

471,433




overall performance: top 10 NOCs

absolute
growth

absolute

growth

e ROC +332.0k 66% Slovakia +111% 241k
E USA +301.4k +3% ROC +66% +332.0k
o Japan +257.6k 18% Andorra +26% 776

0 + i °
L Netherlonds +85.3k +22% Finland +23% +28.5k
I*I Canada +66.3k +3% — Netherlands +22% +85.3k
- Czech Republic +59.5k +8% o Japan +18% +257.6k
I*I Mexico +52.5k (% Norway +127% +7.1k
I I [taly +42.6k +4% Belarus +12% +2.9k
I I France +30.1k +4% Hungary +11% +13.9k
+ Finlond +28.5k +23% Moauritanio* +10% +400
*NOC had no Olympians at Beijing 2022 growth rate includes only NOCs with 1,000+ followers

Redtorch research, digital and social media agency



overall performance: top 10 NOCs

total total
engagements video views
=
e ROC 15.4m — USA 29.7m
p
= USA 10.5m (4 ROC 29.0m
® Japan r.’rm ® Japan 28.7m
I*I Canada 5.6m I*I Canada 16.2m
- Czech Republic 4.5m - Czech Republic 8.9m
> Great Britain 2.2m 1 R Great Britain 7.2m
I I
L Netherlands 17m L Netherlands 4.4m
= *
I I France 1.6m Australia 3.5m
I I [taly 1.6m I I [taly 2.3m
+ Finland 1.5m — Hungary 2.3m
I
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Facebook overall performance (vs figures of the Tokyo 2020 report)
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engagements
per post (avg.)

total page likes absolute growth growth rate posts video views engagements

19,708,550 135,374 33,369,987 12,674,934

vs Tokyo 2020

19,340,042 1,206,693 115,452,309 46,134,238

Redt‘ research, digital and social media agency




growth

e The total size of NOC audiences on Facebook grew +0.7% (from 19.6m to 19.7m)
®  84% of total growth came during the Games; 11% pre-Games; 4% post-Games

e 50% of growth came from Panam Sports (+67.8Kk); 27% from EOC (+36.9Kk)
e ANOCA had the highest growth rate (1.6%) of all continental associations and grew by 16.0k fans
® ONOC experienced the lowest growth on Facebook (+4.9K)

® Mexico amassed a total of 46.0k new fans, more than any other NOC, accounting for 34% of Facebook’s total growth

e The top 5 NOCs by growth rate were: (1) Mexico (+11.9%; 46.0k new fans): (2) Solomon Islands (+10.7%; 162 new fans): (3) Mauritania (+9.5%; 374 new fans); (4)
Hungary (+7.9%; 2.7k new fans); (5) ROC (+5.3%; 2.0k new fans)

[

There was generally a positive correlation between growth and the NOCs with a higher number of Beijing 2022 Olympians, although Group C generated
the most growth as a result of Mexico’s performance

O 32% of growth (+43.6k) came from the 18 NOCs with 100+ Olympians
O 36% of growth (+48.9k) came from the 14 NOCs with 26-99 Olympians
O 3% of growth (+4.4k) came from the 29 NOCs with 1-2 Olympians

Redtorch research, digital and social media agency



performance

e A total of 11.9k posts generated 12.7m engagements and 33.4m video views
® 71% of content was produced during the Games, representing 87% of total engagements and 72% of video views
® 64% more content was produced pre-Games (2.1k) than post-Games (1.3k)

® 65% of dll posts were photos; 18% contained website links; 16% were videos; % were statuses
® Photo posts had the highest average engagement rate (0.7%), followed by links (0.5%) and videos (0.5%)

e EOC generated a cumulative 15.3m video views and engagements (6.3m), more than any other continental association

®  Panam Sports generated the 2" highest number of engagements (4.8m), with an average of 1.6k engagements per post, more than any other continental
association

e ONOC produced the least content on Facebook (643) but generated 2.9m video views: only EOC and Panam Sports had more

e ANOCA generated 55.2k video views and 92.9k engagements, the lowest of all continental associations

e  Canada produced more content on Facebook than any other NOC (1.2k), followed by Czech Republic (681), ROC (464), Austria (458) and Australia (388)
®  Mexico produced the highest average engagements per post (9.6Kk), followed by the USA (9.0k) and Great Britain (4.6K)
e Of the NOCs that produced 10+ posts, Peru generated the highest average engagement rate (4.3%), followed by Norway (4.2%) and Hungary (3.3%)

Redtorch research, digital and social media agency



Facebook by continental association

continental total
association

page likes

absolute

growth

o~

4

engagements

engagements
per post (avg.)

ANOCA 1,009,422
EOC 5,249,860
OCA 3,215,936

ONOC 750,326
Panam Sports 9,483,006
19,708,550
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15,974

36,864

9,796

4,928

67,812

135,374

1.6%

0.7%

0.3%

0.7%

0.7%

0.7%

656

5,895

1,675

0643

3,006

11,935

55170

15,307,452

1,305,497

2,925,475

13,776,393

33,369,987

92,904

6,300,363

658,202

(84,421

4,839,044

12,674,934

142

1,069

393

1,220

1,578

1,062




Facebook by Beijing 2022 Olympians
D K 4

S e totc'tl absolute T engagements
page likes growth per post (avg.)
Group A (1,328,733 43,645 0.6% 4,034 17,015,141 7,855,603 1,695
Group B 2,975,764 15,412 0.5% 2,296 12,303,035 2,406,365 1,196
Group C 3,838,866 48,897 1.3% 1,383 2,080,632 1,371,535 992
Group D 1,101,686 11,534 1.1% 802 (35,779 238,806 298
Group E 1,704,780 4,436 0.3% 1,158 736,535 325,717 281
No Olympians 2,098,121 11,450 0.4% 1,662 498,865 136,908 82
19,708,550 135,374 0.7% 11,935 33,369,987 12,674,934 1,062

Group A: 100+ Olympians (18 NOCs); Group B: 26-99 Olympians (14 NOCs); Group C: 7-25 Olympians (21 NOCs)

Group D: 3-9 Olympians (18 NOCs); Group E: 1-2 Olympians (29 NOCs)

Redt‘ research, digital and social media agency



Facebook by period

total absolute engagements
: engagements
page likes growth per post (avg.)
pre-Games 19,587,274 14,098 0.1% 2,113 7,311,441 1,076,076 509
during Games 19,700,786 105,458 0.95% 8,533 23,927,110 11,020,138 1,291
post-Games 19,708,550 5,415 0.03% 1,289 2,088,793 578,436 449

Note: slight discrepancies between some total numbers on this page and overall numbers due to timestamps
when downloading third-party data

pre-Games: 28 Jonuary-3 February; during Games: 4 February-20 February; post-Games: 21 February-2/7 February

Redt‘ research, digital and social media agency



Facebook performance by daily average
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video views engagements

pre-Games 2,014 302 1,044,492 153,725
during Games 6,203 502 1,407,477 648,243
post-Games 774 184 298,399 82,634

pre-Games: 28 January - 3 February (7 days)
during Games: 4 February - 20 February (17 days)
post-Games: 21 February - 27 February (7 days)

Redt‘ research, digital and social media agency



Facebook top 10 NOCs

absolute

growth

absolute
growth

Itl Mexico

I*I Canada
USA

Morocco

France

-
x
il
-
i1l
- -
o

Czech Republic
Italy
Jordan*
Japan

Australia

*NOC had no Olympians at Beijing 2022
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+46.0k

+9.3k

+9.3k

+8.8k

+5.5k

+4.1k

+3.8k

+3.4k

+3.3k

+2.9k

+12%

+1%

+0.2%

+4%

+1%

+1%

+1%

+0.3%

+1%

+1%

i

Mexico

Solomon Islands*
Mauritania*
Hungary
ROC
Latvia
Cote d’Ivoire*
Norway

Mali*

Bzl -~ 1IAN

Morocco

growth rate includes only NOCs with 1,000+ followers

+11.9%

+10.7%

+9.5%

+7.9%

+5.3%

+5.0%

+4.4%

+4.4%

+4.3%

+4.3%

+46.0k

+162

+374

+2.7K

+2.0k

+489

+157

+1.1k

+2.6k

+8.8k




Facebook top 10 NOCs

total total
video views engagements

Canada 10.8m E USA 2.2m

Great Britain 51m I*I Canada 1.5m

Australia 2.4m h Czech Republic 1.1m

NV 2~

Czech Republic 2.4m = Great Britain 1.0m
Netherlands 2.0m I I Italy (82.2k
Greece 1.2m I'I Mexico 595.5k
Japan 863.9k I I France 579.5k
Chile (34.9k Japan 505.3k
Austria 291k Australia 460.1k
Ttaly 617.9k Austria 334.5k

Redt‘ research, digital and social media agency



Facebook top 10 NOCs

number of engagements divided by account size (followers) at the time of posting
c refers to average engagement rate of each NOC during monitoring period
c includes only NOCs with 1,000+ followers and 10+ posts

engagements engagement

per post (avg.) rate

Mexico 9.6k I@ Peru 4.3%
= L 0
R e USA 9.0k S Norway 4.2%
- Great Britain 4.0k Hungary 3.3%

Y I
I France 3.1k * San Marino 3.1%
New Zealand 2.8k I I Belgium 3.0%
I I Italy 2.6k -l- Finland 2.7%
L Chile 2.5k R Latvia 2.0%
I I Belgium 2.4k E Zimbabwe* 2.5%
| . 0
Netherlands 2.1k - Bulgaria 2.4%
I@)I Peru 2.0k Turkey 2.4%

*NOC had no Olympians at Beijing 2022

Redt‘ research, digital and social media agency



Facebook example content

Team GB @ #oy s = i
@ 20 Feb - @ CONI ® . Comltatq Olimpico Nazionale
X Sammarinese
23Feb - @ 27 :
eb -G

The golden curls wei
Anche a #Beijing2022 lo sci alpino ha fatto stare in punta

#TeamGB | #Beijing2022 di sedia gli appassionati. Atleti #ItaliaTeam protagonisti Grazie di tutto ! Prossima fermata
di splendide medaglie e di imprese da ricordare. ¢ @M 1300

FISI - Federazione Italiana Sport Invernali

*= by William Lucas and Wander Roberto -
See Translation

@willlucass / @wander_imagem /

Comité Olimpico Mexicano
(¥

iEspectacular Donovan Ca...

®® 154k 4k comments

Like Comment Share
1) ® %

Profile Notifications Menu

Redtorch research, digital and social media agency



Facebook example content

== Comité Olimpico Peruano - Follow

' ' 9Feb-Q

COP Informa.

< G Olimpijski komitet Bosne i #NOTICIASCOB
Hercegovine @ #UnComitéOlimpicodetodos
21 Feb - § Tras haber participado en la modalidad de Downhill con
- un tiempo de 1:48.26 Simon Breitfuss Kammerlander,
@ STRAHINJA ERIC nuevamente continua en carrera en los Juegos
Olimpicos de Beijing 2022,esta vez lo hard en la
Photo: William Lucas (Inovafoto) / ANOC modalidad Super -G.
Podrés apoyarlo a partir de hrs 23:45 de hoy.

Nuestra deportista de esqui alpino Ornella Oettl Reyes,
participé en la competencia de slalom en los Juegos
Olimpicos de Invierno Beijing 2022. Nelly , como la
llaman de carifio sus amigos y familiares, hizo un tiempo
de 1:03.25. y clasifico a la siguiente ronda que se
realizara en un par de horas.

jivamos Bolivia!! jjvamos COB!! e= ===
an -

EasAFP
See Translation

Informe gracias al jefe de misién, Carlos Zegarra Presser.

#Per(iHaVuelto #Beijing #0rnellaOettIReyes #Slalom

~-® [

BRONZAS MEDALA

K. Aparjods
E. Tiruma
M.Bots / R. Pliume

Kamaninu sports

Latvijas Olimpiska Komiteja
1 (&

Lepojamies! Bronzas medala kamaninu sporta k...
(® Send Message

[C) Like O Comment ﬁ) Share ®® 19k 29 comments

_ Write a comment...
® a1 [ﬂ) Like D Comment ﬁ) Share

Redtorch research, digital and social media agency



Instagram
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Instagram overall performance (vs figures of the Tokyo 2020 report)
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engagements
per post (avg.)

total fans absolute growth growth rate posts video views engagements

7,521,368 SygeReiste 28,908,499 39,870,630

vs Tokyo 2020

6,861,457 2,713,195 51,769,283 93,559,224

Redt‘ research, digital and social media agency




growth

e Total size of NOC audiences on Instagram grew +9.9% (from 6.8m to 7.5m)
® 90% of the total growth came during the Games (566.0k); 10% came pre-Games (61.7k)

e EOC collectively generated the highest growth (409.1k), accounting for 60% of the total
e OCA amassed 146.8k new fans (a growth rate of 18.8%), the highest of any continental association
e ANOCA experienced the lowest growth on Instagram (+482)

e ROC amassed more new fans (178.8k) than any other NOC, followed by Japan (+137.9k) and the Netherlands (+69.5k)
® The top 5 NOCs by growth rate were: (1) Slovakia (+117%; 24.0k new fans); (2) ROC (+91%; 178.8k new fans); (3) Japan (+81%; 137.9k new fans); (4) Finland
(+68%; 24.4k new fans); (5) Andorra (+50%; 777 new fans)

® There was a positive correlation between growth and the NOCs with a higher number of Beijing 2022 Olympians
O 83% of growth (+561.6k) came from the 18 NOCs with 100+ Olympians

15% of growth (+103.2k) came from the 14 NOCs with 26-99 Olympians

0.6% of growth (+4.4k) came from the 21 NOCs with 7-25 Olympians

0.5% of growth (+3.2k) came from the 18 NOCs with 3-9 Olympians

O
O
O
O 0.7% of growth (+2.4k) came from the 29 NOCs with fewer than 3 Olympians

Redtorch research, digital and social media agency



performance

e A total of 8.8k posts generated 39.9m engagements and 28.9m video views

® 73% of content was produced during the Games, representing 89% of total engagements and 71% of video views
® 57% more content was produced pre-Games (1.4k) than post-Games (912)

®  42% of posts came from NOCs with 100+ Olympians, accounting for 81% of video views (23.4m) and 83% of engagements (33.0m)

® Overall, 49% of posts were photos, 37% were carousels, 14% were videos

® Carousels produced the highest average engagement rate (8.0%), followed by photos (5.5%) and videos (4.5%)

e FEOC generated a cumulative 26.3m engagements and 20.3m video views, more than any other continental association
® Panam Sports had the 2nd highest number of engagements (8.5m) and video views (7.0m)
e ANOCA and ONOC each produced fewer than 400 posts

e ROC posted more content on Instagram (702) than any other NOC, followed by Canada (592), the Czech Republic (363), Italy (278), and the USA (264)
e ROC produced the most average engagements per post (19.3Kk), followed by the USA (15.7k) and Japan (13.7k)
e Finland generated the highest average engagement rate of all NOCs (21.1%); Slovakia had the 2nd highest (12.2%)

Redtorch research, digital and social media agency



Instagram by continental association

K KX ¢4 o©

continental total absolute engagements
association followers growth engagements per post (avg.)
ANOCA 42,703 482 1.1% 198 2,471 7,649 39

EOC 2,726,486 409,097 17.7% 5,003 20,295,588 26,261,520 5,249
OCA 927,230 146,780 18.8% 1,408 1,048,866 4,219,613 2,997
ONOC 339,310 5,714 1.7% 368 602,686 923,780 2,510
Panam Sports 3,485,639 117,296 3.5% 1,781 6,958,888 8,458,068 4,749
7,521,368 679,369 9.9% 8,758 28,908,499 39,870,630 4,552

Redt‘ research, digital and social media agency



Instagram by Beijing 2022 Olympians

Olympian size

total
followers

( \ /\/
vV

4 ©

engagements

engagements
per post (avg.)

Group A
Group B
Group C
Group D
Group E

No Olympians

3,163,086

1,396,423

1,523,571

508,736

393,584

535,968

7,521,368

absolute
growth
561,555 21.6%
103,222 8.0%
4,371 0.3%
3,157 0.6%
2,410 0.6%
4,654 0.9%
679,369 9.9%

3,697 23,409,195 32,968,678
1,924 4,120,027 5,092,356
876 501,484 1,154,832

516 354,727 279,723

918 216,037 233,296

827 307,029 141,745
8,758 28,908,499 39,870,630

Group A: 100+ Olympians (18 NOCs); Group B: 26-99 Olympians (14 NOCs); Group C: 7-25 Olympians (21 NOCs)

8,918

2,647

1,318

542

254

171

4,552

Redt‘ research, digital and social media agency

Group D: 3- 9 Olympians (18 NOCs); Group E: 1-2 Olympians (29 NOCs)




Instagram by period

total absolute engagements
engagements
followers growth per post (avg.)
pre-Games 6,903,659 61,660 0.9% 1,436 4,430,043 2,265,638 1,578
during Games 7,514,958 565,966 8.1% 0,410 20,531,718 35,265,822 5,502
post-Games 7,521,368 3,319 0.04% 912 3,940,977 2,339,169 2,565

Note: slight discrepancies between some total numbers on this page and overall numbers due to timestamps

when downloading third-party data

pre-Games: 28 Jonuary-3 February; during Games: 4 February-20 February; post-Games: 21 February-2/7 February

Redt‘ research, digital and social media agency



Instagram performance by daily average

&5 4 ©

video views

absolute growth

engagements

pre-Games
during Games

post-Games

pre-Games: 28 January - 3 February (7 days)
during Games: 4 February - 20 February (17 days)
post-Games: 21 February - 27 February (7 days)

Redt‘ research, digital and social media agency

8,809 205 632,863
33,292 377 1,207,748
44 130 563,854

323,663

2,074,400

334,167




Instagram top 10 NOCs

absolute absolute
growth growth
(4 ROC +178.8k ‘1% Slovakia 7% 240k
O Japan +137.9k +81% (4 ROC +91% 1788k
I
— Netherlands +69.5k +41% o Japan +81% +137.9k
= USA +68.7k 6% -I— Finland +68% 244k
I*I Canada +41.8k +11% I@I Andorra +50% w77
Czech Republic +31.8k +18% L Netherlands +41% +69.5k
' . ] .
+ Finland +24.4k +68% ] Norway +277% +6.0k
. 0 H N °
Slovakia +24.0k +117% Sweden +26% +11.1k
H N
France +16.6k +11% i’(‘: Republic of Korea +24% +5.5k
Sweden +11.1k +26% Belarus +23% +2.9k

growth rate includes only NOCs with 1,000+ followers

Redt‘ research, digital and social media agency



Instagram top 10 NOCs

total total

video views engagements

e ROC 14.3m ROC 13.5m
Canada 5.4m USA 4.2m
Netherlands 1.7m Japan 3.5m
Czech Republic 1.2m Canada 3.4m
USA 67 4.3k h Czech Republic 3.0m
Australi 532.3k Netherland 1.3
ustralia : — etherlands 3m
Sweden 417.0k + Finland 1.2m
Japan 386.5k Slovakia 995.7k
\\"’,,/ Republic of Korea 336.2k =1 Great Britain 7271k
| ,
T Austria 322.9k I I France 711.3k

Redt‘ research, digital and social media agency



Instagram top 10 NOCs
*  number of engagements divided by account size (followers) at the time of posting

c refers to average engagement rate of each NOC during monitoring period
c includes only NOCs with 1,000+ followers and 10+ posts

engagements engagement

rate

per post (avg.)

0‘3'; ROC 19.3k Finland 21.1%
E— USA 15.7k Slovakia 12.2%
® Japan 13.7k Hungary 11.0%
I
R Netherlonds 12.2k Norway 9.8%
+ Finland 10.1k Sweden 9.7%
I I France 9.4k Latvia 8.1%
h Czech Republic 8.2k Republic of Korea 7.6%
I'I Mexico 6.0k Andorra (.5%
I“‘I Canada 5.7k Bosnia and Herzegovina (4%
H
N Sweden 47K ROC 6.8%

Redt‘ research, digital and social media agency



Instagram example content

USA teamusa teamcanada

Olympic Winter Games - Beijing 2022

EQUIPE CANADAS

ICE HOCKEY
HOCKEY SUR GLACE
WOMEN

FEMMES

. . [ z\r‘M ¢
Qv Qv

813 likes . Liked by athlete365 and others

teamtto Look out for #TEAMTTO tomorrow @ 8:15am s teamcanada @ GOLD @
teamusa The ride of a lifetime. @ 85pmE @

#Day2 #WinterOlympics #TeamCanada beats Team USA 3-2 to win gold at
Thank you, @shaunwhite. #WinterOlympics 2-Man Bobsleigh #Beijing2022 & ¥

Bl ASAPATTA

& ™ Liked by josh.jaxon and others

Redtorch research, digital and social media agency

9 team_nippon

O QY

Liked by yumi49160 and others

team_nippon NICE SHOT #*
#2/—R—K BFN-TNATRTHROERTENBE
EJO X )

#Beijing2022
#TEAMJAPAN
#HhlENZ v Ry
#AXUEYD




slovenskyolympijskytim and hockeyslovakia
Olympic Winter Games - Beijing 2022

Qv

Liked by lin_he826 and others
slovenskyolympijskytim Vitajte vo vitaznej kabine. & fo

#misiapeking #sosrdcomdraka #hockeyslovakia #slovakia
#slovensko #hokej #hockey

Redtorch research, digital and social media agency

Instagram example content

@ sweolympic

1,071 likes

sweolympic Almida de Val och Oskar Eriksson inledde
mixed dubbelturneringen i curling med en forlust 5-9 mot
Storbritannien. Nya chanser for svenskarna direkt i natt
klockan 02.05 da de méter Tjeckien.

Resultatlank i bion. Foto: William Lucas - @ANOC
@willlucass | @inovafoto

#sweolympic @almidadeval @oggelit #svenskcurling
#beijing2020

View all 6 comm

' jordanolympic

L4

Quolgil ciol

ﬁ

>

)

o Buao it Ruuolgll iall 203 p3g I pi

W fiee A €01 ple b 20l gl 3 &

v dghaiol duoblublaiiaac B8 3 Lapalduolgllalilohes Sy

bt q |
Haulg &ialg

sl ches duclilolaic g abalduolghiaiicigs

At

v v v
aasr ¥ aumsro Som oo ) Oladd Gl

> QY

ked by yahyaalkayed_the_fencer and others
rdanolympic #dualo¥l_clBasl
2l 8 WBuol Lle yeidl lin 3 eouall baluig Lguw et

55 @yguriall Ololoidly Lpusali 30y Bossud] dsalodl
P Loy dualgll Ll B Lgidoues

timebrasil

Qv

7,020 likes
timebrasil PRA CIMA, NICOLE!!

A @nicole__silveira representou o #TimeBrasil e encerrou
o primeiro dia de competigées com a marca de 01:02:58
na primeira bateria e 01:02:95 na segunda.

Ninguém para o / Nicole! Um dos esportes mais radicais
dos Jogos Olimpicos de Inverno teve sua estreia hoje com
momentos de pura adrenalina. Foram descidas de mais de
100km/h na pista de gelo.

A atleta volta a competir no sabado rumo a vaga pela
disputa de medalhas. Guenta coragao!

#=r : @wander_imagem / @anocolympic

#JogosOlimpicosDelnverno #TimeBrasilemPequim
#TimeBrasil #Pequim2022




Instagram example content

olympic_team_austria ' saudiolympicsa
Olympic Winter Games - Beijing 2022 y : 0 comiteolimpicoportugal

(39

) &
g

Liked by saudiy.01 and others
saudiolympicsa Jswadll JS (8 Zsaidl (by ¥ ¢4

S el ussrid] sluads¥l (5 Jodll Lo disu)b dlasd S |
] ol Londis aSLasll ple g8y "Gule
dysridl duals¥l wleldl 3,90 2Ll Ja> auwlyo JU5 dsogal] 575 likes

20220# I s
i comiteolimpicoportugal Ricardo Brancal foi 42.°

classificado na 1. manga da prova de Slalom Gigante nos
. Sorddl_olualodl_ 35_dogmuli#t Jogos Olimpicos de Inverno #Pequim2022. A 2.2 manga
ked by wastlgrubinger and 17,819 others tem inicio agendado para as 05h45. Saiba mais em

. . y ¥ 3 Hello #WinterOlympics = app.equipaportugal.pt 7 "
dic_team_austria 'YX} ) » #LetsGoRicardo #LetsGoPortugal #EquipaPortugal olympicteamfiniand @ - Follow

ist © i i ; . ; g #COPortugal
mngs_strqlz 'SEQSterre'Chs e'rf()lgre'ChSter Athle The Saudi delegation led by the Alpine Skiing athlete ‘Fayik Lo ool ore
r Winterspiele & #OlympicTeamAustria Abdi’ enters the opening ceremony of #Beijing2022, to v all 2 comments ¢ i 1S
@ begin the first participation ever of the nation’s history ebrua See Translation "

all 104 comments

Redtorch research, digital and social media agency
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Twitter overall performance (vs figures of the Tokyo 2020 report)

a D KX 272 e

total fans absolute growth growth rate posts engagements

4

engagements
per post (avqg.)

7,822,453 136,775 6,051,492

vs Tokyo 2020

7,626,214 938,019 22,879,244

Redt‘ research, digital and social media agency




growth

e Total size of NOC audiences on Twitter grew +1.8% (from 7.7m to 7.8m)
e 83% of total growth came during the Games; 10% pre-Games; 7% post-Games

e (OCA had highest growth rate (5.6%) and generated the most new fans (51.7k); Japan accounted for 95% of this growth (49.0Kk)
e  31% of growth came from Panam Sports (+42.7k new fans); 30% from EOC (+40.4k new fans)
e ANOCA (375) and ONOC (1.6k) had the smallest growth

®  Japan amassed more new fans (49.0k) than any other NOC, followed by the USA (+22.4k) and Canada (+14.8Kk)
® The top 5 NOCs by growth rate were: (1) Poland (+24%: 2.3k new fans); (2) Japan (+10%; 49.0k new fans); (3) Chinese Taipei (+9.4%; 116 new fans); (4) Finland
(+9.3%, 3.3k new fans); (5) Sweden (8.6%, 646 new fans)

e The 18 NOCs with 100+ Olympians (Group A) accounted for 82% of total growth (+112.4k)
e NOCs with 26-99 Olympians (Group B) generated 14.1k new fans, of which 39% came from Great Britain and 35% from the Netherlands
® The 29 NOCs with fewer than 3 Olympians (Group E) generated 3.0k new fans; Saudi Arabia accounted for 487% of these (1.4k)

Redtorch research, digital and social media agency



performance

e A total of 14.3k posts (more than any other platform) generated 6.1m engagements

® 75% of content was produced during the Games, representing 90% of total engagements (5.4m)

® 2.2k posts were produced pre-Games, which was 62% higher than the post-Games total (1.4k)

® 47% of posts came from NOCs with 100+ Olympians (Group A) and accounted for 80% of engagements

e OCA and Panam Sports each generated 2.2m engagements, more than any other continental association
e EOC produced the most posts (6.6k) and accounted for 26% of total engagements (1.6m)
e OCA generated an average of 1.6k engagements per post, 3.6x more than any other continental association

® The USA produced more content on Twitter (1.6k) than any other NOC, followed by Canada (1.4k), the Czech Republic (838), Australia (704), and Great Britain (672)
e Japan produced the highest average engagements per post (4.1k), followed by France (777) and the USA (765)
e (Of NOCs who produced 10+ posts, Kazakhstan had the highest average engagement rate (5.6%), followed by Belgium (1.4%) and Kosovo (1.3%)

Redtorch research, digital and social media agency



Twitter by continental association

& R~ 4

continental total absolute engagements
association followers growth engagements per post (avg.)
ANOCA 113,970 375 0.3% 338 4447 13
EOC 2,337,866 40,414 1.8% 6,554 1,563,291 239
OCA 970,670 51,739 5.6% 1,403 2,218,402 1,581
ONOC 151,220 1,561 1.0% 855 51,028 60
Panam Sports 4,248,127 42,686 1.0% 5,104 2,214,324 434
7,822,453 136,775 1.8% 14,254 6,051,492 425

Redt‘ research, digital and social media agency



Twitter by Beijing 2022 Olympians
& ~ 4

S e total absolute S ——— engagements
followers growth per post (avg.)
Group A 4,284,834 112,448 2.7% 6,716 4,836,155 720
Group B 1,378,790 14,146 1.0% 3,273 795,688 243
Group C 930,053 5,257 0.6% 1,240 338,351 273
Group D 270,579 928 0.3% 392 20,169 51
Group E 613,800 2,997 0.5% 1,158 40,544 40
No Olympians 344,397 999 0.3% 1,475 14,585 10
7,822,453 136,775 1.8% 14,254 6,051,492 425

Group A: 100+ Olympians (18 NOCs); Group B: 26-99 Olympians (14 NOCs); Group C: 7-25 Olympians (21 NOCs)

Group D: 3-9 Olympians (18 NOCs); Group E: 1-2 Olympians (29 NOCs)

Redt‘ research, digital and social media agency



Twitter by period

total absolute engagements
engagements
followers growth per post (avg.)
pre-Games 7,699,231 13,553 0.2% 2,195 360,735 164
during Games 7,813,181 113,950 1.5% 10,704 5,426,166 507
(1,822,453 9,272 0.1% 1,355 264,591 195

post-Games

Note: slight discrepancies between some total numbers on this page and overall numbers due to timestamps

when downloading third-party data

pre-Games: 28 January-3 February; during Games: 4 February-20 February; post-Games: 21 February-27 February

Redt‘ research, digital and social media agency



Twitter performance by daily average

‘ 4

engagements

pre-Games 1,936 314 51,534
during Games 6,703 630 319,186
post-Games 1,325 194 37,799

pre-Games: 28 January - 3 February (7 days)
during Games: 4 February - 20 February (17 days)
post-Games: 21 February - 27 February (7 days)

Redtorch research, digital and social media agency



Twitter top 10 NOCs

absolute absolute
growth growth
O Japan +49.0k +10% Poland +24.1% +2.3k
E USA +22.4k 1% Japan +10.3% +49.0k
I*I Canada +14.8k +2% Chinese Taipei +9.4% +116
I I France +7.6k +3% + Finland +9.3% +3.3k
[ 4 ROC 7.3k 8% o . Sweden +8.6% (646
- o T '
== ta ; 2 .
=1 ) Great Britain +5.5k +1% « ROC +8.0% +7.3k
— Netherlands +5.0k +6% h Czech Republic +7.5% +2.6K
‘ . [ ] o
Itl Mexico +3.8k +2% L Netherlonds +5.9% +5.0k
N\
+ Finland +3.3k +9% }A Jomaica +4.7% +82
h Czech Republic +2.6k +7% Ukraine +3.3% +159

growth rate includes only NOCs with 1,000+ followers

Redt‘ research, digital and social media agency



Twitter top 10 NOCs

total

engagements

o Japan 2.2m
= USA 1.2m
I*I Canada 067.3k
== G Britai 368.5k
= I reat oritain )
I I France 293.7k
Brozil 185.9k

Spai 180.1k
I pain '
[
— Netherlonds 163.5k
+ Finlond 1411k
e ROC 136.0k

Redtorch research, digital and social media agency



Twitter top 10 NOCs

N%

=
N

.
A

Qe

Japan
France
USA
Brazil
Mexico
Great Britain
Canada
ROC
Spain

[taly

Redt‘ research, digital and social media agency

engagements

per post (avg.)

4.1k

i’

765

661

557

548

482

479

339

311

engagement rate:

Aumennll

number of engagements divided by account size (followers) at the time of posting
refers to average engagement rate of each NOC during monitoring period
includes only NOCs with 1,000+ followers and 20+ posts

Kazakhstan

Belgium
Kosovo
Peru
Poland
Ukraine
Denmark
Japan
Sweden

Jamaica

engagement
rate

5.6%

1.4%

1.3%

1.2%

0.9%

0.9%

0.9%

0.8%

0.8%

O0.7%




Twitter example content

Tweet &« Tweet Tweet

Olympic Team Finland &
@OlympicTeamFl

£\ TeamTTO @ j HOK Ykpaiuu & s Comité Olimpico COL &
’ J @TTOlympic ‘

@OlympicUA g @0limpicoCo
Beijing 2022 to 'break even,' has OJTbI'A XAPJIAH, onimniiicbka Boletin de Prensa -
immeasurable long-term economic 4emnioHKa 3 (hexTyBaHHs Ha Wabnsx: ] -
benefits «YKpaiHa - ue miin gim, YkpaiHa - ue

. Mosi 6aTbKiBLMHA! F xo4y Mupy Ta

i Doliing 2032 to rack aven, " ties. CBITNOro He6a Haf, ronoBo MOEi

' immeasurable long-term economic b... =

Z teamtto.org POANHN Ta YCbOro yKpalHCbKOro
Hapoay! €W ' Mu cunbHi i Mmu
nogonaemo sce pasom! ,»

Redtorch research, digital and social media agency



Twitter example content

&~ Thread

(( Olympic Russia @
Q9  @Olympic_Russia

BpyTanbHaa nogbopka OT HAaCTOALLMX
MY>KUUNH

12:25 - 23/02/2022
10 Retweets 2 Quote Tweets 122 Likes

®) 0 V) &

Olympic Russia @ @O|... - 23/02/2022
é’ Replying to 3

-l

Redtorch research, digital and social media agency

Tweet

@

&% Teamlreland @
@Teamlreland

The performances, the spirit, the
team.

"The #Teamlreland spirit not only
adds to the culture, it adds to
performance. Success breeds
success when you feel a part of it."
@:Chef de Mission Nancy

Chillingworth reflects on
Teamlreland in #Beijing2022

&« Tweet

A+ AUS Olympic Team &
QR @AUSOlympicTeam

Three weeks ago, Australia was
granted a new golden girl

C s\ | #Beij
s | @snc

&«

fjon COMIO
@Coninews

Un debutto olimpico da sogno per
Pietro Sighel. L’atleta #ltaliaTean
dello short track a 22 anni ha
conquistato ben due medaglie: un
argento nella staffetta mista, pit un
bronzo in quella maschile. & &
#Beijing2022 | @fisg_it |

tir
KOKALUITIE

IL PIU GIOVANE MEDAGLIATO
DELL'ITALIA TEAM
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YouTube overdall performance (vs figures of the Tokyo 2020 report)

- & KX B © ¢ ©

: views per
total subscribers absolute growth growth rate videos video views engagements P

video (avqg.)

663,389 9,461,377 291,648

vs Tokyo 2020

552,183 11,325,892 142,341

Redt‘ research, digital and social media agency



growth

e Total size of NOC audiences on YouTube grew +5.4% (from 629.3k to 663.4Kk)
® 68% of total growth came during the Games, 7% pre-Games; 25% post-Games

® 68% of growth came from OCA (+23.3k); 24% from EOC (+8.3k); 6% from Panam Sports (+2.2K)
e (OCA had the highest growth rate (36.7%), followed by EOC (3.7%)
e ANOCA experienced the lowest growth (+80) whilst Panam Sports had the lowest growth rate (0.7%)

¢ Japan amassed more new subscribers (22.9k) than any other NOC, followed by the Netherlands (+2.9k) and the Czech Republic (+2.4k)
® The top 5 NOCs by growth rate were: (1) Japan (+87%: 22.9k new subscribers); (2) Netherlands (+42%; 2.9k new subscribers); (3) Romania (+15%; 88 new
subscribers); (4) Slovakia (+11%; 110 new subscribers); (5) Belgium (+10%; 98 new subscribers)

® There was a positive correlation between growth and the NOCs with a higher number of Beijing 2022 Olympians
O 81% of growth (+27.7k) came from the 18 NOCs with 100+ Olympians
O 14% of growth (+4.8k) came from the 14 NOCs with 26-99 Olympians
O 2% of growth (+742) came from the 21 NOCs with 7-25 Olympians
O 0.8% of growth (+260) came from the 18 NOCs with 3-9 Olympians
O 0.7% of growth (+243) came from the 29 NOCs with fewer than 5 Olympians

Redtorch research, digital and social media agency



performance

e A total of 762 videos generated 9.5m video views and 291.6k engagements

® 68% of content was produced during the Games, representing 86% of total engagements (252.0k) and 89% of video views (8.4m)
®  40% more content was produced pre-Games (144) than post-Games (103)

®  46% of videos came from NOCs with 100+ Olympians (Group A), accounting for 94% of video views and 97% of engagements

e OCA generated a cumulative 6.9m video views and 238.0k engagements, more than any other continental association

e  Japan accounted for 99.7% of OCA’s video views and 99.8% of engagements - 93% of their videos were YouTube Shorts*
e EOC generated the 2nd highest number of video views (2.5m) and engagements (52.1k)

e ONOC (27) and ANOCA (21) produced the fewest videos of all continental associations

® The Czech Republic produced more videos on YouTube than any other NOC (142), followed by Austria (81), Japan (74), Spain (42), and Bahrain (33)
e  Japan produced the highest average views per video (92.8k from 74 videos), followed by the Netherlands (36.4k; 8 videos), the Czech Republic (13.6Kk,
142 videos), Slovakia (10.4k, 3 videos), and Hungary (7.8k, 6 videos)

*YouTube Shorts, globally released in July 2021, resembles TikTok with a 15-60 second video in portrait mode. Content creators on YouTube have placed greater emphais on this format of content as a more effective way of reaching non-
subscribers

Redtorch research, digital and social media agency



YouTube by continental association

engagements

association

ANOCA

EOC

OCA

ONOC

Panam Sports

continental total absolute views per
subscribers growth video (avg.)

7,924 80 1.0% 21 683 33

230,926 8,345 3.7% 471 2,528,226 5,368
86,761 23,305 36.7% 124 6,886,330 55,535
11,433 200 1.8% 27 12,027 445

326,345 2,158 0.7% 119 34,111 287

663,389 34,088 5.4% 762 9,461,377 12,417

Redt‘ research, digital and social media agency

29

52,058

237,976

208

1,377

291,648



YouTube by Beijing 2022 Olympians

Olympian size

.
_—

A —

engagements

Group A
Group B
Group C
Group D
Group E

No Olympians

total absolute : views per
subscribers growth MSEes video (avg.)
434,121 27,665 6.8% 352 8,933,714 25,380
105,146 4,797 4.8% 151 441,297 2,922
52,021 (42 1.4% 87 61,214 704
13,712 260 1.9% 29 9,489 327
21,033 243 1.2% 28 8,703 311
37,356 381 1.0% 115 6,960 61
663,389 34,088 5.4% 762 9,461,377 12,417

Group A: 100+ Olympians (18 NOCs); Group B: 26-99 Olympians (14 NOCs); Group C: 7-25 Olympians (21 NOCs)

Group D: 3- 9 Olympians (18 NOCs) Group E: 1-2 Olympians (29 NOCs)

283,743

6,020

1,219

265

146

255

291,648

Redt‘ research, digital and social media agency




YouTube by period

total absolute : views per
: videos , engagements
subscribers growth video (avg.)
pre-Games 631,757 2,456 0.4% 144 632,878 4,395 13,4460
during Games 655,046 23,289 3.7% 515 8,440,226 16,389 252,021
post-Games 663,389 8,343 1.3% 103 412,646 4,000 26,181

Note: slight discrepancies between some total numbers on this page and overall numbers due to timestamps

when downloading third-party data

pre-Games: 28 January-3 February; during Games: 4 February-20 February; post-Games: 21 February-27 February

Redt‘ research, digital and social media agency



YouTube performance by daily average

& 4 ©

video views

absolute growth

engagements

pre-Games
during Games

post-Games

pre-Games: 28 January - 3 February (7 days)
during Games: 4 February - 20 February (17 days)
post-Games: 21 February - 27 February (7 days)

Redt‘ research, digital and social media agency

351 21 90,411
1,370 30 490,484
1192 15 58,949

1,921

14,825

3,740




YouTube top 10 NOCs

absolute absolute
growth growth
() Japan +22.9k +87% Japan +87% +22.9K
— Netherlands +2.9k +42% Netherlonds +42% +2.9K
h Czech Republic +2.4k +3% Romania +15% +88
H—= USA +1.0K L0.4% Slovakia 1% 10
Hungary +800 +3% I I Belgium +10% +98
° ; o
I I France +460 +6% L Austria +10% +170
SIZ Geateno 400 11 - :
A reat Britain + +2% ronce +6% +
I I Canada +400 +2% - Lithuania +5% +130
Republic of Korea +200 +1% Sg North Macedonia +4% +29
Brazil +200 +2% Azerbaijan +3% +70

growth rate includes only NOCs with 500+ followers

Redt‘ research, digital and social media agency



YouTube top 10 NOCs

total views per

video views video (avg.)

O Japan 6.9m O Japan 92.8k
. |
h Czech Republic 1.9m — Netherlonds 306.4k
Netherland 290.9k h Czech Republi 13.6k
] etherlonas . zecn repuplic .
Austria 2.3k & Slovakia 10.4k
I
I I
— Hungary 46.0k - Hungary 7.8k
e Great Britain 41.0k //<‘ Republic of Korea 1k
71 N Nl
- Lithuania 33.8k Turkey 3.3k
& Slovakia 311k I I Belgium 2.7k
I I France 16.7k - Lithuania 2.4k
I I Belgium 16.4k I I France 1.7k

*NOC had no Olympians at Beijing 2022

Redt‘ research, digital and social media agency



YouTube example content

Join us for the UAE National Sports Day () FWHSB 1 2 s~ AXAADBIBS sshorts
VE7303 views * Fbh 14, 202 dY e GF omsuxe

s o8 B # SMART 4 DOWNLOAD =% SAVE
36l S 3 3 2020 sl 53 gl
o €50 G DISUKE D SHARE HSAVE ..

Redtorch research, digital and social media agency



YouTube example content

oMEDING

rack Speed Skating

EXXKLUZIVNI ROZHOVOR S ESTER!

59 CPosUE LD SHARE | DOWNLOAD JC CL® =9 SAVE ..

U5 D Gy ) e S

Redtorch research, digital and social media agency



TikTok

Redtorch research, digital and social media agency



TikTok overall performance

- e KX # © ¢ Y 4

engagements

total followers absolute growth growth rate posts video views engagements
per post (avg.)

5,202,823 481,918 77,433,338 6,847,365

Redt‘ research, digital and social media agency



growth

e Total size of NOC audiences on TikTok grew +10.2% (from 4.7m to 5.2m), the highest growth rate of any platform

e 93% of total growth came during the Games; 5% pre-Games; 1% post-Games

e 48% of growth came from EOC (+2831.3k) and 42% from Panam Sports (+200.5k)
e  OCA had the highest growth rate (29.1%) of all continental associations
e (OCA grew by a collective 45.2k fans; ONOC (+4.9k) and ANOCA (+2) had the smallest growth

e The USA amassed more new fans (+200.0k) than any other NOC, followed by ROC (+143.8k) and Japan (+44.5k)
® The top 5 NOCs by growth rate were: (1) ROC (+87%: 143.8k new fans); (2) Czech Republic (+58%; 18.6k new fans); (3) Japan (+35%; 44.5k new fans); (4) Jordan

(+33%, 488 new fans); (5) Netherlands (19%, 5.1k new fans)

® There was a positive correlation between growth and the NOCs with a higher number of Beijing 2022 Olympians
O 94% of growth (+453.2k) came from the 18 NOCs with 100+ Olympians (Group A)
O 5% of growth (+24.5k) came from the 14 NOCs with 26-99 Olympians (Group B)
O 1% of growth (+2.5k) came from the 21 NOCs with 7-25 Olympians (Group C)
O 0.2% of growth (+1.0k) came from the 18 NOCs with 3-9 Olympians (Group D)
O 0.03% of growth (+132) came from the 29 NOCs with fewer than 3 Olympians (Group E)

Redtorch research, digital and social media agency



performance

® A total of 452 posts generated 77.4m video views and 6.8m engagements

® 70% of content was produced during the Games, representing 77% of total video views (59.8m) and 85% of total engagements (5.8m)
®  2.3x more content was produced pre-Games (95) than post-Games (41)

® 61% of posts came from NOCs with 100+ Olympians and accounted for 91% of video views and 92% of engagements

® Panam Sports generated the most video views (29.7m), followed by EOC (25.4m) and OCA (20.9m)
® Panam Sports had an average of 33.2k engagements per post, the highest of all continental associations
e OCA generated an average of 232.5k views per post - only Panam Sports had more (334.0k)

®  Japan produced more videos on TikTok (68) than any other NOC, followed by the USA (55), the Czech Republic (51), Germany (38), and ROC (37)
® The USA generated the most video views (28.7m), followed by Japan (20.6m) and ROC (14.6m)
e Of NOCs with more than 5+ posts and 1,000+ followers, Hungary had the highest average engagement rate (25.9%) and generated 161.2k

engagements from 19 posts

Redtorch research, digital and social media agency



TikTok by continental association

~ 4

.
_—

continental total absolute engagements
association followers growth engagements per post (avg.)
ANOCA 10 2 25.0% O 0 0] O
EOC 1,380,269 231,338 20.1% 240 25,359,124 2,457,659 10,240
OCA 200,351 45,212 29.1% 90 20,929,078 1,272,461 14,138
ONOC 314,561 4,884 1.6% 33 1,419,664 158,060 4,790
Panam Sports 3,307,632 200,482 6.5% 89 29,725,472 2,959,185 33,249
5,202,823 481,918 10.2% 452 77,433,338 6,847,365 15,149

Redt‘ research, digital and social media agency



TikTok by Beijing 2022 Olympians

@ K

S e total absolute T engagements
followers growth per post (avg.)
Group A 3,417,899 453,210 15.3% 207 70,579,555 0,270,400 22,637
Group B 498,155 24,500 5.2% 94 4,716,793 398,947 4,244
Group C 1,215,181 2,467 0.2% 47 1,909,759 169,563 3,608
Group D 57,200 1,000 1.8% 1 131,402 4,559 414
Group E 4,420 132 3.1% 9 9,429 978 109
No Olympians 9,968 609 6.5% 14 86,400 2,918 208
5,202,823 481,918 10.2% 452 77,433,338 6,847,365 15,149

Group A: 100+ Olympians (18 NOCs); Group B: 26-99 Olympians (14 NOCs); Group C: 7-25 Olympians (21 NOCs)

Group D: 3- 9 Olympians (18 NOCs); Group E: 1-2 Olympians (29 NOCs)

Redt‘ research, digital and social media agency



TikTok by period

pre-Games

during Games

post-Games

total
followers

4,047,320

5,196,570

5,202,823

absolute
engagements
growth
26,415 0.6% 95 17,371,923 951,631
449,250 9.5% 316 59,297,781 5,807,124
0,253 0.1% 41 813,195 91,655

Note: slight discrepancies between some total numbers on this page and overall numbers due to timestamps

when downloading third-party data

engagements
per post (avg.)

10,017

18,377

2,235

pre-Games: 28 January-3 February; during Games: 4 February-20 February; post-Games: 21 February-27 February

Redt‘ research, digital and social media agency




TikTok performance by daily average

&5 4 ©

video views

absolute growth

engagements

pre-Games
during Games

post-Games

pre-Games: 28 January - 3 February (7 days)
during Games: 4 February - 20 February (17 days)
post-Games: 21 February - 27 February (7 days)

Redt‘ research, digital and social media agency

3,/ (4 14 2,481,703
26,420 19 3,488,105
893 6 116,171

135,947

341,596

13,094




TikTok top 10 NOCs

absolute

absolute

USA
ROC
Japan
[taly

Czech Republic

1]
o I
Ir:

Germany

7N

Great Britain

N%

Netherlonds

Hungary

= *
.

x

*

Australia

*NOC had no Olympians at Beijing 2022

Redt‘ research, digital and social media agency

growth

+200.0k
+143.8k
+44.5k
+33.9k
+18.6k
+12.1k
+11.8k
+5.1k
+4.8k

+2.6k

+10%

+89%

+35%

+(%

+58%

+14%

+5%

+19%

+16%

+2%

ROC

Czech Republic
Japan
Jordan*
Netherlands
Hungary

Germany

It WA T ~

USA

Italy

'
*

Azerbaijon

growth rate includes only NOCs with 500+ followers

+88.6%

+57.9%

+35.4%

+32.9%

+19.2%

+15.6%

+13.7%

+9.5%

+7.4%

+7.1%

growth

+143.8k
+18.6k
+44.0K
+488
+0.1k
+4.8K
+12.1k
+200.0k
+33.9k

+1.1k
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TikTok top 10 NOCs

USA
Japan
ROC
Czech Republic
Hungary
Great Britain
[taly
Germany
Brazil

New Zealand

*NOC had no Olympians at Beijing 2022

Redt‘ research, digital and social media agency

total

video views

28./m

20.6m

14.6m

3.4m

1.9m

1.8m

1.6m

1.6m

980.7k

925.1k

engagement rate:

W

Y
7 IIAE <A -1

number of engagements divided by account size (followers) at the time of posting
refers to average engagement rate of each NOC during monitoring period
includes only NOCs with 500+ followers and 5+ posts

Hungary

ROC

Czech Republic

Jordan*
Japan
Kazakhstan
Germany
Netherlands
Nepal*

New Zealond

engagement

rate

25.9%

16.7%

16.1%

15.5%

12.7%

10.5%

6.8%

6.6%

4.4%

3.9%




TikTok top 10 NOCs

Redtorch research, digital and social media agency
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USA
ROC
Japan
Czech Republic
Germany
Hungary
Great Britain
New Zealand
Italy

Brazil

total

engagements

2.9m

1.4m

1.3m

342.8k

249.9k

161.2k

142.9k

102.1k

95.0k

67.2k




TikTok example content

@teamnltiktok

BTS: How it really goes down sho e -

TikTok video ¥l @ #foryou #fyp #.2Se =
J3 ishMusic Funny Song - @ ﬁ -

Redtorch research, digital and social media agency



TikTok example content

@japan_olympic @ 2.2

#Beijing2022 STEAMJAPANZ 7 U —XF 1)L
AF¥—-BFE-7) A% Lz See more

See translation

Redtorch research, digital and social media agency

Dorothe

#italiaTeam #winterolympics #beij. . See more

See translation

d

SACRAZE

N

e
@kosovoolympigcc
Taking a Covid testbe ke FcovidTest
#olympics #beiji interO... See more

J3 ‘iginal sound - thanh B
K=

© Leamn the facts about COVID-19




Redtorch research, digital and social media agency



