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• Study operated by the market leading consulting agency IRIS, and panel providers YouGov, Dynata and Cint as part of the

market research into potential feasibility of holding the FIFA World Cup more frequently/every two years.

• Surveys were conducted in 140 markets, and in total more than 100,000 completed interviews were received using online

interviews and social media targeting.

• The analysis in this report covers the results of the second study, with over 77,000 completed interviews about the FIFA World

Cup and FIFA Women’s World Cup, after an initial study with over 23,000 respondents indicated a general desire for a more

frequent men’s World Cup.

• Markets were chosen based on a balanced representation of the confederations, as well as:

• population size;

• availability of online panels and size;

• quality of online panels;

• availability of results within the required time period; and

• commercial aspects (such as costs of inquiry).

• Each country sample is nationally representative or at least broadly nationally representative in terms of age and gender.

• Targeted sample size in each market: between roughly 90 and 6,000 respondents, nationally representative in terms of age and

gender per country whenever possible. The markets where the target could not be reached (especially markets where social

media was used to recruit respondents) were not considered in the overall analysis. Overall this resulted in the deduction of

0.7% of responses from the data set.
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• All respondents were at least 16 years of age.

• Length of questionnaire: 5-10 minutes

• Data collection in two waves:

• 1st wave: August – September 2021

• 2nd wave: October – November 2021

• Online interviews were collected by means of online research panels that include a large group of pre-recruited participants

who had signed up to take part in market research studies. Thanks to the ISO certification of all panels used in this study, first-

class data quality is ensured.

• Apart from providing a scientifically robust data source, online panels allow quick access to information, wide geographical

scope and a larger sample size leading to greater statistical power.

• Respondents who selected football as their favourite sport were considered football fans.
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• There are two sets of results shown at the global and regional level:

o the raw, unadjusted data; and

o the data adjusted for relative population weight of each respondent country considered.

• This is to enable the comparison of results with what these results would be according to actual population of that country at a

global and continental level.

• For the adjusted, weighted data set, the weighting was applied in line with industry standard methods to adjust to ensure

representative samples. For illustrative purposes, below an example of the methodology applied:

• The 140 markets surveyed have a total population of more than 7.5 billion people worldwide (this covers approx. 95% of

the world population).

• South Africa has a population of approx. 59.3 Million (≙ approx. 0.8% of the total population of the 140 markets).

• In the study, 2,463 respondents from South Africa were surveyed (≙ approx. 3.2% of the total respondents surveyed).

• The number of interviews conducted in South Africa is overrepresented when comparing it to its proportion of the world

population.

• Therefore all respondents from South Africa have a lower weighting. Other countries similarly overrepresented in the

data in terms of their total population will be weighted downward while those underrepresented will be weighted

upward.

• The impact of the weighted adjustment is minimal and can be seen in the results displayed.
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• Limitations:

• Oceania as represented by its continental confederation includes only respondents from New Zealand, although three

more respondent pools were targeted in the region (Tahiti, Fiji and Papua New Guinea). Due to limited market research

infrastructure and resulting low sample sizes, these markets were not included in the analysis.

• For the same reason, results from Africa are based on 15 markets compared to the 31 markets activated. While

responses were collected from all 31 markets, 16 countries were not included due to low numbers.

• As the study reflects the global opinion of football fans, the respondent target countries were identified based on the

population share of the respective continents. Various markets include numbers at individual country level which are not

statistically representative.

• In the base study and the adjusted study, globally the following markets were not included: Afghanistan, Albania,

Angola, Azerbaijan, Barbados, Belize, Benin, Bhutan, Burkina Faso, Cambodia, Chad, Eritrea, Fiji, Tahiti, Georgia,

Guinea, Guyana, Haiti, Côte d’Ivoire, Jamaica, Kyrgyz Republic, Laos, Madagascar, Malawi, Mauritania, Moldova,

Mongolia, Mozambique, Namibia, Nepal, Niger, Northern Ireland, Papua New Guinea, Qatar, Rwanda, Scotland,

Senegal, Suriname, Tajikistan, Togo, Trinidad and Tobago, Turkmenistan, Uzbekistan and Wales.

• When determining the favourite sport of respondents, there was no distinction made between fans of men’s and

women’s football. This was purposefully intended based on the mandate from FIFA that football fans are fans of the

sport overall regardless of gender and have worthwhile views on the entire sport of football regardless of whether

relating to men’s or women’s football.
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In 2014, Christian Riedle and Peter Weber founded IRIS in Karlsruhe, establishing a core team of vastly experienced employees in the sports

marketing research industry, all of whom had been in management roles at the likes of REPUCOM, IFM, SMS and Sport + Markt previously.

Over the subsequent seven years, we have successfully established IRIS, becoming the biggest independent international full-service provider in

the sports marketing research industry, employing nearly 50 people and serving over 250 clients from two German locations (Cologne and

Karlsruhe), and with further hubs in Lausanne, Switzerland, and Barcelona, Spain.

We have been successfully serving well-known national and international clients. Nearly all Olympic sports federations are building their

decisions on facts, insights and expertise delivered by IRIS.
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The ideas and suggestions produced here are the intellectual property of Intelligent Research in

Sponsoring GmbH. FIFA has purchased the data and analytics to use and further process for its

purposes. Intelligent Research in Sponsoring GmbH has agreed to the use and further processing

without restriction. No additional agreement between both parties is required.




