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Toronto, Ontario, February 12, 2018 — The Winter Olympics are officially underway in Pyeongchang, South Korea, and Canadians 
from coast to coast to coast are gearing up to cheer on our athletes. A majority of Canadians – two in three (64%) – plan to watch 
some part of the 2018 Winter Olympics this year, whether on TV (47%), the internet (19%), a mobile device (5%), or a tablet (4%), and 
three in ten (31%) willingly describe themselves as fanatics who follow the Olympics as much as they can for the sports they’re 
interested. Yet while Canada loves to think of itself as a winter sports country, a new Ipsos survey of some 20,574 residents of 27 
countries around the world suggests other countries might just be even more excited about the Olympics than we are.  

Canadians Love the Games, but interest Strongest in India 
Just over half (53%) of Canadians say they’re interested in the 2018 Winter Olympic Games (16% very / 37% somewhat), leaving nearly 
half (47%) who say they’re not interested (25% not at all / 22% not very). This puts Canada on par with the United States, where 55% 
of Americans say they’re interested in the Games, but well behind interest in host country South Korea (71%). Interest in the Games 
is strongest in India (73%) and weakest in Japan (32%). 

Canadian men (58%) are more likely than women (49%) to express interest in this year’s Winter Olympics. At the regional level, interest 
is strongest in Quebec (59%), followed by BC (55%) and the Prairies (55%), Alberta (54%) and Atlantic Canada (47%). 

The next two weeks will see Pyeongchang play host to more than a hundred sporting events, and with the time difference, Canadians 
who want to tune in will be faced with some unique challenges when it comes to scheduling. This may be why 13% of Canadians agree 
(4% strongly / 9% somewhat) that they will miss work to watch the Olympics this year – below the 17% who plan to skip work in the 
United States and the 19% who plan on doing so in South Korea. Interestingly, countries with the highest proportion of citizens who 
plan to miss work to watch the Olympics are not typically associated with winter sports: residents of Turkey (54%), India (53%), Saudi 
Arabia (35%), China (35%) and Brazil (34%) are all significantly more likely than Canadians to plan on taking time off work. 

Taking time off work to watch the Olympics might not be feasible for everyone, but Canada still has a healthy level of fanaticism when 
it comes to Olympic sports. Three in ten (31%) see themselves as ‘absolute fanatics’ when the Olympics take place (9% strongly / 22% 
somewhat), following it as much as they can for the sports that interest them. People self-identify with this description strongest in 
Quebec, home to current Olympic hopefuls Marie-Philip Poulin, Charles Hamelin, Mikael Kingsbury and the Dufour-Lapointe sisters. 
Nearly four in ten Quebecers (37%) describe themselves as Olympic fanatics, followed by residents of Ontario (34%), the Prairies (30%), 
Alberta (26%), BC (23%), and Atlantic Canada (22%). 

Other countries are just as excited to cheer on their athletes, and in some cases, possibly even more. India tops the list for enthusiasm, 
with a staggering two in three (66%) who say they’re Olympic fanatics, followed by Saudi Arabia (59%) and China (58%). One in three 
Americans (33%) say they’re fanatical about the Olympics, placing them closer to Canada.  
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United by Hockey 
When it comes to what sport Canadians plan to watch at the Winter Olympics, there’s no real mystery: hockey is the one thing we can 
all agree on. Among Canadians who are at least somewhat interested in the 2018 Winter Olympics, nearly half (46%) say ice hockey is 
the sport they will follow most closely during the Games, making it the most watched Olympic sport in this country, and making Canada 
more likely than any of the 26 other countries surveyed to follow it closely – well ahead of hockey rivals Sweden (32%), Russia (29%), 
and the United States (16%). 

Only figure skating comes anywhere close to hockey, with two in ten Canadians (19%) saying they plan to follow closely as Tessa Virtue, 
Scott Moir and others compete for Olympic gold. Other sports are less likely to be seen as the main attraction, with far fewer saying 
they plan to follow any of the following most closely over the next two weeks:  

• Snowboarding: 6% 

• Curling: 5% 

• Ski jumping: 4% 

• Speed skating: 4% 

• Freestyle skiing: 3% 

• Alpine skiing: 2% 

• Bobsleigh: 2% 

• Luge: 2% 

• Short track speed skating: 2% 

• Biathlon: 1% 

• Cross country skiing: 1% 

• Nordic combined: 1% 

• Some other sport: 3% 

Terrorism a Real Concern 
The Games are unfolding amid a tense security climate, and people around the world are taking notice. In Canada, half (51%) agree 
(14% strongly / 37% somewhat) they’re worried that a terrorist attack will happen during the Olympic Games. Half of Canadians (49%) 
are also worried that North Korea will do something provocative during the Games. 

Worry appears to increase in line with age: when it comes to terrorist attacks, 42% of Canadians aged 18-34 are worried, compared 
to 54% of those 35-49, and 56% of those 50-64. The same trend is observed with worry about North Korea, which rises from 40% 
among those 18-34, to 50% of those 35-49, and 56% of those 50-64. 

These concerns are on par with those felt around the world, with half of respondents in the 27 countries surveyed indicating that they 
too are worried about the prospect of a terrorist attack (51%) or of North Korea doing something provocative (50%). In South Korea 
itself, 48% are worried about terrorism during the Games, and 52% are worried about what North Korea might do. 

Views Differ on Corporate Sponsorship, Nationalism 
An unavoidable part of the modern Olympic viewing experience is the heavy-rotation of advertising from corporate sponsors. These 
advertisements often play up the patriotic fervour of rooting for Canada and Canadian athletes on the world stage. It’s proven a 
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winning formula in the past, but the survey finds that not everyone is a fan. When it comes to sponsorship, a majority of Canadians 
(62%) agree (19% strongly / 43% somewhat) that ‘corporate sponsorship has made the Olympics too corporatized.’ This puts Canada 
just above the global average of 60% who agree the Olympics are too corporatized. In the United States, 58% agree. 

On nationalism, Canadians are more at ease: six in ten (60%) disagree (19% strongly / 41% somewhat) that ‘there is too much 
nationalism on display during the Olympics,’ ahead of 53% globally who feel the same way. Conversely, four in ten (40%) Canadians 
think (10% strongly / 30% somewhat) that there is in fact too much nationalism on display during the Olympics, below the global 
average of 48% and slightly higher than the 38% of Americans who agree.  
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About the Study 
These are some of the findings of an Ipsos Global Advisor survey conducted between December 22, 2017 and January 5, 2018 among 
a sample of 20,574 adults, including 999 Canadians. The survey was conducted in 27 countries around the world, via the Ipsos Online 
Panel system in Argentina, Australia, Belgium, Brazil, Canada, Chile, China, France, Germany, Great Britain, Hungary, India, Italy, Japan, 
Malaysia, Mexico, Peru, Poland, Russia, Saudi Arabia, Serbia, South Africa, South Korea, Spain, Sweden, Turkey, and the United States. 
Where results do not sum to 100, this may be due to computer rounding, multiple responses or the exclusion of don't knows or not 
stated responses. Data are weighted to match the profile of the population. The precision of Ipsos online polls is calculated using a 
credibility interval, with a poll of 999 accurate to +/- 3.5 percentage points. The credibility interval will be wider among subsets of the 
population. All sample surveys and polls may be subject to other sources of error, including, but not limited to coverage error, and 
measurement error. 

For more information on this news release, please contact: 

Sean Simpson 
Vice President, Canada 
Ipsos Public Affairs 
+1 416 324-2002 
sean.simpson@ipsos.com  

Mitra Thompson 
Senior Account Manager 
Ipsos Public Affairs 
+1 514 904-4329 
mitra.thompson@ipsos.com  
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About Ipsos Public Affairs 
Ipsos Public Affairs is a non-partisan, objective, survey-based research practice made up of seasoned professionals. We conduct 
strategic research initiatives for a diverse number of American and international organizations, based not only on public opinion 
research, but elite stakeholder, corporate, and media opinion research. 

Ipsos has media partnerships with the most prestigious news organizations around the world. In Canada, Ipsos Public Affairs is the 
polling partner for Global News. Internationally, Ipsos Public Affairs is the media polling supplier to Reuters News, the world's leading 
source of intelligent information for businesses and professionals. Ipsos Public Affairs is a member of the Ipsos Group, a leading global 
survey-based market research company. We provide boutique-style customer service and work closely with our clients, while also 
undertaking global research. 

About Ipsos 
Ipsos is an independent market research company controlled and managed by research professionals. Founded in France in 1975, 
Ipsos has grown into a worldwide research group with a strong presence in all key markets. Ipsos ranks fourth in the global research 
industry. 

With offices in 88 countries, Ipsos delivers insightful expertise across five research specializations: brand, advertising and media; 
customer loyalty; marketing; public affairs research; and survey management. 

Ipsos researchers assess market potential and interpret market trends. They develop and build brands. They help clients build long-
term relationships with their customers. They test advertising and study audience responses to various media and they measure public 
opinion around the globe. 

Ipsos has been listed on the Paris Stock Exchange since 1999 and generated global revenues of €1,782.7 million in 2016. 

GAME CHANGERS 

« Game Changers » is the Ipsos signature. 

At Ipsos we are passionately curious about people, markets, brands and society. 
We make our changing world easier and faster to navigate and inspire clients to make smarter decisions. 

We deliver with security, speed, simplicity and substance. We are Game Changers. 

ISIN code FR0000073298, Reuters ISOS.PA, Bloomberg IPS:FP 
www.ipsos.com 
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