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ABOUT THE STUDY

SPORTS FANDOM: THE CONSUMER’S VOICE

Methodology

Sports Edge 2026 surveyed adults aged 18 to 50 in Australia, Korea, Indonesia, Thailand and the Philippines, and
18 to 59 in Japan, online in August and September 2026. It draws on three sources.

Survey

Video interviews

Phone measurement

How closely they follow e

Everyone was first asked: “In the last 2 weeks, which of these sports-related activities have
you done?” Those who had done at least one named the sports they follow, then the teams,
leagues and events (properties) they follow within each sport, and placed each property on
the five levels below. Fans who placed at least one property at Follower or above went on to

the full questionnaire: how they watch, what they spend on, who they follow and why sport

matters to them.

Enthusiast and Devoted fans went on to a video interview in their own language about one
property they follow, led by an Al interviewer. The interviews were read and coded by theme,
and every quote in this report was checked against its transcript.

ampd’s measurement of YouTube and app use on Android phones, June to August 2026, in

Japan, Korea, Thailand and the Philippines: what fans actually watched, recorded rather
than reported.

ach property

For each property they follow, respondents were asked “How closely do you follow [property]?” and chose one

SeiEnE I EERREINES

What respondents saw

are the report’s.

Level in this report

1 ‘I do not really follow this one” Does not follow
2  “lkeepaneye ontheresults, but that is about it” Follower

3 “lwatch the highlights or the big moments” Casual

4 “|watchit properly whenever | can” Enthusiast

5  “lIplan my time around it, and | would stay up late or get up early” Devoted

Survey and interview answers are as respondents gave them: what fans say they follow, watch, spend on and feel. The
phone measurement is the one source that records what they did.

Who took part

Australia
Japan
Korea
Indonesia
Thailand
Philippines

Total

‘media partners asia Qmpd

Adults asked the first Finished the .

question Fans questionnaire Interviewed

1,509 1,271 1,199 145

1,924 1,078 1,002 194

4,509 2,473 2,325 143

2,249 1,982 1,863 201

2,305 1,890 1,804 157

2,447 2,160 2,056 189

14,943 10,854 10,249 1,029
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Exhibit numbers in each chapter. The report carries 152 exhibits.
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List of exhibits

The Fan

A1-A23

01 THE SPARK

A1l What their earliest memory of the sport credits for
bringing them in

A2 The person who brought them in, from their earliest
memory of the sport

A3 How fans came into the sport they took up most
recently, by generation

A4 Started following a new sport in the last couple of

years, by generation
A5 The Philippines: the sport they took up most recently

A6 The Philippines: how they came into the sport they
took up most recently

02 THE BOND

A7 What fans follow closely: local sport, international
sport, both or neither

A8 What their team or league means to fans, in the
interviews
A9 The player fans name most when they talk about an

international league

A10  Korea: stepped away because the team or player
they followed left

Al1 Stepped away because the team or player they
followed left, by market

03 THE EVERYDAY

A12  The parts of sport in fans’ lives beyond watching the
match

A13  What fans follow beyond the match, by generation

A14  Came into the sport they took up most recently
through clips online

A15 Share of sport hours on YouTube, by who owns the
channel

A16  Spenton sportin the last twelve months, fans with
each part of fan life against fans without it

A17  Paying, by where the community around their team
or league meets

A18  Everything fans bought for sport in the last twelve
months
04 THE BREAK

A19  Since they started following their team, league or
event

A20  Why they stepped away
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04 THE BREAK (CONTINUED)

A21 Follow their team or league a lot less than they used
to, by where its community meets

A22  Odds of following their team or league a lot less, for
fans with each part of sportin their life

A23  What brought them back

The Landscape B1-B6

01 WHO IS A FAN

B1 Where each market’s adults sit, by their deepest
fandom

02 THE SPORTS

B2 The sports fans follow, by market

03 THE PROPERTIES
B3 The six properties fans follow most in each market

04 FAN DEMOGRAPHICS

B4 Women and men who follow each of the four leading
properties in their market

B5 Follow the sport, by generation, where Gen Z and
Gen X differ most
05 RISING PROPERTIES

B6 Started following it in 2024 or later, the top three
properties in each market

By Sport c1-c47

FOOTBALL

C1 Football properties, the six markets combined

C2 Why it matters to them, by the kind of football they
follow

C3 What following it is mostly about

C4 The clubs and players football interviewees name

most
C5 The year they started following, as a share of each

group

C6 The football they took up most recently, as a share of
fans who took up a sport

C7 What fans say they would do if their team were not

playing or their player left
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BASKETBALL
C8 Basketball properties, five markets combined

C9 What basketball fans give as why it matters, against
fans of other team sports

C10  What following it is mostly about
C11  Started following itin 2022 to 2024

TENNIS
C12  Tennis properties, the six markets combined

C13  How they gotinto tennis, fans whose newest sport is
tennis

C14  What following it is mostly about
C15  Started following itin 2024 or later

C16  What fans follow beyond the match, tennis fans
against fans of other sports in the same market

C17  What fans did after seeing a brand in sport, tennis
fans against fans of other sports in the same market

C18  Thesix players tennis interviewees name most

VOLLEYBALL
C19  \Volleyball properties, five markets combined

C20  What volleyball fans give as why it matters, against
fans of other sports

C21  What following it is mostly about

C22  Chose volleyball, of fans who took up a sport
recently

BASEBALL

C23  Baseball properties, Japan and Korea combined

C24  What baseball fans give as why it matters, against
fans of other team sports

C25  Theclubs and players baseball interviewees name
most

C26  What following it is mostly about

C27  KBO fans who started in 2024 or later, against earlier
fans

BADMINTON

C28  Badminton properties, Indonesia and Thailand

C29  What badminton fans give as why it matters, against
fans of other sports

C30  What following it is mostly about

C31 The players badminton interviewees name most

C32  Newcomers to badminton against newcomers to
other sports, in the same market

FIGHTING SPORTS

C33  Fighting sports properties, the six markets combined

C34  What fighting-sports fans give as why it matters,
against fans of other sports

C35  What following it is mostly about
C36  The six fighters interviewees name most
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FIGHTING SPORTS (CONTINUED)
C37  Started followingitin 2024 or later

MOTORSPORT
C38  Motorsport properties, the six markets combined

C39  What motorsport fans give as why it matters, against
fans of other sports

C40  What fans follow and buy beyond the race,
motorsport followers against tennis followers in the
same market

C41 Chose motorsport, of fans who took up a sport
recently

CRICKET

C42  Cricket properties, Australia

C43  What interviewees are attached to above all

C44  Age they started following it, Australians asked
about each

C45  Since they started following it, Australians asked
about each

C46  Fans whose live sport and spending went mostly to
the sport they follow

C47  Banksand KFC named, by the property they were
asked about

By Market D1-D76

AUSTRALIA

D1 The 10 properties Australians follow most

D2 Fans and Devoted fans, by gender and generation

D3 Why they follow sport, women and men (two most
true of seven)

D4 What brought them into their property, in the
interviews

D5 Since they started following their property

D6 Spent money on this in the last twelve months

D7 Who they watched their last match with

D8 Monthly spend on the services they use to watch
sport, in US dollars

D9 Also follow the women’s game, of those who follow

the men’'s game in each code
D10  Follow the FIFA Women's World Cup, even a little

D11 Main way of watching, all the properties Australian
fans follow

D12  Platforms Australian fans use to watch sport
D13  Main way to watch each leading property, by platform

D14  Top five paid platforms and subscription status

JAPAN
D15  The 10 properties Japanese adults follow most

D16  Fansand Devoted fans, by gender and generation
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JAPAN (CONTINUED)

D17  Why they follow sport, women and men (two most
true of seven)

D18  What following their main property is mostly about,
by property
D19  Number of sports followed

D20  Tookup anew sport, and follow the property they
were asked about a lot less than they used to

D21 Follow at least one property as an Enthusiast or
Devoted fan

D22  Japanagainst the other five markets

D23  Reach of score, text-live and sports news apps,
Android app panel

D24 Main way of watching, all the properties Japanese
fans follow

D25  Platforms Japanese fans use to watch sport
D26  Main way to watch each leading property, by platform

D27  Top five paid platforms and subscription status

KOREA
D28  The 10 properties Koreans follow most
D29  Fansand Devoted fans, by gender and generation

D30  Why they follow sport, women and men (two most
true of seven)

D31 How they followed the last match they followed

D32  YouTube sessions over an hour with another app
open

D33 How they got into the sport they took up most
recently

D34  The sport most of their spending goes to, Korea
D35  The sponsor KBO fans named

D36  Main way of watching, all the properties Korean fans
follow

D37  Platforms Korean fans use to watch sport
D38  Main way to watch each leading property, by platform
D39  Top five paid platforms and subscription status

INDONESIA
D40  The 10 properties Indonesians follow most
D41 Fans and Devoted fans, by gender and generation

D42  Why they follow sport, women and men (two most
true of seven)

D43  Follow the players’ lives away from the game
D44 Since they started following their property

D45  Came back for a big event or tournament,
Indonesians who stepped away and returned, by

property
D46  Inagroup chat about the match while watching it
D47  Done because a brand advertises or sponsors sport
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INDONESIA (CONTINUED)

D48  Main way of watching, all the properties Indonesian
fans follow

D49  Platforms Indonesian fans use to watch sport

D50  Main way to watch each leading property, by platform

D51  Top five paid platforms and subscription status

THAILAND

D52  The 10 properties Thais follow most

D53  Fansand Devoted fans, by gender and generation

D54  Why they follow sport, women and men (two most
true of seven)

D55  The property Thai fans name, by what they did

D56  Their best moment with their property, in the
interviews

D57  Watched their last match or event on a phone, by
generation

D58  Who they follow that talks about sport, away from
the matches

D59  Spentoneachin the last twelve months

D60  Main way of watching, all the properties Thai fans
follow

D61 Platforms Thai fans use to watch sport

D62  Main way to watch each leading property, by platform

D63  Top five paid platforms and subscription status

PHILIPPINES

D64  The 10 properties Filipinos follow most

D65  Fansand Devoted fans, by gender and generation

D66  Why they follow sport, women and men (two most
true of seven)

D67  Cameinto tennis through a player they liked

D68  Following the tournament is mostly about a player

D69  Started following a new sport in the last couple of
years

D70 Done because a brand advertised or sponsored
sport, ever

D71 Why they follow sport, NBA fans and PBA and Gilas
fans (two most true of seven)

D72  The mainreason they keep their paid sport service

D73  Main way of watching, all the properties Filipino fans
follow

D74  Platforms Filipino fans use to watch sport

D75  Main way to watch each leading property, by platform

D76  Top five paid platforms and subscription status



