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Quick 
Takeaways

• The 2022 FIFA World Cup captivated loyal soccer fans and captured a new soccer 
audience. 
• Viewership reaches across generations, genders, and ethnicities, although stronger 

viewership is observed for older Caucasians and younger minorities. 
• World cup viewers skew higher incomes, with nearly a third of viewers coming from 

higher HHI compared to 16% among non-viewers. 
• Half of those that tuned into watch Cup matches are not regular soccer viewers. 

• The exciting conclusion between Argentina and France will have lasting implications for 
soccer fans and viewers:
• It’s exciting! Nearly half of viewers report the game giving them an adrenaline rush 

and it being the most exciting soccer match ever seen (especially among women 
viewers).

• I want more! More than a third of viewers plan on watching more soccer as a result 
of the final game, with a third saying the match made them an even bigger soccer 
fan

• I want to support! Nearly half Cup viewers purchased food, beverages, or 
merchandise when watching Cup matches. Additionally, 1 in 10 plan on attending a 
soccer game as a result of viewing the final match.



The World Cup helped create new soccer fans in the US

World Cup viewers on average 
watch more sports compared to 
those that did not watch (3.21 
sporting events vs 1.65 sporting 
events).
Among those that don’t 
regularly watch soccer, 51% said 
they watched the World Cup 
and 77% of them watched the 
final match between Argentina 
and France.
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Disinterest in 
soccer was 

the most 
often cited 

reason to not 
watch the 

World Cup

• Those that did not watch 
any part of the World Cup 
site not being interested in 
soccer. 

• 10% did not have the time 
to watch

• About 7% report boycotting 
the games due to issues 
with the location (Qatar) 
and/or issues with FIFA in 
general.
• Men were more likely 

to have issues with the 
games being held in 
Qatar (13%) and issues 
with FIFA

• The 26-34 age group
were more likely to 
have issues with FIFA; 
both 19-25 and 26-34 
were more likely to 
have issues with the 
games being in Qatar

Not Interested in soccer

I didn't have time

I have an issue with the games
being held in Qatar

I don't  like that the games were
moved from summer to winter

Other

Why did you watch any of the FIFA 
World Cup matches?



• 45% who watched the world 
cup made at least one 
purchase (1.77 avg) for the 
matches. 

• 45% of purchasers stated 
they were not regular soccer 
watchers.  Most bought food 
or beverages, but 31% were 
compelled to buy a team 
jersey.

• Women are less likely to 
make any purchase for the 
matches; Men are more 
likely to purchase USA Team 
Jersey (26% M vs 10% F)

• Ages 19-34 are the biggest 
buyers of 
products/merchandise

Bought adult beverages for a World Cup watch/party, 29%

Bought food for a World Cup watch/party, 26%

Bought a USA team jersey, 19%

Bought non-alcoholic beverages for a World Cup 
watch/party, 18%

Bought a different country team 
jersey, 12%

Bought other World Cup 
merchandise from FIFA that 

was not a jersey, 10%

The World Cup triggered buying among US fans



The games kept fans engaged through the playoffs.

Among those who watched at least one World Cup 
match, 77% said they also watched the final match 

between Argentina and France.



• Of those that watched, 87% said it 
moved them in some positive and 
energetic way.

• It changed behaviors for more than 
half of the watchers.

• More importantly, 36% of those that 
did not watch soccer before the 
games plan to watch more 
soccer/become a fan. 

The final match changed attitudes and planned 
behaviors around soccer in the US
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Most exciting soccer match I have ever seen

That game gave me an adrenaline rush

Best World Cup final ever played

After watching that game, I am planning to watch…

That game made me an even bigger soccer fan

That game made me feel anxious

My team won

Penalty kicks are a terrible way to choose a winner

I agree with actor Ryan Reynolds tweet "This game is…

That game turned me into a soccer fan

My team lost

After watching that game, I plan to attend more…

I was not a big fan of soccer and that game didn't…

After watching that game, I plan to attend my first…



Demographics

• Older Caucasian and younger minorities are 
showing stronger viewership; no strong 
notable differences in ethnicity by age groups 
among viewers

Age

Watched Did Not 
Watch

Avg Age 44.5 53.3

19-25 9% 7%
26-34 26% 11%
35-54 33% 27%
55-64 19% 27%
65+ 12% 27%

Gender

Watched Did Not 
Watch

Male 60% 43%
Female 40% 56%
Non-
Binary/Other 0% 1%

Race

Watched Did Not 
Watch

White/Caucas
ian 62% 80%
Black/African 
American 20% 13%
Asian/Pacific 
Islander 10% 4%
Native 
American/Ale
ut Eskimo 1% 1%
Other 6% 3%

Ethnicity

Watched Did Not 
Watch

White, not 
Hispanic 56% 76%
Black, not 
Hispanic 16% 13%
Asian/Other, 
not Hispanic 13% 5%
Hispanic 15% 6%

• No strong gender 
differences among 
demographics between 
watch vs not watch groups



Income

• 31% of watch has HHI over $100K compared to 16% who didn’t 
watch. 
• Not watch shows 25% with HHI under $35K, 16% for watch

Watched Did Not Watch
Under $25,000 8% 15%
$25,000 - $34,999 8% 10%
$35,000 - $44,999 10% 10%
$45,000 - $59,999 12% 13%
$60,000 - $74,999 11% 13%
$75,000 - $99,999 17% 17%
$100,000- $149,999 16% 9%
$150,000 - $199,999 9% 4%
$200,000 or more 6% 3%



For more than 45 years, Luth Research has been a leader in the market 
research industry by responding to our clients’ most critical business 
needs. Powered by our proprietary online research panel and cross-
platform digital tracking capabilities, our innovative research methods help 
today’s businesses thrive. 

ZQ Intelligence® is Luth Research’s patent-pending, cross-platform 
digital behavior measurement system. It combines Luth Research’s 
research panel with proprietary web and mobile tracking technologies to 
correlate consumer actions and attitudes. This innovative technology is the 
only and most comprehensive platform that has deep visibility into 
computer, both iOS and Android mobile operating systems, both web and 
app data, and empowers our clients to passively track digital behaviors and 
activities on a single-source basis. ZQ Intelligence owns and provides 
access to the industry’s largest panel database of shopping behaviors and 
media behaviors going back over five years. 

About Luth Research

Contact us at 800.465.5884 or 
info@luthresearch.com to learn 
how to measure your customers’ 
digital journeys.
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