
Measuring the 2020 Olympics Brand in 
Canada using Social Media Mentions



Background & Objective

The Tokyo Olympics were held under a cloud of doubt. Should we
have the Olympics? Is it worth the risk? In the end, Canada had a
successful Olympics with 24 medals, and Canadians loved every
minute of it!

What did it mean for the brand “Olympics” in Canada?

To answer this question, we used Q.i. Value System’s unique
Universal Coding Framework (UCF) to code social media
(Twitter) mentions related to Tokyo 2020 before and after
the event on the Q.i. Inside™ Map.
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The Q.i. Inside™ Map, created by Ted,  
has been based on extensive R&D, desk 
research & academic consulting.

It represents the brain, divided into the 
left (the logical) and the right (the 
creative).  The left and right sides are 
divided into 4 zones each… with positive 
metrics on the inside and negative 
metrics on the outside.

The centre (core) represents the  inner 
strength of the brand.
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POSITIVE  RING

NEGATIVE  RING

Q.i. Inside™ Map Overview
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Methodology

Step 1: Code Twitter 
mentions  using Q.i.’s 
Universal Coding Framework

Twitter mentions about the 
2020 Tokyo Olympics in Canada 
using the Talkwater platform .

Once before Olympics, and 
once after Olympics.

Step 2: Plot the codes on a map Step 3: Create Key Metrics

1. Core Score

2. Zone Scores

3. Positive/ Negative 
Balance
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Pre-Olympics Map
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Key Observations (Pre-Event)

1. 45% of mentions were 
negative! The Olympics brand 
seemed to elicit mentions of 
‘arrogance’, ‘not for me' and 
‘dangerous’ on the heels of all 
negative press leading to the 
games.

2. The positive narrative were 
emotional/ ‘right-brained’ 
with feelings around 
‘Excitement’ and ‘Delight’ 
coming through strongly.

Q.i. Map Turning Maps to Metrics

Note: %s inside the Map represent the Zone Scores.
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Post-Olympics Map

2%
(-1)

12%
(+3)

9%
(+2)

17%
(+2)

14%
(+3)

16%
(+10)

11%
(+8)

0%
Core:
46%
(+26)

81% +ve
(+26)

19% -ve
(-26)

Positive/ 
Negative Balance

Key Observations (Post-
Event)

1. The negative mentions went 
down significantly (from 
45% to 19%)!

2. The Olympics brand core/ 
brand health doubled (from 
20% to 46%).

3. Core emotions around 
‘entertainment’, ‘amazing’, 
‘excitement’ and ‘love’ 
surfaced to the top.

Q.i. Map Turning Maps to Metrics

Note: %s inside the Map represent the Zone Scores.

Numbers in ( ) below Zone scores show change from 
the Pre- Olympics Map.
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In Summary...
Using the Q.i. Mapping  Framework we were able to turn 
social media mentions into some key insights:

1. Starting out, Canadians had a lot of apprehension about the 
Tokyo Olympics. While there was some excitement and 
anticipation, there were significant negative mentions… 
Before the event, almost 1 in 2 mentions about Tokyo 2020 
were negative.

2. With our Canadian athletes showing true grit and winning 
24 medals, and the event being completed without any 
major incidence, the core value of the Olympics brand 
improved significantly (from 20% to 46% Core score).  

For a more detailed analysis read our blog here

https://www.qivaluesystems.com/post/what-canadians-actually-thought-of-the-tokyo2020-olympics
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Need help making 
sense of your 
unstructured data?

(social media response, voice of 
customer data, open-ended response, 
qualitative transcripts etc.)

Contact Indy at 
Q.i. Value Systems  
Indivar@qivaluesystems.com
C: 647.220.6273

mailto:Indivar@qivaluesystems.com


qivaluesystems.com

https://www.qivaluesystems.com/

