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Abstract 
This paper deals with the content published on the official Youth Olympic Games’s Facebook 
fan page and the user participation during Singapore 2010, Innsbruck 2012 and Nanjing 2014. 
Posts with the highest level of engagement are those containing photos and offering content 
related to the opening and closing ceremonies. The growth in the number of Facebook users 
between 2010 and 2014 has been reflected in increased participation of fans on the Youth 
Olympic Games Facebook page between Singapore 2010 and Nanjing 2014, where the number 
of active users has doubled. The predominant language was American English in all three 
editions, followed by British English. German also had a prominent role in Innsbruck 2012. 
Regarding gender, the level of participation was very similar between women and men, although 
there was a slight predominance of female interaction in the summer editions and male 
interaction in the winter edition. 
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1. Introduction 
The Youth Olympic Games (YOG) were initiated as a project by the former International Olympic 
Committee’s President Jacques Rogge in 2007, who was aiming to reach out to a younger 
target group. The YOG, which are held every two years alternating Summer Games and Winter 
Games, is a sporting event for young people between the ages of 15 and 18 years old. There 
are about 3,800 athletes for the Summer YOG from all of the 204 NOCs; and around 1,100 
athletes from 70-80 NOCs for the Winter YOG. The mission of the Youth Olympic Games is to 
encourage young people to practise sport, to promote the values of Olympism and to 
disseminate the message of the Olympic Movement to other young people around the world 
(Schnitzer et al., 2014; IOC, 2014; IOC, 2009). 
 
The birth of the Youth Olympic Games coincides with the emergence of social networks. 
Specifically, with the rise of Facebook, the most popular social network that had 482 million 
monthly active users in 2010 (Facebook, 2012, p. 44) and reached around 1,44 billion monthly 
active users in the first quarter of 2015 (Facebook, 2015). Also, the Vancouver 2010 Winter 
Olympics Games and the Singapore 2010 Summer Youth Olympics Games represent the 
moment of introduction of the International Olympic Committee to the age of social networks 
(Fernández Peña, 2011; Fernández Peña, Ramajo & Arauz, 2014). According to Fernández 
Peña, “Youth Olympic Games are an event whose communication strategy and philosophy 
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focuses on young people, who are much more active on, and participate much more in, social 
networking sites” (Fernández Peña, 2011, p. 218). 
 
This study analyses all the posts on the Youth Olympic Games official Facebook fan page, 
managed by the International Olympic Committee (IOC), and examines how their content 
managed to actively engage fans on Facebook during Singapore 2010, Innsbruck 2012 and 
Nanjing 2014. 
 
We will make an in-depth analysis of the evolution of the Youth Olympic Games on Facebook 
during these three first editions already mentioned. Furthermore, our attention is focused on 
analyzing what type of content fostered higher levels of user participation, at what moment in 
time and through what kind of strategies. We will also take a look at the profiles of these users, 
analyzing their gender and the language settings of their Facebook accounts. 
 
2. Literature Review 
 

2.1. Social Media on Olympic movement 
According to Fernández Peña, “the Olympic movement is open to public participation. The 
purpose is to involve the public in general, and young people in particular, rendering new social 
media devices that have a large strategic ability to connect audiences and allow them to share 
the Olympic values and ideals” (Fernández Peña et al., 2014, p. 153). 
 
Discussing social media is discussing a generic concept which is known as new media, 
essentially those that are based on the Internet and that allow any user to generate and 
disseminate messages.  A social network is a set of interconnected nodes and edges. The origin 
of the social networks is based on social interactions. These interactions make up complex 
ecosystems that require the analysis of its structure to be understood (Kadushin, 2011; 
Christakis & Fowler, 2009; Caldarelli & Catanzaro, 2012). Social networking sites (SNSs) like 
Facebook have emerged within this communication context and are defined as Internet 
platforms with personal profiles (Fernández Peña, Coromina & Pardo Gila, 2015). Moreover, 
they have specific features: they directly connect people with each other and with organisations 
by means of public or semi-public profiles (Boyd & Ellison, 2013).  
 
The presence of the Olympic organisations, the sponsors and the athletes follow a different 
logic to that of traditional media, the main aim of which is to obtain large audiences 
(Fernández Peña et al., 2014). The IOC was a pioneer in the use and management of social 
networks before the 2010 Vancouver Olympic Games and 2010 Singapore Youth Olympic 
Games, inaugurating models that have since been followed by other similar organisations. 
The Olympic Games Facebook page obtained more than one million Facebook users in less 
than one month, during the weeks prior to Vancouver 2010 and the days on which they were 
held and during London 2012, the IOC Facebook page reached over 3.7 million fans. This 
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demonstrates that social networks are fed by the capacity to build the current situation and 
to focus the audience’s attention on a specific topic (Fernández Peña et al., 2014, p. 156). 
 

2.2. Engagement and participation on Facebook 
In this social media environment, defined by the lead role that users have in creating and 
distributing messages, the key term is “engagement”, which refers to the public’s participation or 
to its level of involvement in posts published by a third-party, be it an organization, firm or 
individual (Fernández Peña et al., 2014). This connection between organizations and individuals 
is tied to terms such as trust, identification and loyalty of the public to brands or institutions 
(Brodie et al, 2013). The company's analytics SNSs Simply Measured defines “engagement” as 
an element of measurement to value the level of involvement of their audiences with content 
published by brands (Smitha, 2013). 
 
There are three actions to express the participation with a greater or lesser level of engagement 
of users on Facebook: like, share and comment. Likes are the most passive type of participatory 
behaviour by users indicating that content has attracted their attention. Shares indicate an 
intermediate level of engagement between likes and comments, because they extend the range 
of the publication and open up to the social network of the person who published with contacts 
who are not directly in his social network. Finally, the comments express a greater degree of 
engagement, because they allow users to express their emotions and opinions about the 
contents published by brands or institutions. Thus, user engagement turns out to be one of the 
main objectives of any firm, organization or institution with a presence on Facebook (Fernández 
Peña et al., 2015). 
 
Regarding gender and language, general Facebook use is not evenly split between men and 
women, as women are in the majority on this SNS. According to Hampton, Goulet, Rainie & 
Purcell (2011), 58% of Facebook users are women. In line with this idea, 60% of users who 
participated actively on Facebook during the London 2012 Olympic Games were female 
(Fernández Peña et al., 2015). On the other hand, 80% of Facebook users live outside the 
United States and the platform is available in more than 70 languages (Caers et al., 2013). 
However, the previous research focused on Facebook should be viewed with a degree of 
caution because of the inherent global nature of this platform, the cultural specificities of each 
country and the importance of different social phenomena. 
 
3. Research Questions  

! What type of multimedia content (link, photo, status or video) managed to generate 
higher levels of fan participation in the different editions of Youth Olympic Games 
Facebook page? 

! Which of the posts published on Youth Olympic Games Facebook page managed to 
generate higher levels of fan participation during the three editions of the Youth Olympic 
Games? 
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! What relationships are there between active participation in the three editions of Youth 
Olympic Games page with the gender and the language settings of users’ Facebook 
pages? 

 
4. Methodology1 
Three hundred and thirty-five posts were selected for this study. This was the total number of 
posts published during these three editions held of Youth Olympic Games, that is to say, from 
the day of the opening ceremony (start date) to the day of the closing ceremony (end date), as 
we can see in Table 1. 
 
Table 1. Date ranges and number of posts selected for this analysis 
 

Edition Start date End date No. posts 

Singapore 2010 Summer YOG 14th August 2010 26th August 2010 140 

Innsbruck 2012 Winter YOG 13th January 2012 22nd January 2012 83 

Nanjing 2014 Summer YOG 16th August 2014 28th August 2014 112 
 
Source: Own elaboration. 
 
To undertake this study about the engagement and participation on YOG Facebook fan page, 
we use an extract program and data analysis called Netvizz, designed for academic research 
(Rieder, 2013). This tool works as a Facebook application and allows to access data through 
Application Programming Interfaces (API), which regulate the access to information for third-
party applications according to the rules and conditions of Facebook. After selecting the page in 
question and the analysis period, we obtained several files summarizing the users’ activity on 
the page, which we used to produce the engagement summary tables and corresponding charts. 
We also used the OpenRefine application to clean up and format the data in order to obtain the 
users’ gender and language settings. Finally, the data were presented in tables and figures 
using Microsoft Excel spreadsheet program. 
 
However, this option is not risk free, according to Fernández Peña, Coromina and Pardo Gila 
(2015). On the one hand, it means introducing methodological assumptions exogenous to the 
Social Sciences because the indicators are representative of computerized processes and, on 
the other, not being able to avoid the limitation represented by the fact that these data and 
processes are preformatted to suit the operational needs of the platform from which they are 
obtained, which often implies an analytical bias (Marres & Weltevrede, 2013). It is true to say, 
however, that it offers several important advantages: it facilitates data gathering and coding, and 

                                                
1 The methodology of this paper is based on the study of Emilio Fernández Peña, Òscar Coromina and Jose P. Gila 
(2015), called "The nature of engagement on Facebook during the London 2012 Olympic Games: an insight into the 
public's participation in terms of language and gender". 



5 

provides us with a privileged vantage point from which to observe and better understand digital 
objects and their role in the platforms’ dynamics (Marres, 2012).  
 
In line with this idea, the starting point for this study is the definition of post formats that the API 
offers: status (100% text content), photo (text + image), link (text + URL) and video (text + 
video). Each of these categories indicates a specific content format. We also used the platform’s 
indicators to represent engagement, which is understood as the users’ interactions with content, 
which constitute the visibility and posting apparatus of it: like, comment and share (Fernández 
Peña et al., 2015). 
 
5. Results 
 

5.1. Evolution in the use and participation 
The 335 posts published on the official Youth Olympic Games’s Facebook fan page during 
Singapore 2010, Innsbruck 2012 and Nanjing 2014 generated the participation of 13,664 users 
who made 75,538 likes, 22,238 shares and 3,009 comments. 
 
In Figure 1 it is shown the percentage of posts published and the active users in the YOG 
Facebook Page during each edition. During Singapore 2010, 140 posts involved 3,677 unique 
users, in Innsbruck 2012, 83 posts published and 1,321 active users and in Nanjing 2014, 112 
posts published and 8,666 active fans. At a first glance, in addition to the increase of active 
users in Nanjing 2014 compared to Singapore 2010, which confirms a greater interest of fans on 
the Youth Olympic Games Facebook page, we can appreciate the difference in the activity 
between the summer editions (Singapore and Nanjing) and the one held in Innsbruck during 
winter. 
 
Figure 1. Percentage of posts and active users on Youth Olympic Games Facebook page 
 

 
 
Source: Own elaboration based on data extracted using Netvizz from the YOG’s Facebook page. 
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5.2. Content and engagement 
During these three editions of Youth Olympic Games, the International Olympic Committee 
posted content on its Facebook page in four different formats: link, photo, status and video. 
 
As shown in Table 2, photo was the most common format (72.2%), accounting for most of 
engagement generated by active users. Photo predominates with 107 posts (76.4%) in 
Singapore 2010, with 37 posts (44.6%) in Innsbruck 2012 and with 98 posts (87.5%) in Nanjing 
2014. However, surprisingly, the photo format fell in popularity during Innsbruck 2012, compared 
with the summer editions, when the link appears 27 times (32.5%) and the status 12 times 
(14.5%). Anyway, if we focus on the indicators of engagement generated by each post format, 
photo continues to stand out in terms of likes, shares and comments. 
 
Table 2. Engagement and post format on Youth Olympic Games Facebook page 
 

	  	   Singapore	  2010	   Innsbruck	  2012	   Nanjing	  2014	  
	  	   no.	   like	   share	   comment	   no.	   like	   share	   comment	   no.	   like	   share	   comment	  
link	   22	   1178	   0	   131	   27	   567	   43	   9	   10	   3553	   1426	   42	  
photo	   107	   12422	   2	   1699	   37	   1124	   74	   186	   98	   53799	   20384	   552	  
status	   9	   964	   0	   271	   12	   594	   7	   77	   2	   541	   194	   6	  
video	   2	   303	   1	   34	   7	   119	   4	   2	   2	   374	   103	   0	  
total	   140	   14867	   3	   2135	   83	   2404	   128	   274	   112	   58267	   22107	   600	  

 
Source: Own elaboration based on data extracted using Netvizz from the YOG’s Facebook page. 
 
We can observe in Figure 2 the Top engagement content items that generated the most activity 
in Singapore 2010, Innsbruck 2012 and Nanjing 2014. As shown, in all three cases the posts 
with the most engagement referred to the opening ceremony and closing ceremony. 
 
In the case of Singapore 2010, the most popular content among active users was the photo 
connected to the closing ceremony, on August 26th, with almost 500 interactions. This is an 
album of photos in which the following text appears: “Check out the latest photos from the 
Closing Ceremony of the Singapore 2010 Youth Olympic Games”. Regarding Innsbruck 2012, 
the most popular content was a text about the beginning of the first Winter Youth Olympics on 
January 13th getting more than 200 interactions. This text was: “Good morning Innsbruck! The 
first ever Winter Youth Olympics start today! Click on “Like” to cheer for all the athletes that have 
given so much to be here with us today! Go Innsbruck Go!!!”. Finally, with more than 2,500 
interactions, the photo content generated the most engagement in Nanjing 2014 with the album 
about the opening ceremony held on August 16th, with the following text: “Awesome photos from 
the Opening Ceremony”. 
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Figure 2. Top engagement on Youth Olympic Games Facebook page 
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Source: Own elaboration using screenshots of posts identified using Netvizz. 
 

5.3. Profiling users by language and gender 
The activity on the Youth Olympic Games Facebook fan page during the period analysed 
generated the participation of 13,664 users. Based on this extracted data, in Table 3 we 
attempted to profile these users classifying them by gender (male, female and unknown) and by 
the language settings of their personal Facebook accounts. 
 
It should be kept in mind that when users register their Facebook profiles for the first time, the 
default language setting is the one that prevails in their place of origin. If it is not their preferred 
language, users have to actively change the language setting. So, while this indicator is not the 
best way of establishing geographic attributions, it does give us some idea of their provenance 
(Fernández Peña et al., 2015). Although Facebook is available in many language variants that 
users can set, in order to simplify the presentation, Table 3 shows the main language categories 
on the Youth Olympic Games Facebook page. 
 
The predominant language was American English in the three editions held: Singapore 2010, 
with 1,981 active fans (53.9%), Innsbruck 2012, with 515 users (39%) and Nanjing 2014 with 
3,007 active fans (34.7%). Next in line was British English in all three cases: Singapore 2010 
with 22.8% of users, Innsbruck 2012 with 17.3% of fans and Nanjing 2014 with 11.8%. 
Regarding Innsbruck 2012 and Nanjing 2014, there was also a significant usage of German 
(9.8%) and Latin American Spanish (9.3%) in each case. In reference to gender, 50.4% of active 
users were female and 48.5% were male during Singapore 2010, 46.1% of users were female 
and 50.1% were male during Innsbruck 2012, and finally 48.8% of active fans were female and 
48.2% were male during Nanjing 2014. 



8 

Table 3. . Percentage of active user participation: language and gender on Youth Olympic Games 
Facebook page 

 
	  	   Singapore	  2010	   Innsbruck	  2012	   Nanjing	  2014	  
	  	   female	   male	   unknown	   total	   female	   male	   unknown	   total	   female	   male	   unknown	   total	  
English	  (US)	   50.4	   48.3	   1.3	   53.9	   50.1	   48.7	   1.2	   39	   47.7	   51.5	   0.9	   34.7	  

English	  (GB)	   52.5	   46.8	   0.7	   22.8	   44.7	   53.5	   1.8	   17.3	   48.9	   50.6	   0.5	   11.8	  

Spanish	  (LA)	   44	   55.4	   0.6	   4.6	   34.7	   63.3	   2	   3.7	   47.8	   50.9	   1.2	   9.3	  

French	   47.5	   51.6	   0.8	   3.3	   31.7	   66.7	   1.7	   4.5	   51.2	   48.4	   0.4	   5.9	  

German	   52.1	   45.8	   2.1	   2.6	   50.8	   48.5	   0.8	   9.8	   57	   41.1	   2	   3.5	  

Italian	   61.2	   36.7	   2	   1.3	   55.6	   42.2	   2.2	   3.4	   54.7	   45.3	   -‐	   2	  

Spanish	  (ES)	   58.1	   41.9	   -‐	   0.8	   33.3	   66.7	   -‐	   1.4	   45	   54.6	   0.5	   2.5	  

Chinese	   77.8	   22.2	   -‐	   0.2	   -‐	   100	   -‐	   0.1	   47.3	   52.7	   -‐	   2.4	  

Others	   46.8	   53.2	   -‐	   10.3	   48.3	   51.3	   0.4	   18.2	   53.5	   46.2	   0.3	   25.6	  

Unknown	   -‐	   -‐	   100	   0.1	   -‐	   -‐	   100	   2.6	   -‐	   -‐	   100	   2,4	  

total	   50.4	   48.5	   1.1	   100	   46.1	   50.1	   3.8	   100	   48.8	   48.2	   3	   100	  

 
Source: Own elaboration based on data extracted using Netvizz from the YOG’s Facebook page. 
 
6. Conclusions 
First of all, the nature of the actions that make up what we understand as engagement on 
Facebook hinders the task of drawing conclusions beyond a measurement of participation in 
strictly quantitative terms (Fernández Peña et al., 2015). The analysis based solely on large 
volumes of data complicates to manage the complexity of study of social networks. Therefore, 
we would suggest for future studies a more quantitative analysis approach. 
 
Posts with the highest level of engagement are those containing photos, offering content related 
to the opening and closing ceremonies, cultural moments that attract much of the users’ 
attention. In the cases of Singapore 2010 and Nanjing 2014, photos garnered by far the highest 
level of engagement, obtaining 83.1% and 92.3%, respectively. With respect to Innsbruck 2012, 
surprisingly, the photo format fell in popularity. Link and status gathered 46.2% of engagement. 
This number could be justified because the content with more engagement was a text (status) 
that ordered joining the Facebook page during the day of the opening ceremony (see Figure 2). 
 
On the other hand, the total of the three editions involved 13,664 active users that generated 
more than 100,000 interactions (likes, shares and comments). The most significant difference is 
the increase of active users in Nanjing 2014 (8,666 fans) compared to Singapore 2010 (3,677 
fans). The number of active users more than doubled, which confirms a growing interest of fans 
on the Youth Olympic Games Facebook page (see Figure 1). 
 
Regarding gender, particularly noteworthy is the fact that there is equality between the women 
and men who actively participated. However, as we have already pointed out, previous studies 



9 

have shown that the general level of participation in Facebook is higher among women than 
among men (Hampton et al., 2011; Fernández Peña et al., 2015). Therefore, this premise allows 
us to think that the male gender was more active in the present case. At any rate, as shown in 
Table 3, there are other significant differences about gender that have not been mentioned 
because they represent a low percentage of the total: Italian and Chinese (Singapore 2010) and 
Spanish, French and Chinese (Innsbruck 2012). Regarding the language of interactions with the 
YOG Facebook page, there is an absolute predominance of English (American and British), 
which is used by an absolute majority of people actively participating during Singapore 2010 
(76.7%), Innsbruck 2012 (56.2%) and Nanjing 2014 (46.5%). Principally, this is because the vast 
majority of the posts published on the YOG Facebook page were in English. It is also a 
remarkable fact that there were 25.6% active users in other languages during Nanjing 2014. 
Some of languages include Hungarian, Japanese, Portuguese and Thai. However, due to the 
nature of our study we have not delved further into it. Therefore, the IOC can present its 
contents on SNSs by translating its posts into languages other than English with the aim to 
reach other audiences. Moreover, German also had a prominent role in Innsbruck 2012, which is 
justified when we consider that German is the official language of Austria, the host country. 
 
Finally, the conclusions drawn in this paper can be useful for managing the IOC on Facebook in 
the next editions: the 2nd Winter Youth Olympic Games to be held in Lillehammer, Norway in 
2016, and the 3rd Summer Youth Olympic Games to be held in Buenos Aires, Argentina in 
2018.  On the Singapore 2010 YOG Facebook Page there were already 85K fans (Fernández 
Peña, 2011), and as of early 2015 it already exceeds 400K users. In this regard, the 
International Olympic Committee has a great opportunity to take advantage of the rise of the 
new social media, especially among young people, and to disseminate the Olympic culture and 
Olympic brand through social networks. 
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