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WELCOME! 
202,6 NATIONAL BENCHMARK STUDY 

And just like that, the joint teams at two of the nation's leading 
sport and tourism research firms, Longwoods International 
and Cimarron Globall Solutions, are back with the second 
edition of the 2026 Resident Sentiment Towards Sporting 
Events National Benchmark Study, presented by Miles 
Partnership. 

Just over a year ago, we published the inaugural 2025 edition 
of this landmark study focused on the crux of sports tourism: 
what residents actually think. The response was 
overwhelmingly positive, so we doubled down, expanded the 
data, and pushed harder to share the raw insights this 
industry needs. 

As we noted last year, sports tourism is navigating a critical 
inflection point. The past 12+ months have only amplified the 
pressure. Through Cimarron's proprietary Event Tiering 
System and a range of tracking metrics, we're no longer 
guessing at what's ahead for the sector. We're seeing it. 

None of this would be possible without our partners at Miles 
Partnership, who share our commitment to produc ing the best 
data and insights available anywhere in the industry. 

For this edition, we deployed an updated and expanded 
survey to a representative sample of 4,000 Americans in 
October 2025, gauging overall sentiment toward sport, 
appliying our Event Tier ing System, and cross-referencing 
against the outcomes communities ca re about most. The 
result: we no longer have to guess what residents think. We 
know. 

What follows is more data, more ins ight, and more actionable 
intel liigence, all in service of improving communities through 
sport. Thank you for diving in. 

Jennifer Stoll, PhD & Ami1r Eylon 
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""We no Iollger~ 

must guess what 
residents think 
about the work 
we're doing. 
We know." 

Jennifer Stoll, PhD 
President & CEO 

Cimarron Global Solutions 

Amir Eylon 
President & CEO 

Longwood s I! nternati ona I 
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KEY INSIGHT ONE 
Resident Sentiment 
Towards Sports Remains 
Strong 

KEY INSIGHT TWO 
The Overal l Integrity of 

Sport is a Noteworthy 

Concern 

KEY !INSIGHT THIREE 
Residents Overwhelmingly 

Perceive an Economic 
, Benefit from Sporting 

Events 

KEY INSIGHT FOUR 
Residents View Community 
and Youth and Amateur 
Sporting Events as Social 
and Cu ltural Boons 

KEY INSIGHT FIVE 
Residents Recognize the 
Pe rceived Benefits of 

Sport ingi Event-Related 
Media Exposure 

KEY INSIGHT SIX 
Perceived Negative 
Impacts of Hosting 

Sporting Events Should 

Not Be Over looked 



2026 NATIONAL BENCHMARK STUDY 

METHOD TO THE MADNESS 

AMERICANS 
We surveyed a panel of 4,000 
Americans representative of U.S. 

demograph ics. 

REPRESENTATIVE U .. S .. 
DEMOGIRAPHICS 
Ou r survey refl ects the U.S. 
popu lat ion by age, sex, household 

income, household size, and 
gieography as defi ned by the U.S. 

Census Bureau. 

CROSS-TABU ILATION ANALYSIS 
Ou r cross-tabulation data al lows for 
next- level insights t hat m ight 

otherwise go undetected. 

SPORTINIG EVENT 
TIERING SYSTEM 
Because no t wo sporting events are 
exact ly the same, we dove into t he 

nuances of perceptions across 
d ifferent types of sporting events, 

spann ing commun ities from smalll to 
large. 

SECTIONS FOR SUCCESS 

The 2026 Nat ional Benchmark Report 

is d iv ided into two ma in sections: 

GENERAL RESIDENT 

SENTIMENT TOWARDS 
SPORTS 

Covers loads of data about sports 
includ ing genera l sent iment, 

perceived personal benef its, sport 
participation, and the state of 

sports in communities. 

RESIDENT SENTIMENT 
DESIRED OUTCOMES IBY 

EVENT TIERS 

This section explores resident 
sentiment toward sport ing events 

by desired outcomes, using 
Cimarron's proprietary Event 
Tie ri ng System to h igh light 

differences in how specif ic types 
of events are perceived in the 

community. 
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THE PLAYING FIELD , 1/ 

RESIDENT SENTIMENT & SPORT TOURISM 
What do residents think about sporting events 

taking place in their communities? 

RESIDENT SENTIMENT 
What residents think about tourism. This has 
emerged as an essentia l Key Performance 

Indicator. 

HOW RESIDENT 
SENTIMENT SUPPORTS 

YOUR DESTINATION 

SPORTS TOURISM 
Continues to grow as an important sector for 
destinations nationwide. Like traditiona l tourism, 
we want to support positive outcomes and 

m itigate negative ones. We must continuously 
demonstrate the value of sport tourism. 

THIS STUDY 
Is the overlap of Resident Sentiment and Sports 

Tourism! 

Supports Destination 

Stewardship 

Improves 

Sustainabi lity 

Enhances Economic 
Development 

Informs Master 

Planning 

THE MEGA DEAL ABOUT THE MEGA DECADE 
We're now well underway into the decade of several major and mega events to be 

held on U.S. soil. The 2025 Ryder Cup and 2025 FIFA Club World Cup are in the rear 
view, and the 2026 FIFA Men's World Cup is now upon us! Quickly around the 

corner include the 2028 Summer O lympic and Paralympic Games in Los Angeles, 
CA, and the 2034 Winter Olympic and Para lympic Games in Sa 1lt Lake City, UT, 
with several others in between. The impacts of many of these events are no longer 

speculations but now rolling into rea llity ... for the good or the bad! 

© 2026 Longwoods International & Cimarron Global Solutions 



RESULTS AT A GLANCE 

This first section covers a variety of key metrics regiarding sent iment of sport. Fr01m 
a nationa l level to a commun ity leve l, and even down to the persona l leve l, these 
metrics provide an intriguing backdrop as to how Americans current ly v iew many 

aspects of the sports sector. 

Believe sport can 
unify people and 

communities 

86% 
Think sportingi 

events are giood for 

their commun ity 

Be lieve sports 
positively impact 

individua ls 

Believe sporting events 

positive ly impact their 
commun ity 

86% 
Think sporting 

events are good for 

their state 

Bel ieve their state 
benefits from a strong 

sport ingi event industry 



SECTION 1 

STRONG SENTIMENT 
TOWARDS SPORT 
Residents continue to see the positive impact of sports in their lives, 
communities, and the country 

Positive benefi ts of sporting events 
outweigh t he negative impacts. 

My community benefi ts from the 
sporting events industry. 

I support host ing m ore sporting 
events in my community. 

Youth sports are becoming too 
expensive. 

In general, I am encouraged by 
the future of sport . 

I support legal sports wagering 
in my state. 

I consider myself informed/u p-to­
date on news about sporting events. 

RESIDENT SENTIMENT TOWARDS SPORTS REMAIN STRONG 

Resident sent iment toward sports is overwhelm ing ly positive, with strong 

agreement that sports unify comimunities (89%), positively impact individuals 
(87%), and benefit the ir state (86%). Percept ions of sport ing events also 

outperform tourism overa ll, w ith residents more likely to say sporting events 
benefit t heir state (86% vs. 72%) and that their posit ives outweigh negatives 
(78% vs. 65%). 

© 2026 Longwoods International & Cimarron Global Solutions 



INTEGRITY 
OFSPORT 
While Americans value sports, concerns about integrity and 

ethics remain significant. 

POINTS OF CAUTION 

On ly 52% of respondents feel sporting events 
are bei ng conducted with a hig h level of 
honesty and ethics. 

Additionally, t he fact t hat 44% of respondents viewed 
cheating/co rruption as being p reva lent in sporting events 
fs a worrisome metric. 

Final ly, on ly 62% of those surveyed were encou raged by the 
future of sport. 

TRUST IS THE WEAKEST DIIMENSION 

Only 52% believe sporting events are conducted ethically, and 

44% believe cheating is prevalent, indicating a credibility 
gap that could undermine long-term support. 

KEY INSIGHT TWO 

THE OVERALL INTEGRITY OF SPORT 
IS A NOT'EWORTHY CONCERN 

While 78% of respondents agree that t he benef its outweigh t he negatives 
regard ing sporting events, only 52% agree that sporting events are conducted 

with honesty and ethics. Overall, Americans love sports and believe in t he ir social 
value, but t he perception of a lack of integrity in sports is a noteworthy concern. 



SUPPORT ACROSS 
THE GENERATIONS 
BROAD SUPPORT FROM AILL AGES 
Across nearly every item assessing General Sentiment Towards 
Sports metrics, majorities in al l generations agree or strong ly agree 

that sporting events provide both individua l and community- level benef its. 
For example, two-th irds (66%} of respondents who previously and/or cu rrently 
partic ipate in sports agree or strong ly agree they receive persona l benefits from 

partic ipating in sport activit ies, and near ly three-fourths {73%) of respondents 
bel ieve their community provides adequate physical 

education opportun ities for its youth. 

SUPPORT FOR WAGERING DROPS WITH AGE 

This is one of the dearest generationa l divides. 

• • • • • • tttttt 
Gen X, Gen Z & Millennials: .... 61-67% support (agree 

or strong ly agree) lega l sports wagering in their state. 

Boomers: ~40% support (agree or strongly agree) 
legal sports wagering in their state. 

RELATED STUDY 

GENERATIONS 

GENZ (78-28) 

Digital natives, social 
media era, smartphones 

Millennials (29-44) 

Digital growth, 

experiences, internet, 9/77 

GEN X (45-60) 

Independence, MTV, 
adaptability, PC era 

Boomers (61-79) 

Postwar prosperity, loyalty, 

civil rights, moon landing 

A recent study by Dwyer (et al. 2025) revea led that younger bettors show stronger 

impu lsivity, overconf idence, and illlusion of contro l, wh ich drive higher betting 
amounts.. Older bettors display reduced cognitive distortions and greater awareness 

of uncertainty, leading to more cautious betting behavior and lower support for 
legal ized sports wagering, reflecting a generationa l shift toward risk aversion as 
individuals age. 

© 2026 Longwoods International & Cimarron Global Solutions 



PUBLIC FUNDING 

I support public fu nding for youth and 
amateur sports faci lity development in my 
community. 

I support public fund ing to host sporting 
events in my state. 

I su pport pub lic funding for professiona l 
sports facility development in my 
community. 

PERSONAL BENIEFITS Q,f SPORT PARTICIPATION 
Base: Respondents who have or currently participate in recreational or 

competitive sports 

I rece ive personal benefi ts from 
parti cipat ing in sport activities. 

I receive personal benefi ts from 
part icipating in sporting events. 

Sport part icipation is an important part of 
my life. 

66% 

60% 



SECTION 1 

YOUTH SPORTS IN 
COMMUNITIES 
BENE ITS OF SPOIRT PARTICIPATION OR CHILDREN 
Base: Respondents with children who have or currently participate in recreational 
or competitive sports 

Sport part icipation is an importa nt part 
of my ch ild(ren)1s life. 

My ch ild(ren) receive persona l benefits 
from pa rticipati ng in sporting events. 

My chi ld(ren) receive persona l benefits 
from pa rticipati ng in sport activities. 86% 

YOUTH SPORTS COST CONCERNS ARE HIGH ACROSS Atl AGES 

8 A majority in every generation believes youth sports are becom ingi too 

expensive. When surveyed, 68% to 75% of respondents agiree or strongily 
agree. 

38% 

A CONCERN TO NOTE 
Affordabi lity concerns are risingi: 71% say youth 
sports are becoming too expensive, 
suggesting cost barriers may be driving the 

low concern about youth participation decline 
(38%)-people may see the issue but feel 
powerless to address it. 

© 2026 Longwoods International & Cimarron Global Solutions 



STATE OF SIPORTS IN YOUR COMMUNITY 

Development of yout h & amat eu r sport 
fac ilit ies benefit s both residents & visitors. 

My com m unity provides adeq uate rec reat ional 
& competit ive sport participation opport unities. 

My com m unity provides adeq uate physica l 
ed ucation opport unit ies fo r its yout h. 

In g eneral, I am encouraged by the fut ure of 
youth sports in my community. 

There are adeq uate sport support personne l 
(coaches, off ic ials/referees, vo lunteers). 

Yout h special ization (part ic ipating in just one 
sport) is an issue in my com m unity. 

Yout h decl ine in sport pa rt icipation 
(recreat iona l and competit ive) is a problem. 

YOUTH & AMATE 1UR SPORTS 

66% 

38% 

Americans see youth and amateur sports as the most 
universallly beneficial t ier-economica lly , soc ially , and 
cu ltura lly. Th is is t he strongest consensus area in t he 

ent ire dat aset. 



SECTION 2 

DESIRED OUTCOMES 
BY EVENT TIERS 
A NEW V EW ON THE DATA 

Section 2 explores how res idents perceive the impacts of different types of sportingi 
events- from local community races to globa l mega events .. The study examines 

how each event tier performs across key outcome categiories includ ing economic, 
exposure, social and cultural, and infrast ructure and environmental impact. 

DESIIRED 
OUTCOMES 

Econ,omic 

Exposure 

Social & Cultura I 

Infrastructure & 

Environmenta I 

TIER 1 TIER 2 

Mega Major 

- -- -- e, 

- e, 

Tl1ER3 TIER4 

College & Youth & 

Professional Amateur 

I - I -- -- -- -
CIMARRON'S PROPRIETARY EVENT TIERING SYSTEM 
Tier 1 - Mega Sporting Events 

TIER 5 

Commu nity 

----
Globa l events with international audiences and massive media attention. 

Tier 2 - Major S1porting Events 
Higih-profile annual events with major attendance and media coveragie. 

Tier 3 - College & Professio1nal Sporting Events 
Regular co llegie and pro events with strongi spectator interest. 

Learn More 

Tier 4 - Youth & Amateur Sporting Events 
Amateur competitions featuringi loca l and travelingi participants. 

Tier 5- Community Sporting Events 
Local recreational events focused on community participation. 

© 2026 Longwoods International & Cimarron Global Solutions 



~~ 
ECONOMIC IMPAC~ 
COMPARISON 

--

Exploringi several factors re lated t o perceptions of economic impact, or t he return 
on t he investment (ROI) generated by hosting sport ing events. These impacts 

include elements such as spending, overnight visitors.job creation, and more. 

HOSTINIG THIS TIER OF SPORTING EVENTS ... 

Benefits t he I oca I 
economy. 

Increases spending by 
v is itors in our 
community. 

Resu lts in more visit 
staying in our local 
accommodations. 

ors 

Creates more loca l j o bs. 

ue Generates tax reven 
fo r my commun ity t 
wou Id not otherwise 

hat 

occur. 

Attracts too many 
visitors m aking it 
difficult for resident 
enjoy loca l restauran 
and businesses. 

s to 
ts 

I 

TIER 1 TIER 2 

Mega Major 

89% 

90% 90% 

89% 90% 

84% 85% 
- ~ 

84% 86% 

53% 46% 

TIER 3 

College & 
Profess ional 

90% 

88% 

81% 

84% 

40% 

I• 

TIER4 

Youth & 
Amateur 

82% 

76% 

65% 

73% 

38% 

TIER 5 

Com,munity 

85% 
◄ 

81% 

69% 

77% 

36% 



PERCEIVED 
ECONOMIC BENEFITS 

KEY INSIGHT THREE 

RESIDENTS OVERWHELMINGLY PERCEIVE ECONOMIC 

BENEFIT FROM SPORTING EVENTS 

Across a ll tiers, residents agree or strongly agree sporting events benefit t he loca l 

economy, w ith 89- 97 % agreement for Commun ity, Co llegiate/Pro, Major, and Mega 
events. 

Most people watch Major and College/Professiona l sporting events-but fa r fewer 

travel to them, t hus reducing t he potentia l econom ic impact of sporting events. In 
other words, greater econom ic impact is achieved when people t rave l to sporting 
events to participate or spectate, not when 
they watch them from home .. While there 
are numerous contributing factors for these 

decisions, t icket and/or travel cost, event 
location, and perceived 

safety at sporting 
events, a ll i1mpact 
res idents' decisions to 

attend games in person. 

Watching on1 TV 
or Online 

Traveling to 
Attend 

YEAR-OVER-YEAR COMPARISON 

TIER 1 

Mega 

32% 

7% 

TIER2 TIER 3 

Major 
College & 

Professf onal 

68% 59% 

29% 30% 

More respondents watched College/Professiona l and Maj or sport ing events on 
TV/on line t han t hey d id in 2024. College/Professional sporting events viewership is 

up five points (59% in 2025 vs. 54% in 2024), with Major sporting events up 7 points 
(68% in 2025 vs. 67% in 2024). These remain the two most popu lar categories of 

events when it comes to TV or on line viewersh ip. 

89% of respondents agreed or strong ly agreed that hosting Community sporting 

events benefits t he loca l economy (up 4 points over the 2024 study}. 

© 2026 Longwoods International & Cimarron Global Solutions 



SECTION 2 

POINTS OF CAUTION 

Despite the sheer volume of these tiers of events, resident perception of job 
creation is notably lower for Community (69%) and Youth & Amateur (65%) events. 

73% of respondents agreed or strongly agreed that Youth and Amateur sporting 
events generate tax revenue for their community that would not otherwise occur, 

demonstrating1 their awareness of the perceived financial impacts of hosting this 

tier of event. 

Whi le hosting sporting events may boost economic benefits, residents report 
much higher congestion concerns for Major (46%} and Mega (53%} events than for 

sma ller events. Operational impact should be assessed in proportion to both 
event and community size. For example, a large Youth and Amateur event can sti ll 
create significant congestion in a smal ler host community. Residents shoulld 

weigh event size and type against local infrastructure and support capacity rather 
than event tier alone. 

ANALYSIS HIGHL,IGHTS 

* Economic optimism is universal, but perceived benefits scale with event 

tiers. Larger events are seen as stronger economic engines. However, 
numerous research studies dispute the accuracy of economic gains among Major 
and Mega events. It is important to understand that actua l performance does not 

always correspond with projected econoimic performance, and local officia ls must 
utilize honest evaluation to provide prudent stewardship of public resources. 

* Mega events trigger the highest resident burden, with 53% saying they 
attract too 1many visitors, making it difficult for residents to enjoy local 

restaurants and businesses, signaling a tradeoff between economic gain and 

quality-of- life strain. 

* Sports consumption is high, but travel is limited-· likely due to cost, time, 

accessibi lity, and economic and geopolitical climate. This gap is important 
for tourism and event-hosting strategy. 



SECTION 2 

SOCIAL& 
CULTURAL IMPACT 
Beyond solely economic impact, hosting sporting events can also drive retu rn on 

mission, or ROM, initiatives such as increase in part icipat ion, enhancement of 

qua lity of life, civic pride, or increased volunteerism .. Sometimes deemed " intang ible 
benefits" of sports, this subsection explores res ident sentiment towards a variety of 

these ROM factors. 

Hosting this tier of 
sporting events ... 

Creates opportunities for 
loca l sport participation. 

Helps develop loca l 
sport programming in 
my comm unity. 

Improves the quality of 
life for residents in my 
community. 

Creates opportunities for 
residents to connect 
with one another. 

Improves the hea lth and 
wel lness of my 
community. 

Enhances the sense of 
pride in my community. 

Creates long-term 
positive impacts for my 
community. 

TIER 1 

Mega 

66% 

82 % 
L 

0 

0 

0 

TIER2 

Major 

69% 
,-

82% 

66% 

83% 

I 

80% 

TIER3 

College & 

Professional 

85% 
-

68% 

84% 

82% 
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TIER4 

Youth & 
Amateur 

85% 

87% 

78% 

84% 

84% 

I 

TIER 5 

Community 

86% 

7 

8 

8 



KEY INSIGHT FOUR 

RESIDENTS VIEW COMMUNITY, YOUTH AND AMATEUR 
SPORTING EVENTS AS SOCIAL AND CULTURAL BOONS 
Community and Youth & Amateur events consistently out perfo rm larger sporting events 
in perceived socfal and cultura l benefi ts. For example, though a relat ively narrow spread, 
89% of respondents ag ree or strongly ag ree Community events create opportunities fo r 
residents to connect with one another, compared to 82% fo r Major and Mega events. 

RELATED STUDY 
Xu and Sato (2025) found that most large one-off sport ing events generate only 
tempora ry economic, socia l, and infrastructu re benefits, which fade after the event ends. 
In contrast, recu rring events create longer-term social and tourism benefits by building 
familiarity, community attachment, and ongoing resident engagement. 

YEAR-OVER-YEAR COMPARISON 
86% of pa rents agree their ch ild ren benefit from sport part icipation, down slightly from 
89% in 2024. While stil l h igh ly positive, t h is decli ne is worth monitoring g iven growing 
rel iance on t he Youth & Amateur Sports sector. 

POINTS OF CAUTION 
Resident perceptions of community hea lt h benefits decl ine as event size increases. 
Yout h & Amateur events received stronger ratings fo r quality of life (73%). health and 
wellness (78%), and long -term community impact {84%) than mega events (66%, 65%, 
and 76%). 

ANALYSIS HIGHLIGHTS 

* Bigger events are not always perce ived as better, with socfa l benefi ts declining as 
event size increases. 

* Community- level events are viewed as the jjsweet spot" for social cohesion and 
. part icipation, while larger events are often prioritized for economic impact. A 

balanced event portfo lio shou ld aim t o maximize both retu rn on mission (ROM) and 
ret urn on investment (ROI). 

RELATED STUDY 
Deloitte (2026) found sports districts are increasing ly being designed as yea r- rou nd 
comm unity hu bs t hat provide jobs, youth prog ram s, wellness initi at ives, and neighborhood 
revit alization. As public investment g rows, long-term community impact is becom ing just as 
importa nt as financial return. 



,· 
WHAT THE RESULTS MEAN 

• • 

• 
• • 

Overwhelmi ngly posit ive sentiment exist s among Americans towa rd 
the U.S. host ing the FIFA World Cup, ra nging from 63-80% across al l 
metrics w ith the highest benefit being perceived opportunity for 
cultural engagement. This f inding hig hl ights t he interest respondents 
have in the m ulti-cultu ral aspect of this worldwide mega event . 

Despite reported rising costs, respondents are still favorable that the FIFA 
World Cup will result in long-term economic benefits for the U.S. Bea r in 
mind, t hese results do not mea n there wil l be long-term econom ic benefi ts, 
but rat her respondents thoug ht t here would be at t he t ime of data 
collection. It's im portant to recogn ize those are two d iffe rent t hings. 

For a country t hat prides itse lf on, wel l, pride, it seems interesting that 
slightly less than 70% of respondents expressed pride that the U.S. is 
hosting the Fl1FA World Cup. W hile stil l favorab le t owards t h is metric, we'l l 
have to wa it and see how t he event unfolds . 

,.. © "2026 Longwoods International & Cimarron Global Solutions 
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- HOSTING ACROSS THREE COUNTRIES 

€9 . (C) CD) 
-r-- --------,---

UNITED STATES CANADA MEXICO 

11 Host Cities 2 Host Cities 3 Host Cities 

• • • • . . . . . • • • 
• • • . . • 

HERE'S WHAT AMERICANS THINK 
ABOUT KEY ASPECTS OF THE EVENT -

• • • • . • • • • • • • • • ••••• • • • • •••• • • 

80% of respondents either ag reed or strongly 
ag reed t hat host ing the FIFA Wor ld Cup will 
create cultural engagement opportunities. 

71% of respondents either agreed or strongly 
agreed t hat host ing the FIFA Wor ld Cup will 
resu It in long-term economic benefits. 

• • •••• • • 
• • • •••• . • • • • • • 

• • • • • • 
• • • • • • . . . . . 

. . . . 

Just over two-th lrd s of respondents (69%) either 
ag reed or strong ly agreed t hat they are proud the 
U.S. is hosting the FIFA World Cup. 

. . 

Whi le another 69% of respondents elther agreed ot . _ 
strong ly ag reed that hosting t he tourna ment will resulth~ . •. - • 
long-term positive impacts and j ust about two-thi rds · • . •. • •. • •. · • • 
believe host ing the event will improve the U.S.'s image~ · . •. • _-• • .• · • .•. • · 

-~- •· ... ·. · .~ . . . . . . . . . . . . . 
The lowest leve l of agreement came in at 63% of . .' • • • • .' • • • •. • . . .. . . . . . . 
respondents who elther ag ree or strong ly agree . • • • . : : • • • : • . . ... 
the U.S. is prepared to host the FIIFA World • . : : • • •. 

- - . . ..... . 
Cup. • . . . · • 

.. . ~· -.· ·, . . -~ 

, 



SECTION 2 

REPUTATION, 
MEDIA & EXPOSURE 
Visibility for a community derived from hosting notable sporting events is often 

one of the key decision-making drivers for hosting and investment. But what do 
res idents think about the reputation, media, and exposure impacts of hosting 
sporting events? This outcome subsection dives into several key metrics. 

Hosting this tier of 
sporting events ... 
Improves my 
communfty1s im 
residents. 

age to 

Improves my 
community's im age to 
visitors. 

ss about Ra fses awarene 
all my com mun ity has to 
offer. 

Gives people a reason to 
visit my community who 
wouldn 1t otherwise visit. 

Creates media exposure 
(TV, newspapers, social 
media, online, etc.) for 
my community. 

TIER 1 TIER2 

Mega Major 

80% 80% 
~ 

85% 85% 

84% 83% 

91% 89% 

91% 90% 

~ 

TIER 3 

College & 
Professional 

80% 

84% 

80% 

89% 

86% 

I 
,---

TIER4 

Youth & 
Amateur 

79% 

81% 

80% 

82% 

72% 

• 

TIER 5 

Community 

79% 

81% 

81% 

83% 

76% 

Major and Mega sporting events are viewed as the strongest brand 
builders, generating the highest levels of community awarene.Ys 

and ,nedia exposure among all event tiers. 

© 2026 Longwoods International & Cimarron Global Solutions 



KEY INSIGHT FIVE I 

RESIDENTS RECOGNIZE HE PERCEIVED BENEFITS 
OF SPORTING EVENT-RELATED MEDIA EXPOSURE 

Reputation and exposure benefits increase with event size, peaking with Major 

and Mega events. For example, 91 % of respondents agIree or strong ly agree that 
Mega events create med ia exposure, compared to 76% for Community events. 

INTEGRATING MEDIA REACH TO TOURISM 

A December 2025 art icle from Miles Partnersh ip "Scoring from International 

SQorting Events" high ll ights now internationa l sporting1 events offer destinations a 
rare chance to reshape and elevate the ir giloba l reputat ion by p lacing them at the 
center of massive, mu ll t i-p latform media coveragie. Broadcast visibi lity, digita l 

storytelling, and socia l media amplif icat ion can introduce a destinat ion 1s cu lture, 
attract ions, and identity to mi ll ions who may have never considered visiting. The 

art ide emphasizes the importance of integratingi th is inva luable med ia reach in 
pract ica l ways with the tourism industry and community includ ing offic ia l or 

unofficial fan zones o r watch part ies at loca l bars and restaurants, suggested 
it ineraries or touring routes around the event(s), and cooperative marketing 
opportunities for loca l businesses to reach sporting event visitors. 

POINTS OF CAUTION 

Resident percept ion that sporting events improve the community's image to 
residents is re lative ly flat across t iers (79- 80% agree or strong ly agree}, suggestingi 
lim ited d ifferent iation .. 

ANAL VSIS HIGHLIGHTS 

* Major and Mega events are the strongest brand bui lders, driving the 
highest awareness (Major: 83% and Mega: 84%) and media exposure 

(Major: 90% and Mega: 91%) accord ing to respondents who agree or strongly 
agree these benefits are realized when their communities host events at this 
tier level. 

https://www.milespartnership.com/how-we-think/article/scoring-international-sporting-events-power-potential-tourism
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SECTION 2 

INFRASTRUCTURE & 
ENVIRONMENTAL 
Beyond RO I and mission -related outcomes, sport ing events affect res idents 

through infrastructure and environmenta l changes. Some of these impacts are 

d iscussed below. 

TI ER 1 TIER 2 TIER 3 TIER4 TIER 5 
Hosting this tier of College & Yout h & 
sporting events ... Mega Major 

Professional Amateur 
Community 

Negat ively im pacts t he 
loca l environment in my 40% 35% 29% 26% 28% 
commun ity. 

Should promote 
envi ronmenta lly friend ly 
p ractices among 
spectators and 

76% 73% 72% 72% 74% 

pa rt i c i pants. 

Creates too much 
con g est ion and st rain on 
my com mu nity1s 

50% 45% 37% 29% 33% i nfrast r uctu re (e.g., 
roa ds, traff ic, emergency 
services). 



KEY INSIGHT SIX I 

PERCEIVED NEGATIVE IMPACTS OF HOSTING SPORTING1 EVENTS 
SHOULD NOT BE OVERLOOKED 

Environmental and congestion concerns rise sharply with event size. Mega events 
show the highest perceived negative environmental impact at 40% (agree or 
strongly agree) and the h ighest congestion strain at 50%. People like the prestige 

and economic upside of Mega events, but they're far more worried about 
downsides compared to smaller events. This suggests communities may support 
Mega events only with strong mitigation plans. 

POINTS OF CAUTION 

Envi ronmental i1mpact concerns: 35% of respondents agree or strongly agree 
Majo1r sporti1ng events negatively impact the local environment and th is number 
rises to 40% for Mega events. 

45% of residents agree or strongly agree Major sporting events create too much 
strain1 on their community's infrast ructure strain and 50% have similar concerns 
about Mega events. 

ANALYSIS HIGHLIGHTS 

* Mega events carry the heaviest perceived burden, with half (50%) of 

respondents citing infrastructure strain. This percentage dropped by 4 
points com pa red to the 2024 study. 

* Support for environmentally friendly practices is strong, with 72- 76% of 

respondents agireeing or strongly agreeing eco-friendly practices should 
be promoted. Sustainability is now a baseline expectation, not a bonus. 



There you have it, another com pell ling round of research by the Longwoods 
International and Cimarron Globa l Solutions teams shedding more .light on the 
foundations of the sports tour ism industry. While this report contains only a 

fract ion of the intelligence to be ga ined throug h ou r custom data poo l, we've done 
our best to d istil l it down to the essence of c ri tical data points and analysis our 

team of experts see impacting t he industry today, and in the future. 

There is no doubt res ident senti1ment toward sports overall, and sport ing events is 

high; however, th is report has revea led that when you d ig beyond the impressive 
numbers, factors such as negative impacts, integrity of sport, and generational 

trends are lurking under the surface deserving due attention. Sports and sports 
tourism can be cata lyst s for t remendous good in a comm u nity, when stewarded 
appropriate ly. 

As th is sect or continues to grow, the impacts - both good and bad - become 

magn ified. Like any ecosystem, ifs del icate and should be handled with care so as 
not t o negate t he posit ive desired outco1mes.. Data from this report are key too ls for 
pract itioners to ga in a deeper understand ing of what their core const ituencies -

the ir community's res idents - th ink about sporting events taking p lace in their 
locale. The information cont ained in t his repo rt is a vita l resource t o monitor and 

ref ine indust ry practices to ach ieve the overal l goa l: i'mproving commun ities 
througlh sport! 

© 2026 Longwoods International & Cimarron Global Solutions 



Like any research, the data and insights contai n ed in t h is report are only as 

va luable as your ability to use it. So here are some tips on how: 

1. COMPARE TO 2025 STUDY RESULTS 

They say th ree's a trend ... and w e're almost t here! The next iterat ion of t h is 

report will al low our research team to draw on t rends, but th is second year 
of the study allows for important year-over-year (YOY) comparisons that 

may p rov ide advance clues of trends to watch in t he future. 

2. USE DATA FOR ADVOCACY EFFORTS 

There are two sides to the advocacy sword: First, use strong data to support 
the efficacy of your work. Second.just as importantly, identify perceived 

weaker data to Qllean insight as to where your work - or its message!. - is 
lacking support. 

3. DISCOVER INDUSTRY NUANCES 

Look beyond simply t he mai n data point and ask yourself 11 why?" this may 
be the case. Remember, t here are real people w ith real t houg hts, attitudes, 
and beliefs beh ind t his data, so take the time to go a step fu rthe r in your 

understand ing of their responses. 

4. DRIVE BETTER BUSINESS DECISIONS 

Don't 11set it and forget if'. As you exp lore deeper mea n ing here, and ponder 

our expert key insig hts, use that information to ma ke changes in you r 
operations and then measure sh ifts in resu lts. 

5. DEPLOY WISER STEWARDSHIP OF RESOURCES 

Remem ber, you are li kely a steward of your co,mmun ity's resources, so you 
have a profound obligation to use them w isely. Use t h is report to gi lean 
insight as to where those resou rce may need adjusting . 
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