Electronic sports (also known as eSports or
competitive gaming) is a term for organized
video game competitions, especially
between professionals.

eSPORTS

Video games now bring in $71 billion in annual revenue.
More than the music business
and fast catching up to Hollywood.

The growth explosion of eSports is in direct correlation
to the growth explosion of the internet and social media.
On the internet platform, gamers of all skill levels can play on their own, collaborate
with others, form partnerships, watch other participants play or film their own
games and post them.
eSports has tens of millions of novice participants. Just like novice participants in
physical sports, these novices want to watch the best in the world play.
For the exact same reasons that people watch and go to live professional sporting
events, are the exact reasons people watch and go to live eSports events. Whether
for pure entertainment, social reasons, love of the game or wanting to enhance
their own skills, eSports has loyal fans with huge spending power.
Top advertisers, internet sites and the networks have all taken notice.

A Brief History
1980’s
Atari held the first video game competition, the Space Invaders Tournament, in 1980. It
attracted more than ten thousand participants. This tournament, and others like it in following
years, sowed the seeds of what would eventually become eSports.
1990’s (First Person Shooter)
By the time the 1990s came around, tournaments for arcade and console games had become
increasingly common, with companies like Nintendo and Blockbuster sponsoring world
championships. 1997’s Red Annihilation tournament for the first person shooter (FPS) “Quake”
is widely considered to have been the first real instance of eSports, drawing over 2,000
participants. The winner received a Ferrari.
2000’s (Real-Time Strategy)
Most eSports focused on first person shooters, sports games, and arcade-style games, but
the 2000’s also saw the release of the breakout of RTS (Real-Time Strategy).
While shooters focus on twitch skills and fast reflexes, RTS games also require careful thought
and long-term planning and have been compared to a modern version of chess.
Major League Gaming launched in 2002 and is now the largest and most successful of the
eSports leagues, featuring numerous games in a variety of genres – from shooters to RTS
games – and offering lavish prize pools.
2010’s (Multiplayer Online Battle Arena)
A relative newcomer to the eSports world is the MOBA, or (Multiplayer Online Battle Arena).
MOBAs are similar to RTS games but allow players to control only a single hero on the
battlefield. This forces them to rely on other players to defeat the enemy army. MOBAs
have exploded in popularity and now dominate much of the eSports world.
The Future
As video games become ever more popular, so too do eSports. The more people play games,
the more potential fans of eSports there are. And as games grow more advanced, they become
more exciting for spectators.
eSports tournaments continue to grow in size and viewership, and each year brings them closer
to the level of popularity and acceptance enjoyed by physical sports.

eSports A Quick Overview

eSports
Most men and a lot of women have played
video games at least once in their lifetime.
Only a few of them have developed skills in
this game suitable to compete on a professional level. Nonetheless, millions enjoy
watching eSports on the internet or live and
the worldwide frenzy unites the people
around the globe.

remained the same. Therefore, a good
marketing strategy can be based on this
infinite storytelling. eSports events are highly
emotional and observed by communities.
This helps brands reach their audience on an
intimate level. If done right, a marketing
campaign in eSports can be more effective
in terms of brand awareness compared to
classical advertising.

Grand-scale Audience
Although a lot of people have never heard of
eSports, the audience of eSports tournaments
is huge. Taking place in
North America, Europe and
Asia, these events draw
millions of viewers.

A Young Emerging Market
eSports has grown massively over the last two
years and it is here to stay. Amazon invested
almost a billion US dollars
into Twitch.TV – the largest
platform for gaming and
eSports content in 2014,
and subsequently got alot
of attention from the mainstream media. Competitive
gaming will play a major
role in future marketing
strategies of consumer
brands.

Over 27 million viewers
tuned in to watch The
League of Legends finals in
Korea. This makes eSports
attractive to consumer
brands targeting young
adults. In the wake of the
competitive gaming scene,
endemic brands like Intel
discovered the marketing
potential early. Currently, there are many
non-endemic brands from sectors like foods
& beverages, financial services and the automotive industry that have signed big
marketing deals with eSports businesses.
Endless Storytelling
Traditional professional sports have not
changed much over the last few decades
and yet they still create new stories on a
daily basis.
The same can be said about eSports. While
games are succeeded by new titles due to
developments and technology, the basic
principles of competitive tournaments have

eSports is Mainstream in
Many Countries
Over 1 percent of the world
population is engaged in competitive video
games each month. Considering that most of
them come from industrialized nations of the
northern hemisphere in America, Europe and
Asia, the cultural impact of eSports games
can be considered as mainstream in those
countries.
Timing
The scene is still very fragmented and dominated by a few big players in an almost
impenetrable jungle of start-ups, game titles,
teams and event organizers but with more
attention and more money coming in, it
will consolidate very quickly. Brands and
businesses which start to set their claims in
this industry now have the chance to benefit
from this atmosphere of pioneering.

Demographics of eSports
The average Competitive Gamer is 16-26 years old, 85% male
Student or early in their career
Active, social, communicative
Technology-oriented
Multiplier, innovator, early-adaptor
Very strong buying influencer
The social media generation

Of all eSports viewers
40% do not play any of the top
eSports franchises. Another sign that
gaming is becoming a spectator “sport”.

Today, There is no difference between
the “Cool Kids” and Gamers.

Global eSports Audience in 2014
There are 205 million people globally that watch esports. These viewers can be divided into 4
distinct categories:
Occasional viewers: 117 million people.
Occasionally watches professional and amateur competitive gaming.
Regular viewers: 56 million people.
Regularly watches professional and amateur competitive gaming.
Occasional viewers/Participants: 19 million people.
Watches & sometimes participates in (amateur) championships.
Regular viewers/Participants: 13 million people.
Watches & regularly participates in (amateur) championships.

The Valuable eSports Enthusiast
Big spenders and heavy digital media consumers

The eSports enthusiast is extremely valuable
for big brands, digital media providers and
headset manufacturers alike. Participants &
viewers are more likely than the total population to have a Netflix or Spotify subscription,
to have a high income, a full-time job and to
shop more frequently. This target group is
also much more likely than other gamers to
spend big on the latest hardware devices
including gaming peripherals.
•

29% Has a headset budget over $100
vs. 13% of all gamers.

•

53% Has a full-time job
vs. 37% of the total population.

•

41% Owns an iPad
vs. 29% of the total population.

•

30% Is in the high income bracket
vs. 22% of the total population.

North America is one of the fastest growing
regions in the world for eSports with 14
million enthusiasts and another 18 million
occasional viewers in 2014, says Newzoo
CEO Peter Warman. Global awareness of
eSports will grow at a compound annual
growth rate of 21.6% over the next three
years, he adds, generating worldwide
awareness of e-sports for some 1.2 billion
people by 2017.
In Korea, which is considered the birthplace
of eSports, there are two networks dedicated
solely to pro gaming. Sepso says the primary
benefit of eSports content on TV is to
introduce the sport and the personalities to
new audiences.

Gamers who are playing video games
are spending less time:
58% playing board games.
49% watching TV.
47% going to the movies.
44% watching movies at home.
eSport Viewing
Unlike your average viral Web video, an average eSport viewing session spans 28 minutes—
longer than the runtime of a sitcom. In 2014, 58% spent more than 20 hours a week on the
service and the average user watched 106 minutes of gameplay per day. As an example,
one very popular online game, League of Legends, has 93 million monthly unique players.

Gaming has more YouTube followers than news,
movies and education combined.

eSports Platform
Twitch.com, the leading social platform for eSports

Founded in June 2011, Twitch is the world’s leading social video platform and community for
gamers. Each month, more than 100 million community members gather to watch and talk
about video games with more than 1.7 million broadcasters.
By the Numbers
• 100+ million unique viewers per month
• 1.7+ million unique broadcasters per month
• 12,000+ members of the Twitch Partner Program
• 106 minutes watched per person per day
• 2+ million peak concurrent sitewide viewers
Why do users broadcast?
It represents a compelling new social network to connect with friends and fans over a shared
love of games. Many broadcasters are making a living on Twitch based solely on how they entertain and interact with their audiences.
Why are users watching others play video games on Twitch?
People enjoy watching others who are highly skilled or entertaining when it involves a shared
interest. Twitch, however, is much more than a viewing experience. It is live social video that
relies on audio and chat to enable broadcasters and their audiences to interact about
everything from pop culture to life in general as they game.
What are they watching?
•

Publishers/Developers: Every major video game publisher and developer has a
Twitch channel.

•

Editorial: All of the top video game media sites have a Twitch channel.

•

Esports: Competitive gaming has its own ecosystem with shows and events
dedicated to this growing sport.

•

User Generated Programming: Original content created by community members, whether
it’s casual gaming with friends, a unique subculture like speedrunning, or a Twitch Plays
game built with chat-driven gameplay.

•

Charity: Millions have been raised by charities using Twitch as platform.

$1,000,000,000 Paid for Twitch.com

Amazon purchased video game streaming site Twitch for more
than $1 billion to edge past Netflix and Youtube in a race for younger viewers.

The Live Experience of eSports

Let’s go watch a game!

The Emotions of an eSports Event

This invitation seems pretty normal in classic
sports like football, basketball or rugby. It’s
exactly the same in competitive gaming!
People gather to watch eSports. They don’t
do this in small groups at home but in huge
arenas to witness how professionals show off
their astonishing skills.

The whole staging of an eSports game is
professional in every detail, it is large and
perfectly orchestrated show. Starting with a
crowd warmer getting the audience in the
mood, there is also amazing displays of
technology, lightshows and sound.

The eSports Arena
Like in many other sports, eSports has a
certain setup of an arena. The central element
is a stage where the players are seated. Each
place includes a gaming PC, a monitor,
headphones, input devices and sophisticated
seating. It’s common that players bring their
own preferred peripheral equipment like
headphones. In order to eliminate discussions
about unfair hardware configurations, the
computers are preset.
Another important aspect of this design are
the big screens, where live edited footage of
the game is displayed. Like in sports arena, a
live feed from the game is casted, additional
information edited in, replays are shown and
during breaks presenters discuss recent game
moves.
Commentary Similar to Traditional Sports
The sportscasters are situated in their own
booth. They comment the game for the
audience, adding much to the excitement of
the situation with their encouraging input.
The setup is often completed by an interviewing zone or a special area for the presenters of
the game show. Well known hosts introduce
the game, interview the players and guide the
audience through the experience.

Whoever has experienced the tension and
excitement of a live sports event, will know
how it feels watching an eSports game live.
The emotions climax whenever a player or
team scores. Spectacular situations and the
display of superhuman skills make the crowd
go crazy and people literally chew their
fingernails when their favorites get under
pressure.
The atmosphere created by the audience
by cheering for their idols who are on the
stage changed quickly from high tension into
outbursts of excitement. The experience
was comparable to sporting events such as
football or basketball.
eSports is More than Gaming
eSports adds another dimension to gaming.
Similar to classic sports, the audience gives
eSports its depth. Like in football, it is just one
side of the coin to play a match together at
the local football pitch but the other side is
experiencing a professional game together
with family, friends and hundreds or thousands
of other fans. Since eSports events become
bigger and more professional each year, it’s
no surprise why millions around the globe
love to spend their spare time watching progamers go head-to-head in a competitive
computer game.

Professional Competitive Video Gaming
Potential advertisers focus strongly on the players and
teams, rather than on the actual games being played.

"It's like the Super Bowl for us”
Lauren Mihalus, eSports fan.

"It's the only sport I watch!"
Daneta Debialowicz, eSports fan.

Live events
People pack into a stadium to
watch video game competitions
games live. Millions of fans around
the world watch online and contribute to prize pools. Fans follow
kids that are playing video games
and they're signing autographs.

“Selling out stadiums shows how passionate players are about eSports,”
said Dustin Beck, VP of eSports at Riot Games. “Fans from all over the globe will be tuning in
to watch the best of the best LOL eSports team battle it out for the World Championship the
same way soccer fans from across the globe came out to support their favorite teams during
the World Cup. That level of passion and engagement translates to an opportunity for brands
who are looking to communicate with this audience by bringing added value to their eSports
experience.”

2015 Dota 2 Tournament: $18,000,000 prize
Case Study: The International (Dota 2)

The International (TI) is an annual electronic
sports Dota 2 championship tournament
hosted by Valve Corporation, the game's
developer. Sixteen teams are given invitations
to compete in the tournament.
Valve introduced an interactive, digital
"compendium" which fans
could purchase to follow the
event and contribute to the
prize pool.
The tournament begins with
a group stage in which the
winners of each of the four
groups were entered into a
winner's bracket, and the
other teams entered the
loser's bracket. The rest of the tournament
was then played as a double-elimination
tournament.
The first tournament took place in Cologne,
Germany in 2011 with a total prize pot of $1.6
million.
The fifth and most recent International
took place in August, 2015. The prize pool
totaled over $18 million, making it the

largest eSports prize pool to date for a single
tournament.
International tournament coverage is done
by a selection of online gaming and electronic
sports organizations who provide live streaming, commentary and articles surrounding
games in the progress,
similar to sports commentators and analysts. Although
the numbers are not yet in
for the 2015 tourniment,
more than 20 million people
tuned in to watch the 2014
Dota 2 championship tournament, The International 4.
Valve said that this year's International Dota 2 Championships had "well
over 2 million" peak concurrent viewers, more
than double last year's peak. This year's International tournament was streamed through
online service Twitch in multiple languages,
with channels tailored for newcomers and
those who preferred to watch "spoiler-free"
and at their own pace.
The International matches were also viewable
in-game and through ESPN.

ESPN "delighted" by Dota 2 viewing figures; expect
more eSports coverage in the future
PC GAMES Frasier Brown
The apparent success of ESPN’s International schedule has, a source close to the
broadcaster told The Daily Dot, led to it looking to expand coverage of eSports.
While the popularity of the Dota 2 International on Twitch implies that eSports doesn’t really need mainstream sport broadcasters to cover it to be huge, it certainly
helps spread it to viewers who otherwise might not even know the game or eSports
in general exists.
“They are in advanced talks to bring that product to both ESPN web properties as
well as their TV stations, and they are in the preliminary stages of looking at other
games,” said the source.

Professional Players
Like professional sport athletes, gamers are
full time athletes that train online for hours a
day along with strength training, aerobics,
even yoga and diet restrictions.
The Athletic Department at Robert Morris
University in Chicago began offering eSports
scholarships this year. And last year the U.S.
State Department granted athlete visas to
pro gamers for the first time.
A REAL Professional Sport
Coke, Intel and Nissan are just some of the
brands taking advantage of millennials are
spending a record amount of time watching
professional video game tournaments.
Most nights, Twitch viewers outnumber those
of many cable networks.
Thirty-one million Americans watched
eSports last year -- up from fewer than
2 million in 2010.

"eSports are the first sport that has gotten commercially successful
outside of television."
Mike Sepso, co-founder of Major League Gaming.

eSport Athletes
Spotlight: Matt Haag 2014 prize: $1,000,000

Matt Haag spent so much time playing video
games his mother tried to stop him. "She
didn't know at first, but I had extra controllers
up inside the room. And I loved doing it so
much, sometimes I'd be a rebel and sneak
back on at night.
Now 22, Matt is a professional gamer, known
as Nadeshot. He is so good he made nearly a
million dollars last year playing Call of Duty.
"I remember the first tournament that I won
was this little online tournament, and we won
about 50 bucks and I went downstairs screaming, like, 'I did it! I finally made some money!'"

To hone those skills, this summer Red Bull flew
Matt and his team to California for a month of
real-world training.
Andy Walshe, who runs Red Bulls' athlete
development program, "At some point
somebody came to you and said, 'We want
you to start working with gamers.' Your guys
work with Olympic athletes. Did you say,
'Hang on a minute here'?"
"No, I was actually the opposite -- I was really
excited," replied Walshe.

He practices hours a day, as legions of devoted fans watch his training sessions online.
He also has a lucrative contract with Red Bull,
the energy drink company that sponsors
athletes like Olympic skier Lindsey Vonn.

Red Bull trainers put Matt and his team
through the kind of intense physical workouts
they do with other elite athletes: strength
training, aerobics, even yoga. Red Bull
hooked them up to sophisticated brain
scanners to measure the stress while their
playing.

Does Haag consider himself an athlete? "I'd
not compare myself to, like, Kobe Bryant or
Calvin Johnson or anybody like that. We're
not in that league. But we definitely have
something that takes an equal amount of time
to practice, and skill, for sure."

When asked if he thought playing video
games could be described as a sport, Walshe
said, "Absolutely. You're performing at such
stress loads and under such sort of stringent
conditions, competitive conditions, that we
call that athletics here."
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Growth in Audience & Revenues

Conservative scenario shows doubling of revenues towards 2017
Esports has been popular in Asia, Korea in
particular, for over ten years. Thanks to the
uptake of esports in the West, growth is now
accelerating: both in terms of audience
(CAGR+20%) and revenues (CAGR+29%). The
full report gives full insight into regional

growth for consumers with various levels of
esports involvement. The report chooses a
relatively conservative scenario for revenues
but also points out, by a comparison with
traditional sports, that revenues could surpass
$1 billion within just a couple of years.

PEOPLE WATCH
When Major League
Gaming launched in the
early 2000s, its tournaments played out in hotel
ballrooms before ...
dozens of fans. Today,
eSports' biggest tournaments rival practically any
sporting event. The
League of Legends
Championship sold out
Staples Center in 2013,
then sold out the 40,000
seat World Cup Stadium
in Seoul a year later while
drawing an online audience of 27 million -- more
than the TV viewership
for the final round of the
Masters.

The Esports Audience & Revenues | 2015
Revenues, Participants, & Viewers

This year, North America will generate $93.2
million in eSports revenues and continue to
be the dominant region in terms of revenues,
accounting for 37% of the world’s eSports
revenues. Revenues in the Asia-Pacific region
meanwhile will reach $85.2 million in 2015.
The US houses the fastest eSports growing

audience, with a 21% growth of total viewers
regardless of frequency and 37% year-on-year
increase in eSports Enthusiasts (those who
watch eSports more than once a month
and/or participate).
Awareness of the eSports phenomenon
increased with 16%.

Towards a Billion Dollar eSports Economy
On a global scale, 2 billion sports fans each
generate an average of $56 per year across all
sports, while eSports enthusiasts generate
$2.2 per person per year (without game revenues taken into account). In general, individual sports generate anything upwards of $20
per fan per year. The Global Growth of
eSports report chooses a relatively conservative scenario for future revenues. This is
based on audience growth combined with

a slightly higher average revenue per fan of
$3, still many factors lower than sports. The
image below shows that if this rises to $7 per
fan, eSports would cross the $Bn mark in
2017, while it would take until 2020 in the
conservative scenario. The full report shows
more detailed sports data and talks about the
key factors that will determine the speed of
growth going forward.
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Prize Money Up 20x in 5 Years
Prize money expected to double this year as
consumer contribution grows.
Big publishers involved in the eSports space
such as Valve, Blizzard, Wargaming, Hi-Rezand
Riot Games are proving that video content
and streaming can actually provide new direct
revenue streams. In addition to direct advertising revenues from streaming eSports content, sponsors are putting up more and more

money to be visible to the millions of young
viewers watching these competitions online.
Revenues that have taken a particularly large
jump are those coming directly from the consumers who pay to watch higher quality
streams, attend an event or watch exclusive
online content. Voluntary contributions to
prize pools have also delivered surprising results and this ties into the desire of consumers
to actively participate in their favorite events.

The prize pool has increased
by more than 580 percent
since 2012.

Sports and eSports Audiences Compare Well
Total # of sports fans equal gamers; eSports comparable to Ice Hockey

There are 2.2 billion people globally who
consider themselves to be interested or very
interested in sports. Of these, 1.6 billion
actively participate in at least one sport –
comparable to the number of people who
play games (1.7 billion). The total amount of
frequent esports viewers will total 89 million
globally this year and is anticipated grow to

145 million over the next three years.
On a global scale, the number of esports enthusiasts compares well to mid-tier traditional
sports. Currently, the popularity of esports is
on par with sports such as swimming and ice
hockey. By 2017, the number of esports fans
will come close to that of American football.



vs.

Case Study: Red Bull
Red Bull has embraced eSports over the past three years, focusing first
on Blizzard Entertainment’s StarCraft 2 and adding Dota 2 to the mix.
The energy drink hosts its own eSports events around the country with
top players and invites fans to watch live and online. The company
also sponsors pro gamers and treats them the same way they treat
real athletes, complete with health and nutrition tips to enable peak
performance when training and playing in virtual competitions.

vs.



eSports at the Nexus of Consumer Trends
Consumers are becoming the world’s producers

One of most important and interesting trends
right now is the increasing level of consumer
involvement in games, particularly in the creation, streaming and sharing of gaming video
content. The relationship between gamers
and brands has shifted from one of consumer
 
 
and creator to mutual collaboration, with a
growing emphasis on creating entertainment
value together with the gamers. Publishers
and brands are becoming facilitators of the
consumer desire to create and produce.

eSports has benefited hugely from this
transformation of consumers into creators and
producers. Gaming related video content and
live streams are widely available allowing fans
to easily watch matches, replays and commentaries online. Video streaming platforms and
tools
have accelerated not only the professional scene but the complete competitive
scene. eSports is very much a spectator sport
and fans love tuning in to watch their favorite
players, ranging from the amateur to the professional, competing on a digital battlefield.

PC games sales to eclipse value of console games sales in 2016
PC gaming is going to get bigger than ever according to a new report by industry researchers
PwC (via CNet). By the end of 2016 it is predicted that the value of PC games sold will eclipse
the value of console games sold. This change has been many years in the making.
In terms of DLCs, PC users expected to vastly outspend console gamers at $21.8 billion compared to $2.4 billion. The market researchers say the spending differences will widen in favour
of the PC over the next few years thanks in part to the PC-dominated gaming scenes in India
and China. The growing e-sports trend also relies on PCs as the platform of choice.
Looking at the figures from PwC, worldwide PC games sales are supposed to add up to $29
billion, while console games sales should reach $28 billion by the end of 2016.
PC games easily offer the most depth, configuration options and best audio/visual experience.
If a gamer wants to play the best looking and performing version of a game they will usually
choose to play the PC version.

Where There is Competition, There is Betting
eSports Fantasy Leagues are on the rise

The majority of global sports betting companies already offer eSports betting. While the
eSports scene is still growing rapidly, the relatively unknown eSports betting scene is sure
to grow with it. In 2014, various start-ups focused solely on eSports betting and fantasy
leagues emerged. One of the biggest players
in sports betting worldwide, Pinnacle, first
began experimenting with eSports betting in











2010 and the market has doubled in size for
them for four consecutive years. In December
2014, they reached one million eSport bets.
This makes eSports Pinnacle’s seventh biggest
market in terms of volume, exceeding sports
like golf and rugby. Recently, an eSports
championship in China witnessed a higher
betting volume than a top Premier League
soccer game.

eSports Enthusiasts Play Real-Money Games
Enthusiasts & viewers more likely to gamble than the average gamers

Of all eSports Enthusiasts 32% are already playing for real-money in casinos regularly.







 



 

 

Who is Who in eSports

Publishers
The first tier of the eSports economy are the
game publishers. They develop and market
their game titles. While the Wall Street Journal claims that the Blizzard’s StarCraft II: Wings
of Liberty cost $100 million in development, it
has been shown that the actual estimated production costs of a popular competitive game
can easily reach 8-digit-figures. An evenly high
amount is invested into marketing of a title
and that’s where eSports comes in. Making a
successful competitive gaming title that is
featured in internationally recognized eSports
events, is an important pillar in the marketing
strategy of a publisher. That’s the reason why
companies like Riot Games (League of Legends) or Valve (DotA2) invest in the competitive gaming scene and organize tournaments
with impressively high prize pools for
pro-gamers. For example, the winners of the
recent international championship in DotA2
(short for Defense of the Ancients 2) were
rewarded with almost $11 million in prize
money. At the same time, the huge awareness
those competitions get from the gaming community open up new revenue streams for the
publisher. It is not disclosed how much money
was involved in the deals between Riot
Games and Coca-Cola or American Express,
but as League of Legends is the most played
and watched game in the world, they were
certainly substantial.
Independent Organizations
The second tier is made up from the godfathers of competitive gaming, the independent
organizations.They were amongst the first
who ran gaming tournaments, sometimes
derived from private events for a close circle
of friends. They have evolved into huge event
businesses running tournament series all
around the globe. Good examples are ESL
based in Germany, MLG (Major League Gaming) from the USA or the legendary Korean
e-Sports Association KeSPA. Each of these

organizations follow a different approach to
eSports but a common factor is that they run
gaming leagues comparable to leagues in
football like the English Premiere League or
the German Bundesliga. Teams have to
qualify for those leagues and worldwide
tournaments are held in order to find a champion during a particular game.Besides the
organization of gaming leagues and events,
aforementioned businesses have developed
their own media empires. While mainstream
media like major broadcasting channels
widely neglect eSports, the scene has created
its own eSports channels reaching millions of
viewers every day. ESL.TV or MGL.TV are just
the biggest examples of these media powerhouses. In addition is their enormous reach
on social media platforms like Twitter or Facebook. This attracts sponsors and media partners and makes them important players in the
eSports economy seldom rivaled by the
publishers themselves.
Agencies and Service Providers
Grown from many different roots, a number of
service providers have formed in eSports
using their inside knowledge about the scene
and their experience in event production to
convey customers to the right organization,
personalities to the right partner or to manage
a whole event. Most of these businesses are
basically media agencies specialized in eSports. They have acquired knowledge in
strategic consulting, marketing, advertising or
production and offer their services now to interested customers. Often their networks are
based on connections they have made during
times when their key personnel have been active gamers themselves. Examples include
production services and media agencies specialized in eSports. Some of them also run
their own media outlets; streaming channels
and gaming-related news websites add up to
their media reach. Those outlets were often
born out of a need for relevant channels that
have not been available a few years ago.

Teams

Investor: NFL STAR

The heart and soul of eSports are the teams.
Like football teams, they hire professional
players, they train and manage them and
handle customer relations with publishers,
leagues and sponsors. Most teams have been
“clans” in former times, roughly organized
groups of friends and like-minded gamers
who played together, developed common
strategies and worked together on tournaments. Some of the biggest teams like SKgaming meanwhile have become enterprises
themselves, paying for dozens of players, running own training-facilities and living quarters
called gaming houses and earning a lot of
money from sponsors and prize pools. They
are managed almost like sports clubs and
their roster is as international as the one of
Bayern München. Teams are attractive to
sponsors, because the players are the celebrities of the eSports scene and work as testimonials that are very close to the fan base.
Looking at the jersey of a pro-gamer, one
might not be able to recognize much difference to the overalls covered with logos of
Formula-1-drivers.

Even the NFL has taken notice of eSports. St.
Louis Rams offensive lineman Rodger Saffold
is an avid gamer who attended his first MLG
competition in Anaheim in 2013. He liked
eSports so much he bought Call of Duty
Ghosts team Rise Nation Gaming, which was
one of the teams that competed at X-Games
Austin a few months after the Activision and
Xbox $1 Million Call of Duty Championship
in Los Angeles.

Teams also often run their own media
channels and distribute messages from sponsors via their own networks. When the players
of a professional team are not competing in a
tournament, they often stream their training
sessions and thousands of gamers watch to
learn new tricks. That, also, generates a wide
media reach that becomes one of the most
valuable assets of each team.

“I didn’t even know about eSports until last
year, but I just enjoyed playing Call of Duty so
much, and I was always online,” said Saffold,
who recently signed a five-year, $31.7 million
contract extension with the Rams. “I love the
bragging rights. And now here I am. I finally
see everything for the first time from a firstperson view instead of on a computer screen.
It’s all good for these kids. It shows that video
games can bring you some money now. It’s
not always a waste of time.”

Generation Gap
The older generations simply cannot grasp why people would watch someone else
play a video game.
“I think I'm too old to understand what's going on in online gaming right now,“ said
Blackstone to Michael Pachter, who studies the video game industry as a research
analyst at Wedbush Securities.
To which Pachter replied, “You probably are.“
“I can understand people watching a golf game,“ said Blackstone. “I can't
understand people watching somebody play a computer game.“
“My wife can't understand people watching a golf game, because she's not a
golfer.”
“So if you're not a gamer, that's not gonna appeal to you.”
The vast majority of kids today have some experience playing video games and the
interest in eSports is huge and growing. Last year, the League of Legends championship was held in Los Angeles at the home of the L.A. Lakers. It was a sellout. This
concept is simply not processed easily by the “TV sports generations.”
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