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 Facilitate value proposition messaging common to 

all members

 Provide esports advertising landscape education 

and guidance to marketers

 Promote best practices

About the Esports Ad Bureau



3

 Educate  - the audience

 Navigate - sports

 Execute - integrated sponsorships 
TV, Digital, Arenas, Social, License & Merchandise, Custom Content

Esports Ad Bureau – Spring 2017

Premium U.S. Based Esports Ad Opportunities
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1. Determine the value of the esports audience 

to brands

2. Understand which brand categories and products could 

be most effective to promote to the esports audience

3. Explore current and potential brand engagements at 

live esports events

This Study’s Objectives
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 Conducted March 2017

 Sample of 1,000 16 to 45 year-olds who 

watch TV, movies, sports, or play video games 

 Have either: 

 Watched esports

 Be slightly or extremely interested in esports, 

either now or in the near future

This Study’s Methodology
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Weekly Activities

Watching scripted TV 84%

Playing video games 82%

Watching movies at 

home
74%

Reading news/info about 

video games
70%

Watching live sports 70%

Playing sports 57%

Base: Total Sample, N=1000

34%

34%

35%

16-24

25-34

35-45

61%

39%

Gender

Male

Female

Prefer not to say

60%

14%

11%

12%

4%

White, Caucasian,

European, European-

American

Black, African-American,

Caribbean, African,

Caribbean-American

Hispanic, Latino, Latin

American

Asian-American, Asian,

Pacific Islander

Other
30%

40%

30%

<$35,000

$35-$75,000

$75,000+

Age

Income

Ethnicity/Background

This Study’s Audience Profile
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An Active Audience with Potential to Nearly Double in 

the Next 3-6 Months

Bases: Total Sample, N=1000

S.5A Have you ever watched professional gamers play competitive esports either live in-person, on TV, or streaming online? 

10%

19%17%

54%

Never heard of, nor watchedHeard of, but never watchedWatched 3 months agoWatched in past 3 months

Do You Watch Competitive Esports?

46% Are not currently watching esports who 

are open to watching in the next 3 months.
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A Highly Engaged Audience with Over 50% Engaging 

at Least Once A Week

0% 50% 100%

Watch esports highlights

Read articles about esports

Watch editorial videos about esports

Discuss esports with friends/family

Discuss esports on social media

Participate in live chat during esports events

Daily Weekly Monthly Less than once a month Never

Base: Active and Lapsed Esports Viewers, N=713; 

E.9  Beyond simply watching esports competitions, how often do you do each of the following esports related activities? 

How Often Do You Do the Following?
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An Avid Video Viewing Audience Subscribing to Both 

Pay TV and Over-the-Top Services

Base: Active and Lapsed Esports Viewers, N=713; Potential Viewers, N=287;

N.3A  How do you access your television programming? Select all that apply. 

* Source: 2016 Magid Media Futures, a study fielded in June of 2016 with a sample N=2400 US consumers

Esports viewers 87%
Vs. all 16-45 year

olds* 81%

Esports viewers 90%

Pay TV

(Cable, Satellite, Telco)

Over-the-Top 

(Netflix, HBOGo, Hulu Plus etc.)
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An Active Community with Almost Half Having 

Attended a Live Esports Event

32%

29%

26%

25%

23%

23%

21%

21%

Madison Square Garden

Staples Center

Mandalay Bay Resort & Casino

Georgia World Congress Center

Barclays Center

Nationwide Arena

Any International Stadium

SAP Center

Base: Active esports viewers who have attended a live esports event in person, N=239; 

E.6E  Which of the following physical stadiums have you ever been to in order to attend a competitive esports match or tournament? Select all that 

apply. 

Of Events Attended, What Venues Have You Been To?
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Open to Sampling Products & Services at Live Events

38%

31%

29%

27%

27%

27%

27%

27%

24%

32%

41%

30%

33%

41%

47%

31%

36%

29%

Buying food, drink, or non-esports related

merchandise

Playing a game demo/showcase

Buying esports related merchandise

Watching a training or practice session

Trying a new product

Receiving a free sample, free merchandise, or

free swag

Taking pictures of/Having your picture taken

with cosplayer

Training/Learning to be better at a particular

game

Getting an autograph

Have Done (among attendees)

"Extremely interested" (among

esports viewers)

Bases: Those who have attended a live esports event in person, N=282; Active and Lapsed Esports Viewers, N=713; 

E.6F  While attending a live esports event, do you recall doing any of the following? Please select all that apply. 

E.6D  Whether or not you have ever attended a live esports event in-person, how interested would you be in doing each of the following at a live esports event in a stadium like 

Madison Square Garden or The Staples Center? 

Which Have You Participated In and/or Interested in Trying?



12

But Brand Integrations Need to be “Authentic”

Bases: Total Esports Viewers, N=713

X.5 Thinking about the potential for brands and companies to sponsor and partner with esports teams and events, how important are each of the 

following for a sponsor or partner to accomplish? 

72%

72%

71%

69%

69%

68%

Add value to the entire esports community

Add value to esports leagues/events

Add value to esports teams

Offer products that are relevant to esports fans

Feel authentically part of the esports community

Focus on bringing new fans into the esports community

How Important Is It for Esports Advertisers to…?
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Acceptable Brand Integrations

38%

37%

35%

32%

32%

Create fun, humorous or exciting content for

competitors

Provide the prize money for competitions and events

Provide swag and gifts for those attending live

competitions as spectators

Financially support the production of competitions and

events

Provide product discounts for those attending or

watching competitions as spectators

Base: Active and Lapsed Esports Viewers, N=713; 

X.7  Which of the following would you like to see brands and companies do as sponsors and partners of esports teams and events? Please select all 

that apply. 

What Do You Want Esports Advertisers and Sponsors to Do?
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Non-Endemic Categories Viewed as a “Good Fit”

33%

42%

27%

38%

41%

26%

19%

31%

25%

77%

76%

75%

74%

71%

60%

57%

57%

53%

Gaming equipment

Video game consoles

New/upcoming video games

Energy drinks

Soft drinks

Movies

Athletic equipment

Chain restaurants

Cars/Automobiles

Recall seeing ads (among

current viewers)

"Fits very or somewhat well"

(among total audience)

Base: Total Sample, N=1000, Esports Viewers, N=539; 

B.2  In the past 3 months, which of the following types of products, if any, do you recall advertising during esports events you were watching? 

B.5  How well do you think each of the following types of products, would fit in advertisements or sponsorship deals at esports matches and events? 

Which Have You Seen Ads For in Esports? How Well Does Each “Fit” in esports?
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32%

32%

21%

31%

21%

18%

30%

22%

16%

23%

18%

19%

22%

17%

17%

73%

72%

71%

66%

61%

61%

57%

54%

53%

52%

52%

50%

49%

45%

45%

Red Bull

Microsoft

Monster

Samsung

Apple

Buffalo Wild Wings

McDonald's

Burger King

Gillette

Wendy's

Ford

Honda

Toyota

Geico

Allstate

Recall seeing ads (among

current viewers)

"Fits very or somewhat well"

(among total audience)

Base: Total Sample, N=1000, Esports Viewers, N=539; 

B.1  In the past 3 months, which of the following specific companies or brands, if any, do you recall advertising during esports events you were watching? 

B.4  How well do you think each of the following specific companies or brands, would fit as advertisers or sponsors of esports matches and events? 

Which Do You Recall as an Esports Advertiser? How Well Does Each Fit?

Non-Endemic Brands Viewed as a “Good Fit”
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