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Introduction 
 
 
If it wasn’t apparent before the COVID-19 pandemic, few could now deny what a juggernaut the gaming industry is – which is set to 
exceed $200 bn in revenue in 2023. But for all the attention on gaming as a market, the profiles of individual gamers themselves have 
been less explored. 
 
We are using the GWI gaming Data, report and  research gathered across USA and Canada. The GWI data and report offers an 
unparalleled depth of insight into the modern-day gamer. 
 
Whether you’re a brand or service looking to refine your expertise at targeting esport gamers, the Epiq EChampionship Playbook aims to 
provide you with the tools you need. 
 

Gaming: a big deal even pre-COVID 
 
GWI Gaming Q4 2020 | GWI Core Q4 2020 19,488 gamers in 15 markets aged 16-64 
 
The received wisdom is that COVID-19 sparked a gaming boom.  The gaming audience has always 
been substantial, and spanned more demographics than is often thought. The data shows that 86% of internet users play 
games on any kind of device, and that figure has hardly changed since 2015. 
 
With many other pastimes stripped away, the pandemic has highlighted just how many people take part in gaming. That’s not to say it 
hasn’t helped command more of people’s time; 70% in the UK/North America. who started gaming more because of the pandemic are still 
doing so. 
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What E Sports gamers are playing and Why? 
 
Consoles are living room fixtures and used as much for watching TV as playing games, multiplayer games can connect across devices, and 
mobile games have come a long way since Candy Crush broke onto the scene. 
 
We can’t take for granted what players of different devices look like, or what they want from games. In this section we explore what the 
gaming world looks like across different devices, and in the places where they merge, through cloud gaming and subscription services. 
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Subsciption Services 
 
There are also many factors to take into account, particularly with audience sizes varying by device and brand, but subscription users are 
generally frequent gamers with more spending power. Digital is now the dominant medium, with 22% buying a game via a digital 
marketplace in the last month. This is significant for Sony and Microsoft, whose cloud-gaming services were central selling points ahead 
of the PS5 and Series X 
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Ecosystem of Gaming 
 
Gaming rarely stops at playing games; there’s a vast ecosystem of custom content, online communities, and experiences to be 
aware of, and targeting gaming audiences requires as much an understanding about these behaviors as their motives for 
playing in the first place. Even the most casual audiences, those who play less than once a month, have a voice – 34% say they did any of 
the gaming-related actions GMI track. While frequent gamers, or those with a busy social media presence, are more likely to do any of 
these, all gamers are vocal and brands need to be listening. 
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Critics and Streamers 
 
Critics and streamers can make for important advocates in the gaming landscape, with sponsorship 
uncommon among historic gaming brands. 
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World of Esports 
 
To get a sense of esports’ reach, consider this: worldwide, a Gen Zer is more likely to watch esports tournaments than they are to watch 
the NHL , NBA, the UEFA Champions League, or Formula 1. Expanding across multiple genres and franchises, esports is as accessible as 
regular gaming. Esports societies at colleges are getting more attention, while hardcore e-athletes compete for record-breaking prize 
pools – attracting millions of viewers online. More and more brands are eyeing up esports for its potential to connect with a desirable 
demographic and forge new relationships. But to do so requires getting to grips with an audience that’s not always appreciated for its 
depth. Followers of different leagues, teams, clubs, and games franchises, as well as the different demographics watching, all bring 
different sensibilities 
 
Over the years, esports (professional competitive gaming) has evolved into an established form of entertainment in its own right. 
Revenues are predicted to reach almost $1.8bn by 2023 and total esports viewership is expected to reach 646 million by the 
same year. As the pandemic curtailed live events, particularly for traditional sports, esports and gaming helped to 
fill the entertainment and social void left behind. 
 
But brands looking to get involved have to understand its vocabulary and culture through getting a better understanding of its audience. 
Who are they? What makes them unique? How do they feel about sponsorship? What do they want brands to do?  
 
In terms of age profile, Gen Z and millennials, unsurprisingly, show the greatest interest in esports. But even among older Gen X gamers, 
38% are esports followers – it’s not just a young person’s game. 
 
Traditionally, esports has been perceived as a male-dominated space, with women largely taking a backseat. This view is obviously 
outdated and alienates a sizable audience. 42% of female gamers are esports followers, which is not too far behind their male 
counterparts at 58%. Gaming has certainly become more inclusive over the years, but arguably there’s still room to improve. 
 
Esports followers’ attitudes also strike a progressive tone. Over half of esports followers like games with strong female characters (29% 
more likely than the average gamer), and 35% of esports followers follow a female esports player or team on social media. 
 
This group is also heavily community- focused, willing to spend on premium products, and show greater receptiveness to ads. For 
example, esports followers are 52% more likely than the average gamer to say they buy products/services to access the community built 
around it (1 in 4 do). If brands manage to utilize this, they may be on to a winner with this highly desirable audience. 
 
40% of esports followers consider gaming as legitimate a pastime as sport 
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Esports and Twitch TV viewership 
 
Twitch has long been at the forefront of esports viewing,and has continued to invest heavily over the past year. In April 2020, it launched 
an esports directory, which put all the professional esports content on Twitch in one central place.  
 
English esports events being streamed exclusively on the platform. Last year, Twitch is dominating the eSport Space.  
What sets Twitch apart, though, is its strong community offering, which we know is something esports followers crave. Features like 
Twitch Chat and bonus gifts like exclusive skins make the experience immersive and engaging. It’s cultivated a unique culture among 
different esports followers, and its ability to connect people from all around the world based on shared interests is unmatched – and 
something which traditional TV also lacks in comparison. 
 
Having said that, 36% of esports followers also say they watch esports via broadcast TV, and while this trails behind other channels, it’s 
still a significant portion of followers. So while online streaming sites might dominate esports engagement overall, traditional TV can 
complement this and drive viewership even further – especially among older esports followers, who are more inclined than Gen Z 
followers to watch it on TV. 
 
ESPN even created a branded ESPN Esports Day which included 12 hours of esports in April last year. Mobile is the top device to watch 
esports at 69%, followed closely by laptops/PCs at 66%. The future of esports growth, like gaming, will be rooted in mobile. Mobile helps 
to cut barriers to entry and allows more gamers to pour in.  
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The commercial opportunity in esports 
Over half of esports fans follow esports players on social media 
 
Engagement and interest in esports is going from strength to strength, opening up exciting opportunities for  
brands, and sponsors – of all kinds. 
 
Collaborations often involve a range of original content creation, interactive experiences, and other fan activations – and esports 
followers welcome this level of engagement. Close to half think brands are usually well-suited to the esports events sponsor, while around 
2 in 5 say it’s OK for brands not related to esports to sponsor teams or events. Around half of esports followers also say they notice the 
brands worn by teams/players during events, and close to 2 in 5 say they try to support brands that sponsor their favorite teams. 
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Loud and loyal voices of your brand. 
37% of esports followers want brands to be exclusive 
 



January 15th – February 5, 2022  
www.epiqhockey.com 
Powered By Epiq Hockey 

Esports followers highly value status, involvement, and exclusivity. They want to feel included, like they’re “in-the-know”. Again, it’s their 
undeniable fondness of being part of a community that underpins these attitudes – which helps to explain why they’re 33% more likely 
than the average gamer to want brands to run. They’re also far more likely than the average gamer to say they’d promote their favorite 
brand when something enhances their online status, if they get access to exclusive content or services, or if they have insider knowledge 
about the brand or products. 
 
Brands and esports organizations who can create an environment where followers feel involved, heard, and like they’re part of something 
truly special will have a much better chance of getting the champions they’re after – and keeping them too. 
 
 
 
 

 


