
ESPORTS AND GAMING 
THE NEW FRONTIER         



IT’S KIND OF 
A BIG DEAL

   The gaming community is a very special one, and a big one 

for that matter, with more than 2.4 billion gamers worldwide. You 

immediately realize it when you walk onto the show floor at a fan 

event like BlizzCon or PAX where fans have queued overnight to 

be the first to get inside. You feel it when you take your seat at a 

tournament at DreamHack or the IEM (Intel Extreme Masters) where 

the audience, wearing team-branded merchandise, is whipped into 

a frenzy for the grand finals. You can even witness it first hand, 

alongside 1.73 million other onlookers watching a new game launch 

(Valorant) on Twitch.

Indeed, this passionate and diverse subculture is having a moment. 

To say the least. 

Social distancing has certainly accelerated gaming’s popularity, but 

its growing mass appeal is also due to savvy marketers making 

smart decisions about how and where to feature their brands.

“...its growing mass appeal is also  
due to savvy marketers making  
smart decisions about how and  
where to feature their brands.”

              FUN FACT
Nintendo’s Animal Crossing: New Horizons sold more  
than 13M copies in its first six weeks of launch–all as  

countries around the world were heading into  
lockdown.  At an average list price of US $59.99,  

that’s just under US $780 million in revenue.
(CNET)
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BILLIONS OF  
UNIQUE VISITORS

   In 2020, the gaming world changed how we consume media, enabling 

massive increases in both play and spectatorship. Fortnite, with its 

350 million users, saw 3.2 billion hours of playtime in April alone. 

Casual players have turned into enthusiasts, and gamers at large 

have been pulled onto new platforms, such as Twitch and Steam.  

             FUN FACT
During quarantine, Twitch has  

recorded more than 5 billion hours  
viewed, while on Twitter, gaming  

conversations have shot up 71% 
(Streamlabs)

Digital-first experiences such as esports and gaming will continue  

to play a critical role in connecting brands with unprecedented 

customer potential. With the right strategy and clear goals, everything 

from branded engagements, tournaments, and launch events can be 

adapted to create breakthrough experiences that consumers will 

latch onto.

“Digital-first experiences such as esports and gaming  
will continue to play a critical role in connecting brands 
with unprecedented customer potential.”
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UNDERSTANDING 
THE LANDSCAPE

   The allure of gaming and esports has been on the rise for quite 

awhile. But more recently, as we’ve been confined to our homes, 

“everything’s entertainment” has truly become the norm. From virtual 

happy hours, Tik Toks, watch parties, and even marble racing, Internet 

culture has become just culture, as screenplay has become just...play.

             FUN FACT
42% of gamers said watching  

streamers or other gaming content  
is no different than watching TV

(MediaHub)

While we’re physically apart, games continue to empower participa-

tion by facilitating one-of-a-kind shared moments that are broadcast 

to an extraordinary amount of fans around the globe. As we’ve seen 

society flock to the Internet for individualized experiences, gaming is 

undoubtedly fulfilling a need for communal experiences.

As over half of physical esports and gaming events have cancelled 

or converted to digital (such as premier conventions like E3 and 

Gamescom), brands and gaming organizations have been 

exploring innovative ways to drive new modes of engagement. 

Moreover, streamers have become powerful figureheads in gaming  

communities, so much so that for over 40% of gamers’ “game time” 

isn’t spent playing a game at all.

“...games continue to empower participation by 
facilitating one-of-a-kind shared moments that  
are broadcast to an extraordinary amount of fans 
around the globe.”
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Games and the technology behind them are even being used to 

host milestone events such as weddings, funerals and graduation 

ceremonies, which are happening virtually in-game. The Detroit Lions’ 

schedule release took place in Animal Crossing. Even the corporate 

world is catching on, addressing “web-cam fatigue” by opting into 

Red Dead Redemption 2 work meetings to rekindle team morale.

Each of these exemplify how tech, culture, and play have all converged 

to forge a new path for media and marketing. With more ways to 

engage than ever, and a collective desire to participate, virtual 

platforms presented by the rise of gaming are driving brands beyond 

their core audiences.

MAKING THE 
BIG LEAGUES

“...from the gaming to sports worlds 
and vice versa, both industries are 
presented with huge opportunities  
to acquire more fans for life.”

   The Sports & Entertainment industry is also finding its way onto 

today’s virtual stage, carving out new audiences in the process. 

NASCAR, NHL, F1 and the NBA have replaced IRL (in real life) events 

with virtual replacements, bringing sports fans into gaming channels 

by following players onto streaming platforms. By sharing influencer 

affinity from the gaming to sports worlds and vice versa, both industries 

are presented with huge opportunities to acquire more fans for life. 

With traditional sports on hiatus,  
audiences for esports are thriving and  

looking for more content, making them  
a viable community for brands who are  

eager to reach key demographics.
(AdAge)
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GETTING IN  
THE GAME

   Developing virtual extensions to physical events is nothing new. 

As brands and event properties grew, it was the next logical move 

to appeal to broader audiences. The flexibility and overall reach 

of digital experiences is unparalleled and only bound by creativity. 

Moving forward, virtualization will be a critical integration to amplify 

flexibility and reach. Fortnite’s Travis Scott Concert and the NFL draft, 

for example, made their respective brands more accessible  through 

multi-platform viewership, high production values, and powerful, 

community-strengthening moments.

Just because physical events aren’t happening doesn’t mean you 

can’t have an amazing launch event or generate much desired buzz. 

In fact, the role of marketers and marketing hasn’t changed much in 

this scenario. There are plenty of fruitful opportunities if you’re willing 

to explore.

“Know your audience, understand what you  
want them to take away from the experience  

and consider your marketing and business 
objectives before you make any decisions  

on how the experience will come to life.”
(GPJ Head of Digital Engagement Ken Madden)

“The flexibility and overall reach of 
digital experiences is unparalleled...”
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Whether in person, online, or  
a blend of the two, the same  
key principles apply:

         BE TRUE TO YOUR BRAND                                 
   Bring what makes your product special to life

         EMPATHIZE WITH YOUR AUDIENCES                                 
   Make it easy for them to feel, think,  
   know, and do what you want them to.

         ACTIVATE WITH ACTION                                 
   Be multidimensional, inclusive, and participatory

         BE INTENTIONAL                                 
   Be fanatical content critics to ensure  
   relevance and effectiveness
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To further amplify your  
program consider: 

                                 OFFERING INCENTIVES                  
    Offering incentives for live engagement— 

access, giveaways, exclusives, FOMO.

                                 GIVING BACK    
Giving back—integrate a  

meaningful charitable component

                                 EXTENDING BEYOND 
   Extending beyond marquee moments— 

add online bootcamps, virtual  
community meetups, competitions 
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     Sponsor a team or player  
Get access unlike traditional sports.  

Logo branding on merchandise. Partner  
with them on their social media channels  

for more exposure. Create special  
content with talent.

     Sponsor a tournament  
From a “presenting” status to sponsoring 

exhibition matches, halftime shows or 
physical & digital activations, this is a  

great way to express your brand 
 authentically to this audience.

     Create a PR /  
buzzworthy campaign  

Sponsor a one-off event inside a game 
 like Fortnite. Create an exhibition match  

between professionals and amateurs. 
Organize a charity tournament.

     Create a world  
to explore  

Gamify an experience and give rewards  
like virtual avatars, skins and swag.

Here are some  
main inroads into  

gaming & esports:  

   Now is a perfect time to engage and reach new customers in the 

gaming community, who are an appreciative and loyal audience— 

if approached the right way.

Virtual events are more accessible than ever, which creates  oppor-

tunities to expand userbases, and in turn, strengthen community and 

grow revenue. One key way to deliver on this is through partnership.

              FUN FACT
More than 60% of gamers are open to brands 
sponsoring a player or team. In addition, 48% 

perceive products advertised by other gamers 
or teams as authentic, and the possibility that 

they will buy a product sponsored by a  
player or team increases by 44%.

(Explica)

Chris Thorne, CMO of Beats by Dr. Dre, and previously an ad exec 

at EA (Electronic Arts), says that “gamers are a very discerning 

audience; you can’t trick them.” But if you’re able to find an authentic 

partnership, then you’ve discovered marketing magic. 

Many non-endemic brands are eager to get in the game. One way 

to do that is to incorporate meaningful sponsor activations to attract 

new users, enhance the experience, and drive revenue. From a fan 

perspective, having marquee brands invest in “their” tournament or 

team can be a well-earned validation for a genre built on grass 

roots community passions, if done authentically. In turn, brands are 

exposed to a demographic that is hard to reach through traditional 

media channels.

UNCOVERING 
THE OPPORTUNITY

“...virtual events allow access to more 
people than physical spaces ever can.”
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“...esports and gaming present an opportunity 
to engage with a passionate, valuable, and 
growing community of future brand believers.”

FOR THE WIN

   As marketers, we’re brand builders. This is why we push ourselves  

and our teams everyday–always concepting and developing 

breakthrough ideas that help us, and our customers, win. And 

although we need to go to market differently now, our mode of 

thinking shouldn’t change.

Most brands can’t afford to wait and see where they’ll land in 6 

months to a year. It’s important to act decisively now, but also to 

keep an eye on the future, to stay ahead of the competition.

So, what to do? Invest now. It’s not only about getting through the next 

several months. While physical events are limited for the time being, 

digital, hybrid, and streaming events will play a prominent role. 

Whether it’s existing or emerging consumer segments, esports 

and gaming present an opportunity to engage with a passionate, 

valuable, and growing community of future brand believers. As with 

any marketing campaign, brand strategy should consider the ideals 

of the target audience, while remaining authentic and realistic about 

the brand value to the audience. 

“So, in some sense, the way forward is  
there; however, the stakes are higher. 

Nevertheless, fear of what’s unfamiliar  
should not keep brands from ideating and  

raising the bar. It should inspire us all to  
define fresh go-to-market strategies and  

explore new media platforms that will  
enrich consumers’ experiences.”  

(Chris Meyer, CEO, George P. Johnson)

WE POWER BRAND EXPERIENCES
Copyright © 2020 George P. Johnson. All rights reserved. A Project Worldwide Agency. 

George P. Johnson and its logo are registered trademarks of Project. Privacy Policy 10



MAYBE MAKING SENSE OF THE  
NEW NORMAL ISN’T NEW AT ALL.  

MAYBE IT’S JUST APPLYING THOSE 
SKILLS TO A NEW FRONTIER.
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LEVEL UP 
YOUR BRAND

     Explore Trends & Insights  
Think differently about customer engagement. Spark innovative  
thinking by making market analysis, trendspotting and insight discovery  
a common practice within your company. Engage your agency partners 
to take on the heavy lifting - they’re doing it already!

     New Experience Personas  
Consumer behavior, their media consumption habits, and psychographic 
profiles are changing now more than ever. Dig in and look at who your  
customer is. You might be surprised by what motivates them.

     Delve into Scenario Planning  
Playing out various scenarios is your way of seeing into the future.  
This practice is designed to break down assumptions for what lies  
ahead, and help you proactively maneuver to avoid obstacles before  
they become barriers to growth.

     Conduct a Workshop  
Whether you’re making swift moves due to unexpected market shifts  
or adjusting your strategy to fend off competitive threats, you’re not  
in it alone. Planning workshops, led by a trained facilitator will help  
you and your team strengthen your industry position. At the very least,  
blame them for addressing topics no one wants to discuss.

The gaming world is an exciting and fruitful one for 
everyone involved. Here are some next steps to ensure 
your adventure into esports and gaming is a success.
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Business or Media inquiries: 
> Scott.Kellner@gpj.com

THANK YOU
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