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Don’t Sleep on
The eSport Millennial
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As eSports viewership and partnerships grow,

so too does the opportunity for brands to engage with this 

audience. The demographic of eSports is rapidly changing 

at the same time. Once considered a niche Gen Z passion, 

it has exploded in interest across Millennials and Gen X’ers 

during the COVID-19 pandemic who were looking for new 

ways to engage. While traditional sports viewership 

declines and fails to properly reach younger consumers, 

eSports captures the attention of Gen Z - and older 

cohorts - and has seen consistent growth over the past 

several years. This opens up a space for brands to make a 

name for themselves among key targets without strong 

opposing competition, though this is rapidly changing as 

more brands enter the landscape.

LOADING...
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Will the Real eSports Gamer

Please Stand Up?
The eSports audience is older than we think it is, and growing at exponential rates with millennial

audiences growing 13% year over year to today make up a significant portion of the esports audience.

32%
Age: 16-24

19%
Age: 35-44

30%
Age: 25-34

10%
Age: 45-54

6%
Age: 55-65

The eSports audience
is growing

+8.7 YOY,
and is expected

to reach

577MM
people by 2024.

Meanwhile, traditional sports are losing
the attention of increasingly younger
generations. Gen Z is ½ as likely
to watch sports often, when
compared to Millennials.
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Viewership of to traditional sporting “big events” are seeing year over 
year decreases across the board, while eSports is continuing to

experience growth with an average 2 million viewers on platforms
like Twitch at any given time.

eSports
is up

+10%

-61% YOY -49% YOY

-30% YOY -8% YOY
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This increased focus on eSports is often spent watching some of the 
biggest games as they are live streamed on Twitch.

AVERAGE HOURS SPENT ON TWITCH IN ONE MONTH

157M
LEAGUE OF LEGENDS

111M
CALL OF DUTY

70M
COUNTER STRIKE: GO

49.8M
DOTA 2

32M
FIFA 21

24.2M
TOM CLANCY'S

RAINBOX SIX: SIEGE

Brand implications
While it might appear as if there are many brands and products already within the eSports

space, no one has yet to stake a claim in a meaningful way, utilizing its natural progression as a
programming service. Partnerships to date mainly focus on short term, 24 hour events
or quick collaborations that do not deepen eSports consumers understanding of brand

values, therefore no incentive is provided to establish long-term brand loyalty . The
names of brands involved in these activities become more interchangeable and

eventually a blur in the consumer’s mind. Now is the time for brands to drive leadership
within the marketplace by focusing on integrations that resonate and intrigue consumer

curiosity. eSports should be an entry way into a brand universe, not the end point. 
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FASHION BEAUTY

TECH MUSIC

Louis Vuitton x League of 
Legends Collection

Overwatch League X Ralph 
Lauren Team Uniforms

Elf X TikTok
Competition Series

NYX X Dignitas Team 
Sponsorships

T Mobile X Overwatch League 
Team Sponsorship

Cash App X 100 Thieves 
Credit Card

Ariana Grande X Fortnight 
Concert

Roc Nation Talent 
Representation

Brands have historically chosen short term or one off team
partnerships within the eSports arena. This has extended not just
across gaming-adjacent categories, but also into the likes of high

fashion, music, beauty, and tech.

Intersections
of Culture

So What?
The generational decline in focus on traditional major league sports, in exchange for 

eSports, asks brands to pivot in order to grasp the attention of Gen Z. As brands make 
this adjustment, they are laying the groundwork for what intersections of culture can 

possibly look like outside of traditional gaming spheres of influence.


