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Introduction 

In recent years, the eSports market size has grown considerably (Newzoo, 2018). As such, the sport industry 

has begun to embrace eSports (Funk, Pizzo, & Baker, 2018). In traditional sport contexts, scholars have categorized 

sport consumption behaviors into several transactional consumption such as visiting live events, buying merchandise, 

and watching sport events (Byon, Carroll & Cottingham, 2010; Fink, Trail & Anderson, 2002). Generally, scholars 

have considered consumption that takes place within the sport participant market separately from consumption that 

occurs within the sport spectator market (McDonald, Milne, & Hong, 2002). Unlike the traditional sport consumption, 

we argue that the uniqueness of the eSports context differentiates two means of eSports consumption from their 

traditional sport consumption counterparts: streaming eSports gameplay via live stream platforms, such as Twitch, 

and the dominant role of eSports game participants (i.e., eSports gamers) as consumers. Even though means of eSports 

consumption are interrelated by nature, there has been relatively little interest in or research regarding eSports 

consumption typology. As such, the purpose of this study is to identify consumers' behaviors as they pertain to 

eSports. A better understanding of eSports consumption based on the uniqueness of the eSports context would benefit 

sport management researchers and practitioners. Also, this study provides useful insight aimed at guiding future 

eSports consumer studies and eSports marketers seeking to better understand target consumers according to their 

respective scopes of research or marketing.  

Attendance of Live eSports Events 

Pizzo, Baker, Na, Kim, and Funk (2018) have investigated the motivations of consumers to understand 

consumption as it relates to live eSports event attendance. They have compared the motivations of traditional sport 

spectators with those of eSports spectators and suggested that the two consumer groups are similarly motivated to 

attend eSports events. There were some noted differences among motivations, however. For example, researchers 

found that traditional sport spectators rated higher regarding motivations linked to vicarious achievement, physical 
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attractiveness of pro-players, and family bonding than eSports spectators. As our speculation, low vicarious 

achievement among eSports spectators might indicate that the spectators are also active gamers. This seems like a 

reasonable conclusion given that many eSports enthusiasts who consume eSports as spectators also participate in 

amateur eSports leagues (Newzoo, 2016). In addition, Pizzo et al. (2018) found that eSports consumers are more 

motivated by athletes’ skills than by their attractiveness. Considering that most major eSports events are international 

competitions that take place across the globe (Jenny et al., 2017), eSports spectators might engage with pro-players’ 

skills via media consumption.  

Media Consumption of eSports 

The eSports industry has grown dramatically alongside the development of live-streaming platforms, 

especially gaming-oriented platforms such as Twitch.tv, which includes a two-way communication system and 

interaction via a high-level chat service (Taylor, 2018). The content creators behind individual peer-to-peer Internet 

live-streaming can be referred to as streamers (Hilvert-Bruce, Neill, Sjöblom, & Hamari, 2018). This is a new type of 

consumption, and should be distinguished from the broadcasting of eSports events, which refers to professional 

eSports commentators giving running commentary during a broadcast of an eSports pro-gaming competition held at 

an institutionalized event stage. It is assumed that streaming eSports game content allows the games to be more 

accessible to viewers than eSports event broadcasting because live-streaming content includes interaction via a high-

level chat service. Notably, Sjöblom and Hamari (2017) indicated the information seeking related to gameplay and 

learning about game strategies are crucial cognitive factors behind spectator consumption of Twitch eSports streams. 

This might suggest that consumption via gameplay should precede consumption via eSports streams spectatorship.  

Consumption of Playing eSports Game 

Unique feature of eSports consumption has to do with most eSports fans choosing to both watch 

professional eSports competitions and engage as avid gamers (Nielsen, 2017). According to Nielsen (2017), 94% of 

eSports fans in the United States are regarded as gamers. ESports consumers are also unique in that they are often 

motivated to watch eSports streams in order to learn game skills; that is, 94% of NFL fans (i.e., traditional sport fans) 

may not watch NFL broadcasts to learn skills that will permit them to better play the football. Recently, Jang and 

Byon (2018) developed the eSports Consumption (ESC) model that examines the antecedents and consequences 

associated with playing eSports games and discerned a cause-effect relationship between playing eSports games and 
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media consumption of eSports. As such, it is reasonable to conclude that playing eSports games is considered an active 

consumption. Seo (2016) argues that serious leisure participants of eSports gameplay can transform into 

professionalized consumption such as following eSports events via media and attendance, and the author suggested 

that those consumptions are theoretically different.  

Conclusion 

In this presentation, we conceptualized that eSports consumption behavior is multi-dimensional that are 

different from the traditional sport consumption behavior. Specifically, we categorized eSports consumption behavior 

into playing eSports game, watching eSports game streams, watching broadcasts of eSports events, and attending 

eSports live event. Theoretically, this study contributes to insight regarding the uniqueness associated with each type 

of eSports consumption behavior. Future eSports consumer research should consider identifying the antecedents (e.g., 

motivation) associated with each of the four eSports consumption behaviors. Practically, the eSports consumption 

typology may help marketers to locate and address target consumers. Since each eSports consumption is expected to 

have salient antecedents, the information would certainly help practitioners to design more tailored strategies to attract 

target consumers.  

 

 


