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1.1 Introduction 

In this whitepaper, Juniper analyses the eSports and games content 

streaming markets and define these as follows: 

i. eSports 

The competitive playing of video games for money or prizes. This may 

take place via LAN (Local Area Networks) or the Internet. The industry 

has a number of major tournaments throughout the year with viewership 

in the tens of millions. 

ii. Games Content Streaming  

The use of streaming and video sites to watch user created games 

content such as ‘Let’s Plays’. The most popular platforms for this are 

YouTube and Twitch, with the latter offering a subscription model to 

individual channels. It is worth noting that YouTube’s subscription model 

was suspended as of January 2018. 

1.2 eSports & Let’s Plays in 2018: 3 Strategies 
Brands Must Adopt 

1.2.1 Sponsorship 

The largest driver and most significant revenue source for the eSports 

industry has been the use of advertising and sponsorship deals. 

However, previously the industry has struggled to reach non-endemic 

brands and advertisers (ie those outside of the computing and games 

industries), instead having sponsorship from more traditional players in 

the market such as NVIDIA and AGM. In the past year we have seen 

increased prevalence of non-endemic advertisers, including brands such 

as Lynx, Gazprom, Visa, Xfinity, T-Mobile, Taco Bell and Mountain Dew. 

Juniper believes that this has grown purely due to the audience size and 

scale seen at major tournaments.  

Table 1: Recent Major eSports Sponsorship Deals 

Company Date 
Team/ League/ 
Publisher 

Deal 

Comcast Xfinity June 2016 Evil Geniuses, ESL 
Branding, use of 
Xfinity services. 

NBA Feb 2017 
Take Two Interactive’s 
NBA 2K Game 

Professional eSports 
league to launch in 
2018. 

Coca-Cola Oct 2016 
Riot Games’ League of 
Legends World 
Championships 

Sponsorship, 
branded viewing 
parties at cinemas. 

Mercedes-Benz 
August 
2017 

ESL 

Tournament 
sponsorships across 
several global 
markets 

Source: Juniper Research 

While some brands show links to traditional gaming culture, ie food and 

drink brands, others are more commonly associated with traditional 

sports sponsorship, ie Gazprom, and their branching into eSports shows 

belief that this will also become a major sporting industry. The issue is 

that eSports has been a volatile industry for a number of years, having 

previously had periods of growth and interest. In the mid 2000s, for 

example, where hype spiked, before furore around the market died down, 

only to be rejuvenated from 2010 onwards.  
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Table 2: Major Sponsorships of Players & eSports Teams by 
Traditional Sports Groups 

Sports Team/ Personality Date eSports Team/Player 

AS Roma February 2017 Fnatic 

Philadelphia 76ers September 2016 Team Dignitas 

West Ham FC February 2016 Sean Allen 

Jean-Eric Verne April 2018 Veloce 

Source: Juniper Research 

i. Juniper’s View 

The current growth in the eSports market will have its rewards. Whilst we 

acknowledge that the growth in viewership will not continue at its current 

rate, we do foresee more mainstream advertisers moving into sponsor 

major tournaments. It must be noted that eSports reach a segment of 

society which traditional advertisers seek to target: males aged 16-30. It 

is clear that advertisers will seek to utilise the eSports industry audience, 

pushing products at events through sponsored branding and online 

during streamed events. We also note that the sponsorship of individuals 

and teams will grow; as has happened in other more traditional sports 

such as football, basketball and athletics. 

1.2.2 Use & Sponsorship of eSports Personalities 

Whilst eSports personalities are notable as a result of their actions and 

prowess live on stage, increasingly these players are being encouraged 

to host and deliver content via live streams. 

Many professional eSports players now find themselves streaming casual 

content around their specialty games, as well as some media for newer 

titles. These events create brand exposure for both teams and their 

sponsors, as well as earning revenue for the players themselves. 

Figure 3: Former Professional Gamer & Popular Streamer, Tyler 
‘Ninja’ Blevins 

 

Source: Gamepedia 

In addition, it allows consumers the opportunity to follow their favourite 

gamers, as well as seek to better their own game play and learn new 

techniques. With platforms like Twitch and YouTube gaming, live chat is a 

core feature, as such players may also have the chance to communicate 

with eSports personalities whilst they stream. 
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i. Juniper’s View 

Juniper believes that eSports players will become a much greater feature 

on live streaming events hosted as an alternative to actual eSports 

matches. As these can drive interest in both individuals and eSports 

teams as a whole, we believe that invested parties in the industry will 

encourage greater audience interaction from their players. In turn this will 

drive revenue from increased ticket sales and channel views. We also 

believe that presentation and set-up of streams will become far more 

sophisticated to drive audience figures, it’s likely we will see more hosts 

and talented individuals hired to run live streams for viewers. 

1.2.3 Interactive Content & ‘Bits’ 

One key feature of live steaming on Twitch and other popular platforms 

has been the ability to ‘tip’ broadcasters. Alongside advertising revenues 

and subscriptions, this has become a valuable source of income to 

games streamers. Introduced in 2016, Twitch allows viewers to ‘cheer’ for 

their favourite broadcasters via the chat box provided next to a live 

stream. By purchasing bits, users can effectively donate to their favourite 

content creators, whilst also appearing visually on their feed, gaining 

recognition for their interaction.  

The smallest bundle of bits currently costs $1.68 for 100, the largest 

bundle of 25,000 is $369. With bits recorded as ‘cheers’ an element of 

competition has been introduced; broadcasters can see who donates the 

most to them and leader boards are produced. Viewers wanting to get 

noticed are inevitably going to donate substantial sums to beat ‘rivals’. 

Most recently, Twitch has announced plans to integrate bits with video 

extensions. Extensions provide interactive overlays during broadcasts; for 

example polls or short games. Bits will be used as a form of currency for 

people to vote or participate in competitive challenges against other 

viewers or even the host themselves. We therefore believe that brands 

should look to create content for this, forming partnerships with streamers 

who will then host such media on top of their streams. 

However Juniper notes that in some respects this could be seen as 

gambling; one title in particular allows users to pay with bits to guess an 

event or action most likely to happen within a game. Considering the 

popularity of games content viewership with youths, and given the recent 

furore around both loot boxes and skins gambling, Juniper urges platform 

providers and participants to be cautious in how this kind of ‘game’ is 

implemented and used. 

Figure 4: Rock Paper Bits, a Twitch Extension Tied to ‘Bits’ & 
Based on the Popular Rock, Paper, Scissors Game 

 

Source: TechCrunch 

i. Juniper’s View 

Bits in their original iteration have seen significant success, raising 

$12 million in the first 10 months of their implementation on Twitch. The 
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use of extensions will only drive the use of bits, especially when we note 

the social aspect and ability for broadcasters to engage further with their 

viewers. However we feel that many broadcasters may make use of 

these during periods of downtime, or when they are away from their 

streams, monetising their viewers whilst they run idle streams. This could 

have the effect of turning viewers off. 

1.3 eSports & Let’s Plays: Forecast Summary 

Juniper forecasts that unique viewers of eSports (competitive playing of 

video games) and Let’s Play content (tutorials and talk-throughs of game 

content) will reach 858 million by 2022, up from 630 million this year. 

 Whilst much discussion takes place around the eSports industry 

specifically, Juniper had found that Let’s Play activities will have 

considerable growth and adoption across the period. 

 We believe that Let’s Play content will help drive interest in eSports. 

The 2 go hand-in-hand, and users engaging with a particular title will be 

drawn into seeing how the most skilled players interact with the game, 

hoping to emulate them. 

 Juniper finds that advertising spend will dominate in terms of revenues 

and spend (accounting for 50% in 2022), with this currently the 

preferred monetisation strategy. As more non-endemic advertisers 

come on board, this will only strengthen, with a greater number of 

brands seeking to take advantage of a rapidly growing audience. 

 We believe that advertising poses a good alternative for users which do 

not wish to partake in paid subscriptions to videos, so viewers will be 

more receptive; knowing they are helping to support and fund their 

favourite creators 

Figure 5: Total Unique Viewers of eSports & Let’s Plays in 2022, 
Split by 8 Key Regions: 858 million 

 

Source: Juniper Research 
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Order the Full Research 

Juniper’s eSports, Let’s Play & Watch Play report provides a 

comprehensive picture of this emerging market and the massive 

opportunities it presents for developers, publishers and advertisers. It 

includes crucial insights, growth potential and analyses on trends and 

disruptors on the eSports (competitive playing of video games), Let’s Play 

(gameplay commentary and tutorial videos) and Watch Play (live 

gameplay streaming) markets. 

Key Features 

 Benchmark Industry Forecasts: Provided for eSports and Games 

Streaming, quantifying advertising spend and user generated revenues 

through channels such as subscription and donations. 

 Sector Analysis: Key trends and disruptive factors across eSports and 

Let’s Play including Analysis of leading players; Strategic opportunities 

for stakeholders; eSports uptake by device type vs market segment; 

New technologies and prospects analysis and Monetisation models. 

 Trends Appraisal: Juniper’s ‘take’ on the implications of major trends, 

including analysis of leading tournaments and games and the 

opportunity for sponsorship and monetisation through value added 

content. 

 Case Studies: Analysis of leading industry stakeholders and players, 

including Discord, ESL, Gfinity, Tyler ‘Ninja’ Blevins, Steam, Twitch and 

Vodafone. 

http://www.juniperresearch.com 

What’s in This Research? 

The research suite is delivered in PDF and Excel formats and 

includes: 

 Market Trends & Opportunities: Core trends and opportunities in the 

eSports and Let’s Play segments, allied to a series of recommendations 

for players across the value chain. 

 Strategic Analysis: Assessment of the eSports and Games Streaming 

industry, as well as quantification and historic data relating to leading 

eSports tournaments. 

 IFxl (Interactive Forecast Excel): Highly granular dataset comprising 

more than 19,000 datapoints, allied to regional and sector analysis 

tools. Includes regional and key country level analysis together with 5 

year forecasts for the eSports, Let’s Play & Watch Play market. 
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