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Abstract 

 

Problem: Esports budgets and earnings have significantly increased in the past years which 
has increased the level of involvement of corporate sponsors in esports. Ironically, research 
aimed at sponsorship within esports is not so abundant. Therefore, due to the lack of 
knowledge and information about sponsorship in esports and sponsor relationships with 
esport consumers, this thesis aims to connect already established sponsorship theories with 
the new emerging market of esport events and competitions. 

Purpose: The purpose of this research is to investigate how consumer purchase decisions 
and perceptions are affected by sponsored products in esport within Sweden. 

Research question: From the purpose we arrived at the research question “What factors 
affect a consumer’s purchase decisions and perceptions of sponsored products in esports 
within Sweden”. 

Method: To achieve the purpose of our study, a quantitative research method has been used, 
conducting survey research to gather empirical data. For this research, we have used already 
established concepts and theories based on sponsorship, brand image, and image transfer to 
fulfil the purpose of this research. 

Results: Consumers within Sweden can be affected by multiple factors such as the players 
or the esports teams who use a specific product, the values shared with the sponsor, and 
perception of the esports teams or/and player. 

Conclusion: From the results of the questionnaire and the subsequent results from the 
statistical analysis we managed to quantify the effects of sponsorship from the different 
perspectives as well as the relationships between brand to consumer, brand to event, and 
brand to product.  

Keywords: Esport, sponsorship, esports sponsorship, consumer purchase decision, 
perception of sponsored product 
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 1. Introduction 
Electronic sports (here on referred to as ‘esports’) can be defined as video gaming that can 
be played as an amateur or as a professional, with the competitions usually organized into 
leagues, ladders, and tournaments. Esports budgets and earnings have significantly increased 
in the past years which has increased the level of involvement of corporate sponsors in 
esports. Ironically, whilst a good deal of research has been done in the area of sponsorship 
with, for example, the work of Keller (1993) on quantifying the customer-based brand equity, 
but also in the area of esport with the work of Snavely (2014) on presenting the world of 
esports. Specifically, research aimed at sponsorship within esport is not so abundant. 
Therefore, due to the lack of knowledge and information about sponsorship in esports and 
sponsor relationships with esport consumers, this thesis aims to connect already established 
sponsorship theories with the new emerging market of esport events and competitions.  
 
We identified a research gap where almost no research had been conducted on the topic of 
sponsorship in the context of esports and the small amount of research that has previously 
been conducted, none of which were conducted on the Swedish market. Most of the research 
that is available research the subject of sponsorship in the context of sport, and not esports. 
 
The main purpose of this thesis is to investigate how consumer purchase decisions and 
perceptions are affected by sponsored products in esports within Sweden. In order to 
investigate these topics, the background and the theories behind the consumer's purchase 
decisions and the perceptions of sponsored products have been introduced and explained in 
the following chapters.  
 
1.1 Background 
IEG1 is the premier global consultancy organization specializing in partnerships and 
sponsorships. IEG invented a sponsorship valuation method with guidelines for deciding 
who, what, where and how to focus their sponsorship efforts. IEG defines sponsorship as the 
action of paying a fee or cash to an entity (usually events or sports) and in return, the sponsor 
expects to gain value through disseminating their marketing communications to the audience 
associated with that property (IEG, 2015).  
 
Another definition by Roger Bennett (1999, p. 291) states that sponsorships are a tool for 
marketing activities that aims to generate positive publicity for the sponsor and their brands 
within a specific market demographic that may or may not be linked to the sponsors normal 
business activities.  
 
These definitions differ as the first definition by IEG (2015) specifies that the contribution is 
only financial, whereas Bennett’s definition specifies that sponsors “support” the event, 
which can include financial support but also the contribution of their goods and/or services 
to the event. In addition to this, both definitions have different outcomes for the sponsor. IEG 
(2015) states that sponsors aim for ‘favorable publicity’ while Bennett’s (1999, p. 291) 
definition states that sponsors look to take advantage of the value associated with the 
sponsored activity. Favorable publicity in this context is the increased visibility of the 
                                                        
1 IEG is the name of the company, with no apparent expansion for its abbreviation. 
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sponsor's products/services in a positive light, in such a way that makes consumers aware of 
the sponsor's offerings or even purchase the offerings being sponsored at the events.  
 
For the purpose of this thesis, we look to combine the two definitions of sponsorship as stated 
above. We define sponsorship as “the financial or physical contribution to an event (that may 
or may not be associated with the brand’s normal business activities) with the objective of 
creating public exposure for the brand as well as receiving value through the dissemination 
of their brand to the target audience”. This allows our research to include a wide range of 
activities that fall under the umbrella of sponsorships with which we can analyze the topic at 
hand in depth. 
 
Sponsorships can arise in different forms within many different industries, but one industry 
that has relied on sponsorships are sports. Sponsorships have been a part of professional 
sports for decades as the value that exists between linking brands with a sport/sports team is 
immense. In 2018, the global spending for sponsorship which includes all different sectors 
of activities like the arts, sports, esports, and events was more than $65 billion (Statista, 
2018). This number highlights just how massive the sponsorship market is and how important 
it has become in today’s world. The sponsoring corporation gains value through linking their 
product or service to a team as consumers have emotions attached to the team which is thus 
transferred to the sponsor. Subsequently, the teams gain value through monetary gain with 
which they can use to better promote their team and hire better players and pay the team’s 
operating costs. 
 
For the purpose of this paper, we look to combine the vast research done on sponsorships and 
its effect on the sport and its consumers with the electronic sports market. Electronic sports 
(here on referred to as ‘esports’) can be defined as video gaming that can be played as an 
amateur or as a professional, with the competitions usually organized into leagues, ladders, 
and tournaments that imitate other established sports leagues. The players are affiliated with 
teams and/or organizations (Hamari et al., 2017, p. 25). As these esports events aim to reach 
a wide audience of video gamers, they need the help of corporate sponsors. Given there is a 
large knowledge gap in terms of how esports viewers react and perceive corporate 
sponsorship in esports events, we look to fill this gap as the esports market is only growing 
in size as time progresses.  
  
Sponsorships within esports can be seen in different forms, the first form is where the brand 
can be affiliated with a broadcast platform (i.e. Twitch, YouTube), the second form is where 
the brand can be associated with either a specific player or to an esports team. The third and 
final form of sponsorship is the sponsorship of the events. This research paper focuses on the 
second and the third form of sponsorship within esports (Shabir, 2017)2. We want to research 
sponsorship specifically because we believe that the arrival of corporate sponsorship has been 
instrumental in the immense growth that esports has experienced in the past years, and so the 
effects of sponsorship specifically regarding esports should be researched.  
 
 

                                                        
2  For this reference no page can be provided due to the format. 
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Within the different forms of sponsorship, brands can sponsor an event in multiple different 
ways. Usually, brands aim to be creative in how they conduct their sponsorship at an esport 
event. For example, Coca Cola sponsored the 2016 League of Legends3 world championship 
using two different sponsorship strategies. The first one, a traditional strategy where they 
provided signs where fans could write and show support to their teams and/or players which 
featured Coca Cola branding on the provided signs. The second more unconventional 
strategy, Coca Cola provided over 200 movie screens throughout the whole USA to allow 
fans to come to watch and support their favorite teams and players. Another type of 
unconventional sponsorship has been seen at the Intel Extreme Masters tournament where 
Gillette provided all the players at the esport event the possibility to get a free shave and gave 
the fans at the event the ability to create their own custom 3D printed razor. There a lot of 
other companies using sponsorship in unconventional ways to try to stay above the 
competition (Snavely, 2014, p. 40-59). 
 
Traditional and unconventional sponsorships do not have concrete definitions but in the 
context of this paper we use traditional sponsorships to mean the typical methods of 
sponsorships we see today in sports, like logos on uniforms, around the event, and on 
broadcasts to name a few. Unconventional sponsorships in this context means the new and 
interesting ways corporations sponsor esports. For example, in video games like NBA, FIFA, 
and F1 (games that replicate the real-life sport) the video game developers sell virtual ad 
space where the ads would be present in real life. This method is effective as players are used 
to ads being served around the court/field/track in the real sport, so including ads in the same 
spots in the virtual games represents even more value for the sponsoring brand at no extra 
cost (Ashton, 2018).  
 
The benefits of sponsorship can be broken down into six different categories (Shabir, 2017): 

1. Return on Investment: the money spent on sponsorship should (theoretically) 
generate awareness for the brand which can then be leveraged to influence the 
purchasing decision of the viewers. 

2. Enhanced Image: when corporate sponsors appeal to the market they are operating 
in, they are more able to manipulate the attitudes of consumers and the relationship 
between consumer and sponsor. If consumers believe the sponsor fits the event, they 
are more likely to see the sponsor in a positive light as they believe the sponsor 
“helped” bring the event to fruition through the sponsors financing.  

3. Driving Sales: being a sponsor allows the firm to showcase whatever goods and 
services to the consumers of the esports events. Higher and more prestigious events 
demand higher financing and more prestigious sponsors.  

4. Enhanced Positive Exposure: good publicity brings increased visibility for the 
sponsors' goods/services. The sponsors are also perceived in a positive light as 
consumers believe the sponsor helped the event take place. Lastly, the buzz generated 
in the media from the event itself brings even more light on the sponsors and their 
offerings.  

                                                        
3 League of Legends, the second most famous MOBA video game. 
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5. Differentiation from Competitors: if a sponsor is an exclusive sponsor for an event, 
the sponsor is able to set themselves apart from their competition. 

6. Providing ‘Good Corporate Citizen’: sponsorships help the sponsoring company 
gain the trait of a “good neighbor” as the community sees the sponsor is being 
supportive and providing finance for the event. Fans prefer sponsors that they believe 
bring value to the community. 

 
These six categories are applicable to both sports and esports, as the reason behind 
sponsorship remains the same regardless of industry, although category six is more applicable 
for esports than traditional sports as the size and scope of esports have not yet reached the 
size of traditional sports, so more financial aid is required for esports.  
 
This relationship between sponsor and sponsee has been researched for years, ranging from 
research on the brand equity created through sponsorships, the architectural fit between the 
event and the sponsor, and understanding the sponsorship effect as a whole. For example, in 
1993, Keller conducted some of the first research on sponsorship. Keller’s work is 
instrumental for this paper as he studied the connections between the sponsors, sponsee and 
the consumers, from the perspective of the individual consumer. In his research Keller (1993) 
presents the concept of brand equity in the consumer perspective, examining how the 
consumers react to the different marketing strategies a brand can do.  
 
1.2 Rise of Esports in the International Scene 
As we stated above, esports is the competitive play of video games, either amateur or 
professional. The players of esports are usually affiliated with teams and/or organizations 
and usually receive a salary and a percentage of their winnings. Ever since its inception in 
the 1980s, esports has been criticized by the fans of “traditional” sport as they do not consider 
esport as a sport since there are no physical activities involved. There are two ways to watch 
esports, the first is to watch the tournament at the event or to watch it on the various live 
streaming media platforms like Twitch, YouTube, and even Facebook (Hamari et al., 2017, 
p.14). 
 
The first esports events were established in the early 1980s with Asteroids in 1979 and 
Pacman in 1980. The first events were held locally in small arcade cafes and the first prizes 
were around $2000. With the advent of the internet, people were able to play against other 
players from the other side of their country or the world and with the internet boom in the 
late 1990s, changed the way esports events were hosted. 
 
As of today, most esports events are organized as LAN tournaments (local area network); 
tournaments that are held in arenas, with the players competing next to each other (Snavely, 
2014, p. 23-40). LAN tournaments can take on many forms, but the most famous LAN event 
would be “Dreamhack”, hosted in Stockholm, Sweden every year (DreamHack, 2011). When 
Dreamhack started it focused on being a tournament at which competitors could come and 
compete for prize money and fame. But now as public perception has increased regarding 
video games as well as the number of people who attend, it has morphed into something 
Dreamhack would call a “Digital Festival”, celebrating all things digital, from video game 
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competitions to digital art, as well as concerts for those who enjoy music. This shows that 
video games are breaking into the mainstream slowly but surely.  
 
In the past years' esports have been growing at an extremely fast pace not only in terms of 
the number of games on the market, but also the amount of development of new technologies 
that allow for the broadcasting of the events, and in terms of the number of views. For 
example, in November of 2018, the League of Legends world championship final had 100 
million unique viewers compared to the Super Bowl which had 103 million viewers (CNBC, 
2019). 
 
In 2018 the top five esports in terms of prize pool were as follows; Dota 2 with a prize pool 
of $41.3 million, CS:GO with a prize pool of $22.5 million, Fortnite with a prize pool of 
$19.9 million, League of Legends with a prize pool $14.1 million, and PUBG with a prize 
pool of $6.7 million (Hayward, 2018). It is no accident that these prize pools are the largest 
they have ever been for their respective games, as the total esport viewership numbers in 
2018 tallied up to 173 million frequent viewers (Statistic a, 2019). These numbers help 
illustrate just how large these games are becoming and the immense value they bring to the 
players, the consumers, and their corporate sponsors.  
 
As viewership increases, the prize pools for the various esports events increase too as more 
viewers mean better sponsorship opportunities for the event, the teams, and the associated 
brands (Snavely, 2014, p. 41). Bigger prize pools also bring about better and more intense 
competition which again increases the sponsorship opportunities as viewers are more likely 
to watch an event if the skill ceiling and the level of competition is high. This is evident with 
the Dota 2 world championship that occurred in 2018 (known as “The International”), which 
had 20 of the world’s best Dota teams competing for the first-place prize of $25 million 
(Liquipedia, 20184). ESC (2018) which is one of the market leaders on analyzing esports 
trends stated that this event brought in 55 million viewers over the course of the tournament, 
which represents significant value for corporate sponsors with vast amounts of media 
attention.    
 
NewZoo (2017, p. 13), another leader in game and esport analysis state in their report that 
the esport market is a large market with revenues that have increased drastically from 2016 
to 2017 by over 40% to reach $700 million dollars globally in 2017. NewZoo (2017, p. 14) 
forecast the future revenues of esports to reach $1.5 billion by 2020. The NewZoo report for 
2017 states that the esport audience has increased by at least 19% from 2016 to 2017 to reach 
385 million. In 2017 the number of esport participant was 58.4 million which is 9 million 
more than in 2016 (NewZoo, 2017, p. 17). 
 
The esports market expected revenue worldwide in 2019 from sponsorships is $456.7 million 
compared to $189.2 million for advertising (Statistic b, 2019). The sponsorship revenues 
represent approximately 38% of the revenue for one esport event compared to the second 
biggest portion of the revenues which is advertising with 22% of the revenue of one esport 
event (NewZoo, 2017, p. 13). Given the significant amounts of money involved in esports 
                                                        
4 Liquipedia is an esports related Wiki with exhaustive resources available. This source is used as the relevant 
data is not present in any scientific articles or journals 
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and esport sponsorship, we want to research the demographics that are being targeted and 
how sponsorships affect them.  
 
1.3 Demographics of the Average Esport Consumer 
The American information & measurement company Nielsen (2017, p. 4-14) states that the 
average esport viewer is a young male aged between 21 and 35 years old, is gainfully 
employed, and has an above average income. The Nielsen report for 2017 states that the 
average esport viewer is, on average playing video games 8 hours a week, spending around 
4 hours a week watching internet media/TV and spend more than 4 hours watching esports 
(on streaming platforms). Over half of the esport fans are playing games on PC5 and started 
to follow esports about one to three years ago. This statistic helps prove the fact that esports, 
as we know it right now, is a relatively new phenomenon and the market can expect continual 
growth in the coming years. Business Insider Intelligence even goes as far as to state that 
they predict the esports viewership numbers to be as large as 600 million consumers in 2023 
(Nordic Business Insider, 2018). 
 
Most of the esport fans have been influenced and introduced to esports by family 
members/friends and/or Youtubers and online personalities. The most followed game in 
esports is CS:GO6, with the main platform used to follow these esport events being YouTube 
(Southern, 2017, p. 66). The biggest sector that takes part in esports sponsorship is the IT 
sector with over 350 sponsors, with the second largest sector being the retail sector with 100 
sponsors (Nielsen, 2017, p. 21). Nielsen (2017, p. 22) also states that 50 to 60% have a 
positive attitude towards brand involvement in esports.  
 
By introducing this data above, we want to shine a spotlight on just how big the esports 
market is becoming. With growth comes external interest from corporations that believe 
entering the space could be beneficial for them, and beneficial for esports consumers. But, as 
with any market demographic, it is important that corporations understand who esports 
consumers are so that they can be marketed to efficiently. In addition to this, gamers are 
known to be extremely fickle so any misstep in how corporations try to reach out to them 
could be a very costly mistake. This is well known in the gaming industry, with a community 
manager for Treyarch7 going as far as to state that “...the social culture of video games is 
moving in a more negative direction as technology and social media continues to grow” 
(Bradford, 2011)8.  
 
1.4 Arrival of Corporate Sponsorships 
Sponsorships in esports represent a new untapped market for corporate sponsors as they differ 
from traditional sports and offer advantages over the traditional sports sponsorships. First, 
sponsors can reach younger demographics that, historically, have been hard to reach 
previously. The ‘degree of individualization’ is also much higher as sponsors can place their 

                                                        
5 PC: Personal computer, as opposed to playing on video game consoles like the Xbox or PlayStation 
6 CS GO: Counter Strike Global Offensive, the most famous first-person shooter at the time of writing. 
7 Treyarch is a famous video game developer, known for their work on the famous Call of Duty FPS 
franchise. 
8 Bradford being a journalist for GamesRadar, a well-respected video game publication. 
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logos on a wider range of places when compared to traditional sports. Furthermore, sponsors 
benefit greatly from being able to ‘generate’ a young and modern image for the sponsored 
offering (Sebek, 2018). 
 
As esports grow in size and publicity, more and more firms are beginning to see the value of 
sponsoring these events, and it is not just technology firms either. Firms like Mercedes-Benz 
and DHL have begun sponsoring the ESL league, a major player in the esports space in 
Germany (Sebek, 2018).  
 
Although there is significant value for corporate and endemic sponsors regarding esport 
events, like the examples mentioned above, it is also important that sponsors ensure the “fit” 
between the brand, their products, the event and consumers itself. Fit is defined by Olson & 
Thjømøe (2011, p. 3) as the “sense and logic of a particular brand sponsoring a particular 
object” (in this context, the object being esports events). Empirical research shows that if the 
perceived fit of the sponsor is high, consumers will be able to recall the sponsor much easier 
than sponsors that do not fit with the event. Subsequently, the lower the fit of the sponsor, 
the more resistant the consumers are to the sponsor's communications.  
 
Good sponsorship fit also helps convince consumers of the motives that the sponsor has 
regarding their decision to sponsor the event as well as a greater ability for the ‘image’ of the 
event to transfer onto the sponsor's products. We believe sponsorship fit is more important 
for esports than traditional sports as the demographics of traditional sports are much more 
varied than the demographics of esports, so esports consumers are more critical in terms of 
what types of products they want to see being marketed at esports events. This is evident as 
the IT industry represents the largest sponsoring industry with over 350 sponsors over a range 
of different esports events (Nielsen, 2017, p. 21). This proves that endemic sponsors are the 
most visible sponsors at esports events as their products are frequently used at these events. 
 
Olson & Thjømøe (2011, p. 8-10) also lay out the seven different guidelines that determine 
whether or not a sponsor will be perceived as being a good fit for the event;  
 

1. Use of brand’s products during a game either directly or indirectly: Sponsors that 
have products in use for the event are more likely to be perceived as a good fit. For 
example, in terms of esports, a good fit would be the companies that manufacture the 
equipment (keyboard, computer, screen, mouse, headset, and others) that the players 
use in the tournament and other such goods that consumers may consumer while 
watching or playing esports like junk food or energy drinks. 

2. Size similarity: the size of the brand must be similar to the size of the event. Large 
luxury events should not have small unknown brands as the sponsor, and large luxury 
brands should sponsor unknown events. An example of this would be Mercedes, a 
worldwide brand, sponsoring the ESL Hamburg tournament, a worldwide esport 
event.   

3. Audience similarity: the object audience should be similar/related to the sponsor 
audience. For example, a women’s hygiene brand might not be considered a good fit 
for esports sponsorship as a majority of esports consumers are male. 
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4. Geographical similarity: an example of this being a national brand sponsoring a 
national team. This is because national alliances tend to be quite strong, in turn 
strengthening the image transfer from the sponsee to sponsor. 

 
5. Attitude similarity: attitude towards the sponsor should be similar to the attitude of 

the event. This is an important consideration as attitudes are extremely hard to change 
as one’s attitude is built over the span of their life and are usually held dear to their 
heart. 

6. Image similarity: the meaning and consumer perception behind an event should be 
similar to the meaning and consumer perception of the sponsor and their products. 
Image similarity helps the transfer of the event or team image to the sponsor, as well 
as helping the esports consumers accept the sponsor and its activities.  

7. The time duration of the sponsorship relation: longer-term sponsorships help 
influence the perceptions of the brand as long-term exposure can alter attitudes of 
consumers over time. A brand that has been sponsoring esports for a long period of 
time will usually be looked at more positively in comparison to a sponsor that may 
have just entered the esports scene.  

 
By following these guidelines, sponsors can ensure that they sponsor the events/teams/ 
players that better fit with their products and brand and ensure that they receive the most 
value from their sponsorship activities.  
 
1.5 Defining the Scope of the Thesis 
For this research, the whole of Sweden is the perfect unit of analysis to focus on as we have 
strong connections inside of Sweden, and because we believe the results, we obtain regarding 
Sweden could be generalizable to other European neighbors like Germany. In addition to 
this, we believe conducting research on markets that we are not involved in would be 
somewhat unrealistic. The first option was to focus on the population of Umeå, Sweden but 
we decided that the data gathered from only Umeå would be representative for the whole of 
Sweden, as well as the fact that there are little to no esports events being hosted in Umeå. 
Sweden is also a vital market for esports, backed up by the fact that Sweden is the second 
largest market for esports, behind only Germany (Nordic Business Insider, 2018). 
 
As this paper aims to quantify the effects of sponsorship from the perspective of the 
consumers, we will administer a survey with the intent of structuring our paper in a 
quantitative manner, as in order to discuss the effects on consumers, we need to reach a wide 
range of people so that our data can be representable and generalizable to the population of 
Sweden.   
 
This paper aims to survey everyone who is either interested in or watching esport events. In 
our survey, the first question is “Are you interested in esport?”, if the respondents answer 
“Yes” they will be allowed to continue the questionnaire but if the respondents answer “No” 
their answers will not be used for statistical analysis.  
 
For the data collection of this thesis, the survey was sent to potential respondents via 
Facebook and emails. The survey will also be posted on public websites such as esports 



9 
 

forums, Reddit, and Discord communities9. For this research, we have decided to proceed 
with a convenience sampling method due to our time constraint and limited resources. Of 
course, convenience sampling has some criticisms and associated biases that may arise, 
which will be discussed in the methodology section further down in the paper.  
 
To keep track of the non-response rate we will look at how many views our posts receive on 
Facebook, Reddit, esport forums, and Discord groups and compare it to the number of 
responses received. The non-response rate will only be an estimation since we cannot be fully 
certain that the number of views on our post will represent the actual number of people that 
received the survey. 
 
1.6 Outline and Contributions 
This research will be divided into five chapters in the following order: theory section and 
literature review, methodology, empirical data and result, analysis, and finally the 
conclusion. In the theory chapter of this paper, we present the theories we used to interpret 
our results and we present the hypotheses we will test further in this paper. This second 
chapter will also include a literature review and a literature criticism. In the methodology 
chapter, we will discuss how we chose our method based on which will suit our type of 
research. In the following chapter, empirical data, and results, we will present all the data we 
gathered through our questionnaire. In the empirical data and result chapter, we will analyze 
our empirical data through statistical analyses (correlation test and a regression test) with the 
results of said statistical analyses being used to either reject or accept our five hypotheses 
presented previously in the theory chapter. Finally, the conclusion chapter will conclude our 
paper, presenting the future areas of possible research and finally the limitations of the results 
of this paper. 
 
From the information gathered within the section above, we create our research question with 
the aim of contributing to the knowledge of sponsorship in the context of esports:  
 
“What factors affect a consumer’s purchase decisions and perceptions of 
sponsored products in esports within Sweden?” 
 
This research question aims to fill the knowledge gap about sponsorship within esports and 
help corporations to pursue an effective sponsorship campaign with a player/team/event thus 
providing positive publicity on their brand offerings and increasing their perceived image 
with esports consumers. 
 
  

                                                        
9 Reddit: a social news aggregation, web content rating, and discussion website. 
Discord: a “Voice over IP” application and digital distribution platform designed for video gaming 
communities, that specializes in text, image, video and audio communication between users in a chat channel. 
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2. Presentation of the Theories & Literature 
Review 
Our theoretical framework will be divided into five parts: brand image, brand associations, 
brand personality, the image of the sponsoring brand, and perceived fit. These five categories 
are the most important factors that affect a consumer’s perception of a sponsor, as detailed 
by Keller (1993). By dividing the framework into these categories, we aim to create a survey 
with questions that touch upon these five categories. From this, we will conduct statistical 
analysis on the desired questions, with which we will use to either prove or disprove our 
hypotheses.  In this paper, esports has already been presented as a sport and will continue 
working in this perspective while using Keller´s models (1993). 
 
Dal re et al., (2018, p 36-37) proposed in their own paper three main categories: brand to 
product, brand to event, and brand to consumer. Each category describes the relationship 
between the brand and the event, consumer, and product. As this paper researches the 
consumer’s perception of sponsorship, we used to use the preceding variables in our research 
in order to evaluate the results from our statistical analysis.  
 
In the category brand to event, we will use the perceived fit and the image of the sponsorship 
brand theories (discussed further down in the paper) to understand the relationship that occurs 
between the event (esport event in this context) and the sponsoring brand. This section will 
focus on the perceived feeling the consumer will have towards the esport event and the 
sponsoring brand. 
 
In the category brand to consumer, we will use brand personality and brand image theories, 
discussed further down in the paper, to evaluate the relationship that occurs between the 
consumer's values and the sponsoring brand values. This part will focus on the possible 
correlation between the sponsoring brand characteristics and values and those beliefs and 
values of the consumer. 
 
In the last category brand and product, we will use the theory of brand associations which is 
built on three categories, discussed further down in the paper: attributes, attitudes, and 
benefits. This part will focus on product-related attributes and non-product-related attributes. 
 
2.1 Brand Image 
Brand image has been defined by Herzog (1963, p. 58-59) and Newman (1957, p. 100-101) 
as the perceptions a consumer has about a specific brand. Brand image and brand association 
are linked and retained in the consumer’s memory. Keller (1993, p. 1) modified the previous 
definition of brand image to a more modern perspective; brand associations are linked to 
brand memory and hold the meaning that the brand has for the consumer. When a company 
uses sponsorship, their main goal is to improve its brand image.  
 
Gwinner (1997, p. 152-156) created a model that aims to explain the mechanism by which 
brand image may be impacted through sponsorship activities. Gwinner’s research concludes 
that there exist three categories that affect the image of the event and four moderating 
variables (degree of similarity, level of sponsorship, event frequency, and product 
involvement) that affect the image transfer from the event to the sponsoring brand.  
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The image of the event is affected by event type (sports related, music related, festival related, 
professional meeting/trade show related), event characteristics (event size, professional 
status, event history, event venue, promotional appearance) and individual factors like 
number of meanings, strength of meanings, and past history with the event (Gwinner, 1997, 
p. 147).  
 
By utilizing this model of brand image, we will be able to analyze the respondent's answers 
and, hopefully, be able to determine what factors have affected the consumer's perception of 
a brand and how they build their perceptions of a brand.  
 
We will use these theories above to analyze the results relating to our first hypothesis 
“Perception of the sponsoring brand is positively related to the perception of the 
team/players”. Perceptions of a brand are directly related to their brand image, and to an 
extent, so are the perceptions of a team or player.  
 
2.2 Brand Associations 
In Keller's paper (1993, p. 3) brand knowledge was defined as the combination of the brand 
image and brand awareness. Anderson (1983, p. 265-269) presented his model called the 
Associative Network Memory Model which states that memory can be associated with a set 
of nodes and other interconnecting links. An important point to consider for future 
understanding is that the nodes can be activated/stimulated by other nodes or any other 
related pieces of information. So, by following this model brand knowledge can be defined 
as a brand node stored in the consumer’s memory with a high number of associations 
connected to it (Anderson, 1983, p. 267-270).  
 
Keller (1993, p. 3) stated the strength of the associations will depend on the components of 
the brand knowledge which is brand awareness and brand image. This could be illustrated by 
an esports event (one group of nodes) which will help the customer think about the sponsor 
that was present at the esports event (another group of nodes that is connected to the previous 
group of nodes). Anderson (1983, p. 275) stated in his paper that when a customer thinks 
about an idea (or other thoughts about the brand), that thought will make them think about 
another idea (or other thoughts about the brand) which is called the “spreading activation”. 
 
Keller (1993, p. 4) breaks down brand associations into three distinct categories: attributes, 
benefits, and attitudes. Attributes can influence the brand personality characteristics since the 
attributes affect the feeling and the emotions generated by the brand. Attributes can be 
defined as what the consumer thinks about a specific product or service as well as the 
involvement of the consumer in the consumption of the service or the product. Usually, 
attributes can be divided into two categories. The first one is product-related attributes are 
defined as the internal aspect and/or characteristics of a product or service and the second 
one non-product-related attributes which are the external aspect and/characteristics of a 
product or a service (Keller, 1993, p. 4-6). 
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The second category, benefits, can be defined as the personal value that a consumer will 
attach to a product or a service. Benefits can be divided into three categories: functional 
benefits, experimental benefits, and symbolic benefits (Park et al., 1986, p. 136). The 
functional benefit is the intrinsic advantage of a product and/or service consumption while 
connected to the psychological and safety needs. The experimental benefit is related to the 
perception the consumer has while using the product or the service and aims to satisfy the 
experimental needs like cognitive stimulation and sensory pleasure. The symbolic benefit is 
the advantage that derives from the consumption of a product, with the symbolic benefits 
mostly satisfying the underlying need for social approval and personal expression. 
 
The third and last category is attitudes. In Wilkie’s (1986) paper he defined it as the 
consumer’s overall evaluation of the brand. Brand attitudes are crucial since they usually 
form the basis for consumer behavior. Brand attitude is partially influenced by the association 
of brand attributes and brand benefits (Zeithaml, 1988, p. 2-5). As Rossiter and Percy (1987) 
have stated in their research brand attitudes can be related to non-product-related attributes. 
Katz (1960) furthered the work of Rossiter and Percy (1987) by explaining that attitudes can 
be expressed in the way of “value-expressive” function which will allow the individuals to 
express their own concepts externally. 
 
The theories of the brand association will be useful to identify relationships between a 
consumer’s favorite player/team using a specific product and their purchase decision. This 
theory will also be helpful to see if there is a relationship between the features of the product 
and the purchase decision of the consumer. From these relevant theories, we create 
hypothesis three “A consumer’s purchase decisions are positively related to the teams 
and players using a specific product”.  
 
2.3 Brand Personality  
Aaker (1997, p. 347-349) defines brand personality as a group of human characteristics that 
the consumer will associate to a specific brand offering, product, or service. Brand 
personality is one of the factors that affect the brand image in conjunction with brand 
associations. Aaker (1997, p. 351) identified in his paper five different dimensions of brand 
personality: sincerity, excitement, competence, sophistication, and ruggedness. These 
dimensions are usually attained through the communications that a brand disseminates in 
order to market the product. For example, the computer accessory company Logitech try to 
be the classy and formal offering with relatively few “bells and whistles” whereas other 
brands like Razor aim to be the typical gamer brand with bright colors and many features. 
These dimensions affect the consumer’s perception of the brand, both positively and 
negatively. 
 
Brand personality is an important factor that corporate sponsors should pay attention to, as 
consumers have the tendency to infuse human traits with specific brands or brand offerings 
and can be very hard to change once cemented in the mind of a consumer. The greater the 
congruity between the human characteristics that distinctively describe an individual’s actual 
self and those that describe the brand, the greater the preference for the brand (Aaker, 1997, 
p. 348).  
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By utilizing these theories of brand personality, we will be able to understand the relationship 
between the values of the sponsoring brand influencing the purchase decisions that the 
consumer could make. From this, we create hypothesis four: “Purchase decisions of the 
consumers are positively related to the belief that the sponsoring brand shares values 
with them”.  
 
2.4 Image of the Sponsoring Brand  
Since at the time of writing this thesis, there exists very little research about the sponsorship 
in esports, we decided to utilize the already proven theories related to the sponsorship of 
sports. 
 
Jung and Kim (2015, p. 2) state that a consumer will lean toward a product or a service that 
coincides with their image but also to their personality, lifestyle and whether it matches with 
their values. In this paper, Jung and Kim (2015, p. 2-3) add that consumers are willing to 
strengthen their self-image and to do so the consumers will gravitate towards high-quality 
brands since a high-quality brand has a bigger impact on the brand identification and on a 
consumer’s purchase decision. 
 
Henseler et al. (2009, p. 49) discuss the negative impacts that sponsorship can have. For 
example, if sponsorship is not well suited for the event it is associated with, it can have a 
negative impact on the event and its image but can also further damage the image and 
perception that the consumer had about the brand. In addition to this, brand image transfer 
between sponsor and sponsee works both ways, a sponsor can damage the image of the 
sponsee and vice versa, as both entities are linked in the minds of the consumers (Henseler 
et al. 2009, p. 53)  
 
The theory of the image of the sponsoring brand will help us to find if there is a relationship 
or not between the perception of the sponsoring brand and the perception the consumer has 
about their favorite team/player. From this, we create hypothesis two: “Perception of the 
sponsoring brand is positively affected by the frequency at which consumers watch 
esports”, and hypothesis five: “Perception of the sponsoring brand is positively affected 
by the perception of the favorite teams/players”.   
 
2.5 Perceived Fit 
Perceived fit can be explained as the ability a consumer has to see and judge how the 
sponsoring brand matches or fits with the event itself (Smith, 2004, p. 465-468). Spence and 
Brucks (1997, p. 244-245) found that the level of expertise a consumer has can have a high 
level of impact on their perception of the fit between the brand sponsor and the event. So, we 
can conclude that the higher expertise the consumer has the better they are able to see the 
inconsistency (or lack thereof) between the event and the brand sponsor. Boush and Loken 
(199, p. 16-18) state that if the fit between the sponsor and the event is high it will be easier 
for the consumer to create positive associations which will lead to better brand extension. 
Brand extension in this context represents the creation of a new product. 
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The theory of the perceived fit state that if the fit between an event and the sponsoring brand 
is high it should increase the sponsors brand extension. The theory of perceived fit will be 
used for all hypotheses that discuss the relationship between a variable and perception of the 
sponsor.  
 
2.6 Literature Review and Source Criticism 
The literature review of this thesis will be divided into three part: books, peer-reviewed 
journal and articles, and websites. In our research, we have used books mainly for the method 
chapter to acquire knowledge about qualitative and quantitative analysis methods but also for 
the structure of our thesis. We also used a book about esports which presents the history of 
esports, the relationships within the esport community, and in what ways esports are 
organized (with teams, event, tournaments, etc.). 
 
Multiple peer-reviewed journal articles were used to create a foundation of knowledge on the 
topic of sponsorships and consumer perception. These journals and articles also provided us 
with the frameworks that other researchers have created and used to research sponsorship. 
From this, we identified a large gap of knowledge pertaining to the sponsorship of esports 
events, teams, and players. The gap in knowledge being the ways in which sponsorship 
affects brand perceptions, how esports consumers decide to purchase goods that are present 
in the events, and whether a team or player using a specific product can convince consumers 
to purchase the specific product, to name a few. These are the questions we are aiming to 
answer, or at least understand why consumers make the decisions they do so that corporations 
can have a proper understanding of how to sponsor esports events. 
 
The last part of this literature review is the review of the websites used in our paper. Our aim 
was to only use websites if we could not find specific information (like recent and relevant 
numbers, and statistics) in the books or the peer-reviewed journals that we have read. Only 
one website has been used for information about esports and not statistics or numbers, we 
considered this article relevant since the author Sebek interviewed Niklas Timmermann who 
is a prominent figure in the German esports league. Although this information discusses the 
realities of esports in Germany, it is still applicable to Sweden as Germany and Sweden 
occupy spot number 1 and number 2 respectively, in terms of the total number of esports 
consumers in Europe, as well as the fact that Germany and Sweden have very similar cultures. 
Because of this, we can use the finding regarding Germany to help guide our research. 
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3. Methodology 
3.1 Quantitative versus Qualitative Research 
Quantitative and qualitative are the two major types of empirical investigation, each with 
their own set of guidelines and requirements on how research is conducted. Qualitative 
research is “multimethod”, usually utilizing an interpretive approach to the research. 
Researchers that use the qualitative method aim to interpret social phenomena and social 
realities through non-numerical data (Denzin & Lincoln, 2005 p. 2). The non-numerical data 
is collected in the form of interviews, direct observation, and the analysis of primary data 
like documents and cultural records (Denzin & Lincoln, 2005 p. 14).  
 
When conducting qualitative data analysis, it is not unusual to run into specific issues. For 
example, there are no clearly defined or accepted procedures regarding the analysis of 
qualitative data (Hussey & Collis, 2009, p. 154). Brinkmann and Kvale (2009, p. 242) also 
shine some light on the criticisms of qualitative research as qualitative research is explorative 
and subjective in nature and can be biased due to the perspectives held by the researchers. 
Leading questions, frequently used in qualitative research, can also affect the quality and 
accuracy of the answers provided by interviewees. In addition to this, we believe that we do 
not possess the experience to administer an effective qualitative study, having worked with 
only quantitative work in previous assignments.  
 
Although qualitative research does have its strengths. Since researchers are closely involved 
with the subjects at hand, they are provided with a perspective of the ‘field’ being researched 
that can help understand the intricacies of the subject being studied. Qualitative analysis can 
also help describe relationships, effects, and dynamic processes that make up the field being 
studied. And finally, qualitative research is perfect for analysis of social realities (Carr, 1994, 
p. 717-718).  
 
The second method of empirical investigation is quantitative research. Quantitative research 
is defined as the objective and systematic process by which numerical data is gathered and 
quantified to describe and examine phenomena (Carr, 1994, p. 717). 
 
Quantitative data analysis relies on statistical analysis and as a way of finding relationships 
between different sets of variables or describing certain patterns that arise in the subject. 
From this, researchers create hypotheses or theories with the aim of either supporting or 
rejecting the hypothesis or theory at hand. From this data, researchers must also provide 
possible explanations about why the subject at hand behaves as it does (Carr, 1994, p. 717).  
 
Statistical analysis can be broken down into two categories; descriptive and inferential 
statistics. Descriptive statistics are commonly used in order to summarize the data and to find 
potential patterns. Mean, median, mode, percentage, frequency, and rage and all examples of 
descriptive statistics. It is important to remember that descriptive statistics are best used when 
the sample size of the data is small and should not be used when researchers want to 
generalize the larger population (Hussey & Collis, 2009, p. 225-257).  
 
Inferential statistics is the other side of the coin, researchers utilize inferential statistics when 
their aim is to generalize the results to a larger population or make predictions about a larger 
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population or demographic. The three most common forms of inferential statistics are 
correlation (describing the relationship between two variables and whether or not they are 
correlated), regression (measuring the relation between the mean of one value and the mean 
of another value), and analysis of variance (testing the degree of how groups vary or differ 
from each other) (Hussey & Collis, 2009, p. 259-295) 
 
As stated earlier, we want to be able to generalize the results to a larger population. In order 
to do this, we will make use of the mean, standard deviation, correlation testing, and 
regression testing in order to test our hypotheses from which we can make inferences on the 
target demographic. 
 
Quantitative research is not without criticism either. Franzen & Cicourel (1965, p. 103) 
criticize the quantitative research method from the perspective of the survey, as they believe 
that the people answering the surveys do not interpret the questions in the same way the 
researchers would have wanted them to. Blumer’s (1956, p. 688) criticism stems from the 
very basis of quantitative research, as quantitative research tries to isolate variables in order 
to study them, but in doing so the researchers create an artificial reality where everything is 
set in stone, which is not the case in most societal phenomena.  
 
Quantitative analysis is beneficial for testing already established theories as quantitative data 
is reliable (able to be replicated by other researchers) due to its basis in numerical data. 
Quantitative analysis is also scientifically objective as it is based on mathematical models 
(Hussey & Collis, 2009, p. 205-207) 
 
With all these considerations taken into account, this research paper will use the quantitative 
method of research for these reasons; (1) quantitative analysis allows us to generalize our 
findings for the greater population or target demographic, (2) there exists many software 
tools that help facilitate statistical analysis which in turn helps the data be accurate and 
precise, (3) qualitative analysis is somewhat restrictive for this specific study as it would 
require us to reach out to prominent esports teams and sponsors within the esports space, 
which represents a large time requirement and a larger scope of study, (4) quantitative data 
is also easier to collect not only with the time aspect but also regarding the creation of survey 
questions that we will be distributed to potential respondents.  
 
3.2 Research Design 
The data collection method for this paper will be a convenience survey sent out to a non-
random sample of our chosen population. As this paper is quantitative in nature, a survey is 
the best choice for data collection as the cost of administering online surveys is low in 
comparison to other data gathering methods. Surveys also allow us to have a wide reach of 
respondents with relatively fewer resources as being physically present with the respondents 
is not required. Surveys are also dependable as the anonymity of the surveys allows for more 
personal responses to the questions, thereby making the data collected more accurate. Lastly, 
creating a survey is not time intensive when compared to interviews, which is beneficial for 
this paper. (Hussey & Collis, 2009, p. 205-207) 
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There are also some considerations that need to be considered when administering a survey. 
For example, the reliability of the collected data can be affected by some respondents due to 
their unwillingness to either answer honestly or answer in such a way that paints them in a 
negative way. The survey for this paper must also ensure that the amount of closed-ended 
questions and leading questions are limited as they can lead to a lower level of validity 
(Hussey & Collis, 2009, p. 207).  
 
Biases are also created as the type of people willing to answer a survey regarding esports are 
different to the people not willing to answer the same survey, which needs to be taken into 
account when discussing the results of the analysis. Lastly, the questions included in the 
survey need to be created in such a way that the respondent understands exactly what the 
survey is asking in order for all the respondents to understand exactly what is being asked of 
them (Hussey & Collis, 2009, p. 208).  
 
In the literature search phase for this paper, many peer-reviewed articles were found 
pertaining to the topic of sponsorships in sports, and in what ways sponsorship can either 
affect consumer perceptions or buying behavior. For this research, many papers regarding 
sponsorship we found and analyzed, with only three papers pertaining to the sponsorship of 
esports. From this phase of literature searching, we identified a gap in the knowledge of 
sponsorship regarding esports which is how we came upon our topic.  
 
From this literature search, we also identified research papers on sponsorship from the 
perspective of the consumer with the intent of educating ourselves on how sponsorship 
research is conducted. Two of the papers (Speed and Thompson, 2012; Vongehr et al., 2018) 
we looked into discussed sponsorship from different perspectives, but utilized a very similar 
structure, with the consumers being the main focus with a survey conducted to gather 
actionable data with which to conduct statistical analysis. From this, we modeled our own 
paper, with the consumers being the unit of analysis.  
 
In order to be able to gauge the intensity of the effects of sponsorship, we included many 
questions where the answering scale is a Likert 1-to-5 scale. The 1-to-5 scale gives two 
varying degrees of a negative response, one neutral response, and two varying degrees of a 
positive response. This scale allows the respondents to easily differentiate the intensity of the 
five different possible responses, thereby reducing the concentration of response-bias 
answers. The other option was the 1-to-7 scale, which gives more choices to the respondents 
but could also serve to confuse the respondents. The respondents might not want to answer 
questions with extremes, adding to the amount of response-bias affected answers. Lastly, the 
1-to-4 Likert scale was rejected because it forces the respondents to either answer positively 
or negatively, with no option of answering neutrally (Hussey & Collis, 2009, p. 215-217).  
 
As this paper is quantitative in nature, all of the survey questions are closed-ended questions 
where respondents could only select one of the predetermined answers. This allows us to 
change the predetermined answers into numbers, which can thus be statistically analyzed. 
Open-ended questions also serve to frustrate the respondents as they might be unwilling to 
type a paragraph to answer a specific question, but can also decrease the completion rate as 
respondents might not be willing to take the time to type out their thoughts to random 
researchers (Creswell, 2014, p. 32).  
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One of the questions in the survey asked about the respondent age. Our age groupings for 
this question are as follows: 16-20, 21-25, 26-30, 31-35, 36+. The first age starts at 16 
because we knew no one would be below 16 years of age, and because advertising to kids in 
Sweden is illegal, so there is no point going below the age of 16. Furthermore, the remaining 
age groups are grouped as they are because we wanted to be able to generalize the age of the 
respondents in a way where we can say the majority of respondents are in their early twenties, 
late twenties, early thirties, etc.  
 
3.3 Testing our Hypotheses 
For this research paper, we will be using hypothesis testing to be able to either accept or 
reject our hypotheses and to infer patterns on the larger population. With hypothesis testing, 
there are many guidelines that must be taken into account to ensure the precision and 
accuracy of the data collected.  
 
In order for this study to be able to make any inferences on the demographic at hand, a large 
enough sample size is needed. As this paper looks to describe the esports consumers in 
Sweden, our population are the people who watch, partake, and enjoy esports as a whole. In 
order to determine the sample size required, we must first find out how many people exist 
within the demographic this research paper aims to study, discussed below.  
 
The margin of error for this study will be set to 5% which enables us to infer the results on 
the larger population. A 5% margin of error gives us a confidence level of 95% which is 
standard for most quantitative studies. In a report by Business Insider Nordic, they conclude 
that “as many as 20% of Swedes watch esports” (Nordic business insider, 2018) which 
amounts to almost 2 million people. With the margin of error set at 5% and the confidence 
level set at 95%, we can conclude that we require 385 respondents (people that answer the 
survey to completion) in order to be able to generalize our findings to the 20% of Swedes 
that watch esports (Krejcie & Morgan, 1970, p. 608). As this is a bachelor’s thesis, it is not 
feasible to collect 385 answers due to the restrictions of time and the limited reach between 
both authors. So, to be able to infer the results on the larger population, the number of surveys 
collected needs to be as close to 385 as possible. The response rate is another factor that must 
be considered. As 20% is considered a good response rate for online surveys, the survey must 
be sent to as many people as possible in order to reach the 385 respondents required.  
 
In order to be able to test our hypotheses, we take the results from one question (independent 
variable) and compare those results against the results of another question (dependent 
variable). So, for each hypothesis we have created, there are two questions that are analyzed 
to get the results. The hypotheses are broken down into the three categories (1) brand to 
event, (2) brand to product, and (3) brand to consumer so that the relationships between the 
brand and the product/consumer/event can be tested and explained.  
 
The first hypothesis: “Perception of the sponsoring brand is positively affected by the 
likelihood of consumers to buy products sponsored at esports events”. This hypothesis 
aims to judge the perceived fit between the sponsoring brand and the esports event, which is 
an important aspect that the brands must pay attention to as a better-perceived fit lead to 
higher sponsor recall and recognition accuracy (Olson & Thjømøe, 2011, p. 8-10). To test 
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this hypothesis, we will take the results from the question “In what way do you perceive 
brands that sponsor esports events” and test the correlation against the question “to what 
extent are you likely to purchase the products being sponsored at esports events”. This 
method allows us to break down the hypotheses into two sections and use the results of the 
question that relates to the specific part in the hypothesis. To illustrate this, you can see that 
the first question we use for this hypothesis links up to the “perception of the sponsoring 
brand” part of the hypothesis, and the second question links up to the “likelihood of 
consumers to buy products sponsored at esports events.  
  
The second hypothesis: “Perception of the sponsoring brand is positively affected by 
the frequency at which consumers watch esports”. This hypothesis aims to test whether a 
higher frequency of watching esports leads to a better perception of the brands that are 
sponsoring an esports event. The first question “in what way do you perceive brands that 
sponsor esports events” will be tested against the question “how often do you watch 
esports?”. The logic behind this hypothesis is that if you watch esports on a frequent basis, 
your perception of the sponsoring brands might increase as you are exposed to the brands in 
question on a frequent basis. Both the first and the second hypothesis are grouped by the 
“brand to event” category, so these are the two hypotheses by which we test the brand and 
event relationship from the perspective of the average esport consumer.  
 
The third hypothesis: “A consumer’s purchase decisions are positively related to the 
teams and players using a specific product”. This hypothesis aims to test whether esports 
consumers are more likely to purchase products because their favorite team and/or player 
uses them and falls under the “brand to product” category, which seeks to test the relationship 
from the perspective of the average esport consumer. This is an important hypothesis as the 
most common form of sponsorship for esports events is where manufacturers provide the 
equipment that the players use during the tournament (Dal re et al., 2018, p. 36-37). We use 
the results from the question “do you buy products from the sponsor of your favorite esports 
team/player?” against the question “after seeing a brand sponsor your favorite team/player, 
would you be more willing to use the brand?”.  
 
The fourth hypothesis: “Purchase decisions of the consumers are positively related to 
the belief that the sponsoring brand shares values with them”. This hypothesis aims to 
test whether a consumer is more likely to purchase a product or service if they believe that 
the brand shares similar values with them. This hypothesis falls under the “brand to 
consumer” category, which discusses the relationship that the sponsoring brand has with the 
average esports consumer. We will put the results from the question “do you buy products 
from the sponsor of your favorite esports team/player?” against the results from the question 
“do you feel that the sponsoring brand you have purchased from shares similar values with 
you?”. The logic behind this hypothesis is that consumers might be more willing to purchase 
goods from a brand that they believe is similar to them in some form.  
 
The fifth hypothesis: “Perception of the sponsoring brand is positively related to the 
perception of the teams/players”. This hypothesis aims to test whether the consumer's 
perception of a team or player can affect their perception of the sponsoring brand. Just like 
hypothesis four, this hypothesis falls under the “brand to consumer” category. The results 
from the question “do you use a specific brand because it helps show your solidarity to the 
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team or player?” against the results of the question “would you have a better opinion about a 
brand if they sponsor your favorite team or player?”. The logic behind this hypothesis is that 
if an esports consumer supports a team or player, they may be more likely to like the brands 
that sponsor the supported team or player, which can then be leveraged by the sponsoring 
brand to sell more products and services.  
 
3.4 Epistemology and Ontology 
Positivism is the paradigm of choice for this paper as we seek to unify the research on 
sponsorship with the relatively under-researched realm of esports through empirical research. 
As we are conducting quantitative research the positivist perspective is beneficial to us as 
positivism states that “knowledge is derived from positive information” which can then be 
analyzed through statistical analysis (Walliman, 2011). With a positivist approach, there are 
considerations that must be taken into account, as laid out by Hussey & Collis (2009, p. 46). 
Capturing the phenomena being studied in a single measure is misleading in the sense that 
numerical data can only represent social realities to a certain extent. This, of course, must be 
discussed in the analysis chapter, the extent to which we believe the data can represent the 
demographic.  
 
We as researchers also come with certain perspectives and biases which can affect the 
research being conducted. That is why it is vital that the survey questions are created in a 
way were our own perspectives are not ingrained where the respondents misunderstand the 
questions.  
 
Positivism believes that social reality is objective and external to the researchers, with only 
one reality. This stance is more in tune with not only our research but also what we believe 
as researchers (Hussey & Collis, 2009, p. 46). 
 
The other paradigm available to us is the interpretivist approach which focuses on analyzing 
social realities in order to create an “interpretive” understanding. As the interpretivist 
perspective is better at interpreting the subjective experiences of humans and less capable of 
analyzing number and data, we chose to not utilize this paradigm. The interpretivist approach 
is also much more suited to qualitative studies. In addition to this, the interpretivist approach 
believes that social reality is subjective and socially constructed, with multiple realities 
existing concurrently (Hussey & Collis, 2009, p. 47).   
 
Our approach with this research is the deductive approach, as the deductive approach to 
research is the creation of hypotheses based on existing theories which will then be tested 
through our research method (Wilson, 2011 p. 343-344). The deductive approach allows us 
to explain the relationships between different variables using quantitative analysis as well as 
allowing the research to be generalized to the larger demographic at hand.  
 
In terms of ontology, which is concerned with the nature of reality, we believe that social 
reality is objective and therefore external to us as researchers, and that everyone has the same 
sense of reality. From this ontological assumption, we as researchers as then able to study 
the phenomenon at hand.     
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3.5 Dependent and Independent Variables: What Will We 
Test? 
As this research paper is quantitative in nature, there must be dependent and independent 
variables in order to test our hypotheses. The research question we are aiming to answer is 
“What factors affect a consumers purchase decisions and perceptions of sponsored products 
in Esports within Sweden?”, so the dependent variables, in this case, are the consumers’ 
purchase decisions and perception of sponsored products, with the independent variables 
being the factors that affect these perceptions and purchase decisions.  
 
In order to measure the dependent variables and the independent variables, we have included 
questions that follow the Likert scale in the survey. The Likert scale allows us to gather 
information on the extent to which the respondents agree with a statement, thus capturing the 
intensity of the respondent's agreement to a specific question. From the respondent’s answers 
to the Likert-scale questions, we will be able to conduct statistical analysis which will then 
be used to infer relationships and patterns on the target demographic (Hussey & Collis, 2009, 
p. 215-216) 
 
3.6 Ethical and Societal Issues 
As this paper relies on the collection of data from consumers, there exist ethical 
considerations that must be taken into account before the surveys are sent to potential 
respondents. First, as researchers, we must ensure that the identity of the respondents are not 
disclosed in the paper. To ensure this, we allow the respondents to complete the survey 
completely anonymous so that there is no chance of any accidental disclosure of identities. 
Anonymity also helps the respondents feel safer when answering personal questions. As 
researchers we must be completely honest with the respondents, so this means articulating to 
the respondents what the survey is for and how their answers will be analyzed. We as 
researchers must also act in an honest manner, letting respondents know exactly the reason 
why we are collecting data, as well as being honest in terms of the statistical analysis where 
we do not fabricate or misrepresent data in order to prove (or disprove) our hypotheses. 
Lastly, by incorporating these considerations for the ethical issues, we do all we can to ensure 
that the quality and integrity of the research is up to scratch.  
 
In terms of societal issues, sponsors could use this research and other future research as a 
way of taking advantage of the psychographic attributes of esports consumers to sell more 
products. For example, energy drink manufacturers know the average esports consumer 
(male, 20-30 years old, average income) and use this information to heavily market their high 
caloric drinks that are not good for one’s health at almost every esports event.  
 
Another issue could be the extremely small amount of women who partake in esports (our 
results on gender are discussed further on in the paper) which means sponsors will be less 
likely to promote women-centric goods (thus more likely to promote men-centric goods) 
which could lead women who are interested in esports to believe that esports ‘is not for 
women’. As esports are a male-dominated market it makes sense to promote mostly male-
centric products, but it turns into a positive feedback loop where sponsors promote male-
centric products as males are the majority of the market, but then alienate the women who 
partake in esports, thus discouraging them even more.  
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Lastly, we must think about how this research could be used to market to the younger viewers. 
As kids are not fully developed mentally, they are not able to comprehend the objectives of 
the advertisers and sponsors and thus are at risk when watching esports laden with sponsors 
and advertisements. In Sweden, and many other European countries, there are rules and 
regulations on how kids can be reached through marketing communications, so esports 
leagues and organizations must ensure that their young viewers are not taken advantage of.  
 
3.7 Limitations of the Study 
As stated earlier in the paper, our goal for the number of respondents was 385. This ended 
up being much harder than expected for two reasons. The first reason being that it was taking 
too long to receive a lot of results, and as we are time constrained for this paper, we decided 
to close the survey after two days of no new results. The second reason being we 
overestimated not only our own reach regarding the number of people we could disseminate 
the survey to but also the number of people we could reach who consume esports.  
 
With these two factors taken into account, we decided to settle for 108 responses, exchanging 
a higher level of precision and accuracy in the results for time to complete the rest of the 
research on time.  
 
As we are using the convenience sampling method disseminated over the internet, there are 
biases that must be discussed before any inferences can be made upon the data. One of these 
biases is the selection bias that arises due to the way in which individuals are selected to 
answer the survey. By not utilizing a random sample, some of the members of our target 
demographic may be under or over-represented in the results which can undermine the 
validity of our results. As we are restricted regarding the amount of time available to us to 
conduct this study, we will not be able to use a random sample.  
 
The second bias is the participation bias where the results of our study could become non-
representative as those willing to answer the survey possess certain characteristics that those 
unwilling to answer do not possess, which in turn will affect the result. This bias could 
materialize in the context of this research as those willing to answer a survey about esports 
are those who really enjoy esports, consume the entertainment frequently, and are not 
embarrassed about their association with esports given that playing video games is still 
looked down upon by the majority of people (Duggan, 2015).  
 
Another type of bias that can be present in the results is the response bias. The response bias 
is where respondents answer questions either untruthfully or in a way that does not truly 
represent their beliefs. As this paper is researching sponsorship, which is a form of marketing, 
respondents might answer negatively to questions gauging the effects of sponsorship as they 
might believe that sponsorships, and marketing, has no effect on them as consumers for 
whatever reason (Hussey & Collis, 2009, p. 136).  
 
Response bias can also manifest itself through respondents answering questions based on 
what results they believe we would like to receive. We as researchers can also manifest the 
response bias by asking questions that are misleading which can confuse the respondent 
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regarding what they believe we are asking of them. In addition, the wording of the questions 
can influence the way in which the respondent answers the question. Because of this, we took 
our survey to people who have no idea about esports in order to gauge their understanding of 
our questions. The logic behind this is that if they can understand the questions and what 
exactly we are asking, then those who are actually interested in esports will understand 
enough for them to answer according, thereby giving precision to the results.  
 
The last bias is the researcher bias where we as researchers can influence the results in order 
to present a certain result. The way we interpret the data and analysis can also affect the end 
results. The precision and accuracy of the results could also be compromised by experimental 
error if we neglect to take into account all the possible influential variables.  
 
One of the issues we ran into when tabulating the results, was that we included some 
questions where respondents could choose as many options as they wanted for certain 
questions. By letting respondents pick more than one selection, it changed the way Google 
Forms tabulated the results. For example, one of the questions asked respondents to select 
the different types of esports they consumer, so when the results were downloaded it had a 
list of the types they chose, instead of giving us a number with which statistical analysis 
could be conducted upon.  
 
Another issue we ran into was that some of the questions we included were not structured in 
a way that let us test our hypotheses. So, either the answers would not come out as numbers, 
which is required for the statistical analysis, or we neglected specific questions to gauge the 
respondent's thoughts on certain things. 
 
3.8 Quality Criteria 
The quality of the research must also be discussed as there are considerations that need to be 
made in order for the data to be valid, reliable, and generalizable (Hussey & Collis, 2009, p. 
217-218).  
 
Validity: As mentioned earlier in the paper, one of the factors that can affect the validity of 
this study are the questions that the respondents will answer. We did not want to include 
open-ended questions as, in most cases, frustrate the respondents as they might be unwilling 
to type a paragraph to answer a specific question, but can also decrease the completion rate 
as respondents might not be willing to take the time to type out their thoughts to random 
researchers. Not using a random sampling method for the selection of the respondents can 
also affect the validity of the results of this paper. Unfortunately, as we are operating under 
a tight time constraint, nothing could be done about this.  
 
Reliability: By using already established theories on sponsorship and image transfer, and 
creating questionnaires based on studies within the realm of sponsorships, we ensure that the 
base of our paper is rooted in the accepted knowledge of this field. In addition to this, we use 
the standard (as most accepted) statistical analysis tools like Pearson’s Correlation and 
standard deviation. By doing this, we ensure that our paper builds upon the already 
established knowledge and bridges the gap between what is known and what is yet to be 
researched. 
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Generalizability: Many aspects of this paper were created with the express intent of insuring 
the generalizability of this paper. For example, the quantitative nature of the paper allows the 
results of this paper to be more generalizable in comparison to a qualitative paper. 
Researching a country like Sweden also makes the results generalizable to other European 
nations like Germany and Norway due to the similarities of national cultures, as both of these 
countries are heavily involved in esports. Lastly, we aimed for as many respondents as we 
could so that the we would have enough data to make it generalizable to the whole population 
of Sweden.    
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4. Empirical Data 
In order to get started with the empirical data, we sent out our survey to potential respondents. 
We identified three distinct communities where we could disseminate the survey; Discord 
communities with 81 potential respondents, Facebook groups with 17 potential respondents, 
and the LinkedIn page of Marcus Widell with 228 potential respondents. Possible 
respondents reach a total of up to 326 people, just shy of our goal of 358 respondents.  
 
The survey was sent out on the 30th of April 2019 and stayed open for seven days. We 
decided to close the survey after seven days as no new respondents answered after the fifth 
day and we had exhausted all possible areas to disseminate the survey. With the survey 
closed, the total collected responses amounted to 108 answers out of the goal of 326. This 
brings the response rate to 33.1% which is above average for general surveys (Hussey & 
Collis, 2009, p. 100). 
 
4.1 Demographic of Esports Consumers 
For this research paper, we divided the survey questions into question that describe the target 
demographic and questions that allow us to conduct statistical analysis. The questions that 
describe the demographics of the respondents can be found in the appendix, graphs 1 to 8. 
108 people responded to our survey, with the completion rate equaling 100% as all questions 
were answered by each respondent. In this and the following sections, we report the answers 
in percentage so that the reader can get a better understanding of the ratio of the answers, 
instead of the frequency. 
 
Graph 1 (gender of the respondents) shows the gender break down of the 108 respondents. 
89.8% of respondents answered male, with 10.2% of respondents answering female. 
 
Graph 2 (age of the respondent) shows the age range of the 108 respondents. 67.6% of 
respondents answered age 21 to 25, 23.1% of respondents answered age 16 to 20, and only 
9.3% of respondents age 26 to 30. This result was expected as the areas we disseminated the 
survey are usually frequented by young adults (i.e. gaming forums). In addition to this, the 
purpose of the survey (bachelor’s thesis) was communicated before letting people complete 
the survey which could have influenced those answering the survey because they might have 
answered out of empathy.   
 
Graph 3 (what types of esports do the respondents watch?) shows which types of esports are 
generally watched by the respondent. For this question, respondents could select as many 
options as they pleased so that we could observe which types of esports are the most popular. 
From the graph, you can see that MOBA10 is the most watched, being selected 74 times. 
Closely following the MOBA category, we have the FPS11 category being selected 71 times. 
The RTS12 category takes third place being selected 37 times, followed by fighting games, 
collectible card games, sports games, and MMO’s13. The two biggest MOBA games are Dota 
                                                        
10 MOBA: multiplayer online battle arena, a type of game that pits 5 players against 5 players.  
11 FPS: first person shooter, where players control a person with the aim of killing the opponents.  
12 RTS: real time strategy, include games like StarCraft and Age of Empires 
13 MMO: massively multiplayer online games include World of Warcraft 
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2 and League of Legends with a prize pool of $41.3 million and $14.1 million respectively 
(in 2018) (Hayward, 2018). So, are MOBAs the most watched esport because the large prize 
pools bring in more competition and in turn more entertainment for viewers? Or do MOBAs 
have the largest prize pool because so many people watch it?  
 
Graph 4 (when did the respondents start watching esports) shows that 51.4% of the 
respondents started watching esports four or more years ago, followed closely by “1 to 3 
years ago” with 33.6%, with “within the last year” being the least selected option at 15%.  
 
Graph 5 (did the respondents play video games before they started watching esports) shows 
that 100% of the respondents played video games before they got into esports. This result is 
expected as in order to understand and enjoy esports, one must understand and enjoy the 
game being played.  
 
Graph 6 (how often do the respondents watch esports) reveals that a majority of respondents, 
28.7%, watch esports every day when available. Followed by once a month (21.3%), once 
every two weeks (20.4%), once a week (19.4%) and finally once every three months (10.2%). 
In the survey, this question (how often do you watch esports?) is followed by “When was the 
last time you watched an esports event?”. It is our belief that is was a mistake to include both 
questions as it seems that it was confusing from the perspective of the respondent as “how 
often do you watch” and “when was the last time you watched” seem very similar.  
 
Graph 7 (when was the last time the respondent watched an esport event) reveals that the 
majority of respondents (48.1%) answered “this week” for when they last watched an esports 
event. Followed by “this month” (24.1%), “this year” (14.8%) and finally “today” (13%) 
which does not exactly line up with the results of graph 6. We believe that this discrepancy 
arises as esport events are not usually held every day but do last over several days, so while 
most respondents answered they last watched an event this week (instead of every day) they 
might have watched every day of the specific event.  
 
Graph 8 is the last question dealing with the demographics and makeup of the market we are 
studying (would you prefer to attend esports events physically or virtually14). This graph 
reveals that 63.9% of respondents prefer to attend virtually, contrasting the 36.1% of 
respondents who prefer to attend an event physically. We believe this gap between the two 
choices will reduce in the coming years as esports events are expected to become bigger and 
more available to a wider range of audiences.  
 
So, from these eight graphs, we can discuss who the average esports consumer is and what it 
means for the future of esports sponsorship. Based on our research of 108 respondents, we 
can say that 89.8% of esport consumers are male, 67.6% are in the age range of 21 to 25, 
with the most watched game types being MOBAs and FPSs with 68.5% and 65.7% of 
respondents selecting these two game types respectively. 51.4% of the respondents started 
watching esports four or more years ago, with every respondent stating that they started 
playing video games before they started watching esports.  
                                                        
14 In this context, attending virtually means that respondents would prefer to watch the event online wherever 
they please, instead of at the venue where the event is being hosted.  
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Earlier in our report, we brought up statistics from Nielsen (2017) regarding the average 
esports viewer to bring in some initial information about who we will be studying. Our 
research lines up with Nielsen as they state that the average esports consumer is a male, aged 
between 21 to 35. Nielsen also had statistics on average esports consumer’s income and the 
amount of time they spend watching TV, internet media, and esports but as these numbers 
are not relevant to our research we cannot speak on it as we did not have any questions in our 
survey based on these variables.  
 
It is important to discuss the demographics of esports viewers as this paper deals with 
sponsorships, and sponsorships cannot provide value for a company if they are not aware of 
who they are marketing to and what makes them tick, so to speak (Olson & Thjømøe, 2011, 
p. 8-10). This research is important as there are not many theses that discuss esports and the 
sponsorship that accompanies it and can serve as a baseline and as a comparison for those 
who decide to research topics similar to ours. Demographic changes and trends can also be 
extrapolated from data like this as one can always contrast the data from one year to another.  
 
4.2 Quantifying the Factors 
The rest of the questions that were asked to the respondents were questions that aimed to 
quantify the effects of sponsorships, their perception of sponsoring brands, and their purchase 
decisions to name a few. These questions are based on the Likert answering scale, with 1 
being the most negative answer, 2 being a negative answer, 3 being the neutral answer, 4 
being a positive answer and 5 being the most positive answer. 
 
When asked about whether they, the respondents, could recall all of the sponsors that they 
have seen present at esports events (graph 9 in the appendix), 25.9% answered strongly 
disagree, 27.8% answered disagree, 18.5% answered neutral, and 27.8% answered agree. Not 
a single respondent selected “strongly agree” for this question. This result is further 
strengthened by the results of the question “to what extent do you pay attention to sponsors 
at esports events?” (graph 10 in the appendix) with 25% of respondents selecting the most 
negative answer, and 25% selecting answer 2 (negative). 50% of the respondents fall on the 
negative side of the scale, followed by 24.1% selecting the neutral answer, 25% selecting 
answer 4 (positive), and only 0.9% selecting the most positive answer.  
 
Based on these two questions above, it does not seem that the respondents pay much attention 
to the sponsors at esports events but if we look at graph 12, to what extent are you likely to 
purchase the products being sponsored at esports events, we can see that 26.9% of the 
respondents selected answer 4 (positive) with no one selecting answer 5, the most positive. 
This is an encouraging result because if 26.9% of all esports consumers were somewhat 
willing to buy goods that are sponsored at esports events, that would represent a massive 
number of consumers worldwide. Graph 11, to what extent are you likely to purchase the 
same equipment as the team/players you support, shows a similar story with a majority of 
respondents, 33.3%, stating they would be somewhat likely to purchase the same equipment 
as the team/player they support. 23.1% and 19.4% of the respondents fall under the two 
negative answers, with 14.8% of the respondents selecting the neutral answer, and only 9.3% 
of the respondents selecting the most positive answer.  



28 
 

 
Graph 13 paints a slightly different picture in comparison to graphs 11 and 12. Graph 13 
represents the question: do you buy products from the sponsor of your favorite esports 
team/player? 56.5% of respondents answered that they would not buy products from the 
sponsor of their favorite team/player, whereas 43.5% answered they would. Again, this is an 
encouraging number because if 43.5% of esports consumers buy products from the sponsor 
of their favorite team, it shows that there is a lot of potential sales for corporate sponsors, but 
also shows that sponsors can benefit greatly depending on which team or player they sponsor.  
 
Graph 14 asks the question “Which features do you consider when buying products that you 
have become aware of through sponsorship?”. This question has five potential answers: 
characteristics of the product (selected by 62% of the respondents), brand name (selected by 
32.4% of the respondents), whether or not they sponsor your favorite team/player (selected 
by 19.4% of the respondents), N/A (for those who have not purchased a product that they 
have become aware of through sponsorship, selected by 11.1% of the respondents), and 
finally, price (selected by 3.7% of the respondents). As this question was a multiple-choice 
question, respondents could select more than one answer, therefore the percentages do not 
add up to 100. This result was expected, with the highest selected answer being 
‘characteristics of the product’, as sponsorship can put the product in the consumer's mind, 
but the average consumer (average in the context of our survey results) will only commit the 
purchase if the product itself is worth the purchase.  
 
Graph 15 represents the question: “Why did you purchase the product or service that was 
advertised at the event?” The purpose of the question was the gauge the reasons as to why a 
respondent may have purchased a product or service that was advertised at an event. We 
included five different answered, with the possibility for the respondents to select as many 
as they believe applicable. The five possible selections are as follows: 

- Due to its characteristics and quality (selected by 35.2% of the respondents) 
- Because your favorite team and/or players use it (selected by 36.1% of the 

respondents) 
- Discounts for the product/service from the event itself (selected by 37% of the 

respondents) 
- Better quality in comparison to competitors (selected by 27.8% of the respondents) 
- N/A (for the respondents who have not purchased a product or service advertised at 

an event, selected by 22.2% of the respondents)  
 
Graph 16 represents the question “do you feel that the sponsoring brand you have purchased 
from shares similar values with you?”. 21.3% of the respondents selected ‘No’, 46.3% of the 
respondents selected ‘Maybe’, and 32.5% of the respondents selected ‘Yes’. These answers 
contrast with the answers present in graph 17 (do you use a specific brand because it makes 
a statement about you?), where 49.1% of the respondents answer ‘No’, 45.4% of the 
respondents answer ‘Yes’, and finally, 5.6% of the respondents answered ‘Maybe’.  
 
Graph 18 represents the answers to the question “Do you use a specific brand because it helps 
you show your solidarity to the team/player?”. 55.6% of the respondents answered ‘No’, 
39.8% answered ‘Yes’, with only 4.6% of the respondents answering ‘Maybe’. This result is 
somewhat unexpected, especially when you look at the answers to graphs 15, 16, and 17. 
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Maybe the question was not detailed enough, as the respondents could have interpreted the 
question as if it were asking in general about products they have purchased related to video 
games, instead of the products they have purchased that they have become aware of through 
sponsorship alone.  
 
Graph 19 discusses the answers to the question “In general, how do you feel about brand 
sponsorship within esports?”. This had interesting results because out of the five possible 
answers on the Likert scale, only the neutral and both positive answers were selected. 35.2% 
of the respondents selected 3 (neutral), 40.7% selected 4 (in between neutral and most 
positive) and 24.1% selected 5 (most positive). This shows that esports consumers are aware 
of the reasons as to why sponsorship happens in esports and that they are not opposed to 
sponsorships because of what sponsorship brings in terms of aid for the event taking place.  
 
Graph 20 discusses whether the respondent would be more willing to use a specific brand 
after seeing them sponsor the respondent's favorite team/player/event. The aim of this 
question was to gauge the strength of the respondent's relationship with their favorite 
team/player/event and if a sponsoring brand can benefit from sponsoring the ‘correct’ 
team/player. Correct in this context means the most popular team/player, as logically, the 
popular teams and players will bring in more sales than those teams/players who are not as 
popular. This question is another Likert scale-based questions, with a majority of respondents 
selecting 3 (neutral) and 4 (positive) with 33.3% and 42.6% respectively.  
 
Graph 21 is the inverse question to the question on graph 20: “After seeing a brand you like 
sponsor a team or player, are you more likely to follow the team or player?”. By including 
this question, we wanted to see whether the team/player-to-sponsor relationship is similar 
when swapped to sponsor-to-team/player and whether or not a respondent would follow a 
team or player if a brand they liked sponsored them. 15.7% of the respondents answered 1, 
the most negative answer, 22.2% selected answer 2 (negative), 27.8% selected answer 3 
(neutral), with the majority selected answer being answer 4 with 31.5% (positive), and only 
2.8% selecting 5 (the most positive answer).  
 
Graph 22 discusses the question “Can you easily recognize and recall brands, logos, and 
brand names because of its sponsorship association with esports?”. Unsurprisingly, no 
respondent selected the most negative answer, with the majority of respondents selecting 
answer 4 (positive) at 37%. Answer 3 (neutral) and answer 5 (most positive) have a similar 
distribution of respondent selections with 27.8% and 23.1% respectively.  
 
Graph 23 shows if the respondents have become aware of different product offerings through 
sponsorship activities at an esports event. Unsurprisingly, 92.6% of respondents answered 
‘Yes’, and only 7.4% of respondents answered ‘No’. This shows that sponsorship is almost 
100% effective at introducing products or services to those who consumer esports.  
 
Graph 24 represents the question “in what way do you perceive brands that sponsor esports 
events?”. This question is an extension of the question discussed above from graph 19 but 
goes a little deeper by asking about their perception about sponsoring brands instead of just 
how they feel in general. Not a single respondent selected 1, the most negative answer, and 
only 0.9% selected answer 2. The rest of the selections fall on answers 3 (39.8%), answer 4 
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(29.6%) and answer 5 (29.6%). These results are similar to those we observed on graph 19, 
as esports consumers understand the need for corporate sponsors.  
 
Graph 25 represents the question “how likely are you to recommend any brands or brand 
offerings that you have become aware of through sponsorship to friends or family?”. The 
most selected answer was answer 4 (positive) with 35.2% of the respondents selecting this 
answer. Predictably, 17.6% and 14.8% of the respondent's selected answer 1 (most negative) 
and answer 2 (negative) respectively. Answer 3 (neutral) got 25% of the selections, with 
answer 5 (most positive) only getting 7.4%. The results of this question should not be taken 
too seriously as there are many things that can affect someone’s willingness to recommend a 
brand to their friends and/or family. For example, a respondent may have selected the most 
negative answer as none of their friends or family are engaged in esports or even video games.  
 
Graph 26 is somewhat a continuation of the question above, asking if respondents engage in 
positive or negative word of mouth (WoM) because of the sponsorship activities related to 
esports. 70.4% of the respondents said they engage in positive WoM, 4.6% of the respondents 
said they engage in negative WoM, and 29.6% of respondents said they do not engage in 
either positive or negative WoM. This question was multiple choice so the respondents could 
select each answer that was applicable to them.  
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5. Analysis  
5.1 Results 
H1: Perception of the sponsoring brand is positively affected by the likelihood of 
consumers to buy products sponsored at esports events. 
To test our first hypothesis we choose to use the data from the following variables in the 
respective order: (1) “In what way do you perceive brands that sponsor esports events?” 
tested against (2) “To what extent are you likely to purchase the products being sponsored 
at esports events?”.   
 
First, we calculated the means and the standard deviation using the two variables above, to 
get an idea of what the results the data reveal. From table 1, we can see that the mean of the 
first variable is 3.8796, with a standard deviation of 0.85, which means that 68% of the 
respondents chose between 3.0289 and 4.7296. Since 3 is the neutral answer of the Likert 
scale we can see from these result that most of the answers were above 3. This can be 
understood as most of the people have a neutral to a positive perception of the brands that 
sponsor esports events. This table also shows us that the median is 4 which means that half 
of the respondents answered below 4 and the other half of the respondents answered above 
4. 
 
From Table 1 (present in the appendix), we can see that the mean of variable 2 is 2.481 with 
a standard deviation of 1.148, where 68% of the respondent have picked an answer between 
1.333 and 3.629. From this result, we can interpret that most of the result are located below 
3 which, in this case means that on average, people are unlikely to purchase a product that 
has been sponsored at an esport event. This table also shows us a median of 2 which means 
that half of the respondents answered below 2 and the other half of the respondents answered 
above 2. 
 
Secondly, we proceed to conduct a Pearson correlation test (see table 2 in the appendix) were 
we found a Pearson correlation value of 0.146 and a P-value of 0.131. From this test, we can 
interpret that the correlation between those two variables is pretty weak since a strong 
correlation will be close to -1 (negative correlation) and 1 (positive correlation) and a weak 
correlation will be close to 0. We can also interpret that the correlation is positive since the 
Pearson value is positive. A regression test (see graph 27) has been conducted to confirm the 
previous statement about the correlation and from this regression plot, we can see the weak 
but positive correlation. 
 
For all our tests we used a significance level of 0.05 (5%) and a confidence level of 95%. 
The results of variable 1 (people have a neutral to positive perception of brands that sponsor 
esports events) tested against the results of variable 2 (people are unlikely to purchase a 
product that has sponsored at an esports event) shows that in the case of Hypothesis 1, there 
is no significant empirical evidence that the perception of the sponsoring brand is positively 
affected by the perception of the event.  
 
H2: Perception of the sponsoring brand is positively affected by the frequency at which 
consumers watch esports. 
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To test our second hypothesis we chose to use the data of the following variables in the 
respective order: (1) “In what way do you perceive brands that sponsor esports events?” 
tested against (2) “How often do you watch esports?”.  
 
First, we looked at the means of both variables and the standard deviation of the data collected 
for this hypothesis. Since the independent variable (1) has also been used in the previous 
hypothesis the results will not be re-introduced. 
 
Before writing about the dependent variable it is important to state that for the purpose of the 
calculation, we had to change the data we received from Google Forms as they came in a 
string format instead of a numerical format15.  
 
In Table 3 (present in the appendix), we can see the mean of the dependent variable (2) equal 
2.648 with a standard deviation of 1.362, which means that 68% of the respondent’s choose 
an answer between 1.286 and 4.01. The first important thing to understand from this standard 
deviation is that the responses of the dependent variable are really spread around the mean. 
As the responses are spread around the mean, we decided to look at the median which is 3. 
From this, we can ascertain that half of the responses will be located below the median of 3 
and the other half is located above 3. Or in other words, the average frequency of watching 
esport is once a week, with half of the respondents watching esports more than once every 
two weeks and the other half of the respondents watching esports less than every two weeks. 
 
The Pearson correlation test (see table 4 in the appendix) had a result of -0.351 with a P-value 
of 0.000. From the Pearson correlation result, we can say that there is a small negative 
correlation between the independent and the dependent variables since the P-value is smaller 
than the significance level of 0.05 (or 5%). This means that the correlation is present and 
negative, but not strong. So from the results of variable 1 (people have a neutral to positive 
perception of the brands that sponsor esports events) tested against the results of variable 2 
(average frequency of watching esport is once a week) we can state that there is a weak, 
negative correlation between the frequency at which consumers watch esports and the 
perceptions of the sponsoring brands.  
 
A regression test (see graph 28 in the appendix) has been conducted to confirm the previous 
statement about the correlation and from this regression plot, we can see the weak negative 
correlation. 
 
H3: A consumer’s purchase decisions are positively related to the teams and players 
using a specific product.  
To test our first hypothesis we choose to use the data from the following variables in the 
respective order: (1) “Do you buy products from the sponsor of your favorite esport team/ 
player?” tested against (2) “After seeing a brand sponsor your favorite team/player/event, 
would you be more willing to use the brand?”. Again, we had to change the data of variable 
(1) as the format was incorrect to proceed with statistical analysis16.   
                                                        
15 1 represents “everyday”, 2 represents “once a week”, 3 represents “once every two weeks”, 4 represents 
“once a month” and 5 represents “once every three months” 
16 0 = No, 1 = Yes 
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First, we looked at the means and the standard deviation. From the table 5, we can see that 
the mean of variable (1) is 0.4352,  with a standard deviation of 0.4981, which mean that 
68% of the respondent chose between 0 and 0.9333 (keep in mind the range of possible 
answers was from 0 to 1 as it was a yes or no question). In this first variable, we can see that 
the standard deviation is bigger than the mean which has no direct impact on our results or 
future analysis, but it is important to keep in mind that for our hypothesis, the values cannot 
be negative. For this negative value, we get the standard deviation interval of 0 to 0.9334. 
This table shows the median being 0 which means that the majority of the respondents have 
answered “No” at the question “do you buy products from the sponsor of your favorite esport 
team/player?” 
 
From the table 5 (in the appendix), we can see that the mean of variable 2 is 3.4074 with a 
standard deviation of 0.9767, where 68% of the respondents exist between 2.4307 and 
4.3841. From this result, we can interpret that most of the result are located above 3 which 
means that on average, people are willing to use the brand that sponsors the respondent’s 
favorite team, player, and/or event. 
 
Secondly, we conducted to a Pearson correlation test see table 6 (see in the appendix) where 
we found a Pearson correlation value equal to 0.305 and a P-value of 0.001. From this test, 
we can interpret that the correlation between those two variables is present but cannot be 
considered as a strong connection as it is not close to either -1 or 1. We can also interpret that 
the correlation is positive since the Pearson value is positive. So from the results of variable 
1 (most esports consumers do not buy products from the sponsor of their favorite team, 
player, or event) tested against the results of variable 2 (people are willing to use the brand 
that sponsors the respondent’s favorite team, player, and/or event) we can say that there is 
empirical evidence that a consumer’s purchase decisions are somewhat positively related to 
the teams and players using a specific product. For all our tests we used a significance level 
of 0.05 or 5% and a confidence level of 95%.  
 
A regression a test (see graph 29 in the appendix) have been done to confirm the previous 
statement about the correlation and from this regression plot, we can see the weak and 
positive correlation. 
 
H4: Purchase decisions of the consumers are positively related to the belief that the 
sponsoring brand shares values with them. 
To test our first hypothesis we choose to use the data from the following variables in the 
respective order: (1) “Do you buy products from the sponsor of your favorite esports 
team/player?” tested against (2) “Do you feel that the sponsoring brand you have purchased 
from shares similar values with you?” Again, we had to change the data of both of our 
variables as the format was incorrect to proceed with statistical analysis17.   
 
 

                                                        
17 First variable: 0=No and 1=Yes; Second variable: 0=No, 1=Maybe, and 2=Yes 
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Again, we started by looking at the means and the standard deviation to have an initial look 
at the data. From the table 7 (in the appendix), we can see the same results as in the previous 
hypothesis with the variable “Do you buy products from the sponsor of your favorite esport 
team/player” (most esports consumers do not buy products from the sponsor of their favorite 
team, player, or event). 
 
From Table 7 in the appendix, we can see that the mean of variable 2 equals 1.1028 with a 
standard deviation of 0.7260; 68% of the respondents have picked answers between 0.3768 
and 1.4796. From this result we can state that most of the answers are close to the value 1 
which represents “Maybe”, so it can be said that most of the respondents are not sure if they 
share similar values with the sponsoring brand that they purchase a product from. The 
standard deviation is confirming the previous statement about the most selected answer. This 
table also shows us a median of 1 which means that half of the results are situated below 1 
and the other half is situated above 1. 
 
Calculating the Pearson correlation value (see table 8) we received a Pearson correlation 
value of 0.447 and a P-value of 0.000. From this test, we can interpret that a correlation 
between those two variables is present but cannot be considered a strong correlation. We can 
also interpret that the correlation is positive since the Pearson value is positive. A regression 
a test (see graph 30) have been done to confirm the previous statement about the correlation 
and from this regression plot, we can see the weak and positive correlation.  
 
So from the results of variable 1 (most esports consumers do not buy products from the 
sponsor of their favorite team, player, or event) tested against the results of variable 2 (most 
of the respondents are not sure if they share similar values with the sponsoring brand that 
they purchase a product from) we can state that there is a small, positive correlation between 
the purchase decisions of esports consumers and their belief that the sponsoring brand shares 
similar values with them. A significance level of 0.05 (5%) and a confidence level of 95% 
was used for all tests of this hypothesis. 
 
H5: Perception of the sponsoring brand is positively related to the perception of the 
team/players. (brand image) 
To test our first hypothesis we choose to use the data from the following variables in the 
respective order (1): “Do you use a specific brand because it helps you show your solidarity 
to the team or player?” tested against (2) “Would you have a better opinion about a brand if 
they sponsor your favorite team/player?” Again, we had to change the data of both of our 
variables as the format was incorrect to proceed with statistical analysis18 
 
From the table 9 in the appendix, we can see that the mean of variable 1 equals 0.8426, with 
a standard deviation of 0.9683; 68% of the respondents chose an answer between 0 and 
1.8109. In this first variable, we can see that the standard deviation is bigger than the mean 
which has no direct impact on our results or future analysis but it is important to keep in mind 
that in our hypothesis these values cannot be negative, which is why the standard variation 
interval is from 0 to 0.9334. This table also shows us that the median is 0 which means that 

                                                        
18 First variable: 0=No, 1=Maybe, and 2=Yes; Second variable: 0=No, 1=Maybe, and 2=Yes 
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most of the respondents have answered “No” to the question “Do you use a specific brand 
because it helps you show your solidarity to the team or player?”. 
 
From table 9, we can see that the mean of variable 2 is 1.444 with a standard deviation of 
0.7893; 68% of the respondent have picked between 0.6547 and 2.233. This table also shows 
a median of 2 which means that half of the results are situated below 1 and the other half is 
situated above 2. From these results, we can say that most of the answers are close to the 
value 2 which represent “Yes”, so most of the respondents believe that their opinion about a 
brand will change if this brand sponsors their favorite team/player. 
 
A Pearson correlation value was calculated (see table 10 in the appendix) where we found a 
Pearson correlation value of 0.618 and a P-value of 0.000. From this test, we can interpret 
that the correlation between these two variables is a slight to strong correlation. We can also 
interpret that the correlation is positive since the Pearson value is positive.  
 
A regression a test (see graph 31) have been done to confirm the previous statement about 
the correlation and from this regression plot, we can see a slight to strong positive correlation 
between the two variables. For all our test we used a significance level of 0.05 or 5% and a 
confidence level of 95%, so we can state that there is empirical evidence to support the 
statement “perception of the sponsoring brand is positively related to the perception of the 
team/players”.  
 
5.2 Discussion of Results 
5.2.1 How does sponsor perception affect purchase decisions? 
From the results of the analysis on hypothesis 1, we can say that there is no significant 
empirical evidence that the perception of the sponsoring brand is positively affected by the 
perception of the event, in other words, we can accept the null hypothesis. So why are the 
results as they are? Even though there is no significant empirical evidence to accept the 
hypothesis, we can still observe a positive Pearson correlation value of 0.146 which indicates 
a very weak but positive relationship between the two variables. So, we can state that even if 
esports consumers have a very positive perception of an esports event that they are partaking 
in (whether they are physically present or watching virtually), it might not transfer over to 
the perception of the sponsoring brand.  
 
This could be explained by the image creation model by Gwinner (1997, p. 152-156), 
discussed in the theory section above, where the image of the event itself is dependent on 
type of event that it is, the characteristics of the event like size, history of the event, 
appearance, and lastly influenced by personal factors like past history with the specific event. 
The transfer of this image, from event to the brand is further influenced by the degree of 
similarity, level of sponsorship, event frequency, and product involvement (Gwinner, 1997, 
p. 152-156).  
 
Relating this back to the results from hypothesis 1, we could argue that one of the reasons 
that the relationship between perception of the event and the perception of the brand is not 
stronger is because the esports consumers judge the degree of similarity between the sponsor 
and the event to be insufficient. The consumers could also believe that a corporate sponsor 
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has decided to sponsor an event in a way that the consumers deem inappropriate or intrusive 
which further decreases the image transfer from the event to the brand.  
 
The frequency of the event can also have a large impact on perceptions, as consumers may 
not be used to seeing a particular brand, therefore the image transfer may not have taken 
place yet. Lastly, the level of product involvement can also have a large impact. If the 
consumers do not believe that a sponsor’s product is relevant to the event taking place, their 
perception of the brand will not increase, and just might decrease as the consumers do not 
understand the reason behind the sponsorship. 
 
What does this mean for both new and existing corporate sponsors operating in the esports 
market? Corporate sponsors must work hard to ensure that the event they want to sponsor is 
in some form related to their industry. If this is not possible, it is vital that the sponsor 
articulates the reasoning behind their decisions to sponsor a particular event to the consumers. 
By articulating their reasoning, it becomes easier for consumers to accept the sponsor as a 
benefactor of the event.  
 
Sponsors must also decide on an appropriate level of sponsorship. For example, consumers 
would not be too pleased if there are advertisements being played in the middle of the game 
as it disrupts the flow for the consumers, and because a lot can happen in a short time in 
esports and no one wants to miss the action because of an advert. This is also related to 
product involvement as a decision must be made regarding how the sponsor incorporates its 
product into the event. For example, if a keyboard manufacturer is sponsoring an event, and 
they bring keyboards for the competitors to use, it would serve them well to bring keyboards 
specifically made for gaming, instead of a Bluetooth keyboard without mechanical keys19. 
 
Lastly, sponsors should aim to sponsor many events so as to maximize the number of people 
that see their brand and brand offerings. By maximizing exposure, consumers are more likely 
to think of the sponsor’s product when it is time for the consumer to purchase a good in that 
specific market segment.  
 
These findings can also apply to the esport events, the teams, and the players as it seems that, 
above all else, consumers prefer when sponsorship activities are in some way related to the 
event and when the sponsorship activities are appropriate in terms of frequency and 
placement. With this knowledge, better sponsorships can be selected to better represent the 
team and the players that are a part of the organization.  
 
5.2.2 Does frequency of watching esports raise the perception of 
sponsors? 
From the results of the analysis on hypothesis 2, we can say that there is a weak, negative 
correlation between the frequency at which consumers watch esports and the perceptions of 
the sponsoring brands. From this, we can safely reject hypothesis 2. Based on these results, 
the more someone watches esports, the lower their perception is of the sponsoring brand. We 
                                                        
19 We use the example of “Bluetooth keyboard without mechanical keys” as these types of keyboards are bad 
for gaming because (1) Bluetooth has much higher input lag over a wired keyboard, and because (2) 
mechanical keys are the key type of choice for gamers due to their advantages over normal key types.  
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believe this result to be incorrect as it seems counter-intuitive that the perception of a sponsor 
decreases as the frequency at which they watch esports increases.  
 
This discrepancy could be explained by the results of the two variables we used to conduct 
statistical analysis. The two variables for hypothesis 2 are (1) “In what way do you perceive 
brands that sponsor esports events?” and (2) “How often do you watch esports?”. As the 
second variable is about the frequency, it is unlikely that the respondents answered in an 
untruthful way. Looking at the first variable, the perception of brands that conduct 
sponsorship, this could be the source of the discrepancy as the respondents might not answer 
as truthful as they could have been.  
 
Going back to the theories discussed by Henseler et al, (2009, p. 249), we can see that the 
negative effects of sponsorship arise if the consumer judges the fit between the sponsor and 
the sponsee to be insufficient. So, do the respondents of our survey believe that the sponsors 
present at esports events are not appropriate? This cannot be the case as all of the respondents 
answered either neutrally or positively when asked: “In general, how do you feel about brand 
sponsorships within esports?”.  
 
As we believe these results to be somewhat incorrect or unactionable, considerations for 
teams, players, and sponsors cannot be discussed.  
 
5.2.3 Are Purchase Decisions Related to the Players Who Use Them? 
From the results of the analysis on hypothesis 3, we can state that there is significant 
empirical evidence that a consumer’s purchase decisions are somewhat positively related to 
the teams and players using a specific product, so we can accept hypothesis 3. These results 
can be explained by Keller’s work with brand associations and brand awareness (1993, p. 3). 
As introduced in section 2.2, Keller (1993) states that brand association is based on 
interconnecting nodes which interact with each other to form associations between, for 
example, a brand’s image and the subsequent image the consumer holds about the brand’s 
product. In the context of hypothesis 3, the first node being the knowledge that a specific 
team or player uses a specific product, with the second node being the perception of a brand’s 
product. The brand association can also be broken down into three distinct categories; 
attributes, benefits, and attitudes, all of which have an effect on how consumers perceive 
brands.  
 
From the results of the tests, it seems that the first node, the knowledge that a specific team 
or player uses a specific product, has a positive effect on whether or not a consumer is willing 
to purchase the product. This is because when consumers see someone, they support use a 
product in an official setting, the consumer sees it as an endorsement of the product. They 
believe that if the product is good enough for a competitor at the top of their game, then it is 
good for them too. This ‘endorsement’ helps shape the attitude a consumer may have of the 
brand’s offering. 
 
This relation is not a new phenomenon, as brand ambassadors have been utilized by 
corporations ever since marketing became more commonplace to sell products. The esports 
competitors can act as indirect brand ambassadors due to their usage of the sponsor’s 
products in the competition. This effect is intensified when a team or player wins a 
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competition as consumers pay more attention to those that win, and subsequently, the gear 
and equipment they won with. Consumers may categorize this as a benefit of the product, as 
it was used to win a competition by professionals.  
 
For corporate sponsors, it is important to select teams and/or players that reflect the identity 
of the brand, thereby increasing a consumer’s perceived fit between the sponsor and the 
sponsee. Sponsors should also aim to sponsor teams or players that are of high popularity, so 
as to expose the sponsor’s offerings to as many viewers as possible.  
 
Other considerations for sponsors include the characteristics and values held by the 
team/players, whether they are controversial figures, win probability, and general popularity 
with esports consumers. All of these factors have the ability to have a significant effect on 
whether or not consumers are willing to buy the products being used by the teams/players. 
For example, it is not unheard of for sponsors to withdraw relationships with players who act 
irresponsible or act in a way that goes against the values of the sponsor.  
 
On the other side of the coin, how can teams use this information to their benefit? The major 
take away from this result is that consumers are willing, to an extent, to buy products that are 
used by the teams and players. So, the teams and players should do everything they can to 
attract high-level sponsorships. For example, teams that have a high win rate are more likely 
to get high-value brands to sponsor them. 
 
5.2.4 Are Purchase Decisions Related to the Values of the Sponsor? 
From the results of the analysis on hypothesis 4, we can state that there exists a small, positive 
correlation between the purchase decisions of esports consumers and their belief that the 
sponsoring brand shares similar values with them, so we reject the null hypothesis. 
 
If we look at the work conducted by Aaker in 1997, we can see similarities between her 
theories and the results that we collected. As mentioned in section 2.3, the greater the 
‘congruity’ between the characteristics of the consumer and the characteristics of the brand, 
the greater the preference for the brand itself. Since there exists only a small correlation 
between the two variables above, we can guess that this is due to the fact that most of the 
respondents had not purchased any products or services that they became aware of through 
their consumption of esports. Or the respondents do not believe that the sponsors share their 
personal values or traits. 
 
So what does this result mean for corporate sponsors? As there exists empirical evidence to 
state that there is a relation between the perceived personality of a brand and its products and 
the personality of the consumer, it is important for these sponsors to understand the types of 
people who consume esports. By understanding who the consumers are, sponsors can then 
understand the types of personalities that the consumers possess, and thus market their 
products in a way that relates to the consumers. Since the personality of the brand is created 
through its media communications and marketing, the brand must ensure that its sponsorship 
activities and their marketing and advertising activities communicate the same personality to 
the consumers.  
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When it comes to the teams and the players, what considerations must they make? The best 
case, for a team or player, would be to accept the sponsors that they believe shares values 
with them. For example, if a player is known for being loud and energetic, it would make 
sense for this player to accept sponsors that are also known as loud and energetic. By doing 
this, other loud and energetic consumers may gravitate to the player and the sponsor, 
providing value to the player through viewership and engagement, and value to the sponsor 
through the purchasing of the brand’s offerings.  
 
5.2.5 Is Sponsor Perception related to Team / Player Perception? 
From the results of the analysis on hypothesis five, we can say that there exists empirical 
evidence to support the statement “perception of the sponsoring brand is positively related to 
the perception of the team/players”, so we accept this hypothesis.  
 
As stated earlier in the theory section 2.4, a consumer will lean toward a product or a service 
that coincides with their image (Jung and Kim, 2015, p. 2-3). So logically, if a consumer’s 
perception of a team is positive due to the team's image and their values, then the brand that 
sponsors this team or player will receive a similar perception if the consumer believes there 
is a fit between the sponsor and the sponsee.  
 
Although there is evidence to support that perception of the sponsoring brand is positively 
related to the perception of the team/player, there are factors at play that affect the level of 
transfer between the perception of the team/player and the perception of the sponsor. For 
example, the fit between the sponsee and the sponsor must be present, otherwise, perception 
transfer will not happen. In addition to this, Henseler et al, (2009, p. 249) state that if the 
sponsor is not well suited to the team or player, it will have a negative effect on the perception 
of both the team/player as well as the sponsor.  
 
The considerations for hypothesis 5 mirror those that accompany hypothesis 3, where it is 
important for corporate sponsors to select teams and/or players that reflect the identity of the 
brand, thereby increasing a consumer’s perceived fit between the sponsor and the sponsee. 
By selecting teams or players that are of high popularity, the sponsor can be sure that their 
products or services are being exposed to as many viewers as possible.  
 
In terms of managerial implications, we can say that those who make decisions on who and 
what to sponsor, must pay attention to the consumers perceptions of the different teams in 
order to choose who to sponsor. Values of the team and player must be evaluated, and the fit 
between the sponsor and the team and player must also be evaluated to ensure consumers can 
see the fit between sponsor and team.  
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6. Conclusion 
The purpose of this paper was to investigate how consumer purchase decisions and 
perceptions are affect by sponsored products in esports within Sweden, and their brand 
perceptions and purchase decisions. From this purpose, we arrived at the research question 
“What factors affect a consumer’s purchase decisions and perceptions of sponsored products 
in esports within Sweden”.  
 
From the results of the questionnaire and the subsequent results from the statistical analysis, 
we managed to quantify the effects of sponsorship from the different perspectives as well as 
the relationships between brand to consumer, brand to event, and brand to product.  
 
6.1 Findings of This Paper 
The effects of sponsorship are multifaceted which can be seen through the examination of 
the hypotheses we tested. From the first hypothesis, we can conclude that there is no 
empirical evidence that the perception of the sponsoring brand is positively affected by the 
perception of the event. Gwinner’s (1997, p. 152-156) states that image transfer from event 
to sponsor is dependent on many different factors (as explained in the theory chapter), so 
from the results of this hypothesis we can say that the factors (event history, degree of 
similarity, event frequency, etc.) may not have had enough time to cement itself into the 
minds of the consumers. If this study is conducted again in a few years, would the results 
change as esports becomes more popular and more accepted in popular culture?  
 
The findings from hypothesis two states that there is a weak, negative correlation between 
the frequency at which consumers watch esports and the perceptions of the sponsoring 
brands. This result could arise due to either incorrect (or untruthful) responses, or because 
the consumers have judged that the fit between the event and the sponsor is insufficient.  
 
The findings from hypothesis three prove that there is significant empirical evidence that a 
consumer’s purchase decisions are somewhat positively related to the teams and players 
using a specific product. This connection has already been found in normal sports and 
sponsorship which is why product involvement in sponsorships has been present in 
traditional sports for decades. This result helps prove that even though the consumers of 
traditional sports and esports are vastly different, consumers are still motivated to emulate 
their favorite teams and players through the use of sponsored products.  
 
The findings from hypothesis four states that there is a small but positive correlation between 
the purchase decisions of esports consumers and their belief that the sponsoring brand shares 
similar values with them. The perceived quality of agreement and appropriateness between 
the characteristics of the consumer and the characteristics of the brand helps intensify a 
consumer’s preference for the specific brand. By articulating these values, corporate sponsors 
stand to gain from consumers who self-identify with the specific values. Corporate sponsors 
also gain additional value through the sponsorship of teams or players that suit their values 
too, as it helps cement the relationship between the consumer and the team or player.  
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Lastly, the findings from hypothesis five shows that there exists empirical evidence to 
support the idea that perceptions of the sponsoring brand are positively related to the 
perception of the teams or players. This relates to the findings from hypothesis four, as 
consumers tend to lean towards a product or service that coincides with their image, and if 
they support a team or player because of the team or players values, the image transfer will 
occur from the team or player to the specific sponsor.  
 
6.2 Theoretical Contributions 
In order to write this research paper, we had to understand all the prior theories related to 
brand image, image transfer, sponsorship, and brand equity. From this base of knowledge, 
we combined these theories with the current knowledge of esports in order to be able to 
discuss the realities of sponsorship in esports events. As we have managed to successfully 
integrate the prior theories with the esports knowledge, we believe our theoretical 
contributions exist as we have proven that sponsorships affect esports consumers in a similar 
way to that of sports sponsorships. But we have also shown that esports consumers differ 
from sports consumers as esports are a relatively new market, thus requiring sponsorship fit 
between sponsor and sponsee to a greater degree.  
 
From the results of all of these hypotheses, we can conclude that esports consumers function 
similarly to consumers of traditional sports but the major difference is that perceived 
congruity between the sponsor and the event, product, and consumer is much more important 
in the realm of esports as it is, in a way, much less diverse (in terms of demographics) in 
comparison to traditional sports but also because it is a niche market as the scope of esports 
has not yet reached the scope of traditional sports. We can also state that sponsor involvement 
is perceived in a mostly positive light as most consumers perceive the sponsors to be 
instrumental in bringing esports to the level that it has achieved.  
 
6.3 Future Research 
Our research fills in the gaps that existed before the writing of this paper. More specifically, 
we have quantified and analyzed in what ways sponsorship can affect an esports consumer, 
which had not been done before. Future researchers can take this research further by focusing 
on the perspective of either the sponsor and what they look for specifically in esports 
sponsorship, or from the perspective of the teams and players and how sponsors can help 
them reach greater heights of popularity and success. Future researchers could also utilize 
our method and modify it to create more descriptive and in-depth questions so as to quantify 
specific phenomena that occur between the sponsor and the consumer.  
 
Regarding the theoretical realm of esport sponsorships, our recommendations to future 
researchers is to create a unified model of brand perception, brand image, brand associations, 
brand personality, and image transfer so as to be able to analyze the reality of sponsorships 
and its effects from a larger perspective, thereby making it generalizable to the demographic 
of esports consumers as a whole.   
 
Researchers can also conduct this same study in a different country so as to compare the 
results we gathered from the Swedish market to the results they gather from other markets. 
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By doing this, researchers can gain an understanding of the homogeneity of the esports 
market and if the effects are the same for those who do not live in Sweden.   
 
Regarding empirical contributions, we have been able to identify the average esports 
consumer and quantify the factors that affect their purchase decisions.  
 
6.4 Limitations of our Results 
However, there are limitations regarding the results that must be discussed. As this research 
was conducted on esports consumers in Sweden, the results from this paper cannot be used 
to generalize esports consumers in other nations, as different cultures can perceive 
sponsorship activities in different ways. In addition to this, our sample size was relatively 
small, which could lead to inaccuracies in the data as some sub-demographics may be over 
or under-represented in the results. This was compounded as we did not have access to 
enough respondents to fulfill our goal of 385 respondents. Because of this, the results may 
not be fully generalizable to the Swedish population, but still fulfill the task answering the 
research question. 
 
A lack of prior knowledge on this topic could also limit the precision of the results, as we did 
not have the past experience of creating surveys with the intention of describing the 
demographic we aimed to study. For example, a question we included in our survey allowed 
respondents to select as many answers they believed were applicable, which worked against 
us in the analysis chapter as we could not use the answers from that specific question due to 
the formatting. As we were time constrained, we could not completely reformat the data.   
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Appendix: 
 
Questionnaire: 
These questions are influenced by a previous research study called “How do sport and eSport 
enthusiasts perceive brand image?: A study in the context of sponsorship” written by Dal re 
et al,. (2018) conducted on esports and brand image. We have changed the questions to suit 
the topic of this thesis more closely. 
 
“Dear Participant, this study aims to answer the research question:  
 
This survey is conducted for a bachelor's thesis at Umeå University. Participation in the study 
is entirely voluntary; you are free to withdraw from the survey at any point of time without 
implications for you. Please be assured that the information you provide will remain strictly 
confidential and anonymous. Answers will only be reported in aggregate so that no 
individual or organization will be identifiable from any publication presenting the results of 
the survey. By responding to the questionnaire, your consent to take part in the study is 
assumed.  
 
It is important that you answer all of the questions to the best of your ability, even if they 
may appear similar, to ensure reliable and valid measurements.  
 
Please take some time (approximately 5 minutes) to complete this questionnaire. Your 
responses will provide important information that will help us to conduct our research.  
 
Thank you very much for your time and your valuable contribution to our research. If you 
have any questions about the study or the survey feel free to contact us at: 
joch0033@ad.umu.se or kema0047@ad.umu.se” 
 
INTRODUCTION QUESTIONS: 

1. Are you interested in Esports? 
2. What gender are you? 
3. How old are you? 
4. What types of esports do you watch? 
5. When did you start watching esports? 
6. Did you play videos before you started following esports? 
7. How often do you watch esports? 
8. When was the last time you watched an esport event? 
9. Would you prefer to attend esport events physically or virtually? 
10. What do you pay attention to most when watching esport (apart from the game being 

played)? 
11. To what extent can you agree with the following statement: “I can recall all of the 

sponsors that I have seen present at various esports events” 
12. To what extent do you pay attention to the sponsors at esport events? 
13. To what extent are you likely to purchase the same equipment (mouse, keyboard etc.) 

as the team/player you support? 
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14. To what extent are you likely to purchase the products being sponsored at esports 
events? 

15. Do you buy products from the sponsor of your favorite esport team/player? 
16. Why did you purchase the product or service that was advertised at the event? 
17. Which features do you consider when buying products that you have become aware 

of through sponsorship? 
18. Do you feel the sponsoring brand you have purchased from shares similar values with 

you? 
19. Do you use a specific brand because it makes a statement about you? 
20. Do you use a specific brand because it helps you show your solidarity to the 

team/player? 
21. In general, how do you feel about brand sponsorship within esport 

(event/team/player)? 
22. After seeing a brand sponsor your favorite team/player/event, would you be more 

willing to use the brand? 
23. After seeing a brand, you like to sponsor a team or player are you more likely to 

follow the team or player? 
24. Can you easily recognize and recall brands, logos, and brand names because of its 

sponsorship association with esport? 
25. Have you become aware of different product offerings through their sponsorship of 

esport events? 
26. In what way do you perceive brands that sponsor esport events? 
27. How likely are you to recommend any brands or brand offering that you have become 

aware of through sponsorship to friends/family members? 
28. Do you engage in positive or negative word-of-mouth because of the sponsorship 

activities related to esport? 
29. To what extent have you become more loyal to sponsoring brands due to their 

activities? 
30. To what extent does your awareness and perception of the sponsoring brand and its 

image influence of your purchase decisions? 
31. Would you have a better opinion about a brand if they sponsor your favorite 

team/player? 
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Graph 1: Gender of the respondents 
 
 

 
Graph 2: Age of the respondents 
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Graph 3: What types of esports do the respondents watch? 
(respondents could select multiple answers) 
 
 

 
Graph 4: When did the respondents start watching esports? 
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Graph 5: Did the respondents play video games before they 
started watching esport? 
 
 

 
Graph 6: How often do the respondents watch esports? 
 
 



53 
 

 
Graph 7: When was the last time the respondent watched an 
esport event? 
 
 

 
Graph 8: Esport event preferences 
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Graph 9: To what extent could respondents agree with the 
following statement: "I can recall all of the sponsors that I 
have seen present at various esports events" 
 
 

 
 Graph 10: To what extent do you pay attention to the sponsors 
at esport events? 
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Graph 11: To what extent are you likely to purchase the same 
equipment as the team / players you support? 
 
 

 
Graph 12: To what extent are you likely to purchase the 
products being sponsored at esports events? 
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Graph 13: Do you buy products from the sponsor of your 
favorite esport team / player? 
Scale: 0 = No, 1 = Yes 
 
 

 
 
Graph 14: Which features do you consider when buying 
products that you have become aware of through 
sponsorship? 
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Graph 15: Why did you purchase the product or service that 
was advertised at the event? 
 
 

 
Graph 16: Do you feel that the sponsoring brand you have 
purchased from shares similar values with you? 
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Graph 17: Do you use a specific brand because it makes a 
statement about you? 
 
 

 
Graph 18: Do you use a specific brand because it helps you 
show your solidarity to the team / player? 
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Graph 19: In general, how do you feel about brand 
sponsorship within esports (events/teams/players)? 
 
 

 
Graph 20: After seeing a brand sponsor your favorite 
team/player/event, would you be more willing to use the 
brand? 
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Graph 21: After seeing a brand you like sponsor a team or 
player, are you more likely to follow the team or player? 
 
 

 
Graph 22: Can you easily recognize and recall brands, logos, 
and brand names because of its sponsorship association with 
esports? 
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Graph 23: Have you become aware of different product 
offerings through their sponsorship of esports events? 
 

 
Graph 24: In what way do you perceive brands that sponsor 
esport events? 
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Graph 25: How likely are you to recommend any brands or 
brand offerings that you have become aware of through 
sponsorship to friends/family members? 
 
 

 
Graph 26: Do you engage in positive or negative word-of-
mouth because of the sponsorship activities related to 
esports? 
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Graph 27: Regression test for H1 
 
 

 
 
Graph 28: Regression test for H2 
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Graph 29: Regression test for H3 
 
 

 
Graph 30: Regression test for H4 
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Graph 31 : Regression test for H5 
 
 
 
Table 1: H1: Perception of the sponsoring brand is positively 
affected by the perception of the event. (Perceived fit) 
 

 
 
 
Table 2: H1: Perception of the sponsoring brand is positively 
affected by the perception of the event. (Perceived fit) 
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Table 3: H2: Perception of the sponsoring brand is positively 
affected by the frequency at which consumers watch esports 
 

 
 
 
Table 4: H2: Perception of the sponsoring brand is positively 
affected by the frequency at which consumers watch esports 
 

 
 
 
Table 5: H3: A consumer’s purchase decisions are positively 
related to the teams and players using a specific product.  
 

 
 
 
Table 6: H3: A consumer’s purchase decisions are positively 
related to the teams and players using a specific product.  
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Table 7: H4: Purchase decisions of the consumers are 
positively related to the belief that the sponsoring brand 
shares values with them. (brand personality) 
 

 
 
 
Table 8: H4: Purchase decisions of the consumers are 
positively related to the belief that the sponsoring brand 
shares values with them. (brand personality) 
 

 
 
 
Table 9: H5: Perception of the sponsoring brand is positively 
related to the perception of the team/players. (brand image) 
 

 
 
 
Table 10: H5: Perception of the sponsoring brand is positively 
related to the perception of the team/players. (brand image) 
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