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ESports has become one of the most popular platforms among children and young adults. The growth of the professional sport industry has been astronomical (Milano & Chelladurai, 2011). As can be seen in figure 1, stadiums are being filled to capacity to spectate others playing their favourite video game. Not only are the people present watching these competitions, but the events are broadcast live across various platforms like Twitch and Youtube for millions of more fans to watch as well. During the 2013 League of Legends championship over 8.5 million spectated the event live, which is 1.3 million more than the FA cup final in the same year (Plunkett, 2015). The viewership that Esports event creates has led to huge cash prizes for the competitors with the organising companies profiting massively as well. In 2018, $156.8 million was won in prize money across 3534 tournaments according to esportsearnings.com. Bountie Gaming (2018) predicts that the money created by ESports events could rise to over $1.5 billion by 2020. Merchandising in this sector has grown massively over the past few years and it will continue to do so as long as competitive gaming will be popular.

Many video games have an essential purchasing price for their products when they are released. The video game franchise FIFA for example, has reportedly accounted for 55% of Electronic Arts’ company value (Forbes, 2018). This is a phenomenal feat for a video games which hasn’t had an established ESports sector. Comparing the figures of $2.6 billion that FIFA has created, Epic Games’ Fortnite, which is a free game to purchase, brought in $2.4 billion in 2018, which is the highest figure of any free to purchase game in the world. The revenue generated from these games however mainly comes from in-game purchases. In November 2018, over 200 million people were reported to have a fortnite account and have played the game, with 40 million monthly players (Statista, 2018). Both games have items that can be purchased in-game
that are collectable with no performance enhancement. This collectability leads to content creators to spend money on the game to collect these items which can be rarer to the average user. The range of game modes introduced throughout the year from the game makers allow for a wider range of competitor so that players of all abilities can enjoy their gaming experience.

Content creators have become ever more popular over the past decade, with the most popular “Youtubers” with millions of subscribers. These content creators provide a service which allows for fans of a video game to either watch gameplay for entertainment value, or to learn from higher level players to become better in the future. Some of these content creators spend the majority of their days playing these games and use them as a platform to earn a living. The viewers that these content creators received give them a platform to make money while doing something that they enjoy. Viewers can purchase merchandise by the content creators with the earning going to the creator they are watching. Another great example of the support fans can give to their favourite content creators is by using their creator code in Fortnite. This means that through their purchases in-game, a percentage of the money received for the purchase goes towards the content creators. The interactivity that Epic Games has with its customers and content creators improves the image that they represent as a company. This positivity then leads to more purchases of their products, their merchandise and their services, including the competitive modes that are available.   

This popularity in the gaming has led to competitive game modes being released in various multiplayer games. Competitiveness is one of the more important aspects of some games, with a victor at the end required to finish the game. Not all video games have this purpose, but it the effort that players put into the game that makes it entertaining to watch. This is why ESports has become an international phenomenon with over 300 million fans (Gray, 2018). The sales of video games which first become popular in 1971 with the game Computer Space, created by Nutting Associates (Kirps, 2019). Since then the gaming industry has boomed to a huge value of $135 billion in revenue earned in 2018 (Batchelor, 2018). The money spent in this industry has led to major figures such as Mark Cuban, an entrepreneur who owns the Dallas Mavericks, to sell his stocks in the NFL and invest them into ESports. This shift that the competitive industry has created can no longer been ignored and has left many in debate as to whether ESports should be classified as a “sport”. Wittgenstein (1922), defines sport through its usage, and to whether playing video games at a competitive level can be physically challenging. This debate has been going on for years and it will certainly continue in years to come.

ESports now-a-days is one of the most popular platforms in terms of viewership. The younger generation have become more into video games in the comfort of their own home compared to previous generations. With the gaming industry reaching new levels of revenue and profit, there is no ceiling of prediction to where the industry can go. Stadiums are being retrofitted to host national gaming competitions and some stadiums are been built with the sole purpose of hosting gaming events. The crowds that these events are attracting suggests how popular and developing this industry is. Whether ESports becomes a “sports” is another matter entirely, but without doubt ESports will forever be a profitable and evolving platform that has so many avenues that they can go for.
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