ESPORTS:

great opportunities for brands O

The esports industry is developing rapidly. Our definition of esports is a multi-player videogame played competitively
by professional players for spectators. Sponsorships are still a very new element in the esports industry, but we see
interesting possibilities for brands to use esports to strengthen their brand among an interesting and growing group
of consumers. Esports are a great way to connect with younger generations who are more difficult to reach through
traditional channels and content (like live sports on TV). This makes esports a unique opportunity for sponsors in
traditional sports as well.
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Based on the results of an online survey conducted in December 2019 among n=16.975 respondents in 22 markets
(general population). Scope: Netherlands, France, Germany, Spain, UK, ltaly, Poland, Russia, USA, Mexico, Brazil, Chile,
China, Japan, Indonesia, Thailand, Vietnam, Middle East, South Africa, Nigeria, Argentina, Colombia. o
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