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Abstract

The purpose of this research was to identify the main motives that contribute to society’s
negative view of videogames and that present a risk to the eSports sponsors’ image. To achieve
this, an exploratory, qualitative, and integrative literature review was conducted. According to
the theoretical data, there are four main reasons why society has a negative perception of
videogames. It is commonly believed that: (1) gaming is an unproductive activity, (2) violent
videogames incite aggressive behaviors, (3) videogames lead to gaming-addiction, and (4)
eSports lead to eSports-related gambling addiction. However, while the literature presents
convincing evidence that gaming can create addiction and that eSports can promote gambling
addiction, there is no conclusive evidence to assume that violent videogames lead to
aggressiveness and there is evidence showing that playing videogames can be a productive
activity. Nevertheless, these four beliefs are a threat to the eSports sponsors’ image and may
lead them to cancel their existing sponsorships or lead other brands to not want to sponsor
eSports to prevent being associated with these negative notions. This research will help expand
the minor literature on eSports sponsorships and advance the knowledge of why some eSports
sponsorships are terminated and why some brands may be reluctant to sponsor eSports.
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1 Introduction

Electronic sports, commonly referred to as eSports, can be described as organized videogame
competitions [1] where professional gamers, usually referred to as pro-gamers, compete [2] for
the chance to win prizes, money, and prestige [3]. There are various levels of professionalism,
including amateur [4], high-level amateur, and professional [5]. Still, while amateur
tournaments are mostly held through the internet, with gamers competing from their own
homes [6], important and high-level competitions are held in large arenas full of enthusiastic
fans and broadcasted over the internet [7]. It should be noted that eSports are a collective term
just like water sports. That is, they are composed by a multitude of different videogames and
genres [1].

In 2018, the eSports fan-base consisted of roughly 395 million people [8] and was experiencing
an average annual growth of 13.5% [9]. This subsection of the videogame industry has evolved
quite quickly and has now reached a worldwide scale [3], filling out entire football stadiums
[10] and featuring its own developed ecosystem [11]. South Korea has even already established
competitive gaming as an official sport and multiple western countries are also in the process
of giving it the same type of recognition [12]. The reason why eSports have only now reached
this level of popularity is due to the fact that the evolution of the information and
communication technologies has only recently reached a state where the necessary



technological and sociological conditions have been met to live stream and proliferate these
events over an online and worldwide audience [13].

The development and professionalization of eSports have made it similar to regular sports [14].
Its market is very complex, being composed of multiple elements and entities [2], including the
tournaments and leagues, the fan-base, media channels [1], event producers, gaming genres,
game developers and publishers, etc. [2]. But the most important element for the survival of
funded just by the event organizers and fans, the current scale that eSports has reached means
that it needs sponsors to be sustainable [10]. There are different figures, for example, Shabir
[2] states that sponsors are responsible for 60% of eSports revenue, SuperData [18] estimates
70%, Lokhman et al. [15] mentions 74%, Stroh [1] affirms that it is approximately 75%, and
ONTIER [19] indicates that it is a maximum of 80%. Although there is still no agreement on
what the real percentage is, what is agreed upon is that, unlike regular sports, which can also
earn significant revenues from player sales, TV rights, private investors, etc. [20], eSports, in
their current scale, receive most of their revenue from sponsors. Hence, they cannot survive

However, despite eSports’ worldwide popularity [1, 2, 10, 27], gaming is still negatively
perceived by some [28, 29]. This negative public perception is so infamous that it has created a
cultural barrier [28]. Unlike regular sports, people have not accepted videogames. They even
consider it to be a negative activity. It is not unusual to see videogames being accused of
inciting aggressive behaviors and of leading to addiction [30]. Furthermore, videogames and
eSports are still seen as belonging to a nerd culture [20]. Gaming has such a negative
connotation that some employers would favor someone who simply did voluntary work at a
random sports club over someone who is a former administrator of a renowned eSports
institution [31]. Unfortunately, it does not seem like this mentality will change anytime soon
[32]. This negative stigma is a challenge for the eSports industry because the negative image
that society and the media give to videogames may spread and, in turn, negatively affect, not
only eSports’ image, but also the image of eSports sponsors [1]. Due to how vital sponsors are
for eSports and the danger of these negative views leading brands to cancel their eSports
sponsorships, the following literature review will seek to identify what are the main motives
that are creating these negative perceptions. The review will also include some data that
challenges these negative views. In short, the objective is to identify what are the main reasons
that create the gaming stigma so that future studies may try to find ways to shield eSports from
this threat.

2 Methodology

This research was structured as a review article. An exploratory and qualitative methodology
was employed to gather, analyze, and synthesize the most pertinent literature of the study
topic. Since there are very few data on the novel topic of eSports sponsorships and on what
aspects may discourage brands from sponsoring eSports (which greatly limited this review of
the literature), an integrative literature review method was employed. As it is common in
integrative literature reviews, the contemporary literature was scrutinized with the intent of
generating new knowledge and frameworks on what are the main motives that lead society to
negatively view videogames. The scant nature of eSports sponsorships-related research meant
that a light filter had to be used when deciding which literature to include or exclude.
Nonetheless, only academic works, published books, and relevant statics websites were used as
sources for this review. The statistics websites included in this review were limited to those that
have performed various eSports-related market analyses. Statistic websites that have only
conducted a small number of eSports analyses were not included. Data from general gaming
and eSports-related websites were not included in this review in order to keep the literature at
an acceptable level of quality and reliability. The only exception was an article from
PCMAG.com, by Jeffrey L. Wilson, who provided a very interesting and unique insight on the
physical deterioration issues of pro-players. Since the eSports market is constantly changing
and evolving, preference was given to the latest literature, especially data published not before



2015, as old data may present outdated or obsolete information. Hence, older literature was
kept to a minimum, only being included if it contained either issues that were still prevalent
nowadays or if it presented very convincing arguments or interesting data. In total, 62 literary
references were used in this literature review, with 51 of them being published not before 2015
and only 11 being published between 2013 and 2006. The main keywords that were used to
search for the relevant literature were: “eSports”, “sponsorship”, “videogame”, “videogame
industry”, “negative effect”, “problem”, “danger”, “disorder”, and “marketing”. In other words,
literature related to the negative aspects that society associates videogames with and how
eSports sponsors may be negatively affected by them were extensively searched. The major
databases that were used to locate relevant literature were: Scopus, Emerald Insight, Google
Scholar, Google Books, Web of Science, Science Direct, Taylor and Francis Online, and Sage
Publishing. In these databases, it was possible to find pertinent data on multiple journal
articles, conference proceedings, and books. Relevant data was also found on the following

statistics websites: Newzoo, Statista, and SuperData.

3 Literature Review

Throughout the literature review, it was possible to identify several aspects that contribute to
society’s negative views over videogames. However, after scrutinizing and synthesizing these
data, it became apparent that the vast majority of these elements fell into one of four main
categories, which will now be covered in detail.

3.1 Unproductive Activity

Numerous individuals believe that the act of playing videogames is a waste of time [28, 30, 33]
and energy [30]. In essence, according to them, videogames are damaging people’s
productivity, creativity, literacy [27], lowering school grades, and promoting obesity and
sedentary behaviors [33]. Entering into further detail, critics believe that the act of playing a
videogame does not require any sort of work or strategic planning. Everything that the players
must do is simply kill everything they see and nothing is learned from it. It is also believed that
videogames completely eliminate reading habits. For critics, while the act of reading a book
promotes literacy and writing, the act of playing videogames does not promote any of that.
However, this is an ignorant notion as there is a wide variety of videogames, like Final
Fantasyand The Legend of Zelda, which include vast amounts of text in the form of narratives
that gamers must read. People also argue that gaming damages creativity as it is believed that
videogames do not provide the necessary tools to promote imagination. Hence, gaming is seen
as a trivial activity where individuals do not gain any sort of abilities [27]. But this is another
uninformed criticism as several videogames, including Minecraft, place a heavy emphasis and
highly promote creativity [34]. Moreover, since gaming is accused of turning otherwise
productive members of society into mindless sheep who look at screens for excessive periods of
time, it is common to hear people saying that gamers are unproductive individuals who should
be making better use of their time. However, several of these negative notions are either wrong
or have little to no scientific evidence [27]. In fact, several books and articles about the benefits

the ability to conduct multimodal operations. This last one refers to the skill of simultaneously
and quickly interpreting haptic, auditory, and visual data and responding in a fast and effective
manner [27]. Similarly, another study concluded that pro-players present above-average
problem-solving skills, pattern recognition, short-term memory, and visual-spatial abilities
[42].

Because people believe that a gamer’s life is centered on his videogames instead of his job [31],
there is also the stereotype that gamers are overweight nerds living in their parents’ basements.
It is believed that, since gaming is an activity where people’s attention is detached from reality
[28], it promotes antisocialism [27, 29] and social isolation [30]. However, this belief ignores
the fact that a considerable number of videogames are not solo experiences [27]. Furthermore,



roughly 56% of gamers regularly play multiplayer videogames [43]. Still, there is also the
notion that gamers would rather communicate only through the internet instead of in person
[2]. But data also shows that gamers enjoy playing personally with their friends [43]. Hence,
gaming also promotes social behaviors [42].

Although, at present, there is not as much incorrect gaming information being distributed, the
social stigma that haunts the gaming industry is still very present [21]. Sadly, it will be very
difficult to change society’s notion of the solitary, geek, and obsessed gamer and turn it into an
image of a technologically-skillful and healthy human [44]. This constant negative mental
image that society has over gaming is a barrier that repels many potential eSports promoters
[20].

3.2 Virtual Violence

Another very prevalent stereotype is that videogames promote violent behaviors [2, 27], drug
use, and theft [2]. Since gamers are regularly perceived as antisocial individuals who prefer to
play videogames than to be with others, there are some who believe that these are dangerous,
unbalanced, and obsessive people. Thus, whenever an act of violence, like school shootings, are
committed by someone from a young demographic, it is often believed that such acts were
promoted by exposure to videogames [27]. In this sense, it is important to note that the media
can greatly influence the acceptance of eSports. For instance, the topic of whether videogames
promote violent behaviors began being spread by several media when school shootings started
turning into a recurrent problem. Here, the media indicated that videogames, especially first-
person shooters, were partially to blame. An example of this happened in 2002 when an article
of a very popular German newspaper, called the Frankfurter Allgemeine Zeitung, stated that
several games, including Counter-Strike, were training students to become school shooters.
This led the German authorities to conduct some investigations, but the game was not banned.
Nevertheless, there is always the risk that a popular eSports videogame may be banned due to
its graphic violence, which may negatively affect the brands that were sponsoring it or were
connected to that game [1].

The violent contents of various videogames have led several people to infer that they are a
negative influence on the younger demographics. There are numerous eSports videogames,
like Counter-Strike, Halo, and Call of Duty, which also present graphic and realistic depictions
of violence and have the potential to create negative word of mouth about their contents [2].
The media has nicknamed these as Killer Games and some people believe that they lead to the
loss of empathy or train gamers for the army [45]. For several times now, videogames have
been blamed for real-world acts of violence and this trend will continue to persist, particularly
now that a massive demographic of young people is starting to watch or participate in eSports

[2].

Despite the belief that violent videogames lead to aggressive behaviors, there is, in fact, little to
no evidence that supports these accusations [46]. Most studies have presented inconclusive
data [47]. The unfortunate truth is that the majority of accusations over how videogames incite
violent behaviors are partially based on ignorance. For instance, the Huffington Post once
accused videogames of being more dangerous than guns. Nevertheless, all it takes is a quick
online search about how gaming affects children to find a surprising number of effects like
aggressiveness, insensitivity towards violence, etc. [32]. This problem has already started
negatively affecting eSports. For instance, the violent content of several eSports videogames
has decreased the International Olympic Committee’s interest of including eSports in the 2024
Olympics. According to them, in order to be included as an Olympic sport, eSports must follow
the Olympic values of non-violence and peace. But this will exclude some of the most popular
eSports videogames (e.g. Counter-Strike, Dota 2, and League of Legends). This raised the
concern of the eSports community as it would mean that the eSports’ debut at the Olympics
would not feature their favorite games and would have low viewership levels [2].

As can be seen, the media’s negative portrayal of videogames can be a threat to the eSports
market. This negative publicity means that eSports are always under the risk of losing



partnerships. All it may take is the media blaming videogames for another school shooting for
brands to end their eSports sponsorships to prevent any kind of damages to their image. This
has already happened once when a shooting in Munich took the lives of 10 individuals and led
to a heavy discussion on the effects of violent videogames. This led the ProSiebenSat.1 Media
SE to suddenly call off their eSports TV show. Hence, considering that the most popular
videogames and genres contain violent content, it becomes immediately apparent that the
negative media portrayals of violent videogames are a threat to competitive gaming. If the
media generalizes this to the eSports industry it may affect the entire competitive gaming
market [1].

3.3 Gaming Addiction

Several people state that videogames are addicting [2, 33] and the truth is that research has
presented convincing evidence to conclude that too much exposure to gaming can lead to
addiction [2]. However, if someone wishes to become a pro-player, they must play them for as
long as possible in order to have a chance of entering the professional eSports tournaments.
This can lead to a very exhausting lifestyle [48], with people playing videogames for roughly 10
[2, 49, 50] to 16 h per day [20]. There are even gaming houses that serve as training camps
where pro-players continuously hone their gaming skills. There are not any kinds of parties in
these houses. The pro-players are aware that they are making a living out of eSports and they
know that their careers are at stake. So they must practice as much as possible. In essence,
eSports are just like regular sports. People must heavily commit to training if they wish to have
a chance of entering, and staying, on the professional scene [49].

However, this perseverance has led to some incidents. For instance, in 2014 a 22-year-old was
sent to the hospital with a collapsed lung and, since he was a pro-player, he still kept practicing
his gaming skills 5 h per day at the hospital [48]. But there have been more severe cases. For
example, an 18-year-old regular gamer was once found unconscious at an internet café due to
continuously playing a videogame for 40 h. Unfortunately, despite being transported to the
hospital, he still passed away. This latter incident proves without a doubt that gaming
addiction is indeed a real and dangerous issue [51].

Excessive gaming can negatively affect the human body in several ways, including the brain [2].
Evidence has shown that, when young people stare at screens or play videogames for long
periods of time, their neurological brain system can be damaged in a similar fashion to what
happens to those who consume too much cocaine. Furthermore, excessive gaming has been
connected to disorders like depression, anxiety, and psychosis, also referred to as the Tetris
Effect [52]. The Tetris Effect is caused by excessive exposition to pattern-based activities. The
name Tetris is used due to its pattern-based gameplay and because it was one of the very first
videogames to cause addiction. This condition does not occur solely to those who play Tetris; it
can affect anyone who plays a videogame for excessive periods of time. In the case of someone
who played too much Tetris, a moderate case of Tetris Effect would manifest as a desire to
perfectly group together ordinary real-life objects that they found. More severe cases could
include seeing the tetrominoes themselves falling when not staring at the screen. Some people
have even had their brain’s ability to process information being severely damaged [53] or have
even lost their grip on reality [51].

Regarding the pro-players, most of them must end their eSports careers in their mid-twenties
[48]. This is because of the physical deterioration that this sport causes [54], like wrist or hand
injuries due to the long gaming sessions [48] and the necessity of constant and fast button
presses. For instance, the pro-player Aziz “Hax” Al-Yami has had his hand and wrists analyzed
by surgeons 12 times and has undergone two operations. Sadly, it is common for pro-players to
suffer from these issues, with some having to quit their careers even earlier than expected. To
help fight these physical problems, Dr. Levi Harrison has appeared at several eSports
tournaments to instruct both pro-players and the community on how to keep gaming safe and
healthy [55].



Although gaming addiction is a real thing [51], in the case of eSports, the general public must
learn to distinguish between the people who play to make a living (i.e. pro-players) from the
people who play because they are really addicted to videogames [56]. Both professional athletes
and pro-players train for around 10 h per day [2]. Despite this, it must be recognized that
gaming addiction is a real problem that should not be ignored [51]. The increasing success of
eSports has led more people to become addicted to videogames. This has raised several
concerns about the pro-players’ health and social life. Hence, several countries like China,
Japan, South Korean, and the USA are now acknowledging that gaming addiction is a real
health problem. Because of this, the media and the general public have become very cautious
about how the eSports market is evolving since its major demographic is quite young and
vulnerable to addiction [57].

3.4 Gambling Addiction

Another type of addiction that eSports can create is gambling addiction. The ease of skin
gambling (i.e. betting in-game items) has the potential to persuade several individuals to
experiment with gambling and even lead to addiction [58]. Interestingly, research has shown
that, although gaming addiction does not promote eSports-related gambling, the more
someone watches eSports, the more likely they are of engaging in eSports-related gambling and
of developing a gambling addiction. This means that, when someone develops an eSports-
related gambling addiction, it is very likely that it was due to high eSports consumption [59].

A different study has also suggested that eSports do not create new gamblers; they simply
attract existing ones. In a study, most eSports gamblers indicated that they had gambled in
other areas before betting on eSports. Hence, most eSports-related gambling addicts may have
been individuals who were already addicted to gambling in other areas and eSports were not
responsible for creating the gambling addiction. This data is in line with another research
which concluded that most people addicted to online gambling had already shown signs of
gambling addiction before trying online gambling [60]. Furthermore, several authors have
stated that more research on eSports gambling addiction is necessary [58] because at the
moment there is no reliable data about this issue [10].

Evidence has also shown that eSports gamblers are more engaged than other bettors. For
instance, an eSports gambler will bet on more different kinds of eSports-related bets than a
regular sports bettor [60] and will also place more bets [60, 61]. It is common for regular
gamblers to bet one time per week, but eSports bettors usually gamble every day [61]. eSports
gamblers are more likely to become addicted because most of them belong to a young
demographic. Moreover, eSports have a lot of offshore and illegal gambling websites, which
facilitates the chances of becoming addicted [60, 61].

It is also important to note that, although the eSports gambling market was only officially
established in 2010 [10], it has already become more valuable than the entire eSports industry
itself [61]. Just in 2014, more than one million eSports bets were placed on the Pinnacle
website [62]. According to this website’s director, eSports gambling has overtaken both golf
and rugby, and are now their seventh most popular gambling area. The director also affirmed
that eSports wagering is growing so fast that it will not take long for it to surpass hockey and
that, in the long run, it may even surpass football and tennis [10]. Estimates show that, in 2016,
there were roughly 6.5 million people [61] betting roughly $8 billion on eSports [2] and it is
expected that by 2020 there will be 19 million individuals [10] wagering approximately $23
billion [2, 10].

eSports betting has become so popular that various of the world’s largest gambling companies
are now allowing people to wager on eSports [2]. However, this popularity may end up
damaging eSports itself as research has already proven that eSports promote gambling and can
create betting addiction [59]. This issue becomes even more problematic when we bear in mind
that most eSports fans belong to a young demographic and thus are even more susceptible to
developing addiction problems [60].



4 Conclusions

Being the most vital revenue source of competitive gaming, it is vital to make sure that eSports
provide sponsors with a welcoming environment. However, there are some aspects that might
discourage or prevent brands from sponsoring this market and may even lead existing brands
to end their sponsorships. One of these is the still present negative perception that society has
over videogames and the eSports industry. Through this literature review it was possible to
identify four main aspects that seem to be promoting these negative views: (1) the belief that
gaming is an unproductive activity, (2) the belief that violent videogames lead to aggressive
behaviors, (3) the belief that gaming leads to addiction, and (4) the belief that eSports lead to
gambling addiction. While the literature does not present conclusive evidence that videogames
are unproductive or lead to violent behaviors (in fact there is evidence against these
assumptions), the literature does show convincing evidence that videogames can lead to
gaming addiction and that eSports may lead to gambling addiction.

Some people believe that playing videogames is a waste of time. But that would also mean that
anyone who plays chess, for example, is also wasting their time, which is not a present
stereotype. None of these activities contribute to one’s physical health and there are very low
chances of being able to enter the professional scenes or of making a living out of them. Still,
none of these activities seem to be a waste of time. Both chess and videogames are good at
training one’s strategic thinking abilities for example and the varied nature of videogames
means that they can provide even more benefits than simply playing chess. Videogames
promote creativity, literacy, technological and motor skills, teamwork, etc. This negative view
of unproductivity could be easily minimized if the media placed a higher importance on
showing the positive effects of videogames rather than solely focusing on the sensationalist
attention-grabbing stories of unproven negative aspects of videogames. If the mass media
called society’s attention to how several studies have proven that gaming is a productive and
positive activity, and listed several of its benefits, society would be much more inclined to
understand that gaming is not unproductive. Unfortunately, dramatic stories are what catch
the public’s attention, so several media prefer to emphasize isolated issues related to how
gaming has ruined someone’s life. To make matters even worse, they tend to assume that those
isolated issues are generalizable and fail to analyze the scientific studies which present a large
spectrum of concrete evidence on how gaming is not an unproductive activity. The eSports
sponsors themselves could also help here by showing the general public (e.g. through the mass
media) how videogames are not unproductive since there are now several individuals making a
living out of playing videogames in eSports or by being a gaming personality on appropriate
social media like YouTube or Twitch.

Regarding the aspect of virtual violence, it is undeniable that several videogames contain
explicit and very graphic content. However, this is not different from the movie industry. Just
like with videogames, several films feature guns and people killing each other, and several of
these movies are not rated for mature audiences only. Furthermore, just like with films,
videogames indicate in their covers the recommended age for the consumption of each one.
Hence, and again, just like with movies, parents must make sure that they do not buy their
children videogames that are not appropriate for their age. The same applies to videogame
stores which, just like with alcohol or cigarettes, should not sell videogames that are not
appropriate to the buyer’s age. Whenever a child has access to videogames that are not
appropriate for their age, the individual that gave them access to that videogame should take
responsibility instead of passing the blame to the mature content of the game. The media also
can be of tremendous help here. If the mass media made the public comprehend that the
virtual violence of videogames is not different from the violence that is present on TV or in
cinemas, society would better understand that videogames do not incite violence more than
any other form of basic entertainment like movies. Furthermore, while a child needs their
parents’ money to gain access to a violent videogame, they can easily turn on the TV and gain
immediate access to a panoply of violent content. Likewise, and as stated by Hilvoorde [32],
attention should be called to why a game with virtual guns is negatively viewed by society but
the selling of toy guns (some of them very realistic) for children is not. Both cases will lead
children to immerse themselves in an imaginary or virtual world where they are using guns to
kill each other. If the media brought these aspects to the attention of the general public, then



there is a chance that the negative notions of virtual violence would be mitigated. Similarly,
whenever school shootings occur, research should be conducted to analyze if the motive was
centered on videogames or if it was related to any other issue (e.g. social or mental problems).
Finally, eSports sponsors should call the general public’s attention to how eSports are in fact
less violent than several sports. Unlike boxing or football, eSports are not a contact sport. No
pro-player walks out of a tournament covered in blood or with a broken arm. Likewise, unlike
racing, the pro-player is never under the threat to risking his life by taking a sharp turn.

As recognized, the literature presents very compelling arguments and evidence that gaming
addiction is a serious issue that must be dealt with. While pro-players have a reason to play
videogames for long periods (i.e. that is what they do for a living), regular gamers do not and
should not view gaming as a lifestyle. eSports sponsors and the media must educate the general
public that, while pro-players have to spend up to 16 h per day playing videogames to improve
their gaming skills, the general gamer should not play for so long. Pro-players are only allowed
to engage in such long playing sessions because their careers and income are at stake. The
general gamer should only threat gaming as the hobby it is. Just like with football,
professionals spend the majority of their time training while the fans only treat it as a hobby.
The demanding lifestyle of both football and eSports means that professionals must retire at a
young age. This gruesome way of life is something that the general individual must avoid.
Anyone who does nothing but play videogames for all day, every day, and cannot stop playing,
has a high chance of being addicted and should seek medical help. In this sense, the
appearance of medical professionals at eSports events, as indicated by Wilson [55], may prove
to be a great way to help educate the general gamer on how to avoid gaming addiction and keep
gaming as a healthy hobby. It should be in the best interests of eSports sponsors to implement
these tactics as this will help shield their brands from negative views regarding gaming
addiction.

Lastly, the literature also showed that eSports gambling addiction is a real problem and that
appropriate measures must be implemented. Although most people addicted to gambling
showed to already have gambling problems before starting to wager on eSports, the fact still
remains that eSports are promoting gambling addiction. To mitigate this issue, both eSports
sponsors and the media should educate parents to monitor their children’s spending and make
sure that they are not engaging in any form of eSports-related gambling (or gambling in
general). As for adults, the media must educate people to be able to identify gambling problems
in themselves and in others and to seek the appropriate medical help whenever these issues are
detected. Furthermore, it would also be appropriate to sensitize eSports fans about the dangers
of gambling through short presentations during the breaks between eSports matches (these
same presentations could also be used to show the dangers, and how to avoid, gaming
addiction).

Since the people who grew with videogames now comprise a very significant portion of the
adult population, it is expected that these negative notions will diminish in the future. But the
fact still remains that these are contemporary problems and present a risk both to the general
gaming industry and to the eSports sponsors.

In short, even though there is evidence contradicting some of the negative beliefs about
gaming, the truth is that all of these beliefs will not disappear in the short-term and that they
have the potential to negatively affect the eSports sponsors’ images. Thus, there is the ever-
present risk of brands suddenly wanting to cancel their existing sponsorships or of brands that
are not sponsoring wanting to avoid this market. Hence, the most important things to do would
be to first mitigate the gaming problems that research has proven to exist (i.e. gaming
addiction and eSports-related gambling addiction). Secondly, and as stated by Newman [27],
although the logic that backs several of the accusations towards gaming is greatly flawed, this
stigma is so voracious and persistent that corrective actions must be implemented to chance
society’s negative view. In this sense, it would be wise to follow the advice provided by AEVI
[21] and try to alter the way the media views and approaches videogames so that a more
realistic and positive image of gaming can be spread throughout society.
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