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Abstract  

In the last years, sponsorship investments in eSports have strongly increased, leading to 

sponsorship being the highest contributing revenue stream today. However, especially for non-

endemic brands, first-hand information on specific opportunities, barriers or challenges, and 

key success factors in comparison to traditional sport sponsorship are limited. Therefore, this 

paper includes numerous case studies from non-endemic brands explaining their strategic goals 

and approaches, executions, and key learnings, as well as an overall comparison to identify their 

similarities and differences. The qualitative research was conducted in form of expert-

interviews with sponsorship experts from various industries and different brand attitudes toward 

eSports. The results show that there is not just one correct sponsorship approach, instead, brands 

need to focus on the strategic fit, credibility, relevance, and industry understanding. Compared 

to traditional sport sponsorship, the main advantages of eSports-sponsoring are access to a 

young target group, global reach, customer interactions and engagement, and strong 

associations with innovation and modernity. The societal conflict and general misperception, 

early market development stage, and industry complexity are common barriers for non-endemic 

brands.  
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1. Introduction 

1.1. Relevance of the topic  

This thesis aims to understand the core principles of eSports-sponsoring with an emphasis on 

opportunities, barriers, and key learning for non-endemic brands.  

When looking at eSports, the origin of gaming and eSports lies several years back. According 

to ISPO Munich (the largest fair of the sport business), the first video games emerged in the 

1950s which introduced the game of competition on PCs and consoles to our society. But as the 

article also points out, in the past, technology was not as advanced as today and therefore did 

not grant simultaneous access for a mass of people yet. The first eSports-like game emerged in 

1962 which was considered the first digital computer game worldwide. The first major global 

eSports tournament “Space Invaders Championship” was held in 1980 in the U.S. with a total 

of 10’000 competing gamers and shortly after, in 1983, the U.S founded its first U.S. national 

video team which was also the first professional gaming team in the world (Larch, 2019). 

Currently, in 2020, the eSports industry is predicted to reach a global revenue of 1.1 billion U.S 

dollars, with China being the largest market by revenues (Newzoo, 2020, p. 5, 11). As a 

comparison, in 2019, the eSports industry generated a global revenue of 950.6 million U.S. 

dollars (Newzoo, 2020, p. 11). This shows that eSports is a maturing industry with a high 

growth rate. For 2022, the industry is projected to reach 1.79 billion U.S. dollars in 2022 

(Gough, 2020a) and when looking at the different revenue streams in the eSports market, the 

largest revenue stream is sponsorship (Gough, 2020b) (Fahey, 2020). Sponsorship investments 

in eSports have already grown steadily in the past years and are expected to continue to grow; 

therefore, many researchers consider eSports sponsorship a commercial investment with great 

potential as an analysis from Deloitte Corporate Finance LLC and eSports observer confirms 

(Colaco, Christoefl, Murray, Ashton, Seck, 2019, p. 2). This indicates the attractiveness of 

eSports-sponsoring for both endemic and non-endemic brands. 

Further, the global audience size of eSports has grown steadily as well, reaching a total of 495 

million people in 2020 (Newzoo, 2020, p. 5). One could say that the continuously increasing 

global numbers for market size, sales revenues, and total number of gamers have moved eSports 

from a side sport to a highly attractive industry. A statistic by win.gg (the official eSports 

resource) lists the ten biggest active sponsors by their total financial investments (in U.S dollars) 

in the global eSports market which are Intel ($161 billion), Disney’s Marvel ($130 billion), 

Pepsi’s Mountain Dew ($100 billion), Comcast Xfinity ($84.5 billion), Mercedes-Benz ($77.8 



2 
 

billion), Coca-Cola ($70 billion), Honda ($50.4 billion), Red Bull ($19.5 billion), Robert Kraft 

($6.9 billion), and  Michael Jordan ($1.9 billion) (Olivia R., 2019). This wide range of brands 

from different industries proves that eSports is not only an attractive market for endemic brands 

such as EA, Dell, or Intel, but also non-endemic brands, such as Mercedes-Benz and Coca-

Cola. Over the past few years, more and more brands, which are not related to the gaming 

industry, have entered the eSports-sponsoring market (Ströh, 2017, p. 13).  

1.1.1. Manfred Bruhn  

Prof. Dr. Dr. h.c. mult. Manfred Bruhn is known for his publications in the field of sponsorship, 

focusing on the German research market. He already took great interest in this topic in the 

1980s, when many German companies did not understand the potential of sponsorship yet. Prof. 

Dr. h.c. mult. Manfred Bruhn is a professor at the University of Basel in Switzerland and also 

an honorary professor at the technical university in Munich (Bruhn Partner, 2020).  

His book «Sponsoring – Systemische Planung und integrativer Einsatz» (2018) serves as a basis 

for this thesis. This 6th edition includes a fundamental development which takes into 

consideration current practical trends and new insights gained from research. Therefore, the 

book includes a variety of practical examples, case studies, and surveys (Bruhn, 2018, p. V-VI) 

and four different types of sponsorship: Sport sponsorship, cultural sponsorship, social and 

environmental sponsorship, and media sponsorship (Bruhn, 2018, p. VII).  For the purpose of 

this thesis, the focus lies on sport sponsorship which serves as a main source for the literature 

review section.  

1.2. Problem discussion  

For non-endemic brands, there are many different sponsoring opportunities to enter the eSports 

market. But despite the current growth of eSports and gaining popularity, research material on 

sponsorship opportunities for non-endemic new entrants is quite slim. From a sponsorship 

perspective, opportunities can differ based on financial commitment, ease of entry, level of 

expertise, etc. Despite the fact that the basics of eSports-sponsoring are quite similar to those 

of traditional sport sponsoring (Ströh, 2017, p.13), one can quickly get lost in the world of 

eSports, especially as a new entrant. Additionally, there have not been any previous research 

papers focusing on eSports-sponsoring with a specific focus on non-endemic brands. For this 

reason, this thesis serves as a starting point for all non-endemic brands which are interested in 

eSports-sponsoring and would consider a market entry. 
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1.3. Objectives of the thesis 

The goal of this thesis is to provide an objective view on eSports-sponsoring and put it in 

comparison to traditional sport sponsorship. In the first part, the advantages, disadvantages, 

opportunities, and barriers of eSports-sponsoring will be identified. In the second part, the 

objective is to dig deeper by getting first-hand insights and more in-dept information from both 

sides: Non-endemic brands in favour of eSports-sponsoring and non-endemic brands against 

eSports-sponsoring. Additionally, to the holistic view, this thesis also aims to give brands the 

opportunities to learn from real-life examples by including multiple case studies about non-

endemic brand addressing their brand challenges, sponsorship goals, strategy, execution, and 

results/key learnings. In the last section, the interview results will be cross-examined to identify 

commonalities, differentiations and overarching findings in regard to eSports-sponsoring.  

2. Literature Review  

2.1. General sponsorship   

The concept of sponsorship is something marketing experts are very familiar with and therefore, 

does not need justification. History and research show that brands have engaged in sponsorship 

for many years. Over the past decade, sponsorship developed from a secondary marketing 

activity, which was only used in certain countries, to a global, well-known marketing area 

(Walliser, 2003, p. 1). Nowadays, the term “sponsoring” is a widely used word and utilized in 

various contexts. This results in a broad interpretation of sponsorship as a whole and several 

different definitions of the term “sponsoring” (Bruhn, 2018, p. 1-3). For the purpose of this 

thesis, this following summary of the term “sponsoring”, based on Bruhn’s (2018) explanation, 

is used for a better understanding: The overarching goal of sponsorship is to fulfil a brand’s 

marketing and communication objectives and the meaning of sponsoring includes the 

willingness from one party (the sponsor) to support another party (the sponsored) in form of 

financial support, material resources, services, or know-how to promote and support individuals 

or an entire organization under contractual regulations regarding service of a sponsor and 

service of returns from the sponsored (Bruhn, 2018, p. 3).  

Additionally, a sponsorship engagement can be combined with other communication tools such 

as media advertisement or sales promotions to further increase awareness and publicity and a 

sponsorship agreement always requires the determination of a set timeframe and conditions for 

both parties (Bruhn, 2018, p. 2-5). Aligned with Bruhn’s interpretation is Cornwell’s (2018) 

definition of sponsorship: “A cash or in-kind fee paid to a property (a property rights holder 
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typically in sports, arts, entertainment, or causes) in return for access to exploitable, commercial 

potential of that property” (p. 1).  

A good visual representation for the origin of sponsorship and the interaction between different 

organizations and program providers is Bruhn’s “magical triangle” of sponsorship (Bruhn, 

2018, p. 18) which explains that sponsorship can be used to touch on different leisure interests 

of a target audience and their wants and needs (Bruhn, 2018, p. 17).  

Illustration 1 

The “magical triangle” of sponsorship based on Bruhn, 2018, p. 18 

 

At the top of the triangle are organizations in sport, culture, social, or environmental sectors 

(the sponsored) that want to fulfil their tasks and activities which are tied to financial expenses. 

For such organizations, sponsorship is a way to receive financial support from third parties (the 

sponsor) to fulfil their tasks. The tasks and activities are usually related to experiences (e.g. in 

the form of events) which bring media presence due to public interest. Media, at the bottom 

left, can occur in electronic or print form and can be measured in form of number of viewers 

and reach. Media serves the purpose to broadcast an experience to a broader audience (readers, 

listeners, or viewers). Third, the economy at the bottom right is always looking for opportunities 

to reach their target audience. Through sponsorship and its connection to communication, 

companies have a new possibility to influence their image. If consumers perceive a sponsorship 

engagement as positive, the company’s image will benefit as well. Over the years, the strive for 

innovation has increased and companies seek new, innovative forms of communication based 

on changes in preference on the consumer’s side, such as decreasing interest in media 

advertising (Bruhn, 2018, 17-18). 
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2.1.1. The five sponsorship approaches by Ryan and Fahy 

Based on the research from Ryan and Fahy (2012) on the “Evolving Priorities in Sponsorship: 

From Media Management to Network Management”, there are a total of five different 

approaches to sponsorship: Philanthropic approach, market-centred era, consumer-centred 

approach, strategic resource approach, and the relationship and network approach (Ryan and 

Fahy, 2012, p. 1137-1138).  

The philanthropic approach was the earliest approach in time and related to philanthropy, as 

one can already conclude from the name. In this era, sponsorship was seen as a gift and both 

parties, the sponsor and the sponsored, received clear benefits from a sponsorship engagement. 

However, the main objectives were strongly related to the corporate image and the relations to 

stakeholders and the community which resulted in negative reaction due to the lack of clear 

corporate policies and the influence of a director’s preferences. In general, sponsorship in the 

philanthropic approach often emerged through an ad-hoc decision without clearly defining 

criteria for a property selection. Nevertheless, some of today’s sponsorship potential was 

already recognized at that time such as the opportunity for networking and the reach of multiple 

audiences (Ryan and Fahy, 2012, p. 1139-1140).  

The market-centred approach followed the philanthropic approach. In this approach, 

sponsorship is also described as an investment and serves the main purpose of improving brand 

image, brand awareness, and return on investment. Sponsorship took on the role as a 

complementary communication tool and was often paired in combination with traditional 

media, e.g. advertising or personal selling (Ryan and Fahy, 2012, p. 1140). For this market-

centred approach, the link between a sponsorship property and a company’s target group was 

very important and is called “good fit” which is explained further in section 2.1.5 (Ryan and 

Fahy, 2012, p. 1141). The theory from Cornwell (2019) on sponsorship-linked marketing also 

ties into this approach, in which she sees sponsorship as a combination of the market-centred 

and consumer-centred approach (Cornwell, 2019, p. 51). 

Next is the consumer-centred approach which emphasised on the consumer, how sponsorship 

influenced the consumer perspective, and how sponsorship was understood through the eyes of 

a consumer. For the first time, the use of celebrity endorsement to add brand value and create 

consumer connections was introduced. In this approach, sponsorship received meaning through 

the opportunity for consumer engagement, in addition to the image transfer and increased brand 

awareness taken from the market-centred approach. It also continued to highlight the 

importance of a good fit between the sponsorship property and the company’s goals. Decisions 
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regarding the selection of certain properties were based on the opportunity to gain knowledge 

on consumers and to achieve a positive image transfer (Ryan and Fahy, 2012, p. 1143).  

As a fourth approach, Ryan and Fahy introduced the strategic resource approach, in which 

sponsorship was mainly used to achieve some form of competitive advantage in the industry. 

Sponsorship was a tool for brand differentiation and a resource to develop a level of 

distinctiveness. In a second step, sponsorship started to be fully integrated in a company’s 

marketing strategy. The goal in this approach was to build a strong relationship between the 

sponsor and the sponsored in which both parties would work together towards mutual interests 

and benefits (Ryan and Fahy, 2012, p. 1144).  

The last and most currently used approach includes sponsorship as an interaction tool between 

both parties, the sponsor and the sponsored. It emphasises on the goal from the strategic 

resources approach that both parties work together and elevates it to an even higher level. 

Neither the sponsor nor the sponsored are superior to one another, instead there is a level of 

dependency between the two. This approach also brings back the network opportunity for 

management which has already been realised in the philanthropic approach but extends the 

network beyond those advantages for management. Through an open relationship, where 

resources, knowledge, capabilities, etc. are shared between a sponsor and the sponsored 

property, sponsorship can create valuable opportunities and is given a much broader sense. The 

benefits here reach beyond the sole purpose of promotional activities and mass communication. 

Relationship building, networking, and collaboration emerge from this approach (Ryan and 

Fahy, 2012, p. 1145-1146).  

eSports-sponsoring combines benefits and focus areas from the different approaches, as the 

qualitative research results will show at a later stage. Especially the use of sponsorship as an 

investment, connection to consumers, and competitive advantage are valuable factors in 

eSports-sponsoring (further elaboration in section 2.4).  

2.1.2. Function and purpose of sponsorship  

The sponsorship function is another aspect that has evolved over time. In the past, sponsorship 

was mainly used for advertising purposes, but as mentioned previously, sponsorship nowadays 

expands to an all-around marketing and communication tool which can be used very adaptively 

and can have many different forms (Cornwell, 2019, p. 49). The growth and gain in popularity 

of sponsorship took off once marketing specialists recognized its full potential, such as 

sponsorship as an effective communication tool or a strategic measure to reach a wider audience 
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(Ryan & Fahy, 2012, p. 1132-1133). As Cornwell (2008) states in her research article in the 

Journal of Advertising: “Sponsorship-linked marketing, while able to build awareness and 

image in the way that advertising does, holds greater potential than traditional advertising 

approaches to influence consumer engagements because it connects with an individual’s 

passion for something – be it sport, art, entertainment, or charity” (p. 42). Today, sponsorship 

continues to be a frequently used, very beneficial marketing tool (Gartner, 2019, p. 2).  

Bruhn (2018) shares the belief that sponsorship is an effective communication tool through 

which a brand can offer unique experiences and address a specific target group. In addition, if 

sponsorship is planned and executed correctly from beginning to end, it can have a cognitive, 

affective, and conative effect on consumers and the brand. Cognitive effect includes the 

stabilization or improvement of brand awareness. The affective effect includes the influence on 

brand image, image transfer, generation of goodwill, trust and acceptance, as well as the 

emotionally added value to influence the buying behaviour of the relevant target group. The 

conative effect is the strengthening of customer loyalty, increase of buying willingness and 

repeat sales, and improvement of customer service, customer trust, and relationship quality 

(Bruhn, 2018, p. 51-52). For brands, whose products and services have a direct relation to the 

sponsorship engagement, sponsorship can also support economic goals such as sales and 

revenue (Bruhn, 2018, p. 49-50). As a result, the major advantages of sponsorship, compared 

to other communication tools, are the possibility to address a specific target group, created 

tangibility of certain products or brands, opportunity for employee engagement, as well as the 

image transfer of wanted dimensions and the strengthening of the emotional bond between the 

customer group and the company (Bruhn, 2018, p. 53).  

Generally, the role of sponsorship can be changed and adapted to a sponsor’s needs, but the 

essential goals of a sponsorship engagement must be aligned with the brand objectives. Two of 

the most essential objectives are image shaping and positive customer perception, because a 

brand’s sponsorship engagement has a high influence on the brand image due to the customers’ 

tendency to derive one from the other (Bruhn, 2018, p. 6). This is also supported in the Swiss 

research study (2018) “Sponsor Vision Switzerland 2017/18” from ZHAW which shows that 

brand image is the primary motif for sponsorship engagements, followed by brand awareness 

and good citizenship (Labaronne, 2018, p. 16-17).  
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Graph 1 

Sponsoring goal setting according to areas based on Labaronne, 2018, p. 17 

 

Further, sponsorship is also an effective marketing tool in regard to brand associations, brand 

awareness, and brand visibility (Gardner, 2019, p. 2) and it can be utilized to promote brand 

engagement (Cornwell, 2019, p. 49). Brand engagement has a direct connection to the 

perception and sentiments towards a brand; thus, brand engagement in sponsorship is possible 

for the sponsor and the sponsored (Cornwell, 2019, p. 49-50). Due to the sponsorship market 

being highly competitive and often including brands from similar industries (Cornwall, 2008, 

p. 48), sponsorship can also be a way to develop a competitive advantage and to differentiate 

oneself from the others (Ryan & Fahy, 2012, p. 1138).  

2.1.3. Types of sponsors: Endemic vs. non-endemic   

In sponsorship, one can differentiate between two groups of sponsors; the so called endemic 

and non-endemic sponsors. A sponsor, whether that is a brand, organization, or an individual, 

always falls in one of these two groups.  

In a research article from PwC Germany (2018), the differences between endemic and non-

endemic sponsors are explained as followed: Endemic sponsors or companies that manufacture 

products or services which are relevant for a specific sponsorship industry and directly invest 

in the industry’s success. Bruhn (2018) uses the term performance sponsors (companies with 

performance relatedness) to describe such sponsors. In his words, the performance sponsors’ 
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interest in a sponsorship deal emerges from their product offerings (e.g. production of clothing, 

watched, food & beverages, etc.) or service offerings (e.g. transport service, etc.), which can be 

used at the sponsored event (Bruhn, 2018, p. 21). Examples of such endemic sponsors in eSports 

are Intel, HyperX or Logitech (IEG, 2019, p. 1).  

Non-endemic sponsors do not adjoin with their manufactured products and services to the 

specific sponsorship industry (e.g. game producers) and do not directly belong to the eSports 

ecosystem (Allenstein, Gediehn, Lehmann, Singer, 2020). Bruhn uses the term “companies as 

sponsors”, companies without performance relatedness, to describe non-endemic sponsors 

(Bruhn, 2018, p. 21). Non-endemic sponsors exist from a wide variety of various industries. In 

eSports, some common non-endemic sponsors are Mercedes-Benz, McDonalds, and Red Bull 

(IEG, 2019, p. 1; PwC Germany, 2018).  

To summarize, a good way to differentiate between these two groups of sponsors is to check 

for the association with the sponsorship industry. Endemic sponsors have a direct, high 

association with the sponsorship industry, non-endemic sponsors do not have a direct relation 

with the sponsorship industry.  

2.1.4. Key elements for successful sponsorship  

As previously stated, sponsorship is a very popular marketing and communication tool used by 

many brands. Nevertheless, to engage in and execute a successful sponsorship engagement, it 

requires detailed strategic planning, otherwise a sponsorship engagement will not serve the 

correct purpose nor bring the expected return (Cornwell, 2018, p. 54). A sponsorship strategy 

must be authentic; meaning, a sponsorship between the sponsor and sponsored must be unique, 

genuine and at best stand out from other sponsorship engagement in similar fields (Gartner, 

2019, p. 2).  

Second, a sponsorship engagement must be a strategic good fit to the sponsor or brand. 

Meaning, the image drawn from the sponsored property or other party must be aligned with the 

brand attributes and image from the sponsor. This is very important, because a sponsor’s image 

is influenced by the sponsored property’s attribute and vice versa (Cornwell, 2018, p. 51). 

Third, a sponsorship engagement must not only be a good fit for a brand or sponsor, but also 

be relevant for a sponsor’s target audience. As a result, sponsors must check the fit of a 

sponsorship property to their desired target audience or a sponsorship property can be selected 

based on the audience’s wants and needs. Only sponsorships which are relevant to a target 

audience will lead to customer and brand engagement (Gartner, 2019, p. 2). 
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Additionally, based on the findings from Nielsen Sports (2018) and ZHAW (2018), sponsorship 

is one of those fields that are highly affected and influenced by today’s change in digitalization, 

because the influence of digitalization and digital tools have changed consumers’ behaviour 

towards media and therefore marketing and communication tools must be adapted accordingly. 

As a result, the integration of social media has gained great importance and social media 

activities must be included in a sponsorship’s communication strategy. The use of social media 

is not only a necessity to reach consumers, it has become a consumer expectation. Through 

social media, sponsorship content can be shared easily and therefore is an effective form of 

modern communication (Nielsen Sports, 2018, p. 24; Labaronne, 2018, p. 39).  

Lastly, according to Nielsen Sports’ predictions for 2020, with a focus on the German, Swiss, 

and Austrian market, successful sponsorship will go way beyond the purchase of sponsorship 

rights as a sponsor. The sponsorship activation will gain significant importance and must be 

integrated in a sponsor’s communication strategy. In addition, emotionality will become more 

and more important for partners and sponsors, especially in sport sponsorship (Nielsen Sports, 

2018, p. 24).  

2.2. Sport sponsorship  

Sport is the most dominating type of sponsorship to which the largest portion of all sponsorship 

investments go (Bruhn, 2018, p. 32; Nielsen Sports, 2018, p. 20). This tendency is also seen in 

Switzerland, where one fifth of all sponsors use their entire sponsorship budget on sport 

sponsorship only (Labaronne, 2018, p. 21). Generally, brands from the insurance sector, 

producers of electronic devices or machinery, banking and financial services providers, energy 

suppliers, and confectionary manufacturer are the most common sponsors in this sector 

(Labaronne, 2018, p. 21). In Switzerland, football, ice hockey, and ski alpine belong to the top 

three major national sport disciplines (Labaronne, 2018, p. 23). But the most trending 

disciplines with the highest level of attractiveness change from country to country; meaning, 

the major sports in Germany or Switzerland are different than in the U.S. or China (Beauchamp, 

2014).  

Sport sponsorship is described as the following by BBC (2020): “The financial support for a 

sport (whether this is an event, organization, or performer) by an outside body (be it a person 

or organization) for the mutual benefit of both parties” (p. 4). As another definition, Bruhn 

(2018) explains it as: 
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Sport sponsorship is a form of corporate sports commitment, through which positive 

effects in term of internal and external marketing and corporate communication are achieved, 

based on the contractual agreed support of individual athletes, sport teams, clubs, sport 

facilities, associations (across all sports), or sporting events (p. 105).  

The magical triangle from Bruhn, which was previously explained in section 2.1., can also be 

applied to sport sponsorship (Walzel & Schubert, 2018, p. 26). 

Illustration 2:  

The “magical triangle” for sport sponsorship based on Walzel & Shubert, 2018, p. 26 

 

It shows the inter-connection between sport, media, and economy and highlights how each 

player supports and receives benefits from the other two players. As an example, sport offers 

the economy an opportunity for communication measures and receives financial support in 

return. As another example, focusing on the two players sport and media, sport can offer certain 

media rights regarding broadcasting, live streaming, or reporting in exchange for financial 

support (Walzel & Schubert, 2018, p. 26).  

As stated previously, sport sponsorship is one of the oldest and most frequently used types of 

sponsorship (Bruhn, 2012, p. 103) and can bring many value-added benefits to a company 

(Demir & Söderman, 2015, p. 271). Sport in general and therefore also sport sponsorship is 

strongly connected to various emotions. As many readers have probably experienced once 

before, emotions always play a major role in sports and are difficult to suppress. Imagine your 

passion towards a favorite sports team, club, or individual athlete and your feelings after a 

respective win or loss. This level of emotionality is what companies can use as an effective 

marketing tool and which can help sponsors to shape their image in a desired way (Bruhn, 2012, 

p. 103). Further, as a study from Nielsen Sports (2018) highlights, developments in 

digitalization and resulting changes in communication have influenced activation in sport 
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sponsorship as well. Therefore nowadays, a sponsor’s brand activation in sport sponsorship 

goes beyond its brand presence at a sporting event and must also include integrated 

communication for activation, e.g. effective storytelling (Nielsen Sports, 2018, p. 4). 

Additionally, brands can choose between a variety of sponsorship opportunities, ranging from 

global sport, local sport to new emerging sport engagements (Belzel, 2013). But most important 

to remember is that the selection of a specific sport (e.g. football, tennis, golf, basketball, ski 

alpine, etc.) must be based on the connection between the company and the sport itself in three 

different areas: Product affinity, image affinity, and affinity to the target group (Bruhn, 2018, 

p. 153-154).  

2.2.1. Forms of sport sponsorship: Full sponsorship, main sponsorship, co-sponsorship 

According to Bruhn (2018), sport sponsorship can be classified into three different forms which 

all depend on the scope and extend of a sponsorship engagement. As a sponsor, one can decide 

between a full sponsorship, main sponsorship, co-sponsorship. The differences between those 

three forms of sponsorships depend on the level of competition, rights, and size of a financial 

investment in the sponsorship property: A full sponsor, all means of support are provided by 

the sponsor alone and in return, the sponsor holds all rights regarding the communication 

measures (Bruhn, 2018, p. 105). But not all research insights use the same form names. 

Therefore, to avoid misunderstanding, a full sponsor can also be compared with a presenting 

sponsor which is considered the key partner of an event (Tafà, 2017a). A major advantage is 

the non-existence of other sponsors; thus, a sponsor does not have to worry about disruption 

from other sponsors. On the other hand, financial investments cannot be shared amongst 

multiple sponsors (Bruhn, 2018, p. 106) 

In a main sponsorship there are a handful of main sponsors, also called title sponsors (Tafà, 

2017b), which all have exclusive rights and are often called “official sponsor” (Bruhn, 2018, p. 

106) or “official partner” (Tafà, 2017b). Exclusive rights could range from the rights for the 

branding of sport clothes to the rights for the branding of sports facilities with the company 

logo (Bruhn, 2018, p. 105). Main sponsors or title sponsors have priority rights in regard to 

branding and visibility compared to all other forms, except a full-sponsor or presenting sponsor 

(Tafà, 2017b). 

Co-sponsorship is a third form and compared to the other two forms the one with the smallest 

financial investment. A co-sponsor supports a sponsored object in a much smaller scope and 

therefore has less communication measures available for its use and lower opportunities for 

brand visibility at a sporting events for example. Generally, a sponsored object or property has 
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many co-sponsors which receive exclusive rights only for their product area. Because of the 

high number of co-sponsors in combination with multiple main sponsors, companies in this 

form of sponsorship face a high level of distraction from other sponsors and therefore might 

not get overseen in the pool of sponsors from a consumer perspective (Bruhn, 2018, p. 106).  

In addition to these three sponsorship forms exists a fourth form called technical sponsorship. 

This form of sponsorship occurs when a sponsor supports an event through its manufactured 

products or services which can be used during the event, instead of monetary support. This form 

of sponsorship can be applied to many different areas (e.g. logistics or transportation). Meaning, 

a company which specializes in logistics or car production can become the official partner in 

this area for an event. For example, in a sport where athletes or teams compete for time (e.g. 

car racing, horse racing, or track and field), a watch manufacturer could become a technical 

sponsor (Venturoli, 2017). 

2.2.2.  Sport sponsorship objects: Events, teams, individual athletes 

Sponsors have the possibility to decide between different sponsorship properties or sponsored 

objects, depending on the sponsor’s objectives. The different sponsorship objects will be 

introduced in this section. 

One of the most frequently used objects is the event sponsorship. Without sponsors and external 

support, major events could not be held, because total costs are too high and cannot be covered 

by the organizer alone. This is especially true for international events in professional sports, 

e.g. Olympic Games, World Championships, etc. (Bruhn, 2018, p. 117). In event sponsorship, 

sponsors receive either logo presence, product presence, funding, or participation of an event 

in return of their financial support (BBC, 2020) and can use the sporting event as an advertising 

platform or brand promotion (Bruhn, 2018, p. 117). In Switzerland in 2018, event sponsorship 

was the leading object for frequency of usage with 63.2%, followed by perimeter branding and 

sponsorship of clubs/teams/association (see illustration 5) (Labaronne, 2018, p. 23-24).  
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Graph 2 

Instruments of sport-sponsoring by Labaronne, 2018, p. 24 

 

The popularity of event sponsorship originates from several different advantages from a 

sponsor’s perspective. It brings high diversity and variety of engagement options, carries a 

reduced risk compared to individual’s athlete sponsoring, and offers the opportunity to present 

the company in connection to an experience. In addition, it brings the opportunity for direct 

interaction with consumers leading to customer engagement (Bruhn, 2018, p. 119). 

Another object is the sponsorship of sport teams. A team sponsorship is characterized through 

the support of an entire team, club, or association and is the most common object to be 

sponsored (Bruhn, 2018, p. 115). In Switzerland, 42.1% of all sport sponsorships fall in this 

category (row 3 in table 1) (Labaronne, 2018, p. 23). In return for a sponsor’s financial 

investment, one receives different branding measures such as branding of sports clothes, logo 

display on physical objects, inclusion of company name in team or club name, perimeter 

advertising in a team’s home stadium, branding presence in program newsletter and on entry 

tickets, VIP lounges for customers, or audio announcements during live events, etc. (Bruhn, 

2018, p. 115; BBC, 2020). Another common form of team sponsorship is the support of national 

or federation teams, because they give a sponsor not only regional but also national and, in 

some cases, even international visibility, e.g. Olympics or World Cup in football (Bruhn, 2018, 

p. 115). The sponsorship of teams, clubs, or associations carries less risk compared to a 

sponsorship of individual athletes, but higher risk compared to an event sponsorship, because a 

sponsor’s image is affected by the actions and behavior, successes, and failures of a team, but 

the dependence does not lie on one individual alone. Important for a sponsor is the degree of 

awareness of a certain team, club, or association, its fan base, and its online community (Bruhn, 

2018, p. 115-116).  



15 
 

The sponsorship of individual athletes bears the highest risks compared to the previously 

introduced objects. The support of a sponsor can appear in either financial (e.g. payment of 

travel costs, start fees, annual fee) or material form (e.g. products and clothing) and athletes or 

individual endorsers can be used as brand ambassadors whose task is to support companies in 

form of communication, logo holder, and brand image influencer (Bruhn, 2018, p. 110; BBC, 

2020). Important to note for a sponsor is that the sponsorship of individual athletes can bring 

valuable benefits such as promoting a company’s image in a desired way but can also have 

negative effects on the brand image such as negative press through misbehavior (BBC, 2020). 

Therefore, according to Bruhn (2018) there are important criteria for the selection of an 

individual athlete: Popularity and athletic performance, sympathy, image profile, credibility, 

and industry affinity (Bruhn, 2018, p. 110). A sponsor must remember, in today’s society that 

individual athletes go beyond being just athletes; their athletic performance, in combination 

with their personalities and appearance in sports, makes them actors in this industry (Bruhn, 

2018, p. 114).  

2.2.3. Value of sport sponsorship: Advantages and opportunities  

This passage will answer why companies and brands engage in sport sponsorship, rather than 

cultural, social, or environmental sponsorship? It addresses the unique advantages and 

opportunities, achieved through sport sponsorship.  

In sponsorship overall, many companies strive for positive brand image, increased brand 

awareness, and strengthening of customer relations (Labaronne, 2018, p. 25), but sport 

sponsorship can also be used for public relation purposes, advertising, sales promotions, direct 

marketing, internal & external communication, integration into social media, and experience 

generation (Bruhn, 2018, p. 172-178). Based on the key learnings from Bruhn’s (2018) case 

study on Novartis, further benefits are gained such as customer sympathy, goodwill and 

acceptance in customers’ eyes, employee motivation and identification, as well as the 

combination of increased international visibility and retaining connection to local roots (Bruhn, 

2018, p. 199-203).  

As mentioned before, nowadays through digitalization, opportunities in regard to online 

communication, social-media activation, content creation, etc. have gained great importance 

for sponsors. This is also confirmed by André Stöckli, Head of Sponsorship at Raiffeisen Bank 

Switzerland, who states:  



16 
 

We believe that sport sponsorship will change in the future, but nevertheless, or 

precisely for this reason, continues to stay of importance. New opportunities will emerge due 

to the transformation of sponsors and other parties to new sport media providers as a result of 

the changes in consumer behavior regarding media usage and production and distribution 

possibilities which will influence the existing rights structures for rights, advertisement, and 

benefits (Labaronne, 2018, p. 22).  

In regard to today’s modern, digitalized, social media-dependent society, sport sponsorship is 

an effective communication tool through which sponsors can generate unique storytelling to 

capture fans’ attention and make use of influencer marketing on social media for authentic and 

wide-reach online communication (Thieringer, 2019). To summarize, the list of advantages and 

opportunities in sport sponsorship is quite long and gets extended continuously.  

Important to note is that many of the above advantages also apply to eSports. eSports has gained 

popularity over the past years, because it introduces digitally integrated, massive reach 

platforms to the sport sponsorship market in times of an on-going digital transformation and 

new brand objectives for sponsors (Labaronne, p. 22).  

2.3. eSports  

For this section, the book by Julian Heinz Anton Ströh (2017) called “The eSports Market and 

eSport Sponsoring” is used as the main source of research and builds the foundation. Additional 

research on eSports-sponsoring will be used for necessary extensions and accuracy 

confirmation. 

2.3.1.  Terminology and background   

eSports is an abbreviation of the term “electronic Sports” (Ströh, 2017, p. 14; Marelic & 

Vikusic, 2019, p. 1; Chikish, Carreras & Garc, 2019, p. 34). The first definition to form the 

foundation was done by Wagner in 2006, who defines eSports as “an area of sport activities in 

which people develop and train mental or physical abilities in the use of information and 

communication technologies” (Stöh, 2017, p. 14; Hamari & Sjöblom, 2016, p. 212). But other 

researchers argued that Wagner’s definition was not specific enough and therefore made some 

additions to it. Ströh (2017) describes eSports as follows: 

The playing of digital games on a platform such as a PC, a gaming console or a handheld 

device for the primary aspect of competition mostly in an organized framework, e.g. in leagues, 

tournaments and ladders, on an amateur or professional level (p. 14).  
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Marelic and Vukusic (2019) use a more general definition of eSports:  

Playing video games in a competitive setting, with emphasis on increased 

“institutionalization” of gaming activities through the organization of e-sports teams and 

official international competition (p.1).  

A happy medium between the very detailed definition and quite general description is the 

definition by Hamari and Sjöblom (2016), who explain eSports as: 

A form of sport where the primary aspects of the sport are facilitated by electronic 

systems; the input of players and teams as well as the output of the eSports system are mediated 

by human-computer interfaces. In more practical terms, eSports commonly refers to 

competitive (pro and amateur) video gaming (broadcasted on the internet) (p. 1).  

As one will notice, all definitions have the following things in common: Human-computer 

interaction, use of virtual reality, and competition (or competitive gaming) in an organized form 

(in player or team setting).  

The first establishment of eSports lies several years back. The 1990s built an important 

milestone for eSports with the introduction of PCs and the new form of Internet connection 

called LAN network (Chikish, Carreras, & Garc, 2019, p. 34). From that moment on, people 

were able to game with each other, instead of playing against the machine, and LAN-parties 

became common occasions for gamers to compete against each other (Larch, 2019). The first 

eSports leagues were also founded in the 1990s. The U.S. was one of the main drivers for the 

rise of competitive gaming, Germany played an important role in bringing eSports to Europe, 

and South Korea opened the Asian market in 2000 (Larch, 2019). eSports introduces a new 

form of sport and new computer-based media opportunities, e.g. broadcasting in form of online 

streaming (Hamari & Sjöblom, 2017, p. 212). Since 2018, the television has been replaced by 

the Internet as the most frequently used media and communication channel (Marelic & Vukusic, 

2019, p. 50; Nielsen, 2018, p. 23). 

2.3.2. Market size and growth potential 

The eSports market is one of the fastest growing industries with huge growth potential, which  

was already predicted in the past (Korpimies, 2018, p. 64; Chikish, et.al., 2019, p. 35; Nielsen, 

2018, p. 22), confirmed today (Newzoo, 2020, p. 8), and forecasted for the future (Hüttemann, 

2019, p. 9). According to Newzoo, eSports reached its first year of one billion U.S. dollar 

revenue in 2019, with the U.S. being the biggest revenue market ($409.1 million), followed by 
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China ($210.3 million) (Newzoo, 2019, p. 4). For 2023, total global eSports market revenue is 

predicted to increase further to $1.6 billion (Gough, 2020a).  

The total eSports revenue is financed through different revenue streams such as publisher fees 

and franchising, media rights, merchandise & tickets, advertising, sponsorship, streaming 

platforms, consumer contribution, and digital (Gough, 2020b; Fahey, 2020). Graph 3 shows the 

most important revenue streams of the eSports market according to their expected revenue 

generations, with sponsorship being the highest contributing revenue stream out of all at 584 

Mio. U.S. dollars in revenue (Gough, 2020b). 

Graph 3 

eSports market revenue worldwide in 2020 by segment (in million U.S. dollars) 

 

Especially relevant for this research paper are the trends and changes occurring in the eSports 

market in 2020. The “Global eSport Market Report 2020” by Newzoo (2020) provides the 

following statistics insights: The global eSports audience exists of 495 million people in total, 

with China having the largest eSports audience at 162.6 million people, followed by the United 

States with an audience size of 57.2 million people. The audience size is expected to grow by 

over 10% until 2023 to 646 million people worldwide (Newzoo, 2020, p. 27). China also 

remains as the largest and leading eSports market regarding revenue generation with $385.1 

million revenue in 2020, followed by the United States ($252.5 million) and Western Europe 

($201.2 million). But eSports has also gained popularity in some new emerging markets such 

as Southeast Asia, Japan, and Latin America due to the introduction of mobile technology as a 

new gaming device (Newzoo, 2020, p. 5).  
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Another attractiveness of the market is the increased tendency for gamers to record themselves 

while gaming, which is watched live by a large audience, and the intensified trend for eSports 

teams to build their own arenas that become their home stadiums, so called “homestand” system 

(Newzoo, 2020, p. 10). According to stats, competitive mobile gaming or mobile eSports has 

increased viewership by over 600% and reached 98.5 million hours in 2019, with YouTube 

being the main platform for mobile eSports (Newzoo, 2020, p. 22). The use of mobile devices 

opened a new revenue generation in eSports, e.g. mobile devices are now frequently used for 

live streaming (Newzoo, 2020, p.8), and adds value for sponsors in terms of new sponsorship 

opportunities (mobile devices to be used for sponsorship purposes) (Newzoo, 2020, p. 22).  

2.3.3. Genres and Games  

eSports games can be categorized into different genres or disciplines. On the current list of 

games by genres from esportsearnings.com, the eSports market has a total of eleven different 

game genres (esportsearnings.com, 2020). For the purpose of this thesis and the relevance for 

eSports-sponsoring, only the main genres will be explained in more details which are first-

person-shooter (FPS), real-time-strategy (RTS), multiplayer online battle arenas (MOBA), 

fighting games, and sports simulation games (Ströh, 2017, p. 19). According to American 

eSports, the main differences between the genres occur in terms of complexity, game duration 

and time setting, POV, and game purpose or goals (Petrullo, n.d.). The popularity of one genre 

over the others differs depending on country and cultures. For example, in Europe and the U.S., 

the most trending genre are FPS games, while the Asian market is dominated by RTS games 

(Ströh, 2017, p. 20). This difference can also be found in traditional sports, where the popularity 

of certain sport disciplines (e.g. football, tennis, golf) changes between each region or continent. 

For non-endemic brands, especially the sport-animated games are an attractive genre, because 

they are relatable to traditional sports (e.g. professional football and FIFA games) and therefore 

brands can benefit from that similarity to traditional sports in a certain countries or regions 

(Hüttermann, 2019, p. 22; Ströh, 2017, p. 20).  

As one will see through the outcomes of the research in this paper, many non-endemic brands 

choose sport-animated eSports games as their first entry point in eSports-sponsoring.   

2.3.4. eSports ecosystem  

According to Ströh (2017), the ecosystem of eSports includes nine different components which 

are introduced in this section. The illustration shows the interplay and interaction of the 

individual components of the eSports ecosystem (Ströh, 2017, p. 21).  
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Illustration 3 

The eSports economy and its key components by Ströh, 2017, p. 21 

 

The two components in green, consumers and brands, are external components that influence 

the eSports ecosystem. In the next section, a closer look will be taken at consumers (the eSports 

target audience), but the role of brands as sponsors will be explained at a later stage in the paper. 

2.3.4.1. Consumers 

The consumers or eSports fans are the total number of all active players and passive viewers 

combined and are divided into two groups: The eSports enthusiasts and the eSports occasional 

viewers (Ströh, 2017, p. 21-22; Newzoo, 2020, p. 18). Newzoo (2020) defines eSports 

enthusiasts as “people who watch professional eSports content more than once a month” (p.18) 

and eSports occasional viewers as “people who watch professional eSports content less than 

once a month” (p. 18). The global eSports audience is mainly made up of Millennials and Gen 

Z with 38% being 16-24 years old, 35% being 25-34 years old and 19% being 35-44 years old 

and is heavily male-dominated with 72% males vs. 29% females (Buckle & Mander, 2018, p. 

3). With the eSports enthusiasts, 80% are below 35 years of age, dominated by males, and 

classified in the high-income segment (Ströh, 2017, p. 23-24).  

Overall, the eSports target audience is very attractive for sponsors, because they are frequent 

buyers of computer equipment and show high engagement and emotional involvement. In 

addition, the target audience is a tech-savvy young generation which is difficult to reach through 

traditional media and uses ad-blockers on a regular basis, but eSports opens the gates to access 

this generation (Ströh, 2017, p. 56-57). 
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2.3.4.2. Teams and clubs 

As Ströh (2017) explains, teams and clubs are made up of pro-gamers and are another 

component of the eSports ecosystem. In the world of eSports, clubs are called clans when they 

unite eSports players, e.g. eSports club can have different eSports teams or individual players 

for one or multiple disciplines (multi-gaming clans), and is categorized either as a fan club, 

semi-professional club, or pro-gaming club. Usually, sponsors only consider the pro-gaming 

clubs, because their pro-gamers participate exclusively in competitive gaming and therefore 

earn prize money, have a follower base, are active on steaming platforms and can be used for 

marketing and communication purposes in return for the sponsorship investment. The very best 

pro-gamers are known worldwide and can be used as brand ambassadors or influencers to 

enhance brand visibility by generating brand reach, increase communication of the brand, or 

shape the brand image (Ströh, 2017, p. 26-27).  

Some unexpected, famous non-endemic brands currently engaged in an eSports team 

sponsorship are L’Oréal Paris Men Expert as major sponsor of the Australian Chiefs eSports 

(Wooton, 2020) or the dating app “Bumble” as sponsor of an all-female Fortnite team (Fitch, 

2019). 

2.3.4.3. Leagues, tournaments, and events  

A third component of the ecosystem are leagues and tournaments. The two biggest organizers 

and drivers of competitive eSports series around the world are ESL for the Western countries 

and MLG in the U.S. (Ströh, 2017, p. 31-32). According to Newzoo (2020), a league 

incorporates playing regular matches over multiple months and following a planned schedule 

so that each team can play at least once against every other competing team. An eSports 

tournament is an event that occurs over a much shorter time period, includes a group phase 

(everyone competes again everyone) with the possibility for teams to advance to a knock-out 

phase (looser team will be eliminated). From the knock-out phase, the winning teams advance 

to the final (Newzoo, 2020, p. 12). Tournaments can be divided into different categories 

depending on the number of tournaments/events, size, prize money, and competition level. 

Starting from monthly/weekly tournaments (these are the smallest ones) to minor tournaments, 

followed by major tournaments, until premier tournaments. Premier tournaments can only be 

played by the best pro-gamers, include live/offline events (not purely online), and offers the 

largest prize money for winners (Ströh, 2017, p. 29-31).  
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Overall, many sponsors aim to gain global visibility and enhance brand awareness through a 

league or tournaments sponsorship, because these components have a high reach (e.g. in 2019, 

99.6 Mio. people watched the LoL championship) (Hüttermann, 2019, p. 7).  

In general, eSports events are closely tied to leagues and tournaments, which is also indicated 

by Newzoo’s (2019) definition of an eSports events as “a competitive gaming tournament or 

league in which players and/or teams compete against each other with the goal to win” (p. 8). 

According to Ströh (2017), eSports events should be defined through the eyes of the customers: 

“A way to pass the threshold of the online to the offline experience to share their fascination 

with others in the real world” (p. 32). Meaning, sponsors should build their marketing activation 

around direct customer interaction, customer experience, and unique atmospheres. Events 

emphasize on the component of community and social interaction and on top of engaging with 

customers on a personal level, a sponsor can get high media reach and strengthen its brand 

image (Ströh, 2017, p. 32-33). 

Additionally, through the on-going trend of building physical venues to host eSports events and 

activities, eSports will gain visibility on a regional, local, and national level which favors event 

sponsorship even more (Newzoo, 2019, p. 18). For example, in China, the publisher MLG in 

collaboration with the Chinese Lun Sai Group has built a gaming theme park, including the 

largest eSports arena worldwide (Ströh, 2017, p. 35).  

2.3.4.4. Publishers and media channels  

Publishers are the “holders of the intellectual property of a game” and the reason why eSports 

games exist; they have a very strong position, because they are the deciding factors in regard to 

media rights (streaming and recording), as well as licensing and selection of participants. Some 

of the largest publishers are Riot Games, Blizzard Entertainment, and EA. A Publisher can 

either be the host of an event itself or partner with an organizer. From a marketing perspective, 

companies engage in a partnership with publishers in order to raise awareness, boost 

participation numbers, and generate higher revenue (Ströh, 2017, p. 40-41; Chikish et al., 2019, 

p. 37). 

Another important component of the eSports ecosystem are media channels, such as TV or 

online streaming platforms on the Internet. This component is what differentiates eSports the 

most from traditional sports (Ströh, 2017, p. 35). The two dominating online streaming 

platforms are YouTube and Twitch (Chikish et al., 2019, p. 40) which replace TV broadcasting 

more and more. The main advantage of live streaming and online broadcasting is the flexibility 

in regard to time, location, and device; meaning, a viewer can decide individually at what time, 
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in which location, and on which device he or she wants to observe pro-players practice or 

compete through streaming. These media channels are also important for sponsors due to the 

large viewer base and sponsors can gain global visibility. For example, in 2017, Twitch 

calculated 45 million viewers per month. TV as a media channel is not fully ignored in eSports, 

but it is less popular compared to online platforms. Some channels, such as Pro 7 MAXX in 

Germany, will broadcast some eSports disciplines, but the typical eSports audience shows 

higher engagement on YouTube and Twitch (Ströh, 2017, p. 35-39).  

2.4. eSports-sponsoring  

The eSports market is naturally attracting endemic sponsors from the computer and gaming 

industry, but it is also gaining attractiveness for non-endemic sponsors as well (Ströh, 2017, p. 

13). Some of the biggest non-endemic brands in eSports-sponsoring are names such as Adidas 

as partner of eSports team Vitality, Red Bull as a beverage partner of multiple eSports teams 

and events, BMW as official sponsor of the eSports team Cloud9, McDonalds in partnership 

with ESL, or Vodafone as official partner of the ESL World Championship (Jahns, 2019). These 

sponsorships are just a glimpse of all the big, global non-endemic brands active in eSports-

sponsoring. Companies and brands who want to stay active and successful in sport sponsorship 

must evaluate and choose their eSports-sponsoring activations carefully and assess whether 

they are of use for them, as Michael Heina, Head of eSports Europe at Nielsen Sports, states in 

an interview (Heina, 2019b). 

2.4.1. What makes it attractive and relevant?   

Consumers in the European countries, Switzerland, Germany, and Austria spend a total of 11 

hours per week on eSports and gaming, which results in approx. 1.5 hours per day. In 

comparison, on average, people spend 1.25h per day on social media in Switzerland. 

(Hüttermann, 2019, p. 24). This shows that consumers use more of their time for eSports and 

gaming compared to social media which confirms the relevance of the eSports market.  

According to IEG (2020), in 2018 over 300 brands from 40 different industries have been 

actively involved in the eSports market. As Nathan Lindberg, Sr. Director Global Sponsorship, 

from Twitch, the leading live streaming platform worldwide, states: “Sponsorship investment 

in gaming and eSports is growing quickly. It is no longer a passive marketplace, but in fact a 

race to capture as much as real estate for your brand as possible” (IEG, 2020). The constant 

increase of non-endemic brands in eSports-sponsoring is confirmed by many different sources 

(Ströh, 2017, p. 55; Sebek, 2020; Advani & Akman, 2020). 
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In an era where customer experience and emotionality become very important for successful 

marketing measures, eSports offers access to an audience who strives on their passion for the 

sport, shows high engagement and involvement (Hamari & Sjöblom, 2017, p. 216), and seeks 

entertainment and excitement (Ströh, 2017, p. 57) which makes them an interesting audience 

for marketing activations. In addition, consumers today strive for physical experience and live 

experience which is an explanation for the high attractiveness of the major eSports events and 

their high number of live spectators (Heina, 2019a). eSports games include an element of drama 

to enhance the experience, are considered means of escape from daily lives, and can include 

social interactions (Hamari and Sjöblom, 2017, p. 216-217).  

In addition, eSports-sponsoring can be integrated in a company’s overall sport sponsoring 

strategy and combined with the traditional, offline sponsoring measures, as it is stated in the 

study from PwC (2018). The advertisement measures in eSports have a high level of 

individualization which adds to the benefit of sponsors. For example, a sponsor is free to choose 

where to place the company logo on a team’s shirt, because regulations and guidelines are less 

strict, compared to traditional sport sponsoring. Audi’s sponsorship of the eSports team 

Australis is a good example for how offline and online marketing measures can be combined 

in one eSports-sponsoring engagement. Audi has financially invested around €670’000 in 

return for logo presence on the team shirt (offline marketing), digital banners and pop-up ads 

on a team’s website (online marketing), as well as a launch of a special social media campaign 

(online marketing). In the end, results showed a total of over 25 million impressions on the 

social media channels from Australis, the eSports team, and over 12 million streaming and TV 

viewers. It was calculated that 40% of the ROI was generated through the social media 

campaign (Wilke, Sengera, Weber & Rath, 2018).  

Interesting to notice is that many experts have already started to see the potential in long-term 

eSports-sponsoring engagements in previous years (Chikish et al., 2019, p. 39). This belief is 

also shared by Korpimies (2018), who believes that non-endemic brands, which engage in 

eSports-sponsoring for the sole purpose of advertising, will have difficulties finding suitable 

and willing partners in the eSports industry (Korpimies, 2018, p. 67).  

Lastly, after this year’s pandemic times, the potential of eSports has grown even more. While 

traditional sport was not allowed to be performed and events could not be hosted over several 

months, eSports was one of the only industries not heavily affected by those restrictions. As a 

result, Niklas Timmermann, Vice President of eSports-Federation Germany, predicts that 

eSports will become the second largest sport in Europe, behind football (Sebek, 2020).  
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2.4.2. Comparison to traditional sport sponsorship 

eSports-sponsoring and traditional sport sponsorship are set-up in a very similar way (Ströh, 

2017, p. 53). For example, in both traditional sponsorship and eSports-sponsoring, sponsorship 

deals are very individual and differ from one company to another (Korpimies, 2018, p. 71). Or 

as Michel Heina, Head of eSports Europe at Nielsen Sports, states: 

It is always said that when a company get into eSports as a sponsor, they have to do it 

right. But they have to do the same in football and other sports. A successful sponsoring in 

eSports is characterized by creative activation and added value for fans (Heina, 2019b). 

This statement aligns with the insights from Bruhn (2018) on successful sponsorship stated in 

section 2.1.4.  

But despite these similarities, traditional sport sponsorship and eSports-sponsoring do not 

generate the same return on investment. eSports-sponsoring promises a ROI of 10:1 or 20:1; 

meaning, a sponsor receives 10 or 20 times the advertising equivalent value in relation to the 

investment. As a comparison, in traditional sport sponsorship, the ROI is calculated for to 3:1 

or 5:1 (Heina, 2019b). 

2.4.2.1. Types of sponsorship 

Companies in eSports can engage in different forms of sponsorship, similar to what has been 

explained in section 2.2.1. on the different forms of sponsorship. eSports sponsors can be 

divided in three different categories depending on a company’s willingness for financial 

investment (Wilke et al., 2018) and the overall sponsorship budget (Korpimies, 2018, p. 67). 

Based on the research from Korpimies (2018), in Europe, the low to medium investment ranges 

between €25’000 - €500’000 through which sponsors mainly aim to build a connection between 

the company and eSports through direct advertisement exposure, such as digital banners or 

video content on websites which is especially valuable for smaller companies. Other companies 

that are willing to make a high financial investment between €500’000 – €5 Mio. can engage 

in a partnership with one of the components of the eSports ecosystem in order to gain reach and 

visibility. An example as such is Pringles as the main sponsor of the ESL championship 

tournament (Korpimies, 2018, p. 71). 

Financial investments can also fall over €5 Mio. which often is the case for companies wanting 

to found their own eSports teams. This type of sponsorship requires a long-term sponsorship 

outlook and is popular for large, global non-endemic brands. But often, endemic brands do not 

have the financial resources to make such a high sponsorship investment; thus, it is a possibility 
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for large, global non-endemic brands to make a name for themselves in the eSports industry, 

such as Red Bull with the building of two eSports arenas in London and Tokyo for the hosting 

of eSports event (Wilke et al., 2018).  

2.4.2.2. Branding and activation 

Often eSports-sponsoring occurs in form of an exchange between financial support or 

manufactured products in return for brand visibility gained through branding opportunities and 

activation (Korpimies, 2018, p. 58). Brand visibility can occur in various forms: Branding of 

equipment, physical presence at events, usage of titles, naming of sponsoring properties, and 

the use of brand ambassadors or endorsers (Ströh, 2017, p. 53; Bruhn, 2018, p. 82-85). The use 

of a sponsor’s company name for the official name of an eSports team is also quite common 

(e.g. the eSports team called “Samsung Galaxy”) and very similar to how it is done in traditional 

sport sponsoring, for example in football with Bayer 04 Leverkusen (Wilke et al., 2018).  

But according to Ströh (2017), one major difference in eSports-sponsoring is the increase in 

innovation in regard to branding and activation, leading to a new form of digital branding 

opportunity. It occurs in form of “standard online stream branding” (p. 53) referring to a 

sponsor’s logo presence within a game. And as he explains: “This adds to the conscious and 

unconscious awareness of the logo as well as the connection of the brand with the respective 

eSports discipline, tournament, and players/teams” (p. 53). 

2.4.2.3. Experience and engagement  

eSports brings social interaction between fans and pro-gamers to another level by increasing 

the frequency (Ströh, 2017, p. 53) and focusing on simplicity through digital interactions on 

streaming platforms (Hamari & Sjöblom, 2017, p. 215). Fans have the possibility to ask 

questions to pro-gamers through live chats while observing them through a live stream; this 

form of interaction is very informal and instant which falls into the desire of eSports fans. Plus, 

those social interactions can also be used for knowledge sharing, when pro-gamers give advice 

to eSports fans through live stream demonstrations or direct chat (Chunnigham, 2016). 

2.4.2.4. Reach 

eSports offers a unique opportunity for advertising and global reach (Hüttermann, 2019, p. 28). 

According to insights from the Influencer Marketing Hub (2018), most eSports pro-gamers and 

influencers (often used as brand ambassadors) have a huge social media follower base which 

reaches beyond just the gaming audience. As an example, the eSports pro-gamer “Ninja”, one 

of the top Twitch streamers and brand ambassador of Samsung and Red Bull, has a follower 

base of approx. 21 million on YouTube, 13.2 million on Instagram, 13 million on Twitch, and 
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4 million on Twitter. Through their reach across multiple platforms and their large and highly 

engaged follower base, eSports pro-gamers can drive brand awareness for endemic and non-

endemic brands and promote game sales for game publishers. Therefore, such eSports 

celebrities are the main driver of engagement and content creation (Influencer Marketing Hub, 

2018). The value of such pro-gamers and streamers is also highlighted by Ströh (2017) who 

sees them as an entry to respective national regions and the high interaction and engagement 

between pro-gamers and their eSports fans as a valuable opportunity to build a global portfolio 

of brand ambassadors or influencer with global reach at relatively low costs (Ströh, 2017, p. 

52-53). 

2.4.3. Advantages of eSports-sponsoring    

One major benefit of the eSports industry are the current few entry barriers and low investment 

costs, due to the growing stage of the industry; meaning, sponsors can enter the industry with a 

rather low sponsorship budget and do not have to invest millions at once, as it is often required 

in traditional sports nowadays, e.g. football (Vitale & Zhang, 2019). In other words, eSports-

sponsoring for non-endemic brands can be a low-cost opportunity to reach this valuable 

audience. But this will not remain for much longer, because entrance costs are likely to increase 

in the future due to the rapid growth of the industry; therefore, companies are advised to enter 

now when costs are still low (Ströh, 2017, p. 56-57).  

A second advantage is the access to a hard-to-reach target audience. As mentioned in section 

2.3.1 and 2.3.2., digitalization has heavily contributed to the boom of eSports and many 

companies seek innovation to upgrade their products and services. The aim to stay relevant and 

successful in the digital era has also carried over to sponsorship, especially when it comes to 

target audience; therefore, companies start to realize the importance of the younger generation 

as their potential future customers (Marelic & Vukusic, 2019, p. 53), and their strong bond to 

social media channels (Advani & Akman, 2020). eSports is a gateway to reach Millennials in a 

digitally appealing and innovative way (Advani & Akman, 2020), because eSports pro-gamers, 

teams, and clubs speak the same language as Millennials and can therefore build a strong bond 

with this type of audience, as Jens Thiemer, Marketing Vice President of Mercedes-Benz and 

current sponsor of ESL, confirms (Sebek, 2020).  

Third, every sport sponsorship contributes to the image of a company or sponsor, which is also 

the case in eSports-sponsoring. Companies seek to invest in this industry to enhance their image 

in regard to innovation, authenticity, young and modern transformation (Sebek, 2020). As the 

study (2017) from ZHAW shows, eSports in the European countries Switzerland, Germany, 
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and Austria, is associated with terms such as exciting, interesting, valuable, attractive, 

competition, teamwork, ad fun (Hüttermann, 2019, p. 17). Those associations can positively 

influence a sponsor’s image.  

Last but not least, eSports gamers and viewers have an economic potential for sponsors, because 

of their buying behavior. As stated in section 2.3.4.1, eSports fans are often on the look-out for 

innovative products which offer the best eSports or gaming experience possible. According to 

the study (2017) from ZHAW, in Switzerland eSports gamers spend on average a total of CHF 

1270 on their gaming equipment and 3% of the audience spends over CHF 5000. In comparison, 

released eSports games have a sales price of approx. CHF 70 and consoles cost approx. CHF 

300. (Hüttermann, 2019, p. 24). Valuable knowledge for sponsors is also the fact that 53% of 

the entire eSports audience fall into the high-income category with full-time jobs, which is a 

considerable large portion compared to the overall internet user, and shows that eSports fans 

have the financial stability to frequently invest in eSports products (Ströh 2017, p. 56). 

Additionally, eSports is also merchandising platform for non-endemic brands (Hamari & 

Sjöbom, 2017, p. 215).  

2.4.4. Disadvantages and challenges of eSports-sponsoring  

As one knows, the eSports industry is still in a growth and development stage and thus, sponsors 

have to make their own experiences in the market, since existing key learnings from other non-

endemic brands are difficult to get (Freitas, Contreras-Espinosa & Correia, 2018, p. 53). 

First and foremost, the negative associations with eSports in general and the potential 

misperception of eSports in our society can lead to negative publicity and a negative effect on 

brand image, a so-called negative spillover effect resulting from negative associations (Ströh, 

2017, 46). In the European countries, Switzerland, Germany, and Austria, some people classify 

eSports as useless, unnecessary, irrelevant, unimportant, and associated with laziness, 

addiction, aggression, and toxic behavior. Companies do not seek to be associated with such 

terms, because it can damage a company’s reputation and image (Hüttermann, 2019, p. 17; 

Freitas et al., 2018, p. 51-52).  

Additional reasons for possible skeptics of eSports-sponsoring are the industry’s lack of 

structure and governance and the age difference between company’s CMOs and the eSports 

target audience. This can lead to insufficient knowledge of the target audience and inability to 

think alike (Ströh, 2017, p. 55).  
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Another current drawback of the industry is the lack of structure and unprofessionalism, 

because regulations and governance are insufficient (Sebek, 2020). Insights from Ströh (2017) 

and Freitas et al. (2018) also highlight the risk of corruption, manipulation of internet 

connection through cyber-attacks, cheating methods (e.g. special software or bots), doping (e.g. 

stimulant drugs), gambling, or match fixing as further drawbacks (Ströh, 2017, p. 46-49; Freitas 

et al., 2018, p. 51) 

Michael Heina (2019b) mentions three additional challenges for non-endemic brands by 

eSports market entry: (1) Understanding and overview of eSports market, (2) understanding of 

the target audience, and (3) the creation of relevant visibility in eSports. Companies who are 

not familiar with the eSports world, the games and genres, can be lost easily. This challenge 

only occurs for non-endemic brands, because endemic brands are much more familiar with the 

market and on consumers’ top of mind due to their higher interaction with the eSports target 

audience. As a result, non-endemic brands must develop creative, unique brand activations to 

capture attention and create a positive brand image in relation to eSports. The eSports industry 

is quickly getting occupied by many large, global non-endemic brands, which all compete 

against each other on brand visibility and awareness. Therefore, the industry entry is becoming 

time sensitive, because the interest amongst non-endemic brands is growing and competition is 

increasing (Heina, 2019b). 

2.4.5. Key learning for non-endemic brands 

Young, growing industries, such as eSports, strongly value partnerships with non-endemic 

sponsors. The eSports market benefits from the large monetary contributions of global non-

endemic companies and can learn from the professionalism and experiences of these very 

successful big players (Wilke et al., 2018). But in order for non-endemic brands to develop a 

strong standpoint in this industry, their eSports-sponsoring strategy must be carefully planned, 

data-driven, and aimed for brand visibility, because it is crucial for non-endemic brands to build 

a strong connection between the company and the sponsored property (Heina, 2019b).  

Most important, non-endemic brands must use creativity, authenticity, meaningful storytelling 

to generate added value for consumers and achieve trustworthiness and credibility in regard to 

the company’s engagement in eSports-sponsoring (Heina, 2019b). The example of  “Wüstenrot 

& Württembergische” (main sponsor of the ESL World Championship and one of the first non-

endemic brands to enter the German eSports market) confirms the importance of authenticity 

and relevance, as Kevin Roller, Marketing expert at “Wüstenrot & Württembergische”, states 

in an interview with ESB Marketing Netzwerk (2020):  
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Through social media we have regularly monitored how young people respond to us and 

our communication activities. Two key observations have emerged: Be authentic. The target 

group is extremely critical and has a great deal of expertise. Imposed content stands out 

immediately and fails mercilessly. Furthermore: Create relevance. Only relevant content 

stimulates interaction and stays in the mind. In this way we also achieve our core objectives of 

further increasing the awareness and popularity of Wüstenrot brand (ESB Marketing Netzwerk, 

2020). 

3. Methodology 

3.1.  Qualitative research: Expert interviews 

The goal of this paper is to provide a better understanding of eSports-sponsoring as a whole, an 

evaluation of the eSports-sponsoring opportunities, and a collection of valuable key learnings 

for non-endemic brands. eSports-sponsoring is a considerably new research topic and has not 

been overly researched yet. For this reason, a qualitative research method was chosen as the 

primary research method, because it has the benefits of aiming for details and quality rather 

than quantity (Pfeiffer, 2020a), gaining deeper and broader insights into the topic through open 

communication (Schwarz, 2017), and building a preliminary stage for quantitative research 

(Jäger & Reinecke, 2009, p. 31). 

Expert interviews were conducted as the primary source of data, because expert interviews 

focus on the interviewee and aim to receive detailed and extensive information (Pfeiffer, 

2020b). Further, expert interviews also generate deeper and broader insights into a research 

topic (Schwarz, 2017) which is useful for a topic with limited literature and research material. 

Or as Jäger and Reinecke state, the goal for the expert interviews is to analyze the theoretical 

concepts and pre-knowledge about existing problems with the interview insights generated in 

form of an open discussion (Jäger & Reinecke, 2009, p. 34).  

The interview design used in this paper follows the four steps by Jäger and Reinecke (2009): 

(1) Limitation of the marketing and management challenges, (2) interview execution, (3) 

evaluation of interview results, (4) quality improvement (Jäger & Reinecke, 2017, p. 36). The 

first step combines the theoretical knowledge and theories with practical sources for 

information to secure that the topic has not previously been researched and to determine criteria 

for the selection of experts (Jäger & Reinecke, 2009, p. 37). For the purpose of this research, a 

structured quality improvement method was chosen which includes comparable interview 

executions, analysis of content-related interrelations between topics, creation of content 
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summary, content reduction to only relevant material combined with content-analytical coding, 

and the interpretation of the topic structure (Jäger & Reinecke, 2009, p. 62).  

3.1.1. Experts selection 

According to Jäger and Reinecke (2009), expert selection must result from theoretical sampling. 

For the research, experts were selected according to some homogeneous and some 

heterogeneous criteria (Jäger & Reinecke, pg. 39, 2009). As far as the homogeneous criteria 

goes, all experts have a similar job function, are responsible for sponsorship and/or event 

marketing, and have a hierarchical position within the company (e.g. head of sponsorship or 

project leads). Meaning, all interviewed experts are decision makers in regard to sponsorship 

for their company. Some heterogeneous factors which influenced the expert selection are 

company industry and engagement in eSports-sponsoring. The aim was to find experts from 

many different industries. The following industries are represented in the case studies: 

Automotive, financial services (banking), insurance, luxury products, sporting goods, 

telecommunication, and strategic consulting. Some experts come from the same industry which 

allowed for a comparison between direct competitors, e.g. Helvetia and Zurich Insurance. 

Additionally, the research includes companies with a variety of different eSports engagements 

and sentiments towards eSports-sponsoring: Currently active in eSport-sponsoring, in favor of 

but not active in eSports-sponsoring, and reluctant to eSports-sponsoring. This differentiating 

factor facilitated an objective analysis of eSports-sponsoring, analyzing the industry’s pros and 

con. It also reduces the risk for a possible bias by using one-sided opinions only. Further, this 

research has a European focus. The geographical focus was not a pre-determined selection 

criterion but was a natural result of those experts who were willing to be interviewed.  

3.2. Interview execution 

The expert interviews were problem-focused and semi-structured (Jäger & Reinecke, 2009, p. 

34). For the semi-structure, the interview questions were partially predetermined in form of an 

interview guide which outlines the interview structure (Genau, 2020) and was sent to all 

interviewees beforehand. The detailed interview guide can be found in the appendix. 

The interviews took place via virtual video calls. This was due to the restricted COVID-19 

circumstances which did not allow physical meeting at that time. All interviews, with the 

exception of one, were conducted in German and at the beginning of each interview, the 

participants were asked if recoding was allowed. At first, each interviewee was asked three 

entry questions: Job title, duration of employment at the company, experience in sponsorship 

and eSports. The main questions were divided into two section, sport sponsorship in general 
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and eSports-sponsoring. Each interview lasted one hour in time and interviewees agreed to be 

available for follow-up questions via email.  

3.3. Data analysis and evaluation process 

The data evaluation process followed the steps from Jäger & Reinecke (2009): Data security 

(transcribing), development of an evaluation guide, reading of transcripts/protocols, content 

analysis, followed by aggregated data and interpretation (Jäger & Reinecke, 2009, p. 53). In the 

“Results” section of this paper (section 4), each company’s traditional and/or eSports-

sponsoring strategy is summarized in form of a case study, divided into five sections: 

Challenges, goals, strategy, execution, results and/or key learnings. The case studies include 

findings on the current state of each company’s traditional sport and/or eSports-sponsoring 

engagements, but do not include comparisons across companies. 

3.4. Interpretation process  

A structured interpretation process was chosen for the results interpretation to analyse the 

interconnection of topics and highlight context of meaning across all transcripts (Jäger & 

Reinecke, 2009, pg. 58). In order to facilitate the direct comparisons of interview results, the 

information in the different transcripts was categorized and encoded according to the open 

coding principle which allows to highlight differences and similarities, common patterns and 

structures, as well as reoccurring information (Reinecke & Jäger, 2009, p. 59). The identified 

categories and codes formed the base for a distinct evaluation and interpretation across all 

interview results for one specific topic (e.g. advantages of eSports-sponsoring). The results of 

this cross-over comparison in regard to opportunities and barriers of eSports-sponsoring will be 

discussed in section 5 called “Cross-examination of interview results”. 

4. Results: Case Studies 

All case study structures are identical. At the beginning of each case study, the company-

specific as well as industry-related challenges are explained. Second, the role and purpose of 

sport sponsorship, focusing on the question “why”, are summarized in the goals section. Third, 

the specific sponsorship strategy is explained and analysed in the strategy section, addressing 

the question “how. This is followed by the execution section which looks at a company’s 

specific activation measures (local, national, global). Lastly, results (if the company was able 

to share specific results) and key learnings are summarized in the learnings and results section.  
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4.1. Credit Suisse Switzerland  

The interview was conducted with Sandra Caviezel, Head of Sponsorship and Partnerships. 

Challenges 

The banking industry faces the challenge of not being overly liked by consumers; meaning, in 

general, insurance and banking brands do not appear as “love brands”, compared to other 

industries. In addition, CSS has an awareness problem in sponsorship in Switzerland. 

Goals 

CSS has three distinctive goals for sponsorship. First, sponsorship should make up for the 

shortcomings of the banking industry by helping CSS be perceived as a more sympathetic and 

approachable brand. The main goal of sponsorship is the contribution to the emotional and 

transactional performance, because emotionalizing the brand should improve the lack of 

awareness. The second goal is to drive transactional consideration for the company; it should 

aim to generate more leads and increase the probability for consumers to become CSS 

customers. The third goal focuses on the business partnerships and the brand’s appearance as 

an expert. Lastly, sponsorship provides the opportunities for a meeting platform for multiple 

stakeholders which is very important for an industry that values building trust and personal 

relations.   

Strategy 

CSS conducts all of their sponsorship strategy developments internally without the assistance 

of an external agency. First, CSS tries to answer the following questions: What are the 

customers’/segment’s needs, what do we want to achieve, what is permitted in terms of 

compliance? Second, CSS divides their sponsorship engagements into three groups: (1) 

Popularity sponsorship which is used broadly in all segments and region (e.g. football), (2) 

unique engagements which provide a unique customer experience and gives access to 

customers, (3) thought leadership which is a business-related expert area. CSS also always tries 

to adapt its sponsorship engagements according to their different target groups.  

Specifically for eSports-sponsoring, CSS followed the industry for 2-3 years at first, before 

deciding to enter the industry. CSS also conducted an internal analysis to determine all 

sponsorship possibilities within eSports (e.g. teams, individual players, events, platforms, 

Twitch, etc.). Second, CSS defined their main strategic criteria and decided to only get on board 

of sport-animated eSports games (e.g. FIFA), no shooter games. In order to make the 
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engagement credible and comprehensible for the public, CSS linked its eSports-sponsoring to 

its national football and beach soccer sponsorship. Through this strategic approach could CSS 

explain the “reason why” for its eSports-sponsoring engagement.  

Execution 

CSS partnered with SFV (Swiss Football Federation) to become sponsor of their new eSports 

national team. The first national games started in early April 2020 (e.g. Switzerland vs. 

Portugal) and were broadcasted on SRF online and on Twitch. CSS is also granted logo 

presence on national tricot, event presence, access to players/coaches, meet & greets, etc. CSS’s 

message to the younger consumers is: “Play real football, but it is also alright to play digital 

football.” CSS believes in the importance to have physical and mental actions and to find a 

good mix. 

Learnings and results 

Results show that consumers who are aware of CSS’s sport sponsorship engagements have a 

higher consideration rate in favour of CSS, when considering banks. They find CSS more 

sympathetic and there is a higher likelihood for them to become CSS customers.  

CSS views its eSports sponsorship as a learning experience, following the “learning by doing” 

approach, and keeping it as a side sponsorship for the moment. This is important, because 

industry development is still at an early stage. Keeping the eSports engagement at low risk is 

important for CSS; thus, they chose to partner with a federation to engage in team sponsorship, 

instead of building its own team. CSS also trusts the expertise of SFV. Additionally, it is also 

crucial to find the right time of entry. For CSS, COVID-19 formed a very good opportunity and 

condition in which eSports is used more often and interest increased amongst individuals (even 

those who are not keen on eSports). CSS finds the connection to traditional sports helpful to 

not get lost in the industry and not be perceived as a promotional sponsor only.  

4.2. Hublot 

The interview was conducted with Gaelle Rey, Sponsoring & Events Coordinator.  

Challenge 

Hublot is a luxury brand and therefore has to be very careful about its brand image and 

reputation. Hublot must carefully choose its sponsorship engagements, because the company 

does not want to lose its image of prestige, exclusivity, and luxury. Hublot is not for everyone, 

it is an exclusive brand that produces unique watches which are sold at a high price. Customers 
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have specific expectations towards luxury brands in order to be willing to pay high prices for 

their products. As a result, not everyone agrees with the strategic fit between eSports and 

Hublot, because there is not a natural connection between eSports and luxury brand, as 

compared to other sports. The company must be careful not to cause brand dilution. A possible 

misfit could cause confusion amongst customers about what the brand stands for and weaken 

the brand presence. A second challenge, Hublot is experiencing the need for a modernized, 

innovative brand image in order to attract a younger customer audience as an extension to its 

current customer base.  

Goals 

The main sponsorship objectives for Hublot are generating brand awareness, reach amongst the 

brand’s customers, and positive brand image associations. Overall, the company aims to create 

a unique brand image by being known as a company which takes sports sponsorship seriously. 

Despite the brand’s luxury image, Hublot also wants to attract younger customers who could 

be potential future customers; therefore, the company needs variety in sponsorship.  

For eSports, Hublot has the goal to reach new customer demographics and follow the digital 

age. The objective is to focus on Millennials, which are not in the brand’s main target group yet 

but could be potential future customers. Further, eSports should strengthen the brand image in 

regard to first-mover, modernity, and innovation, because this is the brand image Hublot strives 

for.  

Strategy 

Hublot stands for sport; sport is the brand’s DNA. Therefore, the company’s overall 

sponsorship strategy is dominated by different sports engagements (football, motor sports 

(Ferrari), track and field, golf, cricket, tennis, ski sport, polo, sailing, judo, and baseball) in 

addition to some smaller sponsorship engagements in arts and music. Hublot also differentiates 

itself through a first-mover approach in order to be “first, unique, and different”. This is 

Hublot’s brand purpose and the message driven from within the company. For this reason, 

Hublot often engages in new sponsorship deals which could be considered uncommon for 

luxury brands. Overall, Hublot has a variety of different customers but has defined young males 

as their main target group with the highest potential and the highest spending. Sports 

sponsorship is highly attractive for Hublot, because it fits well with this young male audience.  

For eSports-sponsoring, Hublot decided early on to not engage in shooter games to try to reduce 

the possible risk of brand damage to its luxury brand image as much as possible. Additionally, 
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to keep risks relatively low, Hublot has chosen an entry point which is closely connected to one 

of its existing sport sponsorships with Ferrari. Ferrari is a good strategic fit, because both brands 

share similar values such as innovation, creativity, and performance. Ferrari also shares the 

same target audience, focusing on young males. Therefore, Ferrari has displayed an opportunity 

for Hublot to connect eSports to a current sport sponsorship and enter the eSports market 

through “partially known” territory in collaboration with a trustworthy brand. Hublot has also 

identified a good strategic fit between the brand and the eSports audience. The eSports target 

audience is male-dominated and people are younger compared to Hublot’s current target group. 

eSports fans also have a high willingness for monetary spending and are less sensitive to high 

prices which is an advantage for Hublot and its luxury products.   

Execution 

Hublot has been an official sponsor of Ferrari since 2011 which indicated a long-lasting 

partnership built on equal trust. Hublot is the official timekeeper of Ferrari cars and races, 

official sponsor of the Ferrari Challenge, and sponsor of other special events (endurance races, 

Finali Mondiali, Iron Lynx Motorsport LAB, Scuderia Corse, etc.). The brand is also the official 

sponsor of the Ferrari team Scuderia Ferrari in Formula 1 which is an elite team at the top of its 

class. One of the newest sponsorship deals between the two companies is the Gran Tourismo. 

For the sponsorship with Hublot, Ferrari has designed a series of luxury cars (limited edition 

only) for a tech-savvy target audience and Hublot has designed a special watch based on the 

limited car edition. In 2019, Hublot has extended the Ferrari partnership into eSports by 

becoming title partner of the FDA eSports Team which is now called FDA Hublot eSports team. 

As return, Hublot receives naming rights, logo presence and brand exposure, hospitality 

opportunities (meet & greets, etc.), and spill-over effects of the Ferrari brand associations and 

image.      

Results and learnings  

According to Hublot, the eSports-sponsorship has demonstrated a good strategic fit and success. 

It is important to build a connection between all its sports sponsorships, including eSports. 

Therefore, eSports should be seen as an extension of a current sports sponsorship engagement 

and not be done separately. eSports has to be made relevant for a brand which can be achieved 

through this connection between traditional sports sponsorships and eSports-sponsoring. 

Sponsorship will only be successful, if it can be explained and customers can understand why 

it is done. It is important to make sponsorship decisions based on brand fit and other sponsorship 

engagements. Further, it is crucial to understand the market a company wants to enter; thus, 
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market research is inevitable when entering a new sponsorship industry such as eSports. 

Overall, Hublot emphasises on the importance of a good mix between traditional sports 

sponsorship and eSports-sponsorship, because both bring advantages for the company. 

Incorporating digital transformation into a company’s business is as important as the company 

tradition and roots. Therefore, one should not replace the other, instead a connection must be 

built.  

4.3. Swisscom  

The interview was conducted with Annette Kohler, Head of Partnerships, Sponsoring & Live 

Experience.  

Challenge 

Swisscom is in need for stronger differentiation in the product area and the entertainment area. 

Additionally, Swisscom needs to attract a younger target audience, which is difficult to reach 

through traditional sponsorship.  

Goals 

Overall, Swisscom scores extremely high in brand attention and brand awareness. The two main 

objectives for any type of sponsorship are brand positioning and brand activation. Second most 

important are lead generations through engagements and impact on business, because in the 

end, sponsorship must have a positive impact on the business results. Third, any sponsorship 

for Swisscom must always have a connection to the company’s products or services.  

For eSports, Swisscom first and foremost wanted to position itself as an eSports-enabler. 

Additionally, the company aimed to reach a young target group, focusing on the pro- and core-

gamers amongst the gaming community, and gain market share in this attractive consumer 

segment to strengthen the company’s positioning as an innovative brand.  

Strategy 

Swisscom follows a first-mover approach through early entry in new industries or through 

innovative forms of activation in sponsorship. Swisscom is known as an innovative brand and 

therefore, must stay up to date in terms of digitalization and new trends. The company also 

serves a wide target audience (young and old generations) and target groups differ between 

sponsorship engagements. Swisscom’s major sport sponsorship engagements (e.g. snow sport) 

address the entire Swiss nation, while other smaller sponsorships focus on a specific target 

audience (e.g. music sponsorship addresses the younger target audience). Overall, Swisscom 
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uses a variety of different sponsorships to include all different target groups in at least one of 

its engagements. In order to connect sponsorship with the company’s core business, product 

staging and content rights are always incorporated in a sponsorship deal.  

For Swisscom, the main purpose of eSports was to find a solution to the company’s need for 

differentiation which turned eSports into a strategic field of action. Second, the combination of 

multiple elements (social media, content, events, etc.) in one sponsorship increased eSports’ 

attractiveness. The strategic decision was based on the strong connection to Swisscom’s core 

business and strategic fit between the innovative brand image and gaming as the new emerging, 

innovative market. The focus on the Swiss eSports market is due to the company’s origin and 

roots, as well as the opportunity to help develop and shape the gaming market in Switzerland 

and hold a strong position in this ecosystem. Swisscom first entered the eSports market through 

a team sponsorship. Reasoning was the connection to the company’s existing team and sports 

sponsorships. Simultaneously, to further strengthen the company’s positioning and drive 

differentiation, Swisscom launched its own eSports league. Another strategic factor was the 

opportunity to partner with a content supplier which incorporates all the different channels of 

Swisscom, i.e. Swisscom TV and various other channels and media components.  

Execution 

Some specific examples of Swisscom’s innovative, first mover approaches in sponsorship are 

the Energy Air concert series (co-founded by Swisscom and Radio Energy), the Snow Talent 

Program in snow sports (focused on promoting young talents in new and innovative ways), and 

the entry into eSports-sponsoring in 2017. In eSports, Swisscom is sponsor of the Swisscom 

Hero League which is the company’s major engagement and the central element for any other 

sponsorships in eSports. The Swisscom Hero League is a professional gaming league with prize 

money distribution and includes three independent game series: Clash Royal, CS:GO, and LoL 

(Swisscom, 2020). As a second sponsorship, Swisscom is sponsor of the eSports team “My 

Insanity” which is the biggest eSports team in Switzerland. “My Insanity” does not only include 

eSports gamers, but also a strategic consulting agency which is a valuable resource for market 

analysis, consumer insights, and strategy development. Through the combination of a league 

and a team sponsorship, Swisscom can combine multiple marketing tools together, e.g. self-

created content, user of influencers, and content distribution on all Swisscom channels.  
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Results and learnings 

Overall, Swisscom’s eSports-sponsoring is a success. It achieved internal and external 

enthusiasm that led to the emergence of a strong gaming community within Swisscom. As a 

result, Swisscom started an internal eSports blog, which currently shows over 2500 

subscriptions. Overall, brand attention and awareness were extremely high and positive and the 

company’s positioning amongst pro- and core-gamers was successful. In terms of numbers, 

Swisscom overachieved in unaided awareness with 18% in the first year (benchmark: 4%). The 

Swisscom Hero Leagues counted a total of 3000 gamers in the first year. During the live 

streaming of the first Swisscom Hero League final, Swisscom achieved 2.3% market share. In 

regard to communication and content, all developed productions on own Swisscom accounts 

show over 300 Mio. views.   

In relation to learnings, the combination of different marketing tools in one sponsorship 

engagement is one of the main advantages for Swisscom. In eSports-sponsoring, the company 

can link together social media, content, live events, engagements, etc. Further, customer 

feedback showed that the sponsorship of shooter games did not have any negative effect on the 

brand image. The company did not face any negative reactions; this is a misbelief of many 

companies. Nevertheless, as proactive measures against societal misperceptions, the company 

worked in collaboration with the Media Competence Team which is an agency that offers 

courses and workshops for eSports and gaming. The goal was to try to combine eSports and 

education to generate learning effects. Lastly, Swisscom believes that a successful sponsorship 

is tied to brand credibility, explanation of the why-question, interest in the target audience, 

industry knowledge, and clear brand positioning.  

4.4. Zurich Insurance Gruppe Deutschland  

The interview was conducted with Barbara Kaltz, Head of Sponsorship and Activation.  

Challenge 

The insurance market is very competitive and a company should avoid to fall into the seam of 

sameness. Additionally, the master brand Zurich Insurance lacks in brand consideration; 

meaning, customers are aware of the brand, but do not often consider Zurich Insurance when 

making decisions. Further, insurances do not always face a positive brand image, due to the 

negative associations with the industry. Third, specifically for sponsorship, one major challenge 

for Zurich Insurance Gruppe is the budget resource. Innovative, effective sponsorship 

engagements require large investments, especially when unique customer experience wants to 
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be generated through outstanding activation. The company often faces budget limitations which 

restricts the overall sponsorship possibilities.  

Goals 

Like many other companies, Zurich Insurance Gruppe aims to increase brand awareness, brand 

image, and furthermore positively influence the brand KPIs through sport sponsorship. One of 

the main goals and important business objectives is to become relevant for a large consumer 

group and for them to know Zurich Insurance Gruppe. Second, sport sponsorship should also 

support the increase of brand relevance and top choice amongst customers. Third, Zurich 

Insurance Gruppe wants to use sport sponsorship as a value transportation measure such as 

passion, innovation, or dynamics to define the brand. Lastly, positivity as a trademark is 

important as well. 

Specifically for eSports, the goal is to add a younger target audience to the company’s customer 

portfolio and to address this target group through relevant sponsorship engagements. 

Additionally, the company hopes to generate more reach, with a focus on social media.  

Strategy 

Sponsorship is used for brand communication and Zurich Insurance Gruppe can connect 

positive stories with the brand through sport sponsorship. This is how the brand communicated 

positivity to the outside. Furthermore, sponsorship is also used as a social media content 

generator.  

For eSports, Zurich Insurance Gruppe has observed the industry for the past four years and been 

in collaborations with ESL for an industry entry point. Zurich Insurance Gruppe is looking for 

a national, rather than a largely global, eSports sponsorship engagement and made a preliminary 

decision to not include any type of ego-shooter games in their eSports sponsorship portfolio 

due to the misfit with the brand image and values (e.g. life insurance cannot be sold at such 

events). With the loss of the German Olympic team sponsorship, there was room for a new 

sponsorship engagement. The decision has been made to enter eSports via the FIFA game, 

because of its international reach, strong national presence in Germany, and connection to 

traditional sports. Furthermore, consumers of the FIFA game can be well targeted (over 6 

million people play FIFA in Germany), it is the best-selling console game, has increasing media 

relevance, and is an opportunity for entering the virtual German Bundesliga.  
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Execution 

Zurich Insurance Gruppe has defined a specific target group: People approx. age 40, high 

income, living in or around major cities, family-oriented, and active in sport clubs. This is the 

company’s main target audience which continues to use agents and brokers and do not complete 

all transactions online. Therefore, this target group is highly relevant for traditional sport 

sponsorship, as well as for communication on social media. For social media, the company has 

defined a second target group, which is younger, approx. age 30, tech savvy, high income, and 

interested in eSports. Interesting for Zurich Insurance Gruppe is the fact that this consumer 

group shows high interest in sport betting and the insurance industry (results from internal 

Nielsen Sports analysis). All sponsorship engagements are built around these two target groups.  

In eSports, Zurich Insurance Gruppe is the premium partner of the eSports team called “Fokus 

Clan”, which is currently the most popular team in FIFA in Germany. Fokus Clan is positioned 

as a “love brand” amongst the FIFA teams and aims to become the most popular team in the 

game. The team has three top players, including the player with the highest number of followers 

(1.5 million). Additionally, Fokus Clan is one of the only FIFA eSports teams who has a team 

jersey which is a branding opportunity for the company. Since the team jersey release in 

November 2019, 2.7 million virtual matches have been played with this jersey and it is currently 

the most popular jersey of all FIFA eSports teams worldwide. The Zurich logo will be present 

on the team shirts in the new FIFA 21 game (to be released in September 2020). FIFA also 

offers additional branding possibilities, such as banner advertisements and includes hospitality 

opportunities such as meet & greets, winning games, tickets raffles, employee engagement, and 

media presence.  

Learning and results 

Most importantly, communication measures must be placed behind every sponsorship 

activation and must go beyond the branding purpose. Results show that sponsorship has a 

positive effect on the sales funnel values and all brand KPIs. Consumer who are aware of the 

company’s sponsorship engagements (e.g. sponsorship of Olympia Team Germany) perceive 

the brand as much more sympathetic compared to consumers who are unaware. Additionally, a 

major brand relevance lift is achieved through sponsorship. Results from the internal Nielsen 

Sports study shows that sponsorship connoisseurs make up 33% vs. 17% for sponsorship non-

connoisseurs in regard to relevance. In regard to top choice, 11% are sponsorship connoisseurs 

vs. 3% of sponsorship non-connoisseurs. The brand image is also positively affected by 
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sponsorship. Results show that sport sponsorship drives the associations with reliability, high 

quality, partnership, and modernity.  

In relation to eSports-sponsoring learnings, Zurich Insurance Gruppe highlights the importance 

of internal resources and know-how, such as employees who are familiar and experts in eSports. 

The company has employees in social media who are very familiar with the FIFA game. 

Additionally, when working with an external agency, they must be specialists in the field. Last 

but not least, the activation strategy and clear vision on how to bring it to life is fundamental 

for success. A company must decide whether they want to focus on logo/brand presence only 

or if sponsorship should also generate engagement. In sport sponsorship, the brand stands for 

being an “enabler”, e.g. enabling customers to meet Fokus Clan players. This ideology 

overarches the entire sponsorship strategy and is carried out in all engagements.  

4.5. Helvetia Insurance  

The interview was conducted with Daniel Brunner, Head Corporate Brand Management (at 

Helvetia Insurance, sponsorship falls under Brand Marketing). 

Challenges 

In general, insurance policies do not get sold like other products, the only exceptions being 

motor or health insurance. But collectively, selling insurances is a much more difficult process 

compared to smart phones or a luxury car. This is the main challenge of the insurance industry. 

For this reason, insurance companies must create a “good weather situation” so that customers 

face recognition, preferable positive recognition. This is where sponsorship comes in. 

Specifically for as a company with a heritage of 152 years, associations with modernity do not 

occur often and consumers do not like obsolete firms.  

Goals 

Helvetia Insurance aims to increase awareness and positive conversion which has an effect on 

how the company operates in the markets and where products are being sold. In addition, the 

company wants to benefit from the positive, socially accepted, and healthy image of sports. 

Helvetia also has a wide target audience, ranging from the young generation to elderly people. 

Sport sponsorship engagements must be appealing for everyone. As a Swiss company, with 

Swiss heritage, the company also wants to stand for “Swissness”; meaning, be identified with 

Switzerland and show national and regional support. Last but not least, Helvetia wants to show 

its consumers that the company keeps up with the times, knows about on-going trends, and is 

not outdated.  



43 
 

Strategy  

Helvetia has split its sponsorship engagements into three major groups which are all focused 

on specific target groups: Ski sponsorship, football sponsorship, and art sponsorship (for the 

purpose of this thesis, art sponsorship was not discussed in further details). Audience 

demographics in ski sports are getting older, but fans still fall in the active employment group 

(avg. age 42) and show a high level of passion. From a media standpoint, ski sport has the 

biggest consumer group compared to all sport activities. For the younger audience, Helvetia is 

active in football sponsorship. Football has a different audience compared to ski sport. The 

football-loving public mainly includes an urban audience, women, and foreigners. Additionally, 

Helvetia has over 600 local and regional sponsorship engagements in Switzerland, such as 

Swiss wrestling (Swiss national sport), Cantonal Yodelling Festival in Bernese Alps or local 

musicals and village festivals, etc. These regional engagements are not strategic engagements 

but aim to do something good in the sales areas (avg. investment value: CHF 30’000 – 50’000). 

Regarding eSports, Helvetia was active in eSports-sponsoring through the “Ski Challenge” 

between 2006 and 2011, but the topic was revived four years ago. Currently, the company has 

no active sponsorship engagements in eSports, but still believes that it is important to get access 

to the eSports audience. Helvetia wants to be present at the locations of the big eSports events 

without direct associations. For future engagements, Helvetia has a strong belief to only engage 

in sport-animated eSports games, no shooter games. All countries must follow this philosophy.  

Execution 

Due to the lack of ski sport related eSports games, the company has started the attempt to 

develop its own game which is currently still in the making. Additionally, Helvetia is also 

considering eSports car racing (“Porsche Cup” from Tag Heuer) and the FIFA game. Both 

options fall into the sport-animated game category and can be connected as an extension to the 

company’s current sport sponsorships.  

In order to get access to the large eSports community of shooter games without direct 

association, Helvetia has partnered with the Swiss Drone Racing League (DRL) as a main 

sponsor. This sponsorship property always takes place parallel to the eSports events, due to 

their cooperation with major events; thus, Helvetia can reach the same target audience and get 

in contact with eSports fans when they leave the stadium. In addition, to get even closer to the 

world of eSports, the Swiss DRL is currently underway to make it possible to fly drone 

competitions virtually rather than physically which would make it an eSports.  
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Learnings and results 

Helvetia strongly believes that there should not be a reservation in principle against eSports or 

the sponsorship of other eSports-related games. Brands and companies should observe and 

analyse the development cycle instead. Sponsorship should not be based on altruistic reasons. 

Instead, a company should identify a clear purpose and focus on visibility, price, and positive 

conversions. Another important criterion for decision making is the social aspect, because it 

influences social conversations, brand perception and image. Helvetia sees itself as relatively 

well practiced in sponsorship. This prerequisite is very important and helpful for companies to 

be successful in sponsorship. Most important, a company must have a clear view on the 

functions of its sponsorship engagements and get a feeling of the market they want to enter. 

This is key for making the right decisions.   

In eSports-sponsoring, expert knowledge is not a must-have, rather a nice-to-have, and the 

principle is “learning by doing”. On the outside, eSports-sponsoring has many similarities to 

traditional sport sponsorship, but on the inside, there are many differences. The brand fit must 

be well analysed. Ideally, a company should have a set of engagement options to choose from. 

4.6. Mercedes-Benz Switzerland  

The interview was conducted with Christoph Brechtbühl, Head of Events & Sponsoring.  

Challenge 

Mercedes-Benz is a well-known but fairly old brand, which is quite outdated in the heads of 

consumers. The brand is not recognized as a modern, innovative, digital brand. This leads to 

misperception and the need to change the long-existing brand image in consumers’ minds. 

Therefore, the company must emphasize on new innovative, unique, digitized products and 

services to prove the company’s new modern approach.  

Goals 

Mercedes-Benz Switzerland differentiates between sport sponsorship and event marketing. 

Sport sponsorship drives lead generation, new target groups and new customer acquisition, 

while event marketing serves customer loyalty, customer retention, and customer experience. 

The company’s macro objectives are image shaping toward a more modern and innovative 

brand in connection with brand consideration and brand loyalty, including customer retention. 

But not each sponsorship engagement drives every objective. It depends on the type of 

sponsorship or partnership and whether brand consideration, brand loyalty, or image shaping is 
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the main objective. The acquisition of new target groups and new customers is another brand 

objective. Overall, to generate lead and to bring attention to the brand are the two goals which 

apply to all sponsorship engagements.  

Strategy 

Generally, sponsorship is mainly used as a B2C platform which is due to the compliance 

restrictions and regulations in B2B sponsorship. Mercedes-Benz’s sport sponsorship is based 

on the brand strategy and aligned with the brand objectives. The company has three strategic 

purposes. First, sport sponsorship engagements can either serve a brand purpose, meaning to 

support brand loyalty, awareness, and recognition. Second, they can also focus on the business 

share through which commercial objectives are achieved. Third, certain sponsorship 

engagements focus on social objectives, such as employee engagements. Mercedes-Benz 

evaluates its sponsorship engagements according to these three criteria: (1) Credibility, (2) 

differentiation, (3) relevance for consumers. 

Over the past years, Mercedes-Benz has put high emphasis and efforts into brand rejuvenation 

with the aim to update the outdated brand image. This rejuvenation is essential for the brand, 

not just on a regional level, but also on a global scale. Mercedes-Benz Global has therefore 

started to invest in eSports-sponsoring (only on global level, not on national/local levels). The 

strategic reason for this sponsorship engagement is to focus on a younger target audience which 

does not drive Mercedes-Benz cars yet, but will hopefully do so in 5-10 years. Digitalization 

and innovation also have a much higher presence in eSports, compared to other sponsoring 

platforms; thus, it is a necessary engagement for Mercedes-Benz in order to not become 

replaceable or get overtaken by its competitors. This strategic decision for an eSports-

sponsoring entry on a global level is based on the following reasons: eSports’ dominating 

markets are the U.S. and Germany (location of Mercedes-Benz headquarters). Switzerland is 

less commercialized, compared to other countries, and the Swiss eSports market is not yet 

developed strong enough in terms of size and reach. Before Mercedes-Benz Switzerland will 

engage in eSports-sponsoring, the eSports relevance, user base, and reach in Switzerland must 

increase.  

Execution 

Mercedes-Benz serves a very wide target audience (existing customers and new customers). 

Therefore, the company’s sponsorship portfolio must show a variety of different engagements 

in order to serve all its target groups’ needs. The company’s biggest sponsorship engagements 
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are Formula 1 and cycling. Additionally, the company is also active in tennis and has been a 

sponsor of horse riding in previous years. The engagements include different sponsorship types, 

e.g. teams, individual athletes, and events. In cycling, Mercedes-Benz Switzerland sponsors an 

individual athlete, Fabian Cancellara. In tennis, the company was sponsors of the Laver Cup 

2019 event in Switzerland. In Formula 1, Mercedes-Benz Switzerland is sponsor of individual 

drivers, but also present through their own cars.  

In the example of motor sports or car racing, Mercedes-Benz Switzerland is engaged in different 

sponsorships which all drive different objectives. For electromobility, the company’s focus lies 

on brand awareness and image shaping. The company wants to show its customers what EQ 

stands for, the meaning of electromobility, how such a car is driven, etc. The brand image 

should come close to an expert. In Formula E, the purpose is to drive brand consideration. In 

order to attract a new target group or drive new customer acquisition, the company is partner 

of the Geneva Car Show as well as Formula E. At the Geneva Car Show, the goal is to get in 

contact with potential customers and have a live presentation of the Mercedes-Benz cars which 

generates a unique customer experience, leads to a car sale, or enhances brand loyalty.  

Results and learnings 

Mercedes-Benz Switzerland emphasises on the importance of strategic fit between the brand 

and its sponsorship engagements. Sponsorship must go beyond the pure purpose of branding 

and logo presence. Sponsorship must create unique brand experiences for the consumers in 

order to differentiate itself from other sponsors. The sponsorship engagements should somehow 

be linked to the brand products. Additionally, companies must have a clear answer to why a 

sponsorship engagement is a good brand fit and how they can create relevance for customers.  

In eSports, brands must define what is relevant for gamers and eSports fans, how this target 

group differs from others, and how communication is most effective. To answer those 

questions, it is helpful to use the knowledge of experts or in the case of Mercedes-Benz, learn 

from previous industry experiences through the global company. 

4.7.  Ochsner Sport  

The interview was conducted with David Wittensöldner, Project Lead Sponsoring & Events. 

Challenge 

For Ochsner Sport, the naturally occurring changes in sponsorship are the brand’s main 

challenge. Today’s society demands individualization in many areas. This also applies to 

sponsorship and therefore it needs to be flexible and adaptive according to customers’ wants 
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and needs. Further, digitalization nowadays is so very present that it has become an expectation 

for consumers. For a company to be digital is becoming the norm; therefore, sponsorship must 

incorporate such digital elements to add value to the customer experience. Ochsner Sport is 

challenged by having to adjust their sponsorship strategy and engagement accordingly.  

Goals 

For Ochsner Sport, sport sponsorship is part of their communication strategy and serves the 

main purpose to drive the different objectives for each sport, such as brand awareness, positive 

image perception, or differentiation. The company also aims to show its customers their 

competence in a digital and personalized way as a result of the identified challenges.  

Strategy 

Ochsner Sport is a Swiss company with national orientation; thus, sport sponsorship 

engagements are executed in Switzerland only. The customer is the focus point in everything 

Ochsner Sport does; meaning, the company’s sponsorship strategy is planned around its 

different customer groups. Target audiences differ between the four sports and therefore each 

sponsorship strategy for each sport follows a different approach. For example, fitness has a 

much younger target audience compared to the other sports and the company follows a first-

mover approach in this category, because it aligns with the audience’s expectations. In winter 

sports, first-mover innovations do not have priority, because the target audience shares different 

needs and wishes compared to training. For eSports, the company has not found the right 

sponsorship opportunity yet. This is mainly due to the fact that Ochsner Sports already follows 

a successful sponsorship strategy for each of its four focus sports and does not feel a need to 

change anything at the moment.  

Execution 

The focus of Ochsner Sport lies on the following four sport disciplines: Run & train, outdoor, 

winter sport, and bike. These also make up the focus areas for sponsorship. In order to make 

their focus sports more emotionally tangible and accessible, the company hosts events and uses 

testimonials. Testimonials are often used in the winter sport category to engage with the 

audience, by which Ochsner Sport focuses on the major Swiss ski races in Adelboden and 

Wengen. For events, the company focuses on the sponsorship of running and training events in 

Switzerland, e.g. Swiss marathons (Ochsner Sport, 2020). In addition, the company also has 

many different Swiss brand ambassadors in ski sport, running, triathlon, beach volleyball, and 

fencing which are used as brand promoters.  
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Learnings and results 

A company must have a clear sponsorship strategy, because it builds the base for property 

selection, specific activations and execution. Sponsorship properties must be selected based on 

a company’s defined goals and strategy. Additionally, it is extremely important for brands to 

interact credibly and authentically with their fans and target groups. Specifically for eSports, 

endemic brands have a higher acceptance compared to non-endemic brands. Therefore, non-

endemic brands must find creative ways for execution, because traditional activation measures 

do not fit with eSports and will not stand out. This is the key for success.  

4.8. Zurich Insurance Group   

The interview was conducted with Frank Reitgassl, Head of Brand Strategy and Development 

(at Zurich Insurance Group, sponsorship falls under this department). 

Challenge 

Zurich Insurance as a master brand lacks in brand consideration. Meaning, the company must 

improve its image and positive associations. In addition, Zurich Insurance Group is re-

positioning the brand towards a more B2C (retail) audience, including an enhanced focus on 

Millennials. For sponsorship, this results in a re-definition of the global sponsorship strategy 

towards a new target audience, including a relevant sponsorship property selection. The 

company wants to drive sponsorship with a new purpose focusing on sustainability and end 

customers. As a company who carries the image of a B2B, C-suite insurance, Zurich Insurance 

Group must find its place in the B2C market first.  

Goals 

In regard to sport sponsorship, the company wants to create a sponsorship portfolio which 

includes relevant sponsorship engagements for its customers, agents, brokers and drives the 

macro brand objective of brand consideration. To generate reach is another important KPI 

amongst retail customers, especially on social media channels. Overall, the new sponsorship 

strategy must have global leverage opportunities with local activation possibilities. Lastly, 

despite the brand’s new strategic orientation towards the B2C (retail) audience, B2B 

(commercial) business is still an important target group and financial source for the company. 

Therefore, sponsorship must provide possibilities for a B2B / C-suite business platform as well. 
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Strategy 

Zurich Insurance Group is focusing on partnerships rather than sponsorship, selecting value-

sharing, like-minded partners to co-create something meaningful. The company aims to go 

beyond the traditional way of sponsorship (financial investment in return for brand/logo 

presence) to fully align with the new brand purpose (new brand purpose cannot be shared). As 

sustainability is one of the main focus areas for Zurich Insurance Group, only sponsorship 

engagements which create value for the planet and have a positive impact on the planet 

(sustainability focus) are considered. From a strategy perspective, the global sponsorship 

strategy builds the base and gives directions for local activations. Local activations must be 

aligned with the global strategy and follow the same brand purpose.  

Execution 

In the past, Zurich Insurance Group has been highly involved in a global golf sponsorship, 

including a portfolio of seven golf ambassadors: Justin Rose, Jason Day, Tommy Fleetwood, 

Sergio Garcia, Jamie Donaldson, Billy Horschel, and Lexi Thompson. This was the company’s 

biggest sponsorship engagement, together with the Zurich Classic golf tournament in New 

Orleans. But the company exited the global golf ambassador program at the end of 2019 due to 

its misfit with the B2C (retail) business. Since Zurich Insurance Group is currently in the 

process of re-defining its sponsorship strategy, new sport sponsorship properties have not been 

selected yet. The company is currently in discussions with potential partners, while working 

closely with an agency to develop the overarching sponsorship concept. As examples, 

properties such as UEFA, IKEA, World Run, Ocean Crew & Sea Rangers, or Discovery 

Channel are taken into consideration. Zurich Insurance is expecting to have its new global 

sponsorship strategy in place in 2021.  

Results and learnings 

In 2019, the golf ambassador program was leveraged in 16 different markets. The future goal 

is to achieve an even larger global scale. The main learning for Zurich Insurance Group is that 

B2B sponsorship strongly differs from B2C sponsorship. Taking the example of golf shows 

that is was well suited for a B2B (commercial) audience, but irrelevant and not captivating for 

a B2C (retail) audience. Before any sponsorship strategy can be developed, a company must 

clearly define its target audience and select its sponsorship properties accordingly. Without that 

knowledge, it is impossible to be successful in sponsorship. Furthermore, sponsorship today is 

different compared to sponsorship in the past. Brand and logo presence alone are insufficient. 
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Through sponsorship, a company must offer a unique customer experience and engagement 

platform. This is the only way for brands to stand out from the sea of sameness and use 

sponsorship to its full potential.  

4.9. CAA 

The interview was conducted with Charlie Gilberts, CAA Brand Consulting and eSports expert.  

Difference between eSports-sponsoring and traditional sport sponsorship 

The main difference occurs in activation with regards to channel usage, duration, and execution. 

Traditional sports sponsorship and partnerships at an elite level provide a robust, season-long 

opportunity for live activation, e.g. NFL or NBL (examples from the U.S.). Additionally, a 

sponsor will get brand exposure in a defined amount of games, in a defined number of 

locations/arenas, with a clear knowledge on the average number of visitors per game. In 

comparison, for elite partnerships in eSports, most of the return for sponsors is gained through 

digital activation (amount of digital live streams or broadcasting of live events). In general, the 

live events of an eSports league, e.g. Overwatch League Grand Final, are held at a much smaller 

scale, including smaller opportunity for live activation, and show lower visitor numbers 

compared to traditional sports opportunities. Overall, brand activation in eSports, including 

views and engagement, has an increased digital focus as opposed to traditional sports 

sponsorship, where brand exposure occurs mainly offline/on-site for a defined amount of people 

during live events.   

Advantages of eSports-sponsoring 

eSports brings the advantages of a young target audience, dominated by core millennials and 

Gen Z, as well as access to a difficult-to-reach target group. The eSports target audience does 

not subscribe to linear television, uses ad blockers, and is purely focused on digital streaming 

platforms; meaning, all traditional sponsorship activations are ineffective and high media 

investments (i.e. media buys) are irrelevant for this target audience. Therefore, a brand can 

capture an entire new group of people through eSports-sponsoring, which cannot be captured 

through traditional sports sponsorship and activations. A second advantage is the generation of 

brand awareness, because the eSports market is growing massively and has a large audience 

size.  

 

 



51 
 

Disadvantages of eSports-sponsoring 

One negative factor of eSports is the lack of cross-over appeal and regional/local relevance, 

especially for retail business. Brand recognition within eSports is lower compared to traditional 

sports sponsorships and therefore, there is a lower impact on direct sales. There is a question 

whether an eSports league or team has the same recognition effect as a point-of-sales display 

stand in retail. Additionally, businesses with regional franchises, distributors, wholesalers, or 

local business units have difficulties to generate direct sales impact from an eSports league or 

team sponsorship. When comparing eSports to NFL in the U.S. or football in Europe, consumer 

show a higher level of familiarity with those traditional sports and they have a higher national 

appeal and regional recognition, compared to eSports teams. Consumers want to buy branded 

products or merchandising items from NFL and European football teams, but eSports teams are 

still relatively new and fresh. eSports leagues (e.g. Overwatch league) have to develop local, 

city-based franchises first and consumers still have to build that decade-long affinity. Once 

eSports can achieve a local/regional relevance, the industry will become more beneficial for 

non-endemic brands.  

Another challenge in eSports is the unequal structure between eSports leagues. Each league is 

structured individually and differently compared to other leagues, e.g. LoL has a different 

structure compared to Overwatch or Call of Duty. Most structures are also difficult to 

understand, especially for non-familiar parties such as non-endemic brands, and on top, the 

league structures and executions are very segmented adding an additional layer of difficultness 

for industry entry. CAA predicts a rise and fall of certain leagues and games in the future, as 

they will develop and grow. Some will survive and others will not survive.  

Non-endemic brand in eSports-sponsoring 

As of today, a majority of non-endemic brands are either active or have been active in traditional 

sports sponsorship. The sponsorship industry is heavily competitive. Therefore, brands are 

seeking authenticity and differentiation through sponsorship in the gaming industry and 

eSports. Many non-endemic brands choose to enter eSports on familiar ground through a digital 

extension of their traditional sponsorship deals. A good example is football with the eSports 

extension of FIFA. Most non-endemic brands choose the sport-animated eSports games as an 

industry entry point due to its overall closeness to traditional sports, the similarity to some of 

their on-going sports sponsorships, and reduced risk of negative associations of those sport-

animated games compared to other eSports genres. As this trend continues, sport-animated 

eSports games will become a very crowded space and eventually be over-crowded. FPS games 
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might be one of the most popular eSports games and have the largest audiences, but CAA has 

yet to find a brand that is comfortable with a sponsorship of red-blood shooter games. 

Nevertheless, in the future, the most successful sponsorship territory is where “white space” is 

still available. 

There is also a difference between the audiences of sport-animated, shooter, and strategy games. 

eSports shooter and strategy games have a fan base that is invested and endemic to the gaming 

space. Whereas for sport-animated games, the audience is made up of general sports fans who 

are also interested in gaming but mainly driven by their passion for the traditional sports. 

Key learning for non-endemic brands 

Many brands expect high negative societal reactions towards shooter games. These negative 

associations serve as one of the main defending mechanisms for the unacceptance of shooter 

games in a brand’s sport sponsorship strategy. But from a research perspective, this fact has not 

been proven. There will always be a small percentage of negative reactions, as it is also common 

in traditional sports. CAA highlights the importance of correct messaging as the solution to 

such negative associations and consumer reactions. In a partnership between a non-endemic 

brand and an eSports property (e.g. league, team, player, etc.), both parties must collaborate 

together to define the right way of communication. Due to the lack of expertise, non-endemic 

brands must show willingness for true collaboration, guidance, and giving ownership to the 

eSports entity. Those eSports entities are in an endemic space and therefore have a much better 

understanding of the eSports audience and know how to communicate effectively. According 

to CAA, the receipt for success for non-endemic brands and eSports entities is to engage in 

partnerships with true collaborations and true creative control.  

Future of eSports 

CAA strongly believes in the future potential of eSports and continuous growth. One main 

argument is the appearance of cross-over between traditional sports and eSports in terms of 

platforms, media partners, and culture. The sports channel ESPN is an example for such a 

platforms and media partner cross-over. Originally, ESPN has solely focused on traditional 

sports but has started to cover eSports events as well. This is a sign for the channel’s willingness 

to invest in eSports and become a first mover. Cultural crossover can be seen more and more 

nowadays. Celebrities, such as actors, musicians, etc. show an increased interest in gaming and 

engage in collaborations with eSports gamers themselves. There is a crossover in talent where 

traditional celebrities join forces with eSports celebrities (e.g. singer Drake and pro-gamer 
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Ninja gaming together or singer Travis Scot performing during a Fortnite event). This increases 

the relevance and cross-over potential of eSports. Additionally, society is starting to eliminate 

the strong differentiation between sports, entertainment, and gaming, because there is a 

recognition of commonness across the board. The more eSports becomes a “pop-culture”, the 

higher its relevance for a wider audience.  

5. Cross-examination of interview results 

For this section, the interview results and insights were compared with each other to highlight 

similarities and cross-findings.  

5.1. Advantages of eSports 

Access to a young generation 

As many companies stated during the interviews, eSports is an attractive market to gain access 

to the younger generation. As a statistic from 2019 shows, the European eSports fan audience 

is dominated by 16 to 24 years old (32%) and 25 to 34 years old (30%) (Kemp, 2019). Or as 

the interviewed eSports expert from CAA states, 85% of the eSports fans are under the age of 

35, falling in the category of Millennials and Gen Z group. As Credit Suisse highlights, this 

young eSports target audience is quite difficult to address through traditional sport sponsorship 

and traditional form of communication, e.g. linear TV ads or billboard advertisement. This is 

also confirmed by the eSports expert from CAA and Mercedes-Benz who claim that these 

young fans are digital natives who seek innovation and have digitalization in their DNA. 

Overall, there is common consent that eSports is momentarily one of the only access routes to 

this specific young target group which is becoming increasingly relevant for many brands.   

Digital communication and content 

Secondly, eSports is strongly tied to social media, digital communication, and live streaming. 

eSports offers its sponsors and partners the opportunity for digital content creation, increased 

use of social media channels and social influencers, an increasing digital follower base, as well 

as digital branding (e.g. brand advertisement on Twitch channel). Zurich Insurance Gruppe 

experienced an increase in its digital follower base up to 2.5 Mio. followers as a result of their 

eSports sponsorship. Social media is a key communication channel in eSports, because eSports 

fans are purely focused on digital streaming platforms and social media and do not respond to 

traditional media channels. The advantages of live streaming and digital communication has 

especially increased this year, as a result of COVID-19 which prohibited the execution of 
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physical sporting events, matches, games, etc. eSports was one of the only sports not being 

heavily affected by these consequences and eSports has given physical sports such as football 

a virtual platform which allowed the sport to continue at least in digital form. One can say that 

eSports is an enabler and facilitator of digital brand presence, communication, and activation 

which becomes more and more important in today’s world.  

The use of eSports as an extension  

The advantage to connect eSports sponsorship to their on-going traditional sports sponsorship 

was mentioned by almost every company. eSports is often approached as an extension to 

traditional sports and an opportunity to broaden a sport beyond its physical events. Helvetia 

Insurance wants to tie eSports to its current Ski sport sponsorship and is analysing the 

possibility of extending its on-going football sponsorship into eSports. CSS connected eSports 

to its on-going football sponsorship which opens the possibility to broadcast football games of 

the virtual Swiss national football team on Twitch or SRF online (the largest Swiss national 

Radio and TV channel). As a result, CSS can extend its national football players portfolio 

through a combination of the real football players and virtual football players. Hublot decided 

to enter eSports-sponsoring only in collaboration with its long-lasting partner Ferrari, as an 

extension to their current joint engagements. This decision has the advantage of reduced risk 

and higher chance for success. Overall, it can be said that the eSports market grants brands 

access to a larger fan community of a specific sport, i.e. a combined football community 

includes fans who like to attend physical games as well as people who enjoy playing FIFA 

games.  

Global reach  

Many brands see eSports as an opportunity to gain more national and international reach. 

Through the sponsorship of the German eSports football team Fokus Clan, Zurich Insurance 

Gruppe gained access to a large follower base with global reach. Helvetia Insurance supports 

this statement by indicating that one of the main benefits from eSports is the massive global 

reach through the digital community. eSports has the advantage of a season-long live stream 

and digital broadcasting. The digital focus, number of views and digital engagement in eSports 

is much larger compared to the total reach in traditional sport sponsorship. 

Image shaping toward innovation and modernity  

Lastly, eSports follows the economical and societal trend and demand for innovation. We live 

in a digital age where eSports currently is the most in-style, trending sport. Other words such 
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as trend sport, digital innovation, and differentiation are being associated with eSports as well. 

All interview insights lead to the confirmation that eSports follows the growing societal demand 

for increased digitalization and innovation. A sponsor’s image can benefit from these 

associations through the spill-over effect. Meaning, through eSports-sponsoring, brands can 

establish new brand image associations and will be perceived as modern and innovative by its 

customers.  

5.2. Specific sponsorship opportunities in eSports  

In this section, the concrete sponsorship opportunities mentioned in all interviews are listed and 

explained. Overall, the overarching eSports-sponsoring opportunities are the same as in 

traditional sport sponsorship and only vary in the form of execution.  

Logo presence 

The most common sponsorship opportunity and return on a sponsor’s financial investment is 

the granted logo presence. In eSports, logo presence can occur in physical form (e.g. on-site 

branding at live events), material branding (logo on pro-gamer’s shirt), branding incorporated 

in the game, or digital branding (website, streaming platform, etc.). As Zurich Insurance Gruppe 

mentioned, their logo is displayed on the Fokus Clan team shirt and the brand is currently in 

discussions with EA Sports regarding a perimeter branding along the virtual football field in 

the new FIFA 21 game. The company’s logo can also be found on the official Fokus Clan 

website and social fees (www.fokusclan.gg). Hublot’s logo is printed on the FDA Hublot 

eSports team shirt as well. The logo of CSS is visible on the clothing of the Swiss national e-

football team and in form of on-site branding at live events.  

Naming rights 

A second opportunity is the possibility for naming rights which mainly occur for main exclusive 

sponsors, not secondary sponsors. Hublot is an example for such a sponsorship opportunity as 

title partner of the FDA eSports team, now called FDA Hublot eSports team. Another potential 

(but still in-official) example for naming rights is Helvetia Insurance. In the current 

development of the Ski eSports Game, Helvetia would be a game publication partner which 

could result in naming rights for Helvetia.  

Team sponsorship 

Results show that brands like to engage in the sponsorship of an eSports team. Examples for 

this are CSS, as main sponsor of the Swiss national e-football team, and Zurich Insurance 

http://www.fokusclan.gg/
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Gruppe, as premium partner of the German team “Fokus Clan”. In the example of CSS, the 

Swiss national eSports team gets chosen and modified by the Swiss Football Association. The 

involvement of the Swiss Football Association reduced the overall risks for CSS, because 

responsibilities are carried by the association and not the bank. Zurich Insurance Gruppe has 

decided on a similar sponsorship. As premium partner of Fokus Clan, the insurance does not 

own the team but is one of the main sponsors of the German eSports team and therefore carries 

less risks. Hublot, as title partner of the FDA eSports team, is co-sharing gains and risks with 

Ferrari.  

League and tournament sponsorship 

Another sponsorship opportunity is the sponsorship of an eSports leagues or tournament series. 

This sponsorship opportunity was only mentioned by one interviewed brand, as it usually 

requires quite a large financial investment. Hublot is title partner of the “Ferrari Hublot eSports 

Series” which is an eSports car racing competition organized by Ferrari in 2020. The winner of 

the competition is granted a seat in the FDA Hublot eSports team for the following season 

(Hublot, 2020).  

Live activation and customer engagement 

eSports-sponsoring also includes the opportunity for live events, live activation, and on-site 

customer engagement. As Zurich Insurance Gruppe explains, their sponsorship deal with Fokus 

Clan includes a fixed amount of tickets to live events or games, organized meet & greets with 

pro-gamers for customers and employees, live and digital activation such as raffles, and much 

more. These activation possibilities are very similar to traditional sport sponsorship.  

5.3. Challenges of eSports-sponsoring 

Overall, the interview results show a positive assessment of eSports-sponsoring. Nevertheless, 

there are also some challenges or critical incidents, when comparing to traditional sport 

sponsorship.  

Societal conflict 

The challenge mentioned most often by various companies is the societal conflict towards the 

eSports industry and gaming. As Sandra Caviezel from CSS states: “There is a fundamental 

scepticism. If we generally take eSports as a term for digital gaming, there is certain 

scepticism.” Helvetia focuses mainly on the scepticism towards shooter games within eSports. 

According to Helvetia, shooter games encourage violent behaviour which can be observed at 
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various school levels in Switzerland. Zurich Insurance Gruppe shares this opinion, as Barbara 

Kaltz states: “eSports has a conflict in society. Some like it and some others think it is bad. A 

company must be careful not to damage its image with negative associations.” Swisscom 

emphasizes on the subject of addiction, which is a general negative association with gaming in 

today’s society.  

Overall, the interview results show a differentiation between sport-animated eSports games and 

shooter games. Tendentially, the negative associations and risks for negative image reputations 

are connected to shooter games only. There is a strong preference towards the sponsorship of 

sport-animated games over shooter games, resulting in exclusive selection of such sport-

animated games for most eSports-sponsoring engagements.  

Low-developed industry 

Second, the low-developed eSports market and simplicity to get lost in eSports-sponsoring as 

a non-endemic brand is another critical incident. eSports is a growing market, but the youth of 

this industry results in a level of uncertainty in regard to future development. Nevertheless, 

most interviewed companies believe in a positive market development with high potential, 

continuous growth over the next years, and remaining market relevance due to the increasing 

trend towards gaming, use of electronic devices, and digitalization. 

Target audience 

Lastly, the eSports market has a male-dominated target audience. Meaning, for many brands, 

eSports does not cover the entire youth target audience, only mainly the male section. 

According to statistics from CSS, the eSports audience exists of ¾ males and ¼ females. As a 

sponsor, this needs to be taken into consideration, when assessing the fit of eSports to the 

brand’s target audience.  

5.4. Key success factors for industry entry  

Every brand has its own sponsorship strategy. Some share similar approaches and others show 

major differentiations. The different research results confirm that there are multiple key success 

factors in eSports-sponsoring. Meaning, there is not only one correct sponsorship approach in 

eSports-sponsoring; instead, many interviewed companies have different strategies in place, 

depending on their sponsorship purpose and goals, as well as their own industry.  
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Strategic fit and reason “why” 

One of the most important key success factors is the strategic fit or brand fit and clear answer 

to the why-question. As it is stated by CSS: “eSports-sponsoring must be very credible and 

people have to understand why we do it.” CSS connects a good strategic fit to credibility, 

comprehensibility, and authenticity in consumers’ minds: “The connection to the question 

“why” is important so that one does not get lost (unnoticed) in eSports-sponsoring, is not 

accepted as an advertising sponsor only, but instead can develop strong roots and thus be 

remembered.” Overall, every interviewed company mentioned the importance of a good 

strategic fit and a strong “why” as a must have for any brand who aims to be successful in any 

sponsorship engagement, within and outside of eSports.  

Relevance 

Mercedes-Benz highlights another important element for success, which is brand relevance. A 

sponsorship engagement as well as the brand itself must be relevant for a brand’s target group. 

Meaning, eSport-sponsoring must be relevant for the audience wanting to be reached through 

eSports. Associated with this insight is CSS’s belief that the target audience and goals must be 

clearly defined before entering any sponsorship engagement.  

Expert knowledge 

Further, many companies believe that the use of expert knowledge around the subject of eSports 

is key (even though for Ochsner Sport it is only a “nice-to-have”). Industry experts, statistical 

analysis, and market evaluation can be outsourced or completed in-house, depending on a 

brand’s internal resources. CSS and Zurich Insurance Gruppe work closely together with their 

internal digital teams who are very familiar with the trending eSports market. Zurich Insurance 

Gruppe has also partnered with an external agency to develop an eSports activation strategy, 

based on their specialized know-how. Hublot is an example for using an existing partnership to 

gain expert knowledge. Their eSports-sponsoring decision is based on insights generated by 

Ferrari. Other brands, such as Helvetia Insurance, have followed eSports very closely over a 

long period of time in order to get a feel for the market. Other possibilities for expertise and 

knowledge acquisition are workshops, fairs, or event visits. According to Helvetia Insurance, 

know-how is a requirement for correct decision-making and sponsorship success. But despite 

the importance of expertise, many companies also believe in the term “learning by doing”, 

especially in eSports-sponsoring. Meaning, not everything can be learned.   
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Cross-over 

Last but not least, according to CAA, the most successful eSports-sponsoring engagements 

demonstrate a cross-over between eSports and traditional sports. Meaning, there is no clear 

separation between each industry anymore (eliminating the strong segmentation); instead, lines 

become blurry and industries get inter-connected. As he states: “When you notice that cross-

over taking place and people quit differentiating between “this is sport, this is entertainment, 

this is gaming”, that is the moment when people start to notice the commonalities across 

industries.” This explains why many interviewed companies use eSports-sponsoring as an 

extension to their existing traditional sport sponsorships and confirms its rightness.  

6. Limitation 

One limitation was the inability from the interviewees to share specific numbers on financial 

investment and budget. Meaning, questions around total sponsorship budget overall or total 

financial investment in eSports-sponsoring were left unanswered, because numbers could not 

be shared. Second, the biggest limitation emerged from COVID-19. Due to the unexpected 

impact and therefore resulting hectic and challenging times for many companies, it was very 

difficult to find willing sponsorship experts who were timely available and allowed to share 

first-hand brand specific information. COVID-19 had a heavy effect on many sponsorship 

departments in many firms (e.g. live event cancellations, budget-cuts, etc.); thus, marketing and 

sponsorship experts were occupied with other challenges and difficult to reach. Further, the 

qualitative research sources (the interviewees) are mostly based in Europe and have a 

dominating Swiss and German market focus. Therefore, the research results are subject to 

reservation when wanting to be applied globally and would ideally need to include additional 

sources from APAC and LATAM regions. This limitation was created by coincidence.  

7. Future research  

This paper builds a starting foundation for non-endemic brands in eSports-sponsoring, as it 

serves the purpose to create a general overview of the most common opportunities and 

challenges in this industry. But the thesis does not assess the eSports-sponsoring opportunities 

according to risk (high risk vs. low risk), because most interviewed companies could not share 

any specific performance results yet. Thus, this could be looked at more closely in future 

research. Another second possibility could be a detailed cost analysis for each eSports-

sponsoring opportunity, in comparison to traditional sport sponsorship, to demonstrate the 

different possibilities depending on a company’s financial resources (e.g. low, medium, and 
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high financial investments). As brands have different financial resources available, this could 

help brands assess whether they can afford a sponsorship entry in eSports or not.  

8. Conclusion 

eSports is one of the fastest growing industries, with high future growth potential and 

sponsorship relevance. Despite the endemic brands’ more natural connection towards eSports, 

many major non-endemic players from various industries have dared to enter the market over 

the last years as well. There is a continuously growing number of non-endemic sponsors in 

eSports.  

Based on the qualitative research results, non-endemic brands tend to favour the sport-animated 

games genre over the shooting games genre (e.g. FPS, MOBA). This results from the stronger 

association with violence and higher social conflicts emerging from shooter games, as well as 

the preferred usage of eSports-sponsoring as an extension to on-going, traditional sport 

sponsorships. Examples are CSS with its sponsorship of the Swiss national football team and 

the extension into FIFA games or Hublot with the sponsorship of Formula 1 and the extension 

into eSports car racing in collaboration with Ferrari.  

Some of the main advantages of eSports-sponsoring are: (1) Access to a hard-to-reach, tech 

savvy, young generation (dominated by Millennials and Gen Z) which cannot be reached 

through traditional sponsorship, (2) massive global reach through the use of digital streaming 

platforms as the main communication and interaction platforms (e.g. Twitch or YouTube), (3) 

simpler, on-going interaction between pro-gamers and fans through live streaming and live 

chats resulting in a much higher engagement rate, and (4) strong associations with innovation 

and modernity which can have a positive spill-over effect on a sponsor’s image (sponsors use 

eSports-sponsoring to modernize and rejuvenate the brand).  

Some of the main disadvantages or barriers for non-endemic brands emerging from eSports-

sponsoring are: (1) General misperception and negative associations towards gaming and 

eSports in today’s society, (2) level of uncertainty due to the industry’s early development stage, 

(3) industry complexity and easiness to get lost in the market.  

Sponsorship in general can be done in many different ways, because there is not just one correct 

sponsorship approach. Overall, there are several key success factors in regard to eSports-

sponsoring which facilitate the entry and increase the success rate. The most important key 

success factors are: (1) Strategic fit/brand fit between eSports and a sponsor, (2) clear answer 

to the “why-question” in order to show credibility, (3) relevance to a sponsor’s target audience, 
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(4) industry understanding and expert knowledge (use of an external agency can be helpful), 

and (5) cross-over between traditional sport and eSports to blur the lines and inter-connect the 

different industries (i.e. entertainment, sport, gaming).  

To conclude, from a sponsorship perspective, the eSports market is a very attractive opportunity 

for both endemic and non-endemic brands. As of today, non-endemic sponsors are a key 

component and financial contributor to the eSports market and important for its existence.  
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List of Interviews 

Companies active in eSports-sponsoring: 

Company Name Job title Interview 

format  

Language  Date 

Credit Suisse 

AG 

Sandra 

Caviezel 

Head of 

Sponsorship 

1h Skype 

interview 

German April 8, 

2020 

Hublot Gaelle Rey Sponsoring & 

Events 

Coordinator  

1h phone 

interview 

English May 21, 

2020 

Swisscom Annette Kohler Project 

Manager 

Sponsoring & 

Live 

Experiences 

1h Microsoft 

Teams 

interview 

German April 2, 

2020 

Zurich 

Insurance 

Gruppe 

(Germany) 

Barbara Kaltz Head of 

Sponsoring & 

Activation 

1h Microsoft 

Teams 

interview 

German April 2, 

2020 

Companies not active in eSports-sponsoring:  

Company Name Job title Interview 

format 

Language Date 

Helvetia 

Insurance 

Daniel 

Brunner 

Leiter 

Branding & 

Event 

Sponsoring 

1h phone 

interview  

German April 1, 

2020 

Mercedes-

Benz 

Schweiz AG 

Christoph 

Brechtbühl 

Head of 

Events & 

Sponsoring  

1h Skype 

interview 

German May 5, 2020 

Ochsner 

Sport 

David 

Wittensöldner 

Project Lead 

Sponsoring 

& Events  

1h Skype 

interview 

German April 1, 

2020 

Zurich 

Insurance 

Group 

Frank 

Reitgassl 

Head of 

Brand 

Strategy & 

Development 

1h Microsoft 

Teams 

interview 

German June 12, 

2020 

eSports-sponsoring experts: 

Company Name Job title Interview 

format 

Language Date 

CAA Charlie 

Gilbert 

CAA Brand 

Consulting 

(eSports 

specialist) 

1h Microsoft 

Teams 

interview  

English May 22, 

2020 
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Appendix  

Appendix 1: Interview guide for companies active in eSports-sponsoring 

Entry questions 

Question 1: You work at (company) as (job title). How long have you been in this position?  

Question 2: Did you have any previous work experience in sponsorship before this position?  

Main questions  

Question 3: What is the strategic purpose/role of sponsorship for (company)? Example: 

Awareness, attention, brand consideration, new target group acquisition, image shaping 

Follow-up question 3.1: Which target group(s) are you focusing on? 

Question 4: In sponsorship does (company) follow a first-mover approach or is your strategy 

more reserved? Please explain why or why not. 

(First-mover definition: Sponsorship in industries/of projects which are on the rise or 

uncommon, e.g. startups à being first to this sponsorship market) 

Question 5: Based on my research, I found that (company) is active in eSports-sponsoring 

through (eSports-sponsoring engagement), since (year). Is that correct?  

Follow-up question 5.1: Is it the first sponsoring engagement in eSports?  

Follow-up question 5.2: Did you work with a sponsorship agency to learn about eSports? 

Question 6: What were your main decision drivers to engage in this particular type of 

eSports-sponsoring? Goals, intentions, etc. 

Follow-up question 6.1: Based on the company’s KPIs and results, are your expectations 

met?  

Follow-up question 6.2: Did you consider any other type of eSports-sponsoring? 

Question 7: Are there also some disadvantages of eSports-sponsoring?  

Follow-up question 7.1 (if yes): How do you compensate for them?  

Question 8: Did you face some critical incidents when entering eSports-sponsoring?  

Follow-up question 8.1 (if yes): What were your techniques to overcome them?  

Question 9: Based on your experience, what are some “must-have elements” for non-endemic 

brands, when wanting to enter eSports-sponsoring? 

Example: Brand characteristics, resources (financial, expertise, etc.), entry strategy?  

Question 10: What is your opinion on the future potential & growth of eSports-sponsoring?  

Question 11: Can you share some information on (company) future plans for eSports-

sponsoring? Increase, reduce, keep as it is?  
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Appendix 2: Interview guide for companies not active in eSports-sponsoring 

Entry questions 

Question 1: You work at (company) as (job title). How long have you been in this position? 

Question 2: Did you have any previous work experience in sponsorship before this position? 

Main questions 

Question 3: What is the strategic purpose/role of sponsorship for (company)?  

Example: Awareness, attention, brand consideration, target group acquisition, image shaping 

Follow-up question 3.1: Which target group are you focusing on? 

Follow-up question 3.2: Is (company) collaborating with an agency to develop its 

sponsorship strategy? 

Question 4: In sponsorship does (company) follow a first-mover approach or is your strategy 

more reserved? Please explain why or why not. 

(First-mover definition: Sponsorship in industries/of projects which are on the rise or 

uncommon → being one of the first brands in a sponsorship market) 

Question 5: Based on my research, I found that (company) is currently not active in eSports-

sponsoring. Is that correct? 

Question 6: Have you considered eSports-sponsoring at all before?  

Follow-up question 6.1 (if yes only): What are some potential benefits you could see arising 

from eSports-sponsoring? 

Question 7: Why do you believe traditional sponsorship enables the achievements of your 

strategic goals better than eSports-sponsoring? 

Question 8: Were there split opinions on the “misfit” of eSports-sponsoring for (company)? 

Was this decision clear from the beginning?  

Question 9: Generally speaking, in your opinion, what are the biggest challenges/difficulties 

for non-endemic brands in eSports-sponsoring? 

Question 10: Do you see a possibility for (company) to enter eSports-sponsoring in the 

future?  

Follow-up question 10.1 (if yes only): What do you expect to change in eSports in the future, 

which might influence your current decision? 

 

Appendix 3: Interview guide for eSports experts (interview with CAA) 

Entry questions  

Question 1: You work at (company) in (job title). How long have you been in this position?   

Question 2: Do you have any previous work experience in eSports and/or sponsorship? 

Main questions  
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Question 3: What are the biggest advantages of eSports-sponsoring, compared to traditional 

sport-sponsoring? 

Question 4: Are there also some disadvantages to eSports-sponsoring, compared to 

traditional sport-sponsoring? 

Question 5: Which non-endemic brands are known as the first-to-market/first movers in 

eSports-sponsoring? 

Follow-up question 5.1: As of today, which are the biggest global non-endemic sponsors?  

Question 6: Would you say non-endemic sponsors are important for the existence of the 

eSports industry?  

Question 7: What types of eSports-sponsoring are most attractive to non-endemic brands and 

why? (Example: Event-sponsoring, team-sponsoring, individual-sponsoring, etc.) 

Question 8: In your opinion, what are the most common strategic goals for non-endemic 

brands in eSports-sponsoring?  

Follow-up question 8.1: Why do you think eSports-Sponsoring enables the achievement of 

such goals better than traditional sponsorship?  

Question 9: Based on your experience, what are some “must-have elements” for non-endemic 

brands, when wanting to enter eSports-sponsoring? 

Question 10: What is your opinion on the future potential & growth of eSports-sponsoring 

overall?  

Question 11: Do you think we are going in the right direction in eSports? Will the industry 

keep gain recognition in the next years? 

Follow-up question 11.1: What is your opinion on the future growth of non-endemic 

sponsors?  

Appendix 4: Interview transcriptions (companies active in eSports-sponsoring) 

Interview with Credit Suisse Switzerland AG – Sandra Caviezel  

Question 1: You work at Credit Suisse Switzerland as Head Sponsorship & 

Partnerships. How long have you been in this position?  

Als Leiter Sponsoring und Partnerships seit 2008.  

Question 2: Did you have any previous work experience in sponsorship before this 

position?  

2001 ganzes Formula 1 Sponsoring mit CS aufgebaut und seit 2003 Alleinverantwortung. 

Also, seit 2001 im Sponsoring tätig.  

Question 3: What is the strategic purpose/role of sponsorship for Credit Suisse? 

Example: Awareness, attention, brand consideration, target group acquisition, image 

shaping 

Ganz klar drei Ziele: Einerseits, dass man «Shortcomings” von Insurance Branche (keine 

Love Brand), dass man diese emotionalisieren kann mit Sponsoring. Mit Sponsoring wird 
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man sympathischer, nahbarer und kann auch andere Brand Attribute dazu geben. Das 

Hauptziel ist es zur emotionalen und transaktionalen Leistung beizutragen. Wir haben ein 

Awareness Problem im Sponsoring Schweiz (nicht global). Daher möchten wir die Marke 

emotionalisieren (innerhalb der Schweiz) und haben auch klare Angabe, dass Leute, die das 

Sponsoring kennen eine höhere Consideration Rate haben, wenn sie Banken betrachten. Sie 

finden die Bank oder die CS sympathischer (Leute, die das Sponsoring kennen) und somit 

wird auch die Wahrscheinlichkeit steigen, dass sie Banker werden oder wenn wir im Sales 

Funnel rechnen. Das heisst, das Ziel ist es einerseits Emotionalisierung und anderseits auch 

transaktionale Consideration für die Bank zu erreichen. Zum Schluss gibt es idealerweise 

mehr “Lead”. Als Zweites eben die Shortcomings (bereits erwähnt). Und das dritte Thema ist 

für Business Partnerschaften, um dort mit Expertise aufzutreten (Kultur Sponsoring, Swiss 

Venture Club – Unterstützung KMU). Ein viertes Ziel ist, nebst ganzem Branding und 

Positionierungsthema, der grosse Bedarf für eine Begegnungsplattform wo sich Kunden, 

Prospekts und Kundenberater treffen und näher kennenlernen können, wo Vertrauen aufbauen 

und sich gegenseitig kennenlernen sehr wichtig ist. Das wäre in Form von Events, günstiger 

an Fussballmatches gehen, kann im 1to1 mit Kunde sein, aber auch einen vereinfachten 

Zugang schaffen für Events.  

Follow-up question 3.1: Which target group are you focusing on? 

Die Challenge ist, als Bank haben wir eine sehr diverse Zielgruppe definiert. Von Retail 

Banking, Jugendsegment Kunde und sehr high-level Kunden. Wir suchen kein Sponsoring nur 

für Milliardäre, das wäre ein riesiger Streuverlust. Wir haben die Interessen der Bevölkerung 

abgedeckt, darum haben wir verschiedene Themen (nicht nur Sport). Je nach Angebot 

versuchen wir sehr Zielgruppengenau zu werden. Beispiel Fussball: Von Jugendlichen 

Turnier für Kinder bis zu Europameisterschaft Tickets, welche attraktiv ist für high-level 

Kunden. D.h. wir versuchen im Angebot, wie wir das Sponsoring Nutzen und Aktivieren, auf 

die Zielgruppe aufzubauen. Wir sagen nicht, Fussball ist nur für Retail und es dürfen keine 

HNWI oder UHNWI oder Firmenkunden kommen und davon profitieren, das geht nicht. 

Angebot wird auf die Zielgruppe ausgestaltet und auf die Bedürfnisse dieser Zielgruppe.  

Follow-up question 3.2: Is Credit Suisse collaborating with an agency to develop its 

sponsorship strategy? 

Wird alles intern gemacht, aus der Erfahrung, dass Agenturen eine Tendenz haben, alles sehr 

wissenschaftlich abzuleiten. Sie haben die Möglichkeit nicht, wirklich auf die effektiven 

Bedürfnisse innerhalb einer Organisation einzugehen und habe auch das Verständnis nicht, 

wie eine Bank funktioniert; können dies nicht umsetzten. Darum haben wir unsere eigenen 

Marketing Strategiethemen, mit welchem wir uns untereinander selbst challengen und anhand 

von Marktforschung diese Strategien nach unseren Bedürfnissen ausarbeiten und diese dann 

auch umsetzen.  

Follow-up question 3.3: What are Credit Suisse’s biggest sponsoring engagements? 

Which area has the focus (culture, sport, sustainability, etc.) 

Das kann man nicht so genau sagen. Eine Nationalmannschaft im Fussball ist sehr 

wahrscheinlich vom Volumen das grösste Engagement, genau wie Roger Federer. Wir haben 

aber keine Strategie, die sagt, dass 70% in Sport und der Rest in Kultur investiert werden 

muss; das macht für uns keinen Sinn. Sondern es geht einerseits darum, was sind die 

Bedürfnisse von unserm Segment/Zielgruppe, was wollen wir mit dem Sponsoring erreichen 

und dann kommt auch dazu, was ist überhaupt Compliance-mässig möglich in Form von 

Aktivierung. Vor allem bei Firmenkunden sind diese Regeln sehr wichtige (e.g. Ticketpreis 

zum Verschenken an andere CEOs, etc.).  
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Fokus auf Sportsponsoring: Habe ihr Auswahlkriterien, was das Sponsoring erfüllen muss?  

Zielgruppenpassend ist natürlich das Einte, aber dann haben wir auch noch andere klare 

Kriterien zum Erfüllen. Wir definieren drei Arten von Engagements bei uns: Das einte ist ein 

«Populär Sponsoring» in der Schweiz. Dies soll möglichst breit funktionieren, in alles 

Segment kann man es in allen Regionen spielen (Fussball bei uns). Dann gibt es Engagements 

für einzigartige Kundenerlebnisse, unsere «Unique Engagements». Dort geht es vor allem 

darum, einen Zugang für Kunden zu bauen (für Kunden, die sich alles leisten können, aber 

trotzdem nicht überall hereinkommen). D.h. wir organisieren ihnen einen Access über eine 

Partnerschaft. Und dann gibt es die Expertenbereiche, Thought Leadership. Für diese drei 

Kategorien von Engagements haben die strategischen Ziele, Zielgruppen, Value Proposition, 

KPIs definiert. Aber diese werden natürlich nicht offengelegt.  

Question 4: In sponsorship does Credit Suisse follow a first-mover approach or is your 

strategy more reserved? Please explain why or why not. 

(First-mover definition: Sponsorship in industries/of projects which are on the rise or 

uncommon à being one of the first brands in a sponsorship market)  

Das ist eine schwierige Frage. Wenn man unser Engagement oder Portfolio jetzt anschaut, 

dann ist es ein langfristiges und sehr langjähriges Engagement. Zum Teil sind wir über 20 

Jahre Partner. Aber wenn man zurück geht, 1993, wo Fussball gestartet hat, waren wir sehr 

wahrscheinlich ein First Mover, denn damals hat noch nie eine Bank für Fussball irgendetwas 

gemacht. Damals war es auch nicht normal, eine Nationalmannschaft zu sponsoren, denn 

diese war noch nicht dort wo sie heute ist. Von dem her war es sicherlich ein First Mover 

Approach. Auch wurde ein Teil unserer Strategie von verschiedenen Verbänden kopiert, denn 

im Fussball fliesst 50% von unserem ganzen Geld, das wir zahlen, in die 

Nachwuchsförderung zweckgebunden. D.h. mit diesem Sponsoring hat der SFV im Jahr 1993 

angefangen die Nachwuchsförderung und Trainer einzustellen und auszubauen. Und das war 

auch die Basis für den Erfolg heutzutage (z.B. eine Nationalmannschaft, welche sich für EM 

und WM qualifiziert, ist nicht selbstverständlich in der Schweiz).  

Wenn man geschichtlich grundsätzlich schaut, sind wir sicherlich keine Firma, welche oft ein 

First-Mover war und welche viel ausprobiert, denn ich glaube, das würde auch nicht mit 

unserer Brand Identity und unserem Kern zusammenpassen. Eine Bank sollte nicht 

experimentieren. Leute möchten, dass sie sehr vertrauensvoll ist und bewusst mit dem Geld 

umgeht, etc. – was die Leute von uns erwarten, wenn sie mit uns Banken. Wir rennen also 

nicht jedem Trend hinterher, um uns glaubhaft zu machen. Es ist zwar wichtig im Trend zu 

sein, aber wir sind immer sehr überlegt warum wir es machen, brauchen wir es wirklich oder 

meinen nur alle, dass wir etwas machen sollen. Wir sind definitive keine Firma, welche 

experimentiert – ich glaube das wäre falsch.  

Ganz früher, haben wir sogar in Mode investiert als Sponsoring. Es gab eine Zeit wo wir sehr 

aktiv waren, aber Sponsoring hat sich mit der Zeit auch massiv verändert. Es ist sicherlich 

eine sehr viel professionellere Disziplin geworden. Man kann auch sagen, dass Formula 1 

Sponsoring als Bank ein Risikoentscheid war, aber wir sind nie, wie z.B. Red Bull. Für diese 

Brand passt Risiko, etc. viel besser auf den Markenkern zu.  

Übergreifend, das Wichtigste ist die Glaubwürdigkeit eines Sponsorings.  

Question 5: Based on my research, I found that Credit Suisse is currently not active in 

eSports-sponsoring. Is that correct?  

Das ist halb korrekt. Wieso halb korrekt? Bis jetzt haben wir uns bewusst gegen eSports-

Sponsoring entschieden. D.h. wir haben verschiedene Anfragen für alle Leagues etc erhalten 

aber haben uns immer bewusst dagegen entschieden. Nun haben wir intern eine Analyse 

durchgeführt, um herauszufinden was es überhaupt alles für Stakeholders gibt im Umfeld von 
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eSports (Teams, Einzelspieler, Veranstalter, Turnierserien, Plattform Sponsor e.g. Twitch). 

Man kann von verschiedenen Betrachtungen eSports anschauen. Ist ein Medienkanal als 

welchen ich es nutzen möchte oder als Sportengagement, etc. Was wir sicher definiert haben 

im Moment, wann eSports dann nur Sports-ähnliche Games, sprich FIFA, Fussball, etc. aber 

sind sicher keine Combats Games (LoL, Dota, Shooter Spiele, etc.). D.h. insofern solche 

strategischen Kriterien habe wir intern definiert und eingeschlossen. SFV hat neu ein eSports 

Nati Team gegründet; Anfang April haben die ersten Spiele stattgefunden, wo auf SRF online 

und auf Twitch übertragen wurden (Schweiz gegen Portugal). Das ist für uns etwas, was Sinn 

ergibt auf für die CS, dass wir unser Fussball Engagement auf eSports weiterlegen und 

verlängern. Gerade aktuell, mit COVID-19, könnte es nicht besser sein, wenn momentan 

nichts im Fussball passiert, ist eSports jetzt eine einmalige Chance und kann in eine Lücke 

reinkommen wo es sonst gar keinen Platz gehabt hätte. Aber weil die Leute so auf Sport 

warten, ist dies etwas was wir mit dem SFV momentan am Verfolgen sind, denn im Mai gibt 

es einen Nation Cup mit eSports Nationalteams welche gegeneinander spielen.  

Die Schweizer Nationalmannschaft auf eSports ist mittlerweile ein definitiver Entscheid und 

werden wir machen.  

Question 6: Has Credit Suisse considered eSports-sponsoring at all before?  

Ja, haben wir. Wir haben es immer wieder analysiert, sind aber nicht eingestiegen bis jetzt. 

Jetzt haben wir uns entschieden uns auf unsere Nationalteam weiter zu fokussieren (Frauen, 

Herren Junioren, etc. – alles Mögliche von Nationalteams) und nebst Beach Soccer gibt es 

jetzt auch noch ein eSports Nationalteam.  

Follow-up question 6.1 (if yes only): What are some potential benefits you could see 

arising from eSports-sponsoring? 

Wir erhoffen nun Erkenntnis zu gewinnen über was wirklich im eSports passiert, wenn man 

nur auf Sports Games schaut. Was passiert mit den Zahlen, wer schaut diese Spiele, wie wir 

es aufgenommen von der Public. All diese Themen werden wir anschauen. Und dann werden 

wir uns für unsere Jugendzielgruppe aktiv nutzen. Diese junge Zielgruppe, welche nicht so 

einfach ansprechbar ist. Aber wir müssen zuerst schauen, ob es diese überhaupt anspricht. 

Momentan wissen wir noch nicht, ob das Interesse vorhanden ist. Ich kann mir vorstellen, 

dass das Interesse niedriger ist auf den Sport Games als auf den Combat Games, aber auf der 

anderen Seite ist auch nicht die gesamte Jugendzielgruppe abgedeckt. Es sind hauptsächlich 

Männer und nicht Frauen, d.h. man reicht nicht alle Junge, nur ¼ Frauen und ¾ Herren. Es 

wird also auch nicht alle Probleme lösen, aber wir sind gespannt wie es sich im Fussball zeigt. 

Gerade in der aktuellen Situation steigt das Alter auch, da die Leute «Durst» haben nach Sport 

und im Sponsoring etwas sehen möchten.  

Ich glaube auch als Bank sind wir keine Marke, die zu Combat Games gehört, denn wir sind 

nicht glaubwürdig. Durch irgendwelche eingebauten Gadgets in einem Combat Game wird 

unsere Marke nicht glaubwürdig werden und wir sind alle überzeugt, dass CS nicht dort 

hingehört.  

Question 7: Were there split opinions on the “misfit” of eSports-sponsoring for Credit 

Suisse? Was this decision clear from the beginning?  

Es gibt eine grundsätzliche Skepsis. Wenn wir eSports generell als Bezeichnung für digitale 

Games nehmen, gibt es eine gewisse Skepsis, ist es wirklich so wichtig im Sinn für uns als 

Plattform. Aber dann im Sinn von Fussball als Nationalmannschaft, das war eine logische und 

sehr unproblematische Entscheidung, welche von allen unterstützt würde. Denn es ist sehr 

glaubwürdig und man kann nachvollziehen warum wir dies machen, denn wir unterstützen 
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Fussball seit 27 Jahren. Es ist nicht etwas auf das wir einfach aufspringen und einsteigen nur 

weil wir müssen uns es alle anderen gerade machen. Es hat eine Geschichte dahinter, eine 

Partnerschaft, welche über Jahre aufgebaut wird und man kann sie auch super «leveragen», 

weil sie in einer grösseren Geschichte eingebettet ist. Weder wenn ich ein 2er-Teams nehme, 

welches LoL spielt. Bis ich dieses CS Team glaubwürdig verankert habe auch in die 

Kommunikation ist sehr viel Ausbauarbeit nötig. Im eSports Fussball können wir dies sehr 

gut kombinieren, z.B. mit Nationalspielern, reale Spiele und eSports Spieler, die auch real 

sind, an Events mit Jugendlichen zusammenbringen, etc. Wir haben eine grosse Abdeckung 

an Instrumenten bereit, um das Beste für unsere Bank herauszuholen aus diesem Engagement.  

Konkrete Sponsoring Assets:  

Logopräsenz, Eventpräsenz, Meat & Greets, Access zu Spielern, etc. genau gleich wie zu den 

anderen Nationalspielern. Haben auch die Möglichkeit, Coaches aufzubieten, etc. Es gibt 

keinen grossen Unterschied zu einem traditionellen Sportsponsoring und wir wollen es auch 

nicht spezielle anders handhaben. Es wird in der Aktivierung anders umgesetzt werden im 

Sinn von was wir für Möglichkeiten haben, was relevant ist, aber es spricht nichts dagegen, 

angenommen sie würden Europameister werden im eSports, eine Veranstaltung oder 

Schulbesuch bei Jugendlichen zu organisieren. Message: Spiel real Fussball, aber es ist auch 

ok digital. Es geht irgendwo auch darum, dass eine körperliche und mentale Aktion wichtig 

ist (nicht nur vor PC) und das kann man mit allen «Properties» vom SFV gut und glaubwürdig 

verknüpfen. Es sind verschiedene Welten, welche man zusammenbringen kann, es sollte eine 

Mischung geben. Und genau das ist eine clevere Lösung für uns, denn es liegt auf der Hand 

und wir haben die Hilfsmittel bereits. Mit einem anderen Team müssten wir dies neu 

erarbeiten und es wäre losgelöst von jeglicher Tradition, Geschichte und Glaubwürdigkeit bei 

der CS. Meiner Meinung nach ist das wichtigste die Frage Warum beantworten zu könne. 

Hätte die CS irgendetwas im eSports gemacht, ohne sagen zu können warum, ausser es sagen 

alle es ist jetzt Zeit, das ist fake und nicht glaubwürdig. Die Verbindung ist wichtig damit man 

sich nicht verliert im eSports und nicht nur als Werbesponsor aufgenommen wird, sondern 

starke Wurzeln erarbeiten kann und so auch in Erinnerung bleibt.  

Question 8: Generally speaking, in your opinion, what are the biggest 

challenges/difficulties for non-endemic brands in eSports-sponsoring? 

Das Thema eSports beschäftigt uns bereits seit 2-3 Jahren, extern und intern. Wir bilden uns 

eine eigene Meinung und hören nicht nur auf Agenturen, welche nur sagen ihr müsst jetzt 

einsteigen, aber keiner kann sagen warum. Wir hatten viele interne Streitgespräche und haben 

oft diskutiert, aber genau darum waren die Challenges dann auch nicht mehr so gross beim 

Einstieg. Im Marketing haben wir ja eine Expertenverantwortung vor allem gegenüber der 

Geschäftsleitung, die vor allem Business-driven ist, diese Expertise zukommen zulassen, d.h. 

wo bewerben wir, wann bewerben wir, etc. Das ist ein stetiger Prozess, e.g. Jugendkampagne 

– nur weil diese Geschäftsleitung diese nicht mehr sieht, heisst es nicht, dass sie nicht 

stattfindet. Aber die Medienlandschaft hat sich so stark verändert, d.h. ein Plakat wird nicht in 

Frage kommen für diese Zielgruppe. Auch sollte die Geschäftsleitung diese Werbung gar 

nicht sehen oder ansprechen darauf, denn dann hätte wir die Zielgruppe verfehlt und unsere 

Kampagne hätte nicht funktioniert (am Ziel vorbei). Dies ist ein Punkt, den wir immer sehr 

aktiv diskutieren.  

Dadurch, dass wir auch mit dem SFV verknüpft sind, haben wir fast keine Risiken, denn es ist 

ein Verband, der dieses Nationalteam auswählt, nicht wir als CS. Wenn es bessere Spieler 

gibt, kann der SFV diese ins Nationalteam nehmen, wie im richtigen Fussball. D.h. die 

Expertise zur Auswahl überlassen wir dem SFV, der Fachstelle, und wir arbeiten mit einem 

Partner zusammen zu welchem wir ein grosses Vertrauen, dass dies richtig gemacht wird. Wir 
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haben weniger Risiko als z.B. PostFinance, welche ihr eigenes Team kreiert hat. Wenn es 

nicht funktioniert, kommen verschiedene Fragen auf: Muss es entlassen werden? Wird es neu 

angestellt? Kann ich als Sponsoringperson beurteilen wer besser ist? Habe ich das 

Knowledge? Das ist alles in der Verantwortung der PostFinance.  

Als Neueinsteiger, was ist hilfreich: 

Ich kann hier nur für uns sprechen. Für uns ist es ein «learning by doing» und wir lernen mit 

der Zeit, denn für uns ist es nicht das Hauptsponsoring Engagement. Wir sind nicht davon 

abhängig. Für andere Firmen, welche unbedingt im eSports einsteigen möchten und alles 

darauf setzten ist es natürlich anders. Wir sind in sehr engem Austausch mit dem digitalen 

Team, welche alle online Marketing Tasks übernimmt und uns viele Learnings liefern kann. 

Was passiert auf unseren Kanälen? Können wir viele Leute auf die Live Übertragungen 

rüberbringen?  

Also eher «learning by doing», da es auch nicht den Hauptstellenwert im Fussball 

Engagement hat. Es ist nur ein Nationalteam mehr, dass uns erlaubt ein neuer Kanal bespielen 

zu können. Und jetzt Dank COVID-19 haben wir eine einmalige Chance in einem Zeitpunkt 

wo momentan kein realer Fussball stattfinden kann, diesem eine neue/andere Plattform zu 

geben. D.h. wir haben eine Möglichkeit und Grundlage/Voraussetzung, die wir sonst so nicht 

gehabt hätten. Natürlich war das nur Zufall (ein glücklicher Zeitpunkt). D.h. auch der 

Einstiegszeitpunkt ist relevant oder hilfreich. Kunden welche generell nicht so eSports affin 

sind (sich damit befassen), zeigen ein grösseres Interesse daran, da momentan nur dies 

möglich ist.  

Finanzieller Vergleich zu traditionellem Sportsponsoring: 

Ist eSport genereller teurer? Da kann ich keine Antwort geben, denn eSports ist in einem 

Gesamtvertrag integriert und ich habe kein Verhältnisvergleich.  

Persönlich denke ich, ist es eher günstig, den die Visibilität ist schon sehr limitiert auf eine 

bestimmte Zielgruppe. Die Frage ist. ob diese Visibilität und Genauigkeit auf Zielgruppe 

einen qualitativ höheren Wert hat für die Firm. Vergleich: Im TV-Bandenwerbung bei EM hat 

einen grösseren Reach, aber dafür auch einen grösseren Streuverlust. Das muss man abwägen. 

Wenn man rein reale Zahlen anschaut, ist alles traditionelle/klassische Sponsoring viel höher 

in den Beträgen als eSports, da diese Branche noch immer in den Kinderschuhen steckt und 

man noch nicht sagen kann was es auslöst. Nur für die endemischen Marken, welche wirklich 

nahe an der Industrie sind, für diese ist es essenziell, es hat eine endlose Glaubwürdigkeit und 

essenziell. Für uns ist es auch spannend zu verfolgen, wie Personen nach COVID-19 

reagieren. Haben Sie wieder vermehrt Lust auf reale Events oder bleibt die Popularität von 

eSports bestehen?  

Question 9: Do you see a possibility for Credit Suisse to enter eSports-sponsoring in the 

future?  

Die Branche hat natürlich auch grosses Entwicklungspotential, aber muss weiterverfolgt 

werden. Momentan kann man noch wenig sagen.  

 

Interview with Hublot – Gaelle Rey  

Question 1: How long have you been in this position?  

1 year and 4 months.  

Question 2: Did you have any previous work experience in sponsorship before this 

position? No.  
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Question 3: What is the strategic purpose/role of sport sponsorship for Hublot? 

Example: Awareness, attention, brand consideration, new target group acquisition, 

image shaping.  

Our main strategic purpose of sponsorship is to show everyone what Hublot stands for, which 

is sports. Sport is Hublot’s DNA. We've been involved in sport sponsorship for a long time 

and will continue to do so, because this is what the brand is known for. We are active in 

football, motor sports (Ferrari sponsorship), track and field, golf, cricket, tennis, ski sport, 

polo, sailing, judo, and baseball. This already shows that we do sport sponsorship seriously. 

Of course, we also want to generate awareness and reach amongst our customers, but we do 

that by promoting the brand through positive brand image associations.  

We are also involved in Arts and Music, supporting various artists such as Richardo Orlinski, 

Sang Bleu, Marc Ferrero, Sherpard Fairey, DJ Snake, Lang Lang, and Nicky Jam. All artists 

are young and have a follower base and fans which fit our main target group.  

Follow-up question 3.1: Which target group(s) are you focusing on?  

We are mainly focusing on young males. We do have other customers (like women or older 

males), but we have realized that young males are our largest target audience, with the highest 

potential, and also the highest spending. For sponsorship we defined the young males as our 

main target audience, so engagements are focused on their likings.  

Follow-up question 3.2: Is Hublot collaborating with an agency to develop its 

sponsorship strategy?  

No, we do everything in house with internal resources. Ever since I started working at Hublot, 

we have never used an agency before. It is much more efficient for us to use the resources in 

house and it is also cheaper in the end. And, this is my opinion, but agencies don't understand 

the company so well as employees, sometimes they can't put them in our shoes or suggest 

something that just doesn't fit for the company. My experience has not been too great.  

Question 4: In sponsorship does Hublot follow a first-mover approach or is your 

strategy more reserved? Please explain why or why not.  

(First-mover definition: Sponsorship in industries/of projects which are on the rise or 

uncommon à being one of the first brands in a sponsorship market 

Yes, Hublot is a very pro-active brand. So, I would say that Hublot follows a first-mover 

approach. Our motto is to be “First, Unique, & Different”. That is our brand purpose and also 

the message we drive from within the company. That is why you can see Hublot engaging in 

new sponsorship deals that might not be popular for luxury brands. For example, Hublot was 

the first luxury brand that entered in Football (in 2006). And in the end, it is a big success, we 

are a well-established brand in Football.  

Question 3: Based on my research, I found that Hublot is currently not active in eSports-

sponsoring. Is that correct? We are partly involved in eSports. We are not active in any 

Shooter Game like LoL or Fortnite, but we have a partnership with Ferrari eSports. As I said 

before, we are an official sponsor of Ferrari since 2011. We are the official time keeper (or 

time tracker, I don't know how you would call it in English correctly), we are also sponsoring 

the Ferrari Challenge and are a sponsor of special events (endurance races, Finali Mondiali, 

Iron Lynx Motorsport LAB, Scuderia Corsa, etc.). We sponsor the Ferrari team Scuderia 

Ferrari in Formula 1 car racing which is an elite team at the top of its class. Ferrari is a very 

good fit for the company, because we share similar values, such as drive for innovation, 

creativity, and performance. For Ferrari this is tied to racing, for us this is related to creating 
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unique luxury watches. We have designs that are especially elegant and athletic in their looks, 

which are inspired by the Ferrari cars. One of our newest sponsorship deals with Ferrari is the 

Gran Tourismo. Ferrari has designed a series of luxury cars, only limited edition, for 

technology savvy target audience. We've designs a special watch for this limited edition. 

Ferrari is a very good fit for our target group because young male like Ferrari a lot.  

For this reason, we have also decided to add eSports to our portfolio by becoming title partner 

of the FDA eSports team, which is now called FDA Hublot eSports team. We decided to enter 

eSports, because it is a new trend, which if we want to be first in what we do we have to enter 

anyways, and it is connected to our existing partnership with Ferrari so we can see it as an 

extension. We chose this way, because it is less risky to engage in it with a partner we know. 

Our partnership with Ferrari is over many years, so we believe in their success also in eSports. 

Plus, we hope to make the brand even more attractive for young males, as eSports is highly 

popular amongst them. So, it also fits with our target group, in addition to our ideology.  

Question 5: Have you considered eSports-sponsoring before?  

We have looked at eSports for a while before we decided to go with Ferrari. So yes. And as 

explained before, the reason why Ferrari eSports is because of the connection our current 

partnership, the trust we have in Ferrari and entering it through "partially known" territory.  

Follow-up question 5.1 (if yes only): What are some potential benefits you could see 

arising from eSports-sponsoring?  

With our sponsorship extension to eSports we want to reach a new customer demographic and 

follow the digital age we live in. The target group in eSports is mainly male which fits with 

Hublot, but the people are even younger than our current target group. Plus, we also realized 

that this target group is willing to spend money, they are not stingy or affine to monetary 

spending. They make high purchases for tech equipment, but are willing in general to 

purchase expensive material, if it is useful for them. As for new demographics, we want to 

reach those Millennials which are not in our main target group yet. They are our future 

customers. Second, we also want to stay up to date and keep the image of a first mover, doing 

things first. Therefore, even as luxury brand, which some might not see as a good fit in 

eSports, we want to be represented. So, it is to reach a new target group and demographics 

and to continue to be knows as a modern, innovative brand.  

Follow-up questions 5.2 (if no): In your opinion, what are some of the biggest drawbacks 

of eSports-sponsoring and the reason you are not considering it?  

We have decided not to engage in Shooter Games, because those are not a good fit for Hublot. 

We need the connection to sport to make eSports relevant for us. Because as brand you can 

only be successful if you can explain a brand's sponsorship engagement, why we do it. 

Shooter games have too many critical opinions in society and we do see a potential risk of 

negative associations. With eSports sport games, such as Ferrari racing or FIFA or whatever, 

this is less. We didn't make our decision based on those potential risks, but it is definitely 

something we are happy about now. We made our decision based on brand fit and fit to our 

other sponsorship engagements. Sport games is a better fit to our sport engagement and our 

sport DNA than the other eSports genres.  

Question 6: Why do you believe traditional sponsorship enables the achievements of 

your strategic goals better than eSports-sponsoring? Example: Ferrari or Juventus vs. 

eSports teams / World Poker Tour vs. eSports events / Athlete ambassadors vs. eSports 

ambassadors.  
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I don't think one is more important than the other. As always, a good mix is probably best. So, 

we at Hublot think both traditional and eSports-sponsoring are important nowadays, which is 

why we entered in eSports at the end of 2019 with Ferrari. We want to be present in both, 

because both bring advantages. I am not going to list all of them again. But as said before, to 

stay digitally up to date, but also to keep up tradition and roots. As a company, I think it is 

best, if you can find a connection between the two. Like we do at Hublot, eSports is an 

extension of our current traditional sport sponsorship with Ferrari.  

Question 7: Were there split opinions on the “misfit” of eSports-sponsoring for Hublot? 

Meaning, were there internal discussions around this topic? If yes, please explain why.    

Yes, at the beginning we did have some split opinions and were unsure whether this new 

eSports customer demographic was Hublot’s right target, if we would gain new potential 

future clients, and if it would generate enough ROI. We did some research and analysis before 

we entered eSports. We tried to analyze the market as closely as possible, that's why we 

considered eSports for a longer time before we actually decided to enter in eSports-

sponsoring. It is important to understand the market you want to enter.  

Another thing we were concerned about is that entering in eSports would cause brand 

dilution. It could confuse customers what Hublot stands for and make our brand presence 

weaker. But luckily this wasn't the case because we have a strong reason why and can explain 

why we decided to sponsor Ferrari eSports.  

Question 8: Generally speaking, in your opinion, what are the biggest 

challenges/difficulties for non-endemic brands, such as Hublot, in eSports-sponsoring?  

In our case, we are a luxury brand, so we have to select very carefully what we sponsor, 

because we don't want to lose the image of prestige, exclusive, luxury, etc. We are not a brand 

for everyone, like other watch brands. We are unique and produce unique watches, that also 

come to a high price most of the time. So, a challenge for us was that we were not sure 

whether eSports would generate new clients as it is not seen as a luxury activity, unlike tennis 

or golf. I am sure that other luxury brands face the same challenge. And that is also a reason 

why it is difficult to enter eSports as a luxury brand. There is not a natural connection 

between eSports and luxury brands, like with other sports who already stand for exclusivity 

and prestige. But since we want to also target new demographics with this sponsorship it does 

not have to be exactly like the other sports. And with Ferrari we were able to find a 

connection between a luxury brand, like Ferrari, that enters eSports for us. So, we have both. 

It would be different if we sponsor another event where no other luxury brand is present, but 

Ferrari is like us. If that makes sense.  

Question 9: Do you see a possibility for Hublot to enter eSports-sponsoring in the 

future? 

Yes, I think in the future there are chances we will continue in eSport-sponsoring and engage 

in more partnerships, because eSports is getting really big and it has been a success for us so 

far. We are happy with the results and what we have achieved so far, so there is no reason for 

us to exit the eSports Sponsorship at the moment. Let's see how the industry grows, but we 

believe in a continuation of its growth and popularity, so it will become an even more 

important industry for males and younger target group in the future. We want to stay present 

in an industry that is dominating and booming. So yes, we see high potential for eSports. 
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Interview with Swisscom – Annette Kohler  

Question 1: You work at Swisscom as Head of Partnership, Sponsoring & Live 

Experience. How long have you been in this position?  

Ich im 2008 zur Swisscom gestossen und war dann bereits im erweiterten Sinn im Sponsoring 

tätig, ich habe für die UEFA Euro08 gearbeitet als Host City Manager und dann durch die 

grosse Reorganisation mit einer Festanstellung in die Swisscom gerutscht. Das war dann im 

Sommer 2008. Damals war es noch Sponsoring und heute machen wir zwar immer noch 

Sponsoring, aber es ist etwas weiter gefasst, die Abteilung hat sich entwickelt, es heisst nun 

Partnerships und Live Experience, wir sind agil aufgesetzt und arbeiten in agilen Projekt-

Setups zusammen. Meine Job Description ist entweder Communication Manager oder 

Manager Partnership und Live Experience.  

Question 2: Did you have any previous work experience in sponsorship before this 

position?  

Ich war im Sport tätig vor Swisscom, aber nicht als Sponsoringverantwortliche. Sponsoring 

ist mein Feld seit 2008.  

Question 3: What is the strategic purpose/role of sponsorship for Swisscom? Example: 

Awareness, attention, brand consideration, new target group acquisition, image shaping 

Bei der Swisscom ist dies ein sehr wichtiges Thema. Bei uns stehen Markenpositionierung 

und Markenaktivierung im Fokus. Aber je länger, je mehr spielt dann auch eine Business-

Relevanz eine wichtige Rolle. Sponsoring hat auch Impact aufs Business, z.B. Lead 

Generierung durch unsere Engagements. Wir versuchen auch Produktinszenierungen 

miteinzubeziehen, oder auch Content-Rechte im Sponsoring, etc. Und was auch ganz wichtig 

ist für Swisscom, sind die Service-spezifischen Leistungen, welche wir auch versuchen im 

Sponsoring zu verankern. Sponsoring ist stark auf die Leistungen und Produkte von 

Swisscom bezogen, bzw. es ist ein Ziel diese Verbindung immer herstellen zu können.  

Follow-up question 3.1: Which target group(s) are you focusing on? 

Eigentlich sind die Produkte von Swisscom für eine sehr breite Zielgruppe relevant. Die 

spezifischen Zielgruppen sind daher abhängig vom einzelnen Engagement und 

unterschiedlich. Wenn wir von den grössten Sponsoring-Engagements sprechen, z.B. das 

Schneesport Sponsoring, dort sprechen wir die ganze Schweiz an. Wenn wir aber in ein 

Musikengagements gehen, dort ist eher die jüngere Zielgruppe im Fokus. Im Gesamten 

versuchen wir die gesamte Zielgruppe anzusprechen mit verschiedenen Engagements, d.h. 

eine grosse Breite an Engagements, damit für jede spezifische Zielgruppe (jung und alt) etwas 

dabei ist.  

Question 4: In sponsorship does Swisscom follow a first-mover approach or is your 

strategy more reserved? Please explain why or why not. 

(First-mover definition: Sponsorship in industries/of projects which are on the rise or 

uncommon à being one of the first brands to a sponsorship market) 

Als First-Mover sind wir dabei, in dem, dass wir in ausgewählte Themenfelder einsteigen 

oder aber durch die Art der Aktivierung von Swisscom. Wir versuchen einen First-Mover 

Aspekt auf eine dieser zwei Arten reinzubringen. Es ist aber nicht im Fokus von unserer 

Strategie. Aber Swisscom, als innovatives Unternehmen, möchte natürlich auch im Puls von 

der Zeit sein und entsprechend als First-Mover agieren, wenn es reinpasst.  
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Gerade wenn man das Thema eSports nimmt, sind wir einer der ersten grossen Schweizer 

Marken, die in das Thema eingestiegen sind. Auch das Energy Engagement, wie z.B. Energy 

Air, ist durch Swisscom entstanden, zusammen mit Energy. Wir waren mitverantwortlich, um 

dies auf die Beine zu stellen. Und versuchen immer wieder mal etwas zu machen, dass andere 

Marken noch nicht gemacht haben.  

Auch im Schneesport haben wir einzelne Ansätze drinnen, welche eher First-Mover sind. Ja, 

Schneesport generell ist eher ein klassisches Engagement, aber wir haben einzelne 

Massnahmen, wie z.B. das Snow Talent Programm wo wir im Nachwuchsbereich auf eine 

neue Art junge Talente sponsoren/fördern, die innovativ bzw. neu sind.  

Question 5: Based on my research, I found that Swisscom is quite heavily active in 

eSports-sponsoring. Is that correct?  

Ja, das ist richtig. Wir sind ziemlich aktiv in der Hero League, aber auch im Team-Sponsoring 

und unterstützen den Schweizer eSports. Das Liga-Sponsoring (Hero League) ist aber ganz 

klar im Kern des eSports-Sponsoring steht und auch das zentrale Element für alle weiteren 

Themen und um diese bespielen zu können.  

Follow-up question 5.1: Since when is Swisscom active in eSports-Sponsoring? 

Um ganz am Anfang anzufangen, im Sommer 2017 hatten wir erste Gespräche mit «My 

Insanity» – das grösste eSports Team in der Schweiz – und sind dort eingestiegen, um einfach 

einen Fuss im Thema zu haben. Das war aber noch keine gross weiter überlegte Strategie. 

Darauf aufgebaut haben wir dann eine Task Force gebildet, was in die Konzern-Strategie 

eingeflossen ist. Und danach, zusammen mit der Konzern-Strategie und der Task Force haben 

wir dann die Strategie und Engagements entwickeln. Lanciert haben wir im Herbst 2017 und 

dann auch gleich die Swisscom Hero League gestartet.  

Follow-up question 5.2.: Why did you start with team sponsoring and not events?  

Das wurde sicherlich abgeleitet von unseren anderen Sponsoringaktivitäten und war gezielt, 

denn ein Team-Sponsoring macht Sinn und My Insanity war auch das grösste Team und es 

beinhaltet nicht nur die Gamer, sondern sie betreiben auch eine Agentur. Somit waren sie 

einen wichtigen Sparringpartner für uns, die Agentur haben wir auch immer wieder dazu 

gezogen, um ins Thema reinzukommen und um die Zielgruppe besser zu verstehen. Somit 

war es eine Win-Win Situation.  

Follow-up question 5.3: Did you work with a sponsorship agency to learn about eSports? 

Ja, mit der Agentur von My Insanity.  

Question 6: What were your main decision drivers to engage in this particular type of 

eSports-sponsoring? Goals, intentions, etc. 

Es ist natürlich eine sehr grosse Recherchearbeit mit unserer Task Force damit verbunden und 

wir haben viele Aspekte angeschaut. Im Vordergrund stand in erster Linie die Nähe zu 

unserem Kernbusiness und eine attraktive Zielgruppe zu erreichen, die man auf andere Art 

und Weise nur sehr schwierig erreicht. Die Zielgruppe hat auch eine hohe Affinität zu 

Technologie, zu Content und Social Media. Was sicherlich auch im Vordergrund stand, ist 

Marktanteil zu gewinnen in diesem attraktiven Kundensegment, weil wir sicherlich einen 

zunehmenden Differenzierungsbedarf bei all unseren Produkten, aber auch im Entertainment-

Bereich, haben. Dies hat Gaming dann auch wirklich zu einem strategischen Handlungsfeld 

gemacht und Swisscom als vertrauenswürdiges und innovatives Unternehmen, hat dort die 

Chance gesehen, den Gaming-Markt in der Schweiz mitentwickeln und mitgestalten zu 



83 
 

können und uns in dem Ökosystem positionieren zu können. Was zu Letzt auch noch dazu 

kam, ist das Thema Content. D.h., dass wir einen Content-Lieferanten hatten, mit diversen 

Anknüpfungsthemen innerhalb von Swisscom, für Swisscom TV und diverse andere Kanäle 

und Medienkompetenzthemen, etc.  

Follow-up question 6.1: Based on the company’s KPIs and results, are your expectations 

met?  

Wir haben das Engagement natürlich entsprechen gemessen. Über alles kann man sagen, dass 

eSports ein Winner war und wir extern wie auch intern eine grosse Begeisterung ausgelöst 

haben. Wir haben gerade intern eine grosse Gaming-Community gewonnen, wir haben einen 

Blog gestartet mit 2500 Abonnenten rein intern, was zeigt, dass wir die Ziele erreicht haben 

und im grössten Teil sogar übertroffen haben. Ein Ziel war es auch in der spezifischen 

Zielgruppe Pro- und Core Gamers (wir hatten 3-4 spezifische Zielgruppen am Anfang) uns zu 

positionieren, was uns sehr gelungen ist. Swisscom wollte sich als eSports-Enabler 

positionieren. Auch die Aufmerksamkeit und Wahrnehmung war extrem hoch und positiv.  

Genaue Zahlen:  

Ungestützte Bekanntheit: Ziel war 4% Steigerung der Bekanntheit im 1. Jahr. Erreicht haben 

wir 18%.  

Spieler in der Liga (im 1. Jahr stand die Liga im Fokus): hatten über 3000 Spieler in der Liga 

im 1. Jahr.  

Im 1. Live Final haben wir eine Live Übertragung auf Swisscom TV gemacht und dort hatten 

wir einen Markanteil von 2.3%, was anscheinen eine super Zahl ist. Es war am Nachmittag. 

Die grösste Konkurrenz, welche gleichzeitig gelaufen ist, war die Hockey WM, was unsere 

Zahl umso wertvoller macht.  

Kommunikativ hatten wir Eigencontent-Produktionen, Video, etc. und dort hatten wir überall 

über 3.5Mio Views erreicht auf unseren diversen Kanälen, hauptsächlich Eigenkanäle.  

Follow-up question 6.2: Why do you think eSports-Sponsoring enables the achievement 

of such goals better than traditional sponsorship? 

Im Vordergrund stand, dass wir eine schwierig erreichbare Zielgruppe erreichen können, wo 

man sonst nicht gut erreichen kann und dann auch die Nähe zu den Produkten und dass wir 

uns dort glaubwürdig positionieren können. Dies waren die Hauptgründe warum wir uns für 

eSports entschieden haben. Die Kombination alles zusammen zu verbinden: Social Media, 

Content, Events, etc.  

Wir unterscheiden aber natürlich auch zwischen einer reinen Produktekampagne, denn dies ist 

nicht unser Ziel (bei uns macht dies das Produktemarketing), und Engagements, welche bei 

uns im Vordergrund stehen. Darum spielen wir auch keine losgelösten Social Media 

Kampagnen. Bei uns steht wirklich das Engagement im Vordergrund und damit auch 

verknüpft die ganzen Anknüpfungspunkte, welche sich dadurch anbieten.  

Content ist das wichtigste Thema für Swisscom. Durch die zwei Engagements hat Swisscom 

einen Team Nutzen (Influencers), aber können wir in der Liga auch eigenen Content 

publizieren auf ihren Kanälen (TV und Social Media).  

Grösster Vorteil ist die Kombination und Verlinkung von allem zusammen, im Vergleich zu 

traditionellem Sponsoring. Social Media, Content, Live, Engagement, etc. sind alle 

miteinander verbunden.  
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Question 7: Are there also some disadvantages of eSports-sponsoring?  

Das war ein Aspekt, welcher wir im Detail analysiert haben zu Beginn. Es war auch klar, wir 

als traditionelles Unternehmen haben eine gewisse Gefahr, dass wir unsere Reputation 

schädigen könnten, auf Grund der Shooter Games, was immer wieder ein Thema ist, aber 

auch der Sucht Thematik. Wir haben probiert dem entgegenzuwirken, vor allem auch am 

Anfang, in dem wir die Shooter Thematik strategisch bewusst ausgeschlossen haben, als wir 

mit dem Engagement gestartet sind, um diese Reputationsrisiken etwas abschwächen zu 

können. Inzwischen haben wir aber ein Shooter drin in unserer Liga. Denn wir haben 

festgestellt, dass wir 0 negative Reaktionen hatten, auch als wir das Shooter Game 

hinzugenommen haben. Es hat ein einziger Artikel gegeben, aber das war von einem 

Journalisten, der einfach etwas kritisch sein wollte (diese gibt es immer).  

Swisscom hat bei der Zusammenarbeit mit einem Shooter Game das Medien Competence 

Team hinzugezogen. Das ist eine Agentur welche Kurse und Workshops in Zusammenhand 

mit eSports und Gaming offeriert.  

Gesamthaft gab es nur einen negativen Artikel für Swisscom. Ansonsten war die Reaktion 

von der Gesellschaft nur positiv. Mussten also nicht mit einem negativen Effekt auf das Image 

sich durchschlagen.  

Follow-up question 7.1 (if yes only): How do you compensate for them?  

In Form von Education hat Swisscom versucht den Menschen nicht nur ein Spiel zu 

offerieren, sondern gleichzeitig auch ein Lerneffekt zu generieren.  

Question 8: Based on your experience, what are some “must-have elements” for non-

endemic brands, when wanting to enter eSports-sponsoring? 

Example: Brand characteristics, resources (financial, expertise, etc.), entry strategy?  

Glaubwürdigkeit, Interesse an Zielgruppe, scharfe Positionierung, Experten Know-how.  

Eine Firma muss vor allem glaubwürdig erscheinen und ein Interesse and der Zielgruppe 

zeigen. Man muss das Image übermitteln können, dass es einen guten Grund gibt dort mit 

dabei zu sein, nur so kann man die Zielgruppe überzeugen.  

Natürlich sind interne Ressourcen hilfreich, aber wenn man diese nicht hat kann man auf 

externe Agenturen und Experten ausweichen. Im Fall von Swisscom haben sie sogar Profi 

Gamers mit ins Task Team hineingenommen, welche heute noch für Swisscom tätig sind. 

Auch die gesamte Firma hat Interesse am eSports gewonnen à positiver Effekt auf 

Mitarbeiter. Swisscom hat nun vermehrt interne Gamer, welche den Narren am eSports 

gefressen haben.  

Dann ist auch die Positionierung sehr wichtig; muss klar geschärft werden. Heute gibt es viele 

Firmen, die ins eSports einsteigen möchten, aber ein bisschen von allem machen und sich 

verlieren. Diese erhalten nur ein werbemässiges Image aber nicht die Glaubwürdigkeit.    

Question 9: What is your opinion on the future potential & growth of eSports-

sponsoring?  

Das Potential für Gaming sehr gross. eSports in der Schweiz doch noch sehr klein (nur 300 

Profi Gamers aktiv). Aber schon alleine die Core Gamers (seriösen Gamers) haben eine viel 

grössere Anzahl Personen und werden daher auch in der Zukunft attraktiv bleiben.  
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Question 10: Can you share some information on Swisscom’s future plans for eSports-

sponsoring? Increase, reduce, keep as it is?  

Noch nicht klar wie es mit der Liga weitergeht à geht um Lizenzfrage. Einzelne Games und 

Mitsponsoren möchten die Ligen verändern und ihr eigenes Ding machen (keine Einheitliche 

Form mehr). Swisscom hat aber Interesse und ist in Diskussionen, um aktiv zu bleiben im 

eSports-sponsoring.  

Grundsätzlich laufen die Verträge noch bis nächstes Jahr und man möchte auch präsent 

bleiben aber die Zielgruppe etwas erweitern. Da hat man aber noch keine Resultate, ob dies 

erfolgreich ist bis jetzt oder nicht.  

Question 11: Was does the competition do? 

Konkurrenz ist im Stand heute nicht sehr gross, denn Swisscom sponsort die grösste 

Schweizer Liga und hat somit auch noch eine Sonderstellung im eSports in der Schweiz, dies 

gibt Kredibilität.  

 

Interview with Zurich Insurance Gruppe (Germany) – Barbara Kaltz 

Question 1: You work at Zurich Insurance as Head of Sponsorship & Activation. How 

long have you been in this position?  

In diese Funktion, Leitung Sponsoring, bin ich seit 3.5 Jahren. Vorher habe ich die Dinge im 

Bereich Aktivierung geleitet, im Brand Marketing, d.h. gesamte Aktivierung (Social Media, 

etc.). Dabei war ich nicht die direkte Ansprechpartnerin, aber immer mit dabei. Seit Beginn 

bin ich auch die Hauptverantwortliche für das Sponsoring mit dem Deutschen Olympia Team 

und Direktkontaktperson, da es bei uns in der Werbung gemacht wird bzw. wurde.  

Schon seit ein paar Jahren bei der Zurich Insurance Deutschland.   

Question 2: What is the strategic purpose/role of sponsorship for Zurich Insurance? 

Example: Awareness, attention, brand consideration, new target group acquisition, 

image shaping 

Für uns, im Moment, das Tool worüber wir die Markenkommunikation machen. Dieses Jahr 

wäre Olympia im Fokus gewesen und es hätte eine gesamte Kampagne zum Thema Sport und 

Olympia gegeben. Derzeit machen wir keine Produkte oder Image Kampagnen, da die Zurich 

Versicherung das neue Image noch nicht ausgearbeitet hat. Wir nutzen das Sportsponsoring 

wirklich für die Kommunikation um ganz klar da positive Geschichten mit unserer Marke 

belegen könne. Positivität ist immer sehr wichtig. Über Positive Sachen Geschichten erzählen 

– unser Hauptaugenmerk. Deshalb ist es auch so wichtig das Sponsoring zu Aktivieren und 

nicht nur für Branding zu gebrauchen. Man muss wirklich dahinter 

Kommunikationsmassnahmen haben, grosser Bereich natürich Social Media. Für uns der 

Content-Bringer auch im Bereich Social Media. Wir versuchen die Werte zu transportieren 

die uns als Zürich ausmachen, wie z.B. Leidenschaft, Innovation, Dynamik. Wir haben 

natürlich auch KPIs dahinter, auch dieses Jahr wollen wir die Sponsoring Awareness steigern, 

um darüber hinaus natürlich auch die Brand KPIs positive zu beeinflussen. Was wir wissen 

ist, dass Sponsoring einen signifikant positiven Effekt auf alle Sales Funnel Werte hat, also 

alle Brand KPIs. Gerade was Sympathie betrifft, Personen, die wissen, dass wir die Olympia 

Mannschaft sponsoren, halten uns für sehr viel sympathischer als Person, die es nicht wissen. 

Wir haben im Relevanz Set einen grossen Uplift: «Relevance Lift». Wir machen mit Nielsen 

Sports eine Sponsoring Link Studie: Bei Sponsoringkennern, 33% in Relevanz vs. 17% und 

für Top Choice bei Sponsoringkennern 11% vs. 3% bei Nichtkennern. Das ist also der 
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Hauptgrund, warum wir Sponsoring machen. Wir müssen natürlich versuche, dass viele 

Menschen unser Sponsoring kennen, um das Relevanz Set vergrössern zu können, aber das ist 

auch eine Budget Frage.    

Imagewerte sind auch bei den Sponsoringkennern signifikant besser bewertet: Zuverlässig, 

qualitativ hochwertig, Partnerschaft, modern. Gerade bei dynamisch, modern und jung hilft 

auch bereits ein normales Sponsoring (nicht nur Sportsponsoring) um diese Werte positiv zu 

beeinflussen.  

Follow-up question 2.1: Which target group(s) are you focusing on? 

Haben einen ganz klaren Fokus auf Silo-Segment 2, Personen ca. 40 Jahre alt, hohes 

Einkommen, wohnen im Steckgürtel einer Grossstadt, Familienmensch, in Sportverein 

engagiert. Eine kräftige Zielgruppe, die sich auch auszeichnet, dass sie eine 

Vermittlerberatung in Anspruch nehmen, nicht alles online machen. Diese benutzen wir für 

Olympia und Triathlon Union. Auch in Media versuchen wir diese Zielgruppe anzusprechen. 

Denn das Geld reicht nicht aus, um alle Zielgruppen ansprechen zu können.  

Im Social Media haben wir Personas definiert, Silo- Segment 2 und auch jüngere. Gerade 

eFootball, eSports ist dafür, um eine jüngere Zielgruppe mit dazu zunehmen und diese auch 

detaillierter ansprechen zu können. Darum sind wir auch ins Thema eSports eingestiegen. 

FIFA Spieler sind ca. 30 Jahre alt und auch sehr kaufstark. D.h. meistens hohes Einkommen 

und in einer jetzigen Studie zeigen Sie überdurchschnittliches Interesse an Sportwetter und 

Versicherung (Studie mit Nielsen), was interessant ist für uns.  

Question 3: In sponsorship does Zurich Insurance follow a first-mover approach or is 

your strategy more reserved? Please explain why or why not. 

(First-mover definition: Sponsorship in industries/of projects which are on the rise or 

uncommon, e.g. startups à being first to this sponsorship market) 

Wir beschäftigen uns bereits seit 4 Jahren mit eSports und haben auch schon 3-4 Workshops 

mit ESL gemacht vorgängig. Aber auch schnell entschieden, dass Ego-Shooter Spiele nicht 

passen sind zur Marke (e.g. Lebensversicherung kann man da nicht verkaufen) und sie sind 

auch zu international (LoL etc. zu global). Oftmals sind solche Sponsoringengagements auch 

sehr teuer, zu teuer für uns (über 1 Mio.). Darum sind wir auch auf ESL gekommen. Das erste 

was wir gemacht haben war bei Olympia in Pjöngjang. Dort haben wir mit einem Influencer 

gearbeitet der als Kommentator dabei war; es war eher eine kleine Aktivierung (Februar 

2018). Anfang letzten Jahres, als klar war, dass wir das Olympia Engagement verlieren 

werden, habe ich eine neue Sponsoringstrategie geschrieben. Dabei war schnell klar, dass 

eSports gemacht werden will und muss und wir in den Bereich Fifa gehen werden. Grund 

dafür, es ist ein internationaler Markt, der sehr stark in Deutschland vertreten ist. Wir sind 

jetzt nicht die erste Versicherung im eSports, aber einer der ersten etwas grösser machen (z.B. 

Schalke hat ein eSports-Team und die RSV Versicherung ist Sponsor). Richtig grosse Sachen 

macht keine andere Versicherung. Wir haben auch überlegt ob wir das Naming Right der 

virtuellen Bundesliege übernehmen – war lange Tag Heuer – haben dann aber nicht gemacht 

weil A) die sind nicht aus dem «Quark» gekommen und B) hätten wir nur ein Branding 

gehabt aber ohne Spieler mit Influencer. Also wir sind nicht die ersten, aber mit die ersten.  

FIFA wurde getroffen, weil man das besser «targeten» kann. In Deutschland über 6 Mio. 

FIFA Spieler und meistverkaufte Konsolenspiel in Deutschland – sehr beliebt. Es hat auch die 

Nähe zum klassischen Sport und man muss keine Diskussionen stellen warum man in Ego-

Shooter Spiele ist. Hat auch steigende Medienrelevanz, virtuelle Bundesliege, 
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Weltmeisterschaft. Hospitality ist möglich und Aktivierung und es gibt auch eine 

Nationalmannschaft (2 unserer Spieler sind da drin).  

Als Zürich sind wir Premium Partner des Teams Fokus Clan, momentan das populärste Team. 

Haben auch 3 Spieler, die sehr gut sind und einer hat die meisten Followers: 1.5 Mio. 

Followers. Auch eins der wenigen Teams (von 2) in Deutschland, die ihr eigenes Teamtrikot 

im Team haben und über das Trikot ist da Zürich Logo im Spiel präsent, ab FIFA 21 Spiel ab 

September. Bandenwerbung momentan noch nicht, aber wenn wir das möchten wäre der 

Ansprechpartner Sony oder EA und ein Sponsoringvertrag würde über sie laufen.  

FOKUS CLAN Trikot ist im November reingekommen und in ersten 5 Wochen wurden 

bereits 2.7 Mio. Matches mit diesem Trikot gespielt. Somit auch weltweit das beliebteste 

Trikot alles eSports-Teams weltweit. Ein grosser Erfolg auch wenn momentan noch ohne 

Zurich Werbung.  FOKUS CLAN positioniert sich als «Love Brand» und wollen die Marke 

im FIFA werden.  

Question 4: Based on my research, I found that Zurich Insurance is active in eSports-

sponsoring through team-sponsoring of FOKUS CLAN, since 2020. Is that correct?  

Yes. That is correct. 

Follow-up question 4.1: Is it the first sponsoring engagement in eSports? 

This is the first time we are doing something in eSports. It is just Zurich Germany.  

Follow-up question 4.2: Did you work with a sponsorship agency to learn about eSports? 

Dass wir FIFA machen war eine in-house Entscheidung, die sehr schnell klar war. Dann 

kamen die Angebote, virtuelle Bundesliga und FOKUS CLAN, sind über eine Agentur 

gekommen. Entscheid war aber intern, denn die gesamte neue Sponsoring Strategie wurde 

inhouse gemacht. Agency ist vor allem aktiv, wenn es um die Aktivierung und Massnahmen 

drum rum geht.  

Question 5: What were your main decision drivers to engage in this particular type of 

eSports-sponsoring? Goals, intentions, etc. 

Natürlich junge Zielgruppe und grosser Reach. Ein weiteres wichtiges Thema, dass wir es 

sehr gut mit Social Media verknüpfen können, da wir uns auch im online Bereich bewegen. 

Ansteigende Follower zahlen, 2.5 Mio. Followers und mehr. Social Media hat eine grosse 

Wichtigkeit für eSports. Social Media gehört auch zu Sponsoring, nicht im Brand. Somit 

gewinnt Social Media natürlich auch an Wichtigkeit.  

Follow-up question 5.1: Did you consider any other type of eSports-sponsoring? 

Event ist nicht unser Thema da nur punktuell, sehr teuer, und zu international. Wir wollen 

nicht so international gehen. Das macht nur Sinn, wenn du eine Marke hast du einen tollen 

Stand machen kann und etwas hast zum Präsentieren. Als Versicherung sind wir da falsch. 

Aber mit FIFA haben wir auch Eventmöglichkeiten, wie z.B. Endspiele. Meet & Great oder 

Gewinnspiele und Ticketverlosen oder medienmässig mitnehmen. Dies ist alles Teil des 

Vertrags (haben auch immer Tickets).  

Nationaler Fokus ist übergreifend auf die gesamte Sponsoringstrategie, nicht nur 

Sportsponsoring. Immer national bleiben und am meisten profitieren zu können.  

Question 6: Are there also some disadvantages of eSports-sponsoring?  
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Keine Probleme, überhaupt nicht negativ oder Schwierigkeiten. Auch die Presse hat das 

schnell und positiv aufgegriffen. Auch intern wurde es sehr positiv aufgegriffen (“endlich 

machen wir das») auch Maklerbetreuer haben sehr positiv darauf reagier («super für junge 

Maklergruppe, die alle FIFA spielen). Durchs Band durch nur positive Reaktionen.  

Auch an paar Kongressen sind Vertriebe bereit nun einen kleinen Stand zu machen mit 

eSports. Sind auch dabei uns zu überlegen ob wir intern ein Zürich FIFA Turnier machen 

können und der Gewinner dann evtl. ein Treffen mit einem der FOKUS CLAN Spieler haben 

kann. Es wäre auch eine Möglichkeit dies übergreifend mit Zürich Bus oder global sogar zu 

organisieren.  

Im direkten Vergleich zum traditionellen Sportsponsoring, keine negativen Sachen. Gibt 

natürlich die Personen, welche es nicht als Sport sehen, z.B. DOSB. Wir sehen es als Sport 

oder zumindest eine Sportveranstaltung. Aber mit Nordwestrheinfallen ist es auch ein 

Bundessektor der eSports sehr positiv sieht und aufnimmt. Gibt aber natürlich auch immer 

Kritiker.  

Viele haben eine negative Idee von eSports, aber sobald man Jüngere fragt, auch jüngere 

Führungskräfte, die sehen es sehr positiv. Ältere Leute haben manchmal Vorurteile. Aber bei 

uns ist auch der Betriebsrat dabei (Diskussion im Pausenraum FIFA Konsole aufzulegen).  

Question 7: Did you face some critical incidents when entering eSports-sponsoring?  

Nein, überhaupt nicht.  

Question 8: Based on your experience, what are some “must-have elements” for non-

endemic brands, when wanting to enter eSports-sponsoring? 

Es hilft auf jeden Fall, wenn man inhouse jemanden hat der sich auskennt. Seit Januar haben 

wir einen Kollegen im Social Media Bereich, der sehr aktiv ist im eSports und sich mit FIFA 

auskennt. Das ist eine sehr grosse Hilfe.  

Dann natürlich die richtige Agentur. Unsere Agentur hat auch eSports Specialist.  

Wichtig ist dann aber vor allem auch eine Aktivierungsstrategie und zu wissen wie man es 

nutzen möchte. Z.B. nur Logopräsenz oder auch Engagement damit zu generieren. Im 

Sponsoring sagen wir immer Zürich ist ein “Enabler” um z.B. einen FOKUS CLAN Spieler 

kennenlernen zu können. Dafür nutzen wir Sponsoring Engagements.  

Question 9: Can you share some information on Zurich Insurance future plans for 

eSports-sponsoring? Increase, reduce, keep as it is?  

Wir beschäftigen uns gerade damit wie es 2021 weiter gehen wird, ohne Olympia. Wir haben 

jetzt neue eSports und Triathlon Union, aber es sind beide keine Ablöse von der Olympia 

Mannschaft. Momentan sind wir noch nicht so weit, aber wir könne uns vorstellen auch 

längerfristig im eSports dabei zu sein.  

 

Appendix 5: Interview transcriptions (companies not active in eSports-sponsoring) 

Interview with Helvetia Insurance – Daniel Brunner  

Question 1: You work at Helvetia Versicherung as Head Corporate Brand Management. 

How long have you been in this position?  

Seit 15 Jahren. 
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Question 2: Did you have any previous work experience in sponsorship before this 

position?  

Ich bin nicht nur im Sponsoring tätig, sondern im Brand Marketing. Sponsoring is ein 

Teilbereich von Brand Marketing und wird in drei Teile aufgeteilt bei uns.  

Question 3: What is the strategic purpose/role of sponsorship for Helvetia?  

Example: Awareness, attention, brand consideration, target group acquisition, image 

shaping 

Grundsätzlich der Awareness Teil, in einer positiven Konvertierung. Alle die Sport 

Sponsoring machen wollen von dem Image das Sport hat als gesellschaftlich-akzeptiert, 

gesund, ein Teil auch an die gesellschaftliche Verantwortung (nicht nur Spitzensport, sondern 

auch Sport insgesamt und Jugendsportförderung).  

Speziell für Skisport, ist ein anderer Zweck auch der Transporteur von Swissness (inkl. 

Österreich und Deutschland). Dies hilft gewissen Länderteilen, um dort etwas 

mitzutransportieren, was nicht explizit kommuniziert wird.  

Die Awareness hängt mit Konfiguration zusammen, wie die Helvetia am Markt operiert und 

das Produkt wo verkauft wird. Versicherungen werden nicht verkauft (evtl. nur 

Autoversicherung oder Krankenkasse, oder BVG als Unternehmen) aber im kollektiven 

werden Versicherungen nicht verkauft. Es ist ein schwieriger Vorgang als bei einem Handy 

oder großartigen Auto - dies verkauft sicher einfacher. Darum muss eine Versicherung eine 

«Gutwetterlage» schaffen, damit der Kunde mindestens eine Wiedererkennung hat und dies 

vor allem positiv, da kommt Sponsoring ins Spiel 

Follow-up question 3.1: Which target group are you focusing on? 

Drei grosse Gruppen im Sponsoring die Zielgruppenspezifisch fahren. 

Man kennt relativ gut wer ist der Konsument des Skisports. Demografie beim Skisport wird 

auch älter, aber von der medialen Geschichte, ist es immer noch die grösste 

Konsumentengruppe von allen Sportaktivitäten und fallen immer noch in die aktiven 

Erwerbsleben ca. 42 Jahre. Würden gerne mit 32 Jahre schon dabei sind, aber hier gibt es 

regionale Unterschiede. Urbane Region Zürich interessiert sich weniger für die Ski-

Zielgruppe als andere.  

Für jüngere Generationen ist Helvetia beim Schweizer Fussball Sponsoring dabei. Fussball 

afines Publikum (vor allem Ausländer), urbanes Publikum und Frauen gehören zu den 

grössten Ansprechgruppen (alles Erwachsene). Eine andere Zielgruppe wie beim Skisport.  

Art Sponsoring: Um das das philosophisch kritische Konsumentensegment anzusprechen. 

Als letztes, hat die Helvetia 600+ kleinere lokale/regionale Engagement sowie 

Bubenschwingen am Donnerstagabend, Kantonal Jodlerfest in Berner Oberland, Ostschweizer 

Schwingfest, Musical und Dorffest, Schülertheater, etc. Dies sind alles sehr lokalbezogene 

Engagement, immer voll und ganz in der Zielgruppe. Sie sind regional ausgerichtet und 

werden zusammen mit der Region ausgearbeitet, um sicherzustellen, dass die richtige 

Zielgruppe angesprochen wird. Es geht darum sich mit der Region und der Schweiz zu 

identifizieren und zu unterstützen → in der Verkaufsfläche etwas Gutes tun (kein 

strategisches Engagement). Diese haben aber trotzdem teilweise einen Wert von 30’000-

50'000 CHF von Sponsoringseite her.  
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Question 4: Based on my research, I found that Helvetia is currently not active in 

eSports-sponsoring. Is that correct?  

Helvetia hat einen anderen Weg gewählt zu diesem Thema. Momentan nicht im eSports tätig, 

waren aber dabei zu Zeiten 2006-2011. Ski Challenge war damals das Engagement, aber dies 

inkl. der dahinterstehenden Firma gibt es leider nicht mehr (Helvetia hatte eine europaweite 

Verbreitung von ca. 20 Mio.).  

Momentan gibt es kein Ski eSports Game, darum versucht die Helvetia im Hintergrund etwas 

aufzuziehen. Helvetia würde sich als Publikation von diesem Spiel beteiligen.  

Autorennen könnte auch eine Variante sein; momentan ist der Porsche Cup von Tag Heuer 

interessant. Dabei könnte Helvetia mit einem Seitenthema einsteigen (sind in Abklärungen). 

Auch in der FIFA bzw. UEFA Spielen ist Helvetia in Diskussionen, um den Fussballsport im 

eSports aufzugreifen.  

Momentane Lage ist aber so: Helvetia hat noch nichts Konkretes im eSports Bereich in 

Sachen Sponsoring, aber befasst sich durchaus mit dem Thema, aber nur Sport bezogene 

Games kommen in Frage.  

Helvetia hat sich dazu entschieden an den Orten von den Shooting Games präsent zu sein, 

ohne damit direkt identifiziert zu werden, darum hat Helvetia sich dazu entschlossen in die 

Swiss Drone League einzusteigen als Hauptsponsor. Diese findet immer parallel zu diesen 

Wettkämpen statt (haben eine Korporation bei Grossveranstaltungen), darum gelangt Helvetia 

so zu den gleichen Zielgruppen, denn diese Laufen aus den Stadien und können dort 

abgefangen/angesprochen werden. Zudem sind momentan Bestrebungen im Gang, dass man 

diese Drone Wettkämpfe virtuell und nicht mehr physikalisch fliegen kann und somit würde 

dies dann auch zu einem eSports werden (e.g. Europameisterschaften auf rein virtueller 

Form). Helvetia ist sich am Überlegen dort einzusteigen.  

Thema ist eSports ein Sport: Spielt für Helvetia keine Rolle, Helvetia interessiert nur wie viel 

Fläche erhaltet die Firma in der Werbebranche und wie ist das Image dieses Spiel.  

Question 5: Have you considered eSports-sponsoring at all before?  

Vor 4 Jahren hat die Helvetia das Thema eSports wieder aufgegriffen, aber dabei gibt es eine 

grundsätzliche Regel: Helvetia wird nie in Shooter Games einsteigen, auch wenn es noch so 

gut auch als Strategiespiel verpackt werden kann (e.g. Fortnite – Shooter Game). Dies wird 

allen Ländern verboten, aber ist nicht immer einfach. Es gibt ein paar Ländern, welche sehr an 

solchen eSports Games interessiert ist, aber da wird sich nichts daran ändern. 

Follow-up question 5.1 (if yes only): What are some potential benefits you could see 

arising from eSports-sponsoring?  

Grosse Zielgruppe ansprechbar und vor allem auch jüngere Generation. Zudem kommt dazu, 

dass es ein “Hitness-Style” eine Trendsportart. Das ist aber immer die Frage zu welchem 

Zeitpunkt steigt man ein. Vor allem für eine Firma wie Helvetia, 152 Jahre am Markt, wird 

nicht mit modern in Verbindung gebracht. Als Versicherung muss man nicht immer modern 

sein, aber man versucht trotzdem hin und wieder einen Lichtpunkt zu setzten und zu zeigen, 

dass Helvetia auch mit der Zeit geht, weiss um was es geht und nicht veraltet bleibt.  
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(Herr Brunner ist aber der Meinung, dass sicher der begeisterte Gamer dadurch überzeugt 

wird, dass Helvetia modern ist. Kann nur überzeugt werden, dass es eine coole Sache ist, dass 

Helvetia dabei ist, aber der philosophische Transfer findet nicht statt durch ein eSports-

Sponsoring. Wird nur immer gedacht, aber ist nicht wirklich ein Effekt.) 

Question 6: Why do you believe traditional sponsorship enables the achievements of 

your strategic goals better than eSports-sponsoring? 

Generell gibt es aber kein Grundsatzvorbehalt für eSports oder in andere sportbezogenen 

eSports Games einzusteigen, sondern man sollte die Entwicklung anschauen. Die Aufgabe 

eines Sponsoringverantwortlichen ist es auch nicht eine moralische Meinung zu haben (ausser 

bei Shooter Games), sondern das Ziel sollte sein wie kann ich Helvetia zum bestmöglichen 

Preis, am Meistmöglichen sehen und positiv konvertiert. Sponsoring sollte nicht aus 

altruistischen Gründen entstehen, sondern ein Zweck sollte erreicht werden.  

Natürlich gibt es aber ein gesellschaftlicher Aspekt, welcher in Betracht gezogen werden 

muss, denn dieser hat einen Effekt auf die Konversation. Wie ist die Wahrnehmung? Ist es 

positive oder negative? Helvetia schaut auf dies und ist auch daran gebunden. Dazu kommt 

dann natürlich noch die finanzielle Limite. 

Question 7: Were there split opinions on the “misfit” of eSports-sponsoring for Helvetia? 

Was this decision clear from the beginning?  

Nein, es gibt ein grosser Konsens in der Geschäftsleitung, dass eSports eine interessante 

Möglichkeit ist, aber Helvetia nie in Shooter Games investieren wird.  

Question 8: Generally speaking, in your opinion, what are the biggest 

challenges/difficulties for non-endemic brands in eSports-sponsoring? 

Image Assoziation mit Shooter Games: In Schulen gibt es heutzutage viele gestörte Kinder 

und darum benötigt es in jeder Klasse eine Lehrkraft mit spezieller Agogischen Ausbildung. 

Mit dem Sponsoring von solchen Shooter Games, ist Helvetia der Meinung, dass solches 

gewaltätiges Verhalten gefördert wird. Diese Image Assoziation möchte Helvetia nicht.  

Schwierigkeiten (bezogen auf Drone Racing Engagement):  

➔ Wichtig: Helvetia ist relativ gut geübt in Sachen Sponsoring. Dies ist eine 

Voraussetzung die sehr wichtig, hilfreich ist und man haben muss. 

Grundsätzlich, ist aber Drone Racing nicht sehr anders als die restlichen Sponsoring 

Engagements. Natürlich ist die Wirkung auf sozialen Media grosser, aber auch traditionelle 

Medienpräsenz ist dabei (SAT 1). Nach aussen gib es also sehr viele Ähnlichkeiten zu den 

traditionellen Sponsoringengagement, aber nach innen gibt es viele Unterschiede. 

Informationsarbeit Innhaus ist sehr wichtig. Helvetia ging damals an eine Tagung, um Drones 

fliegen zu lassen; das Ziel war es den Personen im Aussendienst Begeisterung für Drones zu 

geben, um das Engagement schlussendlich bei Kunden auch besser verkaufen zu können. Hier 

hat aber Helvetia auch noch Verbesserungspotential.  

(Herr Brunner ist der Meinung, dass ein Expertenwissen nicht eine Voraussetzung ist. 

«Learning by doing» ist im Marketing sehr stark vorhanden. Wichtiger ist das Vorhandensein 

von klaren Ideen für was man ein Sponsoringengagement oder Marketingtool einsetzen 

möchte, bevor man über Sponsoring spricht. Es muss klar sein wie das Sponsoring bei einer 
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Firma funktioniert. Der Entscheid ob eSports eine guter Fit ist, sollte gut analysiert und keine 

schnelle Entscheidung sein. Es sollte auch kein CEO Entscheid sein, sondern die Frage 

«Warum» sollte klar beantwortet werden können.) 

Beispiel Helvetia: Sie haben bemerkt, dass sie eSports Orten präsent sein möchte, aber nicht 

im eSports selbst. Die Community von eSports wollte Helvetia erreichen, darum war Drone 

Racing eine gute Wahl. 

Im Idealfall sollte eine Firma eine Auswahl an Sponsoringengagement haben und davon 

entscheiden können, was passt am besten, um ein bestimmten Themenfeld ansprechen zu 

können.  

Expertenwissen an sich, ist natürlich hilfreich. Wenn man dies aber vorgängig nicht hat, gibt 

es verschiedene Möglichkeiten, sich dieses anzuschaffen (Workshops, Messen, Eventbesuche, 

etc.); ist aber eine Ressourcenfrage. Es ist wichtig ein Gefühl für den Markt zu erhalten, in 

welchen man einsteigt, denn nur so kann man die richtigen Entscheidungen treffen und 

erfolgreich sein.  

 

Interview with Mercedes-Benz – Christoph Brechtbühl 

Question 1: How long have you been in this position?  

Seit 2 Jahren plus minus bin ich bei Mercedes, also seit Juni 2018. Ich bin ein Auto Guy. 

Habe gerade ein Marketingstudium gemacht und ein MBA immer im Bereich Automobil.  

Question 2: Did you have any previous work experience in sponsorship before this 

position?  

Sponsorship habe ich immer schon ein bisschen betreut aber noch nie nur Sponsoring und 

Events vorher. D.h. die jetzige Position ist ein besser fokussierter Blickwinkel als früher. 

Dazu kommt der Unterschied je nach Marke, manchmal ein Teil von Marketing oder es ist ein 

spezifischer Teil Eventsponsoring. Seit 2 Jahren ist Eventsponsoring ein Thema für mich, 

dazu gehören die klassischen Events, welche wir selbst haben, wo auch eSports dazugehören 

würde, sowie Botschafter (Brand Ambassador).  

Question 3: What is the strategic purpose/role of sport sponsorship for Mercedes-Benz 

Schweiz AG? Example: Awareness, attention, brand consideration, new target group 

acquisition, image shaping 

Ist eigentlich nicht so eine einfache Frage, weil wir diverse Engagements haben, welche auf 

verschiedene Ziele zielen. IM Fokus ist schon Image Shaping in Verbindung mit Brand 

Consideration und Brand Loyalität, also bestehende Kontakte. Wobei wir aber auch 

Sponsoringtätigkeiten haben, welchen einen Fokus auf Neukunden haben. Der Vorteil unserer 

Marke, sie ist sehr bekannt. Aber von den Themen ist es dann auch nochmals abhängig was 

wir erzielen möchten. Z.B. beim Thema Elektromobilität ist sicher klar der Fokus Awareness 

und Image Shaping, auch zu zeigen was ist EQ, was Elektromobilität, wie fährt man so ein 

Auto. Dann gibt es klassische Brand Consideration, wenn es um Fomula E oder um «Chasing 

Cancellara» (ein Radformat mit Fabian Cancellara) geht zum Beispiel. Und dann haben wir 

aber auch noch gewisse Themen wo es klassisch um New Target Groups geht, z.B. Fomula E 

oder Genf Autoshow. Darum ist es sehr vielseitig. Bis vor ein paar Jahren hatten wir auch 

Reitsport CSI (seit 3 Jahren ausgestiegen) und auch Fashion. Reiten hat aber mit dem Modell 

respektive der Strategieform nicht mehr gepasst. Wenn ich mich entscheiden müsste für ein 
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Fokus, dann ist es sicherlich Brand Awareness und Loyalität, also bestehende Kunden auch 

Hospitality-mässig betreuen zu können.  

Follow-up question 3.1: Which target group(s) are you focusing on? 

Wir haben zwei Zielgruppen im Wesentlichen. Wir haben die bestehende Zielgruppe, ein 

grosses Sponsoringengagement für diese ist das Zurich Film Festival. Dort haben wir im 

Bereich von Hospitality, sowie Tickets, etc. ist der Fokus klar auf den bestehenden Kunden. 

D.h. wir laden sie ein, man pflegt sie, man präsentiert Autos und hoffentlich kann man dabei 

auch etwas auslösen für die Loyalität. Der zweite Fokus ist Neukontakte. D.h. im Beispiel 

vom Film Festival, alle Kunden, die das Festival besuchen, die über das Gelände laufen, dass 

diese einen Bezug zur Marke erarbeiten können, da sie noch keinen grossen Bezug hatten, 

und mit diesen auf emotionaler Ebene zu kommunizieren. Durch Sponsoring Lead generieren, 

Acquisition, ist eigentlich bei allen Sponsoring-Plattformen ein Thema, im Vergleich zum 

Event-Marketing. Aufgrund der Reichweite vom Sponsoring geht es in den meisten Fällen 

darum Neukunden zu generieren oder wenigsten Attention auf die Marke zu bringen. Bei 

Event-Marketing mehr für bestehende Kunden und Loyalität.  

Follow-up question 3.2: Is Mercedes-Benz Schweiz AG collaborating with an agency to 

develop its sponsorship strategy? 

Wir haben ein Team von 5 Leuten, die Strategie liegt bei mir und ist auch viel auf die 

Unternehmensstrategie abgestützt. Denn Sponsoring hat eine Rolle im Unternehmen und ist 

nicht einfach Selbstzweck. Die Strategie sind wir auch gerade aktuell am Hinterfragen, 

zusammen mit dem Betriebschef und CMO. Dabei geht es darum was sind die genauen 

Zielsetzungen für die jeweiligen Engagements. Ist es eher Marke, also eher auf der 

Markeneben und macht man etwas für die Markenloyalität, Awareness, Bekanntheit oder ist 

es eher ein Businessanteil, sprich möchte man auch konkret kommerzielle Ziele verfolgen. 

Und wenn ja, wie viel. Und der dritte Anteil wäre noch Employee-bezogen. Gesellschaftliche 

Engagements für Mitarbeiter, d.h. Employee-Engagements, in dem Bereich etwas entwickeln. 

Generell ist Sponsoring für uns vor allem eine Plattform für B2C. B2B wären für uns Auto-

Grosskonzerne, was tendenziell immer heikel ist rechtlich gesehen. Daher sind die klassischen 

Sponsoring-Plattformen immer heikel Compliance-mässig für B2B.  

Question 4: In sponsorship does Mercedes-Benz Schweiz AG follow a first-mover 

approach or is your strategy more reserved? Please explain why or why not. 

(First-mover definition: Sponsorship in industries/of projects which are on the rise or 

uncommon à being one of the first brands in a sponsorship market) 

Wir haben in den letzten 10 Jahren sehr viel für die Marken-Verjüngung gemacht. Mercedes 

ist doch ein Brand, der bereits alt ist und in vielen Köpfen auch eher traditionell und eher 

verstaubt ist. Daher ist Sponsoring auch dafür zuständig neue Kontakte anzugehen und 

innovativ zu sein. Beim Thema Fashion vor 10-15 Jahren auf Konzernebene war das bereits 

zu erkennen. Und das ist auch ein Grund warum wir uns vom Reitsport verabschiedet haben. 

Marken-Verjüngung ist wesentlich. Auf Stufe Konzern ist man aktiv auch im Bereich eSports, 

das ist definitiv ein Fokus auch mit der klaren Zielsetzung sich mit einer neuen Zielgruppe 

auseinander zu setzten, mit Leuten, welche vielleicht noch nicht alle Auto fahren, aber in 5-10 

Jahren vielleicht. Und auch das Thema Digitalisierung und Innovation sind beim eSports viel 

mehr präsent als bei den klassischen Sponsoring-Plattformen. Das ist ein wesentlicher Punkt, 

dass man sich mit neuen Themen immer wieder beschäftigt, sonst ist man austauschbar. 

Bereiche, welche von bereits 20 Marken besetzt sind im Sponsoring sind austauschbar.  
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Question 5: Based on my research, I found that Mercedes-Benz Schweiz AG is currently 

not active in eSports-sponsoring. Is that correct?  

Ja, das ist richtig. In der Schweiz sind wir noch nicht tätig im eSports, aber im Konzern schon. 

Auf Konzern-Ebene im Grosseinstieg aber in der Schweiz noch gar nicht.  

Der Grund dafür ist, dass im Moment eSports vor allem in den USA und dann noch 

Deutschland eine wichtige Rolle spielt. In Deutschland machen wir da auch grössere Sachen 

mit der Mercedes-Benz Arena. In der Schweiz, momentan, ist es noch zu wenig 

kommerzialisiert, das kann sich natürlich noch positiv entwickeln. Von der Reichweite sind 

wir am Beobachten wie es sich entwickeln, auch wie das Umfeld ist und auch von den 

Emotionen wie sich das Ganze professionalisiert hat. Vor ein paar Jahren hatte eSports noch 

einen “nerdigen Groof», eher emotionale verwahrloste Gamer, welche nichts anderes machen. 

In der Breite ist das sicherlich nicht mehr so, es ist keine Randerscheinung mehr. Aber eine 

wichtige Frage für uns ist, wie relevant ist es in der Schweiz und wie viel wird es gespielt. 

Wir sind es uns am Anschauen und wir tauschen uns mit Experten aus, um zu entscheiden ob 

wir uns engagieren sollen und können.  

Question 6: Have you considered eSports-sponsoring before?  

Follow-up question 6.1 (if yes only): What are some potential benefits you could see 

arising from eSports-sponsoring?  

Die Vorteile sind sicher, dass es etwas relative Neues ist. Es digital innovativ, bei unserer 

Marke reden wir von jungen Leuten, vernetzt, autonom-fahrende Fahrzeuge, digitale Daten. 

Bei dieser Kommunikation als Marke lande man sehr schnell beim Thema eSports. Also nicht 

vom klassischen, sondern innovativen Bereich. Das ist eine Chance und momentan kann man 

sich auch noch positionieren in dem Bereich, er ist noch nicht überrannt von anderen Marken 

oder zu vielen Marken.  

Wir haben sicherlich auch den Vorteil, dass wir mit dem Konzern bereits involviert sind und 

im eSports einer der grössten Sponsoren sind, wir sponsoren auch viele internationale grosse 

Events. D.h. wir können diese Erfahrung nutzen. Und dann auch die Emotionalität. Wenn 

man sich die Videos von Live Events anschaut, wie viele Leute da vor Ort sind, das ist eine 

reisen Chance. Es hat eine extreme elektronische Reichweite, denn es sind noch viel mehr 

Personen im Live Streaming mit dabei als vor Ort. Und das sind alles Personen aus seiner 

Zielgruppe, welche in der Zukunft spannen werden für uns – nicht gerade heute und morgen 

ein Mercedes kaufen möchten, aber doch für die Marktführung und Positionierung spannend 

sein könnte.  

Im Vergleich zum traditionellen Sponsoring kann man mit eSports eine viel grössere Masse 

ansprechen mit einer enormen Reichweite. Dazu kommt, dass die COVID-19 Lage gezeigt 

hat, dass auch immer ein virtueller Event zu einem physischen Event dazugehören sollte, bzw. 

den physischen Event digital erweitern oder die Reichweite vergrössern können.  

Question 7: Why do you believe traditional sponsorship enables the achievements of 

your strategic goals better than eSports-sponsoring? Example: Formel 1 & DTM vs. 

eSports games 

Bezüglich den “Gefahren” von eSports oder warum nicht eSports, überlegen wir uns ist es in 

der Schweiz überhaupt präsent. Gibt es Plattformen, welche zu unserer Marke passen und 

unsere Werte tragen können, das alle so spielen können. Im Vergleich zu Fussball (physischer 

Event): Spielt jeder der physisch vor Ort ist und Fussball schaut auch FIFA? Wenn ja, in der 

Schweiz oder direkt in Deutschland?  

Und hat man mit der Marke als Automarke, also nicht-endemisch, eine Relevant im eSports 



95 
 

mit unserer Tätigkeit oder ist es einfach ein Engagement und Präsenz, welche aber nicht von 

der Zielgruppe getragen wird. Das ist noch ein wichtiger Punkt. Wir müssen auch für die 

Zielgruppe relevant sein. Diese drei Themen sind wir uns am überlegen und könnten uns an 

einem Einstieg hindern.  

Question 8: Were there split opinions on the “misfit” of eSports-sponsoring for 

Mercedes-Benz Schweiz AG? If yes, please explain why.   

Wir haben das Thema noch nicht gross in der Breite besprochen, d.h. wir kennen die Meinung 

des CEOs und CMOs nicht. Ich persönlich habe das Gefühl, dass es zum Thema eSports einen 

ziemlichen Wandel gegeben hat. Vor einem Jahr war es noch als Randsport, Nerd-Sport, nur 

Business-relevant für endemische Marken bekannt. Aber wenn man heute anschaut, dass ein 

16 Jahre alter Gamer 3 Millionen gewinnt und tausende von Personen an einem Event live 

dabei sind, merkt man schnell, dass es zu einem Hype geworden ist. Die Frage ist da aber: 

Bleibt es ein Hype oder was wird passieren? Und wie sieht es in der Schweiz aus? Wie ist es 

für Schweizer Firmen auf Schweizer Plattformen?  

Question 9: How does the global sport sponsorship strategy differ compared to the 

national sport sponsorship strategy? 

Der Konzern hat natürlich den Auftrag eine Strategie weltweit aufzusetzen (Asien, USA, 

etc.). Vor ein paar Wochen kam die Studie heraus, dass 80-90 Mio. Personen im eSports tätig 

sind oder streamen. Für einen Konzern ist dies natürlich sehr attraktiv und relevant. Aber für 

uns mit einer Audience von 20-30 Tauschen Schweizern, welche ab und zu gamen, ist dies ein 

Unterschied. Bei den Zahlen musst du mich nicht zitieren, diese dienen dazu dir den 

Vergleich zu zeigen. Auch sind die internationalen vs. nationalen Plattformen anders.  

Positiv für uns wäre aber sicherlich, dass wir bereits Content haben für eSports Sponsoring 

und auch einige Learning übernehmen könnten von eSports Veranstaltungen und Sponsoring 

im eSports, da wir mit dem Konzern so stark präsent sind. Und die Marke sich im eSports 

bereits positioniert hat.   

Was braucht es, um im eSports-Sponsoring erfolgreich zu sein? Ich glaube, wie in allem 

Sponsoring, braucht es auch im eSports die Frage «Warum». Warum machen wir das 

überhaupt? ES sollte nicht nur für die Logo-Präsenz sein oder weil es cool und neu ist. Dies 

würde aber auch z.B. im Radsport nicht funktionieren. Man muss Content kreieren wollen 

und sich überlegen, was machen wir herum, wie kommunizieren wir rund um das Thema? 

Kann man einen Bezug zu einem Produkt, in unserem Fall, aufbauen oder verlinken? Wie 

kann ich ein Markenerlebnis erarbeiten auch für die Konsumenten? Wichtig ist, sich 

differenzieren zu können, nicht Main Stream. Sonst geht man unter als Marke. Das 

Engagement muss differenzierend sein, man muss sich überlegen was für einen Gamer 

relevant ist, wie differenziert dieser sich und wie man diesen ansprechen kann, aber das ist im 

traditionellen Sponsoring nicht anders. Und dann ein Konzept erarbeiten und mit Experten, 

welche das Gebiet auch wirklich verstehen, abstimmen. Das Thema Glaubwürdigkeit ist auch 

wichtig, es muss Sinn ergeben, warum man einsteigt. Das zeigt auch wissenschaftliche 

Literatur zum Thema Sponsoring: Es muss (1) glaubwürdig sein, (2) differenzieren sein – 

nicht etwas, dass bereits 1000x gemacht wurde, und es muss (3) relevant sein – vor allem 

auch aus Sicht der Zielgruppe, also aus Gamer Sicht. Für nicht-endemische Brands ist dies 

noch schwieriger und herausfordernder als für PC-Developers oder z.B. auch Red Bull.  

Zum Schluss muss natürlich auch die Leistung stimmen, d.h. es muss für die Marke gerade im 

Bereich Awareness auch Erfolg erzielt werden, denn ansonsten ist es nur eine hohe Investition 

ohne Profit/Return. D.h. ist für die Marke nicht gut.  
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Question 10: Do you see a possibility for Mercedes-Benz Schweiz AG to enter eSports-

sponsoring in the future?  

Ich glaube es muss einfach Schweizer Plattformen haben, welche «premium» sind vom Inhalt 

und Organisation, Top Veranstaltungen, wo man sich mit der Marke einhängen kann und sich 

zeigen möchte. Aber um konkretere Aussagen zu machen, fehlt mir da auch das klassische 

Knowhow noch, denn dies müssen wir uns zuerst noch erarbeiten. Nebst dem Bezug zum 

Sport, muss die Plattform stimmen, d.h. die Qualitätsansprüche erfüllt sein – das meine ich 

mit Premium (nicht Luxus). Das muss man weiterhin beobachten.  

 

Interview with Ochsner Sport – David Wittensöldner 

Question 1: You work at Ochsner Sport as “Projektleiter Sponsoring & Events”. How 

long have you been in this position? 

Seit 2 Jahren arbeite ich auf dieser Position und werde ab Juni 2020 als Teamleiter das Team 

führen dürfen. 

Question 2: Did you have any previous work experience in sponsorship before this 

position? 

Als Student bei Red Bull kam ich bereits damit in Berührung und als Junior Product Manager 

Football war ich ebenfalls mit dem Thema in Kontakt. 

Question 3: What is the strategic purpose/role of sponsorship for Ochsner Sport? 

Example: Awareness, attention, brand consideration, target group acquisition, image 

shaping 

Sponsoring ist bei uns im Marketing ein Teil der Kommunikationsstrategie und soll helfen 

unsere Ziele in unseren definierten Fokussportarten (Run&Train, Outdoor, Wintersport, Bike) 

zu erreichen. Wir wollen dem Kunden unsere Kompetenz in den Fokussportarten digital und 

personalisiert spürbar aufzeigen. Durch Events und Testimonials sollen die Sportarten 

emotional erlebbar und zugänglich gemacht werden.  

Follow-up question 3.1: Which target group are you focusing on?  

In unserer Strategie fokussieren wir uns auf vier Fokussportarten (Run&Train, Bike, Outdoor, 

Wintersport) In jeder dieser Sportart haben wir eine eigene Zielgruppe und Ziele, die wir 

angehen.  

Follow-up question 3.2: Is Ochsner Sport collaborating with an agency to develop its 

sponsorship strategy? 

Je nach Bereich und Aufgabe ziehen wir Agenturen für spezifische Themen bei. Aber 

grundsätzlich entwickeln wir die Strategie selber. Als Beispiel: Um die Messbarkeit aller 

Sponsoringaktivitäten zu evaluieren arbeiten wir mit Nielsen zusammen. 

Question 4: In sponsorship does Ochsner Sport follow a first-mover approach or is your 

strategy more reserved? Please explain why or why not. 

(First-mover definition: Sponsorship in industries/of projects which are on the rise or 

uncommon à being one of the first brands in a sponsorship market) 
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Dies hängt klar von den Fokussportarten und den jeweiligen Zielgruppen ab. Wir planen 

unsere Sponsoringstrategie um den Kunden. Der Kunde steht im Fokus. Somit stehen wir im 

Fitnessbereich einer jüngeren Zielgruppe gegenüber und verfolgen dort einen «First-Mover» 

Ansatz. Im Winter beispielsweise fokussieren wir uns auf die grossen Schweizer Ski Alpin 

Rennen in Adelboden und Wengen und unsere Testimonials. 

Question 5: Based on my research, I found that Ochsner Sport is currently not active in 

eSports-sponsoring. Is that correct? 

Ja, das ist korrekt.  

Question 6: Have you considered eSports-sponsoring at all before?  

Wie viele Unternehmen haben auch wir uns die Frage gestellt. Da wir jedoch eine klare 

Strategie mit unseren vier Fokussportarten haben, kam dies für uns bis jetzt nicht in Frage. 

Question 7: Why do you believe traditional sponsorship enables the achievements of 

your strategic goals better than eSports-sponsoring? 

Ich würde das nicht mit besser oder schlechter beurteilen. Auch eSports wie alle anderen 

möglichen Sponsorships ist für uns ein mögliches Kommunikationstool, um unsere Ziele zu 

erreichen. Wir wählen unsere Sponsorships nach unseren Zielen und Strategien aus. Da 

eSports nicht dazu gehört, kommt dies für uns nicht in Frage.  

Question 8: Were there split opinions on the “misfit” of eSports-sponsoring for Ochsner 

Sport? Was this decision clear from the beginning?  

Nein gar nicht. Da wir eine sehr klare Strategie haben, war die Entscheidung sehr einfach. 

Question 9: Generally speaking, in your opinion, what are the biggest 

challenges/difficulties for non-endemic brands in eSports-sponsoring? 

Die Zielgruppe bei eSports sind vor allem junge (16- bis 36-jährige) Leute. Eine Nielsen 

Studie zeigt, die grosse Akzeptanz für Werbung in dieser Zielgruppe. Besonders endemische 

Marken zeigen höhere Akzeptanz als nicht endemische marken. 

Deshalb ist es enorm wichtig, dass die Marken glaubwürdig und authentisch mit den Fans 

interagieren ihre Aktivierungen auf den eSports beziehen und dabei kreative Wege gehen. 

Question 10: Do you see a possibility for Ochsner Sport to enter eSports-sponsoring in 

the future?  

Ich denke nicht, dass wir in naher Zukunft in den eSports investieren werden, da wir uns auf 

unsere Strategie und unsere Fokussportarten fokussieren werden.  

 

Interview with Zurich Insurance Group – Frank Reitgassl  

Question 1: You work at Zurich Insurance Group as Head of Content & Sponsorship. 

How long have you been in this position?  

I am in the position as Head of Brand Strategy and Development, which also includes Head of 

Sponsorship, since December 2019  
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Question 2: Did you have any previous work experience in sponsorship before this 

position?  

No, I previously worked on the agency side, creative and strategic work, and joined Zurich as 

head of content. In December 2019 I took over the sponsorship lead at interim and since then 

it stayed with me. But so, I am fairly new to sponsorship.  

Question 3: What is the strategic purpose/role of sponsorship for Zurich Insurance 

Group?  

Example: Awareness, attention, brand consideration, target group acquisition, image 

shaping  

We just recently went through a brand re-definition, identifying a new purpose, customer 

value proposition, and brand strategy. We are shifting our main focus from commercial (B2B) 

to retail (B2C) business, which also influences our sponsorship strategy and role of 

sponsorship. For this reason, we are currently reviewing our sponsorship strategy as well.    

Our company macro objective is to improve brand consideration. Therefore, sponsorship 

needs to support that goal of course. We don’t lack in awareness but consideration as a 

company.  

In the past, sponsorship was our B2B business platform (e.g. golf sponsorship), now it should 

be a gateway to reach our new target group. We are looking for new properties that are 

attractive for retail and the millennials (younger generation). But of course, sponsorship 

should also help us to generate global reach and it should represent our core values. Meaning, 

showing to the outside what our core purpose is and what we stand for. As a company we 

want to enhance the focus on sustainable business in every department; therefore, sponsorship 

properties must be sustainable as well because this is how our retail customers sees us. 

Perception and brand image are important to be aligned.  

Follow-up question 3.1: Which target group are you focusing on?  

We want to enhance our focus on the younger target group, including Millennials, because 

they are our future customers. But of course, other customers are also agent, brokers, and 

everyone who needs an insurance. For sponsorship, we keep the target audience very broad to 

reach as many people as possible, because everyone needs an insurance for something.  

Follow-up question 3.2: Is Zurich Insurance Group collaborating with an agency to 

develop its sponsorship strategy?  

Yes, we have been working with agencies in sponsorship in the past. For example, Nielsen 

Sports for reporting or certain activities. We also had an agency to help us with the golf 

sponsorship who was in direct contact with players and now we have an agency which will 

support us on the sponsorship strategy development.  

Question 4: In sponsorship does Zurich Insurance Group follow a first-mover approach 

or is your strategy more reserved? Please explain why or why not. 

(First-mover definition: Sponsorship in industries/of projects which are on the rise or 

uncommon à being one of the first brands in a sponsorship market)  

Since I have not worked in sponsorship at Zurich for long, I can’t really answer that question. 

I know that we have been quite active in sport sponsorship, especially in Switzerland, and we 

also have a long history in cultural sponsorship with Lucerne Festival, but we are definitely 
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not the most innovative, first-mover, risk taking company in general. This also applies to the 

sponsorship area. We are not Red Bull, but that is also not expected from an insurance.  

Question 5: Based on my research, I found that Zurich Insurance Group is currently not 

active in eSports-sponsoring. Is that correct?  

Yes, that is correct. As a Group we are not active in eSports-sponsoring.  

Question 6: Has Zurich Insurance Group considered eSports-sponsoring at all before?  

No, not really. We’ve had some requests come in and last year we considered drone racing 

before, but never came close to an actual sponsorship engagement.  

Follow-up question 6.1: Can you explain why not? 

Right now, it doesn’t fit with our company strategy. We want to focus on sustainability, 

climate change, etc. Our sponsorship engagements should help the planet and eSports does 

not focus on that. We also want to open our horizon towards other sponsorship industries, 

such as environmental and social, instead of sports. We’ve been active in sports for a long 

time, but there are also other options that fit better with our new brand purpose. So, it is a 

matter of brand fit and sponsorship project/focus within the industry.    

Follow-up question 6.2. (if yes only): What are some potential benefits you could see 

arising from eSports-sponsoring?  

It is a trend that cannot be missed in sponsorship. Of course, as said before, we also come 

across it. But the question is always does it make sense for a company? We don’t just want to 

give money for logo presence, that is old style sponsorship. We are looking for partnerships to 

build something together and co-create something meaningful for society and the planet. 

Nevertheless, eSports is known for the big global reach, which is definitely a benefit and for 

some company who want to appear as innovative, it might also be a good fit. Who knows, 

maybe we will enter too at some point down the road. We are not known as a modern, 

innovative company, but we are working on changing that image. eSports might be a way to 

do that in the long-term, if the industry growth stays up.  

Question 7: Were there split opinions on the “misfit” of eSports-sponsoring for Zurich 

Insurance Group? Was this decision clear from the beginning?  

We haven’t had deep discussions about eSports-sponsorship yet, because there hasn’t been an 

opportunity yet really caught out attention, because of the reasons I explained before. We are 

really looking for meaningful partnerships and co-creation, but the eSports market is still new 

and combining sustainability with eSports and sponsorship isn’t that easy. I know there are a 

few employees who like eSports and gaming, so I am sure we would find some in favor of it, 

but we will also have some who will disagree. The decision shouldn’t be personal, it should 

be about brand fit, objectives, and reason why. Why are we doing this? Does is help our 

overall business objectives? Then it could work.  

Question 8: Generally speaking, in your opinion, what are the biggest 

challenges/difficulties for non-endemic brands in eSports-sponsoring?  

I think eSports is a widely used term which covers a lot. For brands who are not familiar with 

it, I am sure it is easy to get lost in it. Knowledge is important in everything you do, this also 

goes for other areas of sponsorship, not just eSports. But in a new market, where not a lot of 

information is shared yet, it is even more important. This is just my personal feeling. I also 

think eSports still has a conflict in society, some like it and some other think it is bad. A 
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company must be careful not to damage its image with negative associations (e.g. shooter 

games). But I know there are other games, like FIFA, which are maybe somewhat similar to 

traditional sport sponsoring. But again, this is just my option.  

Question 9: Do you see a possibility for Zurich Insurance Group to enter eSports-

sponsoring in the future?  

Yes, as said before, I am not against it personally. But any sponsorship must fulfill certain 

criteria, this also applies to eSports. At the moment, it is not our short-term plan but could be 

something forward thinking. Especially now that we have also changed our target group a bit. 

Millennials are highly active in eSports so that makes it attractive as well. For B2B it wasn’t a 

good fit at all, which was our focus before, but not with retail focus eSports gains 

attractiveness. The question is, how can we connect insurance to eSports and find a way to 

integrate it in form of sponsorship. Is there something we can insure so that it isn’t only about 

logo presence? I haven’t looked into that yet.  

Follow-up question 9.1 (if yes only): What do you expect to change in eSports in the 

future, which might influence your current decision?  

Continuous growth to proof that it isn’t just a trend which declines after a while. A lot of 

people predict that the market will stay relevant, which is very likely with the trend in our 

society regarding gaming, use of electronic devices, etc.  

Sustainable projects, foundations, organizations within eSports would be something of 

interest for us, but not sure if that will come anytime soon.  

 

Appendix 6: Interview transcriptions (eSports-specialists) 

Interview with CAA – Charlie Gilbert  

Question 1: You work at CAA in the eSports department. How long have you been in 

this position? 

I’ve been at CAA for a little over 3 years. For all my clients, we have 2 main groups of 

clients, I analyze and recommend overarching gaming strategies. Outside of my day-to-day 

clients, within brand consulting, we have an entertainment marketing team, whose purpose is 

to serve across all our clients. So, opportunities and entertainment across film, television, 

music, gaming, etc. and be able to build iconic activity and iconic work and b able to bring 

new initiative, projects, opportunities and then serve them up to our clients actively, exploring 

opportunities within this entertainment area. Me, specifically, outside of my day-to-day client 

work, within that entertainment marketing team, I am the one who is managing all initiatives, 

connectivity, and networking in gaming and eSports.  

Question 2: Do you have any previous work experience in eSports and/or sponsorship? 

Coming to CAA was the first time when I transitioned into this category. Before CAA, I was 

at another major entertainment agency, ICM, but I was actually working in music. From there 

I got more interested in the brand strategy work and that’s how I ended up in CAA.  

Question 3: As of today, what is the biggest difference between eSports and traditional 

sports sponsoring?  

The main differences between the two, especially when we are looking at an elite level 

partnership, so your NFLs, NHLs, NLBs in the world, and when we look at a comparison in 
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partnership between traditional sports and eSports, I think the biggest difference is that really 

robust, season-long, live opportunity for live activation. If you are an NLB and NFL partner, 

you have “x” amount of games in “x” amount of arenas and you know the average number of 

spectators or fans coming to those arenas per game. With eSports partnerships, if you are 

looking at elite level, the majority of that partnership is really more digital and it comes down 

to the eyes that are being put on those live streams, broadcasting of those events digitally. 

Each of the eSports leagues will have one really big and major “ten-whole” moment, like the 

OverWatch League grand finals, where the season finishes out in an arena of let’s say 13’000 

people max. So those live events are at a much smaller scale, including the live activations, 

compared to traditional sports opportunity. So, the biggest difference is the majority of the 

viewers and engagement you are getting from an eSports partnership is going much more 

digital focus as opposed to a traditional partnership, where you are getting that live exposure 

for x amount of people, activation, live attendance.  

Question 4: What are the biggest advantages of eSports-sponsoring, compared to 

traditional sport-sponsoring? 

I would say the biggest positive from approaching eSports partnerships is one, eSports fans 

are young, they are 85% are under 35 years old, so that is your core Millennials group and 

your Gen Z group and the other element that comes partial with that group of people is, those 

are eyes that you are capturing that aren’t watching linear television, like the eyes you are 

capturing through traditional sports partnerships. This is an audience that doesn’t subscribe to 

linear TV, they utilize Ad blockers, these are eyes that are purely focused on digital streaming 

platforms, etc. So, all your money that you are putting behind your media buys, etc. for 

traditional sports partnerships, also into linear TV, etc. are not effective for this target group. 

What you are getting through an eSports partnership are all those eyes that are not even 

watching traditional sports. There is a whole group of an audience that you are not capturing, 

if you are only focused on traditional sports and activations.  

Question 5: Are there also some disadvantages to eSports-sponsoring, compared to 

traditional sport-sponsoring? 

I think that it is tough, we’ve had conversations around a couple of different thinks. Let’s say 

we look at an example of a car dealership or a car company, or QSR (pizza delivery like 

Dominos). It is tough for those regional markets to see and kind of direct upticks/optics 

(increases) in sales from an eSports league partnership. I think that eSports leagues 

partnerships are great for awareness and again great for capturing that audience that might not 

be watching linear TV, etc. but it is tough, because while it is a huge market and there is a 

huge audience for it, there are only a few draw-ins for it. So, it doesn’t necessarily have that 

cross-over appeal, that cachet, that nature massive feel and recognition to be able to sell up at 

retail. Is an eSports league or team recognized full enough to compare with a product or a 

point-of-sales (display) stands at retail? Do enough people know, do enough people recognize 

to go “oh yeah, I recognize that brand, I want to go buy that product”? But at the same time, if 

you are looking at QSR, you are looking at franchises that have to deal with each of the 

service restaurants, or stores in a region. Customers or regional audiences are familiar with 

NFL, so the brand knows for example NFL has a national appeal, they know, if they put a 

regional team logos on their products, the regional audience will recognize it and have that 

“oh yeah, I am a fan” moment and they will want to buy the products. The same goes for 

soccer in Europe, like it is the NLF or NBA in the United States, but not necessarily for 

eSports. eSports teams are relatively new and fresh, even an Overwatch league, who is trying 

to build local city-based franchises, they are not established yet and the audience still has to 

develop that decade-long affinity you are seeing with traditional sports teams you are seeing 
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with baseball teams, American football teams, soccer teams, etc. So, the problem is, it is 

tough for brands that have local franchises or local, regional distributers or wholesalers to 

jump on board of an eSports partnership and believe that a national level campaign could be 

beneficial enough for them.   

Question 6: What types of eSports-sponsoring are most attractive to non-endemic 

brands and why? (Example: Event-sponsoring, team-sponsoring, individual-sponsoring, 

etc.) 

At the moment, the shooter games and strategic games have the most gamers and the largest 

eSports audience, but non-endemic brands are actually more interested in the eSports sport 

games such as FIFA, due to the closeness to sports in general, similarity to other sports 

sponsorship they might have, and also the lower risk of negative associations.  

But I think the point that we are at now is, we have a majority of brand that have done 

partnerships with traditional sports. As they are trying to find a way to enter the gaming 

industry and wrap their heads around eSports, they are saying “we want to be authentic 

coming up from the space and we’ve only done soccer or football partnerships up until today, 

so it might make sense if we just do the digital version of that sport”. I think that this makes 

sense and that there is opportunity for that. You definitely have a lot of brands that are all 

saying the same thing. But exactly that to me is a signal that it will end up being a very 

crowded space and I think that in general the sports-related games will end up being over-

crowded, so no white space anymore at all. Ultimately, down the road, the most successful 

territory is, where the white space will be. So first-person shooters, CS:GO, Counterstrike, 

etc. might be one of the most popular games at the moment out there, but I am still yet to have 

a conversation with one of our clients (brand) that are comfortable with those red-blood 

shooter games. Especially also in countries like the United States, where there are a lot of 

political beliefs around gun laws, etc., it will always be a hurdle for those types of games to 

find sponsors or partners. But then you also have a Fortnite or OverWatch that does not have 

any red blood, it is way more cartoony. You have Dota that is also purely fantasy, so no red 

blood, etc. So, I think there is definitely a hurdle, but you also have that audience that is 

invested and endemic to the gaming space. Sports-gaming audiences are more sports fans that 

are also interested in gaming, but more from a standpoint of “I am a soccer fan, so I also play 

FIFA”.    

Also, from my experience, brands expect a lot of negative reactions towards shooter games in 

general. They hold on to that negative associations, despite the fact that brands who are 

actually sponsoring such events say that reactions are not negative at all, or only a small 

percentage is (which you also have in traditional sports). It is actually kind of funny, that this 

belief is still out there, even though it has not actually been proven. There is almost this 

“unspoken” fear of it. Brand partnerships and gaming have this belonging for authenticity, it 

is all about authenticity. But I think there is also a way around it, in terms of messaging for 

brands when they have a partnership with a league with eSports teams, but they have to work 

together with the leagues to communicate the right way. Those leagues, teams, streamers and 

players, do know that audience and how to talk to them. So a brand must be willing to come 

into the space and be truly collaborative and allow themselves to be informed and guided and 

give some ownership to those entities, because the brand might not know that space very well, 

but those entities do because they are in endemic space and they know their fans and they 

know their audience. I think there is a world where brands have a partnership with that true 

collaboration and true creative control and that could be a recipe for success.    
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Question 7: Do you think we are going in the right direction in eSports, talking about 

the recognition you mentioned that isn’t there yet? Do you think that this recognition 

will be there in let’s say 5 years?  

I think so, because I’ve been seeing a lot of good change already. It comes down to when you 

start seeing cross-over between traditional sports and eSports, but not just talking platforms 

here. Like an ESPN for example, when you start seeing platform and media partners, who 

have traditionally focused solely on traditional sports, starting to cross-over and starting to 

cover eSports events. That is already a positive sign that they are ready to make an investment 

in covering eSports and they want to be ahead of the game by covering it.  

The cultural standpoint and what you are seeing more and more nowadays is cultural 

crossovers, especially with celebrities like musicians, actors, etc. playing eSports games. Like 

Drave playing Fortnite with Ninja, Travis Scot doing his live concert on Fortnite. So when 

you start seeing that cross-over talent and people starting to cross the lines between this is 

sports, this is entertainment, and this is gaming (eliminate the strong segmentation), that is a 

signal that there will only be more and more in common across the board. I think with those 

celebrities and athletes that are starting to stream and live stream themselves playing video 

games, with that comes the relevance, cachet kind of cross-over potential of eSports. And as 

eSports become more and more that “pop-culture”, it will become more relevant to a wider 

audience in the future, no doubt.  

Question 8: What is your opinion on the future potential & growth of eSports-

sponsoring overall?  

Based on what I just said, I believe that the perfect structure of the eSports league has been 

figured out yet. Each league is structed individually. The way LoL is structured is very 

difficult and different compared to OverWatch, or Call of Duty, or Dota, etc. That makes is 

unnecessarily difficult. I would say that the structure of the leagues and the way they play out 

are very segmented at this point. I do think, that to you point of the next five years, you will 

see a rise and fall of certain leagues and games as they develop or pop up. Some will survive 

and some won’t.  
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Appendix 7: Categorization and coding  

Categories Codes General theme 

To gain positive perception. 
Positive brand 

image shaping 

Purpose of 

(traditional) sport 

sponsoring in 

general  

To increases awareness of the brand. 

Helps to generate recognition amongst consumers. 

To reach a new target group. 

Global and local 

reach 

To generate global reach. 

To generate more reach amongst the brand’s desired 

target audience. 

To create unique consumer engagement or live 

interactions at events. 

Consumer 

engagement 

Include it in the brand’s communication strategy. 
Form of 

communication 
It can be like a communication channel. 

To transport the brand values/core values. 

 

It is definitely a benefit and for some company who 

want to appear as innovative. 

Innovation / 

Trendiness  

Advantages and 

benefits of 

eSports-

sponsoring  

Follow the digital age we live in. 

It is a «hit» - a new trend sport.  

It is digitally innovative – not classical but an innovative 

area.  

Need to have communication measures, especially 

including Social Media. 

Digital 

communication 

(social media) and 

content generation 

Influencers can be one communication measure. 

Many gamers have a large follower base. 

It has to be connection to social media so that the brand 

can enter the online space. Social media has a big 

importance for eSports.  

Create content that includes emotions. 

The media landscape has changed drastically, no longer 

going for traditional.  

It is a form of communication to reach our brand 

objectives.  

Acceptance of traditional advertising is low amongst 

eSports fans. 

COVID-19 showed that every physical event should 

include a virtual event as well.  
Importance of 

digital space 

through COVID-19 COVID-19 created a one-time chance and open space. 

Can target a much bigger mass and generate enormous 

reach.  

Reach  

It is an international market with global presence (very 

strong in Germany).  

Can also have national focus with eSports.  

A large target group can be addressed.  

Reach new customer demographic.  

 

Extreme electronic reach, because there are many more 

people participating in live streaming than going to a 

live event. 

Good for young target audience and younger generation. 

Target audience, 

young generation.  

Great for young brokers because everyone plays FIFA. 

As soon as you ask young people, very positive 

feedback.  
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For the young target audience which is not easy 

approachable.  

The target audience is young, mainly 16-36 years old. 

We are talking about young people, networked, 

autonomous driving vehicles, digital data, etc. 

Only sport-related games are an option for us.  

Extension of / 

connection to 

traditional sport 

sponsoring  

The connection to one of our traditional sport sponsoring 

is needed. 

An extension of our football sponsoring.  

It is a good way to combine real sports with virtual 

sports.  

Important to have this connection for trustworthiness, 

credibility, and “why-question” 

 

It doesn’t fit with our brand strategy. 
No strategic fit 

Challenges / 

barriers of 

eSports-

sponsoring  

It doesn’t follow our sustainability approach.  

Not seen as luxury activity.  

No brand fit  
Shooter games are not a credible fit for an insurance 

brand. 

Entering eSports would cause brand dilution.  

Always the question, at which time should a brand enter 

the market, because market is not far developed yet. 
In-development 

stage of market 
At the moment, don’t know if the interest stays high for 

this market.  

Market is still at an early development stage.  

Negative associations with shooter games; therefore, we 

will never enter such a sponsoring. 

Societal conflict – 

negative brand 

image 

Societal conflict when it comes to shooter games.  

There is a general skepsis towards shooter games, but 

also gaming in general.  

Nowadays, there is already high violence at small age 

(primary, secondary school). Shooter games would only 

support this behavior, which is not good for our image. 

Topic of addiction is also taken up in society.   

Mainly males in the eSports audience (75%).  Male-dominated 

target audience 

Easy to get lost in the market. 

Get lost in market A brand can get lost in the sea of sameness as “just” an 

advertising sponsor – not stand out.  

 

Take over the naming rights of the virtual Bundesliga. 

Different forms of 

sponsorships 

Specific 

sponsorship 

opportunities in 

eSports 

Premium partner of the team FOKUS CLAN. 

Main sponsor of the Swiss national eSports team. 

Co-publication sponsor of the new eSports skiing game. 

Brand logo on team website and other digital streaming 

platforms. 
Digital branding  

In-game branding, e.g. perimeter advertising in the FIFA 

game. 
In-game branding  

Brand presence at eSports live events through a booth 

other forms of activation  
Live activation and 

customer 

engagement  
Access to gamers & coaches for meet & greets or other 

customer engagements.   

Zurich logo on FOKUS CLAN tricot. 
Material branding 

Credit Suisse logo on Swiss national eSports team outfit.  
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Need to have defined strategic goals, target groups, 

value proposition, KPIs. 
Clearly defined 

sponsorship 

strategy 

Key success 

factors (required 

resources) for 

non-endemic 

brands in eSports  

We have defined and included strategic criteria 

internally in advance. 

It has to be credible.  

Credibility & 

trustworthiness  

Customer have to be able to understand why we do it.  

It is extremely important that the brands interact with the 

fans in a credible and authentic way, that their 

activations are related to eSports and that they take 

creative paths. 

A connection to the specific engagement is important so 

that one does not get lost in eSports and is not only 

accepted as an advertising sponsor but can develop 

strong roots and thus be remembered. 

It has to be relevant for the brand’s target audience.  Relevance 

We are in very close exchange with our digital team who 

understands the market quite well. 

Expertise / market 

know-how 

It is important to understand the market a brand is 

entering.  

Industry/market expertise, either through internal or 

external (agency) resources is very helpful.  

It is a process of learning by doing, because it is still a 

new industry; need to monitor and adapt as you go.  
Learning by doing  

 

We could imagine to be part of the eSports in the long 

run. 
Long-term thinking  

Future outlook / 

predictions of 

eSports market 

A lot of people predict that the market will stay relevant, 

which is very likely with the trend in our society 

regarding gaming, use of electronic devices, etc. 

Continuous market 

growth  

The industry has great potential for continuous 

development and growth.  

eSports has thousands of people live at an event and 

even more present in live streaming, so one notices 

quickly that it has become a hype.   

The cross-over between industries is a good sign that we 

are going in the right direction, favoring eSports.   
Industry cross-over 
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