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Report
Background
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Introduction to Nielsen Esports

Media
Valuation

Full media valuation
capabilities across streaming,
social and linear TV - with
advanced Al-powered logo

detection.

Social
Analytics

Comprehensive social and
digital media analytics
including brand exposure, fan
& media engagement and
conversation sentiment.
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Esports
Fan Insights

Global and local fan insights
data provides view into fan
gaming and media behaviour,
engagement and
purchasing decisions.

Research
& Consulting

Custom solutions mapped to
clients’ unique business
challenges from sponsorship
selection and activation impact
to market intelligence.
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Esports Fan Insights - Overview & Coverage

Nielsen Esports Fan Insights provides a comprehensive, in-depth
look at global consumer interactions with esports, including how
behaviours vary at a local level.

¢ Methodology:

o0 20 minute online survey consistent across regions, allowing for
international comparisons.

o In-depth localization per territory, leveraging Nielsen’s local * .
market experts, ensuring relevance and accuracy on a country- w s A
by country basis.

o Fielded on trusted, third party partner panels in each market.

Sample per country details:

o Esports fans: Ages 13-40 '
o Canada & International Markets: N=1,000 per market

o US: N=2,000

Coverage: Brazil, Canada, China, France, Germany, Japan, South Korea, UK, US

.
5 Copyright © 2022 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute. | N g Nlelsen



Esports Fan Insights — Report Methodology

Nat. Rep - Canada

N = 1,000

Nationally representative sample, based on age, gender & region.
Source — Nielsen Fan Insights (November 2022)

esports Fans - Canada

N =1,002

Those with an interest in esports - Aged 13-40

Source — Nielsen Esports Fan Insights (November 2022)

Esports Fans — Rest of World (UK, USA, France, Germany, Sth Korea, China, Japan, Brazil)
N = 9,000 (1,000 per mkt)

Those with an interest in esports - Aged 13-40

Source — Nielsen Esports Fan Insights (May 2022)

.
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Key Insights
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Key Findings — Esports Fan Insights

ESPORTS >
. TRADITIONAL
SPORTS

ESPORTS GROWTH
IS DRIVEN BY
FEMALE FANS

MOBILE ESPORTS
AUDIENCE IS
INCREASING

Copyright © 2021 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

For the first time in Canada, time spent with Esports among Esports Fans
outpaced time spent with Traditional Sports. 60% of Esports Fans in Canada
reported watching Esports more often than Traditional Sports compared to
just 19% who said they watched Traditional Sports more than Esports.

Esports in Canada is growing at a similar pace to other major markets with
23% of Esports Fans having started following the space in the past year.
However, among Male Esports Fans, 17% said they started following in the
past year, compared to nearly double (32%) among Female Esports Fans.

Recent release of Mobile-specific titles for historically popular franchises like
League of Legends and Call of Duty and increased production value in Mobile
games has generated additional interest in Mobile Esports. Canadian Esports
Fans following Mobile Esports increased from 24% in 2021 to 32% in 2022.
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Esports Fan
Demographics
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Esports Fan Demographics

31%
69%

Nat. Rep - Canada Esports Fans - Canada  Esports Fans - Global

General Demographics

50%
M Female
H Male 50%

Gender

Canadian Esports Fans are more likely to

» be female and aged 18-24 vs. the global
average

37%

63%

Age — Esports Fans

Annual Household Income (CAD)

Nat. Rep. esports Fans Global
o0
e 09

Canada
$84,850 $87,750

m13-17 m18-24 m25-34 m35-40

.
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Esports Fan Demographics

Household Demographics

Family Status

W Nat. Rep - Canada B Esports Fans - Canada M Esports Fans - Global

43% 42% o 6%
° 0

14% 14%
10%

Single / Widowed / Divorced  Single / Widowed / Divorced, but

Married
living with partner
Education
W Nat. Rep - Canada M Esports Fans - Canada
o
39% 42%
26%
18% 14%
Y 13% o

2% gy ° -

b
— e
Completed some High school Completed some College degree Completed some Master's degree

high school graduate college postgraduate

Copyright © 2021 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.
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Region

M Esports Fans - Canada

M Nat. Rep - Canada

: 49%

16%
Quebec | —— 257

British Columbia - 1%;{:%

Manitoba . 45(,%’

Nova Scotia 2322
Saskatchewan 2;/3’/0

New Brunswick I 22(;/2
Newfoundland & Labrador 1;/02

0

Average HH Size

Nat. Rep — 2.5
Esports Fans — 3.1
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Esports
Engagement
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The majority of Canadian Esports fans (62%) only started following it in the
past two years

When Began Following Esports — Esports Fans

Canada 10%

Global 8%

B Within the last year M Over a year ago M Two years ago W Three years ago W Four or more years ago M Five years ago or more

Q: Which of the following best describes when you started following esports? (esports fans — Canada N = 1002 | ROW N = 9000)

.
13 Copyright © 2021 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute. < : > Nle Isen



14

Esports Fans spend more time following Esports than traditional sports

Traditional Sports v. Esports Consumption

[s)
" Viuch more time with seperts

Somewhat more time with esports
About the same
Somewhat more time with traditional sports

B Much more time with traditional sports

21%

Canada

Q: In general, do you spend more time engaging with traditional sports or esports? (esports fans — Canada N = 1002 | ROW N = 9000)

Copyright © 2021 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

19%

Global
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Canadian Esports fans under-index in their following of Console &
Mobile Esports vs. the global average

Types of Esports Game Followed

H Canada M Global

54%
59%
79%
77%

32%

Console games

PC or Online games

Mobile games

5%
Any other type of games
4%

Q: Thinking about the esports events/content that you follow or watch, which of the following types of games are being played? (esports fans — Canada N = 1002 | ROW N = 9000)

.
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Engagement within Canada is driven by wanting to see the best gamers, with
greater focus on becoming a better gamer themselves

Drivers of Esports Engagement

H Canada M Global

41%
- To see the best gamers 38% 0

35%

To experience the entertainment aspects 35%

To learn tips and tricks from the pros _— 35%

32%
32%

To experience the competition aspects

To feel more connected/closer to your favorite games 25%

28%

34%
- To become a better gamer 28% ?

31%

I

To pass time/out of boredom 27%

28%

To experience games/gaming in a new and different way 26%

21%
22%

To have experiences with friends that also like Esports

18%

To be fully immersed/surrounded by games/gaming 21%

Q: Which of the following are reasons you engage with esports? (esports fans — Canada N = 1002 | ROW N = 9000)

.
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Engagement in Canada is also more likely to be driven by a specific game or

title vs. other markets

Esports Engagement

A certain game or title

A certain type or genre of game

A certain online personality, YouTuber, vlogger, entertainer, streamer, etc

A certain pro player / gamer

A certain esports league

A certain type of event (such as a championship, a battle / match-up, etc)

A certain pro team / organization

A certain esports site that streams or broadcasts content or events

A certain traditional sports team / club that is affiliated with an Esports team/player
A certain esports news source

A certain commentator, shoutcaster, announcer, or host

Q: Which of the following, if any, do you actively and specifically follow, regarding esports? (esports fans — Canada N =

17
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H Canada mGlobal

(J
31%
30%
29%
26%
24%
20%
19%
18%

13%

13%

1002 | ROW N =9000)

18%
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Canadian Esports Fans over-index in their following of Shooter games
through Esports

Genres Followed

H Canada mGlobal

51%

Shooter 47%

iohti 33%
Fighting 2 37%

32%
Sports 2 37%

Multiplayer Online Battle Arena (MOBA) 31%

36%

Battle Royale 29%

37%

28%

Racing 30%

19%

Collectible Card Game (CCG) 18%

19%

Strategy/Real-Time Strategy (RTS) 25%

13%
14%

Platform Games (Platformers)

Q: Which of the following genre of games do you follow through esports? (esports fans — Canada N = 1002 | ROW N = 9000)

.
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Call of Duty League is the most recognized Esports league globally and in

Canada

Esports Leagues & Event Awareness

Call of Duty League

Fortnite World Cup

FIFA eWorld Cup

Call of Duty: Mobile World Championship
League of Legends Pro League (LPL)

League of Legends World Championship

NBA 2K League

NHL Gaming World Championship

League of Legends Championship Series (LCS)
Overwatch League (OWL)

FIFA 21 Global Series

Rocket League Championship Series (RLCS)
PUBG Champions League

League of Legends European Championship (LEC)
World of Warcraft Arena World Championship

PUBG Global Championship

ﬂ
31%
I, 1
a
e 5%
269
™ .
u
e 0%
a
e 25
o
14%
n
s 255
21%
a
s 275
17%

o
Ui

u
.

18%
0

Q: Which of the following esports leagues and events are you aware of? (esports fans — Canada N = 1002 | ROW N = 9000)

19 Copyright © 2021 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.
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Category
Behaviour
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Technology device ownership among Canadian Esports Fans is relatively
consistent with international markets

Device Ownership

M Canada M Global

96%

93% 19
89% 9%
74% 73%
66% 61% 62% 62%
47% 44%
- ] )
Smartphone Computer (PC or Mac) Tablet Previous Generation Gaming  Current Generation Gaming Handheld Gaming Device VR headset
Console (PS4/PS4 Pro, Xbox Console (PS5, Xbox Series (Nintendo 3DS, PS Vita)

One/Xbox One S/Xbox One X, S/Xbox Series X, Nintendo
Nintendo Wii, Nintendo Wii U) Switch, Nintendo Switch Lite)

Q: Which of the following devices do you currently own? (esports fans — Canada N = 1002 | ROW N = 9000)

.
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Canadian Esports fan claim to spend more than $40 each month on both
games & gaming peripherals

Average Monthly Expenditure (CAD S) - Accessories

M Esports Fans - Canada

Video Games (new/used) I 543
Gaming peripherals & accessories (e.g. gaming headsets, chairs, keyboards, mice, controllers) | NNINININININININGEGEGEGEEEEEEEEEEEEEE— 542
In-game downloadable content (DLC) (e.g. customization: weapon/character skins, themes;... I 525
Attending live Esports events I 521
Other spending on video gaming INIINININIGIGIGGNGNGNGNGNGNGNGNENENGNGNGNGENEGEGEGEGE 13
Online subscriptions (Xbox Live Gold, PlayStation Plus, MMOs) [ IIIIIININGEEEN ;17
Esports-related merchandise (e.g. apparel, collectibles) [ INIINININGTGTNNNNGNNGNGNNGNGNGNGNGNGNGE ;16
Esports event watch passes (in-game event viewing) [ NRNRNRNININN>'>">-<;]3]@E ;16
Esports-related subscriptions (Twitch Prime) NN ;16
Gaming apps on mobile devices (apps, downloads, in-game purchases, etc.) NG ;15
Game subscription services (Xbox Game Pass, EA Play, Ubisoft+) [ N ;15
Performance gaming apparel [N ;14

Q: In a typical month, about how much money do you spend on the following with regard to video gaming and Esports? (CAD $) (esports fans — Canada N = 1002 | Note — Canada data only due to currency differences across mkts.)

.
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Mobile Gaming Expenditure is relatively low in Canada, albeit growing

Average Monthly Expenditure (CAD $) — Mobile Gaming

M Esports Fans - Canada

Mobile games (buying the actual application from the App store) _ $5
In-app purchases to enhance gameplay (e.g. in-game currencies, boosts, cheats, better gear) _ $5
In-app purchases for cosmetic reasons (e.g. getting rid of ads, character/weapon skins, _ <
additional customization options)
Mobile game subscription services (e.g. Apple Arcade, Google Play Pass) _ S4

Q: And in a typical month, about how much money do you spend on mobile gaming specifically? (CAD $) (esports fans — Canada N = 1002 | Note — Canada data only due to currency differences across mkts.)

.
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Sponsorship
Impact
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Two thirds of Esports Fans believe sponsors have a stronger connection to
the community
Attitudinal Perceptions - % Agree

M Canada M Global

. . 64%
Brands who sponsor esports havea stronger connection to the esports community _ 64‘;
0
. . . 61%
Sponsors / brands are improving the esports experience 4%
0

0,
It is important to me to always have the latest technology >2%

58%

52%

Seeing an esports star or celebrity using a brand is like a personal recommendation <39
0

49%

esports should be a collegiate / University sport
48%

. 38%
esports should be an Olympic sport
p ympic sp 6%

Q: Below is a list of statements and attitudes about technology, gaming and esports — To what extent do you agree / disagree - % Agree (esports fans — Canada N = 1002 | ROW N = 9000)

.
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When it comes to Esports sponsorship, fans are most likely to see a fit with
beverage, technology and food companies

Esports Sponsorship Categories — Top 15

M Canada M Global

s1%
’ 50% 48%
4%

o
39% 37%

37%
’ 35%

26%
21%

28%
° 26% 26% 26%  26% 26%  26% 26%

18% 17%

<> Nielsen

Q: Which product or brand categories listed below could you see being associated with esports sponsorships? (esports fans — Canada N = 1002 | ROW N = 9000)

Copyright © 2021 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.

26



> Nielsen

Nielsen Esports

As the industry’s most trusted source for teams,
leagues, brands, game publishers and platforms to
understand how to maximize investments, Nielsen
Esports has the depth, breadth and world class research
needed to drive growth, increase the value of
partnerships and develop fan bases — from sponsorship
valuation and benchmarking media performance to
deep international fan insights.
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CONTACT INFORMATION:
Scott Lidbury

Director, Nielsen
scott.lidbury@nielsen.com

647-472-1050
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