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INTRODUCTION
market, thanks to the support of those who are directly

increasingly varied content schedule, thus reflecting

involved in esports at various levels.

the exponential growth in terms of hourly consumption

Dear ones,
it is with great pleasure that we present our new report

esports fans in Italy and, on the other, an in-depth analysis

The economic consequences of the pandemic, however,

on the world of esports in Italy. Four years ago, in

dedicated to the live streaming platforms most used

vary greatly between the different segments within the

collaboration with the research company Nielsen, we

by fans today: Twitch and YouTube. By analyzing the

esports ecosystem: many companies have been able

launched a permanent observatory on the phenomenon

main trends of the ecosystem related to the fruition and

to continue or even expand their commercial activities,

of competitive gaming with the idea of having a

consumption habits of the phenomenon, the similarities

while others have been forced to curtail their operations

privileged observation point on the esports ecosystem

and differences compared to the previous edition of

somewhat to adhere to COVID-19 regulations.

in our country. In continuity with this project, in 2021 we

the report are highlighted. Emerging data confirm a

issued a new survey with the intention of defining and

movement in strong growth in terms of adoption and

As Association we believe it is important to intercept

refining the contours of a scenario that in recent years

consumption, underlining how positive both the current

this ferment and direct the development of the esports

has established itself as a new form of entertainment

scenario and future development prospects are.

ecosystem in Italy, so that our country can become

capable of attracting and involving above all the younger

E SP O RTS

YouTube.

I TA L I A N

The report includes, on the one hand, a snapshot of

RE P O RT

through the main viewing platforms, such as Twitch and

generations, but not only. The growth of the ecosystem is

The persistence of the COVID-19 pandemic has continued

scale. For some time, we have been working on the

tangible both in terms of general popularity and in terms

to affect the dynamics of the esports world in unforeseen

front line with most Italian sector operators, brands, and

of the professionalism of the operators in the sector itself.

ways. The global lockdown and health measures induced

institutions to encourage the development of the sector

a major shift in esports supply and altered consumer

in Italy and the growth of its operators. Some progress

Together with publisher members, who are directly

behavior. During the health emergency, industry players

has been made in recent years, but there is still much

involved in the competitive gaming sector, and esports

had to reinvent themselves and find new ways to engage

to do to continue to grow together. We are certain that

members, such as event organizers, teams, and agencies,

with both consumers and the partners they work

the coming months will hold some pleasant surprises in

we set up a working group and together defined the

with. However, thanks to the creativity that has always

store for us.

questionnaire on which the report is based. Without

characterized the video game industry, and the esports

a doubt, this preliminary work on a world that makes

branch in particular, new forms of events, activities and

dynamism its prerogative has given us the opportunity

initiatives arise reaching the attention of the wider public.

to refine the survey and give the right dimension to this

People following esports have been able to access an

2 02 1

increasingly important and competitive also on a global

Happy reading!
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Data were collected through the Italian
edition of Global Esports Fan Insights.
Research conducted with CAWI (Computer
Assisted Web Interviewing) methodology.
Twitch and YouTube focuses are entirely
based on the performance of the top 10,000
channels, ordered by hours watched,
identified in 2019 and 2020. The focus on
tournaments, on the other hand, covers major
international events in 2019 and 2020,
and national events in 2020, broadcast
exclusively on Twitch in Italian.

POOL

MARKET

1500 people between the ages of 16 and 40
who are passionate about esports, selected
from a sample of 2000 Italians representative
of the population in terms of age, gender, and
geographical location, plus 500 interviews with
esports fans for a total of 2500 interviews.

Italy
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Who are the esports fans in Italy?

Why do they engage in esports?

How do they follow esports?

Every day 475,000 people in Italy claim to follow an

The motivations that drive fans to engage in esports

esports event (avid fans), an estimate that has slightly

mainly concern the entertainment sphere (80%) and the

Esports fans claim to follow an average of 2.9 (+15%

year (+72%) and each contact spent on average of 23,2

increased compared to the previous survey. The pool

community factor (64%): people do that to spend time

compared to the previous survey) esports genres, with

minutes on the platform, compared to the 20,7 minutes

expands to about 1,620,000 people if we also consider

with friends with whom they share the same passion, to

favorites being sports titles, shooters, battle royales and

last year (+12%). YouTube also saw an increase in interest

those who claim to follow an esports event not every

watch the best players trying to learn their tips and tricks,

MOBAs. It is worth noting the exponential growth of

in terms of fruition, in fact, despite a similar offer to last

day, but several times during the week (esports fans),

or simply to socialize. Competitive gaming is recognized

the mobile genre, which recorded +58% compared to

year, both total hours watched, and total views increased

a figure that has increased by 15% compared to the

as having positive externalities, such as facilitating the

the previous survey. The devices most used to follow

by 62% and 183%.

previous survey (July 2020). The target group is mainly

learning of the English language, the development of

male (62%), between 21 and 40 years old with an

relationships and problem-solving skills, the promotion

average age of 27, an education level and an income

of a spirit of healthy competition, as well as inclusiveness.

to a surprising 44% if only avid fans are considered. 71%
of avid fans - about 337,250 people - say they have an
income of more than 1500€ per month and 56% have
at least a university education. The passion for esports
appears to be long-lasting for avid fans (34% have been
avid fans for at least three years) and is consolidating in
the broader fanbase, who on average devote 4.6 hours
per week to it, an hourly consumption that is in line with
other entertainment activities such as watching TV, online
videos or listening to music. 62% of the fanbase say they
spend between 2 and 7 hours a week on esports-related

terms of the most broadcast games by the first 10,000

to music, while watching them. The vast majority of

streamers, the scenario that has undergone greater

esports fans (85%) say they have an Internet connection

increases is confirmed to be that of Twitch (72%

(fibre optic or ADSL) that helps them in these activities.

total change in share) compared to YouTube (46%),
reconfirming a greater dynamism of the platform. In 2020,

94% of the fanbase say they play games on consoles,

In detail, the most used digital platform for esports content

Fortnite confirmed its position at the top of the ranking

with sports being the most played genre on this

is Twitch, where consumption per hour (3.2 hours per

of the most broadcast live games, both on Twitch (15%)

platform. In second place are shooters, the genre most

week) is very similar to Netflix and Spotify. In addition,

and YouTube (28%). Furthermore, when analysing the

played on PC, followed by battle royale and MOBA.

Twitch is the preferred channel for watching live content,

10,000 streamers considered, a greater heterogeneity

Finally, strategy and shooter titles are played most on

while YouTube is mainly used for on-demand content;

of titles broadcast on Twitch than on YouTube can be

live streaming is driven by the high level of engagement

seen. In fact, the first three games on Twitch cover 33%

it is able to offer to the fanbase.

of the total share while the first three games on YouTube

mobile. On average, an esports fan has an account
on 3.3 platforms or services dedicated to the world of
gaming (+18% compared to the previous survey): 69%
have at least one account on a digital store, among

activities. The trend of the phenomenon is growing in the

which Playstation Store (32%) stands out. 60% are

major European markets, even if with lower rates than in

subscribed to at least one subscription service where

Italy, 8% in Germany, 6% in the UK and 2% in France. The

Prime Gaming (26%) is the most purchased. Finally,

growth in Italy is even more positive when compared to

56% are subscribed to at least one of the three console

the sporting world, where the general trend is down by

services that allow online gaming: PS Plus (35%),

7%.

Nintendo Online (20%) and Xbox Live Gold (16%).

cover 45%.
Regarding the actual use of content among the top
10,000 Italian streamers, compared to the previous
survey, Twitch stands out as the platform with the highest
growth rate in terms of total hours watched (+166%) and
airtime (+55%), confirming itself as a dynamic platform
both in terms of quantity of content offered and interest
generated. In 2020 on Twitch, the total hours watched/
airtime ratio also grew: for every hour of streaming, there
were 58 hours of viewing, compared to 34 the previous

06
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social media and/or thematic forums), but also to listen
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How do the esports fans play?

On the other hand, looking at the changes in share in

I TA L I A N

southern regions and islands is significant (39%), rising

(52%), through which fans are also used to chat (via

2 02 1

above the population average. The presence of fans in

esports are mainly computers (56%) and smartphones

watched than in 2019, an increase of 26% where the
2020 League of Legends World Championship was the
most watched event at national level (event with the
highest growth in absolute terms - over 300 thousand
more hours watched than in 2019), with over one million
hours watched. Next, League of Legends European
Championship (LEC) 2020 both Summer and Spring
Season with over half a million hours watched each (LEC
- Summer Season was the event with the highest relative
growth, +65% compared to 2019).
Excluding the “big three”, the best national event (PG
Nationals League of Legends - Summer Season) has
over 14% more hours watched than the best international
event - broadcast by Italian channels (League of Legends

The average monthly expenditure for esports-related

In conclusion, also in terms of attitude towards

items such as merchandise or passes for in-game events

sponsorship, the esports fanbase declares a high

is around 40€ for esports fans, reaching 64€ among avid

attention to brands as they are more likely to remember

fans. 29% of esports fans declare a propensity to pay
for subscriptions (TV or streaming) that guarantee them
access to content exclusively related to the esports world,
preferably without advertising, a figure that reaches 39%
among avid fans. The most popular products purchased
are gaming accessories (66% of esports fans and 73%
of avid fans) and merchandise or apparel related to an
esports game, team, or league (34% of esports fans
and 46% of avid fans). Online purchases are made via

events (broadcast in Italian). In fact, the first four national
events record 13% more hours watched than the first
four international events (broadcast in Italian).
As for the most played titles within the competitions, the
trend is similar to that of 2019 and confirms the prevalence
of League of Legends, which is the protagonist of the
first 7 tournaments out of the 10 most watched. The
remaining ones are instead covered by Tom Clancy’s
Rainbow Six Siege.

an interest and to actively inform themselves about
sponsorships. Finally, the general attitude towards
sponsorship, 74% for esports fans and 83% for avid fans,
is higher compared to the traditional sports fanbases
(55%) or to the general population (60%).
This attitude is also shared by the main stakeholders

all major payment methods: digital wallets, prepaid/

involved in the ecosystem, who stated that they

rechargeable cards, and credit/debit cards. However,

approached the esports sector because it allows the

the average weekly frequency of use is higher among

players involved to acquire positive traits for their image

avid fans (61%) than esports fans (43%).

and to connote themselves as dynamic, fast, avant-garde
and international. In fact, in addition to the experience

Championship Series 2020 Summer Season). National
events are generally watched more than international

a sponsorship from a company that is associated with

2021

in Italy) recorded over 750 thousand more hours

R E P O RT

In 2020 on Twitch, the international leagues (broadcast

What is the buying behavior
of esports fans?

E SP O R TS

What were the most popular events?

What is the attitude of esports fans
towards brand sponsors?
The esports fanbase is highly responsive and inclined
towards brand sponsors, with gaming products and
services (20%) being perceived as the most suitable for
esports sponsorship, followed by energy drinks (19%),
snacks (18%) and internet services (17%). In terms of
the different branding methods that can be adopted
during events, logos on uniforms and commercials are

and involvement on the entertainment side, esports
offers brands the chance to experiment with new types
of content and new ways of disseminating them by
interfacing with a responsive target and acting within the
digital universe. Partnerships, events and experiences
have given the players involved in the esports world a
connotation of excellence, characterised by a strong
degree of innovation and a competitive advantage in
terms of brand perception compared to competitors
who do not operate in this ecosystem.

considered the most suitable to use during activities.
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WHO ARE ESPORTS
FANS IN ITALY?
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475.000
AVID FANS
RE P O RT
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+15% COMPARED TO THE PREVIOUS SURVEY

1.620.000
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ITALIAN FANBASE

People aged 16-40 following esports
events every day in Italy

FANBASE
People aged 16-40 following esports events
several times a week
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PROFILE

ALL RESPONDENTS
AGE

EDUCATION
TOTAL POPULATION
(16-40)

44%

35%

41%

FANBASE

ITALIAN FANBASE

38%
51%

TOTAL
POPULATION
(16-40)

62%

FANBASE

44%

18%

21%

14%

TOTAL
POPULATION
(16-40)

FANBASE

AVID FANS

AVID FANS

MALE

16-20

21-30

38%

31-40

37%

4%

41%

TOTAL
POPULATION: 28

Elementary and middle School

High school

25%

18%

19%

37%

23%

19%

20%

TOTAL POPULATION
(16-40)

22%

North West

12%

North East

23%

Master / PHD

17%

21%

14%

20%

17%

23%

15%

18%

10%

16%

13%

14%

39%

AVID FANS
AVID FANS

Degree

INCOME

FANBASE
FANBASE

17%

AVID FANS: 28

GEOGRAPHICAL AREA
TOTAL POPULATION
(16-40)

9%

AVERAGE:

FANBASE: 27

FEMALE

47%

5%

45%

67%

AVID FANS

8%

RE P O RT

33%

35%

E SP O RTS

38%

48%

I TA L I A N

49%

7%

2 02 1

GENDER

11%

9%

20%

20%

31%

9%

44%

Central Italy

South and Island

Below 750€

751 – 1,500€

1,501 – 2,000€

3,001 € and above

I don’t know/I’d rather not answer

2,001 - 3,000€
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HOW LONG HAVE BEEN THEY
FOLLOWING ESPORTS?
FANBASE & AVID FANS

23%

12%

6%

RE P O RT

31%

9%

E SP O RTS

20%

22%

23%

Since last year

For more than a year

For two years

For three years

For four years

For five years or more

Which one of the options better describes when did you start following esports?

21%

15%

6%

I TA L I A N

AV I D F A N S
13%

2 02 1
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FA N B A S E
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LEISURE ACTIVITIES
FANBASE

Video games
(Console/PC or Mobile)

72

Sports

63
59

Live Music

53

Books

46

Awards (Oscar, etc.)

45

Podcast

45

On a scale of 1 to 100, indicate your interest in each of these leisure activities

E SP O RTS

64

I TA L I A N

Movies

2 02 1

ITALIAN FANBASE

66

Esports

Toys/Collectibles

RE P O RT

70

Music
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TIME SPENT IN LEISURE ACTIVITIES IN A WEEK
FANBASE

7.2

16%

General web surfing (social media, email, websites, etc.),
but not video games related

7.1

16%

5.8

13%

E SP O RTS

Watching digital content or streaming (TV shows/movies)
on platforms such as Netflix, Amazon Prime Video, etc.)

RE P O RT

Playing video games (on consoles, computers, mobile devices)

*Declared time

Watching general videos (not esports-related) on websites like
YouTube, Vimeo, Dailymotion, etc.
Watching esports and/or engaging in other related activities
(such as events, news, etc.)

4.8

10%

62% IN 2-7 H A WEEK
20%
0-1 H

33%
2-4 H

5-7 H

29%
8-10 H

14%

4%

4.6

10%

11+ H

4.5

Listening to music (radio, streaming, CD, or other)

3.7

Watching sport events

Reading magazines, books, newspapers, blogs (online/printed)

11%

I TA L I A N

5

Watching TV (cable or satellite)

2 02 1

ITALIAN FANBASE

% OF TIME

10%

8%

3

6%

5,1 H AVERAGE
LEISURE TIME

In a typical week, approximately how many hours of your free time do you personally spend on each of the following activities?
*Declared time
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INTERNATIONAL BENCHMARK AND COMPARISON
WITH SPORT IN ITALY

ESPORTS FANBASE
RE P O RT
E SP O RTS

7%
2%

I TA L I A N

-1% GENERAL MOTORSPORT (F1) INCLUDED
-7% SPORT (IN GENERAL)

VOLLEY -13%

2 02 1

8%

∆ VARIATION %

ITALIAN FANBASE

15%

-14% SOCCER
-15% TENNIS

BASKET -25%
- 2 7 % CYC L I N G

Base: Fanbase dei singoli sport 16-40 in Italia – Nielsen Esports Survey FRA, GER and UK
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INTERNATIONAL BENCHMARK
–TIME FOLLOW-UP

Since last year
For more than a year
For two years
For three years
For four years
For five years or more

23%

12%

6%

9%

RE P O RT

31%

13%

20%

31%

17%

8%

E SP O RTS

54%
11%

9%

23%

24%

19%

10%

I TA L I A N

51%
15%

2 02 1

ITALIAN FANBASE

20%

47%
7%

16%

26%

18%

10%

23%

46%

Which one of the options better describes when did you start following esports?
Base: Fanbase in Ita, UK, Fra e Ger

16
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WHY DO THEY ENGAGE
IN ESPORTS?
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REASONS TO ENGAGE IN ESPORTS
FANBASE

To spend time

37%

To have fun with friends who
like esports

32%

To watch best players

31%

To learn best practices

24%

To be more connected with/
closer to favorite games
To experience entertainment

26%

To connect with/ socialize with
/ meet other players

20%

To watch an esports team/
player I cheer for

27%

To interact with gaming in a
different way

27%

To improve as a player

23%

To experience competition

13%

To be an hardcore player

RE P O RT

COMPETITIVE/IMPROVE
GAMING SKILLS (NET)

38%

INNOVATIVE/NEW
(NET)

24%

To try a game before buying it

20%

To keep up with times and
innovation

E SP O RTS

40%

COMMUNITY (NET)

61%

2 02 1

ITALIAN FANBASE

ENTERTAINMENT/HOBBY (NET)

64%

I TA L I A N

80%

Why do you engage in esports?
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HOW ESPORTS ARE PERCEIVED?
FANBAS

They promote a spirit of healthy
competition live or online

68%

They strenghten the self-esteem
and sports culture by improving
interpersonal communication
skills and team play

RE P O RT

They foster the development
of cognitive and problem-solving skills

68%

E SP O RTS

They contribute to relational
development and team
building

68%

I TA L I A N

They facilitate the english
language learning

71%

66%

They allow everyone equal
participation without any
gender, race or faith
discrimination and
constitute an inclusive
environment

65%

They train motor coordination
and responsiveness

59%

They help discovering new
passions, especially in the field
of history, art and science

Indicate how much you agree or disagree with the following statements about esports

58%

2 02 1

ITALIAN FANBASE

71%

They are a healthy, safe and
clean environment, in which
violent/racist behaviors are
banned

19
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HOW DO THE ESPORTS
FANS PLAY?
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MOST USED PLATFORMS TO PLAY
FANBASE

17%

Playstation 5

26%
15%

MOBILE GAMER
(NET)
20%

Xbox 360
Xbox Series X/Xbox Series S

91%

7%

15%
11%

Smartphone

84%
54%

Tablet
Computer/Gaming PC

68%

PC GAMER
(NET)

68%

Digital/Streaming Media Player

42%

Cloud Gaming Services

13%

Steam Link

10%

On whic of the following platforms do you personally play video games?

E SP O RTS

Nintendo 2DS/2DS XL/3DS/3DS XL

I TA L I A N

ITALIAN FANBASE

20%

Nintendo Switch/Nintendo Switch Lite

Xbox One/Xbox One S/Xbox One X

RE P O RT

14%

Nintendo Wii

Nintendo Wii U

CONSOLE GAMER
(NET)

2 02 1

PlayStation 3

94%

49%

PlayStation 4/PlayStation 4 Pro

21

MOST PLAYED ESPORTS GENRE
BY PLATFORM
FANBASE

PERSONAL COMPUTER

MOBILE
RE P O RT

CONSOLE
65%

53%

54%
46%

50%

49%

47%
41%

39%

40%

30%

29%

Which of the following genres of esports video games for consoles, PC, mobile, if any, do you usually play?

Card Games (CCG)

MOBA

Racing/Cart

Battle Royale

Shooter

Strategy

Racing/Cart

MOBA

Battle Royale

Shooter

Fighting

Racing/Cart

Battle Royale

Shooter

Sport

2 02 1

32%

Card Games (CCG)

34%

RTS

30%

E SP O RTS

56%

I TA L I A N

ITALIAN FANBASE

62%
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ACCOUNT OR SUBSCRIPTION ON
GAMING SERVICES
FANBASE

An esports fan has on average an account on
3.3 (+18% compared to the previous survey)
of these services. 78% has at least one account.

32%

Steam
23%
22%

Epic Games Store
Nintendo eShop

E SP O RTS

18%

Ubisoft Connect

15%
12%

Battle.net
7%

Humble Bundle

22%

Xbox Game Pass
13%
9%
8%

35%

PlayStation Plus
20%

Nintendo Online
Xbox Live Gold

SUBSCRIPTION
SERVICES
(NET)

17%

EA Play
Microsoft Project xCloud

60%

26%

PlayStation Now

I TA L I A N

6%

Prime Gaming

GeForce Now

STORE (NET)

2 02 1

ITALIAN FANBASE

Microsoft Store

GOG

69%

25%

RE P O RT

PlayStation Store

16%

Which of the following gaming services do you have an account on or are subscribed to?

56%

ONLINE GAMING
SERVICES
(NET)

23
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HOW DO THEY
FOLLOW ESPORTS?
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MOST POPULAR ESPORTS GENRES
FANBASE
+15%

COMPARED TO THE PREVIOUS SURVEY

+58%

38%
34%

34%

E SP O RTS

42%

COMPARED TO THE
PREVIOUS SURVEY

-33%

32%

COMPARED TO THE
PREVIOUS SURVEY

24%

23%

I TA L I A N

ITALIAN FANBASE

45%

RE P O RT

Esports fans follow on average
2,9 esports genres

2 02 1

17%

Sport

Shooter

Battle
Royale

Multiplayer
Online Battle
Arena (MOBA)

Mobile
games

Racing/Cart

Nota a piè di pagina: Which of the following genres of video games do you follow through esports?

Fighting

Real-Time
Strategy (RTS)

Online
Collectible
Card Games

25

MOST POPULAR DEVICES TO FOLLOW ESPORTS
FANBASE

COMPARED TO THE
PREVIOUS SURVEY

52%

RE P O RT

ITALIAN FANBASE

56%

+9%

+12%

COMPARED TO THE
PREVIOUS SURVEY

E SP O RTS

COMPARED TO THE
PREVIOUS SURVEY

-18%

COMPARED TO THE
PREVIOUS SURVEY

35%

25%

22%

19%

2 02 1

27%

I TA L I A N

-9%

Computer
(desktop o laptop)

Smartphone

Smart TV App
(ex.YouTube,
Twitch, etc.)

Through which of the following devices do you watch or follow esports events?

Tablet

Cable/satellite
TV

Streaming
Media Players
(es. Roku,
Chromecast,
Fire TV, Apple
TV)

Gaming
console

26

TYPE OF INTERNET CONNECTION OWNED
FANBASE
40%

E SP O RTS

ITALIAN FANBASE

RE P O RT

29%

Home fiber
(FTTH)

ADSL

Central fiber
(FTTC)

What type of internet connection do you use when you are at home?

Smartphone or
other device
hotspot

5%

Satellite
connection

2 02 1

7%

I TA L I A N

16%

3%

Wimax or FWA

27

SECOND SCREEN ACTIVITIES DURING
ESPORTS CONSUMPTION

31%

Social media

31%
26%

Listening to music (radio, streaming, etc.)

22%

Playing the same video game

17%

Web surfing

15%

Watching TV

14%

Playing a different video game

13%

Watching different esports competitions simultaneously

None of them

I TA L I A N

18%

Watching gaming personalities

Working or studying

E SP O RTS

25%

Reading esports content

Listening to radio/podcast

RE P O RT

Interacting with other fans in chat/blog etc.

2 02 1

ITALIAN FANBASE

FANBASE

8%
* Esports fans usually have two screens that they use
simultaneously for different activities.

7%
7%

Which of the following activities, if any, do you do at the same time you are watching an esports event or competition?
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MOST POPULAR PLATFORMS AND
WEEKLY USAGE TIME
FANBASE

58%

Twitch

49%

YouTube Gaming

43%

DAZN

40%

Disney+

38%

Amazon Music

Dailymotion
Apple Music
Apple TV
Google Play Movies
Vimeo

19%
18%

2.2

Amazon Prime Video
Facebook Gaming

2.0

YouTube Gaming

2.0

Amazon Music

2.0
1.9

Vimeo

1.4

Dailymotion

1.4
1.3

DAZN

17%

1.2

Disney+

16%
15%

3.1

Netflix

Apple Music

35%

Facebook Gaming

Other 18%

RE P O RT

ITALIAN FANBASE

67%

Spotify

3.2

Twitch

E SP O RTS

75%

Amazon Prime Video

3.3

Spotify

I TA L I A N

76%

Netflix

3.9

YouTube

2 02 1

86%

YouTube

Google Play Movies

0.8

Apple TV

0.8
2H
AVERAGE

Which of the following platforms do you usually use?
*Declared time

In a typical week, approximately how many hours of your free time
do you spend in person using each of the following platforms?
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TIME DEDICATED TO ESPORTS EVENTS
OR COMPETITIONS BY PLATFORM
FANBASE

DELAYED
Other

6%

8%

YouTube

35%

13%

38%

Twitch

Facebook
Gaming

6%

8%

13%

E SP O RTS

Facebook
Gaming

Caffeine.tv
YouTube

I TA L I A N

Caffeine.tv

48%

2 02 1

ITALIAN FANBASE

Other

RE P O RT

LIVE

25%

Twitch

What percentage of your time do you spend watching live esports and/or on-demand events or competitions online on each of the following platforms?
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FAVORITE FRUITION MODE OF ESPORTS
EVENTS OR COMPETITIONS
FANBASE
1%

Live
Recorded

ITALIAN FANBASE

12%

24%

RE P O RT

48%

62%

E SP O RTS

In person

14%

2 02 1

16%

I TA L I A N

Other

12%
8%
1%

Live streaming
during the event

Recorded online

Live on demand on
cable/satellite TV

In general, how do you prefer to watch esports events or competitions

In person

Recorded
on demand on
cable/satellite TV

No preference
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REASONS TO WATCH ESPORTS EVENTS ON
LIVE STREAMING
FANBASE

27%

27%

E SP O RTS

30%

RE P O RT

45%

ITALIAN FANBASE

46%

25%

2 02 1

I TA L I A N

19%

I feel more
engaged

Live streaming is
more emotional

I want to know
the score as they
happen

I like to interact
on social media
during events

Which of the following reasons motivate you to watch live esports events via online streaming?

I do not want to
know the score
before I watched
a particular events

I like to interact
with other esports
fans

I like to interact
with esports fans
after the event

32

EVOLUTION TREND: TWITCH & YOUTUBE

RE P O RT

(between 2019 and 2020)

Looking at the changes in key performance indices between 2019
and 2020, Twitch emerges as the platform that achieved the most
significant differentials in total hours watched and airtime.
This underscores that the platform has achieved significant growth
over the past year.

E SP O RTS

FASTEST GROWING PLATFORM

I TA L I A N

Additionally, on Twitch in 2020, the total hours watched/airtime ratio
increased. For every hour of streaming, there are 58 hours of views,
compared to 34 in the previous year.

2 02 1

Instead, if we consider the hours watched/views ratio, each contact
spends an average of 23,2 minutes on the platform, compared to
20,7 minutes last year.

33
Data refer to the first 10,000 Italian streamers, ordered by “hours watched”.

FOCUS TWITCH 2019/2020
MAIN KPIS

301 M

TOTAL HOURS WATCHED

TOTAL HOURS WATCHED

(10.000 Twitch streamers)

(10.000 Twitch streamers)

328 M

779 M

(10.000 Twitch streamers)

3,38 M

TOTAL AIRTIME (HOURS)

(10.000 Twitch streamers)

34

(10.000 Twitch streamers)

5,23 M
58

20.7 min

23.2 min

(10.000 Twitch streamers)

+12%

HOURS WATCHED/VIEWS
IN 2020 VS 2019

(10.000 Twitch streamers)

HOURS WATCHED/AIRTIME

HOURS WATCHED/VIEWS

+72%

HOURS WATCHED/AIRTIME
IN 2020 VS 2019

TOTAL AIRTIME (HOURS)

HOURS WATCHED/AIRTIME

(10.000 Twitch streamers)

+55%

TOTAL AIRTIME (HOURS)
IN 2020 VS 2019

TOTAL ViEWS

2 02 1

TOTAL ViEWS

+137%

TOTAL VIEWS
IN 2020 VS 2019

RE P O RT

113 M

+166%

E SP O RTS

2020

I TA L I A N

2019

TOTAL HOURS WATCHED
IN 2020 VS 2019

(10.000 Twitch streamers)

HOURS WATCHED/VIEWS

(10.000 Twitch streamers)
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Data refer to the first 10,000 Italian streamers, ordered by “hours watched”.

FOCUS YOUTUBE 2019/2020
MAIN KPIS

31.33 M

TOTAL HOURS WATCHED

TOTAL HOURS WATCHED

(10.000 YouTube streamers)

(10.000 YouTube streamers)

71,6 M

202 M

(10.000 YouTube streamers)

285 K

TOTAL AIRTIME (HOURS)

(10.000 YouTube streamers)

67

HOURS WATCHED/AIRTIME

(10.000 YouTube streamers)

271 K

-43%

HOURS WATCHED/VIEWS
IN 2020 VS 2019

(10.000 YouTube streamers)

115

HOURS WATCHED/AIRTIME

(10.000 YouTube streamers)

16.2 min

9.3 min

(10.000 YouTube streamers)

+71%

HOURS WATCHED/AIRTIME
IN 2020 VS 2019

TOTAL AIRTIME (HOURS)

(10.000 YouTube streamers)

HOURS WATCHED/VIEWS

-5%

TOTAL AIRTIME (HOURS)
IN 2020 VS 2019

TOTAL VIEWS

2 02 1

TOTAL ViEWS

+183%

TOTAL VIEWS
IN 2020 VS 2019

RE P O RT

19.29 M

+62%

E SP O RTS

2020

I TA L I A N

2019

TOTAL HOURS WATCHED
IN 2020 VS 2019

HOURS WATCHED/VIEWS

(10.000 YouTube streamers)
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Data refer to the first 10,000 Italian streamers, ordered by “hours watched”.

TOTAL HOURS WATCHED

(10.000 Twitch streamers)

+137%
TOTAL ViEWS

(10.000 Twitch streamers)

(10.000 YouTube streamers)

+183%

TOTAL ViEWS

(10.000 YouTube streamers)

+55%

-5%

(10.000 Twitch streamers)

(10.000 YouTube streamers)

TOTAL AIRTIME (HOURS)

+72%

HOURS WATCHED/AIRTIME

(10.000 Twitch streamers)

TOTAL AIRTIME (HOURS)

+71%

As far as YouTube is concerned, the strongly growing hours
watched/airtime ratio is determined by a higher fruition (total hours
watched +62%) and not by a higher content offer - which remains
similar to the previous year (total airtime -5%).
On the other hand, Twitch shows strong growth in both total hours
watched (+166%) and airtime (+55%), and consequently in hours
watched/airtime (+72%), showing itself to be a more dynamic
platform in terms of both the amount of content offered and interest
generated.

HOURS WATCHED/AIRTIME

(10.000 YouTube streamers)

+12%

-43%

HOURS WATCHED/VIEWS

HOURS WATCHED/VIEWS

(10.000 Twitch streamers)

E SP O RTS

TOTAL HOURS WATCHED

Considering the top 10,000 Italian streamers on Twitch and YouTube
in 2019 and 2020, it emerges that Twitch is the platform with the
highest growth rates in each KPI taken into account.

I TA L I A N

+62%

2 02 1

+166%

RE P O RT

FOCUS 2020 - TWITCH VS YOUTUBE
MAIN KPIS

(10.000 YouTube streamers)
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Data refer to the first 10,000 Italian streamers, ordered by “hours watched”.

FOCUS 2020 - TWITCH VS YOUTUBE
TOP GAMES

10.52%

6.80%

TOP GAMES FOR NUMBER OF STREAMERS
(10.000 YouTube streamers – Italian language)

28.50%

8.74%

RE P O RT
E SP O RTS

15.93%

In 2020, Fortnite confirmed its position in the ranking of the most
streamed games in terms of streamers primarily dedicating their
channel to a particular game, both on Twitch (15.93%) and YouTube
(28.50%).

I TA L I A N

(10.000 Twitch streamers – Italian language)

Considering the share variations in terms of the most broadcast
games by the top 10,000 Italian streamers, it emerges that the
scenario has undergone greater changes within Twitch (72% total
share variation) than on YouTube (46%). This data therefore also
highlights a greater dynamism of the platform in terms of games.

However, the gap - in terms of percentages - between Fortnite
and the second ranked game is wider on YouTube than on Twitch,
highlighting a more concentrated scenario on this platform. In fact,
while the top three games on YouTube cover 45.82% of the total, on
Twitch they cover just 33.25%.

2 02 1

TOP GAMES FOR NUMBER OF STREAMERS

8.58%
37

Data refer to the primary game of the top 10,000 Italian streamers, ordered by “hours watched”

FOCUS TWITCH 2019/2020
TOP GAMES
Fortnite
18 Call of Duty: Warzone

9.52%

Apex Legends

1 League of Legends

6.76%

Rainbow Six Siege

6.34%

2 Apex Legends

4.37%

FIFA 19

6.80%

1 Grand Theft Auto V

5.57%

Grand Theft Auto V

10.52%

5.10%

2 Rainbow Six Siege

2.87%

4.57%

Minecraft

2.50%

Valorant

Dead by Daylight

2.28%

6 FIFA 20

2.85%

Overwatch

2.11%

2 Minecraft

2.78%

Esports
Other games

1.82%

Rocket League
0.00%

5.00%

10.00%

FORTNITE: -8.99% share
COD WARZONE: +9.73% share
LEAGUE OF LEGENDS: -2.73% share
GTA: +1.97% share

TOTAL VARIATION: 72%

15.00%

20.00%

25.00%

30.00%

4.12%

2 Dead by Daylight

I TA L I A N

League of Legends

15.93%

RE P O RT

24.92%

E SP O RTS

Fortnite

TOP 10 GAMES 2020

2.32%
0.00%

2.00%

4.00%

8.00%

10.00%

12.00%

14.00%

16.00%

2 02 1

TOP 10 GAMES 2019

18.00%

At the fruition level, in both 2019 and 2020, the top 10 most viewed games on Twitch includes 7 esports titles.
Fortnite confirms its supremacy despite losing about 9 percentage points of the total in favor of the entry of other
games such as Call of Duty that gains 18 positions in the ranking.
Considering at an aggregate level all the changes in share for each game between 2019 and 2020 it is possible to
observe that the Twitch landscape at the level of titles has moved by 72%.
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Data refer to the primary game of the top 10,000 Italian streamers, ordered by “hours watched”.

TOP 10 GAMES 2019

TOP 10 GAMES 2020
Fortnite
18 Call of Duty: Warzone

9.52%

Apex Legends

1 League of Legends

6.76%

Rainbow Six Siege

Rocket League

1.82%

3 FIFA 20

Call of Duty: Black Ops 4

1.73%

1 Rocket League

Hearthstone

1.49%

FIFA 21

FIFA 2020

1.47%

8 Brawl Stars

5.00%

4.57%

Valorant

2.11%

0.00%

5.10%

1 Rainbow Six Siege

2.87%

Overwatch

6.80%

2 Apex Legends

5.57%

FIFA 19

10.52%

10.00%

15.00%

20.00%

25.00%

30.00%

4.12%

2 02 1

League of Legends

15.93%

E SP O RTS

24.92%

I TA L I A N

Fortnite

RE P O RT

FOCUS TWITCH 2019/2020
TOP ESPORTS

2.85%
2.10%
1.46%
0.92%

0.00%

2.00%

4.00%

8.00%

10.00%

12.00%

14.00%

16.00%

18.00%
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Data refer to the primary game of the top 10,000 Italian streamers, ordered by “hours watched”.

FOCUS YOUTUBE 2019/2020
TOP GAMES
Fortnite

8.29%

Rainbow Six Siege

6.65%

Grand Theft Auto V

1 Rainbow Six Siege

8.74%

1 Grand Theft Auto V

8.58%

2 Minecraft

5.03%

FIFA 19

3.26%

8 FIFA 20

Brawl Stars

3.20%

12 Call of Duty: Warzone

Apex Legends

1.59%

1 Brawl Stars

Splatoon

1.30%

1 Rocket League

Rocket League

1.14%

Squad

1.06%
0.00%

Esports

8.11%
4.57%
4.34%
3.36%
2.30%

2 Apex Legends

Altri giochi

1.54%

2 Roblox
10.00%

FORTNITE: -7.46% share
RAINBOW SIX SIEGE: +2.09% share
GTA: +3.55% share
FIFA 20: +3.79% share
COD WARZONE: +3.74% share

TOTAL VARIATION: 46%

20.00%

30.00%

40.00%

RE P O RT

Minecraft

28.50%

E SP O RTS

35.96%

I TA L I A N

Fortnite

TOP 10 GAMES 2020

1.27%
0.00%

5.00%

10.00%

15.00%

20.00%

25.00%

2 02 1

TOP 10 GAMES 2019

30.00%

As on Twitch, also on YouTube in 2020 the most viewed game remains Fortnite, although losing about 7.5
percentage points on the total. Within this scenario, esports get more visibility, increasing their penetration among
the games mainly broadcast by the top 10 thousand channels.
Considering at aggregate level all the game share variations, YouTube turns out to be a less dynamic landscape than
Twitch, with a total variation of 46%.
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Data refer to the primary game of the top 10,000 Italian streamers, ordered by “hours watched”.

TOP 10 GAMES 2019

TOP 10 GAMES 2020
28.50%

1 Rainbow Six Siege

6.65%

FIFA 19

3.26%

8 FIFA 20

Brawl Stars

3.20%

12 Call of Duty: Warzone

Apex Legends

1.59%

1 Brawl Stars

Rocket League

1.14%

1 Rocket League

8.74%
4.57%
4.34%
3.36%
2.30%

Roblox

0.79%

2 Apex Legends

1.54%

FIFA 20

0.78%

1 Roblox

1.27%

Clash Royale

0.78%

2 Call of Duty: Black Ops III

1.09%

Call of Duty: Black Ops 4

0.72%

eFootball PES 2020

0.00%

10.00%

20.00%

30.00%

40.00%

E SP O RTS

Rainbow Six Siege

Fortnite

I TA L I A N

35.96%

2 02 1

Fortnite

RE P O RT

FOCUS YOUTUBE 2019/2020
TOP ESPORTS

0.78%
0.00%

5.00%

10.00%

15.00%

20.00%

25.00%

30.00%
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Data refer to the primary game of the top 10,000 Italian streamers, ordered by “hours watched”.

2 02 1

I TA L I A N

E SP O RTS

RE P O RT

ITALIAN FANBASE

WHAT WERE THE MOST
POPULAR EVENTS?

42

INTERNATIONAL LEAGUES
TREND
(between 2019 and 2020)

In 2020, international leagues or tournaments (broadcast in Italy)
recorded over 750 thousand hours watched more compared to 2019
on Twitch, corresponding to 26%.

RE P O RT

INTERNATIONAL LEAGUES (IN ITALY)

TOTAL HOURS
WATCHED IN 2020

TOTAL HOURS
WATCHED IN 2019

+754K

+26%

CRESCITA - TOTAL
HOURS WATCHED

CRESCITA (%) - TOTAL
HOURS WATCHED

I TA L I A N

2,89M

2 02 1

3,64M

E SP O RTS

This figure provides an indication of the increased interest in the
competitive aspect of gaming.

43
Data refer to international leagues broadcast in Italy on Twitch.

TOP INTERNATIONAL
LEAGUES 2020
INTERNATIONAL LEAGUES– HOURS WATCHED
On Twitch, the 2020 League of Legends World Championship was the most watched event nationwide, with over a million hours watched.
RE P O RT

Following LEC 2020 - Summer & Spring Season have over half a million hours watched each.

Live Hours Watched

E SP O RTS

1,200,000
1,030,647
1,000,000

I TA L I A N

667,757
591,415

800,000

2 02 1

600,000

400,000
236,898
200,000

-

124,834

2020 LoL
World
Championship

LEC 2020
Summer
Season

LEC 2020
Spring
Season

Data refer to international leagues broadcast in Italy on Twitch.

LCS 2020
Summer
Season

LoL European
Masters Spring
2020

85,804

84,779

80,943

79,861

Six Invitational
2020

Vikkstar’s
Warzone
Showdown

LoL European
Masters
Summer 2020

Twitch Rivals:
Fall Guys
Fridays

67,200
Twitch Rivals:
Call of Duty:
Warzone
Season 6
Showdown
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FOCUS «BIG THREE»
2020 VS 2019
INTERNATIONAL LEAGUES – HOURS WATCHED
On Twitch, the 2020 League of Legends World Championships was the most watched event nationwide in both 2019 and 2020.
In 2019, the second most watched event was LEC - Spring Season, while in 2020 it was LEC - Summer Season.

2021

2020
2019

R E P O RT

1,200,000

1,030,647

800,000

712,396

E SP O R TS

1,000,000

667,757
591,415

600,000

405,271

497,725

400,000

200,000

-

World Championship

LEC - Summer Season

LEC - Spring Season
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Data refer to international leagues broadcast in Italy on Twitch.

FOCUS «BIG THREE»
2020 VS 2019
INTERNATIONAL LEAGUES – HOURS WATCHED
Among the “big three”, the 2020 League of Legends World Championship was the event with the highest growth in absolute terms

+262,486
SUMMER SEASON

LIVE HOURS WATCHED
2020 vs 2019

+93,690
SPRING SEASON

LIVE HOURS WATCHED
2020 vs 2019

LIVE HOURS WATCHED
2020 vs 2019

+65%

LIVE HOURS WATCHED
2020 vs 2019

+19%

+674,427

I TA L I A N

LIVE HOURS WATCHED
2020 vs 2019

+45%

LIVE HOURS WATCHED
2020 vs 2019

2 02 1

+318,251

E SP O RTS

RE P O RT

(over 300 thousand hours watched more than in 2019), while LEC - Summer Season was the event with the highest relative growth (+65% compared to 2019).

+42%

LIVE HOURS WATCHED
2020 vs 2019

LIVE HOURS WATCHED
2020 vs 2019
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Data refer to international leagues broadcast in Italy on Twitch.

TOP NATIONAL AND
INTERNATIONAL LEAGUES – 2020
NATIONAL AND INTERNATIONAL LEAGUES – HOURS WATCHED
If we exclude the “big three”, by adding the international tournaments (broadcast in Italy) to the national ones,
RE P O RT

4 of the 10 most watched tournaments on Twitch are Italian.

National Events/Leagues

E SP O RTS

270,536
236,898

250,000

I TA L I A N

300,000

International Events/Leagues broadcast in Italy

200,000

152,677
150,000

2 02 1

124,834
94,448

100,000

85,804

85,078

84,779

80,943

79,861

50,000

PG Nationals
League of
Legends Summer Season

LCS 2020
Summer Season

PG Nationals
League of
Legends Spring Season

LoL European
Master Spring
2020

Data refer to international leagues broadcast in Italy, and national leagues.

PG Nationals
Rainbow Six
Siege- Spring

Six invitational
2020

PG Nationals
Rainbow Six
Siege- Winter

Vikkstar’s
Warzone
Showdown

LoL European
Master Summer
2020

Twitch Rivals:
Fall Guys Fridays
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TOP NATIONAL AND
INTERNATIONAL LEAGUES – 2020
RE P O RT

The best national event (PG Nationals League of Legends - Summer
Season) has over 14% more hours watched than the best international event - broadcast in Italy (LCS 2020 Summer Season), excluding
the “big three”.

E SP O RTS

TOP NATIONAL LEAGUE/EVENT VS INTERNATIONAL
(«big three» excluded)

I TA L I A N

Widening the scope, the best 4 national events (those present in the
top 10 of the most watched events in Italy) are watched more (13%
more hours watched) than the best 4 international events (broadcast
in Italy).

2 02 1

TOP FOUR NATIONAL LEAGUES/EVENTS VS INTERNATIONAL
(«big three» excluded)

+14%

LIVE HOURS WATCHED
(top italian vs int. league)

+13%

LIVE HOURS WATCHED
(top 4 italian vs int. league)
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Data refer to international leagues broadcast in Italy, and national leagues.

LEAGUES & GAMES – 2020

2020 LoL World Championship

1,030,647

LEC 2020 Summer Season

667,757

LEC 2020 Spring Season
PG Nationals LoL - Summer Season
LCS 2020 Summer Season
PG Nationals LoL - Spring Season
LoL European Masters Spring 2020

RE P O RT

10
As in 2019, in 2020, in 7 of the 10 most
followed tournaments nationwide, in the top
7 positions overall, League of Legends is the
most followed title.

E SP O RTS

3

591,415
270,536

I TA L I A N

10

OUT OF

The remaining 3 positions are covered by
Tom Clancy’s Rainbow Six Siege.

236,898

2 02 1

7

OUT OF

152,677
124,834

PG Nationals R6 - Spring

94,447

Six Invitational 2020

85,804

PG Nationals R6 - Winter

85,077

Data refer to international leagues broadcast in Italy, and national leagues.
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NATIONAL LEAGUES - 2020
NATIONAL LEAGUES – HOURS WATCHED

Live Hours Watched

PG Events

Cumulated Average Minute Audience

ESL Events

RE P O RT

The most popular national leagues are those related to League of Legends and Rainbow Six Siege.

300.000
270.536

E SP O RTS

250.000

I TA L I A N

200.000
152.677

94.448

100.000

85.078

67.306

66.908

2 02 1

150.000

66.209

56.689
50.000

-

37.242
29.904

PG Nationals
League of Legend Summer Season

PG Nationals
League of Legend Spring Season

22.304

PG Nationals Rainbow
Six Siege - Spring

16.936

PG Nationals Rainbow
Six Siege - Winter

16.526

Mercedes
Aram Cup*

Data refer to the Twitch platform only. The events marked with an asterisk presents therefore partial
data in light of their multi-channel distribution (not only Twitch, but also YouTube and Facebook).

17.999

Gillette Bomber
Cup - Spring*

14.325
ESL Vodafone
Championship - Spring*

25.389
8.712

Open Fiber Cup
Featuring Fortnite*

6.262
ESL Vodafone
Championship Winter*

23.342

3.608

Gillette Bomber
Cup - Winter*
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I TA L I A N

E SP O RTS

RE P O RT

ITALIAN FANBASE

WHAT IS THE BUYING BEHAVIOR
OF ESPORTS FANS?

51

MONTHLY EXPENDITURE IN ESPORTS (€)

FANBASE & AVID FANS

Fanbase

AVERAGE: 39,6 € VS 63,8 € (+62%)

+74%

15,1
13,5

9,4

8,6

+58%

13,9

13,2

8,5

RE P O RT

+55%

E SP O RTS

+58%

8,0

I TA L I A N

+61%

Avid Fans

8,1

2 02 1

5,1

Esports merchandise
(ex. clothing,
collectibles)

Esports passes
(in-game brodcasting
events)

Esports subscriptions
(ex. Twitch Prime)

In a typical month, how much do you spend in euros on the following esports-related items?

Attending live
esports events

Other esports
expenditures

52

INTEREST IN PAYING FOR
ADDITIONAL CONTENT
FANBASE & AVID FANS
Fanbase

INTEREST IN PAYING FOR CONTENT: 25% VS 30% (+27%)

29%

24%

Access to premium video about proplayers tricks and suggestions

23%

Access to behind the scenes
(e.g. proplayer profile, history of a specific league, ecc.)

19%

Subscription to an esports league without advertising

17%

Subscription to esports news, rumors and insights
(e.g. deepest analysis on teams and leagues, latest news, etc.)
I won’t pay for any of these

For which of the following types of esports content, if any, are you willing to pay?

7%

24%
25%

31%

29%

I TA L I A N

25%

Access to esports in virtual reality (VR)

+32%

E SP O RTS

27%

Access without advertising to esports events live or recorded

39%

30%
33%

+44%

2 02 1

Access to a TV service/platform offering exclusively esports content

RE P O RT

Avid Fan

+30%
+43%

16%

53

GAMING AND ESPORTS PRODUCTS PURCHASED
IN THE LAST 12 MONTHS
FANBASE & AVID FANS
Fanbase
Avid Fans
Gaming headsets

33%

Gaming Keyboards

28%

23%

20%
13%

Esports game merchandise

GAMING ACCESSORIES (NET)

24%

17%

Gaming performance clothing

14%

Esports teams/leagues merchandise

In-game currency

15%

In-game customization

15%
10%

Tournament pass

9%

20%

CLOTHING AND MERCHANDISE (NET)

19%

DIGITAL IN-GAME CONTENT (NET)

14%

21%
10%

6%

37% vs 48% (+28%)

21%

12%

Gaming PC hardware/parts
Pre-built Gaming PC

34% vs 46% (+35%)

19%

12%

Digital content for fans

66% vs 73% (+11%)

19%

I TA L I A N

Other gaming accessories, peripherals, equipment, hardware

2 02 1

Gaming chairs

25%
22%
24%

E SP O RTS

Gaming controllers

None of them

30%

25%

RE P O RT

Gaming Mouse

36%

27%

28% vs 36% (+28%)
GAMING HARDWARE (NET)

14%

15%

In the past 12 months, which of the following types of products with specific gaming or esports focus did you purchase, if any?
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PURCHASE INTENTION OF GAMING
AND ESPORTS PRODUCTS
FANBASE & AVID FANS
Fanbase
Avid Fans
Gaming Chair
Gaming Controller

20%

Gaming Mouse

20%
18%

GAMING ACCESSORIES (NET)

23%

16%

Gaming performance clothing

14%

Esports teams/leagues merchandise

In-game currency

15%

In-game customization

15%

Digital content for fans
Tournament pass

10%

20%

CLOTHING AND MERCHANDISE (NET)

19%

DIGITAL IN-GAME CONTENT (NET)

21%
11%

3%

34% vs 39% (+15%)

16%

12%

Gaming PC hardware/parts
Pre-built Gaming PC

36% vs 45% (+25%)

17%

14%

10%
10%

65% vs 71% (+9%)

19%

18%

Esports games merchandise

20%

I TA L I A N

Gaming Keyboards

25%

E SP O RTS

16%

23%
22%

2 02 1

Other gaming accessories, peripherals, equipment, hardware

None of them

26%

22%

RE P O RT

Gaming Headsets

28%

30% vs 38% (+27%)
GAMING HARDWARE (NET)

16%

9%

Which of the following types of products with specific gaming or esports focus would you purchase in the next 12 months?
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PAYMENT METHODS FOR
ONLINE PURCHASES
FANBASE & AVID FANS
Fanbase

Prepaid/rechargeable card
(PostePay, Skrill, Mooney, ecc.)

51%
48%

2 02 1

47%
49%

Credit/debit card

None of them + Other

E SP O RTS

51%
48%

I TA L I A N

Digital payment systems
(ex. Apple Pay, Paypal, Google Pay)

RE P O RT

Avid Fans

2%
2%

Which of the following payment methods do you use to make online purchases?
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FREQUENCY OF USE
METHOD OF PAYMENT
FANBASE & AVID FANS
Fanbase

WEEKLY AVERAGE: 43% VS 61% (+42%)

Several times a week

13%

47%

34%

E SP O RTS

Every day

RE P O RT

Avid Fans

Credit/debit card

Digital payment systems
(ex. Apple Pay, Paypal, Google Pay)

Prepaid/rechargeable card
(PostePay, Skrill, Mooney, ecc.)

43%

31%
28%

10%

How often do you use payment systems for your online purchases?

60%

32%
40%

30%
22%

2 02 1

12%

64%

39%

I TA L I A N

25%

37%

59%

57

RE P O RT
E SP O RTS
I TA L I A N
2 02 1

ITALIAN FANBASE

WHAT IS THE ATTITUDE
OF ESPORTS FANS TOWARDS
BRAND SPONSORS?
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ATTITUDE TOWARDS SPONSORSHIPS
AND ADVERTISING
ALL RESPONDENTS
Fanbase

AVERAGE: 60% VS 74% VS 83%

Avid Fans

I’m more likely to remember a company engaged
in a sponsorship of something I’m interested in than
a traditional advertisement

RE P O RT

Tot. Pop.
86%
83%

E SP O RTS

74%
84%
75%

I actively inquire about the brands involved in sponsorship

56%

Companies that are involved in sponsorship
activities show that they are socially responsible

I’m more inclined to believe brands engaged
in sponsorship
I would choose products of a sponsor instead
of the ones of a competitor (not sponsor)
for the same price and quality

Indicate how much you agree or disagree with the following statements about yourself.

I TA L I A N

55%
83%

2 02 1

Usually,I am the first person to have
new/innovative products

79%
74%

73%
59%
84%
71%
57%
80%
68%
56%
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AVERAGE ATTITUDE TOWARDS
SPONSORSHIPS
FANBASE & AVID FANS
AVID FANS

60%

Basket

63%

Tennis

60%

Motorsport

62%

Volley

62%

Motorsport

57%

Basket

56%

Cycling

Volley

56%

Soccer

58%

57%

Sport (overall)

54%

Tennis

Soccer

54%

Sport (overall)

Data refer to a comparison between esports fanbase and other sport-specific fanbases with respect to attitudes toward sponsorships.

E SP O RTS

Cycling

RE P O RT

82%

Esports

I TA L I A N

75%

Esports

2 02 1

FANBASE

61%

55%
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MOST SUITABLE PRODUCTS AND SERVICES
TO SPONSOR ESPORTS
FANBASE & AVID FANS
Fanbase

21%

RE P O RT

Avid Fans

21%
20%
18% 18%

17%

18%

17% 17%
16%

15%

15%

16%
14%

15%
14%

15%

14% 14%
13%

E SP O RTS

18% 18%

15%

14%

14%

13%

12%

12%

I TA L I A N

19%

2 02 1

9%

Gaming
media
(es. Twitch,
PC Gamer,
Dot esports)

Energy
drink

Internet
services

Videogames
accessories

Snacks

Gaming
hardware

Digital
Wallet
(es. Paypal,
Satispay)

Console
manufacturers

Game
publisher/developer

What types of products and services are best suited as an advertiser or sponsor in the esports industry?

Mobile
companies

Sport
clothing

Tech

Food

Clothing

Betting
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BRANDING MODES MORE
SUITABLE FOR ESPORTS
FANBASE & AVID FANS
Fanbase
Avid Fans

15%

Commercials

11%

Commercial logos during main content

Sponsors dedicated area

14%

11%

8%

2 02 1

10%
10%

Commercial logos during breaks

6%
7%

Product placement

6%
5%

Studio branding

4%

Product sampling
Location branding

12%

E SP O RTS

10%

18%

I TA L I A N

Gadget and goodies

RE P O RT

17%
16%

Commercial logos on jerseys

3%

7%

4%

Which of the following modes of branding while attending/watching an esports event do you feel is most appropriate?
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STAKEHOLDERS’
PERCEPTION
63

2 02 1

I TA L I A N

E SP O RTS

RE P O RT

4

METHODOLOGY

E SP O RTS

AC Monza
AS Roma
Flowe
Gillette
Mercedes-Benz Italia

I TA L I A N

Interviews conducted by IIDEA through
the administration of a questionnaire to
9 multi-sector companies that invested in
esports in different ways.

RESPONDENTS
RE P O RT

STRUCTURE

NOW
Open Fiber
Reply

2 02 1

S TA K E H O L D E R S ’ P E R C E P T I O N

MARKET

Vodafone

64

KEY INSIGHTS

RE P O RT

In addition to the experience and the involvement in the game, esports offer the possibility to experiment with new types of content
and new ways of disseminating them. They allow to face a “world” that has not yet been fully explored and, therefore, able to surprise at
any time and to renew itself very quickly. The possibility of proposing to absorb rapid changes of scenario together with the flexibility/
liquidity/ductility make esports a real media, able to easily interface with the whole digital universe.

RESULTS

Esports fans are a demanding target in terms of performance, gaming experiences and involvement. The results obtained so far, through
partnerships, events and experiences, have given companies involved in the esports world a connotation of excellence characterized by
a strong degree of innovation and a competitive advantage in terms of brand perception compared to competitors who do not operate
in this ecosystem.

OUTLOOK

The growth of the esports phenomenon and its consecration within the entertainment world, leads the players involved to create new
products/content that can be used not only by the esports fanbase but also by the “general public”, riding this trend from a commercial
point of view, while emphasizing the need for development in terms of professionalization of the sector.

I TA L I A N

GOALS

E SP O RTS

It allows brands to dialogue with this target, in fact esports allows companies to acquire positive traits for their image and to connote
themselves as dynamic, fast, avant-garde, to be able to look at and ride the future, to have international resonance both through pro
players and teams and through competitions and events.

2 02 1

S TA K E H O L D E R S ’ P E R C E P T I O N

TRIGGER

The current and potential target is continuously increasing and with prospects for further growth. It is characterized by being young,
receptive and reactive, to be reached with a tool different from all other media, because it is based on direct involvement as a player and
as a user of experiences and content.
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o
o

Reach the young target of the territory, with online and offline initiatives aimed
at increasing the involvement and attachment to our colors.
To quickly export the AC Monza brand abroad.

RE P O RT

In just two years the AC Monza project has achieved excellent results both from a
competitive and a commercial point of view. At the competitive level Monza is now
firmly among the top 15 teams in the world of FIFA and is often considered as a
benchmark by other Italian football clubs. The rich offer of entertainment content,
together with the excellent results of the competitive level, has also opened up
important new non-traditional revenue streams.

Can you give us a description of the main strategic objectives that the
company has set for itself in relation to the specific investment?

What are your expectations for the future development of the esports
sector in Italy?

To achieve the macro-objectives described above, the club, spurred on by Managing
Director Adriano Galliani, has from the outset sought excellence in terms of competitive results, aiming to arrive rapidly among the top Italian, European and world clubs.
In parallel with the competitive world, the club has launched an entertainment
program with the aim of increasingly involving the fan base 7 days a week.

In the coming seasons, Monza will try to consolidate its brand in the global scene,
trying to ride the trends of the moment also from the commercial point of view, such
as the development of new revenue lines related to the world of academy, licensing,
and broadcasting.

E SP O RTS

Even though at the time the club played in Serie C, AC Monza launched its esports
division in September 2019, ahead of most Italian clubs. This choice was made based
on two well-defined factors:

Has the investment already generated some results or performance that
you can describe to us? Or do you have any positive preliminary feedback
in that regard anyway?

I TA L I A N

What elements and characteristics of esports determined your company’s
decision to invest in this sector?

2 02 1

S TA K E H O L D E R S ’ P E R C E P T I O N

AC MONZA
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AS ROMA

Can you give us a description of the main strategic objectives that the
company has set for itself in relation to the specific investment?

What are your expectations for the future development of the esports
sector in Italy?

As a club, we have set ourselves three main objectives: in line with all our football
categories, we want to maintain a high level of sports performance. In addition, we
intend to reach a wider audience than just Roma fans and/or football enthusiasts.
Finally, we want to provide our commercial partners with a new asset to exploit in
terms of visibility, a bridge to an audience otherwise difficult to reach.

The data speak for themselves and tell us of an industry in exponential growth,
which, like all industries, has suffered the repercussions of the pandemic, but has also
shown its more flexible and resilient side. It is legitimate to expect a development in
terms of professionalization of the sector and events, which goes hand in hand with
the unstoppable growth of the audience.

RE P O RT
E SP O RTS

We are certainly happy with some of the results obtained so far, both in terms of
performance and in terms of marketing activations. The experiences, let’s say
extra-football, with Fortnite, Valorant and Brawl Stars have all been very positive in
terms of audience engagement and lead generation, confirming that it is right to
follow a path that leads our brand to approach different titles.

I TA L I A N

The Club launched its esports department in 2017, well in advance of the rest of
the Italian clubs. In that year we realized how, especially at that stage, sports and
esports were deeply linked. Obviously we started by bringing our brand closer to
purely football titles, thus meeting the primary passions of our fans. In recent years
we have better understood the wide range of opportunities offered by this sector, in
particular that of being able to approach an audience not necessarily interested in
the world of football, but intrigued by the link between a football brand and esports.
We find in this world peculiar characteristics: from the high flexibility with respect to
changes in society (and its upheavals, as happened with the pandemic), to the very
high levels of engagement and lead generation. Characteristics that make esports a
unique industry of its kind.

Has the investment already generated some results or performance that
you can describe to us? Or do you have any positive preliminary feedback
in that regard anyway?

2 02 1

S TA K E H O L D E R S ’ P E R C E P T I O N

What elements and characteristics of esports determined your company’s
decision to invest in this sector?
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FLOWE

Can you give us a description of the main strategic objectives that the
company has set for itself in relation to the specific investment?
Awareness is one of the main objectives we aim at, especially in this very first
phase; afterwards, we expect to involve users but not through generic commercial
actions. We strongly believe that players are more interested in new declinations of
technology - in its broadest sense - and we like the fact that they are technologically
prepared and ready for new solutions. For example, dialogue through consoles is
also a useful and innovative way to explore.

RE P O RT
E SP O RTS

It is still early to evaluate the results, as this is really a very first approach to the
sector, but we are very positive about the outputs we can get from this initiative. In
our small way, we have entered this brand-new world through two “approaches”;
the first is the tournament approach, which refers to the tournament structure:
Flowe has in fact organized the first carbon neutral tournament in Italy! This aspect
reflects our desire to do good through the various initiatives that we choose to carry
out. The second approach is also very innovative, as we have chosen to organize
two live shows together with the creator Hemerald, both related to the theme of
sustainability. During the last live, linked to the Revolution activity - conceived on
World Earth Day - the creator planted 1,600 trees on Minecraft, associating to each
tree the name of the participants to the event. The purpose of this activity was
purely educational.

I TA L I A N

Gaming and esports are a constantly evolving world and we are sure that they
will attract more and more people, since they are a privileged instrument of
entertainment and learning, which can involve young people in a very direct and
dynamic way, stimulating their creativity.

Has the investment already generated some results or performance that
you can describe to us? Or do you have any positive preliminary feedback
in that regard anyway?

What are your expectations for the future development of the esports
sector in Italy?

2 02 1

S TA K E H O L D E R S ’ P E R C E P T I O N

What elements and characteristics of esports determined your company’s
decision to invest in this sector?

We expect that more and more people will move towards gaming as their primary
means of entertainment and learning. Flowe is a pioneer in sustainability, and we
hope to engage more and more people in our mission! We have seen an increased
attention from Generation Z towards the topic of sustainability.
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GILLETTE

Can you give us a description of the main strategic objectives that the
company has set for itself in relation to the specific investment?
Our company’s goal is to reach the target audience of men 18-24, but above all to
encourage their engagement. These are necessary elements to build the future
Gillette user base.

RE P O RT
E SP O RTS

The investment in this world has delivered results well beyond expectations.
Engagement of target people has been significant, but more importantly, the
percentage of men 18-24 who said they use Gillette products has increased from 10%
to about 20% in just one year.

I TA L I A N

Esports have become increasingly important among young people. Probably the
historical period in which we find ourselves has pushed a bit the accelerator in
making it a real form of entertainment, in fact, we can consider them as equal to
the more “traditional” sports, indeed streaming has become the brother of the
common TV broadcasts and most followed sport matches. Another important point
is that we have to dispel the stereotype of the gamer because 95% of fans follow
assiduously a traditional sport. Therefore, these two worlds are actually very united
and if enhanced they can give life to socially and culturally impactful activities. For
this reason, as Gillette we want to encourage and support the category and the lively
interest of gamers around the world through the Bomber Cup that we are proud
to have already reached the fourth edition. Through this project we can support
discipline, passion and team spirit, values in which as a brand we firmly believe. We
thank all the teams for their participation and... may the best team win!

Has the investment already generated some results or performance that
you can describe to us? Or do you have any positive preliminary feedback
in that regard anyway?

What are your expectations for the future development of the esports
sector in Italy?
Content and Amplification. Until 2 years ago there was a strong need to create
education about the esports ecosystem. In this phase instead it is necessary to
create products that can be enjoyed by the general public, understood as interesting
and spectacular content, and bring them to the big screens (not necessarily TV).

2 02 1

S TA K E H O L D E R S ’ P E R C E P T I O N

What elements and characteristics of esports determined your company’s
decision to invest in this sector?
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MERCEDES-BENZ ITALIA

Can you give us a description of the main strategic objectives that the
company has set for itself in relation to the specific investment?

What are your expectations for the future development of the esports
sector in Italy?

Engage a new target by building a contemporary and evolved brand positioning,
expand the audience by intriguing younger age groups than our traditional
customers.

A further development of the sector in the world and a strong acceleration of
the phenomenon in Italy in the coming years, also in terms of media interest. The
pandemic event is constituting a further boost because today video games, even
competitive ones, represent an alternative and effective communication tool among
young people. Mercedes-Benz Italy will continue to experiment and invest in the
sector with the ambition to confirm itself among the absolute protagonists of the
competitive gaming scene, consistently with the international strategy of the brand
and through the construction of prestigious partnerships.

RE P O RT
E SP O RTS

Feedback is positive in terms of brand reputation. The activities developed in recent
years have allowed us to generate a high number of contacts, generating visibility
in areas where we were not present. Esports have also been an opportunity to
build value partnerships with brands far from Automotive, such as, for example,
Playstation Italia and ESL, as well as to create newsworthy projects, in which physical
and digital experience alternate seamlessly.

I TA L I A N

Esports represent an extraordinary opportunity for experimentation in the
relationship between the brand and a new and younger audience through the
development of innovative projects with a strong digital component, i.e. a
communication platform consistent with the dialogue with a completely new target
for Mercedes-Benz.

Has the investment already generated some results or performance that
you can describe to us? Or do you have any positive preliminary feedback
in that regard anyway?

2 02 1

S TA K E H O L D E R S ’ P E R C E P T I O N

What elements and characteristics of esports determined your company’s
decision to invest in this sector?
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NOW

Can you give us a description of the main strategic objectives that the
company has set for itself in relation to the specific investment?

What are your expectations for the future development of the esports
sector in Italy?

NOW is the first OTT platform to invest in the world of esports and wants to become
a reference point for the market and support the evolution of gaming in Italy. The
goal of NOW is to reach directly and effectively a technological target intercepting it
in a moment of leisure, creating a link with the community of players and interacting
with them through engaging content. This partnership not only allows NOW to
intercept fans who share a passion for gaming and especially for FIFA, but also gives
the opportunity to tell the offer on the NOW platform and win a new market share.

In Italy, esports had a remarkable growth, especially when compared to the
development of other sectors. The quality of the contents and the development of
the channels that talk about this world bodes well for a future full of novelties and
great growth. Being present and being part of this reality offers the possibility not
only to observe closely the potential of esports, but also to be part of this growth.

RE P O RT
E SP O RTS

The activity with QLASH has created a strong bond between the community of
players and the brand. NOW has shown itself to the QLASH community not only as
a storyteller, but above all as a storymaker, and the feedback coming back from the
community is positive both in terms of engagement and in terms of adhesion to the
organized activities.

I TA L I A N

Esports, and more generally the world of gaming, is a fast-growing sector that
involves more and more young people looking for new forms of entertainment.
Esports represent for players the possibility to live the gaming experience not as
a hobby, but as an opportunity for professional growth. This factor changes the
motivations that push a player to the game and that lead him to look for interactivity
and competition in it, essential elements at the base of esports. It is precisely these
aspects that have pushed NOW to enter in an important way in this area by entering
a partnership with QLASH and developing various activities on FIFA 21.

Has the investment already generated some results or performance that
you can describe to us? Or do you have any positive preliminary feedback
in that regard anyway?

2 02 1

S TA K E H O L D E R S ’ P E R C E P T I O N

What elements and characteristics of esports determined your company’s
decision to invest in this sector?
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OPEN FIBER

The main objective is to reach the target of ultra-broadband connectivity users
both directly and indirectly. Doing an educational campaign to tell the difference
between the various types of connectivity in Italy by emphasizing the advantages
that a player can get from using a high-performance network such as that of Open
Fiber. The world of gaming and therefore of esports is often treated with suspicion
by companies. There is a fear of immersing oneself in something liquid, constantly
changing, difficult to control and which does not respond to the codes and logics of
traditional communication. Open Fiber has thrown its heart over the obstacle, aware
that, due to the nature of its business, it could not give up communicating with this
important market segment that in our country has been registering a double-digit
growth rate for a few years now, both in terms of users accessing this world and in
terms of the total turnover registered.

RE P O RT
E SP O RTS

Can you give us a description of the main strategic objectives that the
company has set for itself in relation to the specific investment?

In this first phase, the company chose to sponsor two Fortnite tournaments
organized by ESL Italy. The results were more than satisfactory: the first Open Fiber
Cup, held in the summer of 2020, with 5,200 members was the most attended
tournament ever held in Italy for the Epic Games title. Continuing this path it was
decided to renew the collaboration with ESL giving life to the Winter Edition of the
Open Fiber Cup. The sum of the views of streaming on ESL channels, talent and
influencers who participated has reached and exceeded 4 million views from about
2 million unique viewers. As a rebound, these activities have significantly increased
the interest in Open Fiber even among young people. A result that encourages the
company to believe in this sector and to invest in the years to follow.

I TA L I A N

As is well known, in order to guarantee high performance in the world of gaming it is
necessary to have connections with low latency and high reliability, something that
only networks made entirely of fiber optics can guarantee. Open Fiber’s mission is to
bring ultra-broadband connectivity to about 20 million real estate units throughout
Italy, both in large cities and small towns, in FTTH (Fiber To The Home) mode, that
is, with fiber optics that reaches into homes. Hence the desire to make the brand
known to the target of players who are undoubtedly sensitive to the issue.

Has the investment already generated some results or performance that
you can describe to us? Or do you have any positive preliminary feedback
in that regard anyway?

What are your expectations for the future development of the esports
sector in Italy?

2 02 1

S TA K E H O L D E R S ’ P E R C E P T I O N

What elements and characteristics of esports determined your company’s
decision to invest in this sector?

The audience that follows esports events is getting bigger and bigger. It is
interesting to note that not only those who play video games are interested in
following the live broadcasts of professional players on the various streaming
platforms. The impression is that in the years to follow this industry will no longer
be followed by a few fans, but it is turning into entertainment on a par with what
is done on TV networks. It is no coincidence that thematic channels and editorial
containers that deal mainly with gaming are being created on national TV stations
and that many well-known faces from the world of sports and entertainment are
trying to position themselves in this market.
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REPLY

Can you give us a description of the main strategic objectives that the
company has set for itself in relation to the specific investment?

What are your expectations for the future development of the esports
sector in Italy?

Visibility of the brand not only on a national level but also on an international level
since the esports sector is a fast and continuous growing sector and attractiveness
of our company towards young talents, who then represent Reply’s capital.

The sector will continue to grow in Italy, reaching more and more people, not only
players but also spectators, thus increasing the receptivity and sensitivity of the
sector. Also, the pandemic has given a boost to esports being the only competitions
that can take place even remotely. Esports also represent a new communication
channel that brands can and will increasingly use in building new relationships with
Millennials and Generation Z.

RE P O RT
E SP O RTS

By entering the world of esports, we have been able to involve the team in initiatives
for our employees and bring them closer and closer to this world. We have opened
an internal communication channel in which we share esports-themed ideas and
news with an increasing number of participants every day. In addition, we are
currently running an internal esports tournament on different titles that has been
very well attended in terms of players. In addition, thanks to the team’s success,
Reply’s visibility on industry publications and blogs has increased, allowing us to
reach a larger audience and new targets.

I TA L I A N

For Reply, which already operates in the gaming sector with initiatives in both the
B2C and B2B spheres, the entry into esports is part of a wider range of activities
aimed at supporting young technology enthusiasts and the desire to be present
in an ever-growing market, a symbol of the impact of digitalization in all sectors.
Moreover, esports represents an interesting sector both because Reply’s average
population is made up of young people who are passionate about video games,
technology and innovation and because they share the values underlying Reply’s
corporate culture.

Has the investment already generated some results or performance that
you can describe to us? Or do you have any positive preliminary feedback
in that regard anyway?

2 02 1

S TA K E H O L D E R S ’ P E R C E P T I O N

What elements and characteristics of esports determined your company’s
decision to invest in this sector?
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RE P O RT

For years Vodafone has believed in the world of gaming and has been present at
the main national events related to esports, getting closer not only to professional
players but also to the many communities. Among these, for example, the ESL
Vodafone Championship, Lucca Comics & Games or Milan Games Week. To follow
the esports trends, in 2020 Vodafone has also promoted the birth of the Valorant
Radiant Cup - powered by Vodafone. Over the years, this type of event, in which
Vodafone has chosen to engage, has seen an increasing involvement of players and
fans. Vodafone also collaborates with the most famous players and creators to be an
element of recognition and engagement.

Can you give us a description of the main strategic objectives that the
company has set for itself in relation to the specific investment?

What are your expectations for the future development of the esports
sector in Italy?

Vodafone plays an active role to guarantee players the best possible gaming
experience, offering them all the quality of its network, a fundamental requirement
for every match, and to contribute, in this way, to the strengthening of gaming and
esports in Italy. Vodafone always has numerous initiatives in the pipeline, in line
with the continuous changes of this dynamic world, to accompany players and their
communities with ad hoc projects aimed at creating and guaranteeing an advanced
and innovative gaming experience.

Also in Italy the gaming market has excellent growth prospects, a growth that will
be stimulated by an increasing digitalization. Also the 5G will give further impetus
to the field of video games and esports, in fact, thanks to its speed and its very
low latency, it revolutionizes the gaming experience that becomes more and more
immersive, engaging and with an unprecedented speed. More and more fans and
professionals will need the full potential of connectivity to compete in the world of
esports.

E SP O RTS

Esports is one of the phenomena with the highest growth rates at international level
and involves millions of fans around the world belonging to all age groups with a
strong involvement of young people. Players, in particular professional players, are
among the most demanding customers in terms of connection quality and are also
those who use it most to play. Vodafone is attentive to this market and wants to be
an important reference point for esports fans.

Has the investment already generated some results or performance that
you can describe to us? Or do you have any positive preliminary feedback
in that regard anyway?

I TA L I A N

What elements and characteristics of esports determined your company’s
decision to invest in this sector?
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VODAFONE
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The Association was founded in early 2000s. Our original members were mainly multinationals operating on
Italian soil. Since 2011, with the establishment of several game development studios in our country, we broadened
our membership base to Italian videogames-producing companies, which nowadays represent most of our
members. In 2019, we opened the Association’s gates to esports business operators, such as teams and tournament
organizers.

I TA L I A N

Currently, the Association is composed of over 80 members, including videogames hardware manufacturers,
videogames publishers, Italian game developers and esports business operators.
Internationally, in 2002 IIDEA joined ISFE (Interactive Software Federations of Europe), which is the European
videogames Association located in Brussels. Since 2005 IIDEA is member of the ISFE Board of Directors.
Moreover, the Association is also members of the PEGI Management Board, videogames age ratings system
helping parents in making informed choices during the purchase of a videogame.

2 02 1

IIDEA

We are the Italian reference Association representing the national videogame industry and we foster the
development and evolution of the sector in Italy.

We are an agile, slender, and results-oriented Association. Our line of work is very pragmatic and based on the
constant involvement of our members to ensure that our action keeps abreast of the industry steady evolution.
Our members are at the hearth of any choice or action carried out by the Association.
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Hive Division

Reludo

Activart

HSL Esports

Reply Totem

Activision Blizzard

Invader Studios

Riot Games

Airland Studios

Italian Games Factory

Samsung Morning Stars

Alittleb

Iter Research

Sandbox Games

AnotheReality

Just Funny Games

Sandbox Studios

API

Jyamma Games

Sedleo

Bandai Namco Entertainment

Leonardo Interactive

SimCoVR

Big Ben Interactive

MAGA Animation

Singular Perception

BR Digital

MCES Italia

Sony Interactive Entertainment

Cordens Interactive

Meangrip

Storm in a Teacup

Cube Comunicazione

Melazeta

Stormind Games

Digital Lighthouse

Microsoft

Strelka Games

Digital Tales

Milestone

Studio Evil

dpstudios

MixedBag

Studio V

Dynamight Studios

Nintendo

Take Two

Electronic Arts

Notorious Legion Esports

Tiny Bull Studios

Empire Esports

One O One Games

Trinity Team

Epic Games

Open Lab

Ubisoft

ETT Solutions

Outplayed

Ubisoft Milan

Exeed

PG Esports

UNAmedia

Fantastico Studio

PM Studios

Untold Games

Forge Reply

Polygon Moon

Warner Bros

Gameloft

Pro2Be Esports

We Are Müesli

GhostShark Games

Progaming Italia

White Manager

GoSkilla

QLASH

Xplored

Guarini Design

Raceward Studio

RE P O RT

505 Games

E SP O RTS

Red Koi Box

I TA L I A N

Hexon Esports
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SOCI

34BigThings
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Nielsen Sports & Entertainment is the premier provider of analytics and insights within the sports industry, offering
the most reliable source of independent and holistic market data in the sector and the most complete view of
consumer trends and habits worldwide and has become the global leader in delivering tailored commercial
solutions for teams, leagues, federations, brands, broadcasters, and agencies.
Combining solutions from sponsorship effectiveness to fan data capabilities with Nielsen’s understanding of
consumer behavior and media consumption means it is uniquely positioned to help grow businesses through
sport.

2 02 1

NIELSEN

WHO WE ARE

Nielsen Sports’ brand exposure data and metrics are considered currency in the global sports marketplace.
Coupled with its sponsorship data and Nielsen’s buyer intent and purchase data, it provides more than 1,700
clients with uniquely powerful and integrated solutions to help them make smarter business decisions.
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CONTACTS
EMAIL: INFO@IIDEASSOCIATION.COM

WWW.IIDEASSOCIATION.COM

