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Authors’ Foreword 

 

The purpose of this thesis is to employ our academic and theoretical knowledge to solve a 

specific business case - Brøndby eSport. We believe that our academic research, as well 

as the practical applications we propose, can contribute to help Brøndby eSport gain a 

competitive advantage in the future. The competitive advantage will come from obtaining an 

elaborate insight into the minds of their consumers, which can be advantageous when 

planning the organization’s marketing strategy. 

 

Furthermore, the current research in esports marketing is very limited. Therefore, through 

researching the current academic frameworks in branding and sports marketing, we attempt 

to present a way to look at esports marketing in the future. We wish to believe that our 

research will help both future marketeers and students gain an understanding of how esports 

marketing works. 

 

Finally, we would like to thank everyone who has been involved in the thesis process. We 

thank Brøndby eSport, who has been extremely helpful in the process of collecting empirical 

data for our research. Secondly, we would like to thank all of questionnaire respondents, as 

well as the interview participants, who has given us the valuable data our thesis is based 

around. Finally, a special thanks to our thesis supervisor, Ahmad Zaki Faizi, who has guided 

us and helped us overcome the many obstacles associated with finishing our master thesis. 
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Abbreviations & Explanations 
 

 

Abbreviation or Name Explanation 

CS:GO Counter-Strike, one of the most popular, competitive games 

in esports. 

LoL League of Legends, one of the most popular, competitive 

games in esports. 

Twitch The most popular, online streaming-service, where people 

can stream and watch streamers and competitive esports for 

free. 

Fredberg FIFA-player, playing for Brøndby eSport. 

Dingo FIFA-player, playing for Brøndby eSport. 

Agge FIFA-player, playing for FC Copenhagen. 

Mr. Lillelys FIFA-player, playing for Lyngby BK 
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Executive Summary 
 

The purpose of this thesis is to analyze the minds of the consumers and their perception of 

a brand in esports, through a case study on Brøndby eSport. Esports has seen an explosive 

rise in popularity over recent years, and thereby a noticeable increase in interest from brands 

and businesses all over to get a grasp on the consumers in order to increase their market 

share. The authors of the thesis take on the roles of researchers, students, and business 

consultants.  

 

In order to achieve an insight into the minds of the consumers, a questionnaire has been 

created and distributed, and several interviews are conducted. With the aid of Brøndby 

eSport, the questionnaire was distributed to 280 respondents. Qualitative interviews were 

conducted with the Head of eSports at Brøndby IF and four questionnaire respondents who 

were asked more elaborate questions. 

 

The collected data is then analyzed using theoretical frameworks related to brand equity 

research and psychological consumer behavior. Furthermore, a few business models are 

included as supplemental theory to obtain an understanding of Brøndby eSport as a 

business. 

 

The takeaways from this study are that Brøndby eSport have a very loyal base of 

consumers, however, their ability to expand market share is very geographically limited. 

Furthermore, it is found that the consumers have a high perception of Brøndby eSport, and 

that there is a high spillover effect of fans from Brøndby IF to Brøndby eSport.  
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1.0 Introduction 

 

Over the last decade, the world of electronic sports, or esports, has taken over as a new 

aspect of entertainment worldwide. In games such as Counter-Strike, League of Legends 

and FIFA, competitive gaming has become an entertainment genre, filling up entire arenas 

with ferocious supporters, cheering for their favorite team. 

 

Especially in Denmark, esports as a source of entertainment has become very popular in 

recent years. With Denmark being among the best in many different esports, the popularity 

has grown due to increased news coverage along with several esports events becoming 

televised. 

 

With the growth of streaming and esports as entertainment, a new channel for companies 

to market themselves through has occurred. Many organizations see the potential in gaming 

as entertainment and choose to either sponsor esports teams or professional streamers. 

Since this has become such an interesting and lucrative industry, we think it is important to 

understand the motives behind why consumers choose to follow esports, and furthermore, 

look at the industry from a business perspective in an effort to understand how to motivate 

consumers to engage with a certain team or organization.  

 

Throughout this thesis, we are going to research the consumer behavior of consumers 

following esports, in an effort to pinpoint the shared brand perception of Brøndby eSport. All 

of this research regarding what the consumers think about the chosen brand should lead us 

to a conclusion, where we can propose a set of guidelines which can improve the brand 

equity of Brøndby eSport, leading them to obtain a competitive advantage within the esports 

field in Denmark. 

 

This research is relevant due to limited academic work done in the field. Supposedly, this is 

the first research done in regard to how Danish consumers view esports, thus we deem it 

important for Danish esports brands in order to understand how to target the Danish 

consumers.  



 
10 

 Understanding Esports Consumers and the Underlying Market Potential in Esports Anno 2020 

1.1 The Business Case 

 
In this thesis, we are taking on the business case of Brøndby eSport. On the 9th of February 

2017, the sports organization Brøndby IF announced that they had launched a new initiative 

named ‘Brøndby eSport’ with the ambition of creating the best FIFA-team in Denmark, as 

well as competing on an international level. The organization was created as a separated 

part of Brøndby IF, meaning that even though the esports division has a connection with 

Brøndby, sharing the same name, logo and visual identity, the organization still had to 

structure the organization almost from scratch by securing new sponsor deals and building 

a fan base.  

Just six months after the launch, Brøndby eSports won the FIFA eClub World Cup, the 

official world cup for club teams (esports teams associated with a regular football team) and 

brought home a prize of 25.000 USD. A year later, Brøndby eSports won the first season of 

the Danish national championship, eSuperligaen.  

 

In just under three years, Brøndby eSport has continuously improved their market share and 

put together a loyal fanbase, as well as reaching almost 8.000 followers on Instagram and 

close to 7.000 followers on Facebook.  

 

All of this has led us to an interesting business case, based on obtaining an underlying 

understanding of consumer behavior in esports. What is it that inspires consumers to 

become loyal fans of Brøndby eSport? What is the brand equity of the consumers? And 

most importantly, what can Brøndby eSport do to affect the behavior of their consumers, 

leading to enhancing said brand equity? 
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1.2 Research Question 

 
Based on aforementioned business case, we have reached the following research- and 

sub questions.  

 

Research question: 

 

What are the consumers' brand perception of Brøndby eSport? 

 

Sub-questions:  

1. What is the brand equity of the consumers? 

2. How can Brøndby eSport increase/enhance their brand equity? 

3. How can Brøndby esport affect the attitudes and beliefs of their consumers? 

4. Which strategic implementations can Brøndby eSport use to grow as a brand and 

as a business? 

 

 

1.3 Delimitation 

The focus of this study is exclusively on Brøndby eSport, their consumers and the brand 

equity of Brøndby eSport, instead of focusing on the industry as a whole. Therefore, the 

strategic recommendations are not necessarily applicable to the entire industry, but solely 

intended for this case. 

In this thesis, many different theories were included in order to support each other, in the 

hopes of reaching an answer to our research question.  

The Consumer Behavior theories on Learning and Memory, as well as on Attitudes were 

included as an preliminary analysis before diving into the discussion and analysis of Brøndby 

eSport’s brand equity. Therefore, core aspects of the insight into how knowledge is saved 

in the short-term and long-term memory, as well the effects of sensory memory are not 

included. This is both done due to a lack of space in the thesis, but also because of a lack 

of relevance to the research question.  
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When working with questionnaires, it is best to keep them as simple as possible. Therefore, 

looking into how consumers retain information, and store it in the long-term and short-term 

memory would be too difficult and confusing for the respondents, it was not deemed relevant 

enough to be included in the participant interviews. 

1.4 Motivation 
 

Our primary motivation for researching consumer behavior associated with following an 

esports team in Denmark, is the fact that there has been no prior research within this specific 

field. As a matter of fact, the amount of academic research within this field is very limited on 

a global scale, leading this to be a very intriguing and compelling topic for us to look further 

into.  

 

As mentioned in the introduction, esports as a genre has been subject to a massive growth 

in Denmark during recent years, which makes it not only interesting to research, but also 

extremely relevant. With the lack of relevant consumer research, organizations within this 

field are left in the dark on how to increase the level of consumer commitment. Obviously, 

organizations can draw conclusions themselves through surveys and similar, but currently, 

there are no ‘guidelines’ for how to increase consumer engagement or the brand perception 

in general. 

 

In this specific case, where we are conducting consumer research on behalf of Brøndby as 

an esports organization, the obtained knowledge could potentially help to increase their 

market share, and furthermore, lead to a potential competitive advantage compared to the 

other esports brands positioned in the Danish market. Therefore, this research can be of 

great value to any organization operating within this field of interest.  

 

Besides the indisputable relevance from a business perspective, we also deem this relevant 

from an academic point of view. If we assume that the esports genre continues to grow 

exponentially, this field of interest is bound to become a focal point for future marketeers, 

hence it is important that research has been done to lay the groundwork. Such as the 

research done within general sports or similar, esports is a separate genre with a distinct 

target group, hence it requires specific academic framework to be eligible for future studies. 
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1.5 Roles 
 

In this thesis, we are taking on three different ‘roles’, which will influence our approach to 

some individual sections. The reason we are doing this is to be able to alter the outcome of 

some sections to target a different audience. The most obvious example in this thesis is 

when we are proposing strategic recommendations for Brøndby eSport, where we deem it 

is more useful if we propose these with the mindset of business consultants. In that example, 

the focus will be more on how to increase growth and achieve the set key performance 

indicators (KPIs), instead of validating or analyzing data, for instance. 

 

The roles will be as follows: the role of researchers, the role of consultants and the role of 

students. Even though the roles intertwine on several levels, there are some differences in 

the outcome that we wish to achieve. When taking on the role of researchers, the primary 

focus will be on the researched data along with the findings they provide, with a very 

analytical approach. In opposition to this, when taking on the role of consultants, our primary 

focus will be based around how the research can benefit the chosen organization - in this 

thesis, Brøndby eSport.  

 

The last role, students, allows us to take on a more academic approach, allowing us to 

question the validity of said data, for instance.  
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2.0 Literature Review 
 

In the following section, a review of relevant, academic content has been assembled. The 

review counts two informative articles and five research papers. An overview is presented 

in a literature review table to begin the chapter, followed by elaborate summaries of the five 

research papers. The two informative articles have not been summarized due to the 

absence of academic findings, hence lack of relevance to our thesis. 

2.1 Literature Review Table 
  

Author Sample Title Source Findings 

EEDAR The report is written by 
Eedar, the largest video 
game research company 
worldwide. They created 
and sent out a survey to 
2,000 recipients with the 
goal of providing a 
comprehensive overview of 
the average eSport 
viewer's behavior, both 
their in-game behavior and 
out-of-game behavior. In 
the questionnaire, they 
initially ask questions 
regarding demographics. 
Following this, they ask 
questions regarding 
games, specifically game 
genre, game event activity, 
etc. 

Esport 
Consumer 
Analysis 

www.eed
ar.com 
 

 

Does not draw a 
conclusion. Instead, 
it offers a detailed 
visualization of the 
behavior of the 
esports consumers. 
Among other things, 
it showcases the 
demographics of 
esports consumers, 
how many hours a 
consumer spends 
playing esports 
related games a 
week, etc.  
 

Joerik van 
Ditmarsch 

The thesis investigates 
spectatorship in esports in 
comparison to regular 
sports. No real research 
has been conducted, 
merely observations made 
by the author. 

Video 
Games as 
a 
Spectator 
Sport: How 
Electronic 
Sports 
Transform
s 
Spectators
hip 

Master 
thesis, 
2013 

By combining 
participatory media 
with spectator ship, 
it can shift the 
viewers into active 
participants of the 
esports. Esports 
spectators are often 
hybrid, in that they 
are not only a player 
of the game, they 
are also a fan and a 
spectator. 

http://www.eedar.com/
http://www.eedar.com/
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Dave 
Rosenberg 
& Matt Hill 

The authors created a 
survey, in which they 
asked the recipients 24 
questions regarding 
marketing activities in 
esport. The recipients were 
then asked to rate the 
marketing activities on a 
scale from 1-5, based on 
how this activity would 
affect their awareness of a 
brand, and their likeliness 
to purchase from the 
brand.  

Esports 
Marketing: 
Start with 
the 
Consumer 

www.gmr
marketing
.com 

Any brand can be 
successful when 
marketing in esport, 
whether it is 
endemic or non-
endemic. 

Anthony D. 
Pizzo, 

Bradley J. 
Baker, 

Sangwon 
Na, Mi Ae 

Lee, 
Doohan 
Kim & 

Daniel C. 
Funk 

The authors created two 
hypotheses, namely that 
"traditional sport and 
esports spectators have 
the same sport 
consumption motive 
patterns." as well as 
"spectator attendance 
motives impact game 
attendance frequency 
similarly across traditional 
sport and esport contexts."  
In order to analyze these 
hypotheses, the authors 
gathered data through 
pen-and-paper surveys 
outside two separate 
esports events, as well as 
one traditional sport event.   

Esport vs 
Sport: A 
Compariso
n of 
Spectator 
Motives 

Article in 
Sport 
Marketing 
Quarterly, 
June 
2017. 

The first hypothesis 
was only partly 
supported, seeing 
as several 
differences were 
present in the two 
types of sports.  
The second 
hypothesis was not 
supported. The 
reason being that 
the spectators have 
different sets of 
motives which 
influence the 
patterns of the 
spectators' game 
attendance 
frequency. 

Thomas 
Weiss & 
Sabrina 
Schiele 

The authors investigate 
individuals who have either 
played or attended a 
competitive virtual world at 
least once. Through a 
survey with 360 recipients, 
the authors attempt to 
reveal the competitive and 
hedonic need gratifications 
that drive continuous 
esports use. Additionally, 
the authors conducted 10 
interviews with experts in 
the field. 

Analyzing 
Esport 
Consumer 
Needs 

Article in 
Electronic 
Markets, 
Decembe
r 2013. 

Gaming and esports 
have a positive 
effect on the 
consumers. This 
positive effect can 
be seen through 
escapism, which is 
a way of escaping 
the struggles of 
daily life using 
esports.  
Additionally, the 
authors end the 
article by asking 
several questions 

http://www.gmrmarketing.com/
http://www.gmrmarketing.com/
http://www.gmrmarketing.com/
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that they do not 
have the answers 
to, but they believe 
future research will 
help providing the 
answers. 

Juho 
Hamari & 
Max 
Sjöblom 

The general purpose of the 
research is to understand 
the motivational factors 
associated with watching 
esports online. The 
authors use a 
questionnaire survey to 
gather information, to 
confirm or deny their 10 
proposed hypothesizes. 

What is 
Esports 
and why 
do people 
watch it? 

Research 
paper 
published 
on 
Emerald 
Insight, 
July 2016 

The results indicate, 
that the primary 
motives for 
watching e-sports 
are escapism, 
information-seeking 
nature towards the 
chosen game and 
what the authors 
address as ‘esports 
athlete 
aggressiveness’. 

Sang Woo 
Lee, Jae 

Woong An 
& Ji Young 

Lee 

This study also aims to 
understand the 
motivational factors 
associated with watching 
esports, this time limited to 
the game League of 
Legends. The authors 
chose an online 
questionnaire with 
approximately 100 
respondents, to gather 
information. 

The 
Relationshi
p between 
E-Sports 
Viewing 
Motives 
and 
Satisfactio
n: The 
Case of 
League of 
Legends 

 Researc
h paper, 
Internatio
nal 
Conferen
ce on 
Business, 
Manage
ment & 
Corporat
e Social 
Responsi
bility, 
2014. 

The results 
determine that the 
biggest motivational 
factor is the 
psychological 
motive of enjoying 
the dramatic 
situation occurring 
in games. Following 
this, other motives 
such as recreation, 
commentation and 
skills were 
determined as other 
factors impacting 
the respondents. 

 

 

2.2 Esport Consumer Analysis 

 
The article is written by EEDAR, the largest specialty video game research company in the 

world. Within the article exists no information about the individual authors of the article. 

  

EEDAR created a survey which they sent out to approximately 2,000 'gamers' who either 

played or watched an eSport-related title within the last year. 64 % of the respondents are 

male and 36 % of the respondents are female, with the average age of the respondents 
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being 26. The goal with the survey was to provide a comprehensive overview of the average 

eSport viewer's behavior, both their in-game behavior and out-of-game behavior. 

  

The survey questions start off by asking demographic questions. Following this, they ask 

which genre of games was played by the respondent. They also divide the different games 

played into different ages. Additionally, how engaged the audiences are in the different 

genres, namely MOBA, Shooter and Fighter games. The respondents also answered how 

many hours a week they on average spend on the different games. 

  

The respondents also listed top reasons to watch eSport, weekly hours spent watching 

eSport, the likelihood of attending future eSport events, how many purchase eSport relevant 

items, as well as how many participate in eSport fantasy league. 

 

2.3 Video Games as a Spectator Sport: How Electronic Sports Transforms 

Spectatorship 
 

This Master’s thesis is written by Joerik van Ditmarsch, a student at Utrecht University, 

studying New Media & Digital Culture. 

 

The Master’s thesis investigates spectatorship in esports as compared to traditional sports. 

Additionally, the thesis looks into how the participatory culture surrounding esports has been 

a major influence in shaping esports. It is concluded that it is possible to transform the viewer 

into an active participant. Additionally, spectators of esports are often hybrid, seeing as they 

are not only a player of the game, they are also often active fans of a team and spectator of 

a tournament. 

2.4 Esports Marketing: Start with the Consumer 

 
The article is written by two authors, Dave Rosenberg and Matt Hill, who both work for GMR 

Marketing,  

  

The authors put esports consumers into three different boxes. These boxes are: watchers, 

players and those who do both. 
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Watchers are those who only watch competitive esports, but do not play a game themselves. 

Players are those who only play games, but do not watch any competitive esports. And 

lastly, those who do both play games and watch them competitively. 

  

Through a survey, the authors asked the respondents 24 questions regarding marketing 

activities in esports, rating them on a scale from 1-5, based on how the marketing activity 

either would impact their awareness of a brand and their likeliness to purchase from the 

brand. Additionally, the respondents were also asked how activities they are most likely to 

do while e.g. playing a computer game. 

  

The authors conclude that any brand can be successful when marketing in esports. In order 

to reach the esports consumer, the brand does not necessarily have to be a brand or 

company with close ties to the world of esports, it can be any brand endemic or non-

endemic. 

  

  

2.5 eSport vs Sport: A Comparison of Spectator Motives 

 
The article is written by 6 authors; Anthony D. Pizzo, Bradley J. Baker, Sangwon Na, Mi Ae 

Lee, Doohan Kim and Daniel C. Funk. The writers come from a number of different 

backgrounds, ranging from PhDs to research assistants, mainly in the school of sport. 

 

As the title suggests, the article is concerned with consumer behavior, specifically how sport- 

and eSport spectators behave in the two different genres. The authors believe there was a 

gap in research, as prior to this article the main research done on the subject studied how 

eSport spectators behaved isolated from traditional sports. This article has the purpose of 

comparing the two, in order to get a better understanding of what motivates event attending 

for eSport spectators compared to traditional sport spectators. 

 

The data was collected in three separate contexts. A traditional soccer event, a sport-

themed eSport event, as well as a Real Time Strategy (Starcraft) eSport event. 
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In each of the contexts, research assistants gathered data through pen-and-paper surveys 

outside events. 

The surveys were one-page, double-sided surveys consisting of 15 items assessing the 

spectator’s attendance motives, one item for game attendance frequency, and five items 

regarding demographic information. In each context, research assistants handed out 

approximately 200 printed questionnaires to randomly selected spectators. 

 

The authors had two different hypotheses prior to their analysis. Firstly, that “traditional sport 

and eSport spectators have the same sport consumption motive patterns.” 

 

Secondly, that “Spectator attendance motives impact game attendance frequency similarly 

across traditional sport and eSport contexts.” 

The first hypothesis was only partly supported, in that several differences were present in 

the two types of sports. 

The second hypothesis however is not supported. The reason is, that the spectators have 

different sets of motives which influence the patterns of the spectators’ game attendance 

frequency. 

 

2.6 Analyzing eSport Consumer Needs 

 
The article is written by Thomas Weiss and Sabrina Schiele, working in Media and 

Technology Management, as well as Information Systems and Information Management. 

 

The authors investigated individuals who have played eSports or ‘attended a competitive 

virtual world’ at least once. Through a survey shared with 360 eSport players, the authors 

attempt to reveal competitive and hedonic need gratifications which drive continuous eSport 

use. In addition to the surveys, the authors conveyed 10 in-depth interviews from experts in 

the field. 

 

The authors find that gaming and eSports have a positive effect on the users in the form of 

'escapism', i.e. the act of avoiding boring aspects of daily life. The authors argue then that 

the users can use eSports to 'escape' from the struggles of everyday life. 
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Additionally, the authors utilize the uses and gratification studies in their analysis. The uses 

and gratifications studies analyze how and why individuals seek specific media, in this case 

gaming and eSport, in order to satisfy their needs. 

  

The authors conclude the article with several questions, of which they do not have the 

answer, however they believe that future research within the field will help answer them.  

 

2.7 What Is Esports and Why Do People Watch It? 

 
This research paper is written by Juho Hamari and Max Sjöblom and was published on 

Emerald Insight in July 2016. 

 

The overall purpose with this paper is to investigate and understand the behavioral patterns 

of people who watch eSports online.  

The framework used by Hamari and Sjöblom to analyze the consumer behavior is based on 

the Sport Fan Motivation Scale (SFMS) and the Motivation Scale for Sport Consumption 

(MSSC) by Trail and James (2001). The suggested framework is originally focused on 

understanding regular sport consumption but is altered to fit the eSport aspect instead.  

 

The results obtained by Hamari and Sjöblom points at three factors as the primary 

motivational factors for their target group to watch eSports: escaping everyday life, acquiring 

knowledge from eSports and the enjoyment of aggression.  

 

2.8 The Relationship Between E-Sports Viewing Motives and Satisfaction 

 
This research paper is written by Sang Woo Lee, Jae Woong An and Ji Young Lee. The 

research paper is case study of consumers’ viewing motives in League of Legends, one of 

the most popular competitive video games on a global scale.  

The authors believe that studies on esports consumers and consumer behavior are required 

in order to continually evolve esports and believe that currently, there is too little research 

on the matter. 
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The authors attempt to visualize the motivational factors that are associated with watching 

esports. In this study, as the name suggests, the study is limited to only the MOBA game 

League of Legends, rather than the esports industry as a whole. The authors gathered their 

data through quantitative data, more specifically through a questionnaire.  

 

The results from the article showcase that the biggest motivational factor is the psychological 

motive of enjoying the dramatic situation that occurs in League of Legends games. Other 

motives are recreation, commentation, and skills which were determined as other motives 

that were deemed important by the respondents of the questionnaire. 
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3.0 Theoretical Framework 
 

In the following chapter, we are going to present all the relevant theoretical frameworks that 

will be used throughout our analysis and discussion chapters. In the first section, we will 

explain David Aaker’s brand equity model, primarily focused on the four components: brand 

awareness, brand associations, perceived quality and brand loyalty. Following that, the 

Team Association Model by James Gladden and Daniel Funk will be explained, including 

their 16 proposed dimensions of brand associations. To finish up our branding theory, Kevin 

Lane Keller’s theories on brand extension will be taken into consideration. 

The second section will consider the more psychological aspects of consumer behavior. The 

first theoretical framework will be William Wilkie’s theories on attitudes within consumer 

behavior. Following that, we will look into the theories on learning and memory proposed by 

Isabelle Szmigin and Maria Piacentini.  

In the third and final section of our theory, we will introduce two models, the SWOT Analysis 

and The Ansoff Matrix, which function as our supporting theory used to gain an 

understanding of the organization in order to present strategic recommendations in chapter 

8. 

 

3.1 Aaker’s Brand Equity Model 
 

According to Investopedia.com, brand equity is defined as “a value premium that a company 

generates from a product with a recognizable name when compared to a generic equivalent” 

(Investopedia, 2019). In other words, having a positive brand equity can incentivize 

customers to choose your product over something similar, based on other factors than just 

product quality, for instance. Therefore, a positive brand equity can be very impactful if a 

company is based in a highly competitive market and can even lead customers to pay more 

for a specific brand, even if you can get the same product from a different brand at a lower 

price.  

To clarify, brand equity is a mental construct created by the perception of the individual 

customer, and represents added values based on associations in the customer’s long-term 

memory. 



 
25 

 Understanding Esports Consumers and the Underlying Market Potential in Esports Anno 2020 

 

To be able to measure brand value, David Aaker invented the Brand Equity Model. Aaker 

proposes that brand value is controlled by five components; brand awareness, brand 

associations, perceived quality, brand loyalty and other proprietary assets (Aaker, 1991). 

 

3.1.1 Brand Awareness 

 

Brand awareness can be categorized as the first step in the brand equity building process. 

Simply, awareness refers to whether the consumer is aware of the sole existence of the 

brand, along with if the consumer can recall what category the brand is in. There are different 

levels of awareness, as shown in Aaker’s brand awareness pyramid (Aaker, 1991). 

 

The lowest level of brand awareness, brand 

recognition, is when a customer is able to recall 

a certain brand if aided. The customer is not able 

to name the brand without having a list of brand 

names or products to help the recognition 

process. This is known as the minimal level of 

brand awareness.  

 

Brand recall is one step closer and is where the 

customer is able to mention the brand and 

product unaided. Logically, at this level, the 

brand has a stronger brand position in the 

customer’s mind, and the fact that the customer 

is able to name the brand unaided is which 

differentiates the recognition process from the 

recall process.   Figure 3.1: Brand Awareness Pyramid (Aaker, 1991) 

 

The final step in the awareness pyramid is called top of mind. Top of mind is when a brand 

has reached a level, where it is the first brand to come to mind, unaided. An example could 

be ‘Redbull’, which naturally is the first brand that comes to mind when mentioning ‘energy 

drink’ in the mind of many consumers. Hereby, top of mind awareness has been established. 
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Naturally, reaching top of mind awareness is a key element for most organizations, 

especially if the goal is to achieve sustainable success within a market.   

 

3.1.2 Brand Associations 

 

Brand associations are categorized as anything that is connected with the consumer’s 

memory in regard to the specific brand, thereby, the associations the brand creates in the 

consumer’s mind. These associations are created by all interactions with the brand, which 

range from direct contact with brand employees to being exposed to advertisements, 

product displays in stores and similar. Positive brand associations are crucial to create 

strong brand equity; hence, it generates good word-of-mouth publicity for the brand along 

with inducing brand purchases. 

 

To set an example, think about the brand Tesla. As 2019 is nearing its end, Tesla is often 

seen receiving a lot of praise in media and shares in the company has seen a lot of upswing 

recently. But what is Tesla to the consumers? Presumably, if you say the name Tesla, a lot 

of consumers will think ‘car company’ or ‘electric cars’. But in addition to that, many 

consumers will link the brand to much more than that and will automatically connect the 

brand to keywords such as ‘environment-friendly’, ‘renewable energy’ and ‘protecting the 

globe’. And all of that is due to the brand associations that Tesla has created in the mind of 

the consumers. Vice-versa, when people hear ‘electric car’, many will instinctively think of 

Tesla.  

 

Aaker proposes that brand associations equal a variety of ways that can provide value. 

Among these are: helping to process/retrieve information, differentiating the brand, 

generating a reason to buy, creating positive attitudes/feelings and providing a basis for 

extensions. (Aaker, 1991, p. 102).  

 

Besides looking at the value that brand associations can generate, it is important to 

understand which types of associations that consumers can experience. Aaker divides the 

association types into 11 categories. (Aaker, 1991, p. 105) 
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Aaker’s Proposed Association Types 

Product Attributes Intangibles Customer Benefits 

Relative Price Use/Application User/Customer 

Celebrity/Person Life-style/Personality Product Class 

Competitors Country/Geographic Area 
 

Figure 3.2: Brand Associations (Aaker, 1991) 

 

3.1.3 Perceived Quality 

 

Perceived quality is also categorized as a brand association, although Aaker chooses to 

distinguish it as a separate category due to its significance. Perceived quality is the 

consumer’s perception of the overall quality of a certain brand. What a consumer perceives 

as quality can be subjective and can be based on many different parameters, hence Aaker 

describing quality as a perceptual entity in this matter. 

3.1.4 Brand Loyalty 

 

Brand loyalty occurs, when a consumer deliberately chooses one brand over other 

alternatives, hereby displaying repetitive purchase behavior. According to Aaker, “the brand 

loyalty of the customer base is often the core of a brand’s equity” (Aaker, 1991, p. 44). 

  

Brand loyalty is often rated as one of the most important indicators associated with high 

brand value, since loyalty develops further in the post-purchase period, and can lead to the 

company being able to decrease its expenses in marketing due to the positive WOM 

generated by the loyal customers. 
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Aaker divides the levels of brand 

loyalty into five different categories, as 

shown in The Loyalty Pyramid (Aaker, 

1991). 

 

At the bottom of the pyramid, we have 

the level of no brand loyalty, where a 

customer has no connection with the 

brand. The brand is completely 

indifferent to the customer, who will 

make a choice based on sales or other 

variables.  

    

             Figure 3.3: Brand Loyalty Pyramid (Aaker, 1991) 

 

The next level is the satisfied/habitual buyer, who chooses a brand based on the simple fact 

that they are satisfied - or at least not dissatisfied - with a certain brand or product. Therefore, 

the customer has no reason to seek a different brand. 

     

At the third level, the customer is also deemed as satisfied, although Aaker adds the level 

of ‘switching costs’, meaning that the customer will have “cost in time, money, or 

performance risk associated with switching” (Aaker, 1991, p. 45). This means, that a 

customer at this level will need to be offered some sort of benefit or appeal from a different 

product in order to consider switching.  

 

At the fourth level, we find those that truly like the brand. (Aaker, 1991, p. 46). Here, the 

customer might be termed as a ‘friend of the brand’, and it is likely that there is a somehow 

emotional attachment between brand and customer. At this point, the customers might not 

be able to pinpoint what exactly it is they like about the brand, there is just a set of positive 

brand associations leading to an undoubtful preference. 
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The fifth and final level is where the customers are fully committed. Now, the brand is no 

longer ‘just’ a preference, but instead the customers feel a certain pride by being users of 

that brand. At this point, the brand functions as an expression of who the consumer is or 

choose to identify as. Even though these customers might not spend more money on 

products than lesser committed people, the true value of having customers reach the fifth 

level is the impact upon others it creates, since committed and proud customers tend to 

produce positive WOM. You could even argue that people at this level become some kind 

of non-paid brand ambassadors, because they reach a level of satisfaction where they 

voluntarily advertise for your product or brand. 

 

3.1.5 Other proprietary assets  

 

The fifth component of Aaker’s brand equity model is termed other proprietary assets and 

include more explicit things such as patents and trademarks. The more proprietary rights 

accumulated by a brand, the bigger the competitive advantage is due to other brands having 

a harder time contesting the brand’s market position. However, due to the lack of relevance 

in this case, we choose not to address this category further. 

 

3.1.6 The Importance of Brand Equity 

 

Undeniably, a positive brand equity can affect a company drastically - but how so? Aaker 

proposes that the brand equity components that can lead to an enhanced customer 

experience will lead back to an enhanced value to the firm (Aaker, 1991, p. 28).  

Brand equity will provide value to a customer by enhancing customers’ interpretation, their 

user satisfaction and their confidence in the purchase decision (ibid). By doing so, the 

organization can obtain value by enhancing: 

 

• Efficiency and effectiveness of marketing programs. 

• Brand loyalty. 

• Prices/margins. 

• Brand extensions. 

• Trade leverage. 
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Overall, generating positive brand equity will naturally create a competitive advantage for a 

business. 

 

3.2 Team Association Model 
 

To create a more elaborate understanding of brand associations in sport, James Gladden 

and Daniel Funk created the Team Association Model, which identifies 16 proposed 

dimensions that they deem to be major contributors to consumer-based brand equity in 

sports. The model has been developed based on the conceptual framework provided by 

Aaker. 

 

The 16 dimensions are derived with reference to Kevin Lane Keller’s categorization of brand 

associations into three categories: attributes, benefits and attitudes (Gladden & Funk, 

2002).  

 

Attributes are divided into two types of attributes: product-related and non-product-related 

(Gladden & Funk, 2002, p. 57). When put into a sport setting by Gladden and Funk, the 

product-related attributes are determined as the factors contributing to the performance of 

the team. In opposition to that, the non-product-related attributes are the attributes that affect 

purchase or consumption but does not directly impact the overall performance of the 

product. 

 

In this setting, Gladden and Funk identify that there is a total of eight factors in the attributes-

category: four product-related attributes and four non-product-related attributes. 

 

Product-related ttributes Non-product-related attributes 

Success Logo design 

Star player Stadium/arena 

Head coach Product delivery 

Management Tradition 

Gladden and Funk, 2002, p. 57-58. 
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The second category, benefits, refers to the components of which people attach meaning 

and value to the products they consume. Gladden and Funk still base their theory on the 

framework created by Keller, while also including some of the theories from the work of Park, 

Jaworski and MacInnis (1986). The result is that Gladden and Funk identify five constructs 

that can classified as benefits in the professional team sport industry (Gladden & Funk, 

2002, p. 59). These five benefits are fan identification, peer group acceptance, escape, 

nostalgia and pride in place.  

 

The third category, attitude, represents the attitudinal component of brand association. Funk 

and Gladden selected three dimensions to measure attitude: attitude importance, attitude 

knowledge and affective reactions. 

 

3.3 Brand Extension 
 

According to Kevin Lane Keller, a brand extension occurs when a firm uses an established 

brand name to introduce a new product (Keller, 2013, p. 433). Keller proposes that when an 

established brand introduces a new product, the company has to choose one of the following 

three ways to brand the new product:  

 

1. It can develop a new brand, individually chosen for the new product. 

2. It can apply one of its existing brands. 

3. It can use a combination of a new brand and an existing brand. (Keller, 2013, p. 432) 

 

If the company choose to follow approach 2 or 3, the aforementioned brand extension 

occurs. The brand extension can also be labeled as a sub brand, in a situation where the 

new brand is combined with an existing brand.  

Keller also proposes that a brand extension can imply substantial benefits to the brand 

franchise by facilitating new product acceptance and providing feedback benefits to the 

parent brand and company (Keller, 2013, p. 436). To mention a few of the benefits, a brand 

extension can improve brand image, avoid the cost of developing a new brand, enhance the 

parent brand image, bring new customers into the brand franchise and revitalize the brand 

(ibid).  
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3.4 Consumer Behavior 
 

3.4.1 Attitudes 

 

Within the field of consumer behavior, exists attitudes. Attitude, stemming from the Latin 

word for posture, reflects a person's mental position or evaluation of an object (Wilkie, 1994). 

This is relevant, seeing as if a marketer knows what the consumers attitudes are, the 

marketer should be able to understand why current sales are either strong or not, as well as 

improve the marketing mix in order to improve consumer's attitudes (Wilkie, 1994). 

  

Seeing as attitudes are mental positions, marketers must attempt to deduce them through 

research measures, as they cannot be observed and measured directly. Knowing a 

consumer’s attitude toward a brand should help you understand how that consumer will act 

towards the brand in the future (Wilkie, 1994). In addition to this, consumers who have been 

dissatisfied with a brand are difficult to return as future consumers (Wilkie, 1994).   

  

American psychologist Gordon Allport famously defines attitudes as such: 

 

"Attitudes are learned predispositions to respond to an object or class of objects in a 

consistently favorable or unfavorable way." (Wilkie, 1994, p. 282) 

  

In order to best understand attitudes, you may divide it into three different components. The 

origin of these components is from early Greek philosophy, which states that all behavior is 

a combination of mental, emotional, and physical dimensions (Wilkie, 1994). This is 

contemporarily known as think-feel-do, or in this case as three different components. These 

components are cognitive, affective, and conative (Wilkie, 1994). 

  

• The cognitive component is the knowledge or belief about an object, e.g. “Mercedes 

is an expensive car.” (Wilkie, 1994) 

• The affective component is the feelings about an object, e.g. “I like the new 

Mercedes.” (Wilkie, 1994) 

• The conative component is the tendency to actually act towards an object, e.g. “I 

would like to buy a new Mercedes.” (Wilkie, 1994) 
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Following these components, is what Wilkie refers to as Cognitive Consistency. Cognitive 

consistency is the concept that consumers strive for harmony between thoughts and 

feelings, i.e. striving for harmony between the aforementioned components (Wilkie, 1994).  

 

Lastly, attitudes are an extremely helpful tool for consumers, as attitudes can help simplify 

consumers’ decision making on a daily basis (Wilkie, 1994). Additionally, awareness of 

these consumer attitudes is very helpful for marketers in order to position products most 

favorably, and thereby attract the most consumers (Wilkie, 1994). 

 

3.4.2 Learning and Memory 

 

A business relies on consumers knowing and remembering about their brand and the things 

it represents. In order for consumers to know this, they must first learn about it, and then be 

able to store it in their memory. Thereby, it is important for marketers to know how 

consumers learn, in order for marketers to be able to communicate clearly and appropriately 

(Szmigin & Piacentini, 2015). 

  

Learning, as described by Szmigin and Piacentini is "(…) the activity or process of acquiring 

knowledge or skill by studying, practicing, or experiencing something." (Szmigin & 

Piacentini, 2015, 120). 

Within learning Szmigin and Piacentini operate with two different categories, namely 

behavioral learning and cognitive learning (Szmigin & Piacentini, 2015). 

  

Behavioral learning is concerned with learning as a response to changes in an environment 

(Szmigin & Piacentini, 2015). The environment is the main factor in shaping learning and 

behavior and does thereby not concern itself with internal thoughts and feelings (Szmigin & 

Piacentini, 2015). 

Behavioral learning, as the name suggests, relies on previous behavior. An example hereof, 

you may see a certain brand of soda for sale and decide to buy it again as you have had a 

previous positive experience with the product (Szmigin & Piacentini, 2015). 
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Behavioral learning is also concerned with what is known as classical conditioning. Within 

classical conditioning exists several other aspects as well, one of which is first-order 

conditioning. First-order conditioning exists when a conditioned stimulus is paired with an 

unconditional stimulus. Essentially, this means that a connection exists between the two 

stimuli (Szmigin & Piacentini, 2015). In marketing terms, this mean that you may associate 

a specific brand with a feeling, e.g. a bed company and feeling tired, a specific drinks 

company and feeling thirsty etc. 

  

Behavioral learning operates with what is known as learning history. Szmigin and Piacentini 

mention that when starting a new gym membership, you do not know how to operate the 

different machines, and you might draw on previous experience from school to help you. 

After a few times of attending the gym, you feel much more comfortable operating the 

machines. This is relevant for marketers, as continued exposure to your product, or 

continuous mentioning of the ease of your product or service will make it more attractive for 

new consumers (Szmigin & Piacentini, 2015).  

  

Cognitive learning is on the other hand is concerned with "learning through mental 

processes and conscious thought." (Szmigin & Piacentini, 2015, 121). Cognitive learning 

theories focus on learning as a mental activity, through which consumers are thinking 

through their actions. If a consumer is e.g. buying a major appliance for their home, the 

consumer might carefully study advertisements, reviews, talk to friends and acquaintances, 

and through all of these actions evaluate and decide what is the best suited option for them 

(Szmigin & Piacentini, 2015). The consumer learns a lot during this process, some of which 

will be retained in the consumer's memory (Szmigin & Piacentini, 2015). 

The cognitive learning approach is based on the idea that humans are rational and use 

information to make well-thought out decisions (Szmigin & Piacentini, 2015). Cognitive 

learning comes in many different shapes, e.g. in high or low involvement situations, or 

consciously or unconsciously. In some situations, consumers are aware that they are 

learning, in other situations consumers learn through what is known as passive learning 

(Szmigin & Piacentini, 2015). 
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Within cognitive learning is the information processing model. The information processing 

model explains how information is received by the consumer, interpreted, stored in the 

memory of the consumer, and lastly retrieved when needed (Szmigin & Piacentini, 2015). 

According to Szmigin and Piacentini, in order for information to reach the long-term memory 

of the consumer, the information must go through the following stages.  

 

Five stages exist, starting with what is known as exposure. Exposure reacts to the stimuli, 

and it includes the sensory detection and registration through receptor organs (Szmigin & 

Piacentini, 2015). After being exposed to the stimuli, the next step is attention. In this step, 

the consumer focuses his or her attention, which leads to a perception of as well as a 

categorization of the stimuli (Szmigin & Piacentini, 2015).  

 

Following the attention to the stimuli, the consumer must comprehend the stimuli. Here, the 

consumer identifies the meaning of the stimuli. This is the stage where the consumer might 

look for reviews of the product as well as competing products (Szmigin & Piacentini, 2015). 

The second-to-last step is the deciding step. In this step, the consumer takes the existing 

choices into consideration and concludes either accepting or rejecting a product/service. 

The final step is retention. This step is essential, as it is here that the learning has to be 

retained in the memory in order to be used in the future (Szmigin & Piacentini, 2015). 

 

Szmigin and Piacentini argue that in order for information to reach a consumer’s long-term 

memory, the information has to go through the previously outlined stages (Szmigin & 

Piacentini, 2015). Memorizing the learning process is especially important for marketing, 

where companies spend large amounts of money in order to reach consumers and have 

them memorize the brand (Szmigin & Piacentini, 2015). 

 

There are three important steps in order to remember information after having learned it, 

which are encoding, storage, and retrieval. Encoding focuses on how information enters the 

memory. Here, it is of importance that consumers have completely understood the 

information. Storage is concerned with how the encoded information is then retained in the 

memory. Once information is stored in the memory, the information is then connected with 

other information which may impact on when and how it is retrieved and remembered. 



 
36 

 Understanding Esports Consumers and the Underlying Market Potential in Esports Anno 2020 

Lastly, retrieval is the process wherein memories are accessed and stored. Within retrieval 

exist three ways of retrieving the information. These are recollection, recognition, and 

relearning (Szmigin & Piacentini, 2015). 

 

When recollecting memory, you may reconstruct the memory through bits of memory. 

Through recognition, the memory must retrieve information so that you experience it again. 

Lastly, relearning is when you relearn a memory that has previously been learned, and 

through relearning you remember and retrieve the memory (Szmigin & Piacentini, 2015). 

  

Szmigin and Piacentini (2015) mention three systems that help to understand how and why 

some things are remembered and why some are not. These systems are the sensory 

memory, short-term-, and long-term memory (Szmigin & Piacentini, 2015). 

 

Sensory memory is concerned with taste, sight, smell, touch, and hearing. These memories 

are only retained for as long as you are experiencing the feeling (Szmigin & Piacentini, 

2015). 

Short-term memory is concerned with how current information is processed. Short-term 

memory can only retain small amounts of memory at a time. According to a study from the 

1950s, the average human can remember up to roughly seven items at a time. For 

marketeers, it may be beneficial to do what is referred to as chunking. Chunking is when 

you group together similar or meaningful pieces of information, which in turn makes it be 

remembered as a whole.  

  

Information stored in the long-term memory has the potential to be stored forever. 

However, for that to happen information has to get to the long-term memory, of which not 

much information does. In order for information to make it to the long-term memory, it must 

be encoded through engrams, which are neural networks that connect new memories with 

old. This involves linking short-term memory with that already stored in the long-term 

memory. For marketeers, it is beneficial to connect its advertising with other brands and their 

advertisements, in order to create an extensive intertwined network of memories and 

associations (Szmigin & Piacentini, 2015).  
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Additionally, different types of long-term memory exist. These are procedural memory and 

declarative memory. Procedural memory is the knowing of how to do things, whereas 

declarative memory is the memory of previous events. However, declarative memory is also 

divided into two different types of memory, namely episodic and semantic memory (Szmigin 

& Piacentini, 2015).  

 

Episodic memory is concerned with highly influential memories of one’s life, e.g. your 

wedding, exam results, etc. (Szmigin & Piacentini, 2015).  

Semantic memory is concerned with various facts and concepts someone remembers. It 

can be numerous different things, e.g. the names of capital cities, general customs, etc. 

(Szmigin & Piacentini, 2015).  

 

Heath (2012) argues that the reason some advertisements are difficult to remember, is 

because they attempt to target the episodic memory, which requires a more thorough 

encoding than semantic memory (Szmigin & Piacentini, 2015). Heath (2012) believes that 

in order to recall an advertisement, it must be sufficiently encoded to have a picture in our 

mind and an idea of when we saw it (Szmigin & Piacentini, 2015).  

  

Short-term- and long-term memory work together through what is known as an associative 

network. The network is made up of concepts, e.g. time, place, person, brand, and many 

more. These concepts are then linked through different associations and paths, which in 

turn form a network. Some associations may be stronger than others, and some may have 

more links than others (Szmigin & Piacentini, 2015).   

 

3.4.3 Explicit and Implicit Memory 

 

Szmigin and Piacentini (2015) distinguish between two types of memory, namely explicit 

and implicit memory. Explicit memory is consciously recollecting a previous experience, 

whereas implicit memory is remembering something without consciously being aware of it. 

Marketers often use colours and logos in advertisements that make their brand stand out, 

so that you both consciously and unconsciously aim for that brand when shopping (Szmigin 

& Piacentini, 2015).  
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If you are buying soda in the store, you might intentionally go for the red and black Coca 

Cola instead of the black and blue Pepsi, as you simply prefer that brand, and the unique 

colors of the two brands make it easy for you to distinguish between them. 

In contrast, if you are in the store and do not know what brand of soda you want to buy, you 

might implicitly remember watching an advertisement from the day before from Coca Cola, 

and therefore you might choose the Coca Cola rather than the Pepsi due to implicitly 

remembering the brand logo.  

 

3.5 Strategic Recommendation Theory 
 

To construct a set of strategic recommendations for Brøndby eSport, we have chosen to 

implement two business models to understand Brøndby eSport as a business and as a 

product. We have chosen to do a SWOT analysis to identify the underlying strengths and 

weaknesses of Brøndby eSport, as well as using The Ansoff Matrix to weigh up the risks 

associated with the proposed strategic options. 

 

The reason that we choose to incorporate these marketing tools in a thesis primarily focused 

on consumer behavior, is that we believe the final outcome will become more useful by 

adding an additional layer on top of the academic one. By also obtaining an understanding 

of Brøndby eSport as an organization, we are able to move a step further than just analyzing 

and discussing the empirical data gained from the consumers. By allowing this uniformity of 

data, it will help us exceed our primary goal, providing the reader with an understanding of 

the consumers, while also providing Brøndby eSport with a takeaway including a number of 

strategic recommendations that can be directly implemented by the organization.  

 

3.5.1 SWOT Analysis & The Ansoff Matrix 

 
The overall evaluation of a company’s strengths, weaknesses, opportunities and threats is 

called SWOT analysis (Kotler et. al., 2012, p. 111). It helps monitoring the internal and 

external position of an organization, by looking at strengths and opportunities that can be 

helpful to the company’s position, as well as the weaknesses and threats which can be 

harmful. 
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The purpose of using a SWOT analysis in this thesis is to provide the readers with a basic 

understanding of the organization at stake. Furthermore, the SWOT analysis will aid us, the 

authors of this thesis, to obtain an overview of the strategic opportunities the organization 

can pursue in an effort to gain a competitive advantage.  

 

The second theoretical framework we use to analyze and understand Brøndby eSport as an 

organization is Ansoff’s Growth Matrix, also known as Ansoff’s ‘product-market expansion 

grid’ (Kotler et. al., 2012, p.  101). This matrix is helpful to understand whether pursuing new 

products or new markets could potentially help the organization grow, along with also 

understanding the risks at hand by choosing either. The matrix is divided into four different 

categories: market penetration, product development, market development and 

diversification. 

 

 
Current products New products 

Current markets Market penetration Product development 

New markets Market development Diversification 

Figure 3.4: Ansoff’s Product-Market Expansion Grid. (Kotler et. al., 2012) 
 
 

In collaboration with the SWOT analysis, we believe that these two strategic planning 

models will allow us to understand the basic business situation in regards to Brøndby eSport, 

and by adding the layer of consumer research on top of that, we are able to suggest some 

tailored, strategic recommendations that can help Brøndby eSport moving forward. These 

two models are supplementary and will only be touched briefly, hence they are not being as 

elaborately explained as our other theoretical framework. 
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4.0 Methodology 
 
In this section, we will give an overview of the methodological considerations behind the 

thesis. Initially, we will explain our choice of quantitative method, and how this was used to 

create a questionnaire that was distributed to respondents. 

Following this, we will give a brief overview of our qualitative method, wherein we will explain 

how the interviews that were used to gather data were conducted. Then, we will explain how 

the two seemingly different sets of data, namely quantitative and qualitative, can work 

together through the use of mixed methods approach. Lastly, an explanation of our 

pragmatic paradigm will be outlined. 

 

4.1 Quantitative Method 

 
Quantitative data collection covers a variety of methods, with this project focusing on one of 

the two most popular ones, namely questionnaire-based surveys (Kuada, 2012). 

Quantitative data collection methods make it possible to test hypotheses that have been 

derived from theories and the problems you may investigate for your product. Quantitative 

data collection methods allow you to investigate a causal relationship between specified 

variables (Kuada, 2012). 

Compared to qualitative methods, quantitative methods are in general less flexible. A 

quantitative method consists of standardized procedures and techniques used to collect, 

organize and analyze the data (Kuada, 2012). The data collection procedures and 

techniques allow you to collect data, which is general, and therefore makes the results of 

your study generalizable (Kuada, 2012). 

  
  

4.1.1 Data Collection - Empirical Data for Analysis 

 

The data that is generated from the questionnaire-based survey has a specific purpose, 

namely, to obtain knowledge about the opinion of a representative cluster of people (Kuada, 

2012). 

Within questionnaires you can utilize either open-ended or closed questions. Open-ended 

questions in general require more reflection and thinking than the closed questions 

counterpart, which can be answered with a single word or a short phrase (Kuada, 2012). 
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The questionnaire for this study contains closed questions. It was a simple and short survey 

and was sent out to people who both have and do not have much knowledge on the subject.  

Through cooperation with the Head of Brøndby eSport, we were able to distribute the 

questionnaire through the company's Facebook page, with approximately 5800 likes on the 

1st of May 2019. Additionally, the questionnaire was shared on our own personal Facebook 

groups, where friends and family also answered it.  Before distributing the questionnaire, it 

was sent out to family and friends in order to get feedback on the questions, the perception, 

and the layout.  

  

4.1.2 Delimitations to questionnaires 

 

One limitation to our questionnaires is that we, the researchers, do not get the option to ask 

the respondents follow-up questions to their answers. Additionally, a limitation to this is that 

respondents may have misunderstood the question, and thereby answered it wrongfully 

without acknowledging this, meaning that the answers we receive may be skewed. 

 

Furthermore, the questionnaire does not represent the target group as a whole. Rather, it 

represents a small part of the target group which is being viewed in a bigger perspective. 

 

Jesper Larsen wanted to include questions that had no relevance to our project. These 

questions asked whether the respondent follows Brøndby Esport on social media, and 

whether or not the respondents is aware of which partners Brøndby Esport has. We included 

these questions, as Jesper Larsen agreed to share the questionnaire on Brøndby Esports 

Facebook page, and included a price for the respondents to win, thereby highly increasing 

the exposure as well as adding an incentive for the respondents to answer the questionnaire. 

However, these questions have no relevance to this study. 

 

4.2 Qualitative Method 

 
Qualitative data allows the gathering of in-depth knowledge from one or more individuals 

with a unique insight into an event or a topic. In this thesis, 5 interviews were conducted, 

with five different participants. Qualitative methods allow researchers to go in-depth with one 

or several participants with knowledge or opinions on a certain topic. 
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The interviews in this thesis were all conducted in Danish. The interviews will be transcribed 

in Danish and uploaded as appendices. When using relevant points and aspects from the 

transcripts, these will be translated and included as quotes in the thesis.  

As for the interview with Jesper Larsen, the entirety of the interview is not transcribed. Only 

the relevant parts, which were relevant to and used for analysis and discussion were 

transcribed. The entirety of the interview was not transcribed, as the majority of the long 

interview was not used for analysis, instead it was used as background knowledge that was 

relevant in order to create the questionnaire. The transcribed parts will be translated and 

quoted in the analysis and discussion where relevant.  

 

4.2.1 Semi-structured Interview 

  

Interviews facilitate the direct communication between two or more people, usually one 

interviewee and one or more interviewers. Interviews allow the interviewer to elicit 

information, feelings and opinions from the participant through questions asked during the 

interview. The key feature of an interview is the direct contact between the interviewer and 

the participant (Matthews & Ross, 2010).  

Today, interviews are one of the most used data-collection techniques used by social 

researchers. However, that does not mean all interviews can be categorized the same way. 

The structure and standardization of an interview varies. Three different popular interview 

structures exist, namely standardized structured interviews, semi-structured interviews, and 

unstructured interviews (Matthews & Ross, 2010). This section will focus on the semi-

structured interview. 

The semi-structured interview follows a set of topics or questions for each interview. Semi-

structured interviews allow for the participant to answer the questions or express their 

feelings using their own words, making for a more personalized interview. Additionally, 

qualitative interviews such as these allow the participant to raise topics and issues you might 

not expect, which you will then have to investigate further (Matthews & Ross, 2010). 

Semi-structured interviews are often used when the interviewer is interested in the 

participant's experiences, behavior and understanding. The interviewer is interested in the 

content of the participant's experiences, but also how the participant talks about the 

experiences and attitudes (Matthews & Ross, 2010). 
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4.2.2 How the Interview with Jesper Larsen was Conducted 

 

We interviewed Jesper because of his extensive real-world experience and knowledge 

about esports in Denmark.  

When creating the interview guide, we first split the questions up into different sections. An 

introductory section, a section about Brøndby and the organization’s esports project, a 

consumer section, and lastly a concluding section. These sections would determine the flow 

of the interview.  A copy of the interview guide was sent to Jesper beforehand, in order for 

him to reflect on potential answers in advance. 

The interview was conducted at Brøndby Stadium and was recorded using our phones. The 

interview lasted for 35 minutes. 

  

4.2.3 How the Interviews with Our Interview Participants were Conducted 

 

We interviewed four respondents that were picked from the questionnaire. In the 

questionnaire, we asked the respondents to list their email in the final question in order to 

enter the competition. The interviews were conducted at CBS, Solbjerg Plads, in a group 

study room between November 2-4.  

When creating the interview guide, we split the questions into different sections, similar to 

creating the interview guide when interviewing Jesper Larsen. The first section was an 

introductory section in which the demographic background of the respondents is determined. 

In the following section we discreetly ask questions regarding Brøndby eSport’s brand 

equity, and how they as consumers behave that are. 

The interview guides were sent to the interviewees several days beforehand, in order for 

them to prepare potential answers to the questions in advance.  

When referring to the participants in this thesis, they will be referred to as Participant 1, 

Participant 2, etc. depending on the interview’s position in the appendix. When quoting the 

participants, they will be quoted as Qualitative Interview 1, 2, etc. This is due to the 

respondents requesting confidentiality from anyone besides us, the authors.  

The interviews were recorded using our phones and lasted between 10-20 minutes.  
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4.3 Mixed Methods Analysis 

 
Mixed Methods analysis is concerned with how two seemingly very different types of 

analysis can be used to support and complement each other in a study (Gray, 2018). This 

is relevant, as this study incorporates both several qualitative semi-structured interview as 

well as a quantitative questionnaire which are used in order to collect our data for analysis.  

  

Three views exist that debate on whether or not mixing methods is a viable and useful way 

of analysis. These views are called purist, situationalist and pragmatist. As the name 

suggests, purists believe that qualitative and quantitative methods exclude each other 

because they originate from different ontological and epistemological positions (Gray, 2018). 

Situationalists believe that both methods have certain values and strengths, but that some 

research questions rely more on qualitative approaches and some to quantitative. Therefore, 

situationalists believe that the two methods can be potentially mixed, although they 

represent vastly different epistemological approaches (Gray, 2018). 

Lastly, pragmatists share no belief in the two methods being mixed. Pragmatists argue that 

quantitative methods are not always positivistic, and qualitative methods are not always 

socially constructed. Pragmatists believe that it is entirely possible to conduct a study using 

both methods by utilizing the strengths of both (Gray, 2018). This will be expanded upon 

later in the study. 

  

A number of differences exist between quantitative and qualitative research. One being that 

quantitative research stems from an objectivist point of view, in which the truth exists ‘out 

there’. In contrast, qualitative data stems from a constructivist point of view, and is thereby 

created by constructed and interpreted by individuals. Another difference is the relationship 

between the researcher and the subject (Gray, 2018). Qualitative research often includes 

direct contact between the researcher and the subject during interviews, and usually for 

longer periods of time before and after the interview. On the other hand, with quantitative 

research does not require direct contact between the subject and the researcher. 

Furthermore, the researcher often attempts to distance themselves from the subjects (Gray, 

2018).  

A third difference is the research focus. In line with the objectivistic point of view, quantitative 

data focuses on the gathering of facts in order for the truth to be established. These facts 
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are unlikely to be affected by the bias of the researcher. Similar to before, the qualitative 

data collectors argue that truth and meaning is not static things. Instead, they are dynamic, 

and the same experience may be interpreted and experienced differently by two different 

people (Gray, 2018).  

Also, it is important to note whether the research has an inductive or a deductive approach. 

Quantitative researchers usually work deductively, i.e. having a theory which will then be 

tested through research and data. Qualitative researchers on the other hand, usually work 

inductively in order to build theory. However, Gray argues that it is not this black and white. 

Gray quotes Brennan (1992), who argues that all research at some point works both 

inductively and deductively (Gray, 2018).  

Furthermore, quantitative researchers aim to research a representative sample of a wider 

population. Qualitative researchers on the other hand often only collect data that represent 

a specific case.  

Mixed methods analysis has adopted a pragmatic approach. Meaning that it is based on a 

view of knowledge that is both socially constructed, as well as based on the reality of the 

world people experience and live in. This also entails that mixed methods analysis works in 

a realistic and sensible way, that is based on a practical rather than theoretical approach 

(Gray, 2018). 

  

Greene et al. (1989) identified 5 different purposes of using mixed methods analysis. The 

five purposes are triangulation, complementarity, development, initiation and expansion 

(Gray, 2018). 

 

Triangulation aims for convergence, corroboration, and correspondence from the results of 

different methods. It works by combining several qualitative methods, or by combining 

qualitative and quantitative methods. By combining these methods, it allows for one method 

to outweigh the weaknesses of the other. An example of working with triangulation in a single 

study is by first creating a questionnaire and having respondents answer this, and then 

following up by conducting an interview with some of the respondents (Gray, 2018).   

 

Complementarity aims for elaboration, enhancement, illustration, and clarification of results 

of one method with the results from another method. When working with complementarity, 
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you combine a quantitative and a qualitative method in order to measure overlaps, as well 

as analyzing different elements of a phenomenon. An example of working with 

complementarity could be to conduct a qualitative interview to measure a group of student’s 

aspirations and the influences of these, and then following up with a questionnaire in order 

to explore the nature, level, and perceived ranking of the aspirations. Thereby, the two 

methods are analyzing similar but also different aspects of the aspirations (Gray, 2018). 

 

Development aims to use the results of one method to help the other method. This is done 

by e.g. using a quantitative survey to identify sample groups of students with aspirations that 

stand in contrast to each other, these samples could then by followed up in a qualitative 

interview (Gray, 2018). 

Initiation aims to discover paradoxes and contradiction, new perspectives, and the recasting 

of questions or results from one method with that of another method. Where triangulation 

aims to combine methods for convergence, initiation uses mixed methods to uncover 

paradoxes, new perspectives and contradictions. The focus of this is generation of new 

insight, which in turn may lead to a revision of the research questions (Gray, 2018). 

 

Expansion aims to extend the range of inquiry through the use of different inquiry 

components. Thereby, expansion uses mixed methods to broaden the range of a study. E.g. 

when evaluating a training program, quantitative methods could be used to the outcomes of 

a program, and the qualitative interview could be used to explore the perspectives of 

participant- and group processes in the program (Gray, 2018). 

Seeing as we first conducted an interview with a key person who has a lot of insight into the 

subject at hand, followed by using the identified issues in that interview to create the 

questionnaire, and lastly conduct four more interviews based on what needed more 

explaining as well as what was missing from the questionnaire, we argue that triangulation 

is the method used in this thesis. The reason for this is, that we used the different methods 

to outweigh the weaknesses of the other. The first interview allowed us to gather information 

we otherwise would not have, in order to create relevant questions for the questionnaire. 

The following four interviews then allowed us to go in-depth with answers from our 

questionnaire, as well as expand upon topics that we later realized were not covered in the 

questionnaire.  
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4.3.1 Mixed Methods Models 

 

As seen previously in this section with the different purposes of mixed methods analysis, so 

too exists three different models that can be used for analysis.   

The first model is to start with qualitative then the quantitative. This is a common mixed 

methods approach and is often used when the information gained in a qualitative interview 

is then used to form questions in the quantitative data (Gray, 2018). 

This model is especially useful when little or nothing at all is known about what is being 

researched. In this situation, it is unwise to create a questionnaire, since the subject is either 

unknown or not fully understood. Here, the qualitative data explores and identifies 

information about variables that require further investigation (Gray, 2018). 

It is argued that when conducting studies in this way, the qualitative data is seen as inferior 

to the quantitative data however this should not be the case. Qualitative data paves way for 

the gathering of the quantitative data and is thereby equally as important as one does not 

exist without the other (Gray, 2018). 

The second model is to start with the quantitative method and then follow up with qualitative 

method. Here, as seen with the first model, the quantitative data gathers data to be used for 

the qualitative method. However, here a quantitative study could be used to identify 

important themes that can be analyzed in-depth through qualitative methods. Although, 

Bryman (1992) argues that it may be more beneficial for a quantitative survey to identify 

groups of people with different opinions on a subject. These groups can then be used in a 

qualitative interview in order to gain in-depth understanding of why they have these 

underlying differences (Gray, 2018). 

The third model is conducting qualitative and quantitative research in concurrence with each 

other. 

Mixed methods do not necessarily have to be dependent on each other. They can be 

conducted independently of each other and in no specific order. Therefore, they can be 

conducted concurrently, with qualitative before quantitative, quantitative before qualitative, 

or sequentially. 
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The different methods could be used to address the same research question or be used to 

focus on different aspects of the study (Gray, 2018). 

  

In this thesis, a mixture of the first two models were used. Firstly, the interview with Jesper 

Larsen was done to create an understanding of the subject, which was used to create the 

questionnaires. The questionnaires were used to identify important themes that needed 

expanding through qualitative interviews with respondents who had necessary insight in the 

topic.   

4.3.2 Critique of Mixed Methods Analysis 

 

When working with mixed methods analysis, it is important that the end product is the focus. 

It is not safe to assume that working with two fundamentally different methods is necessarily 

going to be beneficial to the project. Thereby, it is not the sum of the parts that is in focus, 

rather it is the finish project. Furthermore, it is possible that the quantitative studies used rely 

on already existing measurement scales. Thereby, when conducting qualitative interviews, 

the researcher may find differences between the group that did not appear when working 

quantitatively (Gray, 2018). 

It is possible that confusing and discrepant findings may be collected, which then will make 

the findings more complex than valid. One reason for this possible confusion is the wording 

of questions. Qualitative methods use open-ended questions, whereas e.g. questionnaires 

often use closed questions or answers that elicit a numerical value. Thereby, when mixing 

the two methods, it is possible that the different types of questions are perceived differently 

by the participants, which in turn leads to confusing and misinterpreted answers (Gray, 

2018). 

In an analysis of mixed methods articles, Bryman (2006) found that sometimes researchers 

emphasize the results of one type of study, usually because they are biased by the specific 

methodological position (Gray, 2018). Bryman also found that, there was a lack of integration 

between the studies because of variations in timelines, where the qualitative research 

oftentimes is behind the quantitative studies (Gray, 2018). 
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4.4 Pragmatic Approach 

 
In order to find the best possible explanation to our Research Question, a pragmatic 

approach has been adopted.  

Pragmatism is about solving a real-world problem through the generation of useful 

knowledge. It aims to remove the barriers between the theoretical- and the practical world 

(Frega and da Silva, 2011). Furthermore, pragmatism singular and multiple realities in play 

which are open to interpretation and focuses on solving practical problems in the real world 

(Feilzer, 2010).  

By working with a pragmatic paradigm, we are thereby not working from a constructivist or 

a positivistic approach. Pragmatism calls for a convergence of qualitative and quantitative 

methods in order to reach a goal (Feilzer, 2010). Additionally, Feilzer (2010) argues that 

research should not just attempt to accurately represent reality, instead it should provide an 

accurate account of how things are, and how to utilize the research (Feilzer, 2010). 

Therefore, the research should define what the research is for, who it is for, and how the 

research value the influences of the research (Feilzer, 2010).  

Through this convergence of qualitative and quantitative data, pragmatism has thereby 

broken a barrier between the previous division of the two sets of data. Pragmatism instead 

focuses on whether or not the research has helped the researcher find out what the research 

wants to know (Feilzer, 2010).  

Feilzer (2010) argues that pragmatism is a commitment to uncertainty in research, by 

acknowledging that any knowledge that may be produced through research, is relative and 

thereby not an absolute (Feilzer, 2010). 

Seeing as one of the roles we have in this thesis is consultants, it was essential for us to 

work with a method that allowed us to apply our theoretical findings on a real-world problem. 

Therefore we work from a pragmatic approach, as we are then able to transition the 

theoretical conclusions and points discovered as students and researchers, into actual 

tangible strategic recommendations that can be utilized by Brøndby eSport.  
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5.0 Empirical Data 
 

In the following chapter, all of our empirical data will be presented. In the first section, we 

are going to run through the 21 questions from our questionnaire and present the numbers 

that have created the empirical baseline for our analysis and discussion. In the second 

section, we are going to make a brief introduction to the findings gathered through qualitative 

interviews – four interviews with Brøndby eSport consumers and one interview with Head of 

Brøndby eSport, Jesper Larsen. 

 

5.1 Questionnaire Findings 

 
The questionnaire asked 21 questions and was answered by 187 respondents. In the 

following section, all the data will be available, while the elaborate answers from the 

respondents will be included in the appendix to optimize use of space. The relevant 

questions and their statistical components will be included in the analysis when applicable.  

In this section, we will divide the findings into different themes and then objectively present 

the findings through the use of a table. The findings will be analyzed and discussed in later 

sections.  

 

The first theme is demography. There were only two demographic questions in this 

questionnaire, the first one being the age of our respondent: 

Answer Percentage 

Younger than 10 1 % 

10-15 years of age 16 % 

16-20 years of age 21 % 

21-30 years of age 43 % 

31-40 years of age 11 % 

41-50 years of age 6 % 

Older than 50 2 % 

Figure 5.1 
 



 
53 

 Understanding Esports Consumers and the Underlying Market Potential in Esports Anno 2020 

 
The second demographic question was the geographic location of where our respondents 

reside: 

Answer Percentage 

Brøndby 71 % 

Copenhagen 13 % 

Remaining part of Zealand 7 % 

Funen 4 % 

Jutland 2 % 

Bornholm 0 % 

Other 3 % 

Figure 5.2 
 
 
The following questions tap into the respondent’s general knowledge and interest in esports. 

The respondents were allowed to choose more than one option. When asked which games 

in esports the respondents know of, they answered: 

Answer Percentage 

Counter Strike: Global Offensive 74 % 

League of Legends 44 % 

FIFA 93 % 

Dota 2 19 % 

Fortnite 52 % 

PUBG 23 % 

Figure 5.3 
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Additionally, the respondents were asked whether they know of “eSuperligaen”. Here, they 

answered: 

Answer Percentage 

Yes 94 % 

No 6 % 

Figure 5.4 
 
Following this, the respondents were asked how often they watch eSuperligaen matches. 

Here, they answered: 

Answer Percentage 

Watch all matches 9 % 

Watch most matches 17 % 

Watch some matches 19 % 

Watch a few matches 14 % 

Only watch matches with their favorite team 22 % 

Does not watch eSuperligaen matches 19 % 

Figure 5.5 
 

Following this, respondents were asked what their favorite team in eSuperligaen is. Here, 

we will not mention teams that had 1% or below in responses.  

Answer Percentage 

Brøndby IF 78 % 

FC København 7 % 

No favorite team 7 % 

Esbjerg FB 2 % 

Figure 5.6 
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Then, the respondents were asked what make them follow their favorite team. The 

respondents were allowed to choose more than one option. Here, they answered that: 

Answer Percentage 

The team has my favorite players 33 % 

The team has the best sponsors 3 % 

The team has the best coach 5 % 

The team plays the best 13 % 

The respondent comes from the same city as the team 9 % 

The respondent is a fan of the team’s soccer team in eSuperligaen 75 % 

Figure 5.7 
 
 

The respondents were then asked about what motivates them to watch an eSuperligaen 

match. The respondents were allowed to choose more than one option. 

Answer Percentage 

Favorite team is playing well 43 % 

Likes Fifa 19 50 % 

Favorite player is going to play 21 % 

It is an important match (e.g. final) 45 % 

Figure 5.8 
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The respondents were asked what is important for them when following an esports team. 

The respondents were allowed to choose more than one option. Here, they responded: 

Answer Percentage 

It is important that the team is one of the best in the league 40 % 

It is important that the team is active on social media 20 % 

It is important that the players often stream on Twitch 19 % 

It is important that the team has a good website 5 % 

It is important that the team plays a game you like 66 % 

It is important that the team has Danish players 36 % 

Figure 5.9 
 
 
Following this, the respondents were asked how they get to know new esports teams. The 

respondents were allowed to choose more than one option. 

The respondents answered that they get to know esports teams as follows: 

Answer Percentage 

Through online commercials 21 % 

Through TV commercials 11 % 

Through eSuperligaen 58 % 

Through Twitch streams 44 % 

Through friends (word of mouth) 37 % 

Through internet searches 14 % 

Figure 5.10 
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Additionally, the respondents were asked how often they search up new information about 

an esports team. Here, they answered that: 

Answer Percentage 

They search for information daily 11 % 

They search for information weekly 39 % 

They search for information monthly 16 % 

They search for information rarer than all of the above 33 % 

Figure 5.11 
 
 
After this, the respondents were asked which teams other than Brøndby eSport they follow. 

Answers with 0% responses will not be included in this. The respondents were allowed to 

choose more than one option. The respondents answered the following: 

Answer Percentage 

Astralis (CS:GO) 79 % 

North (CS:GO) 29 % 

AC Horsens (FIFA) 4 % 

Esbjerg FB (FIFA) 4 % 

FC København (FIFA) 18 % 

FC Helsingør (FIFA) 4 % 

Randers FC (FIFA) 7 % 

Silkeborg IF (FIFA) 4 % 

Team Solomid (League of Legends) 14 % 

Fnatic (League of Legends) 18 % 

Figure 5.12 
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The following section was targeted towards respondents who follow Brøndby eSport.  

The first question the respondents were asked was whether they follow Brøndby eSport or 

not. Here, the respondents answered: 

Answer Percentage 

Yes 75 % 

No 25 % 

Figure 5.13 
 
 

Following that, we asked how the respondents initially heard about Brøndby eSport. 

Answer Percentage 

Through social media 18 % 

Through a friend or family member 71 % 

Through Brøndby’s website 6 % 

Through a different website 4 % 

Through something else 1 % 

Figure 5.14 
 
Following this, the respondents were asked why they follow Brøndby eSport. The 

respondents were allowed to choose more than one option. They answered: 

 

Answer Percentage 

Because Brøndby eSport has the best players 34 % 

Because Brøndby eSport is active on social media 34 % 

Because Brøndby eSport has a good website 17 % 

Because Brøndby eSport produces good results 35 % 

Because Brøndby eSport has been Danish league champions 17 % 

Because I am a fan of Brøndby’s soccer team 83 % 

Figure 5.15 
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Then, we asked the respondents if they held Brøndby eSport to a higher opinion compared 

to when they first started following the team. They responded: 

Answer Percentage 

Yes, I like Brøndby eSport better than when I 

first started following the team 

48 % 

No, I think worse of Brøndby eSport than when 

I first started following the team 

1 % 

No, my perception of Brøndby eSport is the 

same as when I first started following the team 

47 % 

I do not know 4 % 

Figure 5.16 
 
 
After knowing their perception of Brøndby eSport, we asked the respondents if they in any 

way think the team could do better in various aspects. Here, we gave the respondents the 

following options: 

Answer Percentage 

I do not believe that the team’s players are good enough 3 % 

I do not believe that the team is active enough on social 

media 

7 % 

I do not believe the team’s website is good enough 2 % 

No, I think Brøndby Esport is doing a satisfactory job 84 % 

Figure 5.17 
 
 
 
 
As highlighted in the previous section, the respondents were asked which other teams than 

Brøndby Esport they follow. After this question, the respondents were then asked why they 

follow these teams and not Brøndby eSport. The respondents were allowed to choose more 

than one option. The respondents answered that:  
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Answer Percentage 

Because the other teams play another game 68 % 

Because the other teams are more active on social media 7 % 

Because the other teams have better content on social media 11 % 

Because the players on the other teams are more active on 

social media 

11 % 

Because the other teams have a better website 0 % 

Because the other teams have better players 21 % 

Figure 5.18 
 
 
The last theme is social media activity and sponsor knowledge. These are the questions 

that Jesper Larsen wanted us to include in the questionnaire.  

The first questions ask whether the respondent follows Brøndby eSport on social media.  

Here, they answered: 

Answer Percentage 

Yes 92 % 

No 8 % 

Figure 5.19 
 
 
As an extension to this, the respondents were then asked which channels they follow 

Brøndby eSport. The respondents were allowed to choose more than one option. Here, they 

answered: 

Answer Percentage 

Facebook 95 % 

Twitter 32 % 

Instagram 60 % 

Figure 5.20 
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And lastly, the respondents were asked whether or not they know which businesses 

Brøndby eSport are partnered with. The respondents were allowed to choose more than 

one option.   

Answer Percentage 

Arbejdernes Landsbank 97 % 

Carlsberg Sport 83 % 

MMVision 33 % 

HyperX 40 % 

Vertagear 32 % 

Figure 5.21 
 

5.2 Interview Findings 
 

During this thesis research, we conducted two types of qualitative interviews. Before we 

constructed our questionnaire, we had an interview with Head of Brøndby eSport, Jesper 

Larsen, who gave us valuable insight in the organization as well as their strategic goals.  

Additionally, we conducted four qualitative interviews after we finished gathering our 

questionnaire data, where we chose some of the respondents to give us a more elaborate 

understanding of how they perceive of Brøndby eSport. 

 

5.2.1 Interview with Jesper Larsen 

 

The interview with Jesper Larsen was conducted as a means of gathering background 

knowledge in order to create a satisfactory questionnaire. However, important points were 

still reached while conducting the interview. 

As mentioned in the methodology, only the relevant parts that are used in the analysis and 

discussion will be transcribed. 

 

One of the most discussed aspects of this thesis is the spillover effect of fans from Brøndby 

IF to Brøndby eSport. This was mentioned after discussing the fact that Brøndby eSport 
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does not receive financial support from the mother brand, instead it is Jesper Larsen’s task 

to finance the team and their players through partner sponsorships.  

 

Additionally, Jesper Larsen mentions one of the initial reasons behind acquiring Fredberg 

as a player on the team, namely his popularity on social media. It was also found that Jesper 

Larsen is in an ongoing communication about creating a website unique to Brøndby eSport, 

as the current website is very lackluster, with barely any information on it. 

 

Jesper Larsen’s biggest hurdle at the moment of the interview is a lack of manpower.  

The team wants a bigger presence on both YouTube and Twitch. 

 

It is an essential strategy for the team to be very active on social media. In addition to this, 

there is a big difference in how Brøndby eSport uses social media and how Brøndby IF uses 

social media. 

 

Seeing as Brøndby IF is an old organization, there exists a lot of traditions. Therefore, by 

branching out into a new field such as esports, it is important not to move too quickly, so as 

to not scare away already established fans. Therefore, it is a clear strategy for Brøndby that 

the communication regarding the soccer team and the esports team is split up.   

 

It was also mentioned that the initial reason behind starting an esports organization within 

Brøndby IF was as a marketing tool, in order to reach a historically hard target group for 

Brøndby IF, namely the younger kids.   

 

 

5.2.2 Participant Interviews 

 

The four qualitative interviews were conducted after the questionnaire research had ended. 

We reached out to four respondents of the questionnaire, who were interviewed following a 

constructed interview guide.  

We choose to look at these interviews as supportive data, which we can use to assist the 

conclusions drawn from the questionnaire data. Thereby, the findings in the participant 
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interviews very much relate to the findings from the questionnaire. Therefore, the majority 

of the findings will not be listed in this section, as they can be viewed in the previous section.  

Only certain quotations will be included throughout our analysis and discussion, in an effort 

to elucidate a conclusion to our research question.  

 

It was found that one of the main information gathering methods for the participants was 

through Brøndby eSport’s social media channels.  

 

There is a certain pride connected with being a fan of Brøndby eSport, especially if the 

respondent was from Brøndby or is a spillover fan from Brøndby IF. 
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6.0 Analysis 
 

For this thesis, we have succeeded in gathering our own primary data through 5 interviews, 

as well as a questionnaire. This primary data will in this section be used for analysis.  

In this chapter, the focus will be on the theories regarding consumer behavior, namely the 

theory on Attitudes by Wilkie (1994), as well as the theory on Learning and Memory by 

Szmigin and Piacentini (2015).  

 

The points gathered in this chapter will be included for further discussion in the following 

chapter, and relevant points will be included in the strategic recommendations section. 

Some points gathered in the following analysis will be very briefly discussed in this chapter 

and will be included in the upcoming chapter for further discussion and clarification. 

Therefore, chapter 6 and chapter 7 will intertwine at certain points and should be considered 

thereof.  

 

6.1 Consumer Behavior Analysis 
 

6.1.1 Learning & Memory 

 

In this section, we will analyze our primary and secondary data through the use of Szmigin 

and Piacentini’s (2015) theory on learning and memory in consumer behavior. In this 

section, the theoretical aspects covered in the theoretical framework will be analyzed. 

Specifically, we will analyze the data we gathered, both the questionnaire and the interviews 

in order to get an understanding of what Brøndby eSport actively does, what it should do, 

and how a representative cluster of their consumers learn and attempt to memorize the 

brand. The aspects covered in the theoretical framework will be used for analysis, namely 

short-term and long-term memory will be briefly discussed, behavioral learning and cognitive 

learning, as well as explicit and implicit memory. 

  

As mentioned in the theoretical framework section, a business relies heavily on their 

consumers’ ability to remember their brand. Therefore, understanding how consumers learn 

of as well as memorize your brand is essential to becoming a bigger brand. One of the 

struggles in a business such as Brøndby eSport, compared to an organization such as Coca 
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Cola which operates in the fast-moving consumer goods (henceforth known as FMCG) 

category is working with brand management. When working with brands in the FMCG 

category, your brand plays a very active part in the daily life of consumers. Continuing with 

Coca Cola as an example, as well as incorporating the example from the theoretical 

framework, you may implicitly and explicitly choose Coca Cola over competitor brands when 

purchasing soft drinks. Explicitly selecting Coca Cola is done by knowing that the red and 

black brand is your favorite, e.g. from previous experience, which in turn means you 

purchase this product. 

 

If you are in the store purchasing a soft drink, but you do not have a pre-specified favorite 

product, you may choose the red and black Coca Cola brand rather than the black and blue 

Pepsi Cola brand, because you remember a commercial you saw with the distinct brand 

colors. 

 

In sports as well as esports, rather than FMCG, one of the issues of learning and memory 

is the lack of brand knowledge as well as a genuine interest in the sport. FMCG are an 

essential aspect of many people’s daily life, and therefore almost everyone has an opinion 

on the many different brands and products you can purchase. This is not the case for sports 

teams. For these, a number of different factors play in.  

Firstly, in order to have an opinion on these teams you have to have knowledge about the 

industry, or at least the game or sport that is played. This is especially the case for esports, 

wherein we will argue that a large number of the elderly do not have the same level of 

knowledge about many of the different games that athletes compete in professionally. 

Therefore, they do not know the difference between e.g. games such as Counter-Strike and 

FIFA. This is supported by the age of the respondents of the questionnaire (Figure 5.1). 

However, sports teams still do not affect people’s daily lives in the same sense that products 

in the FMCG category do, and therefore only a fraction of the people have an opinion of 

them. 

  

Thereby, it is difficult to analyze and calculate the effect the implicit memory of the consumer 

has on the choice of favorite sports team. The reason for this is that the selection of a favorite 

sports team often has a thorough and explicit selection process. However, in our interviews 
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with the respondents of the questionnaire, we attempted to get an understanding of this 

implicit or explicit effect.  

It can be argued that it is explicit when fans of Brøndby eSport spillover from Brøndby IF, in 

that they want to follow their favorite soccer team in more ways. However, it may also be an 

implicit reaction, that the fans are not aware of. The love that the fans have for Brøndby IF 

may implicitly and without any thought from the fans, spillover to Brøndby eSport and they 

may thereby become fans of Brøndby eSport as well. The ladder can be seen from our 

interview with Participant 4 (Appendix 4). 

 

In the questionnaire, we can see that 83% of the consumers follow Brøndby eSport because 

they also follow Brøndby IF (Figure 5.15) Therefore, there is a spillover effect of fans coming 

from Brøndby IF to Brøndby eSport. This spillover effect relates to behavioral learning, which 

as stated in the theoretical framework is how continuous exposure and continuous 

mentioning of a product or brand will make it more attractive for new consumers. When 

attending BIF matches, often there are banners and commercials about eSuperligaen, which 

in turn grants more followers and supporters of the brand and the team for Brøndby eSport. 

This continued exposure when attending Brøndby IF home matches, supports the spillover 

effect that will be discussed a lot in this thesis, as it is one of the main beneficial aspects of 

Brøndby eSport.   

  

However, Brøndby eSport does not only gain fans who are also fans of the Brøndby main 

brand, their eSuperligaen team may also gain fans through what is known as cognitive 

learning. Essentially, cognitive learning is about how consumers actively learn through a 

mental activity, and gain information about what to like and what to follow. What this means 

for Brøndby eSport, is that in order to gain more followers, it must be a unique and likeable 

brand when interacting with consumers and showing the organization’s operations to the 

public. In the sports world, this might especially entail having the best and the most likeable 

athletes on your team. In the questionnaire, it is noticeable that a number of different factors 

play in when selecting a favorite team. In figure 5.7 of the questionnaire, it is noticeable that 

especially two factors play a big role when fans select their favorite team in eSuperligaen. 

Here, 33% of the respondents answered that the players on the team plays a big part, 

whereas 75% of the respondents answered that what is most important when selecting their 
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favorite eSuperligaen team is that they follow the soccer team in the Danish Superliga 

(Figure 5.7). 

 

In the participant interviews, we asked them whether this spillover from Brøndby IF to 

Brøndby eSport was explicit or implicit, without directly using these words. When asking 

Participant 4 why he started following Brøndby eSport, he answered that:  

 

“(...) me becoming a fan of Brøndby eSport actually came quite naturally, I believe. I don’t 

remember actively making a decision that now I’m a fan of Brøndby eSport. I have been a 

fan of Brøndby for as long as I can remember, so me being a fan of their other teams just 

seems… natural.” (Appendix 4, Page 2). 

 

In this response we see that for Participant 4, who was born and raised in Brøndby 

(Appendix 4), it was a natural reaction for him to become a fan of Brøndby eSport. Not only 

because of his fan affiliation with Brøndby IF, but also because he was born and raised in 

the city, which initially led him to follow Brøndby IF. Because of this, we will categorize 

Participant 4 as a spillover fan from Brøndby IF.  

 

However, in the other interview conducted with Participant 3, another respondent of the 

questionnaire, we see that he was born and raised in Jutland, but now lives in Copenhagen 

(Appendix 3). Participant 3 is not a fan of Brøndby IF, nor sports in general for that matter, 

and is thereby only a fan of Brøndby IF’s esports team (Appendix 3). Thereby, Participant 3 

is in an entirely different fan category than Participant 4.  

Participant 3, when asked why he started following Brøndby eSport, rather than one of the 

many other teams in eSuperligaen, answered that: 

 

“(…) I have followed the eSport scene for the last many years, and I have an interest in 

almost any game, be it StarCraft, CounterStrike, or FIFA. I’ve never watched a lot of real 

sports, but I love playing FIFA. When I started watching the eSuperliga, I started following 

Brøndby because of the players on the team and the results they made, especially 

because they were Danish champions at the time, and Fredberg had also won the world 

championship.“ (Appendix 3, Page 1) 
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An important aspect of this quote is the knowledge of Brøndby eSport actually having a 

world champion on the roster. A question regarding this was unfortunately not included in 

the questionnaire. In hindsight, it should have been included. In 2018, Fredberg, one of the 

players for Brøndby eSport, won the world championship. However, as incredible it is for 

such a small country as Denmark to have world champions in anything, it is not common 

knowledge that Fredberg, a Danish FIFA player, actually won the 2018 world championship.  

 

The difference between the two participants, is the way they actively or passively learned of 

Brøndby eSport. Participant 4, who was already a fan of Brøndby IF, learned of Brøndby 

eSport and became a fan of the team through the aforementioned aspect of behavioral 

learning, and the previously mentioned spillover effect. He was exposed to the Brøndby 

eSport brand through his continuing support of Brøndby IF. Seeing as Participant 4 was 

exposed to Brøndby eSport through Brøndby IF, he learned of the team and their players 

passively. Over a period of time throughout Participant 4’s learning history, as he was 

continually exposed to the team and the players, he retained increasingly more information, 

and thereby became an increasingly bigger fan of the team over said period. Additionally, 

Participant 4 became a fan along with his peers who are also Brøndby IF fans (Appendix 4). 

 

Participant 3, on the other hand, was not a fan of Brøndby IF before becoming a fan of 

Brøndby eSport, and therefore the spillover effect is not relevant in this case. Instead, 

Participant 3 learned of Brøndby eSport through cognitive learning. Arguably, Participant 3 

likely knows of Brøndby IF and that they are one of the best soccer teams in the Danish 

Superliga. However, seeing as he is not a fan of neither Brøndby IF nor any of the other 

teams in the Superliga, he did not have any prejudice towards any of the teams, and 

therefore he became a fan of Brøndby eSport due to assessments he made of all the teams, 

the team’s players and their likeability, as well as the accomplishments they have made. 

Thereby, Participant 3 learned of Brøndby eSport through cognitive learning, as his 

evaluation and decision were made through conscious learning, which was then stored in 

his memory, and enabled him to make a decision.  
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The aspect of cognitive learning, wherein Participant 3 gathered information, realized he 

likes and wants to follow the team, and then actively going out to become a fan and follow 

the team heavily relates to the cognitive consistency principle, which will be analyzed in the 

following ‘Attitudes’ section.  

 

It is noticeable that what motivates the consumers to actually watch eSuperligaen matches 

is the importance of the match, e.g. if it is a match in the playoffs, in which something 

important is on the line. In addition to this, it can be seen that consumers are more motivated 

to watch a match with their favorite team, when said favorite team is playing well at the time, 

e.g. if the team is on a winning streak. The responses from the questionnaire support this 

and show that what is most essential for the respondents when choosing to watch an 

eSuperligaen match, is if their favorite team is playing well, to which 43% responded, or if it 

is an important match, to which 45% responded.  

 

This is important information for Brøndby eSport as well as the other teams in the Danish 

eSuperligaen, as increased online exposure when your team is playing well, or when you 

are playing a match against your rivals has a great potential to increase the viewership of 

the game, which in turn increases sponsor exposure, among other things. This aspect may 

also serve as important for eSuperligaen brand managers, as further expanding the league’s 

marketing and thereby getting the information to even more consumers by promoting these 

feats will likely increase the viewership of the matches.  

As mentioned in the methodology, we allowed for the respondents of the questionnaire to 

select “Other”, and then type in a personal response to some of the questions. This was also 

the case for the question asking what motivates them to watch an eSuperligaen match, to 

which we received several useful responses. One respondent answered how he watches 

games with his sons. Another respondent answered that he watches games when a ‘Derby’ 

match is being played, i.e. a match against Brøndby eSport’s rival team, FC Copenhagen. 

Then, several respondents answered that they follow Brøndby eSport because they want to 

watch the team excel both virtually and in real life (Appendix 7).  

Therefore, there are several different factors coming into play when analyzing what 

motivates the viewers to watch the team’s matches. It is therefore important for Brøndby 

eSport to know what motivates many of their fans to watch the game, in order for the 



 
71 

 Understanding Esports Consumers and the Underlying Market Potential in Esports Anno 2020 

organization to be able to advertise correctly and give the viewers the right information to 

motivate them. Depending on the match, and how well the team communicates the factors 

surrounding the match, the team could potentially increase the viewership significantly.  

  

Several questions in the questionnaire asked the respondent what their opinion of Brøndby 

eSport’s website is. Figure 5.9 shows that 5% of the respondents answered that it is 

important for them that the team they are following has a good website. Figure 5.15 shows 

that 17% follow Brøndby eSport because they have a good website. Figure 5.16 shows that 

only 2% of the respondents do not believe that the team’s website is good enough, 

additionally 84% of respondents answered that they believe that Brøndby eSport is doing a 

satisfactory job. Figure 5.18 shows that 0% of respondents follow other teams than Brøndby 

eSport because they have a better website.  

These questions were all asked to measure the consumer’s actual knowledge of Brøndby 

eSport. When asking these questions in the questionnaire, Brøndby eSport does not have 

their own, unique website. Instead, Brøndby eSport’s website is a small sub-page found on 

Brøndby IF’s official website, with very little information connected to it, and as of handing 

in the organization still does not have their own unique website (Brondby1). As previously 

mentioned, in the interview with Jesper Larsen he wants to split with the Brøndby IF brand 

and make Brøndby eSport a brand of their own (Appendix 6). 

  

News about Brøndby eSport is published through Brøndby IF’s website, which is also the 

case for news about Brøndby IF (Brondby3). This split from the mother brand would entail 

Brøndby eSport having their own website, which may be beneficial for Brøndby eSport, 

although this research would suggest that creating a standalone website is not the most 

important focus for Brøndby eSport. It is possible that Brøndby eSport would become an 

even better brand, and even better at retaining fans that do not spillover from already 

established Brøndby IF fans. During the interviews with the Participants, they were asked 

about the Brøndby eSport website and whether they had used it.  

 

Participant 4, who was established also to be a fan of Brøndby IF had not used Brøndby 

eSport’s website before. Additionally, he rarely ever used Brøndby IF’s own website. 
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“I haven’t used the website before, I actually rarely even use Brøndby’s website. I use other 

websites that have information about all the teams in the league and the league in general.”  

(Appendix 4, Page 2) 

 

Participant 3 on the other hand, had seen Brøndby eSport’s website or lack thereof. 

Participant 3 mentions the lack of information, both of the players and the team behind the 

players.  

 

“I did briefly try to find the website when looking at the teams in the league to see if I could 

find some information about the players on the team. I couldn’t, as they didn’t really have a 

website then, and I don’t know if they have one now. I haven’t tried since.” 

(Appendix 3, Page 2) 

 

The only information available on the eSports section of Brøndby IF’s website is information 

about the FIFA Masterclass Cup, which is an academy through which Brøndby eSport’s 

players teach regular players who have qualified for the cup, to become better at FIFA 

(brondy.com/esport).  

 

Because of this lack of information about anything relevant on Brøndby eSport’s website, 

the interviewees were asked how they then gather information and learn about Brøndby 

eSport. The participants answered that they primarily use eSuperligaen’s own website, 

which contains statistics, information about all the teams and their players and coaches 

(eSuperliga1, Appendix 3, Appendix 4). Participant 4 does not know the state of Brøndby 

eSport’s website, whereas Participant 3 does. What is important for Brøndby eSport here, 

is if Participant 3 remembers this and whether or not it is an aspect of Brøndby eSport that 

he dislikes. The reasoning is, if Participant 3 actively dislikes this aspect of the organization, 

then other fans are likely to dislike it as well, and it may serve as a negative impact on the 

minds of the consumers. 

 

In order to see how the esports viewers gather information about esports teams, this section 

will be focused on attempting to elucidate how the fans of Brøndby eSport utilize the 

information processing model. As mentioned in the theoretical framework, the information 
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processing model is concerned with how consumers receive information, interpret it, store it 

in their memory, and lastly retrieve it when they need the information.  

 

In the questionnaire, the consumers were asked two questions regarding their information 

gathering. Firstly, they were asked how often they gather information about esports teams, 

and secondly, they were asked through which channels they gather information about 

esports teams. Unfortunately, we did not ask them what they use the information for, nor 

why they search for the information. Therefore, it is difficult to determine how or even if the 

respondents at any point considered their information gathering process. However, when 

conducting the interviews with the participants, these were asked the aforementioned 

questions that were omitted in the questionnaire.  

What was concluded by the questions, was that approximately half of the respondents 

search for information weekly or daily, and the other half search for information monthly or 

even rarer than that. Additionally, the respondents mainly gather the information by watching 

eSuperligaen matches and listening to the commentators, by watching Twitch streams of 

some of the teams or players, or through word of mouth when discussing eSuperligaen with 

friends, family or colleagues. As we see in the participant interviews, gathering information 

through the team’s social media is one of their main information gathering methods. 

Therefore, this option should have been included in the questionnaire. 

 

In the questionnaire, we did not have the opportunity to gather in-depth knowledge of the 

respondents’ information gathering patterns. In the participant interviews conducted with 

respondents of the questionnaire however, we had the opportunity to get an understanding 

of how the consumers actively retain information, store it, and put it to use when needed.  

In these interviews, the respondents were asked questions regarding how and why they 

gather information about esports in general. This was done in order to get an understanding 

of how these respondents either consciously or unconsciously make use of information 

gathering processes.  

 

Firstly, the interviewees were asked how they gather information and learn new things about 

the team. As the lack of Brøndby eSport’s own website has already been covered, this will 

be omitted in this section of the analysis. 
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The participants primarily gather information through the Brøndby eSport’s social media 

platforms, and eSuperligaen’s website (Appendix 3, Appendix 4). This information is 

essential knowledge for Brøndby eSport to have, as marketers often pay a lot of money in 

order to get consumers to memorize their brand. With this information, Brøndby eSport 

knows which outlets their consumers mainly use when gathering information about the 

team.  

The next step in the information processing model is the interpretation of information, 

following this is the step wherein the consumer stores the information in their memory. These 

two steps happen cognitively and are therefore very difficult to measure. 

Seeing as the focus of this thesis is on Brøndby eSport’s consumers and primarily their 

perception of the organization, this part of the model is redundant, seeing as the consumers 

who we are interviewing, as well as the ones who want to learn and receive information 

about Brøndby eSport are fans thereof, and thereby the perception of the Participants and 

the respondents is predetermined, in that their interpretation of the information received is 

positive.  

 

With regards to storing the information that has been received and interpreted in the long-

term memory, there are five stages the information must go through, namely exposure, 

attention, comprehension, decision and retention. How to achieve these steps were outlined 

in the theoretical framework. Seeing as the focus of this section is to elucidate how the 

consumers learn of as well as put new information to use, an analysis in how the consumers 

memorize the information will not be included.  

 

The last step of the information processing model is the retrieval of memory when it is 

needed. We asked the Participants about what they use the information they receive from 

Brøndby eSport’s social media, as well as the information gathered from eSuperligaen’s 

website for. Participant 4 mentioned that he uses the statistics on eSuperligaen for 

discussing with his friends, who are also fans of Brøndby IF and Brøndby eSport, who the 

best player in the league is (Appendix 4).  

Participant 3 primarily uses the highlights on Brøndby eSport’s YouTube page to catch up 

on the score if he did not watch said match (Appendix 3). Similar to Participant 4, he also 
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uses the information when discussing with his friends about who the best player and the 

best team in eSuperligaen is (Appendix 4).  

 

6.1.2 Sub-conclusion 

 

What was gathered in this section, and how is it relevant for Brøndby eSport? In this analysis 

many different points were made. Here, we will list the different points gathered through the 

learning and memory analysis.  

Brøndby eSport gains fans both through behavioral learning and the spillover effect, as well 

as through cognitive learning. Although fans are gathered through both methods, it is 

noticeable through the data we gathered, that a vast majority come through behavioral 

learning, and most notably because of the important spillover effect, as visualized in figure 

5.15. 

 

This section also showcased that some fans have less knowledge than first anticipated, as 

evidenced by the many respondents who believe that Brøndby eSport has a good website, 

and one of the reasons as to why they follow the team is because of the team’s website.  

Seeing as learning and memory plays such a vital part in generating fans to a company’s 

brand, it is important that Brøndby eSport considers some of the points made in this analysis. 

Firstly, through the questions where the respondents had the opportunity to make 

comments, it is evident that it is essential for Brøndby eSport to give the fans the possibility 

to learn about how well they are doing, and when they are playing important matches, as 

these two factors play a big role in motivating the fans to watch the team play (Appendix 7).  

 

It is evident in the questionnaire that a large percentage of esports viewers want to gather 

more information and learn about their favorite team. Therefore, Brøndby eSport should give 

these fans the opportunity to learn. This can be done in several ways, a beneficial method 

may be to create a community around a unique Brøndby eSport website, through which the 

organization can share news, information about the players, statistics, and may even have 

a chat room where the fans can interact with each other, etc.  

 

Additionally, by using parts of the information processing model, it was gathered how the 

participants gather information, as well as how they use the information. Primarily, they 
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gather the information through Brøndby eSport’s social media channels and eSuperligaen’s 

website. The main use of the information by the Participants is when discussing placements, 

matches, and players in the league with their friends (Appendix 3, Appendix 4). 

 

In order to transition these points from intangible conclusions into actual recommendations 

for Brøndby eSport, the relevant points reached from analyzing the learning and memory 

processes of the respondents and the interviewees will be included in the discussion for 

further discussion about what the organization should do. Furthermore, what is deemed 

relevant will be included in the strategic recommendations section for Brøndby eSport, 

where we will attempt to outline what the organization can do in order to gain a competitive 

advantage over their competitors.  

 

6.1.3 Attitudes 

 

Measuring consumers’ attitudes is beneficial for companies, as it allows you to measure the 

consumers’ opinion of your company and your product. It is done by measuring three 

components, namely the cognitive component, the affective component, and the conative 

component.  The conative- and the affective component are often collaborative, in that 

oftentimes when the conative component is relevant, it is because the affective component 

has already confirmed that e.g. the fan likes the sports team, and therefore wishes to follow 

said team. 

 

The three components will be applied to the gathered qualitative and quantitative data. 

Thereby, we will attempt to deduct the attitude of the consumers of Brøndby eSport. Several 

questions in the questionnaire were included in order to measure the attitude of the 

respondents. It is important to remember the affiliation of the respondents of the 

questionnaire. Seeing as the questionnaire was shared on Brøndby eSport’s own Facebook 

page, the results are skewed with answers in the team’s favor. Despite this, the results from 

the questionnaire will in this section be analyzed in the context of consumer behavior 

attitudes. 
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Several questions asked in the questionnaire cover the respondents’ cognitive, affective, 

and conative attitude towards Brøndby eSport. Figure 5.6 shows the aforementioned 

skewed answers. In this question, 78% of respondents said that their favorite team in 

eSuperligaen is Brøndby eSport. Notably, FC Copenhagen, which is Brøndby’s direct rival, 

has received 7% of the responses in this questionnaire. This question shows the conative 

as well as the affective component of the respondents. In this context, the conative 

component refers to the act of wanting to follow a sports team, rather than the act of wanting 

to buy e.g. a Coca Cola, because that is your favorite soda product. Additionally, the affective 

component is triggered in that the team they want to follow, is a team that the respondents 

like. In the following question, the respondents were asked why they follow their favorite 

team.  

 

Figure 5.7 shows the distribution of the answers to the question, with the most prominent 

answer being that the respondents are fans of the corresponding Superliga team with 75% 

of responses, and that the team has the respondents’ favorite players in the league with 

33% of the responses. 

 

These responses cover the spillover effect as mentioned earlier in the thesis. Not only that, 

but the players on the team play an important part in influencing the affective component 

and thereby the conative component in consumers. Fans want to follow athletes that 

produce results and are likeable. Sometimes, the best producing athletes do not have the 

most fans because their personalities are not relatable for the viewers. By taking Fredberg 

and Mr. Lillelys as an example, Fredberg has more than 7.000 followers on Twitter, whereas 

Mr. Lillelys, who is a FIFA player for Lyngby’s esports team, only has just above 700 

followers. This is despite Mr. Lillelys being the top-scoring player in the latest season of 

eSuperligaen as evident by the statistics on the website, as well as currently playing in the 

FIFA eClub World Cup (Twitter2, Twitter3, eSuperligaen). 

 

Often, one of the aforementioned traits is enough, although having both increases the 

likelihood for connecting with the audience. Fredberg it would seem has both traits. He is 

both likeable, and he produces results. Among other things, this is evident in the interview 
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with Jesper Larsen wherein he stated that one of the reasons for acquiring Fredberg in the 

first place, was due to his popularity on social media (Appendix 6, Page 1).  

Should Brøndby eSport pursue hiring streamers, which will be covered in detail in the 

strategic recommendations section of the thesis, the likeability aspect is likely to be the most 

important trait to cover, whereas for the team’s current professional players, their skills and 

abilities in playing the game is the most important trait, with the likeability trait functioning as 

a ‘nice to have’ trait rather than a ‘need to have’ trait.  

 

When the respondents were asked what is important for them when following an esports 

team, it was done to further understand the cognitive, affective and conative component of 

the respondents. The cognitive component is measured through the respondent’s 

knowledge of several aspects. One aspect of this may be whether or not the team is currently 

one of the best in the league, whether their players actively stream on Twitch, whether the 

team has Danish players, etc. These cognitive components, after learning of them, are then 

measured by the affective component. If the team has Danish players, a Danish viewer 

might be more inclined to follow said player. Additionally, if the player regularly streams on 

Twitch, the viewers are likely to be more inclined to follow that player because of the 

increased exposure of the player’s personality, which the viewer potentially relates to. Which 

brings up the conative component, namely that the viewer is likely to follow said player or 

team, if the team aligns with what the viewer likes. This alignment is referred to as cognitive 

consistency, essentially meaning that consumers want to gain harmony between the three 

components.  

 

The consistency is apparent in that firstly the viewer needs to gain the knowledge 

that Brøndby eSport plays FIFA on the highest level in Denmark. Then, the viewer gains the 

knowledge that the players on the team are among the best in Denmark, and consistently 

produce results for the team. Following this, the viewer learns that the players on the team 

stream on Twitch, so the viewer tunes in to watch them play, and then starts liking their 

personalities and gameplay. Thereby the affective component is triggered. After the viewer 

realizes they like the player, the viewer starts following the player and the team, thereby 

triggering the conative component.  
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Figure 5.15 shows the respondents’ answers when posed with the question what makes 

them follow Brøndby eSport. This question is similar to the previously analyzed question, 

only this question focuses solely on the attitude of the consumers towards Brøndby eSports. 

Thereby, these answers contain valuable information for Brøndby eSport, as the team now 

has the ability to know exactly what they have to improve in order to potentially increase the 

number of fans. In this section, the spillover effect from Brøndby IF will be omitted. Instead, 

relevant things concerning Brøndby eSport that the team effectively has an impact on and 

an ability to change will be analyzed. 

  

Three of the responses can be combined, namely that the fans follow Brøndby eSport 

because the team has the best players, because the team produces the best results, and 

because the team has been Danish league champions. Having the best players will naturally 

result in producing the best results, which can be seen in that Brøndby eSport won season 

one of eSuperligaen in 2018 (eSuperligaen2). However, having the best players could also 

be interpreted as having the best personalities of players, who the fans want to follow. 

Following this, 17 % of respondents answer that they follow Brøndby eSport because of their 

website. As previously stated, Brøndby eSport does not have their own unique website, 

instead it is currently a single webpage under Brøndby IF’s website. This will be expanded 

upon further in later sections.  

 

Although Brøndby eSport does not have their own website, the team has their own YouTube, 

Twitter, Facebook, and Instagram accounts. As 34% of the respondents answered, Brøndby 

eSport is very active on their social media platforms. Even outside of active eSuperligaen 

seasons, Brøndby eSport is active on social media and thereby the organization keeps the 

fans updated even though there is no active competition for the fans to follow. This is done 

to influence the affective component, as continued exposure to the players of the team will 

increase the likelihood that the viewers will like the players. This high activity on social media 

also has the potential to increase the electronic word-of-mouth in the team’s consumers. In 

short, electronic word-of-mouth is a form of social media marketing, in which Brøndby eSport 

could increase their exposure to viewers, and thereby gain new fans. If an already 

established fan of Brøndby eSport, whose cognitive consistency is already aligned, 

‘comments’ or ‘likes’ one of Brøndby eSport’s posts on Facebook, aforementioned post will 
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be shown in the newsfeed of his friends, who are then exposed to it and may choose to 

interact with it as well. This is seen in Participant 2, who mentions that he initially learned of 

Brøndby eSport because one of his friends tagged him in a Facebook post (Appendix 2). 

This has the potential to create yet another spillover effect for Brøndby eSport, which could 

increase their fanbase. This electronic word-of-mouth as well as regular word-of-mouth and 

their potential will be discussed in-depth in the discussion section of the thesis.  

 

The answers to the last question relevant for measuring the consumers’ attitudes can be 

seen in figure 5.16. This question measures the perception of the Brøndby eSport fans from 

when they first started following the team until now. Thereby, it analyzes the affective 

component of the respondents. Most fans do not usually consider whether or not their 

perception of something has increased, stayed the same, or decreased from when they first 

started liking something. Therefore, it can be a hard question to answer for some, especially 

in a questionnaire in which the respondents oftentimes do not proofread or consider the 

questions in-depth. However, the overall response to this question is positive for Brøndby 

eSport, 48% of the respondents answer that they like Brøndby eSports even more since 

they started following the team, and 47% answer that their perception of the team is the 

same as it was initially.  

 

In order to fully understand the impact this has; it would be beneficial to analyze in-depth 

what these responses mean. However, in the questionnaire we did not include questions 

that followed up on this question. Instead, we asked relevant questions to the interviewees 

which followed up on the question. Participant 4 commented that that, seeing as he initially 

started following the esports team because of his affiliation with Brøndby IF, his knowledge 

of the team and their players and thereby his ability to properly form an opinion of them was 

limited, and now his opinion of the team has become greater, as he now knows a lot more 

about the players on the team, and thereby he likes the players even better (Appendix 4). 

Thereby, as previously explained the cognitive consistency is harmonized for the fan. The 

likeability of the Brøndby eSport’s players as well as their skills was the difference for 

Participant 4 to transition from just a spillover fan to become a loyal, dedicated fan of the 

esports team. 
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6.1.4 Sub-conclusion 

 

Similar to the sub-conclusion from the previous analysis, we will in this section attempt to 

showcase what was gathered in this analysis, and how it is relevant for Brøndby eSport.  

In this analysis, similar to the previous, there were a lot of intangible comments and points 

that we will attempt to transition into actual recommendations for Brøndby eSport in a later 

section. In addition to this, relevant points will be included in the following section for 

discussion.  

 

Seeing as the majority of respondents were already established Brøndby eSport fans, we 

anticipated beforehand that the attitudes of the consumers towards Brøndby eSport was 

overall positive. The points that were reached in this section confirm this anticipation. The 

validity of our data will be discussed in the upcoming discussion section.  

 

It is important for consumers for there to be a harmony between the three components, and 

thereby achieve a cognitive consistency. Therefore, this analysis attempts to elucidate the 

respondents’ and participants’ attitude towards Brøndby eSport, and whether or not this 

cognitive consistency has been reached.  

 

It appears to be easier for consumers to reach a harmony between the affective and the 

conative component, than it is for the cognitive to achieve harmony with the other two 

components. This happens because often, if a consumer likes something, then it is more 

than likely for that same consumer to want to follow, or purchase, or become a fan of said 

thing. In the case of Brøndby eSport, if a consumer realizes he/she likes e.g. Fredberg and 

is interested in FIFA, that consumer will likely start following and becoming a fan of Fredberg, 

and thereby Brøndby eSport.  

 

Additionally, it was looked into which traits the respondents likely want to follow in 

professional esports athletes, as well as streamers. Here, it was determined that, despite 

being the leading scorer in the latest eSuperligaen season, Mr. Lillelys is not branded 

correctly, or is not as big a personality in the FIFA environment as Fredberg. Thereby, seeing 

as a player’s personality plays a big part in the attitude of the respondents, it is essential for 
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Brøndby eSport to select the correct streamers, should the organization pursue more activity 

on Twitch.  

In addition to this, it was analyzed what makes the fans of Brøndby eSport want to follow 

Brøndby eSport. The points gathered in this part of the analysis is unique to Brøndby eSport, 

and therefore have a high value for the organization as it serves as an insight into the 

attitudes of the consumers towards their brand. Specifically, it was determined that the fans 

primarily follow Brøndby eSport because of quality of their players, and the team’s high level 

of activity on social media. The potential of electronic word-of-mouth and regular word-of-

mouth was shortly looked into in this section as well and will be discussed further in 

upcoming sections.  

 



 
83 

 Understanding Esports Consumers and the Underlying Market Potential in Esports Anno 2020 

 



 
84 

 Understanding Esports Consumers and the Underlying Market Potential in Esports Anno 2020 

7.0 Discussion 
 

In the following chapter we are going to discuss and comment on our findings. Our 

discussion section is divided into different sections, each discussing the recurring themes 

discovered during our consumer research.  

 

First, we are going to discuss the validity of the collected data. Following that, we are going 

to discuss the connection between Brøndby IF and Brøndby eSport, as well as the evident 

spillover effect. Then, we are going to discuss the underlying brand associations within the 

consumer group, and finally, discuss the identified Word-of-Mouth potential. 

 

7.1 Validity of the Empirical Data 

 
To be able to fully interpret the collected data, it is important to understand where our data 

comes from, along with the pros and cons of the underlying choices behind gathering said 

data. As with any and all academic work, it is crucial to be critical of what you are analyzing 

as well as the results gathered from the analysis, and this thesis is no different.  

 

As mentioned in the methodology, this thesis was written using a mixture of a mixed methods 

models. Specifically, the timeline of collecting our empirical data is such that initially we 

conducted an interview with Jesper Larsen in order to gain information about Brøndby 

eSport, their operations, and eSuperligaen in general. Following this, a questionnaire was 

created using the previously gathered knowledge in order to get an understanding of 

Brøndby eSport’s brand equity, and an insight into the behavior of the organization’s 

consumers. Lastly, we conducted interviews with handpicked respondents of the 

questionnaire in order to gain an in-depth insight into why they responded as they did, and 

to ask them follow-up questions that were not included in the questionnaire.  

 

Just as the respondents of the questionnaire are a small cluster of people who represent a 

large unity, so does the interviewees represent different categories of fans, namely spillover 

fans and fans who do not follow Superligaen. Therefore, both the findings from the 
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questionnaire and the findings from the interview will be deemed valid when analyzing the 

Brøndby eSport organization as a whole.  

 

At the time of creating the questionnaire, our knowledge on the topic was still limited 

compared to the time of analyzing and discussing the findings. Therefore, there are gaps of 

knowledge that are not correctly fulfilled, as we unconsciously omitted questions that could 

potentially be of great relevance to the analysis and discussion. An example hereof is the 

consumers’ knowledge of Fredberg and him winning the world championship in 2018. 

Thereby, several knowledge gaps exist which was not realized until after completing the 

questionnaire data gathering process. This is one of the reasons for conducting the 

interviews with respondents of the questionnaire. 

 

In this specific case, we deliberately chose a target group which we expected would already 

have a medium/high level of brand awareness towards Brøndby eSport. As seen in our 

findings section, 94% of the respondents know of eSuperligaen (figure 5.4) and furthermore, 

78% of the respondents chose Brøndby as their favorite team in eSuperligaen (figure 5.6). 

Therefore, it is important to acknowledge that this questionnaire focuses on Brøndby eSport 

rather than the FIFA esports business as a whole. The answers that were received from the 

respondents are therefore likely to be heavily in favor of Brøndby eSport.  

 

Furthermore, it is oftentimes a reality in questionnaires that the questions and the possible 

answers attempt to nudge the respondent towards an already established point, therefore 

creating a bias in the questionnaire. This is evident in figure 5.16, wherein we ask the 

respondents about whether or not their perception of Brøndby eSport has changed for the 

better, changed for the worse, or remained the same since they initially started following the 

team. With only 1% answering negatively, and 4% responding that they do not know, it is 

noticeable that the general perception towards Brøndby eSport of the respondents is in the 

higher end. However, this was assumed to happen as this was shared on Brøndby eSport’s 

own Facebook page. This positive bias towards Brøndby eSport is not necessarily a 

negative thing however, seeing as we are attempting to gain an insight into how consumers 

perceive the organization as well as their behavior. The best way to get that information is 

through the fans of the organization themselves.  
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7.2 Sports Team vs. Esports Team 
 

One of the recurring themes found in the collected data is the link between the sports team 

and the eSports team. The link was fairly anticipated, hence it is natural for a loyal consumer 

to latch onto sub-brands if there is a correlation between the two, but it is interesting to 

discuss the theme since Jesper Larsen stated that Brøndby eSport purposely attempt to 

separate from the ‘mother’ brand - Brøndby IF (Appendix 6). 

 

As seen in our findings, 78% choose Brøndby as their favorite team in eSuperligaen (figure 

5.6), which is in correlation with the expectation based on the target group for the survey. 

Following that question, the respondents were asked to choose what the primary motives 

are for them to follow the selected team. 75% answer that they became fans of the eSports 

team because of their initial connection with the regular football team, which shows that the 

link between the main brand and the sub brand might be stronger than first anticipated. 

 

It seems that for the consumer base, creating a connection between the football team and 

the esports team is unavoidable. You could argue that trying to ‘escape’ the mother brand 

in the pursuit to become a brand of its own, could potentially be harmful to Brøndby eSport 

as a brand due to lack of transparency for the consumer. If 75% of the consumers first 

interrelated with Brøndby eSport because of their initial connection with Brøndby IF, it would 

seem that embracing this link could prove useful for Brøndby eSport. 

 

On the other hand, even though Jesper Larsen stated that Brøndby eSport wish to 

distinguish as a brand, there are several factors pointing towards the opposite. They are 

using the same logo. The football players for Brøndby IF and the esports athletes are using 

the same player jerseys. The visual expression for both organizations are similar in colors 

and design, which makes the connection for the consumers even more obvious. 

 

Therefore, we believe that it is reasonable to state, that with all these aforementioned 

parameters pointing towards this being a brand extension, the initial statement from Jesper 

Larsen about a desire to pursue Brøndby eSport becoming a distinguished brand, was 

unsuccessful - at least in the matter of changing the overall brand perception in the mind of 

the consumer. 
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As Kevin Lane Keller proposes, one of the approaches to create a brand extension is to use 

a combination of a new brand and an existing brand (Keller, 2013, p. 432), which could seem 

to be the case in this situation. Arguably, some of the perks that Keller proposes to be 

associated with creating a brand extension are also noticeable in this matter.  

 

One of the benefits mentioned by Keller is bringing new customers into the brand franchise 

and increase market coverage (Keller, 2013, p. 439). With the esports-branch becoming part 

of the Brøndby brand franchise, you could definitely argue that a younger target audience 

than the conventional sports audience is being targeted. Obviously, there is already a 

noticeable amount of kids and teenagers attending football matches, especially the children 

of already loyal consumers. However, we believe that it is safe to presume that esports, and 

computer games in general, are more appealing to a younger audience. Therefore, taking 

into consideration that 75% of the current audience had a relation with the sports team 

Brøndby IF, the audience introduced to the brand family via esports are likely to become 

fans of the sports team, if we assume that it works vice versa as well.  

 

Another perk besides targeting a younger audience is also the entry into a ‘new’ market - 

the digital world of streaming. According to Vækstfonden (2019), 80% of the viewers are 

watching traditional sports events on TV, and only 20% are viewing it online through 

streaming. On the contrary, 80% of the spectators watching esports are watching through 

an online stream, and only 20% are watching on regular TV. So, by creating the esports 

branch, Brøndby does not only expand the age of their target audience, but also the 

channels where the audience can be reached.  

 

Furthermore, Jesper Larsen states in the following quote, that one initial reason for creating 

Brøndby eSport and venturing into this new market for Brøndby IF, was done in order to 

gain more fans for the Brøndby brand. This is apparent in this quote: 

 

“We want to get more fans to the Brøndby brand. This was started to reach a target 

audience that has been historically difficult for us to reach, namely the younger target 

group.” (Appendix 6, Page 1) 
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In this quote, it is evident what the strategy for the esports expansion is for Brøndby. 

However, seeing as Jesper Larsen at a later point in the interview advocates for a division 

of the two brands, it can be argued that the end-goal for Jesper Larsen has changed after 

seeing the success of Brøndby eSport, both nationally and internationally.  

 

Additionally, this further supports the spillover effect discussed in this thesis. 

 

“Regarding the business aspect, our entry into esports has primarily been a marketing 

approach. The hope with this initiative, was that the fans interested in esports wanted to 

come to the stadium and support the soccer club, whereas the fans interested in the soccer 

aspect wanted to support the esports team.” (Appendix 6, Page 1) 

 

However, in this quote a direction not previously discussed will be focused upon. In the 

quote, Jesper Larsen mentions that the initial reasoning for going into esports was a 

marketing investment for Brøndby IF, in order to grab the very important attention of an ever-

growing target group, which has been historically difficult to grab the attention of for the 

organization. Seeing as this thesis focuses on the operations of Brøndby eSport, this has 

been consciously omitted up until this point. However, it is an important aspect to include, 

seeing as Jesper Larsen now wishes for a division of the two brands in the future.  

 

If it is assumed that a split of the two brands includes a change of name for Brøndby eSport, 

then the mutually beneficial spillover effect for the two current brands is likely to be lost. 

Thereby, the initial reasoning for going into esports for Brøndby IF is also no longer in effect.  

 

7.3 Brand Associations 

 
As explained in our theoretical section, brand associations are crucial if a company wish to 

achieve a substantial brand equity. Therefore, we decided to centralize our qualitative 

interviews (and several questions in our questionnaire) around understanding the brand 

associations that consumers get when thinking about Brøndby eSport. On the basis of the 

11 types of associations proposed by Aaker (1993), we framed our interview questions in a 
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way that would help us understand in which categories Brøndby eSport excel - and where 

they could potentially work to improve brand associations, which would lead to a stronger 

brand equity. Besides looking at Aaker’s framework, the 16 dimensions framed by Funk and 

Gladden in the Team Association Model were also taken into consideration.  

 

First of all, we would like to discuss the types of associations that consumers have when 

thinking of Brøndby eSport. Based on the 11 proposed associations by Aaker, we would like 

to discuss which associations are present when discussing the brand of Brøndby eSport. 

 

Existing Brand Associations Non-Existing Brand Associations 

Customer Benefits Product Attributes 

User/Customer Intangibles 

Celebrity/Person Relative Price 

Life-style/Personality Use/Application 

Competitors Product Class 

Country/Geographic Area 
 

 

Obviously, a lot of the non-existing brand associations are product-related, which leaves 

them out of the consideration when the ‘product’ of Brøndby eSport is the team and not 

something a customer can buy. For example, a brand association like ‘relative price’ is very 

hard to define in this case, due to the fact that it is free watching Brøndby eSport play 

(besides the playoffs-event which is hosted live). ‘Use/application’ is also very hard to define, 

since Brøndby eSport is not necessarily associated with a use or application like regular 

products, unless you deem the entertainment aspect as some kind of specific use. Based 

on the collected data, we choose to consider that it is not a present brand association among 

the consumers.  

 

After eliminating five of Aaker’s brand association types, it leaves us with the remaining six: 

customer benefits, user/customer, celebrity/person, life-style/personality, competitors and 

country/geographic area.  
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When talking customer benefits, we distinguish between the rational benefits and the 

psychological benefits. Arguably, the consumers of Brøndby eSport do not have any rational 

benefits, but there are some psychological benefits in the shape of escapism and the feeling 

of being part of a community. This benefit is in correlation with what Gladden & Funk also 

refers to as ‘escape’, where they agree that “following team sport can be used as a coping 

strategy through which people can find fulfillment and contentment” (Gladden & Funk, 2002, 

p. 60). Our collected data supports the existence of the described association, as Participant 

1 states, when asked which associations he gets when thinking about Brøndby eSport: 

 

“Just as with the football team, I get this community feeling in my body when the guys are 

playing. Even if I’m just laying at home on a sunday with a slight hangover, while watching 

the match, I still feel a bit connected with the players because they represent Brøndby.” 

(Appendix 1) 

 

The feeling that Participant 1 describes also links in some way with the next type of brand 

association, which Aaker terms as user/customer. This feeling of being part of a fellowship, 

even though you are not necessarily watching the match with someone like-minded, 

illustrates very well the brand is associated with a type of product users - in this case, fans 

of Brøndby. The fact that consumers make this association in their mind, that other followers 

are also enthusiastic Brøndby supporters, is definitely contributing to the general feeling of 

unity that most of our respondents mention. 

 

The next brand association type we wish to discuss is celebrity/person. Again, this is not the 

conventional brand association, where people for instance associate George Clooney with 

Nespresso or LeBron James with Nike. However, within this field, the celebrities associated 

with the brand are the players, who in this case were chosen to represent Brøndby eSport 

both due to their ability to play FIFA as well as their celebrity-status. As Jesper Larsen stated 

during our interview: 

 

“We are aware of social media when we are discussing which players to sign. Now, we have 

signed two players who do really well on social media, Fredberg and Dingo. It was a part of 
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our strategy, especially considering Fredberg, that we looked into how he did on social 

media before signing him.” (Appendix 6). 

 

This is of course the opinion of the Head of Brøndby eSport, which has nothing do with the 

brand associations of the consumers, but in the means of understanding the celebrity 

aspect, we believe it is important to point out the strategic considerations behind choosing 

players based on their social media presence, as well as their FIFA competences. 

Nonetheless, using the players ‘celebrity’ status for marketing purposes seems to be 

working, hence 34% pointed out that they follow Brøndby eSport due to the fact that Brøndby 

eSport has the best players (figure 5.15) 

 

The fourth identified brand association type is life-style/personality, which is an association 

type Aaker describes as “If your car were suddenly to become a human being, what kind of 

person would you expect it to be?” (Aaker, 1991, p. 113). Once again, this brand association 

is originally designed to fit a less personified brand, where the consumers can mentally 

construct a persona they associate with the chosen brand. In this case, the brand is already 

personified through their players which become the face of Brøndby eSport, presumably 

leaving the consumers with a mental image of a brand related with keywords such as 

‘young’, ‘professional’, ‘talented’, skilled’ etc.  

 

The fifth type is competitors, where the frame of reference is one or more competitors 

(Aaker, 1991, p. 114). Once again, we see a spillover-effect from regular football, where the 

name ‘Brøndby IF’ is often related with FC Copenhagen, due to the massive history and 

rivalry between the two clubs. This association seem to be detectable when talking about 

Brøndby eSport as well, where Participant 2 answers the question “which associations do 

you get when thinking about Brøndby eSport?”: 

 

“... Besides that, it is also hard not to think about derby (general slang for matchups between 

Brøndby IF and FC Copenhagen). I always feel like there are more emotions when we are 

playing against FCK, and it feels like the players of Brøndby eSport has taken some of that 

rivalry with them from football, when they are playing against Agge (FCK eSports player) 

and the others from FCK.” (Appendix 2). 
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The sixth and final brand association type we have identified is termed country/geographic 

area. As we have established throughout this thesis, one of the main takeaways from our 

consumer research is the importance of Brøndby eSports’ connection with their geographic 

location. According to figure 5.2, 71% of our respondents live in Brøndby which for many 

will mean a strong self-identification with the geographical location of residency.  

 

Furthermore, in the previous section, it was elaboratively discussed that the main reason for 

people to follow Brøndby eSport is the prior fan connection to the football team Brøndby IF. 

But If we look at the other results in figure 5.7, it is obvious that other factors also have a 

saying in recruiting and containing a loyal consumer base. 33% state that they follow 

Brøndby eSport because “the team has my favorite players”. Furthermore, 13% proclaims 

that another important motivational factor is success and positive sporting results. 

 

In figure 5.9, the respondents are asked to further elaborate on their motivation for 

maintaining a relationship to a certain esports team, hence, why they continue to follow a 

team. Here, the top 3 responses are as follows: 

 

• 66% of the respondents think it is important that they like the game that the team is 

competing in. 

• 40% of the respondents think it is important that the team is the best in the league. 

• 36% of the respondents think it is important that the team has Danish players. 

 

These numbers are in accordance with the theoretical framework created by Funk and 

Gladden, more specifically the first category of the Team Association Model - attributes. As 

part of the product-related attributes, they propose that overall success of the team along 

with the presence of one or more star players can highly contribute to the overall 

attractiveness of a sports team.  
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7.4 Word-of-Mouth Potential 

 
A recurring theme we discovered when analyzing our data is the similarities in how people 

got introduced to Brøndby eSport. As seen in figure 5.14, 71% initially heard about Brøndby 

eSport through a friend or family member, which lead us to believe that the WOM-potential 

could be advantageous for Brøndby eSport to try and make use of.  

 

This claim is further supported by our qualitative interviews. To the question of how the 

participant initially got introduced to Brøndby eSport, Participant 1 states that:  

“My brother introduced me to Brøndby eSport. We have always attended Brøndby’s football 

matches together and we often play FIFA against each other, so it is pretty funny that you 

can cheer for Brøndby in a game you also play yourself.” (Appendix 1) 

 

Participant 2 states that: “I actually think the first time I heard about Brøndby eSport was 

when one of the boys tagged me in one of their Facebook posts. It was a video from their 

victory in Forum (eSuperligaen Season 1 Playoffs), where the crowd looked like they were 

having a great time. From there, we decided that we at some point would try to go and watch 

the finals.” (Appendix 2) 

 

All of this combined gives us a clue about how much positive WOM affects the brand equity 

of Brøndby eSport, along with also giving us an idea about the level of loyalty among their 

followers. You could argue that doing things such as introducing family members to a brand 

or showing your connection with a brand by ‘tagging’ others on social media are indicators 

that these fans have reached the fifth level of Aaker’s loyalty pyramid and have become, 

what would traditionally be termed as ‘committed buyers’. Whether this can be considered 

the ultimate level of commitment is still questionable, hence the fact that ‘tagging’ a friend in 

a social media-post is still a rather low level of impact upon others, but pride and the loyalty 

shown through it is still detectable. 

 

The WOM-potential discussed in this section, relates to the previously analyzed section, 

wherein it was analyzed what motivates the consumers to watch the matches that Brøndby 

eSport play. It was discovered that what motivates the consumers to watch the matches, is 

when the team is playing well, or that the matches have importance, e.g. it is a final. 
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However, the important aspect was determined to be that it is vital for Brøndby eSport to 

give the fans the possibility to learn of the team’s feats. WOM on the organization’s 

Facebook page, thereby has the potential to not only increase the fans, it also has the 

potential to increase consumers’ ability to learn and memorize information regarding the 

team. 

 

Additionally, seeing as it was discovered in this section the amount of potential that WOM 

has, it serves as an even bigger opportunity for Brøndby eSport than previously anticipated. 

In the interview with Jesper Larsen, he mentions that the team’s Facebook page is where 

he sees the most traffic from consumers (Appendix 6). Therefore, as it is already determined 

that WOM through Facebook functions as a great channel for Brøndby eSport to gain 

additional supporters of the team and the brand, correctly utilizing the channel is essential 

for Brøndby eSport.  

 

As previously mentioned, it is significantly more difficult to get consumers to learn of and 

memorize your brand when working with sports marketing, than it is for e.g. FMCG.  

Therefore, it is essential not to neglect potentially big opportunities through which the 

organization can gain consumers, such as the WOM-opportunity. In addition to this, as it is 

evident in the questionnaire what motivates the consumers to watch eSuperligaen matches, 

Brøndby eSport has a golden opportunity through this Facebook channel, in not only 

generating additional supporters for the organization, but to activate the already established 

fans into actively supporting the team when they are playing.  
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8.0 Strategic Recommendations for Brøndby eSport 

After analyzing and discussing the current brand equity of Brøndby eSport, along with trying 

to create a wholesome understanding of the consumers’ brand perception, we have chosen 

to prepare some strategic recommendations for Brøndby eSport. As mentioned in the 

beginning of this thesis, we believe that it is an important aspect of a master thesis to be 

able for the authors to switch between the role of researchers and the role of business 

consultants to make the data more comprehensible for a diverse group of readers. 

Therefore, the following section will be tailored to fit Brøndby eSport in the pursuit of creating 

a number of viable, strategic propositions that can help the organization maintain or increase 

brand equity. 

8.1 Growing Brøndby eSport as a Brand - but Also as a Business 

Even though the primary goal of this thesis is to understand the consumers in an effort to 

enhance the brand equity, we believe that growing a brand is somehow connected with 

growing a business. Therefore, in order to understand how to grow the brand, it is important 

that we understand the underlying opportunities to grow the business as well. 

Therefore, we have created a SWOT analysis, which in collaboration with Ansoff’s Growth 

Matrix will help us understand Brøndby eSport as a business. The analysis is based on a 

mix of Jesper Larsen’s data, the empirical data from the consumers as well as our own 

observations. 

Adding this basic understanding of the organization to our comprehensive consumer 

behavior research, we feel that we become capable of presenting a number of sustainable, 

strategic recommendations tailed to ensure future growth for Brøndby eSport as a brand. 
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8.2 SWOT Analysis 

Strengths Opportunities 

Overall success in sporting activities 

 

Good brand image and loyalty 

 

Strong mother brand 

 

Some of the best players in the world 

New players to strengthen 
the team 

 

New markets 
 

Streamers 
 

New ‘products’  

Weaknesses Threats 

Customer acquisition limited due to potential negative 
associations with mother brand 

 

Kind of a niche product 

Competitors 

 

Streamers 

 

Entertainment in general 

Figure 8.1, Swot Analysis (Kotler et. al., 2012) 

8.2.1 Strengths 

 

One of the primary strengths for Brøndby eSport are the sporting results the team provides. 

Since the creation of eSuperligaen, the Danish FIFA-league, Brøndby eSport has won the 

league in Season 1 (2018) and become the runner-up in the Season 2 (2019). Furthermore, 

Brøndby eSport won the official FIFA eClub World Cup title in 2017, which can be considered 

a key indicator when measuring the power balance on a global scale. All these triumphs 

contribute to the overall success which makes the organization very attractive for the best 

players as well as sponsors. 

Furthermore, the organization has a slight advantage by being a brand extension of Brøndby 

IF. With Brøndby IF as the mother brand, the organization already has a loyal customer 

base to tap into, and by targeting people who already have a set of brand associations 

towards Brøndby, new customer acquisition can be more accessible. Although, we believe 

that it is also important to note that there might be some disadvantages connected with a lot 

of people having a set of predetermined brand associations, which will be touched further in 

the ‘weaknesses’ section.  
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8.2.2 Opportunities 

Since Brøndby eSport is still a fairly new organization, it seems there are still a lot of 

unexploited opportunities which the organization can pursue in order to gain a competitive 

advantage. To discuss and understand the potential growth opportunities for Brøndby 

eSport, we would like to use Ansoff’s Growth Matrix. Therefore, in an attempt not to confuse 

the reader, we will return to the opportunities after the SWOT analysis and discuss further 

in section 8.3.  

 

8.2.3 Weaknesses 

Even though Brøndby eSport has a lot of strengths and opportunities to grow, there are a 

few weaknesses which could limit the organization’s potential prosperity. What we would 

deem the most noticeable weakness is the association with Brøndby as a mother brand. As 

beneficial as this association is when acquiring customers from the fan base of Brøndby IF, 

just as harmful it can be when trying to acquire customers who are supporting a different 

football team. There is no doubt that people who already support a football club like FC 

Copenhagen or Aarhus GF will be less likely to support Brøndby eSport, even if the team 

has the best players or the most success. Therefore, the key audience that Brøndby eSport 

can target in Denmark is very locally restricted, because many people will already have an 

affiliation to a local team, thus becoming a weakness and a disadvantage for Brøndby 

eSport. 

Furthermore, having only one game in the ‘product portfolio’ makes it somewhat of a niche 

product. Therefore, limiting the brand to only be represented by one game can certainly be 

considered a weakness, since it quickly eliminates everyone who are not interested in FIFA.  

 

8.2.4 Threats 

Threats to Brøndby eSport count competitors, streamers and entertainment in general. 

Obviously, due to the high level of loyalty, competitors do not count as big a threat as 

competitors do to many more conventional products. However, you could argue whether 

competitors are just the other teams in eSuperligaen or if its esports teams in general. 
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Teams competing in other games, an example being the world-renowned Danish CS:GO-

team Astralis, could easily be considered a threat if they offer a more entertaining product.  

Therefore, we also see streamers and entertainment in general as competitors, because the 

consumers easy access to gain entertainment elsewhere, should Brøndby eSport not deliver 

a satisfying product.  

8.3 Ansoff’s Growth Matrix 

There are several different directions that Brøndby eSport can choose to grow, and to 

discuss the available options, we would like to implement Ansoff’s Growth Matrix to gain a 

clearer overview. By using the Growth Matrix, we are able to look at the opportunities while 

also understanding the underlying risks associated with exploiting said opportunities. As 

Ansoff proposes that there are four different approaches to growth: market penetration, 

product development, market development and diversification. Obviously, this model is 

framed on a more conventional business with a traditional product line and has to be altered 

in some ways, but we believe it is a useful tool to help us reach our goal of proposing some 

advantageous recommendations for Brøndby eSport to implement. 

8.3.1 Market penetration 

Choosing the market penetration strategy is usually considered the ‘safest’ of the four 

options. When you choose this approach, you focus on expanding sales of your existing 

product in your existing market. There are many ways to execute this strategy, but to 

mention a few, it could be through developing a new marketing strategy, introducing a loyalty 

scheme or offering special promotions to existing customers.  

For Brøndby eSport to use a market penetration strategy, it would be possible to induce a 

loyalty scheme, for instance. However, these initiatives are going to be elaborated further in 

section 8.4. 

8.3.2 Product Development 

Product development means that the focus is put on selling different products to the same 

people. Again, this model is originally framed around a more conventional product, but in 

this case, we choose to look at the ‘product’ as ‘the FIFA team’, rather than Brøndby eSport 
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as a whole. Therefore, we believe that it is possible to extend the product line as a suitable 

strategy for growth. 

As mentioned earlier, the world of esports is constantly evolving with new, competitive 

games entering the market each month. If we look at the top-10 games in 2019 based on 

prize pool, FIFA is not even in top-10 (source: esportsobserver.com). From the top, the top-

5 is Fortnite, Dota 2, Counter-Strike, PlayerUnknown’s Battlegrounds and Overwatch - all 

widely popular games, with people competing worldwide to get a hold of the massive prize 

pools in front of massive crowds.  

These numbers should be key indicators that Brøndby eSport could develop new ‘products’, 

as many other esports organizations, and have teams competing under the same brand in 

different esports.  

One might wonder whether creating more professional esports teams is already a future 

consideration for Brøndby eSport. In September 2019, an initiative under the name of 

‘Brøndby eSport Klub’ was launched (source: brondby.com). This initiative functions as a 

subscription-based membership for kids and teenagers to practice and play different esports 

(FIFA, Counter-Strike and Fortnite). This could be a sign that Brøndby eSport wish to further 

develop their ‘product portfolio’ in the future, by using this initiative as sort of an academy, 

which is a common thing for developing young players in regular football, for instance.  

 

8.3.3 Market Development 

By focusing on market development, you focus on targeting either new markets or new areas 

of your existing market, in an effort to reach different people with the same product. In this 

case it would mean that Brøndby eSport choose to target people outside of their key 

audience in an attempt to get them to follow the Brøndby eSport’s FIFA team.  

Obviously, this approach is a very popular choice for many businesses, attempting to reach 

a new audience by introducing a familiar product to a new market. However, for Brøndby 

eSport, this option might not be the one best suited for success. As we established earlier 

on, a large portion of Brøndby eSport’s followers comes from people who are connected 

either geographically or through the football team. As we assumed, the reality within 
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eSuperligaen is that fans tend to support their local team or the football team they choose 

to support, over most of the other parameters connected with the brand, like ‘having the best 

players’, for instance.  

Therefore, we draw the conclusion that it will be very hard to successfully enter different 

areas of the preexisting market, hence a big part of the key target group will already be 

involved with a local team or be uninterested in supporting a team associated with Brøndby, 

if they are fans of a different football team.  

Furthermore, since Brøndby eSport is also competing on an international level, you could 

argue that there could be a different market outside of the nationally limited market - 

Denmark. However, we believe that targeting this market with the current product will also 

be unsuccessful, due to current brand strategy chosen where most of the brand 

communication is Danish.  

8.3.4 Diversification 

The fourth strategic approach, diversification, is considered the riskiest choice compared to 

the other three. By following this strategy, you wish to achieve growth by entering a 

completely new market with a newly developed product. The new product can either be 

somehow related to the existing product, which is classified as concentric diversification, or 

the product can be completely unrelated, hence classified as conglomerate diversification. 

As previously mentioned, since we are dealing with something else than a conventional, 

hands-on ‘product’ when talking about Brøndby eSport, it is hard to determine to what 

degree diversification is actually a possibility. Even by adding a new team to the Brøndby 

eSport organization, who compete in a different game than FIFA, you can still argue whether 

or not you are actually entering a different market. Obviously, you will reach a number of 

people only interested in that specific game, for instance by adding a team playing Counter-

Strike, but a big chunk could presumably overlap.  
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8.4 Recommendations 

After analyzing the organization’s current market position, as well as the strengths, 

weaknesses, opportunities and threats, we have come up with a number of strategic 

propositions that can be implemented into Brøndby eSport’s business plan to potentially 

increase growth. The propositions are based on a mix between the empirical data collected, 

on the business analysis and on the authors’ own recommendations as business 

consultants.  

NB: In the following section, we take on the role of business consultants instead of 

researchers or students. Therefore, the written language will also be altered to fit potentially 

non-academic readers, and instead be tailored towards more business-oriented readers.  

 

Propositions Advantages 

Expand the ‘product portfolio’ to  

become broader than just FIFA. 

• Expected increase in followers. 

• Expanded target audience. 

 

Engage locally. 

• Positive branding. 

• Expected increase in recruitment 

of followers and members of 

Brøndby eSport Klub. 

Appreciate and reward the current fan 

base in an attempt to increase WOM 

and unity. 

• Expected increase in recruitment. 

• Higher loyalty among followers. 

• Increase in WOM. 

Add an official fan club. • Expected increase in loyalty. 

• Easier flow of information. 

Add a website for Brøndby eSport. • Helps to increase awareness and 

provides information to the 

consumers. 

Sponsor streamers with followers who 

could be interested in Brøndby eSport. 

• Positive branding. 

• Potential recruitment.  
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8.4.1 Expanding the ‘Product Portfolio’ 

We recommend expanding the product portfolio of Brøndby eSport to include one or more 

games besides FIFA to increase the target audience. According to Newzoo, FIFA was the 

7th most watched game on Twitch with a total of 23,5 million hours streamed in October 

2019. However, the numbers of hours spent watching are still significantly lower compared 

to a game like League of Legends for instance, which was streamed for a total of 116 million 

hours. Other games, such as Fortnite and Counter-Strike were also streamed notably more, 

and even though these numbers are showing the global trend and does not provide us with 

a perfect picture of the Danish market, we believe that there is a bit of truth in the statistics.  

Since Brøndby eSport is already hosting an academy for young esports enthusiasts to play 

Counter-Strike, Fortnite and other competitive games, we reckon that launching an initiative 

to take some of the best academy players and creating a ‘real’ team is not that far out in the 

horizon. We are well aware that other games might not correspond as well with the Brøndby 

brand as FIFA, but if Brøndby eSport really wish to stand out as an outstanding organization, 

we believe that expanding the product portfolio would be a strategically good next step for 

the brand. Else, Brøndby eSport also has the opportunity to buy an already established 

esports team and make it a part of the Brøndby eSport product portfolio. 

A good example, of how expanding into other games can be successful, is North, the esports 

organization affiliated with FC Copenhagen. Besides their FIFA-team competing for FC 

Copenhagen in eSuperligaen, they also have a rather successful Counter-Strike team as 

well as further expansions in sight. The North initiative was founded just a few months before 

Brøndby eSport, and to compare a few numbers, they have more than 60.000 followers on 

Instagram (Brøndby eSport have below 8.000) and more than 46.000 followers on Facebook 

(where Brøndby eSport have close to 7.000). When the North initiative was launched, FC 

Copenhagen started out with acquiring former Counter-Strike team, Team Dignitas, and 

make it a part of North. Obviously, buying an established team will have some costs, 

however, it might be easier to implement than to build up a new team from unproven 

academy players.  
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To conclude, we suggest expanding into other viable games, either through current 

academy players or by purchasing other esports organizations to become part of Brøndby 

eSport. 

 

8.4.2 Engaging Locally 

Since a large part of Brøndby eSport’s fan base is located in Brøndby and the Copenhagen 

area, we suggest increasing the focus on what we term as ‘engaging locally’. By prioritizing 

the local community, you expose your key audience with awareness about Brøndby eSport, 

as well as potentially creating goodwill towards your brand.  

There are many different ways to target the local community, especially if you wish to hit 

your key demographic of kids and teenagers. A few ways to do so could be creating events 

on local schools introducing elementary school kids to esports, visiting schools with some 

of the esports stars from Brøndby eSport or inviting people for a guided tour of Brøndby 

Stadium and the training facilities. Besides the level of awareness things like this would 

create, it will also enhance the positive associations people will have towards the brand 

Brøndby eSport. For instance, allowing the children to meet the stars of Brøndby eSport will 

naturally increase the likeability of the brand due to a more personal touch. Furthermore, by 

introducing children to the brand early on, it will also increase the chance of more members 

in Brøndby eSport Klub, the initiative where everyone can become members and play 

different esports weekly.  

With all these positive upsides, we strongly recommend increasing the focus on engaging 

locally, for the sake of positive branding as well as more followers and more members in 

Brøndby eSport Klub. 

8.4.3 Rewarding the Current Fan Base 

Another element that has many advantages is ‘rewarding’ the current fan base. We 

recommend introducing a ‘loyalty scheme’ that will provide the followers of Brøndby eSport 

with some benefits, in an attempt to increase loyalty as well as recruit new followers.  

An easily-implementable initiative could be to allow fans of Brøndby eSport to bring a friend 

for events, if they buy a ticket just for themself, providing fans with a 2-for-1 offer. This would 
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increase the word-of-mouth potential, encouraging people to invite a friend or family 

member, which also heightens the chance of a new person becoming a fan of Brøndby 

eSport, if they like the product.  

8.4.4 Adding an Official Fan Club 

 

In continuation of discussing the options of a loyalty scheme, we would also recommend 

creating an official fan club. First of all, with an official fan club, implementing loyalty 

schemes will be made easier based on the fact that you now have a constructed group 

containing of the most loyal fans.  

 

Furthermore, by only allowing people to get access of the loyalty scheme benefits if they 

join the fan club, you incentivize people to sign up, leading to your organization getting a 

group of the most dedicated fans who your marketing department can target directly through 

newsletters and general advertising. This will make it a lot easier to communicate relevant 

information to your fans or notify when new products hit the market, for instance when a new 

player jersey is released. Therefore, this initiative does not only improve the loyalty among 

your consumers, it can also increase sales of jerseys and event-tickets due to the direct line 

of communication.  

 

8.4.5 Adding a Website 

 

We also strongly encourage that a website for Brøndby eSport is created. Even though you 

can communicate a lot of important information through social media channels, we still 

believe that a website is a necessity to cater to a different part of the segment - parents. 

Presumably, most of the key audience (kids and teenagers) are getting the information 

through Facebook and Instagram, but we would imagine that it is not all parents who are as 

technologically advanced as the youth. Therefore, we also believe it is safe to assume, that 

if parents have trouble finding any information about things such as ‘where to buy tickets for 

the playoffs’ or ‘where to get the new Brøndby jersey’, it could be harmful to sales.  

 

Additionally, the internet is still widely used to seek information, so we believe that not having 

a website is generally disadvantageous to the brand Brøndby eSport.  
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8.4.6 Sponsoring Streamers 

As the last proposition, we would suggest reaching out to a number of popular, Danish 

streamers who target the same audience as Brøndby eSport. Sponsoring streamers can 

help to make a new audience aware of the existence of Brøndby eSport, but more 

importantly, it will create a lot of positive brand associations with the fan base of the chosen 

streamer. The same way some brands use celebrities for marketing, esports organizations 

use streamers as celebrities to target a niche segment. If you choose to sponsor a number 

of Danish FIFA streamers, their followers will automatically associate Brøndby eSport with 

the streamer they like, hence leading to positive associations towards your brand. 

An example of how successful this can be is to look at the British esports organization 

Method, who has a large number of streamers as functioning as sort of ‘ambassadors’ for 

Method. These streamers are gaming personalities, who livestream their daily gameplay on 

Twitch, and by representing Method while doing so, they generate more fans of the Method 

brand (source: method.gg). These streamers advertise the Method brand in their streams, 

as well as potential business partners or sponsors that Method has. Thereby, they increase 

the exposure for not only Method, but also the organization’s business partners. Additionally, 

viewers, who are fans of these personalities, may then transition to become a fan of the 

sponsoring esports.  

Therefore, we highly suggest researching which streamers could be valuable to represent 

the Brøndby eSport brand and use them as micro-influencers, to hit your key target 

audience. 
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8.5 Sub-conclusion 
 

With the introduction of six strategic recommendations, we believe that Brøndby eSport have 

a set of options which can help to ensure the growth of the brand in the future. By following 

these strategies, we expect the following five outcomes to happen:  

1. A noticeable increase in brand awareness due to local engagement and a set of 

online initiatives designed to increase awareness.  

2. Increased recruitment in followers as well as members for the Brøndby eSport Klub. 

3. Increased loyalty among current fans caused by the implementation of an official fan 

club with loyalty schemes providing the loyal fans with customer benefits. 

4.  A better flow of information by the insertion of a website, which will also simplify the 

customer journey for people who does not obtain all information through social media. 

5. A considerate amount of goodwill with the local community because of the increased 

engagement with the youth in Brøndby. Not only will this increase brand awareness 

with the target group, it will also enhance the likelihood of non-esports customers to 

engage with Brøndby because of the positive associations created in relation to the 

mother brand.  
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9.0 Conclusion 

The purpose of this thesis was to understand the underlying brand perception of the 

consumers, who engage with Brøndby eSport. Furthermore, we also had a desire to gain 

an elaborate understanding of esports consumers’ behavior in general, with the goal of 

creating a set of universal guidelines on how to engage with consumers within this field. 

Following the case introduction in chapter 1, in chapter 2 we reviewed relevant, academic 

literature in an effort to construct an overview of the current market research in consumer 

behavior within this field. In chapter 3, we introduced the theoretical frameworks considered 

relevant to analyze our findings. The theoretical frameworks were divided into two themes: 

one being the branding element where we included David Aaker’s brand equity model as 

the primary framework, and the second one being the more psychological aspect of 

consumer behavior, where we looked into attitudes, learning and memory. 

In chapter 4, we explained our methodological choices in regard to using a survey 

questionnaire supported by qualitative interviews. Following that, we went through all of our 

academic findings in chapter 5. 

In chapter 6 and 7, we analyzed discussed our main-points: the correlation between the 

Brøndby IF football team and Brøndby eSport, the brand associations consumers have with 

Brøndby eSport and the evident WOM-potential which we identified. 

In chapter 8, we shifted from the role of academic researchers to business consultants and 

gave a comprehensive analysis of the Brøndby eSport organization, as well as a set of 

strategic recommendations that they can implement to ensure sustainable growth in the 

future. 

To answer our research question, what is the brand perception of Brøndby eSport, our 

research shows that the consumers of Brøndby eSport have a very positive brand 

perception of Brøndby eSport. There is a strong spillover-effect, where consumers who are 

already fans of the Brøndby IF football team, become fans of Brøndby eSport. This leads to 

a very loyal group of fans, most of them with a geographical attachment to Brøndby as well.  
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We discovered that Brøndby eSport reach fans through behavioral and cognitive learning, 

and that fans are primarily motived to watch matches when its either an important match or 

the team is on a string of success. Therefore, it is important that Brøndby eSport provide the 

fans the possibility to learn through social media. Furthermore, it is important for Brøndby 

eSport to achieve harmony between the three components discussed in the Attitudes 

section, leading to a cognitive consistency. 

On the negative side, we discovered that the aforementioned connection between Brøndby 

eSports and Brøndby IF can also cause a negative side effect and cause consumers, who 

have a set of negative brand associations towards the football team, to deliberately deselect 

following Brøndby eSport, even if all the other assets associated with Brøndby eSport seem 

attractive. 
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10.0 Future Research 

 
For future research, we have a few propositions which we have discovered throughout our 

thesis process. We believe that it would be valuable for both marketers and organizations 

working with esports marketing, if the following research was done in the future. 

First of all, our initial hypotheses of establishing an understanding of generic consumer 

behavior among esports viewers was unsuccessful. Due to our choice of delimitation, 

limiting ourselves to researching the Brøndby eSports segment exclusively, our research 

results will be hard to apply to fans of ‘regular’ esports organizations with no geographic 

limitation. Throughout our research, we could conclude that a large fraction of the consumer 

behavior associated with the followers of Brøndby eSport descend in the prior relationship 

to the football club Brøndby IF or in the geographic location of residency. 

Obviously, our research will be very relevant for other esports organizations with ties to a 

regular sports club, such as the other teams in eSuperligaen or similar, but for future 

research, we suggest expanding the research frame to build a less biased view of consumer 

behavior in esports. An example could be to investigate the Danish CS:GO-team Astralis, 

an organization with no ties to any prior organization, and which quickly has become the 

unofficial ‘national’ team when competing internationally. By doing so, we expect that the 

outcome would be less about the preceding brand associations and more about which 

current features that have made the consumer become aware of the esports brand.   

Secondly, we would encourage that a more elaborate study in the theoretical frameworks 

themselves would be very valuable for future research. As we discovered, most of the 

theoretical frameworks are outdated or non-existing, in regard to discussing brand equity in 

esports. Looking at Aaker’s five brand equity dimensions as an example, it is clear that the 

framework was originally framed to discuss a more conventional, hands-on product. Even 

though an esports team can arguably still be considered a ‘product’, you cannot compare it 

to other products as easily as ordinary groceries, for instance. Therefore, we highly 

encourage this research to be done.  
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12.0 Appendices 
 

NB: Throughout the interviews, the authors of this thesis, Martin and Christian, will be 

named as M and C. Depending on which interview, the participant will be called P1, P2, P3 

or P4.  

Appendix 1 – Qualitative Interview 1 (Participant 1) 

M: Hvor i landet er du opvokset? Og hvor bor du nu? 

P1: Born and raised på Vestegnen, som man siger. Jeg er vokset op i Brøndbyvester og er 

aldrig kommet længere end til Brøndby Strand, hvor jeg bor nu. Synes sgu der er dejligt 

herude, og så er det ikke lige så dyrt som i København. 

M: Alder? 

P1: Jeg er 22. 

M: Hvornår stiftede du første gang bekendtskab med Brøndby eSport? 

P1: Det gjorde jeg kort efter at de havde vundet eSuperligaen. Min bror havde været inde 

og se playoffs, og han var helt oppe at køre over at de havde vundet. Så var det naturligt 

at hoppe med på hype-vognen, så at sige. 

C: Hvordan blev du introduceret til Brøndby eSport? 

P1: Min bror introducerede mig for Brøndby eSport. Vi har altid taget til Brøndbykampe 

sammen og spiller selv jævnligt FIFA mod hinanden, så det er meget skægt at man også 

kan heppe på Brøndby i et spil man også selv spiller. 

C: Hvad spiller en stor rolle når man vælger sit favorithold? 

P1: Det gør naturligvis det at man i forvejen er fan af Brøndby. Selv hvis Brøndby havde 

de værste spillere og lå i bunden af tabellen så er der ikke andre hold for mig. Sådan er 

det bare. 

M: Når du tænker på Brøndby eSport, hvilke associationer falder dig så først ind? 
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P1: Ligesom med fodboldholdet, så synes jeg hurtigt man får en vis fællesskabsfølelse i 

kroppen når drengene spiller. Det kan sagtens være at man bare ligger derhjemme og har 

søndagstømmermænd mens man ser en kamp, men alligevel føler man sig forbundet med 

spillerne fordi de repræsenterer Brøndby. Giver det mening? Altså, den fællesskabsfølelse 

synes jeg er noget af det første der falder mig ind når jeg tænker på Brøndby eSport. 

M: Hvilke følelser eller holdninger? 

P1: Som nævnt, så synes jeg at fællesskabsfølelsen er stærk, men om det er fordi man er 

vant til det fra Brøndby IF ved jeg ikke. Ellers synes jeg generelt bare at det er fedt der 

sker mere i Brøndby, det er superfedt at de udvikler sig til at være mere end bare en 

fodboldklub.  

 

M: Føler du en stolthed forbundet med at være fan af Brøndby eSport? 

 

P1: Selvfølgelig føler jeg en stolthed. Det er naturligt jo. Det er såmænd lige meget om det 

er pga. FIFA eller rigtig fodbold at man ifører sig den gule trøje - så snart den er på, så 

bærer man den med stolthed. Derfor synes jeg også det er fedt når specielt Fredberg 

scorer, at man kan se han går så meget op i det og viser trøjen frem til kameraet. Så bliver 

man sgu glad. 

 

C: Hvordan finder du information om esport og Brøndby eSport? 

 

P1: Jeg bruger normalt Instagram. Jeg synes at de er rigtig dygtige til at holde en 

opdateret på resultater og når de går live med kampe. Så, jeg har slået notifikationer på fra 

Insta og får det primært den vej igen. I ny og næ ser jeg dog opslag på Facebook også, 

det kan man næsten ikke komme uden om. 

 

C: Tusind tak for din tid. 

 

 

 



 
119 

 Understanding Esports Consumers and the Underlying Market Potential in Esports Anno 2020 

Appendix 2 – Qualitative Interview 2 (Participant 2) 

M: Tak fordi du vil deltage i dette interview. Vi starter med nogle nemme spørgsmål, hvor i 

landet bor du?  

P2: Jeg er født og opvokset i Brøndby og bor der stadig. 

M: Super. Og hvor gammel er du?  

P2: Jeg er 17 år gammel. 

M: Kanon. Det var de lette, så når går vi hen til de lidt sværere. Hvornår stiftede du 

bekendtskab med Brøndby eSport? 

P2: Det er små to år siden, tror jeg. Hvornår vandt de første gang eSuperligaen? 

C: Det var i 2018. Var det i forbindelse med deres sejr at du blev introduceret til Brøndby 

eSport? 

P2: Jeg tror faktisk at jeg først hørte om Brøndby eSport da en af drengene taggede mig i 

et af deres Facebookopslag. Det var en video fra deres sejr i Forum, hvor publikum så ud til 

at have en fest. Derfra besluttede vi at vi på et tidspunkt ville prøve at tage ind og se 

finaleshowet.  

M: Super! Det så også ud til at have været fedt derinde. Når du sådan vælger et favorithold 

i esport, hvad spiller en stor rolle? 

P2: Jeg vil tro at det har noget med spillerne at gøre. Det skal være nogle nice spillere, nogle 

man ser op til, både fordi de spiller godt men også personlighedsmæssigt. Tænker I på 

hvorfor jeg valgte Brøndby? Det var helt 100 fordi jeg er fan af fodboldholdet. 

C: Ja okay, det er også primært det vi kan se når vi kigger på svarene fra spørgeksmaet. 

MEn lad os gå videre… Når du tænker på Brøndby eSport, hvilke associationer falder dig 

så først ind? 

P2: Følelser, storhed, sammenhold. Derudover er det også svært ikke at tænke på derby. 

Synes altid de største følelser kommer i spil når der spilles mod FCK, og der kan man godt 
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mærke at de har taget noget med fra fodbold, når de spiller mod Agge og de andre fra FCK, 

haha. 

C: Okay, jamen super. Så har du også allerede været inde på vores næste spørgsmål, 

nemlig hvilke følelser der kommer i spil. Når du skal finde information om esport og Brøndby 

eSport specielt, hvordan bærer du dig så af med det?  

P2: På de sociale medier. Jeg følger dem både på Instagram og Facebook, men jeg har 

ikke Twitter så der følger jeg dem ikke.  

 

M: Okay fedt nok. Så har vi bare lige et lille spørgsmål mere, føler du en stolthed forbundet 

med at være fan af Brøndby eSport? 

 

P2: Ja bestemt. Jeg er som sagt rigtig stor fan af Brøndby IF, så det er nok i forbindelse 

med det vil jeg mene. Jeg føler mig virkelig stolt når vi vinder kampe, specielt når vi vinder 

kampe over FCK til derby kampe.  

 

Appendix 3 – Qualitative Interview 3 (Participant 3) 
 

C: Hej, og tak fordi du vil være med til det her korte interview! Lad os bare starte ud med 

noget demografisk. Så, hvor i landet er du opvokset? Og hvor bor du nu? 

P3: Selvfølgelig! Jamen, jeg er fra Nordjylland, mere specifikt Frederikshavn. Jeg bor nu 

herovre i København, på Nørrebro.  

M: Super! Bare lige for god ordens skyld, hvor gammel er du? 

P3: Jeg er 25 år gammel.  

M: Okay, nu er vi ligesom kommet over de demografiske spørgsmål. Nu kommer vi til de 

lidt mere seriøse. Vi har jo sendt dig interview guiden, så du kan måske bare starte fra en 

ende af. 

P3: Jo, jamen øhh… jeg stiftede først bekendtskab med Brøndby eSport her i 2019, men 

det var i starten af året. Jeg har fulgt esport scenen generelt rigtig meget de sidste mange 
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år. Jeg har aldrig rigtig været interesseret i normal sport, men jeg elsker at spille FIFA. Da 

jeg startede med at se eSuperligaen startede jeg med at følge Brøndby på grund af 

spillerne på holdet, og de resultater de havde lavet. Ikke desto mindre fordi de var 

danmarksmestre da jeg begyndte at følge med i sæson 2, og Fredberg var endda også 

verdensmester. 

C: Nå, okay. Det er da meget spændende. Vi har nemlig hørt meget til det her med at folk 

der interesserer sig for fodbold også har et yndlingshold i Superligaen, og det er så det 

yndlingshold de følger i eSuperligaen. Men hvad spillede så en stor rolle for dig, da du 

valgte at netop Brøndby eSport skulle være dit yndlingshold? 

P3: Jeg gik ind og kiggede lidt på eSuperligaens hjemmeside, for at se hvad turneringen i 

det hele taget gik ud på. Så kiggede jeg lidt på de forskellige hold der var med, hvilke 

spillere der var og sådan. Så kiggede jeg selvfølgelig bare mere på Brøndby fordi de lige 

havde vundet danmarksmesterskabet, det tænkte jeg var meget cool. Så faldte jeg over 

Fredbergs stream på Twitch, og han virkede som en cool fyr så det begyndte jeg at se en 

gang imellem. Da jeg så begyndte at følge med i sæson 2 af eSuperligaen så var det bare 

naturligt for mig at følge Brøndby, fordi det var dem jeg havde stiftet mest bekendtskab 

med.  

M: Okay, det lyder fint. Hvis nu du skulle tænke på hvad du associerer med Brøndby 

eSport, hvad falder dig så først ind?  

P3: Øhh… Fodbold, danmarks- og verdensmester, og Carlsberg Sport. Jeg elsker 

Carlsberg Sport, så det er bare fedt de er sponsorer på holdet. 

M: Okay. Samme som tidligere spørgsmål, bare følelser og holdninger. Hvad får det dig til 

at tænke på?  

P3: Glæde, hvis de vinder. Og bare en… træls følelse, hvis de taber.  

C: Super. Når du skal finde information om Brøndby eSport, hvordan finder du det så, og 

hvad bruger du det til?  
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P3: Jeg prøvede faktisk lige kort at bruge Brøndby eSports hjemmeside da jeg først 

begyndte at interessere mig for eSuperligaen, for at se om jeg kunne finde noget 

information om spillerne på holdet. Det kunne jeg ikke, fordi de havde ikke rigtig en 

hjemmeside. Jeg ved faktisk ikke om de har en nu, jeg har ikke lige prøvet siden dengang. 

Derudover så bruger jeg egentlig meget deres sociale medier, da de egentlig er meget 

aktive på dem. Og så bruger jeg eSuperligaens egen hjemmeside til at kigge på statistik, 

hvem topscoreren i ligaen er, hvem der kommer videre i slutspillet, osv. Jeg bruger det nok 

primært til at diskutere med mine venner om hvem de bedste i ligaen er. En af mine 

studiemakkere er stor FCK fan, så det kan vi få meget tid til at gå med. Jo, og så bruger 

jeg også deres YouTube til at se highlight videoer fra de kampe jeg måske lige har misset.  

 

C: Okay superfint, og til sidst her, føler du en stolthed forbundet med at være fan af 

Brøndby eSport? 

P3: Tjoooe, altså når de vinder. Man vil jo altid gerne være med på det vindende hold, 

sådan er det bare. Ellers er det ikke noget jeg sådan går og reklamerer med helt 

uhensigtsmæssigt.  

M: Fedt! Tusind tak fordi du tog dig tid til at være med, det har været en kæmpe hjælp.  

 

Appendix 4 – Qualitative Interview 4 (Participant 4) 
 

C: Hvor i landet er du opvokset? Og hvor bor du nu? 

P4: Jeg er født og opvokset i Brøndby, men jeg bor nu mere inde i byen ved København.  

M: Super fint. Hvor gammel er du?  

P4: Jeg er fyldt 23 for ikke så længe siden.  

C: Okay super, det var bare lige nogle demografiske spørgsmål, nu kommer vi til de lidt 

tungere. Hvornår stiftede du først bekendtskab med Brøndby eSport? 

P4: Det gjorde jeg vel ude på stadion, vil jeg mene. Jeg er rigtig stor Brøndby IF fan, 

sammen med mange af mine venner. Vi har alle sammen årskort, og kommer rigtig ofte 
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ude på stadion. Så var der nogle af dem der begyndte at snakke om eSuperligaen ude til 

en kamp, og at Brøndby skulle være med. Det lød mega fedt, mange af os spiller også 

FIFA sammen, så det er ligesom en fed kombinering.  

C: Okay, så har du også svaret lidt på det næste spørgsmål ,nemlig hvordan du blev 

introduceret til holdet, så lad os bare hoppe hen til det næste. Hvad spiller en stor rolle for 

dig, når du vælger dit favorithold? 

P4: For mig valgte jeg nok Brøndby IF dengang, fordi jeg er født og opvokset her på 

vestegnen, og nu er jeg så stor fan af det hold, at alt de laver er jeg interesseret i på den 

ene eller den anden måde. Så det var nok meget naturligt at jeg blev en fan af Brøndby 

eSport også, jeg kan ikke huske at jeg lavede en aktiv beslutning at nu skal jeg være fan, 

det skete ligesom bare. Jeg har været en fan af Brøndby lige så længe som jeg kan huske, 

så at jeg også er fan af deres andre hold virker bare… naturligt for mig. Jeg har hele tiden 

synes godt om Brøndbys esport hold, men jeg synes nok også bedre om det nu efter 

noget tid, hvor jeg kender til alle spillerne, har set deres streams og følger dem mere.  

M: Okay, fedt. Vi har også set det rigtig meget i det spørgeskema du også svarede på, at 

der er rigtig mange der er fan af hold i eSuperligaen fordi de også er fan af de tilsvarende 

hold i Superligaen. Lad os gå videre. Når du tænker på Brøndby eSport, hvilke 

associationer falder dig så først ind? 

P4: BIF, Danmarksmester, FIFA, fed stemning, drengene. Ja, det er vel det jeg sådan lige 

umiddelbart kommer i tanke om.  

C: Fint. Hvilke følelser eller holdninger falder dig så først ind?  

P4: Jeg vil mene en slags sejrsfølelse, glæde, fed stemning selvom jeg også sagde den 

før, øl, ellers ved jeg ikke lige. Det er ikke noget jeg tænker over så meget. 

 

C: Okay, det er også helt fair. Næstsidste spørgsmål er så hvordan finder du information 

om esport og Brøndby eSport? 

 

P4: Det gør jeg nok mest på deres sociale medier, både Brøndby eSports egne men også 

spillernes, og eSuperligaens hjemmeside fordi der er der noget statistik som jeg bruger når 
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jeg diskuterer med drengene om hvem den bedste er. En af mine venner mener det er 

Dingo, men jeg mener det er Fredberg. Den diskussion tror jeg aldrig vi bliver færdig med. 

Det er nok lidt ligesom Ronaldo og Messi diskussionen.  

 

M: Ja okay, så kan I godt nok blive ved ja. Og lige til sidst, føler du en stolthed forbundet 

med at være fan af Brøndby eSport? 

 

P4: Ja, bestemt. Jeg er jo som sagt kæmpestor fan af Brøndby IF, så alt der har med 

Brøndby at gøre har jeg også noget at gøre med. Jeg var desværre ikke med inde og se 

sæson 1 finalen i Forum, men forestiller mig der har været så fed stemning som der er ude 

på tribunen til hjemmekampe, specielt da de vandt titlen. 

 

 

Appendix 5 – Socio-Demographic Profile 
 

Because we have promised anonymity to our qualitative interview participants, we have 

worked out a brief socio-demographic profile to provide some quick background information 

on the people we have interviewed. As in our questionnaire, our demographic questions 

were not deemed very relevant, hence why the socio-demographic profile is very brief.  

Participant Reference Age Gender Location of residence 

Participant 1 22 Male Brøndby 

Participant 2 17 Male Brøndby 

Participant 3 25 Male Copenhagen N. 

Participant 4 23 Male Copenhagen C. 
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Appendix 6 – Jesper Larsen Interview  
 

M: Udover at være ansvarlig, og stå for familieloungen, hvad er dine daglige opgaver så? 

J: Jamen alt der er omkring esport. (...) Så er der noget omkring sociale medier, vi vil rigtig 
gerne kommunikere det vi laver, så vi bruger rigtig meget tid på at få det ud på forskellige 
platforme (...). 

C: Så hvor mange er i så tilknyttet eSport afdelingen, management mæssigt? 

J: Det er kun mig. Så har vi en træner som er deltid (...) så han er primært inde over den 
kompetitive del. 

M: Så det vil sige at målet må vel være stadig at vokse afdelingen? 

J: 100 procent. Internt i administrationen hiver jeg fat i nogle gange, og får noget hjælp, fordi 

jeg kan ikke nå det hele selv. (...)  

J: I forhold til forretningsdelen har vores indgang i esport været et forretnings- og primært 

marketingtiltag, og hvad vil vi gerne opnå? Vi vil gerne have tilknyttet nogle flere fans til 
Brøndby brandet. Det er for at få fat i en målgruppe som vi historisk har været svær for os 
at nå, altså den yngre målgruppe. Forhåbningen er, at de via esport har lyst til at komme 
herud og støtte holdet, lige så vel som vi håber at nogle af dem som støtter fodbolden har 
lyst til at støtte esporten. Sådan så man har den der synergi-effekt.  

M: Det vil så også sige, at når i benytter jeres sociale medier og sådan noget, det er jo ikke 

nødvendigvis alle i aldersgruppen er på sociale medier, er det en udfordring for jer at unge 
mennesker generelt ikke er så meget på det? 

J: Ja, både og. Vi prøver jo, i forhold til hvilken spiller vi så henter, vi har hentet to spillere 
som gør sig rigtig godt på sociale medier, Fredberg og Dingo. Det var en del af vores 
strategi, da vi hentede Fredberg især, vi kiggede på hvordan klarer han sig. Han var stor på 
YouTube og han var stor på Twitch. Så kan det godt være at vi som klub ikke streamer så 
meget, men vores spillere gør, så det er den vej vi også kommer ud og får mødt vores 
målgruppe. Det er klart, vi er jo på Facebook, Twitter og Instagram primært. Der er en del 
af vores målgruppe som ikke er der.  

M: Har der været nogle implikationer eller komplikationer med hensyn til at få projektet i 

luften? 

J: Ja, men det er klart når man går ind i sådan noget her i en klub som Brøndby, at der er 

nogle traditioner, både internt og eksternt. Det er nyt for alle. Så der er noget, det kan godt 
være at vi i esport afdelingen har store ambitioner, men det skal følge med rundt i hele 
klubben. Der er nogle forskellige ressourcer som godt kunne have kommet noget før, og det 
er nok det at få overbevist alle om at det er en god idé det her. Også fansene. Jeg synes 
generelt, at fansene har taget godt imod vores projekt her. Men man kunne godt have frygtet 
at der var nogle der direkte gik imod det, og ikke syntes at Brøndby skulle have et esport 
hold. Vi har så heldigvis gjort det at vi fra dag ét af har skilt vores kommunikation omkring 
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esport op. Det vil sige at vi har vores egne kanaler. Det vil sige at dem som har lyst til at 
følge esport, jamen de følger bare os. Jeg kunne godt tænke mig, at en gang imellem at vi 
godt kunne bruge hovedkanalerne, fordi de er selvfølgelig flere mennesker der. 

C: Der er ikke særlig meget på jeres hjemmeside i hvert fald, i forhold til esport.  

J: Nej lige præcis. Men det er også noget løbende vi har kommunikation omkring. Det er en 

balancegang, og ikke at have for meget. Fordi så er der nogle der synes at der er for meget 
esport, og nogle synes at det er for lidt. Jeg kunne godt tænke mig at der var mere 
selvfølgelig. 

C: Er i bevidste om hvordan i brander jer? Det har vi selvfølgelig snakket lidt om tidligere, 

men i forhold til at nå jeres konsumenter, er der stor forskel på hvordan I gør det med jeres 
traditionelle sportshold og jeres esport hold? 

J: Ja det er der. Vi kan tillade os en lille smule mere. Det er både fordi det er så nyt, 
målgruppen er en anden, og jeg arbejder rigtig meget med partnere. Vi kan ikke være så 
kommercielle på vores Brøndby IF-kanaler, det kan jeg godt tillade mig på vores esport 
kanaler. Jeg har rigtig mange konkurrencer f.eks. og vores partnere får rigtig meget taletid 
på vores kanaler. Det hænger lidt i tråd med faktisk at esport skal være bæredygtigt. Det vil 
sige, at alt det der bliver brugt skal også kunne tjenes ind igen. Så en rigtig stor del af min 
opgave er at finde penge til holdet. Derfor, så ser jeg også at Brøndby eSport og Brøndby 
IF går hver til sit i fremtiden, i forløb med at os i eSport skal ud og samle store investeringer 
for at udvide klubben mest muligt. 

M: Så klubben går ikke ind og smider penge, og siger her er en halv million, det kommer fra 

sponsorer?  

J: Ja, det kommer fra sponsorer. Derfor er vi også meget afhængige af at kunne aktivere de 

her partnere. Så det er en kæmpe udfordring altid at finde penge til næste år.  

M: Jeg tænkte mere på, med hensyn til at fange fanbasen kunne det godt være at nu hvor 

FCK og Lyngby og andre hold i Københavns området også er kommet ind over, at der er 
flere der tænker “Nu følger jeg ikke bare Brøndby, fordi de har et fedt FIFA-hold, nu går jeg 
tilbage til min egen klub.” Men det er måske ikke noget I har mærket til?  

J: Nej, det har jeg ikke mærket til endnu. Det kan godt være at det kommer, at man 

segmenterer mere imellem FIFA holdene. Før var der selvfølgelig kun os man kunne følge. 
Det har jeg ikke lagt mærke til endnu i hvert fald.  

M: Er der nogle tanker på hvordan I skal udvikle jer, udover at der skal mere benarbejde til 
på de forskellige kanaler? 

J: Vi har et helt projekt liggende i skuffen der hedder Twitch og YouTube, og det skal vi gøre 
meget mere ud af. (...) Men det ligger simpelthen i skuffen, det er rent tidsmæssigt at vi ikke 
har åbnet op for det endnu.  
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Appendix 7 – Questionnaire Responses 
 

NB: due to an export problem with SurveyXact, the graphic illustrations of figure 5.2 and 

5.14 are not to retrieved. Therefore, those two survey questions will be recreated in Word. 

Figur 5.1 – Hvor gammel er du? 

 

Figur 5.2 – Hvor bor du? 

Svar Procent 

Brøndby 71 % 

København 13 % 

Det resterende Sjælland 7 % 

Fyn 4 % 

Jylland 2 % 

Bornholm 0 % 

Andet 3 % 
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Figur 5.3 – hvilke spil er du bekendt med i esport? (Vælg gerne flere 

svarmuligheder) 

 

Andre: 

• Sims 1000 

• NBA 

• Call of duty 

• Overwatch, wow 

• Tekken, Street Fighter etc 

• Gost recon  

• Apex legends 

• Ingen 

• Apex Legends 

• Football Manager 

• Hots, Tekken, MK11, Smas Bros osv 

• Starcraft 2 

• Rocket League, Call of Duty 

• Overwatch League 

• Hearthstone, Rainbow Six Siege, Auto Chess, Team Fortress 2 

• Apex Legends 

• Men spiller mest fifa og fortnite 

• Diverse 

• Formula 1 2017 

• Overwatch 
 

Figur 5.4 – er du bekendt med eSuperligaen? 
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Figur 5.5 – Hvor ofte ser du eSuperligakampe? 

 

Figur 5.6 – Hvem er dit favorithold i eSuperligaen? 
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Figur 5.7 – Hvorfor netop dette hold? (Vælg gerne flere svarmuligheder) 

 

Andet:  

• Jeg er ikke fan 

• Er fan af supaliga holdet 

• Kunne ikke vælge ingen 

• Har ikke et hold 

• Jeg følger det ikke 

• Har ikke et favorithold 

• Underholdende spillestil 

• Aalborg er tættest på hvor jeg selv bor 

• Valgte ingen 

• Ikke fan 

• Har været BIF fan siden jeg begyndte at se fodbold,og er nordjyde 

• Ikke fan af nogen af holdende i virkeligheden. 

• Jeg elsker Brøndby 

• De vold grineren og de er samtidig gode 
 
Figur 5.8 – Hvad motiverer dig til at se en eSuperligakamp? (Vælg gerne flere 
svarmuligheder) 
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Andet:  

• Ser det kun: hvis jeg ikke har andet jeg tilfældigvis skal se 

• Man lærer en masse 

• Jeg ser ikke eSuperliga, da jeg ikke synes FIFA er et godt esport, da der er flere 
elementer i spillet som er tilfældigt og der med ikke skill baseret (så som random at 
spilleren skyder forbi boldten, men i samme situation bagefter rammen den osv.) 

• Jeg syns ærligtalt at det er sjovere at se maling tørre end at se esport 

• Jeg godt kan lidt godt FIFA og de kan ting man ikke selv kan. 

• Jeg gider ikke se andre spille.. Jeg vil hellere selv spille 

• Intet 

• Ser med mine sønner 

• Ser aldrig kampe 

• Igen af mulighederne 

• Ser det ikke 

• Stemningen 

• Jeg følger Brøndby IF, mænd som kvinder. Derfor også eSport-holdet. 

• Hvis der ikke er andet i fjernsynet. 

• Ser det ikke 

• Ser dem ikke fast, men hvis man lige zapper forbi 

• Når man er gul og blå i hjertet så følger man så meget man kan med dem at gøre 

• Ser det ikke 

• Syntes det er spændende 

• Ser det ikke 

• Jeg kan godt lide at se kampene med gode spillere, du kan lære af hvad de gør. 
Også er de også bare intense og spændene 

• Odds 

• Jeg ser ikke kampene 

• Jeg har i alt set en hel aften eSuperliga. Det sagde mig ingenting ift. andre e-sports 

• Derby! Løverne skal ned med nakken 

• Man så det lige i begyndelsen, men så begyndte FIFA 19 og alle dets fejl at dukke op, 
så gad man sgu ikke det mere 

• Det er spændende at se Fredberg, Dingo, og Chrøis køre de andre esuperliga spillere 
over :) 

• Jeg elsker at se at klubben kan præstere flot i virkeligheden og virtuelt 
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Figur 5.9 – Hvad er vigtigt for dig når du følger et esport hold? (Vælg gerne flere 
svarmuligheder) 

 

Andet: 

• At spillerne er gode forbilleder for andre unge. De opfører sig altid pænt og 
respektabelt - er ikke overlegne og respekterer andre 

• At holdet er Brøndby if 

• Det er et hold jeg kan lide og har en god holdånd 

• Jeg følger mere spillere end hold. Så holdet er underordnet 

• At jeg er fan med det rigtige fodboldhold 

• At de har den gule trøje på 

• At holdet er loyale og gode ved deres modspillere 

• At de er spændene at følge 

• At det er et hold jeg kan lide, de behøver ikke at være de bedste 

• Holdet skal have spændende strategier og dygtige finesser 

• Gode personligheder på holdet 

• De laver de fed content, som engagerer fans og giver indblik i spillernes dagligdag 

• at spillerne på holdet er gode 

• Kan relatere til klubben 

• At holdet har en god team chemistry 
 
Figur 5.10 – Hvordan lærer du nye esportshold at kende? (Vælg gerne flere 
svarmuligheder) 
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Andet: 
 

• FIFA turneringer i indland og udland 

• Facebook og nyheder 

• Man har Kun 2 hold... Man skifter ikke rundt! 

• Turneringer 

• Instagram 

• Ved at følge med i den relevante eSport 

• Brøndbys facebook side 

• Brondby.com 

• Oftest Youtube 

• Jeg kender ingen 

• Tv 

• Ikke interreseret 

• Når jeg zapper på tv 

• Tv 

• Sociale medier 

• Via deltagelse i store turneringer 

• Sociale medier 
 

Figur 5.11 – Hvor ofte søger du information om esportshold? 
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Figur 5.12 – Hvilke hold? (Vælg gerne flere svarmuligheder) 

 
 
Figur 5.13 – Følger du Brøndby eSport? 
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Figur 5.14 – Hvordan hørte du i første omgang om Brøndby eSport? 
 

Svar Procent 

Gennem sociale medier 18 % 

Gennem en ven eller et familiemedlem 71 % 

Gennem Brøndbys hjemmeside 6 % 

Gennem en anden hjemmeside 4 % 

Gennem noget andet 1 % 

 
 
Figur 5.15 – Hvorfor følger du Brøndby eSport? (Vælg gerne flere svarmuligheder) 

 
Andet: 

• Brøndby har unge sympatiske spillere. Organisationen bag er yderst professionel 

• De har min y spiller 

• De har rigtig dårlig support 

• Fordi de var firstmovers 

• Fordi de altid er med i de store turneringer 
 
Figur 5.16 – Synes du bedre om Brøndby eSport end da du først begyndte at følge 
dem? 
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Figur 5.17 – Synes du at Brøndby eSport på nogle måder kunne gøre det bedre? 
(Vælg gerne flere svarmuligheder)  

 
Andet: 

• Følger primært Brøndby e-sport for at støtte Brøndby generalt 

• Jeg syns man skal stoppe med de platte fejeringer når man scorer, det gælder alle 
hold 

• Tabte finale derby 

• 2 klub VM, og en Superliga, der kan man vel ikke klage over resultaterne 

• De kunne være mere sammenhængende med klub-identiteten og Superliga-
afdelingen. Det synes tilfældigt og i klumper hvad der laves. Lav en kamp i pausen af 
en Superliga-kamp, lav indslag med spillere fra forskellige afdelinger og sygeliggør at 
eSport-spillerne føler noget for klubben. 

• Måske ikke spoile alle resultater så hurtigt på facebook... hvis man ikke får set 
kampen live kan man først se den på dplay dagen efter... og der har jeg somregel set 
hvad det ender på facebook siden 

• De præster meget godt synes jeg vinder 1 sæson taber sæson 2 dsv til et meget 
stærkt spillende FCK hold 

• Altså de kan lade vær med at tabe en finale til FCK 

• Synes dog godt at de kunne spille lidt bedre da jeg synes at vi skal vinde 
ESuperligaen hvert år. 

• Lidt aktivere på evt twitter ville være lækkert. Men ellers er det super flot atbejde 
 
Figur 5.18 – Hvorfor tror du at du følger dem og ikke Brøndby eSport? (Vælg gerne 
flere svarmuligheder) 
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Figur 5.19 – Følger du Brøndby eSport på sociale medier? 

 
Figur 5.20 – Hvis ja, hvilke? (Vælg gerne flere svarmuligheder) 

 
Figur 5.21 – Hvor mange af nedenstående virksomheder vidste du var partnere hos 
Brøndby eSport? (Vælg gerne flere svarmuligheder) 

 


