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ABSTRACT

E-sports within the gaming industry characterize an economic sector that is engaged in the developing, 
marketing, and sale of video games. They represent many opportunities for advertising and public rela-
tions, which are very important to increase the visibility of e-sports. The use of both has proved far more 
effective, because it allowed a rapid increase in their popularity. The aim of this chapter is to compare 
the use of public relations and advertising in e-sports and to determine their appropriateness. So, the 
relationship between public relations, advertising, and e-sports is developed and researched for the first 
time here. The authors used qualitative comparative analysis between public relations and advertising 
in the context of e-sports based on Natus Vincere, one of the most important Ukrainian organizations 
in the gaming industry. The rise of the gaming industry and recent success of e-sports demonstrate the 
profitable economic potentials of gaming spectatorship.

INTRODUCTION

Videogames are one of the fastest growing media industries worldwide, and playing video games is a 
form of expression. Hutchins (2008) showed, that the extraordinary global growth of the computer games 
industry and gaming activities and cultures over the past decade are representative of the speed and 
character of social and cultural transformation in the second modernity. The World Cyber Games (WCG) 
represents a logical yet radical extension, integrating the organizational, physical and technological bases 
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of competition. This arrangement has been made possible by the Information Technology (IT) revolution 
and rapid expansion in the availability, capabilities and popularity of interactive digital communica-
tions technologies. Changes in the scale and capacity of transport and communications technologies, 
as well as the interrelated standardization and codification of pre-sport pastimes, created fundamental 
transformations in the structure and appearance of both. Unusually, modern media and sport were born.

The aim of this work is to compare the use of public relations and advertising in the “gaming” in-
dustry and e-sports. In this article, the relationship between public relations, advertising and e-sports is 
developed and researched for the first time. Namely, the gaming industry represents an economic sector 
that is engaged in the developing, marketing and sale of videogames. A further objective is to present 
the organization Natus Vincere (NV), one of the most important Ukrainian organizations in the field of 
the gaming industry and, in the latter case, to determine the appropriateness of the use of public rela-
tions and advertising in e-sports. The advertising and public relations was presented in one of the most 
successful e-sport organizations in the world. The advertising is mainly for insight into the advertising 
sponsors of NV and advertising the organization as a brand (e.g. selling T-shirts). The authors looked at 
how public relations work within the e-sports organization NV, and how effective they are. the Qualitative 
comparative analysis was used to analyze the causal contribution between public relations and advertis-
ing to find the crucial differences and to determine which logical conclusions a data set supports in the 
context of e-sports in the example of the NV organization.

The main limitation is the fact that there are very few scientific papers on the topic of advertising 
and public relations in e-sports. It is supposed that the advertising in e-sports must become suitable and 
effective, so that more frequent use of public relations will bring e-sports growing popularity and, thus, 
the more frequent occurrence of traditional media (the example is South Korea).

It has been considered, that advertising is more suitable and effective than public relations or publicity 
in e-sports. Due to the poor visibility of e-sport in most countries around the world, this is also a reason 
for the poor publicity and lack of interest of traditional media for the transmission of e-sports events. 
In some countries, such as South Korea, e-sports have almost the status of traditional sports, such as 
football. It is also believed that the application of public relations in the e-sports would contribute to the 
increasing popularity of e-sports and, therefore, the breakthrough in the traditional media. This applies 
to the regions or continents (for example Europe), in which e-sports are not so well known or popular.

DEVELOPMENT OF E-SPORTS

Taylor (2012) argued, that e-sports represent an increasingly popular and profitable array of organiza-
tions, communities, and sets of practices, all of which place tremendous value on audiences; for example, 
playing games competitively, in front of a crowd, represents the legitimization of gaming as a spectator 
sport. E-sports involve the enactment of videogames as a spectator-driven sport, carried out through 
promotional activities.

Hutchins (2008) and Taylor (2015) showed, that electronic sport (e-sport), or sport as media, signifies 
the seamless interpenetration of media content, sport and networked information and communications 
technologies, and represents an increasingly popular and profitable range of communities, organizations, 
and sets of practices, all of which place tremendous value on audiences; for example, playing games 
competitively, in front of a crowd, represents the legitimization of gaming as a spectator sport. How-
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