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ABSTRACT

Background Food marketing has been implicated as a
driving force of the obesity epidemic. Electronic sports,

or ‘esports’, garners billions of viewership hours and is a
consolidation of two major marketing outlets, online social
media and sporting events, making it a focal point for food
marketers and policy-makers.

Methods The top 10 esports events and leagues were
identified using data scraped between 1 January 2021
and 15 December 2021. The 10 teams within each league
(90 total teams) and up to 10 players from each team

(451 total players) were identified. Of the top 10 events
and leagues, 6 events and 2 leagues were held or located
outside the USA, reflecting the global popularity of esports.
Food and beverage brands associated with each event,
league, team or player were systematically identified and
extracted via official websites and social media accounts.
The number of sponsorships was totalled for each brand.
Brands were then categorised based on product type into
the following categories: energy drinks, sugar-sweetened
beverages, alcohol, candy/snacks, restaurants, food
delivery and stores, and supplements. The total number of
brand sponsorships was then calculated for each product
category.

Results 90 unique food and beverage brands were
identified. Across all brands, a total of 497 food brand
sponsorships were identified. For product categories,
energy drink brands had the most sponsorships (181
sponsorships, 36.4%), followed by restaurants (86
sponsorships, 17.3%) and candy/snacks (64 sponsorships,
12.8%). The individual brand with the most sponsorships
was Monster Energy (47 sponsorships, 9.4%), followed

by Jack Links (44 sponsorships, 8.8%) and Red Bull (42
sponsorships, 8.4%).

Conclusion Despite its nascent character, the esports
industry is already heavily saturated by food and beverage
marketing. There is a need to consider policies to
appropriately regulate food and beverage marketing within
esports communities to safeguard the health of viewers.

INTRODUCTION
Obesity is a significant global public health
concern as global trends indicate a substantial
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WHAT IS ALREADY KNOWN ON THIS TOPIC

= Youth and adolescents are exposed to high amounts
of pervasive online food marketing that contributes
to the obesity epidemic. Esports is an increasingly
popular sport and form of entertainment with a tar-
get demographic of youth and adolescents. No study
to date has described and analysed food and bever-
age marketing within esports.

WHAT THIS STUDY ADDS

= This is the first study to examine and analyse the
current landscape of food and beverage marketing
within esports by quantifying the number of spon-
sorships between food brands across all layers of
the esports organisational structure. Esports events,
leagues, teams and players collectively garner sev-
eral billions of hours watched while frequently fea-
turing marketing of food and beverage sponsorships.

HOW THIS STUDY MIGHT AFFECT RESEARCH,
PRACTICE OR POLICY

= As esports is a global phenomenon, our findings re-
inforce the urgent need for global governance and
policy to limit the exploitation and safeguard the
health of viewers, given the well-established evi-
dence that food marketing influences food prefer-
ences, purchasing and consumption.

increase in the prevalence among children,
adolescents and adults over recent decades.'™
A key contributing factor to the obesogenic
environment is unhealthy food marketing,*®
which involves advertising energy-dense and
nutrient-poor food and beverage products
(from here on referred to as food prod-
ucts, food brands or food marketing) that
contribute to unhealthy eating behaviours
in children, adolescents and adults.>® Food
marketers have used various methods and
outlets to promote these unhealthy products,
including sports, television, outdoor spaces,
print media and digital media.” '’
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Sports-related marketing is of interest as it often targets
a specific demographic, primarily the youth and, more
specifically, younger males." ¥ Food marketing strategies
in sports typically include product placement, sponsor-
ships, athlete endorsements and brand advertising within
sports competitions.' '* Food products in sports are typi-
cally promoted through commercials, athletic events,
online advertisements and in-store promotions.'' '
Professional sports athletes are uniquely positioned to
leverage their platform to promote food products as the
public may perceive them as a credible source of effective
and healthy products.”® '* Athlete endorsements often
lead to an increased positive impression of food products
through explicit claims or references within marketing, a
phenomenon known as the halo effect.'” '®

In recent years, electronic sports, or esports, has
become a major player in sports broadcasting, with
League of Legends being the most popular esports.'”
Esports is a relatively new form of competitive video
gaming at a professional level with an emphasis on stra-
tegic thinking, teamwork and fast reflexes, all without
the requirement of strength and, in most cases, physical
activity. The organisation of esports is similar to that of
traditional sports, including the use of broadcasts, media
promotions, worldwide audiences and organisational
elements such as events, leagues, teams, coaches, players,
referees and agents.'® Esports events are typically broad-
casted on a variety of platforms, such as traditional sports
outlets like ESPN and more modern livestreaming plat-
forms such as Twitch.tv. During these broadcasts, audi-
ences are exposed to pervasive food marketing.'?

Although esports is a relatively new form of entertain-
ment, its global audience in 2021 was 489.5million and
is expected to grow by 8.7% to reach 532million by the
end of 2022.*° Similar to traditional sports, the audience
is primarily male (66%); however, spectators tend to be
younger than those in traditional sports.” For example,
32% of the audience is 1624 years, and 62% of the audi-
ence is 16-34 years.””*' Major esports events also garner a
substantial amount of engagement comparable to tradi-
tional sports. For example, the 2021 League of Legends
World Championship was watched for 1.69 million hours,
and the finals reached 73.8million peak concurrent
viewers.” * This is comparable to traditional sporting
events, as the last two Super Bowls reached 167million
viewers in 2022 and 92million viewers, respectively, in
2021.%4%

With technology becoming increasingly influential in
modern society, it is unsurprising to see an increase in
both esports consumption and participation. A recent
analysis compared esports and sports spectator motives
and found traditional sports and esports to be consumed
alike, indicating that esports events can be marketed
similarly to traditional sports events.”* However, while
there are marketing parallels, esports and traditional
sports differ significantly in certain aspects. For example,
esports relies on extensive screen exposure, which has
been linked to several negative health outcomes.”” Unlike

traditional sports that often involve physical strength
and coordination, esports presents unique challenges
associated with prolonged sitting and screen exposure.
Nevertheless, the similarities between traditional sports
and esports permit food marketers to use esports anal-
ogously to traditional sports. For example, product and
brand placement commonly observed during esports
events is similar to marketing campaigns seen in tradi-
tional sports.*® *

These marketing partnerships reach through the entire
esports organisational structure, with companies being
able to use static and dynamic advertisements, include
product placement and feature their brands on team
jerseys.” > However, the modern digital environments
that broadcast esports events often have unique aspects
that provide marketers with opportunities to increase
brand exposure and drive immediate purchase behaviours
beyond what traditional sports provides.”” *' This type
of marketing is not only contained to the leagues and
events, but brands garner further attention in a unique
manner as professional and former professional esports
players often have their own livestreams to play games and
interact with viewers. In esports, players interact with their
viewers and showcase products and brands while casually
playing games on their livestream, amplifying the power
of sponsorships. This can create a marketing dynamic
unique to esports, wherein food marketing messaging
is reinforced through extensive screen-time exposure to
onscreen product use and promotion, which could lead
to heightened expectations and permissiveness of food
marketing at live events. Additionally, influencers such
as livestreamers and gamers also promote food, beverage
and alcohol products during their livestream and amplify
the message to millions.*? Therefore, food marketers can
generate up to millions of hours of exposure by part-
nering with a prominent esports streamer. '*

In addition to broadcast elements, another avenue
for pervasive food marketing in esports is through social
media channels. As people spend more time in the
online digital space, food marketers have exploited the
opportunity to leverage brand exposure with their social
media accounts. A recent report from 2017 indicated that
one-quarter of US esports fans reported interest in using
social media to follow esports sponsors, demonstrating
that digital and social media marketing is an effective
outlet to reach esports fans.”® Social media accounts
are used to market products and services, such as cross-
promotion sponsorships between food products and
esports events, leagues, teams and players.”” The cross-
promotion across social media increases the reach of the
marketing campaigns as well as viewer engagement with
both the food brands and esports.

The underlying esports structure and potential
marketing outlets are key to understanding the breadth
and depth of food marketing in esports. Each layer in the
esports organisational structure, such as players, teams,
leagues and events, provides a unique marketing outlet
for brand exposure through sponsorships specifically
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tailored to the respective esports audience. At the macro
level, esports is structured similarly to traditional sports
as esports teams play video games organised into leagues
and events. An esports league involves players or teams
that compete in a structured order on a regular (eg,
weekly) basis, typically called a season, and the league
generally crowns a champion based on a win/loss ratio,
points accumulated or by wins in a structured tourna-
ment. Esports leagues are present across major regions of
the world; however, they are typically regional (eg, North
America, Europe), and the viewership for weekly league
matches tends to be lower than larger one-off esports
events or worldwide championship events. Esports events
can also be incorporated within an existing league system
(eg, a playoff series) or can be ‘one-off’ special events
(eg, Dorito’s Bowl). An analogous example in traditional
sports is the comparison between a playoff match in the
National Basketball Association (NBA) and basketball at
the Olympics. The NBA playoffs is an event within the
premier basketball league in North America, and the
Olympics is a special event for teams and players outside
of a specific league system. In traditional sports, the
National Football League (NFL) represents the league
structure. Teams such as the Dallas Cowboys compete
regularly within the NFL, similar to esports leagues. The
NFL hosts special events, such as the Pro Bowl, separate
from the regular league matches.

In order to capture the depth of marketing within
esports, it is essential to distinguish between macro
level elements (ie, events and leagues) and micro level
elements (ie, teams and players). For instance, while
a major league may have a primary sponsorship with a
brand, a team within that league may be endorsed by
a specific company, and an individual player on that
team could have a personal partnership with a different
brand. Players themselves often foster unique partner-
ships that may be promoted through their own social
media and livestreaming channels. Despite widespread
criticism from the public health community over the
use of professional sports for marketing energy-dense,
nutrient-poor foods, the depth of such marketing within
esports remains unexplored.” The goal of this paper is
to identify and quantify sponsorships across both macro-
components and microcomponents of the esports organ-
isational structure.

METHODS

To identify the scope of food brands in esports, we iden-
tified four possible subdivisions of the esports structure,
including events, leagues, teams and players. For the
purposes of this analysis, leagues were defined as any
competition spread over a long period of time. These
competitions often, especially in the North American
context, culminate in a playoff and/or a final compe-
tition. Events were defined as any invited shortterm or
one-off tournament or competition. Teams were defined
as any organised group of players that played within a

sanctioned competition. Players were defined as any indi-
vidual who competed as part of an identified team in a
league or event.

We identified the major leagues, events, teams and
players using the number of hours watched globally
for each of these subdivisions as an indicator of popu-
larity. The number of hours watched was pulled from
the Stream Hatchet data analytics platforms through a
paid subscription.” We accessed all data through Stream
Hatchet’s online platform and requested additional data
from their analytics team related to esports teams. The
hours watched are defined as the sum of time that unique
viewers spend watching a particular event, league, team
or player.”” Once major leagues, events, teams and players
were identified, searches of official websites, social media
accounts and livestreaming accounts were conducted to
determine associated food brands. Specific details for
each step of this identification and association process
are described subsequently.

Identification of top events, leagues, teams and players

To determine the major contributors of the broader
esports structure, we began by identifying aspects of
the macrostructure, including the top 10 major esports
events and the top 10 major esports leagues. This was
accomplished by ranking all known events and leagues
using the total number of hours watched across all lives-
treaming platforms (eg, YouTube, Twitch, Facebook)
between January 2021 and December 2021 using the
data analytics platform Stream Hatchet.*” As the purpose
of this study was to evaluate esports, rather than lives-
treaming, only events and leagues with data related to
official organised esports events were included in the
final analysis. This process identified the top 10 events
and leagues globally. From this pool of top macrostruc-
tural elements, a total of 90 unique teams were subse-
quently identified. From these teams, 451 unique players
with a livestreaming and social media presence were iden-
tified. Overall, this systematic process selected 10 events,
10 leagues, 90 teams and 451 players for further investi-
gation. The specific top 10 esports events and leagues can
be found in online supplemental tables 1 and 2.

Identifying and categorising brands

Food brand sponsorships with leagues, events, teams and
players were determined by examining official websites,
social media accounts and livestreaming accounts. In
addition to searches on these official sources, a follow-up
Google search was conducted for each event, league, team
and player alongside the word ‘sponsors’ (eg, ‘League
of Legends 2021 World Championship sponsors’). All
brands, both food and non-food, from all sources were
noted. All food brands were then subsequently catego-
rised based on product type into specific categories using
a data-driven approach, considering the patterns and
associations identified within our collected data. These
categories included energy drinks (which includes coffee
and energy supplements), sugar-sweetened beverages,
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alcohol, snacks and candy, restaurants, food delivery and
stores (which includes convenience and grocery stores as
well as frozen preprepared meals).

Number of brand sponsorships and hours watched

The total number of food brands for each esports subcat-
egory was tallied for each event, league, team and player.
Therefore, the number of sponsorships for any given
brand within the analysis is indicative of the brand’s
overall sponsorships across the various events, leagues,
teams and players. In order to estimate the poten-
tial magnitude of sponsorship, the hours watched are
reported as a surrogate metric of potential impact. The
hours watched for a specific brand or product category
is the sum of hours from all events, leagues, teams and
players sponsored by that particular brand. However, it
is important to note that the total hours watched metric
does not represent hours of direct exposure of the brand
to the audience but rather serves as a metric to quan-
tify the magnitude or popularity of the entertainment
content sponsored by the food brands. In esports, food
and beverage marketing exposure occurs intermittently
throughout the broadcasts, and viewers may not be
actively engaged with brand-related content during the
entire event. We were not able to determine whether
sponsorships were paid arrangements or involved other
forms of compensation.

Patient and public involvement

Patients and/or the public were not involved in the
design, conduct, reporting or dissemination plans of our
research.

RESULTS

Unique brands

Our data collection process identified 90 unique food
brands overall. Total sponsorship counts for each product
category are reported in table 1, which also reports the
top three brands within each product category based on
the number of sponsorships. Table 2 reports the unique
brands and total sponsorships across the events, leagues,
teams and players. In summary, energy drinks had the
greatest number of unique brands (22 unique brands,
24.4% of all brands), followed by restaurants (17 unique
brands, 18.8%) and candy/snacks (14 unique brands,
15.5%). When considering all unique brands, Monster
Energy (energy drink brand) had the greatest number of
sponsorships, with 47 sponsorships and 232,136,176 hours
of potential exposure, followed by Jack Links, (candy/
snack brand) with 44 total sponsorships, and Red Bull
(energy drink brand), with 42 total sponsorships.

Total sponsorships

There were 497 food brands to esports sponsorships
identified across all esports subcategories (see figure 1).
Table 1 reports the top three unique brands in each
respective esports subcategory. Across all brand cate-
gories, energy drinks had the greatest number of total

sponsorships (181 sponsorships, 36.4%), followed by
restaurant (86 sponsorships, 17.3%) and candy/snack
brands (64 sponsorships, 12.8%).

Event sponsorships

There were nine food brands and event sponsorships.
Across all brand categories, only energy drinks, restau-
rants and candy/snacks were associated with esports
events. Energy drinks predominated the total events (5
events, 55.5%), followed by restaurant (2 events, 22.2%)
and candy/snack brands (2 events, 22.2%).

League sponsorships
There were 17 food brands and league sponsorships.
Across all brand categories, energy drinks had the greatest
number of total leagues (5 leagues, 29.4%), followed by
candy/snacks (4 leagues, 23.5%) and restaurant brands
(3 leagues, 17.6%).

Team sponsorships

There were 84 food brands and team sponsorships. Across
all brand categories, energy drinks had the greatest
number of total teams (25 teams, 29.7%), followed by
restaurant (18 teams, 21.4%) and candy/snack brands
(11 teams, 13.0%).

Player sponsorships

There were 388 food brands and player sponsorships.
Across all brand categories, energy drinks had the greatest
number of total players (146 players, 37.6%), followed by
restaurant (63 players, 16.2%) and candy/snack brands
(47 players, 12.1%).

DISCUSSION
This study is the first that we are aware of to describe the
use of food marketing across the multiple layers of the
esports organisational structure. Our findings expand on
previous work within traditional sports.'" '***% Our data
show thatenergy drinks predominated the food marketing
landscape with 181 sponsorships and 1.5 billion hours of
content sponsored by energy drink brands. These find-
ings are not entirely surprising given that previous liter-
ature examining food marketing on online video game
streaming platforms, such as Twitch, also reports that
energy drinks are the most marketed food or beverage
product to this demographic.””* We found that food and
beverage brands represented 26% of the total brands in
the esports environment, indicating a notable presence
of these products within esports settings. Previous work
has indicated a high prevalence of food and beverage
brands in advertising and that they have been growing
year-to-year.”” This emphasises the extensive potential
exposure generated by these sponsorships and highlights
the urgent need for policies to align with the rapidly
evolving landscape of digital marketing in esports.
Energy drinks are marketed toward gamers as a product
that can improve reaction time and performance.”” *
Energy drinks typically contain large amounts of sugar
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Table 1 Top three brands in each of the product categories based on sponsorships

Category Brand Sponsorships Potential reach (hours)
Energy drink Total 181 1501 410 061
Monster Energy 47 232136176
Red Bull 42 801218909
G Fuel 27 202859070
Restaurant Total 86 849276265
Jack In the Box 32 31815360
Chipotle 9 74690708
Wahlburgers 8 5447296
Candy/snack Total 64 341919540
Jack Links 44 105193996
Pringles 5 64942913
Kit Kat 3] 93129591
Food delivery and stores Total 62 216656042
Grubhub 10 102689813
Favor 10 28655380
Rewe 10 14599091
Alcohol Total 42 223931966
Bud light 18 79047976
Twisted Tea 4 37852266
Truly Hard Seltzer 3 32056120
SSB Total 41 150066181
Mountain Dew 27 45247989
Coca-Cola ) 36828427
Vitamalz S| 410363
Supplement Total 21 42985556
Nature’s Bounty 9 15326868
FreeCo 6 7836174
CTRL 2 5402560

SSB, sugar-sweetened beverages.

(21-34 g) and caffeine (80-150mg) per 8 oz serving.
This increases the risk of obesity and type 2 diabetes and
facilitates a method to reach or exceed the upper limit
recommendation of daily caffeine intake.” * Caffeine
ingestion, particularly in high doses, is associated with

various negative health outcomes, including but not
limited to caffeine dependence and caffeine with-
drawal.*"™ Energy drink consumption is noticeably high
among gamers, as recent insight reports that 18% of
gamers regularly consume energy drinks while gaming

Table 2 The unique brands, total sponsorships, total events, total leagues, total teams and total players across each food

and beverage category

Energy drinks Restaurant Candy and snack Alcohol Food delivery and stores SSB  Supplement

Unique brands 22 17 14
Total sponsorships 181 86 64
Event sponsorships 5 2 2
League sponsorships 5 & 4
Team sponsorships 25 18 11
Player sponsorships 146 63 47

SSB, sugar-sweetened beverages.

10 12 9 6
42 62 41 21
0 0

2 1

10 8

30 53 32 17
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Supplement

Energy Drink Restauranl

Category

Candyfsnack Food Dellvery & Stores

Alcohol SSB Suppfemenl

Figure 1 The total sponsorships for each food and beverage category. SSB, sugar-sweetened beverages.

and 27% regularly consume energy drinks while viewing
games.44 % In addition, gamers tend to rate beverages
and energy drinks more favourably when compared with
non-gamers.*’

The target demographic of young males in tradi-
tional sporting events and esports events is showcased
by the marketing of flagship sponsors such as Red Bull
and Mountain Dew."” " Previous reports indicate that
increasing sales of Mountain Dew, as well as positive feel-
ings and attitudes towards their product, can be attributed
to the marketing and brand association with sporting
events.” % Energy drinks, specifically Red Bull, were
among the first major non-endemic food and beverage
partnerships within esports, as partnerships with esports
players began as early as 2006.”* Non-endemic partner-
ships represent products or services not directly associ-
ated with a market.”” Non-endemic food partnerships
are associated with some of the most prominent esports
events, such as Coca-Cola being the title sponsor for the
2016 League of Legends Worlds Finals in Los Angeles,
which featured a venue with 15000 live spectators and
was watched live by 45million people globally.” Many
companies, endemic and non-endemic, have created
energy drink products specifically targeted at gamers. For
example, ‘Respawn’ was developed by the gaming hard-
ware brand Razer, and ‘Coke Energy’ was developed by
Coca-Cola. While energy drinks initially entered esports
as non-endemic partners, their substantial presence and
use within the esports landscape have led them to be
considered endemic sponsors. These partnerships have
paved the way for increased brand exposure, as well as
creating a sense of congruency between esports players,
product suggestion and performance.’*® Additionally,
these partnerships have led to energy drinks being in
the top three products identified within esports despite
being a non-endemic brand.”

Previous reports show that sponsorships, both food
and non-food, generate the majority of revenue (~60%
of market revenue) for esports.”’ In both traditional
and esports marketing, food companies’ sponsorships
with athletes are often used to promote the purchase
and consumption of energy-dense, nutrient-poor prod-
ucts.! ¥ %1 Athlete endorsements of foods and bever-
ages represented the second-largest marketing category
within traditional sports.'” Similar to the ethical consid-
erations of marketing energy drinks and energy-dense,
nutrient-poor products to developing adolescents and
young adults, there are parallel ethical considerations
when marketing alcohol to these age groups. Adolescent
alcohol use and abuse are associated with development,
social, legal, educational and medical issues, including
a higher likelihood of being diagnosed with an alcohol
use disorder and an association with adult drug depen-
dence.”* %

We observed a concerning presence of alcohol spon-
sorship, with Bud Light emerging as the most prominent
sponsor. Bud Light accounted for 18 of the 42 sponsor-
ships in the alcohol category. These findings highlight the
growing concerns about the impact of alcohol sponsor-
ship and marketing within both traditional and esports
marketing landscapes.” Several systematic reviews
have concluded a positive association between exposure
to alcohol marketing and consumption.®® ®"! Of partic-
ular interest is the impact on young people, as several
systematic reviews have concluded that, when exposed
to alcohol marketing, young people will start to drink
and, if they are alcohol consumers already, increase their
consumption.” 71 Our findings suggest that alcohol
sponsorship is present across multiple layers of the esports
structure, although at lower levels than in traditional
sports.66 "7 Previous work investigating livestreaming
platforms has shown an increase in the amount of alcohol
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advertising occurring within gaming communities such
as esports.”*” In addition, previous reports indicate avid
gamers are more likely to consume alcohol when playing
and watching esports.”* There are young, vulnerable
populations, particularly those with high screen time and
low physical activity, within the gaming communities that
should be considered due to the potential short-term
and long-term consequences associated with exposure to
alcohol marketing within these contexts.”

Gamers and esports enthusiasts have very high amounts
of screen-based media consumption.”” Increased screen
time and sitting are risk factors for numerous chronic
diseases and all-cause mortality.”*" In addition to food
marketing, there are other considerations associated with
gaming, such as poor posture, increased screen time,
decreased levels of physical activity, poorer diet, and
quality and duration of sleep, as well as increased sweet-
ened beverage consumption, body mass index, and eye
strain and neck pain.” * Therefore, gamers, influencers
and organisations should consider the gaming environ-
ments they cultivate for players and users. A growing body
of literature calls for a better framework for esports gover-
nance and policy, as there are currently minimal efforts
being made.'” * These policies should include specific
provisions to regulate food and beverage marketing within
esports, given its extensive reach and impact on the target
demographic. As esports is a global phenomenon, there
is also a need to consider global governance to limit the
exploitation of vulnerable populations, such as the youth,
adolescents and those with high screen time and low phys-
ical activity, being exposed to pervasive marketing.

This study is the first to analyse the current landscape
of food marketing within esports by quantifying the
number of current sponsorships between food brands
across all layers of the esports organisational structure.
Despite numerous strengths, there are several limita-
tions. The nature of cross-sectional data collection, as is
the case for this study, leads to only a snapshot of the
current landscape but does not measure and analyse
the landscape of marketing across time. Therefore,
future research is warranted to longitudinally monitor
the online marketing landscape within esports. Addi-
tionally, this study captured the sponsorships between
displayed advertisements of brands across all layers of the
esports organisational structure. However, some teams
and players may not fully disclose or report all of their
existing partnerships on their website or social media
despite previous work indicating that the feature of #ad
resulted in an increase in products consumed.” Addi-
tionally, we constrained our analysis to only the most
visible events, leagues, teams and players. Consequently,
our results may represent an underestimation of the
existing partnerships within esports, given the potential
for non-disclosure of some partnerships.

CONCLUSION
In conclusion, esports is heavily saturated with food and
beverage marketing. The esports landscape features

energy drinks as the predominant category, followed by
a significant representation of restaurant and candy/
snack brands. Our data emphasise the extensive expo-
sure generated by these unhealthy food and beverage
sponsorships, including alcohol, and highlights the
urgent need for policies to align with the rapidly evolving
landscape of digital marketing in esports. Stringent regu-
lations regarding the marketing of alcohol in esports
environments are necessary to safeguard the health of
vulnerable populations, such as minors. Future research
is warranted to understand the effectiveness of govern-
ance and policy restrictions on harmful products in this
burgeoning sector.
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