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Editor’s Note Inside the Full Edition

T he word “disruption” is thrown 
about too easily in digital innovation. 
But it is so appropriate for esports 
(electronic sports), which originated 

as casual competitive gaming among friends and 
has metamorphosed into a totally new form of 
intellectual property. That evolution is forecast 
to generate over US$1bn in incremental media-
and-entertainment revenues in the next couple 
of years. Esports is one of the next-generation 
activities covered in depth in this issue’s Creative 
Commentaries (page 9-25). 

As Formula E gets a new competitor, the Electric 
GT Championship, next year, we also examine 
the debates about (e)motorsports, which feature 
only emission-free computerised electric 
cars. Then, as well as fighting for blockbuster 
sports rights, TV network Eurosport explains 
its plans for esports and drone racing as future 
entertainment for viewers.

Electronic! Electric! Read about these and 
other exhilarating developments in media, 
entertainment and sports investments as only 
we cover them. And this must be our boldest 
issue to date. Dig in!!!

Happy, happy holidays!

Much thanks to Gfinity, Eurosport, Zoomin.TV 
and Getty Images for photographs in this issue

Juliana Koranteng
editor-in-chief 

email mtf_journal@btinternet.com
twitter @mediatainmentMT
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Feature

Creative Q&A Session: 
Zoomin.TV 

Amsterdam-headquartered 
multiplatform digital network 
Zoomin.TV enters 2017 ready to 
prove that Generation Z, the young 
consumers thought to love only 
short-form consumer-generated 
content on social media, are also 
hungry for quality long-form video 
entertainment.

Such an achievement would be 
welcomed by the global media market 
and advertisers grappling with how to 
make premium TV attractive to young 
folk, who have constant access to free 
but cheap five-minute content online.

Zoomin.TV believes quality does 
matter to its young audiences. And 
with energetic video gamers, stylish 
vloggers, daredevil freeclimbers and 
Samurai-sword swinging hairstylists 
among the talents it works with, you 
can see why it records 3.3 billion-plus 
monthly views among the normally 
difficult-to-reach Gen Z viewers. 

The GenZ formula

Joel Philp, Producer/Director at 
the company’s content-production 
hub Zoomin Studios, hints at 
why and how. And there is even a 
mathematical formula, the 3”12”E 

Joel Philp, Producer/Director at 
Zoomin Studios, Zoomin.TV's 
content-making unit targeting 
Generation Z

Linear TV powerhouses could do worse than keep a close eye 
on Zoomin.TV. From next year, the multiplatform international 
network says it has the antidote for the malaise that has seen 
broadcasters’ viewing numbers dwindle. Its management plans 
to apply a cutting-edge formula to lure today’s fussy young 
Generation Z audiences to premium series. And some of the 
world’s biggest media groups are listening.
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rule, that can be applied to the type 
of videos Gen Z are prepared to 
recommend and share with friends.

 “Gen Z consumers trust their 
peers more than anyone else as the 
Internet becomes a murkier and 
murkier place to find what you 
want,” he says.

“The 3”12”E rule explains that 
younger audiences are quick-
thinkers and loyal consumers 
of quality content. You need to 
emotionally hook them in the first 
three seconds and grab their minds 
in the first 12 seconds. If you can get 
them in that time, you can get them 
to stay forever.” 

So, who belongs to Generation Z 
and why should traditional media 
operators care?

Gen Z audiences are the post-
Millennial mobile-first spectators. 
They were born in the late 1990s. 
They have no time for pre-scheduled 
linear-TV viewing in living rooms. 
Add their influence on parents, and 
they have a potential spending power 
of US$200bn globally, says research 
company Mintel. Media owners and 
marketers are desperate to reach 
them. 

Zoomin.TV knows how to connect 
with them. Last year, it was valued 
at €88m (US$93.2m) after Swedish 
international media and broadcast-
TV conglomerate MTG (Modern 
Times Group) took a 51% stake. 

Profitable and busy

Today, it is a profitable advertising-
funded digital operation in more 
than 20 markets worldwide. It 
produces some 400 TV-quality short 
videos daily in a variety of categories 
(from breaking news, games, sport 
to entertainment, lifestyle and the 
offbeat) in 21 languages. And its shows 
can be watched on any digital device, 
from smartphones to smart TVs.

 Via the production subsidiary 
Zoomin Studios, the company works 
with more than 30,000 content 
creators, including 3,500 video 
journalists. Whether in front of or 
behind the camera, these online 

influencers take a continuously 
entrepreneurial approach to their 
creativity to satiate their army of 
online fans. 

The shows can be seen on Zoomin.
TV’s dedicated online player. 
Additionally, they are watched on 
Zoomin.TV’s YouTube multi-channel 
network, one of Europe’s largest. 
For example, the Zoomin.TV Games 
channel boasts 1.7 million subscribers 
and 7 million monthly views.

The creators are equally 
encouraged to produce bespoke 
content for their own channels 
on YouTube, Facebook, Twitter, 
Snapchat, Instagram and other social 
media networks. These amount to 
tens of thousands of digital channels 
offering content linked to Zoomin.TV. 

Furthermore, the shows are 
syndicated to about 2,000 third-

party online, mobile and streaming 
platforms, such as global digital 
publishers Yahoo, MSN, AOL, 
YouTube, Snapchat, Huffington Post 
and China’s Youku Tudou.

As Zoomin.TV owns the rights to 
its shows, it is turning into a major 
international intellectual-property 
hub. The resulting billions of views 
are aggregated for brands seeking to 
be associated with Gen Z fans. 

TV on Zoomin

From 2017, advertisers will have the 
option to see brands not only next to 
the customary Zoomin.TV shorts but 
also for broadcast-quality series. 

The roster of Zoomin.TV's talent 
includes Jayden Rodrigues 
(above), a star in the  Zoomin.TV-
FremantleMedia co-production 
Continuum, and British vlogger 
Maddie Welborn
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“Co-producing with TV  
broadcasters in mind is important 
and a further step in our 
diversification strategy,” declares 
Richard Chambers, Acting Head of 
Zoomin Studios. “For each and every 
show we develop, we will look for 
the right co-production partner, 
distributor and territory.”

Among the first of such 
partnerships to take off is a deal with 
FremantleMedia, the subsidiary of 
German TV entertainment colossus 
RTL Group and maker of global reality 
TV hits like The X Factor, Idols and 
Got Talent formats.

FremantleMedia and Zoomin.TV 
are to co-produce Continuum, an 
international online music format 
centred on four YouTube stars from 
different countries. 

Depending on how their respective 

fans vote, they might form a virtual 
band together.

Zoomin.TV is also making a 10-
part, one-hour series called All For 
Adrenaline, which follows YouTube 
star James Kingston, the gravity- and 
death-defying British freeclimber, as 
he travels around the world finding 
like-minded adrenaline junkies. It is 
scheduled to launch next year.

Kingston specialises in climbing 
skyscrapers without any safety 
harness. He is known for his 
escapades up the 324-metre Eiffel 
Tower and for being arrested in 2014 
while scrambling up Dubai’s second 
tallest skyscraper The Princess Tower 
(413.4 metres). He then films these 
exploits for his online fans.

With Zoomin.TV, that kinetic 
energy is being harnessed into a TV 
series that can be watched on any 
digital media device. 

Also in the pipeline is another 
series called Sword Salon, which 
is centred on the antics of Alberto 
Olmedo, a Madrid-based hairdresser 
whose technique is described as 
“straight out of Game of Thrones” as 
he uses swords, metal claws and fire 
to cut and style customers’ hair.

Zoomin on TV

These longer-form shows could 
have access to the broadcast 
channels available to Zoomin.TV’s 
co-production partners and the 
linear-TV networks owned by parent 
company MTG in Europe and Africa. 

Additionally, branded 
entertainment is among the Zoomin.
TV services offered to marketers. 
This could be see in the online trailer 
it produced for the US$65m action 
thriller London Has Fallen. 

It was the film distributor Focus 
Features’ bid to lure Gen Z audiences 
to the movie.

At the end of the day, Zoomin.
TV hopes to reach its goals by 
working with talent able to crack 
the 3”12”E rule. As well as Kingston 
and Olmedo, its roster of online stars 
includes Romanian gamer IULITM, 
who collects 41 million views per 
month. 

Australian mega-star Jayden 
Rodrigues has almost one million 
registered subscribers. Also making 
an impact are UK vlogger Maddie 
Welborn, Greek comedian 2J as well 
as the Dutch DJ Tony Junior.

What goes up should not look 
down:Unlike daring freeclimber 
James Kingston who is constantly 
entertaining us by testing his 
head for the ultimate heights
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A future in China and India

Among Zoomin.TV’s future plans is 
the launch of its own live streaming 
platform to reach TV viewers in fast-
growing economies like China and 
India. And just as digital technology 
has enabled the company to build an 
international media hub, Zoomin.TV 
is out to create original tech-centric 
content, including live drone racing.

 “Because of our huge network, 
we’re discovering more of the 
world’s future stars every week. They 
are our inspiration, and we work on 
developing them for also live on-
stage events, branded content deals 
and merchandising,” Philp says.

For this issue’s Creative Q&A, MTF 
talks to Philp about why collaborating 
with high-profile broadcast-TV 
producers will enable Zoomin.TV 
to retain the loyalty of fickle Gen Z 
audiences, what its business models 

say about entertaining digital natives, 
and why traditional broadcasters 
could learn much from its approach 
to the young and the restless.

MTF: Zoomin.tv was founded in 2000. 
When did it become Generation Z-centric 
in terms of targeted audience?
 
Philp: Zoomin.TV was always 
a global news video agency, 
distributing localised content to 
clients around the world in various 
languages. During the past years, 

we’ve branched into the world of 
online influencers and amazing 
local talents and focused solely on 
producing all of our own content. 
We began to implant the Zoomin 
DNA in everything we produced, 
honing in specifically on issues 
younger audiences care about. Here, 
we see the Gen Z as a revolutionary 
generation significantly different 
from Millennials, ready to disrupt the 
world as we know it.
 
MTF: Zoomin.TV should never be 
described as a multi-channel network 
because it is platform-agnostic? Why is 
that important?
 
Philp: It’s not about channels on 
one specific platform anymore. 
It’s about people and what they 
care about. Online influencers go 
across platforms, and so do their 
fans. And so do we. Each platform 
has its advantages, from YouTube 
to Instagram to Facebook. We tailor 
content to each platform, and 
support and advise our talents on 
how to get the most out of each.

A natural for Zoomin.TV's 
hot content: Alberto Olmedo 
(above), the real-life maverick 
hairdresser who uses fire and 
sword to style coiffures in the 
Sword Salon series 

“We see the Gen Z 
as a revolutionary 
generation 
significantly 
different from 
Millennials"
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MTF: Do you intend to extend the 
Zoomin.TV brand and content to other 
potential moneymaking media formats 
and platforms, such as broadcast TV, 
esports, book publishing, recorded 
music, live entertainment, merchandise?
 
Philp: We take a 360-degree approach 
to our talents, encompassing all of 
these areas to turn them into stars. 
Take James Kingston as an example – 
we’ve got his branded deals. He has 
a new book released, plus his own 
merchandising, and now his very 
own TV show.
 
MTF: How would you define a Zoomin.TV 
format and what are the characteristics 
that make it stand out compared to 
other video entertainment platforms that 
claim to reach digital natives too?
 
Philp: Zoomin formats take talents 
and stories and escalate them to a 
new level. Some of the talents have 
built audience recognition online. 
Others were found by our vast 
global network of filmmakers. 

Zoomin.TV is the only company 
able to take talents who have risen 
to fame across the Internet and 
create a genuine TV format around 
them. Zoomin’s DNA rises from 
the focus of the youngest generation 
of video audiences, and bringing 
their ambitions and interests to high 
quality big-screen content, with the 
expectation that their enthusiasm 
brings audience members from other 
generations as well.
  
MTF: How do you monetise your content? 

Philp: We have a variety of methods to 
monetise content, including native 
advertising, traditional advertising, 
content sales and raw content 
licensing, as well as deals with both 
broadcasters and OTT platforms.
 
MTF: You say the talent working with 
Zoomin.TV online will also want to be 
on TV “not for the money, but for the 
recognition”. But how will they get that 
recognition if Millennials are allegedly not 
watching that much TV?

Philp: With all screens converging into 
one, the word ‘television’ is more an 
indication of high-quality content 
than anything else. TV means big 
budgets, collaborative teamwork 
and creative storytelling – that’s 
something that really attracts both 
YouTube stars and fans alike.
 
MTF: In the case of Kingston, how do you 
persuade someone who is obviously an 
adrenaline junkie to channel his energy 
into a disciplined professional and 
commercial outlet like online TV?
 
Philp: Many of our talents have an 
intrinsic drive to be successful, 
and are willing to take chances in 
the same way many entrepreneurs 
are willing to create their own 
opportunities. At the end of the day, 
you have to be disciplined and take 
a professional approach to your own 
YouTube channel to successfully 
build your audience, whether it’s an 
adrenaline junkie like James Kingston 
or our Zoomin Games. 

More of James Kingston's vertigo-
inducing daredevil stunts for 
Zoomin.TV
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ESPORTS:
are you game
for 
business?

Welcome to Esports Bar
The fi rst international B2B matchmaking event 100% dedicated to 
esports.
A chance to get face to face with the very best of esports companies 
to negotiate sponsoring, broadcasting or licensing deals and 
connect with a growing and passionate digital audience

Cannes – 15/17 February 2017

Join the club
www.the-esports-bar.com

BARtender@reedmidem.com

Interactive Advertisement - click for more info
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Next Gen (e)Sports

G
finity, the esports competitions 
organiser listed on the UK’s AIM 
stock exchange, is launching a new 
tournament called Gfinity Elite Series 
starting next January.

It will be an open event that 
gives any esports enthusiast a shot at competing with 
professionals to snag big-money prizes at the top level of 
video-gaming contests.

Gfinity is already established in the international 
esports business with its own London-based venue called 
the Gfinity Arena. 

The fact that it needs to continue to build up its 
repertoire of events substantiates one thing: esports, this 
new digitally originated but still niche form of media and 
entertainment, has massive international prospects. And 
Gfinity does not want to miss new opportunities.

Analysts foresee fast growth at the commercial level. 
“Our expectations for this year stand at a global audience 
of 148 million esports fans and $493 million in revenues,” 
says Peter Warman, Co-founder/CEO of Amsterdam-
headquartered research firm Newzoo. “Following an 
in-depth research project in Southeast Asia, we will be 
upping our audience estimates for this region soon.”

What is esports?
Simply put, esports involves video gamers playing 

against each other as sport entertainment for spectators, 
either online or at a live venue. 

It is arguably the most inventive of the new 
developments in media and entertainment in the 21st 
century to have caught investors’ attention. 

The innovation and disruption that Internet and 
streaming technology inspire have turned the activity, 
once deemed only a hobby for super enthusiasts, into an 
in-demand professional occupation.

Players of this next-generation sport require cerebral 
prowess and manual dexterity to outwit opponents in 
action-packed video games, as opposed to the physical 
skills prioritised in football, rugby or basketball.

A growing number of high-achieving players go on 
gruelling tours to battle it out in matches. Several have 
become celebrities with names like Faker from South 
Korea, the US’ Sneaky, Bjergsen from Denmark, and 
Polish player Jankos (see his profile on page 19). And there 
are big money prizes waiting for the champions among 
them. 

A generation of digital natives, mostly Millennial male 
gamers that elude traditional-media advertisers, happily 
spend their disposable income on accessing related 
content and events.

Furthermore, esports has become a media format 
thanks to streaming video platforms like Twitch that offer 
round-the-clock coverage and are watched by multiples 
of millions of mobile, computer and console-games fans. 

Digitally disruptive:
The esports profession
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Revenue potential
Longer term, Newzoo’s Warman (below) predicts a 

robust future for the genre. “We foresee a global audience 
of 215 million esports enthusiasts and US$1.1bn in 
revenues (merchandise, ticketing, media rights, direct 

advertising, sponsorships) 
in 2019,” he says. “The 
growth for esports 
revenues is higher than 
that of (mobile) gaming, 
with a compound annual 
rate of 42%-plus.”

The tournaments 
are likewise attracting 
a new type of audience. 
“Amongst Millennial 
males between 20 and 35, 
it is already challenging 
(ice) hockey and baseball 
in the US,” Warman notes. 
“Esports provides the mix 
of involvement (playing 

and streaming), entertainment (viewing) and live events 
(attending) that the new generation has come to expect.”

Investor action
When Amazon Inc., the US e-commerce giant, agreed 

to pay almost US$1bn for esports streaming platform 
Twitch in 2014, it aroused other investors’ curiosity. They 
discovered that a new media-distribution format was 
coming of age.

Today, Twitch has registered more than 1.7 million 
“broadcasters” who host their own esports content on the 
platform. 

It records 9.7 million daily active users, a 20% increase 
from last year. Tech-blogging site TechCrunch reports 
that Twitch users watch 420 million-plus minutes of 
videos monthly, significantly higher than the reported 291 
minutes a month on YouTube.

In addition to Amazon, the tech corporations spending 
money on esports include Microsoft, China’s Alibaba 
Group and South Korea-based SK Telecom. 

Russian billionaire Alisher Usmanov, whose USM 
Holdings has interests in English Premier League football 
team Arsenal and digital-media investment firm Mail.
ru Group, has paid US$100m for a stake in Virtus.pro, 
Russia’s largest esports organisation and teams owner.

Susan Tully, a former top executive at record label 
Universal Music Group and rapper Kanye West’s company 
West Brands, is the power behind the highly acclaimed 
UK-based H2K Gaming.

Hicham Chahine, the Norway-based former wealth 
management executive, co-owns Ninjas in Pyjamas, a 
leading Swedish esports team. In June, entrepreneur 
Mike Rufail secured a “multi million-dollar investment” 

from Hollywood-focused VC firm SierraMaya 360 for his 
company Envy Gaming and its Team EnVyUs. 

Media and sports interest
Media companies chasing after the digital natives 

drawn to esports include MTG (Modern Times Group), the 
Swedish broadcast giant and majority owner of Zoomin.
TV, the online multiplatform network (see page 4). 

Time Warner subsidiary Turner Broadcasting has 
formed an esports joint venture with Hollywood talent 
agency WME/IMG. UK broadcasters ITV and News 
Corporation’s Sky also jointly own esports ventures.

Even Canada-based Cineplex, the cinema exhibitor, 
committed C$15m (US$ 11.28m) to making its theatres 
friendly for hosting esports events last year.

Traditional sports organisations are entering the fray. 
US NFL team the Philadelphia 76ers, UK football clubs 
West Ham United and Manchester City, and French top-
level football league Ligue 1 own esports players or teams. 

Individual private investors and venture capital (VC) 
companies are dipping into their pockets to fund esports 
intellectual property. 

They include US-based aXiomatic, a dedicated 
investment vehicle co-owned by entrepreneurs Peter 
Guber (who has interests in professional basketball 
team the Golden State Warriors and baseball team the 
Los Angeles Dodgers), Ted Leonsis (part owner of US 
basketball squad the Washington Wizards) and NBA 
basketball legend Magic Johnson, among others. 

Brands match
Esports also appears to be opening doors previously 

shut to marketers that want to be associated with the 
media and live-entertainment elements, not to mention 
the accelerating size of the fan base.  

“Gaming as a whole has always been hard for brands 
to use as a platform to engage with this target group,” 
observes Peter Warman at Newzoo. "But with viewing, 
teams and live events, it fits a lot more with the media 
approach they are already used to.”

And that target group could be much broader than 
people realise, Warman adds. 

“A large part of the esports spectators are consumers 
that skew slightly older than those spending many hours 
a week playing the games. These are people that now 
have kids and are focused on their career but still have the 
passion for games.”

Mind the gap 

As the esports business spreads, inevitable comparisons 
are being made with the business of traditional sports, 
one of the most profitable sources in the media and 
entertainment sectors.

But as Deloitte, the multinational professional-
services group, notes in a recent report, esports has a 
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long way to go to catch up with professional football, 
baseball, basketball and (ice) hockey. It notes that esports 
is expected to generate about US$500m this year while 
European football is forecast to yield US$30bn. 

And it advises caution: “Revenues for esports are 
predicted to be better than most mature sports, many of 
which have been around for a century or even centuries. 
Arguably, given its small size, some might ask why 
esports’ growth rate is not higher.”

As this MTF report will show, the professionalisation of 
esports has only just begun. 

Teams, the leagues and the associated trade federations 
are still being formed, developed and structured to offer 
fans, brands, media owners and investors organised 
intellectual properties.

Several of the current tournaments are versions of 
major multiplayer and first-person shooter game titles. 

These include Riot Games’ League of Legends, Counter 
Strike: Global Offensive (CS:GO) from Valve Corporate; 
DotA (Defense of the Ancients); and Activision’s Call of 
Duty. 

This indicates that we can expect to see more 
multinational games publishers have a direct involvement 
in esports’ evolution. 

NASDAQ-listed Activision Blizzard has launched its 
own esports subsidiary and spent a reported US$46m 
on Major League Gaming (MLG), a 14-year-old esports 
venture to develop tournaments, related live shows and an 
esports-themed TV network.

It is not the only one optimistic about the future. As 
Neville Upton, Gfinity’s CEO, says of the UK company’s 
growth plans for the new Gfinity Elite Series competitions: 
“We can’t wait to take this truly global.”

Esports victorious: Gfinity 
team celebrating after an 
esports tournament
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MTF: What are the factors that 
have fuelled the recent and on-going 
expansion of esports as an industry?

Sheridans: As an industry, esports 
certainly has a long way to go to 
realise its true potential. But the 
ecosystem has evolved and expanded 
rapidly throughout recent years due 
to a range of factors:-
The growth in the games industry 
thanks to a combination of increased 
consumer spend on games, the 
exponential rise of mobile and digital 
games and the highly successful 
launch of a new wave of gaming 
consoles;
The growth in levels of esports 
participation, due to the number and 
scope of professional competitions; 
The emergence and increasing 

availability of monetised online 
streaming media platforms such 
as Twitch. These platforms stream 
a range of accessible content for a 
digitally native and ‘mobile-first’ 
fanbase, and ultimately have created 
a lucrative source of revenue through 
the monetisation of advertising, 
subscription fees and donations; 
Increased prize money, sponsorship 
and product commercialisation; and
The rise of a more technology-savvy 
millennial, and indeed centennial, 
digitally native audience. 

MTF: Are sponsorship and 
broadcasting the principal forms of 
monetisation and generating revenue 
or are there other opportunities we 
should know about?

Sheridans: There is no doubt that 
as an endemic sport, esports has a 
challenge on its hands to broaden 
its revenue base. Sponsorship 
and broadcasting are key forms 
of monetisation, but there are 
undoubtedly others.

One area we believe is an example 
of the industry’s maturity is major 
arena events. The ESL One series, ECS 
FACEIT and Intel Extreme Masters, 
amongst others, have led the way 
from a production perspective, and 
have shown that traditional sport can 
learn lessons from what esports is 
doing well.

An area which to date has 
remained a somewhat untapped 
form of revenue generation is 
merchandising. Provided appropriate 
licensing models are put in place, this 
presents a huge area of potential for 
the industry.

Betting is another area of 
huge growth when it comes to 
monetisation. It brings with it 
integrity issues which the industry 
must be alive to, but we have seen 
the increasing value of traditional 
sports data with the development of 
the recent phenomenon of ‘in-play’ 
betting. It will be interesting to see 
if this is something that transposes 
itself into the esports ecosystem.

MTF: A number of esports 
governing organisations have 
emerged on the scene and they don’t 
seem to be talking to each other. 
Can the esports industry be centrally 
governed and regulated? 

Sheridans: Esports as an industry 
is in the unique position that an 
official and central regulatory body 
that encompasses all aspects of 
esports regulation and governance 
does not yet exist, at least not a 
globally accepted one. In truth, the 
idea of a governing body for esports is 
a misnomer and unrealistic. 

What is critically important, 
however, is that there is 
communication, and a joined-
up approach among the major 

The business of 
esports: what 
investors need 
to know
Tahir Basheer  and Jonny Madill,  Sheridans (UK)
Esports has caught the feverish attention of media owners, 
sponsors and sports rights holders as its commercial 
growth rate zooms at the speed of light. And its live events, 
whether online or at sport stadiums, are worshipped by 
hordes of the young male consumers brands want to 
associate with. As the format prepares to go professional, 
legal experts break down the potential rewards and pitfalls
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stakeholders, in particular when 
it comes to integrity. Leagues like 
ESL and ECS are leading the way 
with incredibly robust integrity 
regulations and codes of conduct, but 
more needs to be done to improve the 
levels of governance and regulation. 

The Esports Integrity Coalition 
(ESIC) is an organisation which aims 
to “be the recognised guardian of 
the sporting integrity of esports”. 
In addition, the (UK’s) Gambling 
Commission released a paper in 
August 2016 discussing the regulation 
of gambling in esports and betting 
using virtual currencies. 

A further example is the World 
Esports Association (WESA), 
which was formed to introduce 
elements of player representation 
and standardised regulations across 
different esports game titles and 
leagues. 

MTF: With the potential multi-
million-dollar prizes in esports, 
are tournaments in danger of being 
affected by scandals such as the 
cheating and corruption that hurt 
this year’s Olympic Games in Rio de 
Janeiro?

Sheridans: Integrity and good 
governance are inherently linked to 
commercial success, and in order to 
secure greater levels of commercial 
investment into the industry (in 
particular from major, non-endemic 
brands), there are a range of issues 
which need to be addressed:-
Betting and match fixing. It is 
expected that by this time next 
year, every major bookmaker will 
be offering betting markets on 
esports events. Whilst this presents 
huge commercial and revenue 
opportunities for the industry, it also 
creates significant risk. The issues 
faced by esports are not dissimilar to 
that of many traditional sports: on 
one hand, there are a vast number 
of extremely well paid players at 
the top level. On the other hand, 
players are paid very little lower 
down the esports food chain, yet 

betting markets still exist. The reality 
is that these players are ripe for 
manipulation. 

Doping. Traditional sports have 
become accustomed to athletes 
taking performance-enhancing drugs 
to gain a competitive advantage, 
and esports is no different. There 
have already been a number of 
controversies surrounding high-
profile players and teams being 
linked to illegal or banned substances 
which, it is suggested, enhance 
performance. Ritalin and Adderall, 
and cognitive enhancement 
substances, are unsurprisingly 
associated with esports, where 
performance relies on a player’s 
alertness, ability to concentrate and 
hand-to-eye-coordination. The 
challenge in the coming months and 
years will be whether there is enough 
appetite from the (games) publishers 
and/or league organisers to devote 
resources to put in place a robust 
anti-doping framework. The ESIC is 
already working on developing an 
anti-doping policy that could apply 
uniformly across all leagues. 

Skin gambling. ‘Skin’ or ‘item’ 
gambling is effectively betting on 
the outcomes of esports matches by 
risking virtual, in-game items or 
assets known as ‘skins’. Skins are 
essentially accessories for weaponry 
in games like CS:GO (Counter-
Strike: Global Offensive) and Dota. 
Individuals can purchase these skins 
for cash and subsequently place bets 
in online forums, such as CS:GO 
Lounge (a Counter-Strike wagering 
and item-trading website). These 
skins maintain a cash value. Though 
the game-makers essentially retain 
ownership of the skins, an entire 
economy has been built around the 
buying and selling of skins which, 
just like real currency, change 
in value. Skin gambling is a fast-
track way to quickly acquire the 
most desirable skins with a view 
to achieving greater status and/or 
cashing in for real money. 

Player welfare issues. In the wider 
esports context, the players (or the 
cyber-athletes) need to be viewed 
as the product and should be given a 
voice within the industry; their rights 
need to be given sufficient protection. 
A number of leagues have in place 
minimum terms of player contracts, 
which is positive, but the reality 
is there are concerns with some 
competitions around salary caps, cost 
controls and salary transparency, 
as well as inducements/poaching 
and contractual stability. There 
is also a lack of consistency in 
approach around whether players 
are independent contractors or 
employees of their respective teams. 
Players are transferring between 
clubs for, in some cases, significant 
sums of money. Given how nuanced 
and new the industry is, however, 
there is as yet no framework or 
structure around how transfers are 
regulated (unlike most traditional 
sports). This presents another real 
challenge for leagues, teams, agents, 
players and the industry more 
broadly.

MTF: What can esports 
stakeholders learn from traditional 
sport, and equally what can 
traditional sport take from esports?

Sheridans: There is every chance 
that traditional sport has looked 
at esports’ digital viewership 
and recognised that commercial 
success arises not just from ‘on-
field’ performance but also ‘online’ 
performance. Esports teams, leagues 
and players are content businesses 
and entertainment brands in their 
own right by virtue of being creators 
of innovative content in a digitally 
native society. 

Traditional sports stakeholders 
are in many ways playing catch-
up in that regard (albeit many are 
catching up pretty quickly). The fact 
that esports has been so successful 
without needing traditional 
broadcast channels has perhaps 
made a number of traditional sports 
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(particularly smaller sports who 
aren’t able to command big rights 
fees, or any rights fees for that 
matter) sit up and take notice. 

There is also a great deal esports 
can learn from traditional sports. 
Elite performance is one area; and 
the importance of a more structured 
schedule is another. Esports can also 
learn from what traditional sport has 
struggled with and not yet got right, 
i.e. good governance and integrity.

MTF: The esports landscape is 
widely acknowledged as being quite 
fragmented. Is this an opportunity or 
barrier to entry for sponsorship and 
broadcast investment?

Sheridans: The lack of structure 
and uniformity means that in a sense 
there are fewer barriers to entry. 
This presents great opportunities 
for savvy commercial investors to 
come in and ‘land grab’, provided 
they have a sufficient understanding 
of where and how they will position 
themselves within the industry and 
the narrative that they intend to 
build. This is one of the drivers for 
broadcasters entering the industry 
as content creators. In principle, 
you can host an esports event and 
immediately connect with a global 
demographic by broadcasting online. 

At the same time, however, there 
are undoubted challenges. The 
lack of consistency in scheduling 
of major events and the difficulties 
in ultimately establishing what the 
leading events are and when they are 
taking place is a concern for sponsors, 
who need to understand who they are 
connecting with and how exactly 
they intend to build their narrative. 

The fragmented nature of 
the landscape means (esports) 
broadcasters may decide to take a 
different route than what is akin to 
traditional sports (i.e. the concept 
of a broadcaster paying a rights fee 
to secure exclusive content), this 
time as content creators (a recent 
example being Turner Sports/TBS 
and the ELEAGUE). The underlying 

challenge for traditional broadcasters 
is that broadly speaking, consumers 
of esports, in a digitally native 
generation, simply don’t consume 
content via a traditional linear 
broadcast. The commercialisation 
of traditional sports revolves around 
exclusivity and traditional broadcast 
channels. However, for these reasons, 
that does not necessarily translate to 
esports.

MTF: What should we take 
from the recent interest shown 
by traditional sports clubs and 
franchises, in particular within 
football, to esports?

Sheridans: The incentive of 
engaging with a younger audience 
and tapping into an extremely 
valuable demographic means that in 
many ways it has been no surprise 
to see traditional sports clubs, in 
particular within football, involving 
themselves within esports – whether 
it be establishing an actual presence 
within the industry, or merely 
dipping their toes in it as part of a 
marketing strategy.

It is important, however, to 
draw a distinction between the 
differing approaches various clubs 
and franchises have taken. European 
football clubs such as Wolfsburg in 
the German Bundesliga, Manchester 
City and West Ham in England’s 
Premier League, and Ajax in the 
Dutch Eredivisie have recently led the 
way in signing esports players.

In a digital world, the ability to 
create new and innovative content 
in order to engage new fans, and in 
particular young fans, is a hugely 
valuable marketing tool. These 
esports players are live streaming 
on Twitch and making videos on 
YouTube, which is a clever means of 
enhancing a club’s digital offering. 
We would question, however, 
whether this amounts to an entry 
into the market and the establishing 
of an actual presence within the 
whole industry.

German football club FC Schalke 

04, for example, has gone a step 
further by having a fully functioning 
European League of Legends 
team which competes in esports 
tournaments. The driver here has 
been the opportunity to enhance 
your own brand through having a 
presence within the esports industry, 
a cross-pollination of audiences, and 
the complementary revenue stream 
that comes with that. 

Perhaps the most groundbreaking 
deal to date, however, is the 
recent purchase by NBA team the 
Philadelphia 76ers of two esports 
teams (Dignitas and Apex), the first 
time a traditional sports franchise 
has actually owned an esports team. 
Many in the industry expect this 
to become a trend. If this proves 
to be the case, this creates a whole 
new layer of opportunity, challenge 
and debate for the industry and its 
stakeholders.

THE AUTHORS

Tahir Basheer 
Lawyer and Partner, Digital 
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Streaming media has radically shifted the way consumers access music 
(Spotify) and TV (Netflix). But they are still recognised as music and TV. In 
the gaming sector, streaming gave birth to esports, a new competitive 
beast that has bitten bits off the primetime TV viewing format and 
broadcast storytelling. Legal experts at London-based Sheridans answer 
must-ask questions about what type of media and entertainment esports 
is, and what rights do interested parties need to protect.

Next Gen (e)Sports

S
treaming is at the heart of the esports 
ecosystem and has, without question, been 
a major driver in the commercial success of 
esports over the past few years. 

Various channels/platforms like Twitch, 
Activision’s MLG.tv, YouTube, Hitbox.

tv and Azubu stream live esports events to millions of 
viewers worldwide, on a free-to-view ad funded basis. 

Streaming has firmly consolidated esports and the 
games, teams and personalities involved in the public 
consciousness. However, as esports develops into a 
commercial proposition, the question remains whether 
the current lack of a traditional media rights market (and 
the significant revenues that could be derived from it) is 
holding esports, and its stakeholders, back from fulfilling 
its undoubted commercial potential.

Digital democratisation 
The success and proliferation of streaming has also led to 
a democratisation of content. Unlike traditional sports, 
where exclusive arrangements place power in the hands 
of the rights holders, the esports ecosystem has placed the 
creation of content, and the ability to commercialise that 
content, in the hands of many. 

While this freedom of engagement and 
commercialisation is undoubtedly embedded in the DNA 
of esports, we may begin to see rights holders (whether 
that is the game publishers, tournament/league organisers 
or teams) moving away from the current democratised 
and free-to-view model to more of a hybrid of free-to-
view and subscription (often termed a ‘freemium’ basis).

Future gazing into how the esports market may look 
in 12 to 24 months’ time is no easy task. For example, 
12 months ago you would be hard pressed to have 
predicted that a top flight football club, Germany’s FC 
Schalke 04, would have a team in the League of Legends 
Championship Series or that an NBA team in the US, the 
Philadelphia 76ers, would purchase Team Dignitas and 
Team Apex. 

The broadcast TV test 

It is also true that while esports has the undoubted benefit 
of being a digitally-native proposition, something that 
nearly all traditional sports are striving to achieve, it 
realises (or at least should realise) that traditional TV 
broadcasters can still play an important role in giving it 
mainstream credibility. 

We already have examples of how TV broadcasters 

esports' ecosystem:
The Media Rights

feature
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can bring esports successfully onto terrestrial TV. For 
example, Time Warner’s Turner Sports has recently 
broadcast ECS Season One in over 35 countries around the 
world and ESPN has covered the Dota 2 competition, The 
International. 

It is not as if the esports industry will (or should) look 
to re-invent the wheel: the benefits of the free-to-view 
model and digital focus are clear. Indeed, the relative 
success of introducing TV broadcasters into esports is 
in no small part due to the fact that the content was also 
available on the traditional streaming platforms, such as 
Twitch.

However, as the esports market consolidates, the 
opportunity to package and sell exclusive broadcast rights 
to media platforms (which is the bedrock of traditional 
sports broadcasting) is likely to occur. There will be a 
delicate balance for esports to strike between the role and 
involvement of sponsors, and specifically the desire to 
attract non-endemic brands, with the desire to create a 
profitable media rights market. 

Brands’ blessings
In the short term, these two commercial strands may 
pull the esports industry in opposite ways. On the 
one hand, the ability of esports to attract significant 
sponsorship from non-endemic brands is seen as being 
a key component in its advancement as a commercial 
proposition.  
Sponsorship constitutes the major revenue stream in 
the market, which on the whole has been limited to the 
involvement of endemic brands. The involvement of other 
sectors, such as banking and finance, insurance, aviation 
and fashion, would increase the revenue derived from 
sponsorship. 

However, many believe that the attraction of esports 
to these sectors is the ability to tap into a demographic, 
namely the millennials and centennials, that they have, 
as of yet, failed to get exposure to. It is arguable that a 
transition from a free-to-view model of broadcasting to 
a hybrid freemium/subscription model may deter these 
non-endemic brands as they may see their exposure to 
this demographic as being inhibited by a paywall.

While this suggestion may hold some weight, it is also 
true that the core esports enthusiasts are typically young, 
successful, employed and, according to a recent report by 
Newzoo, on a higher-than-average income.  
Indeed, looking at this demographics’ consumption of 
other mediums of entertainment we can see that they are 
prepared to spend money on having immediate, exclusive 
and high quality digital content through subscription 
services such as Netflix and Spotify.

Therefore, while the gradual introduction of 
a subscription model may cause an initial ripple 
of discontent within the esports community, the 
consumption habits of the core esports demographic 

suggests that they would, provided the content warrants 
it, be prepared to pay for access.

Monetisation matters 

The ability for esports to successfully transition from a 
free-to-view model to a hybrid freemium/subscription 
model is not necessarily going to be an easy one. You only 
need to look at the music industry, and the difficulties it is 
facing in monetising a subscription model within a ‘free-
to-listen’ landscape.  
Furthermore, should the hybrid model begin to gain 
traction, you would expect the relevant games publishers, 
as the owners of the underlying intellectual property in 
the games (who, with the exception of Riot, have taken 
a relatively passive approach to date), to also become 
actively involved and expect to participate in the media 
rights revenues.

While there are clearly hurdles to overcome, it is 
important for the future sustainability of the ecosystem 
and the stakeholders within it that esports broadcasting is 
monetised. Indeed, if the current status quo is upheld, and 
one platform (namely Twitch) continues to host the vast 
majority of esports content, then the industry could well 
find itself beholden to an incumbent monopolist that holds 
too much power and influence. 

Whichever way the media rights market goes, it cannot 
stay as it currently is where, to take a traditional sport 
analogy, you can access FA Premier League, Champions 
League and World Cup content on one platform for free. 
It is, of course, highly unlikely that esports media rights 
revenues will ever compete with top-level traditional 
sport. But if it were able to demand even a tiny fraction of 
those revenues, then you imagine that it would go some 
way to unlocking esports’ commercial potential.

The authors: 

Tahir Basheer – Lawyer 
and Partner, Digital 
Media and Esports, 
Sheridans

Chris Paget – Lawyer, 
Sports and Esports, 
Sheridans
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Jankos the Jungler (H2K) 
Profile of an esports player

U p until 2013 Jankos (real name Marcin 
Jankowski), who plays the role of 
“Jungle” in the highly rated UK-based 

esports organisation H2K Gaming, was a chef. An 
amateur when he won his first League of Legends 
tournament, he brought the culinary profession’s 
competitive heat to his part in the world of action-
packed gaming.

He was soon ranked by sports TV giant ESPN 
as the fifth best “jungler” in the world – an 
indispensible free-roaming player who assists 
teammates to help them get ahead of their opponent 
and kill monsters to accrue fighting resources.

He joined H2K, which has been active in esports 
since 2003, in late 2015.

Influenced by the spirited style of player 
HotShotGG (George Georgallidis), founder of US 
esports organisation Counter Logic Gaming, and 
watching other professional gamers, Jankos admits 
that he became competitive early on as “losing 
made me mad and upset at the same time”. 

How does he stay fit in between competitions? “I 
usually manage to get to the gym around five times 
a week. It is very important to maintain a healthy 
lifestyle while gaming because sometimes the stress 
of the next match can be overwhelming.”

Jankos takes time out to talk to MediaTainment 
Finance about life as a professional esports athlete.

Age: 21  Place of birth: Poznan, Poland  

What was your first-ever competition, where and when? 
“My first-ever competition took place in Krakow, Poland 
in 2013. Back then I was only amateur player who tried his 
strength in low-tier tournaments.”

When did you first realise you wanted to take up esports as 
a competitive player? “When I saw all those professionals 
playing their hearts out on stage and trying to be the best in 
the game I loved.” 

Achievements at tournaments to date? “They include 
DreamHack Bucharest 2013 – First Prize; DreamHack Winter 
2013 – Second; Cypersport League 2013 – First; and 2016 EU 
LCS Summer - Third” 

How do you train in between competitions? “We play other 
teams from the European League; about six hours a day of 
practice alongside analyses.”

How do you relax in between competitions? “I have a great 
appreciation for different cuisines and I make sure I try out as 
many different kinds of food as I can whenever I am visiting a 
town. Recently, while I was in a Korean bootcamp, I enjoyed 
trying a sort of melon with ice cream in it. It was really, really 
tasty.”
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M
ark Gemmell 
(right), the British 
entrepreneur 
and promoter 
of sustainable 

transport technology, is ready to shift 
(e)motorsports (electric motorsports) 
into top gear next year with the 
launch of the Electric GT World Series 
championship.

He is the co-founder and CEO of 
Madrid-based Electric GT Holdings 
Inc., the company behind this 
new international competition 
targeted at what he calls the “Energy 
generation”.

Fans of mega motorsports events 
like Formula One and NASCAR 

include petrol heads who love 
the combustion engine’s ear-
splitting noise, acidic smells and 
fumes as competitors whizz past 
the chequered flags. The “Energy 
generation” (as Electric GT calls 
them), on the other hand, tend to 
be digital natives conscious of the 
harm that might be doing to their 
environment.

The high-velocity Electric GT 
championship will take place in only 
100% battery-powered electric cars 
that leave cleaner air and quieter 
surroundings in their wake. 

Gemmell believes this is key to 
the future of motor racing as sport 
entertainment and as intellectual 
property for sports media owners. 

“If we’re appealing to young 
people and showing the way forward, 
we hope this will be entertainment 
content that will also appeal to media 
owners,” he told MediaTainment 
Finance in October at Sportel, 
the Monte Carlo-based trade fair 
dedicated to the buying and selling of 
sports rights.

Described as the “first ever 
100% zero emissions super car GT 
championship”, the first season of 
Electric GT will feature 10 teams and 
20 drivers competing in 60km races 
during both the day and night time 
on seven existing circuits in Europe.

Future plans include conquering 
North America, Latin America and 
the Middle East. 

Among Electric GT’s first wave of 
experienced drivers is Italy’s Vicky 
Piria, whose track record includes 
the GP3 Series, which is considered 
a training ground for qualification to 
Formula One. Also on the roster is 
Dani Clos, the Spanish GP2 Series race 
winner and former Formula One test 
driver.

The Tesla drive
Like Formula One, the Electric GT 
is endorsed by the FIA (Fédération 
Internationale de l’Automobile), 
international auto racing’s governing 
body. It also has the support of the 
RFEDA (the Royal Spanish Motorsport 

Baby, you can 
drive my electric 
car - it is the 
future of motor 
racing 
Glamorous events like Formula One, NASCAR and IndyCar 
have made a fortune from high-performance cars fuelled 
by petrol and combustion engines. But as global warming 
threatens the Earth’s wellbeing, zero-emission electric 
cars could be the answer to motor racing’s evolution. 
Tech-focused and data-centric Electric GT and Formula 
E are the next-generation motorsports championships 
embracing electric vehicles 2.0 and even 3.0.
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Federation). One of its biggest fans is 
Albert II, prince of Monaco, a major 
advocate of electric automobiles.

Crucially, Electric GT is backed 
by the pioneering California-based 
Tesla Motors, the only carmaker 
specialising in high-performance GT 
(Gran Turismo) electric vehicles.

The powerful Tesla Model S, the 
fastest growing electric-car brand, is 
capable of accelerating from 0 to 60 
mph in just over 3 seconds.

Although the international market 
share of electric vehicles is still small 
compared to petrol-powered cars, 
Electric GT is hoping the market will 
soon be boosted by what Gemmell 
calls “Tesla Killers”. 

These are the high-end electric 
cars that existing giant auto brands 
like Volkswagen, Mercedes-Benz, 
Citroën, Aston Martin and Audi, 
among others, plan to bring out to 
challenge Tesla and grow the sector 
during the process.

And as the Electric GT race-
prepared cars will look identical to 
the on-the-road commercial electric 
vehicles people will see on the streets, 
the series expects to gain a mass 
following quickly.

“Motor racing was originally 
designed to show what the 
participating vehicles and their 
technology were capable of doing 
before they became major consumer 

brands,” he says. “That is what 
Electric GT and Formula E are also 
doing. We’re using commercially 
available electric cars coming off the 
(factories’) production lines.”

The age of cars 2.0
When the inaugural Electric GT 
takes place next year, it will make 
sense to the average digitally weaned 
consumer. In the era of powerful 
smartphones, new autos entering 
the market are effectively computers 
on wheels with the interior 
technology, which now includes 
Artificial Intelligence, arguably more 
important than the exterior design.

Electric GT cars will come with 
Internet-connected dashboards 
constantly delivering race-related 
data, plus high-tech cameras 
linking drivers to streaming video 
platforms. Fans will be able to watch 
on YouTube, video-games platform 
Twitch and live-video app Periscope.

“The idea of gathering data from 
the car, the ability to interact with 
the driver and tying that into live 
races online will appeal to young 
sports and esports fans.”

Gemmell accepts there will be 
serious bumps on the road leading to 
his ambition. 

“At the moment, it seems 
many people are not sure about 
electric cars in motor racing, and 

existing established races are tied 
into the business of the traditional 
manufacturers,” he adds. 

“But we’ve made changes to 
these cars to make them even faster, 
such as removing 500kg from 
the interiors, leading to weight 
reduction.”

Getting a break
Another hurdle to overcome is the 
time it takes to break off at pit stops 
to recharge the cars’ batteries, which 
are still not powerful enough to last 
an entire race. Tesla’s new Model 
3, scheduled to launch next year, is 
reportedly able to travel 200-plus 
miles before needing to be recharged. 

Gemmell notes: “There’s been 
fantastic advances in recharge speeds. 
The Tesla can be fully recharged 
swiftly. And battery swaps at pit 
stops should get to Formula One 
levels soon.”

Also, the batteries’ costs are 
falling. A report by Bloomberg New 
Energy Finance, which predicts 
global consumer purchases of electric 
vehicles will reach 41 million units by 
2040, states the required Lithium-ion 
battery costs have dropped 65% since 
2010 and will continue to go down.

The Electric GT value
US-based BCC Research predicts 
the global market for dedicated and 

Electric GT 
driver Dani 
Clos

Electric GT 
driver Vicky 
Piria
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hybrid electric vehicles (including 
cars, motorbikes and vans) will be 
worth about US$110bn by 2019. 

The competitive motorsports 
business is forecast by India-based 
IndustryARC to soar at a compound 
annual growth rate of 9.6% to 
US$6.5bn by 2022.

And recently, US conglomerate 
Liberty Media agreed to spend 
US$4.4bn to gain control over the 
company that owns the Formula One 
Championship, the world’s biggest 
autosports competition.

Electric GT plans to exploit such 
developments to create a valuable 
digitally driven intellectual property. 

As a consumer brand, additional 
media and circuit entertainment 
events will support the Electric GT 
during the races, Gemmell says. 

“We know there will be electric 
karting, electric street and motorbike 
races, electric rallies, and a series of 
music, dance and acrobatic shows 
to keep people entertained during 
and between events. Sound and light 
will play a very big part in the shows, 
especially in the evening race.” 

As a business-to-business 
offering, it will spearhead debates 
about sustainable energy. “In the 
paddock, there will be a TED-style 

conference held in a circular marquee 
and a large tech showcase to allow 
our partners to exhibit relevant 
technologies and products around 
renewable energy generation, storage 
and consumption,” he adds.

The investment value
Instead of spending money on 
bespoke cars and circuits, Electric 
GT’s management is using existing 
infrastructures, including traditional 
circuits like Germany’s Nurburgring 
and Brands Hatch in the UK. 

Gemmell says there is no need 
to overspend to make this venture 
work. 

“Several motor racing 
championships could find £50m to 
launch a series. But that gets you into 
the habit of spending money instead 
of earning it. It’s wise to understand 
where the money is going to come 
from early on and how you’re going 
to sustain the business long term.”
Investors should also be assured of 
Electric GT’s potential by looking at 
the success of another electric-car 
race: the Formula E Championship.

Formula E’s evolution
Also licensed by the FIA and run by 
CEO Alejandro Agag, the Spanish 

entrepreneur and former politician, 
Formula E launched in 2014 with the 
first ePrix race taking place in Beijing. 

While Electric GT drivers will use 
high-end commercial vehicles on 
standard race circuits, Formula E cars 
are bespoke and are driven on closed-
off temporary streets specially built 
in city centres. 

This season, Formula E’s third, 
sees 20 electric cars participating in 
12 races. It kicked off in Hong Kong 
in October, followed by Marrakesh 
(its first African outing) in November. 
The next race is in Buenos Aires in 
February and the season will end in 
New York and Montreal in July.

TV coverage is still nowhere near 
the ubiquity of Formula One, but 
currently includes US’ Fox Sports, the 
UK's Channel 5, and TV Asahi in Japan. 

Global brands such as Virgin, 
Panasonic and Renault are associated 
with Formula E teams. Its drivers 
include Nicolas Prost, son of French 
Formula One legend Alain Prost, 
who co-owns the Renault e.dams 
team. Another driver is Nelson Piquet 
Jr., whose father was a three-time 
Formula One world champion.

Formula E is already garnering 
high-profile media coverage for its 
adrenaline-charged glitz, stylishness 
and sexiness.

It has even produced Ice Drive, 
a documentary feature film about 
one of its cars being driven on the 
world’s second largest ice sheet on 
Greenland’s coastline in a bid to 
show why environmentally friendly 
electric cars matter. 

Agag is reported as saying it might 
even persuade global-warming 
sceptics like the US president-elect 
Donald Trump to consider why zero-
emission vehicles are good for the 
planet. 

Cars 2.0 and 3.0
Formula E’s organisers likewise want 
to capitalise on new technologies that 
could take competitive motor racing 
into new domains. 

It has launched its own esports 
(competitive video games) event, The 

Competitive 
motorsports will 
be worth $6.5bn 
by 2022 
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Road to Vegas Challenge, in which 
esports players are invited to compete 
against each other on computers in 
a virtual version of the Formula E 
racing tracks. 

Players with the best scores will 
earn the chance to compete against 
real Formula E racing drivers in 
another esports contest, the Visa 
Vegas eRace, in January. The top cash 
prize is US$200,000.

Additionally, Formula E cars come 
installed with 360-degree Virtual 
Reality cameras. 

It is part of an experiment to offer 
fans an immersive experience of the 
race by watching it from the driver’s 
exact point of view.

Then, there is the planned 
Roborace competition. Currently still 
being tested, it features driverless 
cars competing on Formula E circuits.

The founders of both Formula E 
and Electric GT believe their events 
will ensure motorsports thrives in 
an increasingly environmentally 
conscious future that Gemmell calls 
the “Age of Light”. 

With business partner Augustin 
Payá, a professional racing driver who 
has been using only zero-emission 
cars since 2009, Gemmell hopes 
the Electric GT championship will 
eventually rely on only solar and 
wind power for energy. 

As he says: “We hope to inspire 
young people to try harder and be 
positive about what they are looking 
for in this world.”

Creative Commentaries: Next Gen (e)Sports

Sales of electric cars 
will reach 41 million 
units by 2040

Scene from feature 
documentary Ice Drive: 
Formula E's homage to 
electric cars and their place 
in our environment

Prince Albert of Monaco, an 
advocate of electric cars, 
chats to Electric GT boss 
Mark Gemmell
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Next Gen (e)Sports

D
eep-pocket investments and the 
creative use of digital media tech 
have catapulted Eurosport, the pan-
European pay-TV broadcaster, from 
the second division of sports-rights 
buyers to the top-level league.

Launched in 1989, the Paris-headquartered network 
had spent decades satisfied with the secondary rights to 
international football, athletics and other big-time sports. 

But Discovery Communications, the NASDAQ-listed 
US media conglomerate, took over Eurosport Group from 
Euronext-quoted French media venture TF1 Group, last 
year, for €491m (US$521m). Since then, a more driven 
Eurosport has been hailed as the “ESPN of Europe” and 
the “Netflix of Sports”, in addition to its own slogan, “The 
number one sports destination in Europe”.

The venture has successfully competed against Europe’s 
leading sports-centric public and commercial broadcasters 
to win some of the crown jewels in the region’s sports 
coverage, including the Olympics and Germany’s top-tier 
Bundesliga football.

Olympics and the hottest rights
Eurosport CEO Peter Hutton (right) attributes these 

feats to the commitment of Discovery, which made its 

fortune from offering the best in international TV factual 
entertainment, to owning the best in TV sports.

“Discovery wanted must-have content and Eurosport 
had very few exclusive rights. So we decided to take 
a gamble and invest heavily,” he says. “Although our 
network had reach and history, it did not have an 
emotional connection with sports fans. Now, we want to 
be clear who we are. We’ve got to offer more immersive 
experiences and that means covering events bigger, better, 
properly and 
scheduling them 
at the right time.”

Eurosport 
has gone on to 
win the €1.6bn 
(US$1.4bn) 
European TV 
rights (apart 
from Russia) to 
the Summer and 
Winter Olympic 
Games from 
2018 (from 2022 
in France and 
the UK) until 
2024. It is the 

Eurosport

feature

the experienced but hungry new 
kid on the rights acquisition block
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first network to win all media rights (free-to-air, pay-TV, 
online and mobile) Europe-wide as they had been split on a 
country-by-country basis.

Eurosport has ended the News Corporation-owned Sky 
Deutschland’s exclusive rights to live Bundesliga football 
in Germany. For four years starting with the 2017-18 
season, it gains a share (albeit a minority one) of the €4.6bn 
(US$4.9bn) live-coverage rights.

A competitive stance during rights negotiations has 
yielded more big-money events. 

From 2017, Eurosport will be offering live coverage of 
all four Grand Slam Tennis tournaments (Wimbledon, the 
US Open, the Australian Open and France’s Roland Garros) 
in 25 European countries. That includes the men’s and 

women’s Singles finals 
at the Wimbledon 
Championships in the 
UK for the first time. 
Similar deals have also 
given the network 
access to high-profile 
European athletics and 
international snooker.

International reach
In addition to a regional network that reaches 151 million 

European homes in 20 languages in 54 countries, it delivers 
relevant popular national events on the local and regional 
editions in the UK, France, Germany, Italy, Poland, the 
Nordic region and Asia-Pacific.

Most of its agreements include the digital rights, 
meaning they can be watched live and on demand on 
Eurosport’s dedicated online digital player, its multi-
territory websites and its mobile app.

So while Eurosport still does not have the multi billion-
dollar English Premier League football, the NFL’s American 
football or the FIFA World Cup, there appear to be few 
limits to its aspirations. “We would like to be the exclusive 
home for the Tour de France,” Hutton declares.

And, in future, we should not be surprised to hear 
Eurosport linked to the very pricey media rights for 
Formula 1, the world’s biggest motor racing competition. 
That now belongs to US TV colossus Liberty Media, 
whose owner John Malone has a 10% stake in Discovery, 
Eurosport’s owner.

The FTA challenge
As a new entrant into the domains of major sports rights, 

Eurosport does face obstacles.
For example, the International Olympic Committee 

insists live coverage of the Olympics must include free-
to-air (FTA) channels, which the subscription-funded 
Eurosport is not. So in future, it has to collaborate with the 
BBC, an FTA broadcaster, to show the event in the UK. 

Working with Discovery’s expansive international 

network of channels, Eurosport is confident it will be able 
to clinch the necessary broadcast partnerships in Europe to 
fulfil its commitment to transmit a minimum of 200 hours 
of the Summer Games and at least 100 hours of the Winter 
Games on FTA platforms.

“The amount of money we’ve spent on production has 
gone through the roof and doubled in the past two years. 
We’re going to spend heavily around the Olympics, so we 
might have to double the production budget again. For us, 
it’s about showing more minutes of the Olympics to more 
people,” Hutton says.

Bids that go stir crazy
He insists that Eurosport’s goals do not mean going 

crazy paying for exclusive rights. There are rumours that 
it is going after some of the live English Premier League 
games, which are currently valued at an astronomical €2bn 
($2.1bn) a year.

“You need to fight achievable battles. People can get 
carried away buying the sport by bidding ridiculous 
amounts to retain the rights,” he states. “I don’t want big 
headline football unless there’s a sensible financial strategy 
behind it.”

Digital delivery
In September, Eurosport announced the appointment 

of Ralph Rivera, the former digital boss at UK public 
broadcaster BBC, as Executive Vice President/Managing 
Director Eurosport Digital. 

His brief is to build Eurosport’s digital assets into 
the region’s most powerful sports-content distribution 
platforms.

CEO Peter Hutton is very likely to involve Rivera in the 
company’s assessment of next-generation sports such 
as drone racing, Formula E motor racing and esports (as 
competitive video-gaming is called).

“It is important that we review all rights properties that 
are out there and see what really works for us,” Hutton 
says. “Formula E is a property that Discovery as a group 
has taken an interest in due to the potential it sees in the 
sport. It ticks the right boxes in terms of green technology 
investment and we are interested to see where it goes.”

 He continues: “Beyond any one sport, we analyse and 
consider a wide range of properties and projects – as diverse 
as drone racing to esports. Looking to the future, we look 
to work with our federation partners on developing new 
content and also hold rights for Virtual Reality content as 
part of our Olympic Games agreement.”

But despite the digital developments in the global 
market, Hutton insists the company should never lose 
sight of its foremost mission.  He says: “It is important to 
underline that the transformation and continued growth of 
the Eurosport business is driven by more premium, more 
local and more exclusive live sport from the biggest events 
around the world.”

Winter sports on Eurosport
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MTF Diary

Las Vegas: International CES
5-8 January 2017
S Las Vegas Convention Center
Organised by Consumer Technology 
Association 
About Major international showcase 
of innovation in consumer 
hardware, software, media tech  and 
delivery platforms
j  https://www.ces.tech

Berlin: The Berlinale 
9-19 February 2017
S Berlinale Palast
Organised by Internationale 
Filmfestspiele Berlin
About The Berlin International Film 
festival, still ranked among the top
3 film festivals, celebrates its 66th 
edition
j www.berlinale.de

Los Angeles: Grammy Awards
12 February 2017
S Staples Center
Organised by The Recording Academy
About The 59th edition of the music 
industry’s equivalent of the Oscar 
awards
j www.grammy.org

Cannes: Esports BAR
15-17 February 2017
S Radisson Blu Hotel
Organised by Reed MIDEM
About The world’s first international 
networking hub where media 
owners, brands and investors can do 
business in the world of esports 
j http://www.the-esports-bar.com

London: ILMC 29
8-10 March 2017
S Royal Garden Hotel
Organised by International Live Music 
Conference
About Largest annual gathering 
dedicated to the  global live music 
business
j http://www.ilmc.com

Austin, Texas: SXSW (South By 
Southwest)
10-19 March 2017
S Various venues
Organised by SXSW, LLC
About Annual celebration of all 
things innovative in film, interactive 
media and music
j https://www.sxsw.com

New York: Music 4.5 – The Value Gap 
29 March 2017
S Reed Smith Offices
Organised by 2 Pears
About The US edition of the European 
conference series focusing on the 
latest topics impacting the global 
music industry
j http://www.music4point5.com 

Cannes: MIPTV
3-6 April 2017
S Palais des Festivals
Organised by Reed MIDEM
About Where producers, 
broadcasters and digital media 
companies gather to strike major 
deals in TV entertainment 
j http://www.miptv.com

Cannes: Cannes Film Festival
17-28 May 2017
S Palais des Festivals
Organised by Festival de Cannes
About The 70th anniversary of the 
world’s most iconic film festival
jhttp://www.festival-cannes.com

Hangzhou: MIP China
23-25 May 2017
S To be confirmed
Organised by Reed MIDEM
About The inaugural summit that 
brings together international and 
Chinese content creators seeking 
collaborators for TV and video
production 
j http://www.mip-china.com

London: London Festival of 
Architecture 
1-30 June, 2017
S Various venues
Organised by RIBA London; New 
London Architecture;
The Architecture Foundation
About The annual celebration of 
architectural experimentation
j http://www.
londonfestivalofarchitecture.org

Cannes: MIDEM
6-9 June 2017
S Palais des Festivals
Organised by Reed MIDEM
About The place to be if you work 
in the international recording, 
publishing and other sectors related 
to the music business
j http://www.midem.com

Cannes: Cannes Lions International 
Festival of Creativity 
17-24 June 2017
S Palais des Festivals
Organised by Ascential Events
About The most significant global 
gathering about the future of 
marketing for ad agencies, brands
and tech innovators
j https://www.canneslions.com

Edinburgh: The Edinburgh Festival 
Fringe 
4-28 August 2017
S Various venues
Organised by Edinburgh Festival 
Fringe Society
About The world’s largest arts festival 
j https://www.edfringe.com 

Monte Carlo: Sportel
23-26 October 2017
S Grimaldi Forum
Organised by Monaco Mediax
About The international conference 
dedicated to media rights owners of 
the world’s biggest sports events 
j http://www.sportelmonaco.com
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ESPORTS:
are you game
for 
business?

Welcome to Esports Bar
The fi rst international B2B matchmaking event 100% dedicated to 
esports.
A chance to get face to face with the very best of esports companies 
to negotiate sponsoring, broadcasting or licensing deals and 
connect with a growing and passionate digital audience

Cannes – 15/17 February 2017

Join the club
www.the-esports-bar.com

BARtender@reedmidem.com

Interactive Advertisement - click for more info
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