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Abstract : Electronic sports, or just e-sports, boast an exponential growth in the interest of the public and large investors. The
e-sports teams are equal  to classic sports teams,  like football,  since in their  structure they have,  besides the athletes,
administrators, coaches and even doctors. The concept of team games arises with a very strong social interaction, as it is
perceived that users interact with real peers rather than competing with intelligent software. In this sense, electronic games
are established as a sociocultural phenomenon and as multidimensional media. Thus, the research aims to identify the profile
of users and the importance of brands in the Brazilian electronic sports scene, as well as the relationship of consumers (called
fans) with the products and services that occupy the media spaces of the transmissions of sports championships. The research
used  descriptive  quantitative  methodology,  applied  in  different  e-sports  communities,  with  160  respondents.  The  data
collection instrument was a survey containing seven questions, which addressed the profile of the participants and their
perception on the proposed theme in research. Regarding the profile, the age ranged from 17 to 31 years, of which 93.3% were
male and 6.7% female. It was found that 93.3% of the participants had contact with the Brazilian electronic sports scene for at
least 2 years, of which 26.7% played between 6 and 12 hours a week and 46.7% played more than 12 hours a week. In addition,
it was noticed that income was not a deciding factor to enjoy electronic sports games, because the percentage distribution of
participants ranged from 1 to 3 minimum wages (33.3%) and greater than 6 salaries (46.7 %). Regarding the brands, 85.6%
emphasized that brands should support the scenario through sponsorship and publicity and 28.6% are attracted to consume
brands that advertise in e-sports championships.
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