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Abstract

The professional e-sports industry has rapidly evolved from a recreational activity into
a core component of the global digital sports economy, where sponsorship revenue constitutes
the primary financial pillar for e-sports organizations. Despite the growing audience size in
Thailand, many professional e-sports clubs continue to struggle to attract sponsorships,
particularly from non-endemic brands that remain hesitant due to unclear return on
investment (ROI) and concerns regarding brand safety. This conceptual research article aims to
develop a strategic framework that explains how brand value creation and competitive
advantage influence sponsorship decision-making in the Thai professional e-sports industry.
Drawing upon theories of sport brand equity, value co-creation, and competitive advantage,
this study synthesizes existing literature to identify critical factors that shape sponsorship
attractiveness beyond competitive performance alone. The analysis suggests that sustainable
sponsorship acquisition depends on e-sports organizations’ ability to transform their fan base

into a highly engaged community, co-create brand narratives through authentic content
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integration, and leverage data analytics to demonstrate measurable business outcomes. The
proposed conceptual framework offers both theoretical contributions to sport marketing
literature and practical insights for e-sports organizations seeking long-term, strategic

partnerships with non-endemic sponsors.

Keywords: Brand Value Co-creation, Competitive Advantage, Esports Industry, Sports

Sponsorship, Non-Endemic Brands
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