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The impression of eSports in Japan: An exploratory online survey
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Abstract

This study investigated the impression of eSports in Japan through an online survey
involving 102 participants (58 men, 44 women) recruited from the CrowdWorks, Inc. website.
We obtained data about their demographic characteristics, sports and exercise experience,
game experience, and impression of eSports. We categorized the impressions into three groups
(positive, negative, and neutral) for data analysis. The results revealed that 48.0% of the
participants held a positive impression of eSports. Additionally, a statistically significant
association was found between the impression of eSports and game experience, wherein the
more frequently the participants played the game, the more positive impression of eSports
they held. However, sports and exercise experience was not significantly associated with the
impression of eSports. These results indicate that game experience and sports and exercise
experience had different associations with the impression of eSports. Finally, we proposed a
strategy for promoting eSports using content (e.g., an indoor cycling simulator) that

interconnects eSports and sports.
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