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L
atin America has long been recognized for its global 
role in traditional sectors from mining to agricul-
ture and manufacturing, but the continent holds a 

hidden gem flourishing under the added demand for digi-
tal entertainment: esports. 

In this special report, The Business Year spoke with 
companies leading the competitive gaming revolution in 
the region about the sector’s potential for further growth. 
The report also includes the insight of companies innovat-
ing the way the sector connects with consumers through 
the use of cloud gaming and on-demand platforms that 
democratize access to video games for those with lower 
purchasing power.

Executives emphasized that while the pandemic forcing 
people to stay at home has accelerated growth, it is not the 
only factor behind rising audience numbers as the sector 
has been registering double digit growth for many years. 
But they also conclude that the market is not experienc-
ing a goldrush moment in Latam as its maturity requires 
the creation of an ecosystem with brands, companies, and 
teams as well as investment in infrastructure to reach the 
levels of penetration seen in Asia, Europe, and the US. 
There is also the matter of creating solutions for challenges 

that the region faces such as the low penetration of digital 
payments.

Big strides are being taken, though, with TV Azteca 
Sports, a leading Mexican sports channel, creating a busi-
ness segment completely dedicated to esports. The chan-
nel is on a mission to continue positioning esports in the 
mainstream world and is one of the first to share notes on 
the industry as part of its regular sports news segments.

Mexico is currently the leading video game consumer in 
the region, although when it comes to esports and compet-
itive leagues, Brazil holds the number-one spot. But com-
panies see a bright future for esports in Mexico and its po-
tential to become an entrance point to the Latam market. 
TV Azteca, Riot Games, and Arena the Place to Play showed 
their commitment by investing a total of USD2.5 million to 
open the first esports arena in LATAM and Mexico. 

In all, companies are encouraged by the enthusiasm for 
esports in Latam and investing in hiring regional teams 
and offices. Through this special report, The Business Year 
aims to highlight the key milestones and challenges that 
players in this growing market face, as well as the areas of 
opportunities for collaboration to further magnify their 
presence. ✖
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A WIDE REACH
Raúl  Fernández 
L ATA M  G E N E R A L  M A N A G E R ,
R I O T  G A M E S

played in Latin America. Before that, we used to have a small 
venue within our offices where teams could come to play; how-
ever, we did not have a live audience, and it was restricted in 
terms of the type of content or visual aspect that we could pro-
vide. This did not allow us to have partners that wanted a phys-
ical presence in a stadium to engage with the audience more 
broadly. Now, with our physical space in Cinemex, we have 
created an opportunity to have a live audience. This opens up 
many opportunities for brands and companies that want to in-
vest to do so not only through our broadcast but also physically 
in the venue. That was a significant challenge because we had 
to set up a whole TV studio with cameras, screens, and interac-
tive light work in a set. Most of our team was physically in Chile, 
so we had to bring people to Mexico and coordinate with ven-
dors from Spain, the US, and Chile to come out and do it physi-
cally. That was one of the biggest challenges. The other one was 
in terms of selling what esports could actually bring. There are 
still many taboo issues and a general lack of knowledge about 
esports. We need to educate broadcasters, our audience, and 
the public in general about what esports can actually bring to 
their audience, sponsors, and potential partners as well.

What is the appetite for branding and sponsorship opportunities in the 

Latin American esports market?

We are behind some of the larger markets such as the US, cer-
tain Asian countries, or Europe, but we are starting to get there. 
One of our biggest strategies was setting up a local league and 

What have been your biggest achievements so far?

The most important achievements so far have been consoli-
dating the Latin American leagues and operations in Mexico in 
conjunction with TV Azteca and Cinemex. This has truly opened 
many doors for potential investors and partners as well. It gave 
us the opportunity, for example, to bring Etcetera TV and Señal 
Colombia into the mix and have a signal and content that is in-
teresting enough for large broadcasters around Latin American 
to want to showcase esports alongside other sports. For us, this 
consolidation and partnership with Cinemex and TV Azteca 
have been pivotal to the success of the La Liga Latinoamérica 
de League of Legends (LLA) so far.

What challenges did you face along the way?

There were two major challenges, one of which was the logis-
tical aspect of establishing a physical venue for esports to be 

By partnering with a traditional sports 
broadcasting company, Riot Games was 
able to widely promote esports and be 
considered as an actual sport.

BIO 

Raúl Fernández has a degree in international business from Universidad 
Panamericana and a master's in administration and international business from the 
College of William and Mary in Virginia. He has more than 20 years of experience 
at transnational and European companies. He has been part of the Riot Games team
for five years, where he leads the efforts of the North American and Latin American
region.

ESPORTS IN LATAM SPECIAL REPORT
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the physical venue. We partnered with a traditional sports 
broadcasting company, TV Azteca, which is the leader of sports 
broadcasting locally in Mexico, and we convinced it that es-
ports is a sport. It features us in its sports lineup and it is not 
considered as entertainment but as an actual sport. That has 
been a great validation and has been an important tool when 
we go out to sell esports partnerships or endorsements. That 
has been extremely eye opening for many brands that are still 
wary or hesitant about investing. Once they see our numbers, 
reach, and our partners, they understand it is just another 
sport. It is played on a different platform and in a different 
manner but it is still a sport. In the future one of our goals is to 
take the “e” away from esports and just be considered another 
sport.

What are your main priorities for the coming year when it comes to con-

tinuing the presence of esports in LATAM?

Since we are in a nascent stage and are starting out, we are open 
to everything and reaching to many partners. We want to fo-
cus on brands that are not necessarily endemic or natural to 
the segment and try to convince them to get on board. We are 
heavily focusing on large telecommunication companies that 
have some ties to gaming in general and that could benefit from 
a partnership with a gaming company and an esports league. 
We are focusing on large CPGs as well. The third tier would be 
native sports apparel or sporting goods brands that could help 
us break this stigma or help us break this taboo that esports is 
not a sport. We are focusing on those three in particular.

What challenges do you face in raising the profile of esports in everyday 

life and with everyday brands?

If we continue down the same path of solely talking to only 
endemic brands, this will only reach a very specific and niche 
market, and we will not get our voice out. Our challenge is to 
make esports an everyday topic that people are not afraid to 
express their passion for in general and just a part of life. We 
want this gaming to be a validated hobby for gamers to the out-
side world so they can empathize with others and see brands 
that their parents might like or their other non-gaming friends 
might also identify with. It is a way to validate that experience 
and make them feel that their hobby or passions are not exclud-
ed from the rest of the world. ✖

“There are still many taboo issues 
and a general lack of knowledge 

about esports. We need to educate 
broadcasters, our audience, and 
the public in general about what 

esports can actually bring to their 
audience, sponsors, and potential 

partners as well.”

ESPORTS IN LATAM SPECIAL REPORT
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Martin Blaquier 
H E A D  O F  E S P O R T S  L ATA M ,
R I O T  G A M E S

our local community in Latin America. In doing so, we are also 
making huge investments. We are perhaps the only publisher 
to hold esports finals in venues with over 5,000 cheering fans. 
We will definitely build on that in the coming years.

What are the main reasons behind your 33% growth in the number of 

viewers in 2020?

We are extremely pleased with that figure; it is actually higher 
depending on the channels we look at. On our own channels, 
we have had increases of over 70% depending on what we are 
looking to measure so we are extremely pleased with that. The 
main reason is that we have an extremely competitive league. 
This is a league where anyone can win and that speaks directly 
to our audiences. It has that special Latin flavor that is unique 
compared to the competition, other esports leagues, or other 
League of Legends leagues around the world.

What are your predictions for demand in the coming years after the 

pandemic is over?

It will certainly continue to grow because I do not believe the 
growth in the esports industry is just a result of the pandemic. 
We have seen this growth in the past few years, with rates of 
50-60% YoY. This pandemic has only accelerated that growth. 
We have an amazing and entertaining product and a rising 
ecosystem with teams that have had investments from well-
known celebrities in other sports. Our players are doing great 
and are starting to be rising stars for other leagues as well. As 
a LATAM community, we are extremely competitive and want 
to be the best in the world. We want to watch amazing sports 
experiences, and esports is the future in that sense.

What are the key differentiators of the market in Mexico and Latin 

America compared to the rest of the world?

What impact has the pandemic had on the demand for esports in LA-

TAM?

The quarantine has positively impacted our audiences and 
the number of people that are watching us week after week. 
That does not take away from the fact that growth was already 
on the rise for the past few years. The pandemic has not been 
the only factor that influenced this growth, and we are pleased 
with the entire ecosystem, our partners, the teams, and the au-
diences watching us year after year. In terms of specific strate-
gies to grow, we try to bring the most exciting product and ex-
periences to our players. Our teams are doing a great job, and 
this can be seen especially in terms of how they represented us 
in the world championship in Shanghai. The team represent-
ing Latin America in Worlds 2020 won against one of the Chi-
nese teams even though they were considered the underdog. 
We are just building up our amazing fandom and competitive 
scene in Latin America.

What main added value does Riot Games offer in Latin America com-

pared to other competitors in the market?

A huge part of it is that we are the only main publisher with 
a local office here that has a unique flavor. We hire our team 
from all over the region, which gives us a unique point of view 
and a special way of looking at things to tailor our message to 

THE FUTURE 
OF SPORTS

Riot Games is extremely optimistic about the esports sector, given the 
60% growth seen YoY even before the pandemic.

BIO 

Martín Blaquier, Esports Manager Latam at Riot Games, has over 15 years of 
experience in the entertainment industry, having worked in television, cinema, 
and video games. He was part of the Riot Games team in Chile as content and 
communication manager from 2016 to 2018, and left the company to start esports 
projects in the region. In 2020, he reintegrated himself into the Riot Games team 
in Mexico in his current role. He is in charge of the regional operations and the 
operation of all competitive leagues.

ESPORTS IN LATAM SPECIAL REPORT
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If we compare ourselves directly to China or South Korea, we 
are five years behind. We have not had an esports scene for the 
past 25 years like in South Korea, though we have a huge fan-
dom here. It is just a matter of time before our entire ecosys-
tem grows as a whole. This means teams, partners, sponsors, 
players, and audiences; everyone that is watching this and 
starting to realize that this is an amazing opportunity within 
the market. Globally, that growth has been incredible. This 
year, we saw growth of over 50% YoY. For example, our World 
Championship finals match in China was streaming at 6am in 
Latin America, and people were still waking up to watch that. 
It is amazing to see that people are really interested in this new 
media.

How mainstream has esports become in the last years?

If I would have spoken about esports a few years ago to my 

friends and family, they would have known nothing about it; 
however, it is now starting to move into more mainstream 
media. We are seeing big outlets take Worlds or the LLA Finals 
into other audiences. It is just a matter of time before it be-
comes even bigger. In the next three to five years, it will ex-
plode in Latin America and be on par with the larger regions in 
the world right now such as North America, Europe, and even 
Asia.

What are some of the challenges facing Riot Games when it comes to 

increasing its market share in Mexico?

For Riot Games specifically, it is a matter of how we get the 
whole ecosystem to support the growth of the league, and that 
is just getting the right partners and teams to back us and the 
right players. It is just a matter of growing the whole league. 
Partners are somewhat skeptical right now, but are slowly no-
ticing the rising interest in esports in the regional market. We 
have huge sponsors around the world like MasterCard, Mer-
cedes-Benz, and even Spotify, and we just need a little push for 
local sponsors to get onboard and ride the wave.

What are your main goals and priorities for the rest of the year?

The main difference from 2020 going into 2021 is that we will 
have more than one esports running at the same time. Riot 
Games has been focusing on League of Legends for so long, 
but now it is time for change. We launched VALORANT in mid 
2020 and have great plans for VALORANT esports in Latin 
America for 2021. That is not the only esports scene coming for 
us. My priority is to get the team together to help the ecosys-
tem grow as a whole and not only in League of Legends. It will 
be a challenge, though we are definitely up for it. We have built 
an amazing team in Riot Games in Mexico, so it is just a huge 
opportunity for everyone. We are hyped for what is to come. ✖

“It is just a matter of time before 
our entire ecosystem grows as a 

whole. This means teams, partners, 
sponsors, players, and audiences; 
everyone that is watching this and 

starting to realize that this is an 
amazing opportunity within the 

market. Globally, that growth has 
been incredible.”

ESPORTS IN LATAM SPECIAL REPORT
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for the brands and helps them interact with their audiences. Our 
content is well received by the audience and is not perceived as in-
trusive. It is seen as a brand that knows the audience and wants to 
give them the opportunity to offer them this experience.”

In the past, ads in the esport industry mainly came from the 
manufacturers of gaming consoles, game developers, and comput-
er hardware giants—in other words the usual suspects. However, 
more businesses that, on the surface, have nothing to do with vid-
eo games are coming to rely on esports as a platform for brand-
ing. Louis Vuitton, a high-end, French fashion brand, for example, 
teamed up with Riot Games, collaborating “on several fronts for 
the 2019 League of Legends World Championship Finals in Paris: a 
bespoke travel case for the Summoner's Cup trophy, prestige skins 
designed by Nicolas Ghesquière, along with other digital assets,” 
according to the French fashion house.

Only a decade ago, such a collaboration between a well-estab-
lished fashion brand and a game developer to launch a fashion line 
inspired by game characters would sound outlandish to many. But, 
these days, characters from the world of video games have become 
real and tangible enough for many lovers of esports that the way 
they dress and wear their accessories in their world may influence 
the taste of real people. Characters dwelling in the virtual world, 
in other words, can now act as trendsetters in the real one, and no 
clothing brand would say “no” to such an opportunity for non-con-
ventional branding.

What is more, video-gaming contents—particularly the live 
streaming of games played by professional gamers—have attained 
a great deal of popularity recently, allowing esports to serve as a ve-

❱  WITH THE GROWING POPULARITY of esports as a pastime and 
also a professional engagement, virtual and physical esports 

venues have become an ideal place for advertisement and brand-
ing. The names of various sponsors can be spotted in venues that 
host major annual gaming events across the world and in the live 
streaming of such events on internet platforms. Some sponsors and 
advertisers are already well known and have deep pockets when it 
comes to advertisements, while many are rising companies that are 
trying to make a name for themselves. Either way, brands are not 
doing this merely out of the goodness of their hearts or as a way 
to support the rising esports industry. Esports-related contents 
and events are attracting sponsors simply because advertisement 
in esports is effective. For one, the social makeup of the audience 
of esports is relatively homogeneous, though things are changing 
and more men and women from across the age spectrum are being 
drawn to esports.

It stands to reason, however, that those who have a passion for 
esports in general—or to a certain video game in particular—must 
have some shared interests and similar lifestyles, which makes 
them appropriate for targeted branding and advertisement.

The term “targeted advertisement” may have negative connota-
tions in the minds of some people, but there is nothing wrong with 
it per se. Indeed, targeted advertisement can be a win-win deal for 
both sides, as LVP’s Mario Perez explained to TBY in an interview:

“Our main revenue stream comes from brands that we work 
with. We mostly work with the digital marketing department of 
each brand. We generate a fairly transparent product. We establish 
some KPIs to generate branded and unique content that is viable 

A DIFFERENT 
AVENUE
Esports venues and streaming services are an ideal place for content 
marketing and lifestyle marketing.

ESPORTS IN LATAM SPECIAL REPORT



9
F O C U S :  N O N - C O N V E N T I O N A L  B R A N D I N G

hicle for mass advertisement, too, much in the same way that tele-
vision, periodicals, and billboards are used for mass advertisement.

Nothing can prove this better than a few simple figures. Twitch 
is a platform for the streaming of gaming content, and it has been 
around since 2011. It turns out that the streaming of League of Leg-
ends was watched for over 121.2 million hours in November 2020 
alone. To put things in perspective, no hit American sit-com that 
you can think of has ever attained such a number of viewers at the 
time of its airing in a single month in the US. In the same month 
of February, other popular games such as Fortnite, Among Us, and 
Minecraft clocked a total of 83 million hours, 77 million hours, and 
76.6 million hours, respectively.

ESPORTS IN LATAM SPECIAL REPORT
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Luis Fernando, Director of Arena, a chain of gaming centers in 
Mexico, recently told TBY about the rising number of viewers and 
the opportunities for advertisement, adding that “the 2020 Free 
Fire Final had around 1.2 million viewers. We understand that the 
opportunities come from not only having people playing, but also 
watching, following, and living that passion for games.” Such a 
number of viewers for a single esports tournament in Mexico is 
simply mind-blowing, and one cannot blame the industry for try-
ing to leverage on its huge user-base to make some money out of 
non-conventional branding, especially when the advertisers, the 
viewers, and the esports industry are all satisfied with the end re-
sult. ✖
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Rodolfo Ramirez 
D I R E C T O R  O F  S P O R T S ,
T V  A Z T E C A

gaming industry? Does the sector have potential to grow further?

The reality is that there are many eyes out there. There are many 
potential players who could be interested in esports. There are 
already many professional leagues such as the LLA, which is 
where we have our partnership with Riot. LLA is a league with 
eight professional teams, and every player is professional. We 
built an arena here with Cinemex, though we have not been able 
to launch it because of the pandemic; however, our goal is to rep-
licate the model of legacy sports, where fans can purchase tickets 
to watch a game in the stadium. There are champions in esports 
who compete against each other for titles. There are many player 
managers, directors, and other roles that demonstrate that the 
sector is completely professionalized. The audience is massive, 
and there is potential to have millions of people watching these 
events. There are many players playing online and individuals 
acquiring new gadgets. It is an industry that has billions invested, 
though the reality is that there is a great deal of development to 
be done. There is a lack of evangelization process in Latin Amer-
ica with brands. Leagues, publishers, and content producers 
should work hand in hand. The entire ecosystem is yet extremely 
green and nascent. The positive thing is that everyone who par-
ticipates in these projects wants to see the successful develop-
ment of the sector. There are many options on how to reach that 
huge audience. We are all going through the learning process.

What strategy should the sector implement to attract more sponsors?

When addressing a new market, the first thing that has to be 

What is the relation between TV Azteca and esports? When did you 

launch this project?

In mid-2019, we created the Azteca Esports brand, though a 
year before that we saw in the market of audiences a growing 
gaming phenomenon in Mexico. The different areas of TV Az-
teca decided to focus on understanding what was going on. One 
of the main players was Riot Games, so we started talks with it 
on launching an esports brand or a gaming brand in TV Azteca. 
The gaming pie is massive, and there are many slices. Esports 
is a slice in which there is a need to create teams, professional 
players, fans, and many. This is the most professional and com-
petitive level within the gaming industry. That is the reason why 
the sports division ended up entering this segment within the 
gaming industry.

What is the current relation between the perception and reality of the 

UPWARD
TRAJECTORY

TV Azteca is looking for leagues, publishers, and content producers 
to work hand in hand to further boost the popularity of esports and 
raise its profile.

BIO 

Rodolfo Ramirez has been Director of Sports since 2016 after becoming a partner 
in TV Azteca in 2007. His main role as head of this department is to position the 
brand as a point of reference for sports in Mexico as a multi-channel platform. His 
vision is to not only be number one in television but also conquer digital media. He 
has implemented changes to the business model of Azteca Deportes by creating 
new business segments such as esports. He has a degree in communication 
from Universidad Iberoamericana and has participated in key events as a sports 
commentator to share his expertise.

ESPORTS IN LATAM SPECIAL REPORT
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done is identifying the brands that we know that will work, in-
cluding earphones and computers. There is an entire ecosystem 
of brands around users, but many brands do not know how to 
reach out to these consumers. However, we know more about 
these players and are implementing strategies to identify a cus-
tomer profile of gamers. We are gradually understanding the 
ecosystem and identifying how we can attract the larger brands 
to join the market.

What challenges have you faced?

One of them is to see understand the true situation. Before en-
tering into a new project, one studies a sector extensively, and 
in this case everyone is talking about huge figures. That gener-
ates high expectations for newcomers. The reality, however, is 
not that rosy because the market is not there yet. Expectations 
are higher than reality, and that is the main challenge. This is a 
market that will grow in Latin America; that is certain. Still, it will 
take time. Newcomers have to understand that this market is still 
under development.

What strategies are you implementing to generate a higher visibility in 

esports?

The professional players in esports are athletes, and in our sports 
programs we include them in that category. We speak about 
football, basketball, esports, and others. We place them at the 
same level. Cristiano Ronaldo might train eight hours per day, 
but these young players in esports also train for eight hours a 
day. That is why we consider them professional athletes. At the 
moment in which one prepares to play at a professional level, we 
consider them an athlete. These gamers are supported by dieti-
cians, psychologists, and other professionals.

What are your main goals for 2021?

We want to grow our fan base more and reach out to more users. 
We want to make esports as conventional as any other sports. 
Right now, we could talk about football for hours; this level of 
everyday nature is what we would like to achieve for esports. We 
are trying to bring that into television and other media to change 
the preconceptions of gamers.

What game has the largest potential?

We invested heavily in FIFA during the pandemic, and the re-
sult was great. Due to the suspension of all traditional football 
leagues, we decided to host FIFA games in which we invited 
players from legacy football teams. Audiences skyrocketed, and 
many people watched this game. There were no football match-
es, so we invited some of the players to play FIFA. That was a suc-
cess. ✖

ESPORTS IN LATAM SPECIAL REPORT

“This is a market that will grow in 
Latin America; that is certain. Still, 

it will take time. Newcomers have to 
understand that this market is still 

under development.”
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Luis  Fernando Martínez 
D I R E C T O R ,
A R E N A  T H E  P L A C E  T O  P L AY

staff, use of disposable gloves in our kitchens, and disposing of 
these between handling each dish, among others. We also ap-
plied a social distancing policy and are operating at 30-50% of 
our full capacity in our branches as instructed by each state gov-
ernment. After a few first weeks of the pandemic, we closed down 
all our branches in the first instance, but in line with government 
recommendations, we have been reopening some of them by 
evaluating each cases one by one. We currently have five out of 
18 branches operating. We also provide masks to our guests and 
take people’s temperatures to ensure every single guest that en-
ters our Arena is in good health. We are also moving toward a hy-
brid business model in which our players can experience Arena 
not only within our locations but also online.

What do you envision as the future of video game leagues or champi-

onships given the challenges of the pandemic and Mexico’s COVID-19 

Traffic Light Monitoring System?

We are living in exciting times. Mexico has a bright future in 
terms of official leagues and championships, as it is an import-
ant market in Latin America and is seen as a platform or entrance 
market for the region. This is why several publishers, such as Riot 
Games and others, have established offices in the country. Hav-
ing said that, as a country we also have a strong influence on the 
rest of the region as the number-one country in terms of videog-
ames consumption with USD1.8 billion during 2019. One of the 
trends we have identified recently is that gamers not only want to 
play, but also want to watch and follow. Mexico has a large crowd 
of gamers connected, estimated in 2019 by New Zoom in around 
11 million people (60% occasional viewers/40% enthusiasts). 

What are Arena’s main priorities and objectives in Mexico?

Arena currently manages the largest chain of gaming centers in 
Mexico with 18 branches throughout the country and the first 
esports stadium in Latam, with a presence in 12 Mexican states. 
Our main objective right now is to give every gamer in the coun-
try, no matter where they are based, the opportunity to enjoy 
the excitement of gaming and esports in one of our branches. 
We want to continue reaching more gamers and find new way 
to enrich our products and services to provide the best gaming 
experience possible.

2020 has been a year of change for companies. How has Arena adapted 

its business model to the current economic context in Mexico?

One of the things we are proud of is that Arena reacted quick-
ly during the first phase of the pandemic by placing the health 
of our guests and collaborators as the number-one priority. We 
work quickly to establish a series of sanitation and control mea-
sures in all our branches to guarantee a safe environment, such 
as hand sanitizers, sanitizing mats, cleaning of play stations and 
controls before and after each session, use of masks by all our 

IN CONTROL

Arena The Place to Play believes Mexico has a bright future in terms 
of official leagues and championships, given its important position in 
Latin America and its influence on the region.

BIO 

With a degree in administration and marketing from Universidad Panamericana, 
Luis Fernando Martínez has more than 18 years of experience in the electronics 
and videogame industry. He entered the industry in his role as country manager 
in Mexico for RAZER USA and is currently Director of Arena The Place to Play, the 
number-one gaming center in Mexico and one of the promising companies within 
Grupo Cinemex. 
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Mexican gamers watch professional leagues, for example, the 
2020 Free Fire Final had around 1.2 million viewers. We under-
stand that the opportunities come from not only having people 
playing, but also watching, following, and living that passion for 
games. Arena owns and operates the first esports stadium in Lat-
in America, which is located in Mexico City high-end shopping 
mall Artz Pedegral. This is a project was inaugurated in February 
2020 and is the result of teaming up with two major companies, 
Riot Games and TV Azteca, for the benefit of our Latam gamers 
and viewers. It is the first professional stadium where the Latin 
America League (LLA) of Legends takes place. People can come 
to enjoy up to four official live games each day during weekends. 
Tickets for the first eight days were sold out in less than 10 min-
utes.

Particularly given the boom in gaming in Latin America, why has no one 

invested in an e-sports stadium in the region before Cinemex?

Arena Esports Stadium is an ambitious project led by Arena the 
Place to Play, Riot Games, and TV Azteca with a total investment 
valued at USD2.5 million. Together, we brought the best of each 
other and enabled an unprecedented esports stadium in Mexi-
co City with over 350sqm of 4K LEDs and broadcast equipment, 
professional control room, and on-site server room. We are be-
ginning to see more and more these types of projects in which 
unique brands with different approaches work together for the 
benefit of the gaming community and esports. I firmly believe 
the leadership and character of companies that venture into 
these types of ambitious projects write the history of esports in 
Latam every day. At Arena the Place to Play, we will make sure to 

continue to write the story.

Does Arena have any non-traditional partnerships with other companies 

in the private sector?

We collaborate with different brands of gaming, technology, and 
consumer products in our various initiatives throughout the year 
such as tournaments, our gaming academy Arena Academy and 
others. However, Coca-Cola and HyperX, the gaming division of 
Kingston Technology Company, have been excellent partners 
for us for years. We also have reliable business and operational 
partners such as Gaming Partners and EDGE in the execution of 
some of our projects.

What are your main goals at Arena for 2021?

We recently launched another initiative that is revolutioniz-
ing the way we deliver the gaming experience to more players 
across the country. This is called Mi Sala Cinemex - Gamer op-
erated by Arena. During the first phase, we set up five Cinemex 
movie theaters in different locations in Mexico City, where we 
placed four console game stations each with 55-inch 4K LED 
screens. In addition, our guests can star in their own video game 
parties by projecting their games on the big screen and enrich-
ing every action with a 5.1ch surround sound. It is almost like 
watching a movie in a theater, but in this case, they are the stars. 
We launched this experience in November 2020, and it is doing 
great. People are asking us to quickly expand to other cities in the 
country, which is happening soon. The pandemic forced us to 
reinvent ourselves and find new ways to provide an unforgetta-
ble gaming experience to our customer base. ✖
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We need to educate broadcasters, our audience, and the public in gen-
eral about what esports can actually bring to their audience, sponsors, 
and potential partners as well,” according to Raul Fernandez, General 
Manager of Riot Games in the LATAM region.

The growing appeal and social acceptability of esports have given 
rise to certain business opportunities, with companies across the world 
emerging  to serve the esports community: Arena, for example, is a 
Mexico-based company that operates a chain of gaming centers with 
some 18 branches across the country.

Luis Fernando, Arena’s Director, recently told TBY in an exclusive 
interview about a new trend that they have discovered in the indus-
try: “One of the trends we have identified recently is that gamers not 
only want to play, but also want to watch and follow. So, we have large 
crowds of people connected all the time and coming to Arena to live 
their passion for video games. They watch professional leagues, for 
example our 2020 Free Fire Final had around 1.2 million viewers. We 
understand that the opportunities come from not only having peo-
ple playing, but also watching, following, and living that passion for 
games.”

As such, the company has launched the first and—as of this publi-
cation—only esports stadium in Latin America in a chic mall in Mexico 
City. The aforementioned esports stadium is a joint project with Riot 
Games and TV Azteca Deportes, and it was inaugurated in February 
2020, to bring together the gamers and lovers of video games during 
events such as the Latin American League of Legions.

Gaming is no longer considered to be the domain of the lonely and 
antisocial. It has matured into an interactive form of entertainment 
with a sizable audience. With the emergence of esports as a way of life, 
an entire supply chain has been created to make esports possible, in-
cluding game developers, gaming centers, amateur and professional 
players, gaming leagues, and game critics. Whether we like it or not, 
the industry is going to enjoy an exponential growth and a jump in its 
turnover in the coming years thanks to its huge fan base, who love to 
experience novel interactive worlds. ✖

❱  WE HUMANS have always been keen to experience other worlds, 
and that is probably why we have used language to create stories, 

myths, and epics since the dawn of history. Many linguists are confi-
dent that almost as soon as writing was invented—circa 4,000 years 
ago—it was immediately put into use to create entertaining contents 
such as the Epic of Gilgamesh, which was written around 1800BC.

With the digital revolution and the widespread availability of afford-
able computers and internet connections, we can now experience oth-
er worlds in a far more realistic way than merely passively listening to 
stories, reading novels, or watching a movie. Interactive video games 
give the players an opportunity to enjoy virtual worlds with different re-
alities and put their resourcefulness to test to accomplish an objective.

Since the advent of the first video games in the 1960s and the intro-
duction of various dedicated consoles and games for personal comput-
ers, some people have proven to be been better at playing such games 
than others. As early as the 1990s, rivalry in gaming skills and an urge to 
show off one’s superior technique led to the birth of informal gaming 
competitions—often in places with a sizable young population such 
as university campuses and dorms. Such competitions sometimes in-
volved skipping classes and the exchange of trash-talk between the two 
sides.

Since the beginning of the new millennium, however, video gam-
ing competitions have evolved into well-organized leagues and events 
which are subject to rules and regulations. Such competitions are in-
creasingly referred to as esports. Esports have taken off in a big way not 
only thanks to advancements in graphic chips, consoles, and digital 
displays, but also because the concept of esports has become more re-
spectable in the popular culture.

There was a time when video gaming was frowned upon by the el-
ders and largely regarded as a waste of time—or at best tolerated as a 
benign form of fooling around. That attitude, however, is changing as 
the advantages of esports in terms of education, entertainment, and—
at the very least—cathartic benefits are becoming clearer. “There are 
still many taboo issues and a general lack of knowledge about esports. 

A NEW ARENA
Thanks to technological and cultural developments, video-gaming has 
gone through a paradigm shift in recent years, re-emerge as esports.
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The esports market is expected 
to exceed USD1.5 billion in 
value by 2023
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Mario Perez 
R E G I O N A L  M A N A G I N G  D I R E C T O R  L ATA M ,
LV P

to-face events, which are ideal places for brand activations. The 
pandemic, despite the negative effects in general, has helped 
us attract new audiences. It has also accelerated demand for 
our services, although some of our brands and partners have 
experienced delays in the activation of their programs. We have 
two face-to-face events in every market that we operate, and 
we are switching these to online events. We are working with 
some of the brands in those markets and giving them a space to 
interact with the audience. As our product is mainly digital, we 
are focused on creating a large community in terms of audienc-
es. Thus far, 2020 has been great because our audiences have 
grown tremendously. However, on the other side, we are eager 
to go back to normal and organize in-person events because it 
is something that the community loves. We hope that we are 
able to host at least one face-to-face event, if not during the first 
half of 2021 then the second half.

What presence does your company have in the area of online adver-

tising?

Our main revenue stream comes from brands that we work 
with. We mostly work with the digital marketing department 
of each brand. We generate a fairly transparent product. We 
establish some KPIs to generate branded and unique content 
that is viable for the brands and helps them interact with their 
audiences. Our content is well received by the audience and 
is not perceived as intrusive. It is seen as a brand that knows 
the audience and wants to give them the opportunity to offer 

LVP is an international company. What role does Mexico play in your 

strategy?

Mexico, for us, is the main hub in Latin America. We have been 
growing well and have high expectations for this market. We are 
positioning ourselves strongly here. We are also growing well in 
terms of investment; we are growing in terms of the number of 
TV sets that we have, the number of productions that we are 
doing for third parties, and productions for Mexico.

Why did you choose Mexico?

Mexico is our strongest hub, though we also have offices in oth-
er Latin American countries. We have offices in Argentina and 
Colombia, and the third office is in Mexico. These are our main 
hubs, though most of our publishers are based in Mexico. We 
handle the regional operations from Mexico.

How has the pandemic impacted demand for your services?

We are a digital company, and 95% of our competitions take 
place entirely online. Therefore, in 2020 we only missed face-

EXPLOSIVE GROWTH

With high audience engagement, positive market perception, and 
growing interest by the day, LVP is ready strengthen its esports 
leagues and attract more investors.

BIO 

Mario Perez is a professional with more than 10 years of experience in 
entertainment business management. He currently directs the expansion and 
operations of the Professional Video Game League in the Latin American region, 
which has four offices and a team of 70 professionals. 
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them this experience. It is a product that is fairly new for Latin 
America, so the engagement that the brand has received so far 
is extremely good. In fact, we are the ideal company to reach 
out to a target audience that is no longer on television or radio 
but mostly on social networks and Twitch.

What are the biggest challenges of promoting the esports industry?

There is still a long way to go. We are talking to marketing de-
partments so that they understand the products. It is complete-
ly new and was created some three years ago. We are one of 
the first investors that really wanted to start creating something 
solid that is similar to any other audiovisual product. It is ex-
pensive to produce, so we have been hard on the development 
of the region. We also must make the brands understand that 
there is something solid here. We are a serious company that 
creates a solid product and content and provides a great expo-

sition for the brands. That is something that we have to share, 
and there is still a long road ahead of us. We are closing some 
good deals with traditional banks such as Banco Galicia in Ar-
gentina and Santander in Chile. Such banks are traditionally in-
vesting in sports, like football. However, getting them involved 
in esports is a great step for the industry. We have to continue 
to strengthen the leagues and help to grow not only the leagues 
but also the companies investing in the esports industry as well. 
We want to give more credibility and exposure to esports in tra-
ditional media and attract more investors and companies into 
the market. At the moment, we have traditional football clubs 
such as Boca Juniors and River Plate joining our competitions 
as a sign of our growing popularity.

What are your current strategies to position yourselves?

We are developing a strategy to establish a solid relationship 
with publishers; that is crucial for us. Our main partner is Riot 
Games, and from there we are creating a good product and 
games for Spain internationally. Our Spanish league was our 
only professional league when we began 10 years ago. That 
league in Spain was extremely important in Europe. Once we 
established our Spain league, we decided to cross the Atlantic 
and enter into the Latin America market. We are starting to cre-
ate communities in some of the countries we operate, includ-
ing Mexico, Colombia, Argentina, and Ecuador. Gamers have to 
be successful in their national league to be able to later partici-
pate in the world cup tournament. ✖

“As our product is mainly digital, 
we are focused on creating a large 
community in terms of audiences. 

That is our main focus. Thus far, 2020 
has been great because our audiences 

have grown tremendously.”
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Juan José Martín 
C E O ,
L U D I U M  L A B

What role does Latin America play for the company?

Latin America is an interesting region. Because of inflation and 
the standards of living, not everyone has a video console or PC. 
To compete in AAA games, players need a high-quality hard-
ware; however, once the game is on the cloud, limitations are 
no longer relevant. Some games require a strong hardware or 
heavy support from the processor, but that is not the case with 
cloud gaming. The market is changing significantly. When Spo-
tify came along, many record companies did not support the 
change; however, they have finally adapted the business model 
to it. The same is true with TV series and movies industry with 
the OTT. The videogame sector is the same. To renew your 
hardware is extremely expensive; however, it is possible to use 
your cellphone for instance to play on the cloud since you use 
the device for other functions. The countries that are a priority 
for us, based on the studies that we have, are Brazil, Argentina, 
and Mexico. These are extremely strong countries, and statisti-
cally there are many gamers devoted to new tendencies as cloud 
gaming.

Is the telecommunications infrastructure in Latin America ready to sup-

port this traffic?

We have done some projects with Avatar World Group, and 
Latin America is doing well in terms of telecommunications in-
frastructure. Many operators of storage and telecom facilities 
have confirmed with us they are ready for the challenge. Cloud 
gaming is already a reality in Latin America. The service is op-

What added value does Ludium Lab strive to offer the sector in terms of 

technology?

Ludium is a company that provides technology, and our tech-
nology has the capacity to stream any software with a reduced 
cost. This is the clear competitive advantage we bring to gam-
ing, software, and esports. In Europe, we have a platform B2C of 
cloud gaming. Our company was created 10 years ago, and our 
tool in esports is the technology. We are running a pilot program 
with some esports organizers and cloud gaming platforms. It has 
advantages compared to the current options, such as allowing 
one to play from anywhere and on any device. Esports currently 
requires users to download the game, while cloud gaming does 
not. Cloud gaming allows for more users than currently found. 
We are not in Latin America but in Europe. There is a company 
that is a reference in this area: Avatar World Group. It is based 
in Miami and works for Latin America. We have a collaborative 
deal with it, though it controls the sector. We will transform the 
esports sector thanks to our technology.

BOOMING MARKET

With cloud gaming growing exponentially as a result of the pandemic, 
Ludium Lab has its eye on esports and gaming in the near future.

BIO 

Juan José Martín is a businessman whose professional career has led him to 
participate as a board advisor at various technology companies, such as Ludium 
Lab, as well as a business angel with different national and international start-ups.

ESPORTS IN LATAM SPECIAL REPORT



19
I N T E R V I E W

erational, so many players do not experiment troubles with the 
infrastructure.

As this is an extremely innovative technology, are you focusing on edu-

cation to promote the cloud gaming sector?

We call it an evangelization process. We help people to under-
stand the advantages of cloud gaming, even though people have 
a tough time understanding the pros and cons of the service. 
There are far more pros than cons. The only cons are with the 
hardcore gamers, namely those who want a EUR-3,000 PC. 
However, the core customer is the individual who wants to work 
from anywhere without needing to carry a huge device. Educa-
tion of course is in our strategic roadmap. In the near future, 
we plan on providing technology to schools and universities 
around the world, reducing the cost in hardware and software, 
and giving the students the possibility of accessing educational 
content such as workbooks, books, and so on from anywhere in 

the world and from any device.

What strategies are you implementing to enter the Latin American mar-

ket?

The only thing we are doing is promoting cloud gaming and 
technologies. Many telecommunication companies are interest-
ed in this to offer a cloud gaming service to their users. This is a 
very attractive service because it allows you to play without hav-
ing to download a program. We are based in Spain, but we are 
collaborating with Avatar World Group.

How has the pandemic impacted you?

The pandemic has been a huge change, and we have seen more 
users this year. We have seen a 50% increase in the number of us-
ers this year because of the pandemic. People have had more time 
to play games because of lockdowns. It has been a game changer 
this year, and we expect to continue to witness record-breaking 
figures. Cloud gaming will be paramount for entertainment. The 
market will only continue to grow tremendously.

What would be your message to investors in this area?

Technology offers us an opportunity to reach many custom-
ers. Once that is done, the sector can completely change. Our 
technology can significantly help us achieve that objective. 
Gaming is a social activity, and that is very important current-
ly. People want to create communities and interact with other  
individuals. ✖

“Technology offers us an opportunity 
to reach many customers. Once that is 

done, the sector can completely change. 
Our technology can significantly help us 

achieve that objective.”
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which are currently in vogue.
Ludium Lab is a Europe-based service provider in cloud gam-

ing, and according to its CEO, Juan José Martín, “not everyone has 
a video console or PC. To compete in these games, players need 
high-quality hardware; however, once the game is on the cloud, 
the limitations are no longer relevant. Some games require a great 
deal of hardware or heavy support from the processor, but that is 
not the case with cloud games. The market is changing significant-
ly. When Spotify came along, many record companies did not fa-
vor the change but they have since adapted to it. The video-game 
sector is the same.”

Moreover, cloud gaming has created a whole host of possibili-
ties for esports. Cloud gaming allows professional players to coach 
less accomplished gamers by taking control of their game session 
online to show them how a maneuver or trick is implemented and 
then let them take control and have a try. As any gamer knows, 
learning a trick or two from an old hand can save you a lot of both-
er and let you enjoy the game more quickly.

All that said, cloud gaming does not magically eliminate the 
need for processing power, but rather the burden—or most of it—
is transferred from the shoulder of the user to the service provider. 
This means that cloud-based games require a strong infrastructure 
to work properly. Cloud gaming draws on internet connections 
with a high bandwidth and very low latency (lag in data transmis-
sion).

As with the arrival of 5G this bottleneck will be resolved in most 
of the developing world, there will be many businesses opportuni-
ties in the esports industry, especially in Latin America and Asia, 
where there is huge passion for esports among the population, 
rising levels of connectivity, and a high rate of smartphone own-

❱  ANYONE WHO HAS EVER TRIED gaming—be it with a console, a 
PC, or even a smartphone—knows that playing video games is 

twice as fun when one is playing against other living souls. Until a 
few years ago, this was only possible by meeting your likeminded 
friends in person or paying a visit to a nearby gaming cafe. How-
ever, with the rise of cloud computing in the 2010s, video games 
are increasingly relying on cloud technologies to bring esports 
players together from across the world. What is more, thanks to a 
multiple-fold increase in the internet bandwidth over the last de-
cade, there is no need to have the data files of a video game saved 
on your device anymore. With cloud gaming, the necessary files 
are delivered to you over the internet—on an on-demand basis—
which allows you to pick up any of your internet-enabled devices 
at any given time and resume your favorite video game where you 
last left off.

The days when video games where sold on CDs is over, and disks 
are on their way to whatever afterworld that old Atari ROMs and 
Nintendo Cartridges are currently dwelling in. Cloud gaming has 
revolutionized the esports industry much in the same way that 
music and film streaming services have revolutionized the sale and 
delivery of music and movies.

Cloud gaming has yet another advantage over traditional gam-
ing in terms of hardware requirements. Since the inputs of the 
player are sent to the cloud server in a real-time manner and the 
visual output is sent back to the player instantaneously, users do 
not necessarily need to own devices with a high processing power, 
because the real processing does not happen on your device, but 
in the cloud server. This further liberates the players to play a sin-
gle game on different devices at their leisure. Even an inexpensive, 
midrange smartphone or tablet can handle most popular games 

A NEW REALM
Esports are now possible anytime, anywhere, and almost on any internet-
enabled devices you can get your hands on, all thanks to cloud gaming.

F O C U S :  C L O U D  G A M I N G
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ership.
Game developers are already setting up their operations in LA-

TAM to serve the growing demand, while improving their under-
standing of the region. Martin Blaquier, Riot Games’ head of es-
ports in LATAM, told TBY that having a local office in the region 

F O C U S :  A R T I C L E

gives “a unique flavor” to their products. “We hire our writers from 
not just all over Latin America, but also from all over the region, 
which gives us a unique point of view and a special way of look-
ing at things to tailor our message to our local community,” added 
Blaquie. ✖
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Juan Francisco Di  Nucci
D I R E C T O R ,
AW G

What impact has the pandemic had on your business model?

We witnessed what I call the COVID-19 accelerator. The pan-
demic was an accelerator of all aspects of digital transformation 
that were into place. The company was established to initially 
sell content to mobile phone platforms. Back then, we realized 
the music industry was moving toward digital platforms, and 
the industry was being deeply disrupted. I am 38 years old, 
and the company started when I was 22, so we evolved hand 
in hand with the evolution of content consumption. In the fu-
ture, everything will be on the cloud. The videogame industry is 
different, because it managed to control the effects of piracy by 
requiring their consoles to play videogames. We believe every-
thing will be on the cloud and be monetized from there. All this 
technology was already out there, but not demand. However, 
COVID-19 accelerated customers’ demand.

What obstacles do you face to penetrate the market? What strategies do 

you implement to stand out?

There is a tale of fisherman with an uncovered bucket of crabs. 
A passerby warns the fisherman that he should cover the buck-
et or the crabs will escape. The fisherman responds that the 
crabs will not escape because every time one attempts to leave, 
another crab will pull him down; that is the mentality of crabs. 

What role does Mexico play within the company’s portfolio?

Our company operates in 24 countries and offers value-added 
services for telecommunications companies. We started in Ar-
gentina in 2004 and then entered Guatemala and other coun-
tries. We then started to develop a comprehensive strategy for 
Latin America. Mexico is one of the three largest powers in this 
market, including Mexico, Colombia, and Brazil. Since then, 
Mexico has been a strategic and important country for us. We 
also have operations in Africa, and the most important market 
for us is South Africa. We also have operations in Ghana, Mala-
wi, and Tanzania and we see great potential in Nigeria, which 
is one of the most important markets in Africa. That is the im-
portance of Mexico.

EASY ACCESS

Given that everything in the future will be on the cloud, AWC’s vision 
is to launch a cloud gaming platform and democratize cloud gaming 
access for Latin America.

BIO 

In his position at AWG, Juan Francisco Di Nucci specializes in customer retention 
and ARPU maximization. He is specialized in the mobile ecosystem and has founded 
and invested in several companies in the technology sector, such as avenida +, 
Facturante, and Renova Tu Vestidor. He is a member of the Young Presidents 
Organization, a founding member of the Argentine chapter of the Entrepreneurs 
Organization, a member of the executive board of the Argentine Chamber of 
Electronic Commerce, and a founding member of the Asociación Móvil Argentina.
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We see this mentality with the reception of taxis to Uber, when 
the hotel industry criticizes Airbnb, and many other examples. 
Now, these changes are already affecting legacy technology 
changes. Apple, Microsoft, and other technology blue chips are 
criticizing the changes in the sector. There is a natural evolu-
tion in the industry in which each player has to decide on the 
role he will play in the sector.

When do you plan to open your platform in Mexico?

We do not have a direct to consumer strategy. We will provide 
our services through a mobile operator. We are discussing pos-
sibilities with many mobile phone operators in Latin America. 
No single operator in Latin America has launched a solution 
for cloud gaming. Many operators in Europe have launched a 
cloud gaming platform, and our goal is to launch a cloud gam-
ing platform that responds to the needs of Latin Americans. We 

want to serve people’s needs, and people want to play games. 
We want to have a platform that at a price of USD9 allows us-
ers to play the best videogames. The current subscriptions for 
gaming in Europe are around EUR20, and that is too high for 
Latin Americans. We want to serve those who cannot afford to 
pay those prices and democratize cloud gaming access.

What are your priorities for 2021?

In 2021, we will launch three initiatives. One is a varied cata-
logue of videogames. In particular, we want local developers 
to upload their videogames on the platform. We want to have 
AAA videogames that are unique and launch it on the platform 
at a maximum price of USD9 per month. This is key: the price 
should not be higher than that of other platforms in other ar-
eas. The third initiative is to offer a multiplatform experience. 
The goal is to play on different platforms with the best quality. 
These three factors—price, catalogue, and experience—have to 
find their own balance. We will see the largest launches in cloud 
gaming in Latin America. We welcome competition and want 
to have more competition in the sector. There is no competi-
tion in Latin America; our main competitors are European. Our 
goal in the end is to make the service more egalitarian. Tech-
nology is incredible and revolutionary if people can afford it 
and enjoy it. ✖

ESPORTS IN LATAM SPECIAL REPORT

“Our goal in the end is to make the 
service more egalitarian. Technology 

is incredible and revolutionary if 
people can afford it and enjoy it.”




	XX20_00_COVER
	XX20_00_TOC
	XX20_01_CHAPTER
	XX20_00_COVER



