
FINDING AN AUDIENCE ON

Twitch has become the gaming industry’s most potent weapon in the arsenal of digital mar-
keting. Free word-of-mouth-style previews by gamers for gamers all of which aim to gain 
exposure to make money or simply engage discussion. 

Okay, so you’re all set up with broadcasting. 
You’ve built your rig with that awesomely 
powerful overclocking cooling system, got 

the monitoring laptop or dual monitor set-up to play and 
moderate your Twitch channel. You load up a game, click 
“broadcast,” and begin sharing your gaming passions 
with the world. 

You look at your viewer numbers for your session 
and see nothing. The number ‘1’ sits next to your red 
broadcast live eye which tells you that you’re the only 
one watching. 

The first thing one needs to ask him or herself is, 
“well, who do I WANT to watch.” And thus he or she is 
taking the first steps into finding that audience. By asking 
one’s self who shall comprise the audience one can begin 
to think about how to reach those people to get them to 
watch, and more importantly, KEEP on watching.

In order to successfully navigate the often delightful-
ly strange realms that comprise Twitch’s overall view-
ership, broadcasters have to discover their purpose and 
identity with regards to the content they present. Some 
questions to think about in that regard include:

• What do I want to play?
• How often should I stream it?
• Should I specialize in a genre?
• What format should I present my content?

By defining and adhering to a structure, one can 
ensure the broadcast becomes entertaining through 
efficiency, reliability, and credibility -- almost like a 
regularly broadcast program on television, only without 
official scripts.

There are three schools of practice in building an 
audience that can then be further divided into more 
defined categories or niches. Let explore them...

By defining and ad-
hering to a structure, 

one can ensure the 
broadcast becomes 

entertaining through 
efficiency, reliability, 

and credibility.
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1. ESPORTS ENTITIES

It goes without saying that the largest 
and most active Twitch communities 
are those which surround eSports titles 

like Riot Games’ League of Legends, or Blizzard’s 
Starcraft II among others. 

Over the years, Twitch has become the go-
to for broadcasting live streams of tournaments 
held throughout the world. While professionally 
assembled competition bodies tend to be be-
hind the production quality of Twitch com-
petition streams, there are a rising number of 
home-grown eSports events that have garnered 
international attention such as Gamesync’s 
tournament offerings, Fireside Gatherings hosted by Liq-
uidhearth and a plethora of other locally owned associa-
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Hosting a Twitch-broadcast eSports event - the major stuff

Choose your title(s). Ensure you have 
acquired permissions, licenses and all 
other legal paperwork that will support 
your ability to have multiple copies of 
the game running while concurrently 
being broadcast to a potentially large 
audience.

Choose your venue. Ensure space is 
capable of multiple Internet drops with 
strong signal. Also ensure there is space 
enough for an audience. Just because it’s 
being broadcast does not mean there 
should not be an audience in the room. 
On the contrary, live events bode well 
when there’s both an event audience 
and an online one.

Choose the date and time. The bulk of 
gamers run between the ages of 12-35, 
particularly those that broadcast on or 
view Twitch content. As such, a prime 
broadcast slots stateside will be in the 
evenings or weekends (school and such).

Garner a decent prize pool. Entry fees 
can be used toward the prize money, 
but also explore potential sponsors. 
Sponsors love a good return on invest-
ment so donating a small sum of cash 
in exchange for advertising during the 
event online that could potentially bring 
in more customers is hard to resist.

Advertise. What is an event if people 
do not know it exists? Seek out or create 
social media accounts and network 
within the respective communities of 
the titles being featured in the event. 
Knowing who the influencers are in a 
title’s community will make it easier to 
promote.

tions that center around Twitch and its ability to seek out 
an online audience.
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2. PERSONALITY CONTENT

The next largest category of broadcasters 
on Twitch can be described as person-
ality content and can be further divided 

into solo personality or talk show (read: podcast) 
formats. What has made this group successful is 
its cross-promotional capability using most social 
media channels for promotion. Also included are 
broadcasters’ knack for networking with each oth-
er and major publishers as well as their tendency 
to archive content for repeated use on such medi-
ums as YouTube for video-on-demand (VOD) and 
iTunes for audio-only podcasts. Personality content is 
built through likable (funny or attractive -- just like regu-
lar television broadcasting) people doing or talking about 

 PewDiePie’s Practice

PEWDIE-MONEY-PIE
Recently, the Wall Street Journal reported that in 2013, Felix Kjellberg, 
known to the Internet as “PewDiePie” brought in more than $4-million 
from advertising revenue generated from content created and shared on 
both his YouTube and Twitch channels.

Five characteristics that made PDP 
the most successful YouTuber & 
Twitch streamer in the world:

1. Be personable.
2. Engage the audience.
3. Be daring - don’t be afraid to 

look foolish.
4. Create, stream and post often.
5. If you enjoy what you’re doing, 

the audience will respond in 
kind.

relatable gamer-y things. Keep in mind solo personalities 
have to work harder than talk shows (which have a built-
in community audience). The next section talks about 
how they are able to accomplish this.
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3. BRAND & PROMOTION-
AL CONTENT

In the previous section, it was noted that solo 
personalities have to work harder than podcast 
talk show formats to build viewership. True also 
is that for business entities that stream on Twitch 
for cross-functional marketing opportunities. For 
both the solo personality and the business (be it a 
game publisher, PR firm representing an indepen-
dent game developer, or other gaming industry 
companies) viewership gains tend to be seen from 
frequent promotional giveaways. One only needs to start 
small, giving away in-game items, small merchandising 
products like posters, mouse pads and figurines, and of 
course the most popular of giveaways, gameplay codes. 
For businesses and PR firms (like TriplePoint or Evolve) 
that cannot stream the vast number of hours solo broad-
casters can log, it becomes more important to incentivize 
broadcast viewings. It may seem like a bribe as viewers will 
come (at first) only for the prizes; but given often enough 
and at random, they’ll stay simply because they start to 
enjoy what is being shown on a stream. A large number of 
Twitch streamers have built their audience in this way.

I can haz ur stuffz!
A few cost-minded merchandising sources to keep 
your broadcast fully stocked and viewers on edge 
for the next promotional giveaway:

1. Loot Crate (www.lootcrate.com)
For just $13 (plus shipping) a month, with a reduced 
price the longer one subscribes, a box with 6-8 geek and 
gamer-centric items is mailed out with a chance for a 
monthly “mega crate.” Items include tee-shirts, mouse 
pads and action figures. The price point makes it the 
most attractive to gamers on a budget.

2. Direct Publisher Networking
Any Twitch streamer with a Hearthstone beta key to give 
away in Summer 2013 saw a vast jump in viewership. 
Such influencer relationships with publishers often 
make them the go-to for early access and beta key give-
aways. Become an influencer or network with publisher 
PR reps or the PR reps for indie developers and offer free 
content coverage in exchange for codes to give away.

3. Trade Show Merchandising
Businesses and PR firms have access to trade shows like 
E3, GDC, and PAX where often a convention bag can be 
filled with a lot of free hard-to-come-by merchandise 
that can easily lure avid collectors to a Twitch stream 
that’s giving said items away.

4. Fan Donations
A few high-end Twitch streamers have enough of a fol-
lowing that they often receive items to give away from 
the viewers themselves. They are often craft makers, 
artists, or fellow broadcasters looking to expand their 
own audience. It will take time to develop enough clout 
in which people will donate things to give away, but it’s 
gold when such status is achieved.

A few tips to stave off post-giveaway 
drop-offs:

1. Randomize giveaway time, or,
2. Link giveaway to an achieve-

ment or milestone during the 
broadcast

3. Remember frequent viewers 
and recognize them

4. Have someone not on the 
broadcast handle the technical 
aspects of the giveaway (to 
keep from awarding the wrong 
person)

5. Tease and market the next 
giveaway


