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Introduction

While working at Serious Games Interactive as &rim two of my largest tasks were to
set up press sites for projects that they hadweldpment. In the design of those two sites it
was clear that using social media is an important @ SGI's communication plans for those
sites. Both sites have large parts of the screditated to the three preferred social media
platforms: Facebook, YouTube, and Flickr. At thainp in time | did not wonder about those
decisions; | thought it was an obvious thing ¢o id any kind of online marketing, to
include some connections to the major social mplitiorms available. It was only when |
was in the need for a subject for my bachelor thiwst | started wondering if those large
parts of these websites where doing any good. Dplpectually click on those links and go
to check out those social media platforms? | alendered if these social media platforms
would attract users to the website in question.

My initial though was that by using all those sbaredia platforms and linking them
together, as well as linking them with the prodemgie, Serious Games Interactive was
building some kind of net for the product where tiser was able to go from site to site
without leaving the network of sites focusing oattharticular product. The users can go
from the product site to the Facebook site, froerelo a YouTube video, and even from
there back to the product site. Creating this kifgite network around your product is called
social media optimization; it is done to achievetomer engagement.

Problem Formulation

How are social media platforms being used on mpienotion sites, particularly on
press sites and/or sites dealing with media sudorputer games or media aimed at children
at the age of 6-12 years old, and how should aomest engagement strategy be planned?

Also, how have social media platforms been usethertwo press sites, which |
implemented during my internship at Serious Gamesractive, and are the users, of these
sites, using the social media platforms that anegoeffered on those sites?

Problem Areas

At Serious Games Interactive | made two press,dtleying History — Press Room and
Barnenes U-landskalender, for seemingly differentpcts, and for both sites | was required
to implement social media modules which took upégparts of the user’s computer screen. |
ask myself if these social media platforms do ot tgenerate user traffic, if the users do in
fact explore this social media mash-up, and | amgyto consider, based on what | have
already found out about customer engagement andl soedia platforms, whether Serious
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Games Interactive could do something differentroleo to build up more customer
engagement.

First | am going to be looking into some concepis germs that are relevant to my report,
and | am going to explain how they are definedwhg they are relevant to my subject.

In my case study | am going to be looking at usatistics for Playing History — Press
Room and Bgrnenes U-landskalender, taken fromeHegfrom the 1% of November 2010
till the 11" of December 2010, a period of 24 days. | am gtirige looking at user
engagement on those sites, seeing if users anengntieese sites through social media
platforms and if they are leaving the site throtighlinks that lead to them.

| am also going to be looking at other sites igjarel of their usage of social media linking
and see if they also put the same or similar facuthese social media platforms as Serious
Games Interactive does.



New Media

Traditional media or old media is basically defirmexdbeing media that already existed
before new media, such as cable television, ramayjie and music studios, newspapers,
magazines, books, and most other print publicatibhese media have in common the fact
that on one end of the communication there is thdyction and on the other there are the
users. These media are not interactive to moranettian that in some instances users can
send in material, which then most likely has talgough an editorial process where a
production team would decide if that particular emet would suit the company’s image,
communication plan, and so on. These media alse imawommon that they are not
accessible at anytime and anywhere; your favoaitiorshow is only aired when it is aired
and there is not that much that you can do about it

On the other hand there is new media, a term thatdefined in the later part of the 20th
century, which covers mediums that are interaciivé dynamic. The term new media is very
broad and it is not defined as being digital a®xsegen though almost all new media is
digital. This is so that the term will not grow dated as technological advances progress.

Constant technological and media change makessiiiabto tie a discussion of
‘new media’ to those particular media which are revthe time of writing. Rather,
we set ourselves the task of investigating the mor@amental issues of what
constitutes newness in media and what part teclgnmdbchange may play in that.
(Lister, Dovey, Giddings, Grant, & Kelly, 2009,3).

New media refers to media that offers on-demandseto content at anytime, anywhere,
as well as interactive user feedback, creativaguaation and community formation. Itis
where the communication goes from many to many.

Social Media

A huge part of new media is called social mediactvis a media used for social
interaction.

It has been characterized on Wikipedia as havimggat five properties that differentiate
between it and industrial media (or old media). Sehproperties are reach, accessibility,
usability, recency, and permanen@¥ikipedia, The Free Encyclopedia, 2010). Sociatira
is accessible to people by using online resoutbesefore it is available to anyone that can
access the internet — whether it will be using difealevice or a computer. Social media
content is largely created by the users themseitssuser generated, and usually does not
require the users to have any specialized skiltsaiming — it is enough just to be able to use a
computer and having basic knowledge of the internet



Social media is nowadays quite often used in colation with industrial media, both
regarding content creation and marketing.

Social media has many forms and its credibilityesgreatly. Therefor using it for
marketing can be very easy and cheap, but at the see if it is supposed to be done with
great success it has to be well planned and cirefxécuted. You need to be able to find
your target audience and communicate to it in amaawhich drives them to purchase,
preferably again and again.

According to the Edelman Trust Barometer report®@Edelman, 2010), people are
moving from trusting peers to trusting experts, amdt in high ranking employees are on the
rise while trust in regular employees is relativiely. Since the year 2006 the only
spokespeople that people have put more trust @e tlast few years are the experts and the
CEOs, but at the same time people’s trust in peasggone down from 66% to only 44%.
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Chart 1: Changes in credibility of spokesperson 280@016

! In 2006 there were more types of spokespeopléhbse types did not match each other for comparison
2006 people from 11 countries were asked but i®Zbple in 20 countries were asked.
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As can be seen in Chart 1 people now put most drusixperts, while peers, who used to
be considered far more trustworthy than all thetland had the trust of 66%, are now only
considered to be trustworthy by 44%. That tellshas when companies want to communicate
with their customers and potential customerslitast if they manage to be seen as friendly
experts.

The Nielsen Company, a global marketing and adsiagiresearch company, has made
extensive research on how to do online marketmgheir report from 2009 it clearly shows
how social media usage has grown immensely siregahr 2003 — and one can only assume
that it has kept growing in those 20 months siheedata was collected. People spend more
and more time on online videos and member comnasfBuchwalter, Report: Social Media
And Video Site Engagement Reshapes The Web, 2@0%-pl). According to another report
made by The Nielsen Company global consufmegent over five and a half hours per day
on social networking sites in December 2009 —ithah 82% increase from December 2008,
when people were ‘just’ using over three hoursdagr (nielsenwire, 2010).

Keeping in mind that people spend so many hoursl@gionline, surfing the social media
sites, it is fairly safe to assume that if you wemhsumers to get in touch with your product
then the social media is the ‘place’ where youritifthe people. But since those consumers
prefer getting advice from spokespeople that thest it is important to design your social
media marketing strategy as a part of a complededaected marketing plan, keeping in
mind to build up ‘social authority’, finding a wag give the consumers ‘an expert’ that they
can easily find and communicate with about the pobd

Social Media Optimization

In the last 2-3 years social media optimization esome an increasingly important part
of any (online) marketing campaign. It helps youldup customer engagement and
spreading the word about your product. A vital pdirsocial media marketing is getting the
visitors to view a specific content. This can lo@el either by adding social media features to
the content itself, such as RSS feeds, social n&wesing buttons, user rating and so on, or by
having promotional activities aside from the actwaitent that is being promoted, such as
blogging, commenting on other blogs, participaimgiscussion groups, and posting status
updates on social networking profiles. In just f@ards social media optimization is about
making sure that your content is easy to accesslistibute.

Social media optimization is in one vital part velifferent from search engine
optimization, and that is time. It can take a Veryg time to get results from search engine
optimization while you start seeing results of yeacial media optimization almost instantly.

% The countries that were taken into account ardaf@wving: USA, UK, Australia, Brazil, Switzerland
Germany, France, Spain and Italy.
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Social Media Mash-up

In web development a mash-up is a web page or glicafon that gets data or
functionality from two or more sources to createvrservices. Using a mash-up can be
extremely powerful when it comes to keeping infotioraregarding your product, company
or site, consistent and up to date. Instead ofrfgaio upload the same information in many
different places you just upload it in one placd #ren the mash-up collects it.

There are of course many different types of mastbath different in the way they
collect data and functionalities, and they are different in the way they are used. While
some mash-ups, like consumer mash-ups, combingygess and are aimed at the general
public, other mash-ups, like business mash-upsrgén define applications that combine
their own resources with external resources. Thosgh-ups are also secure and have very
diverse information sources, both internal and rewtie

Social media mash-ups and social media optimizatrerhighly connected: one describes
what should be done and how while the other dessttbe technology behind it.

Online Customer Engagement

In the traditional sense, engagement is the pebetveen proposal and
marriage. This definition can also apply to engagetrin terms of marketing and
advertising. In an initiative conducted by the Aigeng Research Foundation, the
need for a measurement of engagement is describtbdsearch for the 21
Century gross rating points.” The ARF later refingeir definition. “Engagement is
turning on a prospect to a brand idea enhancedheysurrounding media context.” |
am more inclined to define engagement as, “a comslrased measurement that
regards interaction with an aspect of a brand ordmeoroperty.” (Ghuneim, Terms of
Engagment: Measuring the Active Consumer, 2008)

Customer engagement refers to how employed the asemwith the company or the
brand in question. If a user comes back again gathdo a product related site, if the user
buys the product, if he reviews, ranks or blogsualitche adds to the customer engagement.
SMO is used to encourage the users to get engaigfethe product but measuring how
successful it is can be very tricky. However, dampany wants to lead a marketing
campaign that aims at getting customers engaged,ttiey need to be able to build a
marketing plan that has some kind of measurablésgbtaking goals that one cannot
measure when they have been reached or not issasele



Measuring Customer Engagement

In the year 2006 Robert Passikoff, founder andigees of Brand Keys, In&. pointed out
that the way to predict the future in marketing Wiooe by using predictive loyalty measures.
He said that there were seven key factors wheamnitecto determine the trends that would be
key factors for successful businesses. These ktgrfaare:

1. An ongoing emphasis on “engagement”.

More reliance on consumer-generated content.

More, more branded entertainment.

Media planning will become more “touch point” foeds

Using technology and engagement to better commignvesh consumer expectations.
Expanding the potential of Websites, blogs, anddiggal world.

Innovation and loyalty will matter more. (RobertsBi&off, 2006)

No ok~ wbd

He puts engagement in quotations because at thatlie concept was sometimes called
customer loyalty and sometimes customer engagentieistclear that his predictions were
spot on: in the years since there has been afgp@at on customer engagement and the social
media in general. Most of these key factors haveommon that they are easy to point out
but hard to measure: you need to have some kintetrics to be able to measure what is
working and what is not to find out if your custanemgagement strategy is working.

Brian Oberkirch, a senior digital strategist at Wér+Kenned$; wrote a blog about the
problem in January 2007, where he wonders if engageis really the right way to evaluate
all social media work. He points out that evenwugd ‘engagement’ is so vague that it is
hard to pinpoint what exactly it is. His solutiomsvthat in each case the customer
engagement measurements would have to be focusagstomization. He also pointed out
some measurable things that he considers as baitgygé customer engagement and thinks
that could be relevant to many projects:

Page views

Feed subscriptions

Comments

Quality of comments

Number and types of user submissions
Resyndication of our content

Time spent on site

Media files consumed

% Brand Keys Inc. is a research consultancy compizatypredicts brand equity, loyalty and engagement
metrics.

* Wieden+Kennedy is one of the largest independentiyed advertising agencies in the world, best know
for its work for Nike.

7



Unique visitors

Email subscribers

Traffic generated for other sites

Number of bookmarks for our content
Tags associated with our content

Search engine effectiveness

Offline public relations impact

Downloads of a piece of content/software
Satisfaction levels

Inquiries

Imported relations with developers, analysts, media customers
Sales

Cross sales

Reduced support cogt®berkirch, 2007)

| put in bold the points that | consider as beielgvant to my observation, and | chose
those points since | am more looking at whethepfeeare actually using the social media
platforms and if they are interacting with the @rit | am not at all looking into anything
regarding sales, SEO or satisfaction of the custeme

There are few different approaches to how it ig bemeasure customer engagement and
the two most widely used are Kirkpatrick's LevetgladGhuneim’s Typology of Engagement.
These two are similar in many ways but one of tiemore about defining what makes up
the customer engagement while the other is moratdimw to measure it.

Kirkpatrick’s Levels

A high level of customer engagement is desiralyd,ia order to achieve it some factors
need to be taken into consideration when the custemgagement strategy is being built. To
find out if the strategy is working there need®éoa way to measure it so that success (or
failure) can be recognized. A very popular model feur-level model adapted from
Kirkpatrick’s Levels. Donald Kirkpatrick, ProfessBmeritus of the University of Wisconsin
and a past president of the American Society faming and Development, created a highly
influential model for training evaluation, calledd Levels of Learning Evaluation. The
levels were developed in the fifties because ohied to evaluate the value and worth of
training.

These four levels are:

Reaction of the student — To what degree parti¢gpeeact favorably to the learning
event.



Learning — To what degree participants acquirdrttended knowledge, skills, and
attitudes based on their participation in the leagrevent.

Behavior — To what degree participants apply whaytiearned during training when
they are back on the job.

Results — To what degree targeted outcomes ocsary@sult of the learning event(s)
and subsequent reinforcement. (Kirkpatrick & Kirtqpek, 2009)

Since the four levels were originally made to eagduthe value and worth of training, and
were created in the fifties, it would take somepdtons in order to apply them to customer
engagement on the internet. Instead of focusingnoployees and their behavior and actions
in their jobs, the focus would need to be on uaashow they behave while visiting
websites. When these four levels are applied ttoowsr engagement it is frequently called
‘the customer engagement lifecycle’.

The customer engagement lifecycle is defined asgbei

Click — A user has willingly arrived on your sitbe level of engagement is low but at
least the user is on your site, looking at yourtenn

Consume — The user is on your site and is intetdstehe content, the average user’s
attention span is lowand users tend to filter automatically so to bee@mccessful on
this level you need to be remarkable, both in deaigd content. This will get the user
to rate, vote or comment on your site.

Understood — As the user gets more involved wighwiiebsite the goal becomes not
only to present the information but also to giventha learning experience. To do that
you will need to use visual, auditory and kinesthkgarner types. When this is
successful the user will start to upload his contauch as comments, blogs, referrals
and/or creating mash-ups. The simple reader tatoghe “aware consumer”.

Applied — A consumer who gets to this level is ¢desed a social consumer: he is not
only reading and participating on the site butdhalso actively spreading the word
about it. He is helping you to attract more uskesis extremely engaged as a
customer and very loyal. (C., 2010)

Even though one is dealing with training evaluatmwl the other the level of engagement
these two versions of Kirkpatrick’s Levels are essdly the same. A click that gets the user
to the site is in some ways similar to a partictfsaimitial reaction to a learning event; getting
the user to consume the content of the site idaia getting the participant to participate in
a learning event. When the user turns into an as@meumer he starts interacting with the
content while the participants start applying wihaty learned during training when back on
the job and in the end you get the desired results.

® According to Wikipedia most internet users spers$lthan a minute on the average website. (Wikipedi
The Free Encylcopedia, 2010) And some even sayu&at on average make a decision to stay or ygawe
page within the first three seconds of arrival.g#r2010)
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I've seen few modified versions of these levels wgltbese points are sometimes called
something different but essentially have the sametfon: for example | have seen
‘understood’ being called ‘conversion’ or ‘purchassome people also would like to add
more points, ‘satisfaction’ in particular. StillWould say that in order to reach the fourth level
or even if you want to reach level three and beassful (keep the customer at level three)
then you need to keep the customer satisfied. Aatisfied customer is very unlikely to be a
customer that keeps coming back to interact wighsite, as well as spreading the word about
it. Satisfaction is indeed extremely important witetomes to getting the customer engaged
but I believe that it is questionable whether Saittion’ deserves to be a level on its own,
since | think that satisfaction is embedded in®ghccess of all the levels.

This model is quite good to define and explain lbg/customer engagement goals, at
each level, are supposed to work. How are you guirgget people to the site? How are you
going to keep them there? How are they supposgdttdocked in’? What kind of
opportunities are you going to supply them witloider for them to spread the word (to get
more people onto the site)? Then there is the mqurest how you are going to measure the
results. The first step to success is definitelynitey your goals (how can you reach them if
you haven't identified them?) but when you haveardef your goals you need to be able to
know if you have reached them.

Ghuneim’s Typology of Engagement

Another popular model is Ghuneirfitypology of engagement. Mark Ghuneim says that
every interaction that the user has with the sit® dn effect on his level of engagement, and
that the level of customer engagement can be emifrom the complexity and depth of
these actions; the length of each active viewingetas subsequent sharing, rating, favoring
and so on. He therefore says that when it comesdtmmer engagement actions are more
important than attention and that one type of actian be more important than another type
of action. He also says that in order to calcuhate some precision the real weight of
interaction and attention one needs to use bendngaio create weights for them. This
needs to be performed with precision in order hase calculations to give any value.

He has divided the types of engagement into fotegmaies, which are:
Adoption (low level of engagement):

Bookmarking

Tagging
Adding to Group

Collaborative Filtering (medium level of engagement

® Mark Ghuneim is the founder/CEO of Wiredset, dtdignarketing agency and technology incubator, and
Trendrr, a social media tracking service.
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Rating
Voting
Commenting
Endorsing
Favoriting

Content Creation (high level of engagement):

Upload (user generated content)
Blogging

Fan Community Participation
Create Mash-Up

Podcasting

Vlogging

Social (highest level of engagement)

Adding Friends
Networking

Create Fan Community (Ghuneim, Terms of EngagnMeasuring the Active
Consumer, 2008)

Creating a Customer Engagement Strategy

Customer engagement has never been defined asédeintly something and even if
people create ways to measure it — create waysnatfeeling into metrics — it is first and
foremost about getting the user to connect withstteein such a manner that he will come
back again and again, create content, and getsothielo the same.

In order to do so, at least if they want it to lo@el well, the online marketing department,
preferably working hand in hand with the offline nketing department, will have to create a
solid communication plan where it is defined whne goals are and how they are going to be
reached. Using Kirkpatrick’'s Levels can help whiecoimes to defining the goals, while
Ghunheim’s Typology of Engagement can help wheorbes to turning those goals into
metrics so that the company can know if they amegoeeached or not.

Using Social Media as a Part of the Customer Engage Strategy

Social media is used by hundreds of millions ofgpe@very day; it is a powerful tool
when it comes to interacting with customers. $tilbrder to be successful it isn’t enough to
create a social media site, update it every nowtlaed, and hope that users will just
magically appear and start using it and gettingaged. It depends on what you want to
achieve which social media platform should be ws®tihow it should be used: it depends on
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which target audience you want to talk to whetlar ghoose to use Flickr, Twitter or
LinkedIn.

More isn’t always better since more social medafptms require more work, more
attention and more knowledge — both regardingdhget audience, the site/product that you
are trying to promote and regarding the possibegithat are being offered by all those social
media.

For social media to work — to build customer engagyat — it needs to be integrated as a
part of a larger communication plan. Just settip@ lacebook page does not really do that
much for the customer engagement. The social mes#id has to be active, there needs to be
constant updating, the communication flow betwé@ndompany (the person in charge of the
social platform communication — the person reprisgithe company) and the users needs to
be active and open.

The tone of voice is an important part of the siggt the company needs to define how it
wants to be seen by the users. There needs tonsestancy between the online company
image and the offline company image. A site aintagsars at the age of 13-18 should keep
that in mind when updating their Facebook and ewitages, but it should also keep in mind
that even if they are talking with such a youngéamaudience they are still a company that
needs to have the respect of their users. Evemgkhihe users believe in the words of their
peers they rely more on the words of authority riegu

If a company gets a good social media strategyndiranning the benefits are great; the
more engaged the customers are the more satibiBgddend to be. They are more loyal to the
brand, the cost of doing business goes down, andighly engaged customers do their own
marketing for free.
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Case Study: Bgrnenes U-landskalender 2010 and Plag History
— Press Room

During my internship at Serious Games Interactiweatle, among other things, two press
sites. The sites were similar in many ways; botthef were set up using Drupal, an open
source content management platform, the desigwotbf df them required a lot of screen
space to be used up for social media, both of ttheah with collecting published articles and
documentations about these products. But one aof theals with the press related material for
an educational children’s game while the othergleadth press related material for a lot wider
range of products. One is also going to be graggatiwing while more chapters for the
game are being produced, while the other is segsmraected to the Christmas season.

For my case study | am not going to be creatingransunication plan or goals for the
sites’ customer engagement. | am not going to immgaup customer engagement goals, and |
do not have access to any customer engagementtgatlsave been made (if they have been
made at all) since that would require me to getketarg information from Serious Games
Interactive, which is not available.

| am going to see how much space on the front pafeese sites is dedicated to social
media platforms; | am going to compare that to offites that | have found. | am going to
look into user statistics, collected by Google Atiat, to see if the sites are being used, are
the customers showing signs of engagement in thtasistics, where are they coming from
and where do they go when they leave? | am goifg tmcusing on the usage of social
media platforms on Playing History — Press RoomBwaihenes U-landskalender vs. other
sites on one hand, and the user statistics of ijayistory — Press Room vs. Bgrnenes U-
landskalender on the other.

About Playing History — Press Room

Playing History is an educational game about hystorade by Serious Games Interactive,
for students at the age of 8-13. The game is divid® chapters and each chapter places the
user in a historically significant and interestinge period, where the user will get to
experience being a part of history. The idea bePRilaging History is to get the users to
collect information and build knowledge while thelpy the game so that they will gain
knowledge about history through play instead ofiggtthe feeling that they are being forced
to learn.

The first chapter of the game, The Plague, wasisekd the 18 of November 2010. The
user plays a boy living in 14th century Florenc jas the city becomes plagued with Black
Death. The boy will have to try to save himself &mifamily from the plague, and to
complete the game the user will have to learn abwdieval society, religiosity, science and
living conditions. The second chapter of the sefié® Slave Trade, should be released in the
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spring of 2011. This chapter takes the user td 8fecentury to experience the horrors of the
transatlantic slave trade.

The content requirements for the site were:

Feeds from different Playing History sites, suclirasebook, YouTube, Flickr, etc
Overview with links to recent articles and revieaimut Playing History

Press releases in text and downloadable versions

Interviews with the developers

Quotes for journalists that can be copy/pasted

Downloadable graphics such as banners, stickers(Ss#Emundsdottir & Overby,
2010)

(See Appendix A: Internship Project Descriptions fo a detailed version of the
internship project description)

About Bgrnenes U-landskalender 2010

Every year since 1962, Danmarks Radio and D&naften in cooperation with other
organizations such as WWF and AC Bgrnehjeelp, henduged a Christmas calendar with
the purpose to raise money for children in poomtoes. This year the production includes a
TV-series, Absalons hemmeligifed Christmas picture calendar related to the Thesea
website with some games and trivia, some educdtimeks (both for students and teachers),
and an online computer game, Wawis Verden. This tyeaprofit from the sales will go to
WWF's work for sustainable development in the weseart of Papua in Indonesia.

Serious Games Interactive got the project to cribetgame, to create both the
information website about the calendar and the ebs host the game, as well as to keep an
overview of the marketing. My part of the assigningas to set up the press site, using a
mockup that | got from a graphic designer. The nupottedicated a large portion of the
design to social media, Facebook, YouTube, andilic

Using Drupal

Drupal is a free, PHP based, open source contemageanent system that is widely used
by organizations and individuals. It was originallyitten as a message board software in
2001. It is one of the most popular CMS availalvld & July 2010 an estimated 7.2 million
sites were using Drupal (Kirk, 2010). There aredreds of well-known organizations that

" Danida is a part of the Ministry of Foreign Affaiof Denmark; it was set up to provide humanitahalp
and assistance in developing countries.

8 Absalons hemmelighed was first broadcasted 2006.
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have chosen Drupal, such as the Granimvsittef'°, the King of Belgium, and Britney
Spears’ official websité, just to mention a few.

Working with Drupal can be compared to working WwiBGO blocks: the building blocks
have already been made by the developers and y@auwab developer, just have to put them
together in a way that works best for you. Stilupal gives you more flexibility than LEGO
blocks since if you have the knowledge to do sdjrapskills for example, then you can
change your building blocks or even make your oew ones.

To understand Drupal you have to understand haswitiilt: it is not built in a treelike
manner, like regular hierarchical websites whedgrge is higher or lower than another
page in the hierarchy. Instead most content typeguat variations of the same concept: a
node. The node holds the structured informatiothaf particular piece of content, then the
site’s menu system, its taxonomy, and other modtdesrol when, where, and how the node
will show up.

A module is a functional plugin; some of the modulee essential parts of the Drupal
core while others are ‘only’ add-ons, created byniners of the Drupal community to expand
the usability of the system. There are a few mesithat give you instant readymade
solutions, but most of the modules are developéd fecus on doing one thing well, so if the
web developer needs to create certain site spdgiitionality he might have to use a few
modules together, combining their functionalitiesritake something new.

There are other content management systems oetttiedrare easier for non-coders and
beginners to use, at least to begin with, but assyart wanting a more specific feature it is
more and more likely that you would have to gebinch with a serious programmer. Drupal
both has a lot of readymade modules available dsawé offers modules that help you put
together functionality and data collected from otim@dules to make it relatively easy to set
up pages and/or blocks that show only exactly treent that you want to show, the way you
want to show it.

Serious Games Interactive required that Drupal el used for Playing History — Press
Room. That was because it is an in-house poliaetteeuse Drupal to build websites when
they do not build the sites from scratch. Thabishat the staff, mostly the people from the
marketing department, don’t have to learn how ®many different systems, but it is also so
that the web developers can reuse solutions freatsisite. It makes the maintenance of the
sites a lot easier and less error prone.

® www.grammy.com

10 \mww.mattel.com

1 http://www.monarchie.be

12 \www.britney.com
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Social Media — User Interaction with the Site

In order to compare Playing History — Press RoothBwrnenes U-landskalender to other
sites, which might be considered as being similaintent and/or target audience, | am
going to look into how much space is spent on hghkio social media platforms on the front
page, and if and how the user is able to interdatt the site. | am going to use Ghuneim’s
typology as a guideline in my comparison even tlmolugm not going to create a complete
analysis of the customer engagement.

Since computer monitors come in various differergsand resolutions | decided that the
most reasonable way to compare how much area dnotitepage is spent on linking to social
media platforms would be to measure in pixels thele part that is used for content, and
then again measure the part that is spent on soedia. That way it is easy to find out how
big a part of the front-page is used for social medhtforms.

On the screenshots that | made I've used four sdtdistinguish how the user can
interact with certain areas of the screen. | usedor social media areas, green for download,
orange for interaction and pink for general intémac

All the numbers for the Facebook likes, the Twiftdlowers, the YouTube subscribers,
and the Flickr members and contacts were colletted 4" of December 2010 between 13:00
and 14:00.

Playing History — Press Room

The front page is 1024x1133 pixels, or 1,160,19%r¢& are two areas dedicated to social
media platforms, the larger one is 1024x315 pix&22,560 pixels in all, and the smaller one
is 355x35 pixels, 12,425 pixels. That means thatitea dedicated to social media platforms
is 334,985 pixels, which is ca. 29% of the frongg@aTlhe social media being used are
Facebook, Flickr, and YouTube. On the top of tagepare links that lead directly to the
relevant pages on those media. Then below the wbthitere is a feed from Flickr, showing
the most recent uploads from the Flickr site, a Mahe video showing a relevant video from
the Serious Games Interactive YouTube channeladedd from the Playing History
Facebook wall. All of them can lead the user friwa $ite and into those social media
platforms. The Playing History Facebook page hakké3, the Serious Games Interactive
YouTube Channel has 13 subscribers and the Flage phas no contacts.

The site does not offer the users to interact aittt the content on the site. The site does
not offer the user to subscribe to any RSS-feédsetis no way for him to comment, rate,
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upload or share the site in any other Wagxcept that the user has the opportunity to sead
articles by email.

Picture 1: Playing History - Press Room front pagdé the social media platforms outlined

Bagrnenes U-landskalender

The front page is 960x672 pixels, or 990,720 piX€lere are two areas dedicated to
social media platforms, the larger one is 240x6¥%2lp, 161280 pixels in all, and the smaller

13When | say that it is not possible to share theteat | am talking about without doing it manuallhere
is nothing on the site to help the user to shagectintent in an easy way.
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one is 135x120 pixels, 16,200 pixels in all. Thaams that the area dedicated to social media
platforms is 177,480 pixels, which is ca. 18% & whole front page. The social media being
used are Facebook, Flickr, and YouTube. On thesidé of the site there is a column
dedicated to these media, on top of that therensnes feed from Bgrnenes U-landskalender’s
Facebook page, with a direct link to it as welkdsk to its RSS feeds, then in the middle
there is a link to a YouTube video, with a direcklto the Bgrnenes U-landskalender’s
YouTube channel and a link to its RSS feeds, aed #t the bottom there is a picture feed
from the most recently uploaded pictures on Wavwesdén’s Flickr site, with a direct link to

it and a link to its RSS feeds.

The Bagrnenes U-landskalender’s Facebook page Hakkes, the YouTube Channel has
2 subscribers and the Flickr page has no subssriber

The site does offer a little more interaction foe user than Playing History — Press
Room, but still not a lot. Directly on the frontgeathe user can subscribe to three feeds,
though all of them are feeds for other sitéShe user also has the opportunity to download
files and press releases.

| do have to admit that the fact that neither Rig\History — Press Room nor Bgrnenes U-landskalend
works when using RSS-feeds is my fault. When makioge sites | did not consider that the userbeséd sites
might want to subscribe to its feeds, though | feek that even though it might not be an essepéal of the
site it is very convenient in use and | assumeithabuld be relatively easy to get it to work.
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Picture 2: Bgrnenes U-landskalender front page sdttial media platforms, RSS feeds and download#edtl

Compared to Other Similar Sites

First | have to say that | found it hard to finchdar sites, i.e. press sites that accompany a
media product and/or a product site, to compatbd@ress sites | made for Serious Games
Interactive. Searching for sites | first looked foess sites, made to accompany a media
production, when | found that there are not thahyrsites like that available (I found none,
besides the ones | made for Serious Games Integattilecided to broaden my search
criteria. | then looked for product sites which Wwebinclude a press section as well as an
informative section and/or sale section. At lastoked for sites that have informative
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sections and/or sales sections but not a pressseat! the sites that | looked at deal with
products that are relatively new and are eitheediat gamers or children, such as computer
games, TV stations for children, sites about tbws &lso have a lot of online media related to
their toys, and so on.

| don‘t have any access to the user statistichoset sites, so | will only be analyzing
them and comparing them to Bgrnenes U-landskalemt&Playing History — Press Room
when it comes to screen area spent on social nasdigll as the options the user has to
interact with the site.

| found 15 sites to compare with Playing HistorlPress Room and Bgrnenes U-
landskalender, and from those | chose five sitesrevhanalyzed the screen area spent on
social media platforms. | chose these five sitembse they deal with computer games or
entertainment media for children, but also becalisg are quite diverse in style and approach
to the users.

DR Ramasjang

DR Ramasjang, a Danish television channel, targjeldren the between 3 and 10 years
old, though especially the age 7-10. DR Ramasjasgte own promotional website but it
shares a press site with the rest of DR’s chanmelgain full access to DR Presse, the press
site in question, the user needs to be registerdchdmission is only given to people from the
press.

The DR Ramasjang site is 1263x1110 pixels, or 1980l pixels. Not one of them is used
for promoting the social media platforms that migatrelated to the TV channel, even though
it has a Facebook page with 17,562 fans.

The site offers a lot of ways for the user to iatgmwith it: there is a poll, and there are
games and competitions and all sorts of activiteshe users. RSS feeds are not offered.
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Picture 3: DR Ramasjang screenshot of the front pétfpeinteraction possibilities outlined

EVE Online

EVE Online, an online video game produced by CCh&sa was first released in 2003
and has since then been growing strong and hasrbe@nded at least three times for being
the best massively multiplayer online game (MMQhe game is accompanied with a
promotional site and a product site, and the prosdite also serves as a Press Room.

The product site is 1236x1861 pixels, or 2,350,d48ls, and there is no reference to any
kind of social media platform. Eve Online has adbmok page with 74,935 likes, a Twitter
page with 3,866 followers, a YouTube Channel wiBt2B5 subscribers, and a Flickr group
with 143 members — so it is evident that the gaaseahpretty active social media fan base, so
| wonder why they don't link from the product wetiesio all (or at least some) of these social
media platforms.

The user can in many ways interact with the siteré are multiple ways to buy, play or
interact with the game, and there is also a foronitfe user to sign into. The user both has
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the opportunity to subscribe to the page througB R&d/or subscribe to a certain kind of
news feeds — for example if the user is just irgiexe in the developers’ blog and nothing else

then he has the possibility to just sign up fot peticular RSS feed. There is also the
possibility to download material.
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Picture 4: EVE Online screenshot of the front pagh downloads, interaction possibilities, and R8&ds outlined
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lo Interactive

lo Interactive, a Danish video game developer,graduced some known computer
games. Their most popular game is the Hitman sbtiethey also have a more recent game
called Kane & Lynch. These games have their owndyebsites, but instead of having
separate Press Rooms, like Serious Games Intexqutefers, they have a press segment on
their own site where the user can access matdxaitall of their games.

The pressroom, the page that is dedicated to Kahgn&h: Dead Men (the most recent
game in the Kane & Lynch series), is 1040x718 @ixet 746,720 pixels. There is no space
dedicated to social media, and even though theretia link or anything even suggesting that
there might be any kind of social media relatetheogame, there is both a Facebook page
dedicated to 1O Interactive, with 594 likes, andazebook page for Kane & Lynch: Dead
Men, with 1,253 likes, a twitter page for 10O Intetige with 2,701 followers, and both a
YouTube channel for IO Interactive with 5 subscrih@nd a YouTube channel for Kane
&Lynch with 3,912 subscribers.

There is also no way for the user to interact whih content, except the ability to
download some game related content. RSS feedoauodfared.

On the product page, which is specifically for gane, there are links to follow these
social media platform and to share the site.

Picture 5: lo Interactive screenshot of pressroadth download links outlined
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Olsen Banden pa de bonede gulve

The Olsen Gang is a fictional Danish criminal ganghovies with the same name. In
2010 the newest film was released, a 3D animatiieadt Olsen Banden pa de bonede gulve
(e: Olsen Gang Gets Polished). To accompany thedilvebsite has been made and the site
is mostly a product site made to promote the prbduc

The site is 1280x963 pixels, or 1,232,640 pixelserE are two areas used for Facebook,
the only social media platform, and they are 42 BiX2ls or approx. 3% of the site. The
Facebook page has 1,920 likes.

The users can, though, interact a little with tibez $hey have the opportunity to download
material, participate in a competition concurréneamd they can upload an MMS picture.
RSS feeds are not offered.

Picture 6: Olsen Banden pa de bonede gulve screeoktie front page, with social media platformewtiloads, and
interaction possibilities outlined

Sid Meier’s Civilization V

15 At the time | reviewed the site the competition lemded but it used to be an option for the users.
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Sid Meier’s Civilization V, a turn-based strateggnge developed by Firaxis, was released
in September 2010. The product website includels paimotional material and press
material about the game.

The site is 1263x1551 pixels, or 1,958,913 pixata] thereof are 14,226 pixels used for
social media platforms, Facebook and Twitter, qrap. 1%. The Twitter page has 5,708
followers and the Facebook page has 98,499 likes.

The user can interact a little with the site; he sign up for a newsletter, go to a forum,
buy the game, or download material. RSS feedsatreffered.
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Picture 7: Sid Meier’s Civilization V screenshottbé front page, with social media platforms, dovadls, and
interaction possibilities outlined

Overall Comparison

| also compared all the 15 sites to Playing HistoeBress Room and Bgrnenes U-
landskalender to get a general overview of how nwdriiem connect their sites to the social
media platforms.
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| first looked into if they were informative sitesifes that contain general information
about the product, Press Rooms, sites that comf@mrmation that is generated for the press —
such as press releases, or sales sites, sitesfférathe user to buy or try the product, or give
the user direct information about where and/or hevean get the product.

The sites | looked into are (in alphabetical order)

Bakugan

Blizzard — StarCraft Il Wings of Liberty
DimensionU

DR Ramasjang

Education City

Eve Online

Global Conflicts

lo Interactive

Lego Hero Factory

National Spelling Bee

Nintendo - Donkey Kong

Olsen Banden pa de bonede gulve
Picaro — The Online English Adventure
Playing History — Press Room
Rockband

Sid Meier’s Civilization V
U-landskalender

Of these 17 sites there are 14 informative site$ress Rooms and 13 sales sites. Only
five of them offered RSS feeds, and then U-landsidér offers RSS feeds for other pages.
On 12 sites the user has the opportunity to dovehtoaterial but on only five sites he has the
option to upload content.

When it comes to endorsing the site’s content tites ®ffer the user to “liké® the site,
one offers the user to vote, and then there avesites that have an AddToAny share
buttort”.

When it comes to social media platforms there avers sites that have links to Facebook,
two that have links to Flickr and YouTube (Playidigtory — Press Room and U-
landskalender), and four that have links to Twitter

'8 Like is a way of connecting to Facebook and ereltite site among your friends there.

" AddToAny is a share button that you can get famaite, it is free and it comes ready for most GMS
and in simple code (if you would like to have tkisd of button on your simple xhtml site then tisatelatively
easy to do). It is highly customizable and easys®. It gives the user the option to share, booknmaremail
the site. It offers the user to share to a widgeaof sites.
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These numbers tell me that even though some oé freglucts have a considerable fan
base and are actively using the social media plagpmost, if not all of them are not
exploiting the full potential of using social megikatforms to build up customer engagement.
While others, such as both the Serious Games biiegssites, are spending a lot of resources
connecting all the social media platforms, theoiagbmedia fan base isn't all that big.

Measuring Customer Engagement on the Sites

To make a real customer engagement research anPeagng History — Press Room and
Barnenes U-landskalender | would first need to kihow the goals of the marketing
department of Serious Games Interactive were fugdlsites when they were launched; |
would have to know what they wanted to get outefgites and within what timeframe; how
the primary target audience is built; and whichdkaf interaction was considered to be the
most desirable in order for these goals to be aptished. Then, by comparing these goals to
the statistics of the site, | would be able to datree if these goals are being met, keeping in
mind that there are only approx. 8 weeks sincesities were launched. If a customer
engagement plan had been made when the sites l@ereed, then the user statistics tracking
system would have been installed at the same tintleeasites were launched and it would
have been more fine-tuned to meet the needs au$temer engagement strategy.

Since no customer engagement strategy has beenfarabese sites it is impossible to
try to measure the customer engagement. Therefoti@s chapter, | am going to be focusing
on the use of social media platforms on those,sstesmportant part of measuring customer
engagement but still not all that is to it. | araalooking into general user statistics of the
sites, speculating what they could be telling usualbhe customer engagement.

What | Wanted to Measure

| wanted to find out a few things about how thersg®ve been interacting with Playing
History — Press Room and Bgrnenes U-landskaleiiemain focus is on the social media
parts of those sites, and if they are being usath &also interested in the overall usage of the
sites; are people using them? | also wanted tovbeee the users are coming from; do they
enter these sites from Facebook or other socialan@dtforms?

| chose to measure these things because they geadistic view of if these features are
being used, even though I neither have any stifr a similar site to compare it to and/or
any defined goals that might or might be reached.

How Did | Measure It?

| decided to use Google Analytics to help me getdfiatistics that | needed. Google
Analytics is a free service that generates stasigtbout the visitors to a website. According to
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W3Techs it is the most used traffic analysis toolilabée, being used by 48.3% of all sites,
having a market share of 80.5%. (W3Techs, 2010)

Google Analytics offers a wide range of possilabtwhen it comes to tracking users: you
can find out a lot about you users from it, likeesd your users are from, which operating
systems they use, which is their preferred browasa,even the resolution of their screens.
You can also see what the users are looking at,rhoeh time they spend looking and where
they leave the site. Google Analytics can just alsbow you every statistic you might want
to know about your site. All of this is informati@an help the web developers to create a
better targeted site. Most of what you might nemaies with the basic installation but if you
need more functionality then there are some thatcgm add into it for free.

It was also really easy to install in the Drupadteyn: to get all the basic functions and the
event tracking feature you just need to install eofigure one module.

All this contributed to me choosing to use Googtealtics; | did look into other traffic
analysis tools but they either were not free orritioffer the wide range of possibilities that
Google Analytics does.

Results

Google Analytics can show the user a lot of infatiorabut | am only going to go through
a part of it, comparing the two sites in questiBoogle Analytics was installed on both sites
the same day, the $®f November, so that the period that | am lookittg is the period
from the 17" of November 2010 till the lof December 2010, a period of 24 days. | would
have liked to have a longer period to look into thatt was not an option this time. It would
also have been nice to have statistics from theclaing of these sites but since | had not
decided my subject for this thesis | had not cogrgd to install Google Analytics at the time.
Please note that all the statistics in this chagtertaken from Google Analytics.

Overall Site Usage

Overall site usage is a general overview of thgesd the site, telling us how many visits
there have been, how many pages have been vielwedptince rate, and so on.
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Playing History - Press Roon] Bgrnenes U-landskalende

Visits

Pageviews

Pages/Visits

Bounce Raté®

Average Time on Site

New Visits

Unique Visitors

Chart 2: Site Usage, Playing History - Press RoonBwsnenes U-landskalender

From these numbers it is obvious that Bgrnenesndslealender was a lot more popular
during this period — something easily explainedhyfact that it supplements a Christmas
related product, a media event that is happengtdg riow, and is also getting a lot more
outside publishing. However, each user that ef&ging History — Press Room views more
pages and spends more time on the site, and teesgare more likely to return again and
again. Just from looking at these numbers one ssmnae that Barnenes U-landskalender is a
more popular website while the users of Playingdtis— Press Room are more engaged.

New vs. Returning users

New uses are the users that have only enteredt¢hene time while the returning users
have been to the site more often.

Playing History - Press Roonf Barnenes U-landskalende

New

Returning

Chart 3: New vs. Returning Users, Playing HistoryesB Room vs. Bgrnenes U-landskalender

It is quite interesting to look into new vs. retimg users, comparing these sites. More
than 2/&" of the users on Playing History — Press Roomeireming users but less than a
guarter of the users on Bgrnenes U-landskalender.

Traffic Sources

Traffic sources tell us how the users are entehegsite, and where they are coming
from.

'8 Bounce rate is the percentage of single-pagesvisitvhich the person left the site from the lagdiage.
High bounce rate generally indicates the landirgedan’t relevant to the visitors. So a low bourete is
desirable.
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Playing History - Presg
Room Barnenes U-landskalendef

Direct Traffic

Referring Sites

Search Engines

Chart 4: Traffic Source Overview, Playing Historlpress Room vs. Bgrnenes U-landskalender

Here again are inconsistencies between the tws. $ttaying History — Press Room users
mostly come to the site with direct traffic (thgypé the URL themselves in the browser
address bar) while Bgrnenes U-landskalender usesfiyrind the site through search
engines.

These numbers and the numbers of new vs. retuusiags indicate that either people are
not searching for Playing History — Press Roonheytare not finding it in their search
results. A very quick tryout on Google showed ne tPlaying History — Press Room does
not show up in the top 30 results when you searckhe words “Playing History” and
“Playing History — Press Room”. So that the problaight very well be that people are
trying to find it but they can't. This is a seamhgine optimization problem and though it is
highly related to getting users to the site, ias the subject of this essay.

These numbers also support that the users of Bldistory — Press Room are more
engaged than the users of Bgrnenes U-landskalsier they are more likely to go directly
to the URL of the site instead of finding it thrdugther sites, such as search engines and
referring sites. However, Bgrnenes U-landskalemslebviously more popular and even
though there are less people that enter the pagetigtithere are at least 339 more people that
looked for the page using search engines.

Referring Sites

The referring sites are other sites where the clggks a link to enter the site.

Playing History - Press Roon] Bgrnenes U-landskalende

Facebook

Others

Chart 5: Referring Sites Overview, Playing HistoBress Room vs. Bgrnenes U-landskalender

To know how many users enter these sites througlobthe social media platforms they
are associated with you need to look into the refgsites.

Looking at the numbers for the sites it is obvithet the social media users are generally
not leaving the social media platforms in ordeemter these sites.
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Visitor's Loyalty

Visitor’s loyalty is measured in loyalty — thatisw many times a single user has entered
the site, recency, how long time it is betweentsjdength of visit, how long time the browser
window was open before the site was'fefind depth of visit; how many pages each user
viewed during his visit.

Playing History - Press Roonf Barnenes U-landskalende

1 times

2 times

3 times

4 times

5-6 times

7-8 times

9+ times

Chart 6: Visitors Loyalty, Playing History - PressdRovs. Bgrnenes U-landskalender

Most users only visit the sites one time, someaiseme more often. What is noticeable
here is how many users on Playing History — PregsiRhave been coming to the site 9
times or more or 32 people vs. only 5 users on 8mes U-landskalender. But that could be
explained, like | have said, with poor search eagiptimization so that people are simply not
finding the site. This reason might also be thatéhmight not be that many people that know
of and/or are interested in the game and the pedst®d content.

It is important to know how much time users spendhe site before leaving it again; it
shows if people stop for long enough to read angtlorr if they instantly leave the site again.

Playing History - Press Roon{ Bgrnenes U-landskalende

0-10 seconds

11-60 seconds

61-180 seconds

181-600 seconds

601-1800 seconds

1801+ seconds

Chart 7: Visitor's Loyalty, time on site, Playingdtry - Press Room vs. Bgrnenes U-landskalender

1% The length of visits can only tell you how long throwser window was open but not how long time the
user actually spent on reading and looking at trgent. Some users might open a browser window thétsite
and keep it open for a long time while doing sorimgtlelse.
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Both sites have over 50% of users leaving withenfttst 10 seconds of their stay; it is
pretty safe to assume that these users hardlyreaehed the first level of Kirkpatric’'s Levels
of Engagement. Yes, they have entered the sitthbytleft it so quickly again that they can
hardly be considered as being engaged in the cootéine site at all.

In-Page Analytics (beta)

In-page analytics enables you to visually analyagr ywebsite pages to see how the users
are interacting with the site. In it you can searysite and on top of it there is an overlay that
shows you where the users are clicking by showmgligtle speech bubbles.

There are two types of bubbles; ones with solid border, which show links that lead to
other pages, and ones with a dotted line bordeichwdhow links that lead to the same
destination page. This does not include outgdimigs] which is a shame since that would
give you an even better overview of what your useesdoing, but one must remember that
this is still just a beta version so that moredeas could be in development. Just looking at
screenshots from the sites supports my suggestagnricluding outgoing clicks would
improve this feature considerably.

When looking for the first time at these in-pagelgses one might think that users are not
considering the social media platforms at all -amwy other outgoing links. It isn’t until you
figure out that this is only showing the in-siteks that it starts makings sense. Fortunately,
Google Analytics does offer another way to seeotlitgoing clicks: it is called even tracking.
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Picture 8: In-Page Analysis of Playing History e®& Room
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Picture 9: In-Page Analysis of Bgrnenes U-landsldden

Event Tracking

When the web developer is configuring Google Anasytor the Drupal site he has the
option to enable event tracking, which means theacking code is inserted into the code for
the site to record certain user actions with ceréééments on the site. This makes it possible
for the web developer to track when the users dosmthsomething, if they are leaving the
page through clicks, and other user actions whachbe recorded by counting clicks. This, of
course, does not handle the users that leave teelpaother means but it can tell you which
outgoing links on the page are being used andigyuf content is being downloaded.

36



Playing History - Press Roon]

Bgrnenes U-landskalende

Total Events

Visits with Events

Downloads

Outgoing Links

Facebook Links

Flickr Links

YouTube Links

Other

Chart 8: Event Tracking, Playing History - Press RasimBgrnenes U-landskalender

The users of Bgrnenes U-landskalender are mory likeclick outgoing links than the
users of Playing History — Press Room, but theytdimwnload material at all. The users of

Playing History — Press Room on the other hand tteadhtwice as much as they click

outgoing links.

On Playing History — Press Room only 16% of visitsult in an event, 1/3of these

events is clicking an outgoing link, ca. 9/6f the events are clicking social media links.sThi
says that approx. 4% of all visits result in alclm a social media link, and that seems like an
awfully small number compared to the fact that 28%he design is used for social media

links.

On Bgrnenes U-landskalender 38% of visits resudt afick on an outgoing link, 56% of
these clicks are on social media links. That meélaasapprox. 29% of all visits result in a

click on a social media link.
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Conclusion

| think that companies, both small and large, l@sal global, are generally not fully
realizing the marketing potential of using sociadia platforms to build customer
engagement, and the value of a very engaged custdnha of sites aren’t even offering any
type of sharing/liking/tweeting possibilities fdret users; others are targeting young people
with their products and product sites, have bottebaok and Twitter pages — even pages
with a large group of fans and followers — but @oé using the possibilities that these sites are
offering when it comes to online marketing. Theg araybe not even linking from their
product sites to those social media platforms.

To build up customer engagement first the compa®gda to create a communication
plan: how can the target audience be defined? Hewhay going to be reaching the target
audience? And so on. Then the next step would Badmut what social media platform/s
the target audience prefers to use because thviieise you are going to find them. Then, to
build the customer engagement strategy, the compaags to define how they are going to
build their fan base. How are they going to comroata with the fan base (tone of voice,
how to react to criticism), how much time are theling to spend on updating and replying
to the users on the social media page, and so nd’héw do they want the fans to be
communicating with the company: does the compamyt wago as far as building an online
community for the users or is it going to rely $plen the social media platforms?

Next the company needs to define how it is goinkrtow if it is reaching its goals. That
is done by evaluating each user action and givinglue, based on how important the
company thinks that particular user action is.

Creating a good, detailed customer engagemenegyré the basis of building up
customer engagement and creating a solid and fagdlase.

The press sites from Serious Games Interactiveitiezent in many ways from the other
sites | found to compare them with. For the firgyt were the only sites | could find that had
only focus on press material and social media @lat$, secondly, the focus on these social
media platforms was way higher than on any of thersites. However, this high focus on
social media platforms does not seem to be regultim high number of fans and subscribers.

Having a high focus on social media platforms, HBexious Games Interactive does, can
seem like a good idea but if it is not planned dode properly it doesn’t result in much, or
getting results might take a lot of unnecessargti@®f course it is impossible to measure
customer engagement success without having stafftedth a costumer engagement strategy
plan, including measurable goals, but still ther ss$atistics for these pages don’t suggest that
the customers are very engaged.

The user statistics for both Playing History — Bieeom and Bgrnenes U-landskalender
show that the bounce rate is rather high, whichnaéaat people that visit the site generally
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leave it without exploring its content. More thaatdftof the users of both of these sites leave
within the first 10 seconds and more than 68% |daging History — Press Room within the
first minute, more than 80% leave Bgrnenes U-laalésider within the first minute.

On Playing History — Press Room very few usersddhe site by clicking an outgoing
link that leads to a social media platform, andisers enter Bgrnenes U-landskalender
through a social media platform.

It is impossible to calculate the customer engageieilt on these numbers, both
because that there are more factors that needdortsedered when it comes to calculating
customer engagement, but also — and more impoytarteécause in order to see how good or
bad these numbers are, there needs to be a predigival to compare them with.
Nevertheless, | think that these numbers are p@endiow much space is spent on social
media platforms on these sites and how fast sowaia pages can grow customer base. |
also have come to the conclusion that having a tetelp separate press site, instead of
dedicating an area on the primary product pagedsspmaterial, is probably not the best
solution. Having one site containing an informafpremotional section, a press section, and a
sales section (when applicable) seems to me tdde¢ter choice. Then the content and design
is less likely to have inconsistencies, connediagk and forth between the sites, and other
technical matters, are less likely to be error pr@and then what I think is the most important
aspect, you will only have to get your users teenhe site.

| also think that focusing on social media platferim order to build up customer
engagement would be more applicable in the infoxegiromotional section of a site than on
a press site. That is because even though usédigdofor press materials might also want to
get materials from the social media pages, and taigl be or become fans, their main focus
is most likely work related and therefore thesesisee probably not going to be the best
users to base a social media network of fans on.

In order to get the most out of their online mairkgtand to build customer engagement
through social media platforms, Serious Gamesastare should take on another approach
when building their sites. | think that they shotddus on creating one good site for each
product, a site that contains sections regardirgyeving related to that particular product.
They need to choose a social media platform tod@rubased on who are their target
audience and what they want to have happeningesdbial media page, then that social
media platform needs to be updated regularly aneaat to begin with, they need to find
ways to build the fan base. For example, if theyose Facebook as their Social Media
Platform then they need to find a way to get pedplaress ‘like’, and then there needs to be
a reason for the fans to share the Facebook patjeranaterial from it or the product site.
The fans, at least the more engaged ones, wihel@tomotional work for the company BUT
they need to have a reason for doing so: they toebd rewarded in some way.
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