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Ideation and concept 
For my digital artefact this semester, I explored the topic of Marketing in the gaming 
industry. When starting the BCM215 digital artefact assignment, I wasn’t sure how to 
approach the task, as I’m not very experienced or knowledgeable about gaming. I 
decided that it would be best to relate my chosen research topic, back to my current 
career. I currently work as a marketing coordinator for a marketing agency, but I mainly 
specialise in digital marketing. Thus, I decided to combine my job as a digital marketer, 
and explore digital marketing in the gaming world. By researching a topic that was 
relative to my job role, it would allow me to increase my knowledge in the field of gaming 
and marketing. 

Although digital marketing was a topic I was extremely passionate and knowledgeable 
about, I decided to broaden my scope after the first blog, and focus on any forms of 
marketing in the gaming industry. By focusing on a broader topic, I realised I am able to 
increase my understanding around how traditional marketing strategies can be used.


Methodology 
I focused on three games which all executed successful marketing campaigns and 
explored the strategies they utilised.

I used my personal university Wordpress blog to display my research and findings 
through a 3 part blog series, each blog focused on a different game. 


After posting each blog, I then shared the blog post to reddit, twitter and reblogged my 
blog to the game cultures blog (Reddit initially wasn’t a part of my digital artefact plan, 
but after hearing my peers opinions, I took on their advice. By sharing my blogs to other 
platforms, I was hoping to create traction and bring awareness around my blogs. I 
targeted specific subreddits who I believed would be interested in my blog, the 
subreddits included “marketing,” “gaming,” and “digital marketing.”  

I also shared my blogs to Twitter and the game cultures blog, hoping to gain traction and 
interest from my fellow BCM peers. I used relevant hashtags on Twitter including 
#marketing, #gaming, #digitalmarketing, #BCM215, and #BCMDA.

I pinned my blogs to the top of my twitter profile to also create more engagement.
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To gain more views on my blogs from a wider audience, I used specific tags on my blogs. 
If people search words like “gaming” or “University of Wollongong,” my blog would be 
more likely to find on Wordpress search engine and the internet.
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Background research 
Before pitching my idea, I conducted research to find out more about the processes 
involved with gaming digital marketing, as well as explored passed successful 
campaigns. 

It is estimated that marketers will spend 75% of their marketing budget on digital 
marketing instead of traditional marketing in 2021 (Dent, 2019). With such a huge budget 
to spend on digital marketing, I was interested to discover the types of campaigns 
companies used to best utilise their spend.

Before researching each game, I searched through sites to determine if there was enough 
relevant research to explore each game. I also only focused on games that I was 
interested in/had experience playing as a child.

• The first blog explored the game Angry Birds and investigated the strategies Rovio 

entertainment used to promote the game. I explored how successful the game was an 
highlighted key facts according to App sumuri. I explored different marketing strategies 
including app optimisation, monetisation, content marketing and cross promotion. 


• The second blog explored the game WII Sport and investigated the strategies Nintendo 
used to promote the game. I highlighted the key success moments of the game and 
benefits of each marketing strategy used. I explored a range of marketing strategies 
used to assist with advertising the game including, television ads, demo kiosks, and in 
store displays. Articles from ODM Group, Rush, and MBA Skool all explored the 
benefits involved when implementing each of these strategies. 


• The final blog post explored the game Angry Birds Saga and investigated the strategies 
King used to promote the game. I researched general successes achieved by King as 
well as explored their marketing strategies previously used. I explored strategies and 
including the freemium model, social media marketing, aspects involved with 
marketing including analysing data.


In the week 8 lecture, Chris Moore explores the analytical framework in terms of video 
games and participatory media culture. Moore explores the text “Computer games as 
participatory media culture” by J Raessens (2005). This text explores how play is 
productive, and any time you enjoy wasting, was in fact, not a waste.

This idea can be explored through two out of three of the games I explored. 


Angry Birds has been seen as a highly addictive game to users as its enjoyable. Some 
may see this game as a time waster, but if it’s enjoyable, then it’s not a waste of time 
according to Raessens. Steven Grant (chief of the clinical neuroscience department at the 
national institute of drug abuse in Bethesda, Maryland), discusses how dopamines 
mechanism kicks in when something happens that is typically followed by a reward. E.g. 
firing an angry bird into a green pigs to knock items over in Angry Birds. 

Through Padwa’s research from 2019, they found that Candy Crush has been positioned 
as a “time killer” game. The statement time killer can also be interpreted as a game that is 
a waste of time similar to Angry Birds. Both games share a common denominator that 
they are both simple, yet the further into the levels you progress, the harder the game 
becomes. Through the simplicity and design of both games, it is clear that games which 
are designed as a “time killer” can be enjoyable. 

Utility 
My blog is available online for anyone who is interested in my topic, including but not 
limited to: marketers, digital marketers, individuals studying marketing, individuals 
interested in gaming, and individuals looking to launch a game. I have attempted to target 
potential readers through Twitter, Reddit and Wordpress. 
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Response to feedback (via the pitch and beta) 
I received feedback in my pitch & beta presentations from multiple students. All the 
feedback was extremely helpful and provided excellent ideas moving forward with my 
project. There was a consistent message in my feedback that students were interested in 
my biog post topic as well as they agreed that blogs were the most appropriate platform 
to share my research. 

As shown below, I followed through with a few achievable comments from peers.


Pitch comment: This student suggested I explore a source which looks at successful 
marketing campaigns. This source was my main source of inspiration and sparked my 
interest in the topic even further.


Beta comment: I followed through with this advice form one peer and posted my WiiSport 
blog into the Nintendos subreddit. 
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Beta comment: When reading this comment, I didn’t have a specific focus on a type of 
game, but this comment sparked me to think about which games interest me. From here, 
I decided to only focus on games which I played as a child and had a connection/
understanding with.


Overall trajectory 
I was able to explore three games in depth throughout this project, as well as numerous 
marketing strategies. As the project project continued to develop, I found new areas of 
interest. I think this was beneficial to the trajectory of my digital artefact, as I didn’t rule 
out any ideas from the beginning.

Throughout my project, I aimed to follow a strict timeline to ensure I would stay on track. 

My project plan was to post 3 blogs throughout the semester:

• Blog 1: Due 7th September

• Blog 2: Due 5th October

• Blog 3: Due 2nd November

Blog 1 & 2 were posted on the due dates as planned, but due to juggling numerous other 
assignments during week 12, blog 3 was slightly delayed.


Project’s success and limitation 
Through researching the topic of marketing in gaming, I’ve gained a deeper 
understanding of how marketing strategies can be implemented in the industry. I’ve also 
learned the pros and cons involved with different marketing strategy.

In terms of engagement and traction, I didn’t receive as much traction as I had hoped for 
from my desired audience. I received 2 likes on my first blog (Angry Birds), but the other 
blogs have received no engagement. I believe with further progression and consistency, 
this blog series would have the potential to built a niche audience. This series is definitely 
capable of being continued as there are hundreds more successful games that are able to 
be explored.
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