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Abstract 

This thesis sets out to gain a better understanding of the influence of an online community in the 

video game industry, the dynamics between communities and companies publishing the video game 

and the community’s perspectives about their interactions with a gaming company. The online 

gaming industry and the number of companies integrating the market are growing rapidly. With the 

actual importance of the Internet in the world, brands started to communicate to their customers and 

attract new ones by using online platforms. The interactions between a brand and its community in 

the gaming industry are not extensively researched, especially in a context such as multiplayer games. 

Most of the existing literature is focused on deeply analysing one company, in the overall gaming 

industry. This research aims to gain a broader insight of companies’ perspectives in the context of 

online multiplayer games.   

Existing literature and findings from interviews of online community members were synthesized to 

define the dynamics between an online community and a video game company. In order to bring 

context to the study, Porter’s five forces was applied. The framework also allowed to better 

understand the gaming industry environment with the aim to situated with more accuracy the role of 

virtual community in the industry. The case companies and their games reviewed in this research are: 

Epic games with Fortnite, Blizzard entertainment with World of Warcraft and Riot games with 

League of Legends. 

With the combination of the literature and the gathered empirical data, a better understanding of 

virtual community’s position and influence in the online video games was established. And the 

importance of co-created and storytelling contents viewed from community’s members was defined. 

The specificities for each case company in terms of interactions and marketing practices were also 

revealed. 

This research is one of the only one gathering research literature and interview results in the context 

of multiple case study in the gaming industry. And also it explores more extensively the players’ 

perspectives of a virtual community.  
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1-Introduction 
 

1.1-Background 
The concept of community originated from sociology; its meaning kept evolving constantly since its 

first inception and differs depending on the theoretical contexts. However, in its simplest definition, 

community always includes the notions of social relationships, social proximity and reliable network 

(Yuan, 2012). In other words, the building of a community occurs when people are relating to each 

other, « through social bonds and value consensuses that enable stable relationships among the 

members » (Yuan, 2012: 667). The strict meaning of community as we knew it, has changed, evolved 

and has gained another dimension with the creation of the internet.  

In the past few decades, internet usage has increased rapidly and found its place in almost every 

household. In 2019, there were approximately 4.13 billion Internet users worldwide and this number 

keeps growing continually (Clement, 2019). Since the creation of wireless communication and 

devices, use of the Internet has changed drastically. Not only does people have easier access to it, but 

it is also available on a large array of devices, varying from the traditional home computer, to 

browsing the Internet on mobile devices, such as smartphones or tablets (Castells, 2013). Innovations 

in technology and acquired knowledge were influenced by the Internet's progress. This generated an 

opportunity for people to communicate on a much larger scale and play video games with others, 

wherever they are on the planet. Also, the importance of online communities has been increasing in 

tandem with the digital revolution brought by the Internet. Furthermore, it has been observed that 

people on the Internet easily trust strangers and display eagerness into genuine interactions (Whippey, 

2011). This behaviour is the basis on which virtual communities are generated - people do not make 

contact without communication and communities would not occur if there is no interaction. 

When it comes to communities on the internet, the bond people can create does not rely on the same 

principles as an offline community; they do not obey the same dynamics and links are not created on 

tangible parameters (Weinberg, 2011). Virtual communities cannot function with the same 

interactions as offline communities; the codes and use of interactions are different, mainly because 

of the lack of proximity and everything it implies during face-to-face communication. This means 

that the developer and publisher of the game have to maintain an adequate environment in order to 

facilitate communication between players (Abfalter, Zaglia & Mueller; 2011). Members of an online 

community engage with their community for multiple reasons such as: seeking to have fun, gain 
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knowledge on the subject, find support, interact with other members and create a link with them. The 

latter often results by the member reaching a “sense of belonging”. This is the ultimate feeling a 

member can experience while in a community and as such it is fundamental for long-term success of 

a community (Kim & Kim, 2018). Virtual communities are also increasingly considered by customers 

and businesses as a main source of information on purchasing specific goods and services. They 

influence the consumer purchasing behaviour as they are used as guidelines due to other members’ 

impressions and assessment. Moreover, companies can analyse their communities’ communication 

to gather important data on the preferences of their consumers regarding their products – businesses 

sometimes take it further by implicating community members into co-creating their products and/or 

get inspired by them (Hashim & Tan, 2018). Online communities have always been prevalent in the 

video game industry. The significance of playing a video game is to share experiences with other 

players, thus, strongly influencing interaction. Most of the popular and profitable games have their 

own communities all over the internet, with members gaining enjoyment from participation in events 

and get-togethers beyond the screen (Stuart, 2013). 

The gaming industry is forecast to continue its quick growth in the next decades, gaining more players 

and incomes. The main reasons for continued growth in the market can be attributed to the evolution 

of the industry as a whole. Companies are shifting from the traditional practices in hope that new 

customers will be attracted by innovative games with alternative business models; thus creating new 

opportunities in the industry (Koksal, 2019; Webb, 2019). The first video games were created in the 

1970’s and gradually took a cultural spot in our society. In fact, it is significantly easier to access and 

play video games than before; we can play them anywhere, on any platforms or devices (Zackariasson 

& Wilson, 2012), which means the potential pool of gamers has risen to levels never seen before. At 

the beginning, video games were solely accessible to play on consoles but as the industry developed, 

we can observe in recent years the large array of possibilities to play a video game (Egenfeldt-Nielsen 

et al, 2020). Not only have video games evolved as an industry and product range since its creation, 

but it also redefined digital interactions between people and gave new opportunities to make 

profits (Webb, 2019). This results in the industry having an important cultural significance in our 

society today (Whippey, 2011). Video games are now transitioning from just being a pastime to a 

subculture, leading to new opportunities for people to realize profit. They are a large number of 

companies selling video games and some are especially recognized within the industry. 

Today, Riot Games is a company with around 2 500 employees and 8 million current players every 

single day; making it one of the most played PC games worldwide (Takahashi, 2019; Webb, 2019). 
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Riot wasn’t always one of America’s largest video game companies; when it all started, in 2006, the 

cofounders Marc Merrill and Brandon Beck were just developers, however, they couldn’t get a 

publisher for League of Legends, for the simple reason that it is a free to play title (Webb, 2019). This 

type of business model was at the time a completely different strategy than what the industry grew 

accustomed to; for instance, the World of Warcraft business model based on monthly subscriptions 

(Webb, 2019). World of Warcraft (WoW) is a Massively Multiplayer Online Role-Playing Game 

(MMORPG) published by Blizzard, that encountered success early in its creation in 2009. It soon 

became one of the most played MMORPG in the world and it owned 62% of the market at the time 

(Whippey, 2011). Today, even if Blizzard doesn’t release WoW numbers, it is well known that the 

game is still highly popular (Blizzard, 2008). Blizzard achieved to install and establish a stable and 

strong relationship with its community. The company inserted the players in its fictional universe 

with ease and created a functional environment for WoW fans to communicate with each other; for 

instance, by providing forums (Davidovici-Nora; 2009). Then there is Fortnite, a game produced by 

Epic Games, released in 2017 and available to play on consoles such as PlayStation 4 and Xbox One, 

but also on smartphones and computers (Cross, 2019; Iqbal, 2020). The game gained the interest of 

players rather fast; in March 2019, there were 250 million players of the game in total. One of the 

causes for this rapid success are how accessible and competitive the game is, attracting new players 

and converting them into regular customers (Marino, 2018). However, it is to its community that 

Fortnite owes its favourable outcome; not only did it form fast and grow exponentially; it also was 

discussed on multiple communities spread over the internet on multiple platforms, making the game 

become viral (Marino, 2018). 

The three aforementioned games are similar in some respects and in some others, but differ greatly 

in others. Although all are multiplayer games, varying business models are employed by each. 

Nevertheless, each game is supported by their own strong community with whom they engage 

differently, thus enabling each community to impact brands uniquely depending on their interactions. 

1.2- Research Focus 
 

The gaming industry grows rapidly and influences society on a cultural scale (Zackariasson & Wilson, 

2012). The fast pace at which this industry evolves can be an obstacle for people to fully understand 

its trends and the behaviour of gaming companies within this environment. Even if research is 

conducted and papers are written on the subject, the changes and innovation within the industry still 

occur; meaning that there is still a lot of knowledge to gain (Barczak & Wesley, 2010). Most of the 
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studies are concentrated on one sole video game and its virtual community; whereas in this paper, the 

main motivation for writing about communities in the video games industry, is to gather information 

by comparing different successful multiplayer games and their own communities. 

In this paper, the focus will be specifically on the online communities of selected multiplayers video 

games. As there exists a profusion of games nowadays, that can be played on smartphones via apps 

or on consoles, for every age, length of time and different genres; the gaming industry is diverse. The 

reasoning behind choosing to write about multiplayer games is that this genre of games generates 

communication easily; players are able to interact with each other if they wish, generally resulting in 

a more exciting gaming experience. In fact, the foundation of communities is communication and for 

multiplayer games it is essential to interact with other players in order to experience an interesting 

and exciting game; cooperation is key. Thus, communities in multiplayer games occur naturally and 

are necessary (Koivisto, 2003). 

As communities happen to form spontaneously in the setting of a multiplayer game, they are 

supporting brands on another level than other online brand communities. Indeed, a company can gain 

from engaging with its virtual community; they can be beneficial in representing its reputation and 

affirming the brand’s identity (Weinberg, 2011). The use of storytelling in video games is still 

relatively recent, because a video game is created from top to bottom by its developers. Each game 

immerses the players in a unique universe, resulting in different ways of using storytelling; ways that 

innovate from what we used to see in storytelling before (Stuart, 2019). 

Due to the intangible nature of the products offered by gaming companies, they are required to 

communicate about their products and to their communities via the Internet. The fact that online 

communities do change the way of communication within a game’s fan base, demonstrates to us that 

there is a strong correlation between the brand and its community. In this regard, the paper will aim 

to observe the potential influence of an online community on a company and its products as well as 

the impact of a company on its community based on their interaction. 

1.3- Overall research aim and individual research objectives 
 

The overall aim of this research is to gain a better understanding of the influence of an online 

community in the video game industry, the dynamics between communities and companies 

publishing the video game and the community’s perspectives about their interactions with a gaming 

company. By answering the question: “What is the extent of a virtual community’s influence on a 
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brand in the gaming industry?” However, to better understand the correlation between a video game 

company and its online community, it is felt essential to gain an appreciation of the specificities of 

the gaming industry focusing especially on multiplayer games and define what is an online 

community within the main industry. It would be contradictory to try to fully understand how online 

communities and brands interact with, influence each other and the extent of these interactions 

without defining the incentives for a community to exist as well as the dynamics, potential 

opportunities and barriers a company can encounter when trying to communicate and co-create with 

its online community. Further, this paper will investigate the role and use of story-telling and co-

created content, their impact on a business and its online community. Furthermore, to assist the 

progress of this study, two principal research tools have been selected: an in-depth review of relevant 

literature and the collection and analysis of empirical data. The Research Methods section 

encompasses a more detailed description on the research strategy and the data collection techniques 

to be used to acquire the empirical data. 

 

The main objectives of this research are to: 

1) Define what is an online community in the gaming industry. 

2) Evaluate the different trends and opportunities that a brand might have with online communities. 

3) Analyse the influence of online communities on the brand through their communication. 

4) Determine if successful multiplayer games have similarities when interacting with their 

communities and if these communities react differently to these interactions. 

  

At the risk of oversimplification of the purpose and value of each of the above objectives, objectives 

1 and 2 focus on the motivations and probable issues, whereas objectives 3 and 4 will evaluate and 

analyse more in depth the interactions between a brand and its online community and thus bring a 

detailed insight on the impact an online community can have on a company and its product. To have 

an absolute understanding and comprehension of this study, the reader should consider these 

objectives as a whole and not as unrelated. The objectives have been defined to have a coherent and 

fundamental link. The first objective – online community and gaming industry – will define the 

specific environment of the study; this will allow the paper to have a definite context, in order to 
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further investigate the communication between a video game company and its online community. For 

example, it will, in effect, seek to answer the question ‘are there opportunities for a company to 

engage with its online community, if so, what are they?’. An example of such a driver could be co-

creation, which, if the case, may act as a motivation to increase engagement and interest of a game’s 

fan base, giving fans a more tangible connection to their favourite game. Thus, objective 1 will be 

focused on gaining a better understanding of online communities in the environment of the gaming 

industry; how communities come to life and how they evolve in a fast growing industry such as video 

game’s. Objective 2 will give a structured analysis of the incentives a brand would have to engage 

with its community, but also what barriers could be faced by the company. Objective 3 will identify 

what kind of interactions would occur between a company and its online community, for seizing the 

opportunities of objective 2. Finally, objective 4 will analyse in detail the different interactions 

between each game and its community; relying on both review of literature and the collection and 

discussion of empirical data. The objectives should be considered as dependent on each other, as they 

are all connected to reasons for an online community to exist and the company to engage with it. 

This research will work to give a better understanding of the role of communication between a brand 

and its virtual community in the gaming industry. And this paper will bring a critical review of the 

different approaches dissimilar multiplayer games would undertake to interact with their 

communities. 

 

2- Literature Review 
 

This Literature Review will analyse the definition of online communities in the video games industry, 

the specificities of the gaming industry, the different aspects of multiplayer games, the different ways 

a company and its virtual community communicate, the community engagement toward a brand, and 

the roles of co-creation and storytelling. The analysis within this review of literature concentrates on 

objective 1 and 2 below (the third objective will be carried out through the instrument of empirical 

data collection and its evaluation, while the final objective – objective 4 – is derived as a result of the 

findings from objectives 1,2 and 3): 

1) Define what is an online community in the gaming industry. 

2) Observe the online interactions between a brand and its community. 
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3) Analyse the influence of online communities on the brand communication. 

4) Determine if successful multiplayer games have similarities when interacting with their 

communities and if these communities react differently to these interactions. 

By exploring the above areas of literature, a significant contribution will be made to this research as 

the place of a virtual community within the gaming industry will be defined and the other selected 

important topics will be explained thoroughly in order to lay out the basis for this paper. Similarly, 

the behaviours a brand and a virtual community have when communicating together will be 

examined, such as the use of digital tools to do so and even offline engagement. Importantly online 

communication will be assessed in terms of their relevance to understand the correlation of a brand 

and its community. In effect, the value of studying the aforementioned literature areas will be to 

provide a meaningful discussion and analysis of the relationship between a brand and its virtual 

community, in a structured way, to facilitate a critical understanding of the influence they have on 

each other.  

At the end of this major section, it is hoped that a critical understanding of essential notions for this 

research is exhibited, and that the reader will be better informed in these areas and that will emerge a 

clear focus, and justification, for empirical research in the field of virtual communities in the gaming 

industry.  

 

2.1- Online community within the gaming industry 
 

In order to define the scope of this paper, there is a need to determine what is a virtual community 

and what does that mean in a gaming industry. To do so, objective 1 of this research, ‘Define what is 

an online community in the gaming industry’ will be partially answered with the aid of relevant 

literature. 

Koh and Kim (2003), define an online community as “community extended via emerging technology”, 

while highlighting the fact that as with a traditional community, the computer-mediated one need its 

members to be committed. This definition is relatively simple, and it doesn’t describe the various 

nuances that a term such as virtual community holds. Abfalter et al (2011), goes more in depth when 

defining being part of a virtual community as ‘members’ feeling of membership, identity, belonging 

and attachment to a group that interacts primarily through electronic communication. This definition 
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might be more complete but it still doesn’t fully encase the whole meaning and specificities of an 

online community, this is why the authors continue by describing how virtual communities 

differentiate themselves from a traditional community on multiple aspects. The most obvious 

differences between both kinds of community is the omission of physical proximity in a virtual 

community not to mention that people use other communication tools such as a computer or other 

digital devices. This implies a certain dissimilarity concerning the spatial cohesiveness; as during off-

line interactions people talk to each other face-to-face whereas if someone sends a message on a 

digital tool, the receiver can answer at any convenient time. Finally, an important feature of 

interacting on the internet and in an online community is the anonymity one has when 

communicating. Moreover, people create personas online, chosen to represent the person behind its 

screen; to do so, people design digital avatars and use a username (Abflater et al, 2011). Others 

authors have extended the definition to give a deeper perspective on online communities. Some 

incentives for members to engage with and become part of a virtual community differ, it can 

be utilitarian, entertainment, sense of belonging or several at the same time. One of the principle 

reasons for a person to take part in a community would be simply to socially interact with other 

members; make new friends, enjoyment, feeling of belongingness and/or obtain assistance (Kim & 

Kim 2018). Then, continuous knowledge-sharing among members is believed to impact greatly the 

longevity of an online community. The relevance and value of the information is considered as one 

of the main motivations for members to stay active in a community (Hashim & Tan, 2018). Generally, 

to become a member of a particular community is a completely voluntary choice; a member can 

successfully gain influence by earning respect and trust from others. Moreover, in terms of structure 

and organization of the community, it is said to be established by members (Burger-Helmchen & 

Cohendet, 2011). 

Now that the definition of a virtual community has been debated and delimited, in order to 

comprehend the specificities of an online community within the gaming industry, it is crucial to 

understand the different drivers and barriers in the industry.  

Porter’s Five Forces framework aims to gain knowledge centered on external dynamics and evolving 

the situation of competitiveness within an industry, more precisely it focuses on determining the 

overall profitability of an industry with a broad angle (Daidj, 2008). According to Pringle & Huisman 

(2011:40), an “industry structure drives competition and profitability, not whether an industry is 

emerging or mature, high tech or low tech, regulated or unregulated”. Thus, to analyse this, the 

framework is based on five specific forces constituting the standard structure of an industry: 1) 
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Bargaining power of suppliers, 2) Bargaining power of buyers, 3) Threat of new entrants, 4) Threat 

of possible substitutes and 5) Rivalry of existing competitors (Rutter & Bryce, 2006). These five 

forces allow the researcher to analyse the influence of the microenvironment on competitiveness and 

to determine the factors that could negatively impact a firm’s proficiency to earn profit (Dalken, 

2014). Bargaining power of suppliers indicates the level of flexibility suppliers have in an industry to 

change prices; if powerful enough, suppliers can influence a firm by driving up the prices for goods 

and services. In this component of the framework, if in an industry, the number of customer is greater 

than the number of suppliers and there is not an abundance of substitutes available, then consequently, 

suppliers will be in a powerful position in comparison to the consumers; meaning that the suppliers 

have the freedom to set their prices and seize value themselves and impose high prices (Pringle & 

Huisman, 2011; Dalken, 2014). Bargaining power of buyers, is the opposite side of the coin of 

bargaining power of suppliers; if there are less consumers than suppliers, then ultimately, customers 

would be able to drive down prices and express their negative perspectives on a product or service, 

with a better chance of being considered. This behavior impacts the competitiveness of suppliers and 

forces them to intensively challenge their competitors, sometimes disregarding the industry (Pringle 

& Huisman, 2011). Threat of new entrants addresses the fact that more firms there are in a specific 

industry, stronger will be the competition. However, if the barriers to entry in this industry are high, 

then it will be harder for newcomers to establish themselves on the market and thus, the competition 

will not become too excessive. As when new entrants integrate a market they take a part of market 

share, with the objective to increase it and they can also bring new competencies, ultimately affecting 

the essential factors influencing competition in the market; prices, cost and rate of investment (Pringle 

& Huisman, 2011; Dalken, 2014). Threat of possible substitutes products implies the presence of 

slightly alike or identical products on the market, produced by other companies. When there are a 

large number of available substitutes in an industry, this latter’s lucrativity is going to decline and 

prices will be set and constrained. This threat, if not addressed properly, for example via marketing 

strategy; can result in a loss of profit and slow growth and reduce the potential of a company to thrive 

in this market (Pringle & Huisman, 2011). Finally, the rivalry force evaluates the competitiveness 

among established rivals, it is mainly impacted by the market itself (growth rate, switching costs, 

fixed costs…); a highly competitive environment reduces the possibility to make profit within this 

market (Pringle & Huisman, 2011; Dalken, 2014).  

However, even if Porter’s 5 forces approach has been applied in a large amount of researches, there 

are some concerns about its relevance due to its seniority (Daidj, 2008); it has been subject to criticism 
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due to the fact that its basis rests on the concept of ‘Old economy’, as this theory evolved in time, the 

relevance of the framework has been questioned and deemed not appropriate nowadays because of 

the growth of the Internet economy, the globalization and digitalization of the world (Dalken, 2014) 

Once the overall environment of the gaming industry has been studied and demarcated, it is 

imperative to gain a greater knowledge on online games and on how they offer a propitious 

environment for online communities to be created.  

A videogame is defined as “a computer program specifically created to entertain, based on the 

interaction between a person and a machine where the video game is executed” (Padillla Zea et al, 

2009). To this elementary definition, it was added and implied that the foundation of a videogame is 

based on the approaches of “motivation, constructivism, situated learning, cognitive apprenticeship, 

problem-based learning and learning by doing” (Hainey et al, 2011). As there exists a large number 

of video games, each having their own gameplay, it is necessary to narrow down the scope of this 

study by solely focusing on multiplayer games. Multiplayer games are designed to give the experience 

of gameplay with other players, in teams or just with the option to interact with others. Every genre 

has its own unique features in terms of gameplay and design (Staff, 2019).  

This study will take a particular focus on three different multiplayer video games: League of 

Legends (LoL), World of Warcraft (WoW) and Fortnite; which are each within a different genre. 

Firstly, League of Legends is a Multiplayer Online Battle Arena (MOBA): while the principle of the 

game is relatively simple, it still requires strategy in order to win. MOBAs mainly consist of 

competing against and beating an enemy team with your own team of allies. More precisely, the 

majority of MOBAs oppose two teams of players (generally of five), on a simple virtual map; 

which is the place where the game occurs. This map consists of three main paths; each lane links 

both teams’ bases. The main goal of the game, in order to win, is to reach the enemy’s base and take 

over it, then the game ends (Winn, 2015; Hank & Chaimowicz, 2015). Secondly, WoW is a 

Massive Multiplayer Online Role-Playing Game (MMORPG) i.e. the game will continue running 

even if a particular player or more aren’t logged in. The concept of time in this virtual universe will 

continue to pass by, which is one of the particularities of MMORPGs: they have a more dynamic 

model than classic video games; it is described as a “persistent online environment” (Becnel, 2019). 

One of the main specificities in a MMORPG is that players are free to create and customize their 

own avatar representing them in the game. This takes part in one of the core values of a MMORPG; 

RPG stands for role-playing, meaning that this genre is known and appreciated among people for its 
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generally “strong narrative design including a continuing storyline” (Maumon & Boyer, 2012). 

Players are following a storyline while discovering the virtual world on their own and for the reason 

that everyone is in the same situation and a player can interact with any other gamer within the 

game, making social communication substantial. It has been observed that these friendly 

interactions in MMORPGs occur relatively spontaneously (Verhagen & Johansson, 2009). Lastly, 

Fortnite is a Battle Royale (BR), the format of the game is a 1st person shooter (FPS) which means 

that the player can experience a complete mental immersion in the game. In other words, when 

playing, the game is set up in a way that gamers’ impression in-game is as such that they were there 

themselves (Grimshaw, 2008). Concerning the gameplay; about a 100 players face each other on the 

same map at the same time, the map is generally an island as it is the case in Fortnite. The players 

need to fight each other and be the last one to survive wins the game. To do so, players can find and 

acquire weapons and other supplies on the map. On top of the other settings made for people to 

have a unique experience in this genre, Battle Royale games have a time limit constraint which 

allow the player to play a relatively short time (Sanderson et al, 2020).   

 

2.2- Online interactions between a brand and its community 
 

A brand community is characterized as “a specialized, non-geographically bound community, based 

on a structured set of social relationships among admirers of a brand” (Muniz & O’Guinn, 2001). 

This exact definition is frequently quoted as it is by authors of papers focusing on brand communities. 

The relevant literature will be reviewed and assessed in this part of the literature review to establish 

a consistent delimitation of the term. With the aim of adequately delineating the full extent of the 

term “brand community”, it is important to mention that brand communities distinguish themselves 

from conventional communities, as they are a part of consumer communities; more precisely, they 

have the commercial aspects to them that cannot be found in every community (Zhou et al., 2012). 

The existence of a brand community revolves around its members and their needs. In fact, by 

analysing their communities and interacting with their members, brands have access to information 

to know their consumers more extensively in order to determine possible inconsistencies needing to 

be fixed to benefit their communities (Fournier & Lee, 2009). Moreover, companies can get an insight 

of the impressions and preferences of their customers on their products, old or new, and the impact 

of their strategy in comparison to other competitors (Laroche et al., 2012). Regarding the members 

within brand communities and their impact on the community ecosystem, it has been demonstrated 
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that the general behavior of committed members is to purchase more intensively; to stay devoted and 

communicate positively about the brand to others which ultimately results in lower marketing costs. 

If the brand successfully achieves to establish a durable community, it will undoubtedly gain value. 

For this purpose, brands should not intervene within its community and instead conceive a favorable 

environment for members to take charge of the community (Fournier & Lee, 2009). 

Brand communities can exist and prosper off and online (Laroche et al., 2012); it has been discussed 

that in combination with social networks, it can give opportunities to brands to interact with their 

customers. Social networks are a tool for brands to integrate into their community strategy (Fournier 

& Lee, 2009). It has been demonstrated that brand communities are particularly thriving on the 

Internet by extensively influencing the business community (Zaglia, 2012). Companies can use Social 

Networks advantageously as an established setting to gather current consumers and attract new ones 

in one virtual place. This environment is most importantly an approach to maintain and develop the 

relationship a brand and its customers have, without being impacted by the lack of physical proximity. 

It also allows companies to effortlessly relay commercial information to a targeted audience with 

considerable impact (LaRoche et al., 2012). Not only can a brand invest itself in a virtual place for its 

community to communicate, it should also support its community in other ways; for instance, by 

rewarding the members and tending to their various needs. To profitably do so, it is a brand’s duty to 

convey advice and sponsor their community giving its specificity and information collected when 

analyzing this brand community (Zhou et al., 2012). 

 As of now Internet users have a massive choice of Social Network Sites (SNS) to use, Zaglia (2012) 

determine the term as “web-based services that allow individuals to (1) construct a public or semi-

public profile within the bounded system, (2) articulate a list of other users with whom they share a 

connection, and (3) view and traverse their list of connections and those made by others within the 

system”. Not only do they have the capacity and structure to foster a specific community, they are 

also ideal environments for members to interact together and seek information (Fournier & Lee, 2012; 

Zaglia, 2012). For instance, Facebook offers a simplified way to communicate with people having 

the same kind of interests (Hunter & Stockdale, 2010). This is an important aspect that companies 

couldn’t oversee, and thus is often used as a vehicle for modern marketing practices (Zaglia, 2012; 

Seraj, 2012). Facebook or even Twitter are often considered as communities by themselves, however, 

Hunter & Stockdale (2010) define them as just tools to build an online community. Prior research 

focusing on consumer-to-consumer environments, have categorized SNS as being online brand 

communities, which includes features impacting consumer behavior (Zaglia, 2012). 
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It has been established that in order to generate value for community members, the published content 

should contain three essential features: “content quality, playful interactivity, and self-governed 

culture” (Seraj, 2012). Hashim & Tan (2018) include the necessity from members to determine online 

content as informative and valuable, this will create engagement for members to continue interacting 

in online communities.  

Some brand and user-generated content can be linked to the storytelling of the game. A video game 

is characterized has being a cultural virtual good that is composed equally of three elements: 

“technology, art and interactive storytelling”. (Burger-Helmchen & Cohendet, 2011). The concept of 

storytelling embedded in video games is intricate and still discussed as heavy controversy, one side 

of the debate as stated by Murkherjee (2015), relies on the idea that “games are able to achieve 

something neither movies nor novels can do, it’s unique form of storytelling”. The other side 

determines that the term storytelling can’t be associated to video games in the same way than for 

books or movies. However, in time, video games evolved as products and so did the stories that they 

included. Today, gamers do not only follow a story line, now they can influence the story itself by 

their choices and actions taken in-game. This gives endless possibility on how to play the game and 

shape a story, which cannot be reproduced in any other types of media (Lebowitz & Klug, 2011). 

Moreover, the storytelling is supposed to ease the player into the game’s universe, thus correlated to 

the immersion in a game. This is also a highly debated subject as there is the persistent belief that the 

term ‘immersion’ cannot be used when referring to video games. Simply because if it was the case, 

that the player would immerse in the game’s world, then it would mean that the consumer would not 

have any notion of reality anymore and be convinced that the game is reality. However, the counter 

argument to this claim is that video games do not aim to reproduce real life, but to integrate a 

perception of realism to their universes (Lebowitz & Klug, 2011). Finally, as observed by Holmes 

(2012) the use of storytelling in role playing and adventure games is mostly integrated in the design 

of the game whereas for a FPS such as Fortnite, the importance of storytelling is more focused on the 

player’s experience than the game’s environment. 

Storytelling can be used by companies to engage with their consumers, there is a need to define in 

depth the dynamics of engagement in an online community. Kim & Kim (2018) imply that the 

correlation between virtual game communities and engagement motivation diverge from diverse 

categories of online communities, specifically brand communities, built solely for marketing 

objectives. They continue by highlighting the fact that a virtual community's existence rests from the 

members’ willingness to interact with each other; these co-created interactions can be perceived as 
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engagement. Additionally, Badrinarayanan et al. (2014) express that “Community engagement results 

from the overlaps that members perceive between their own unique self-identity and their group based 

identity”. By disclosing this, they highlight the relevance of the social experience within the modern 

gaming industry, due to having a platform for members to express themselves and meet, members 

can identify easily to each other due to some factors such as, purchasing behaviour towards virtual 

goods, sustained communication between members and co-creation objectives. Most importantly, if 

the environment is propitious for the community to grow and mature, members could have enough 

influence to attract potential new players and as unofficial representatives of the brand, they could 

publicize about the brand via word-of-mouth (Badrinarayanan et al., 2014). 

In the gaming industry, the notion of co-production occurs whenever brands invite players to be 

involved into the creation process of marketing operations (Badrinarayanan et al., 2014). However, 

according to Davidovici-Nora (2009), co-creation in this domain is not constrained to only take place 

in the game design before the release of the product. It is also after the release an ongoing conversation 

between members and developers. A brand will relay the responsibility of creating content if it’s 

unable to do it itself, this practice is called online “deMcDonaldization” and consists of entrusted 

community members taking part in co-producing meanings and experiences. However, these co-

creation activities should be monitored to ensure that they reflect the image of the brand adequately 

and a professional quality; if the members’ content does not fulfill these criterias, it would completely 

be meaningless (Seraj, 2012). It has been demonstrated by Seraj (2012) that in a situation where co-

creation is a common occurrence from members within their communities, it creates a common keen 

interest and increases the consumption of user generated content. User-generated content can be 

defined as “(A) content made publicly available over the Internet, which (B) reflects a certain amount 

of creative effort, and (C) is created outside of professional routines and practices” (Karahasanovic, 

2008). Moreover, Karahasanovic (2008) complete this definition by giving more context to user 

generated content, explaining that for the creation of co-created and user generated content is reliant 

on the consumer’s chances and eagerness to produce and to take a part in the community. The arrival 

of digital medias has offered to people a demanding outlet to express themselves more intensely and 

produce co-created content (Karahasanovic, 2008). Sabate et al. (2014) determine that the presence 

of social networks as tools for expressing opinions and discussing them with others, specifically about 

a company and its good and services, increased the influence of co-created content dramatically. 
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2.3- Emerging issues and need for empirical research 
 

The analysis of relevant Online Video Games communities revealed that virtual community is a 

complex concept that englobes a variety of variables related to social interaction, but the difference 

with a standard community is the extent at which one the first one can gather members, despite the 

absence of physical proximity and the concept of anonymity on the Internet. The veracity of this 

declaration will have to be proven, as it was not completely clear on the level of intensity social links 

can be created in a virtual environment. Moreover, Virtual communities do not only occur when there 

is a need or wish for a social connection around a specific subject, but also for knowledge sharing. In 

terms of the structure within an online community, the governance and communities’ activities were 

stated as being defined by members, not by the brand. Concerning all of these claims about virtual 

community, in order to give a thorough definition of the term empirical data will be needed.  

Then, Porter’s five forces framework has been established as not the best fitted approach to apply to 

a highly technological industry. As the gaming industry is very much implicated in technology and 

modernity, it could be possible for Porter’s five forces to be irrelevant when it comes to analyse this 

specific industry.   

The allegation that multiplayer online video games are a suitable setting for online communication 

has to be looked into further, in order to demonstrates if the factors of experiencing a gameplay 

including other players (in the form of teams or not) and needing to interact with others in order to 

optimally have the most enjoyable and successful online adventure; are actually true.  

It was also observed in this Literature review that brand communities’ existence revolves around a 

particular product or firm, and includes commercial aspects not found in other communities. The 

existence of virtual communities gives the opportunity for firms to look for and to use information 

found when analysing online members’ views, ultimately applying findings to adapt their strategy. 

As when committed and loyal to a brand, community members, can help decrease marketing costs. 

In fact, the theory has been demonstrated earlier: a strong brand community generally gives the brand 

greater value. Usually, brands should only oversee their community without intervening so members 

can be in charge. However, social networks are tools facilitating interactions between brands and their 

customers. But also an ideal setting for communication between members, which is qualified as a 

type of engagement. Indeed, the freedom given by brands to their virtual communities and the impact 

of the engagement generated, can be favourable for the creation of co-produced content, resulting in 
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beneficial marketing actions undertaken by members, such as e-WOM. Nevertheless, this kind of co-

created marketing actions can only be beneficial to value creation, if the content properly represents 

the brand and is of good quality. 

To gain further knowledge on how brands and their online communities virtual interactions can 

benefit the companies, empirical research is needed. Particularly, such study will pursue to learn more 

about the dynamics for engagement and the correlation of co-creation and storytelling in the online 

gaming environment, and, from a broader perspective, the nature of communication between 

companies and their online communities in the Gaming industry. The next chapter of this study will 

be dedicated to the Research Methods that will consist in gathering empirical data, detailing the 

research strategy applied in this research, the sample selection according to the researcher of this 

paper. 

 

3- Methodology 
 

This paper analysis has a number of interconnection objectives set within the context of virtual 

community and video games companies:  

1. Define what is an online community in the gaming industry. 

2. Observe the online interactions between a brand and its community. 

3. Analyse the influence of online communities on the brand communication. 

4. Determine if successful multiplayer games have similarities when interacting with their 

communities and if these communities react differently to these interactions. 

Objectives 2 and 3 are considered as important features of this study analysis: there is much discussion 

and interest of virtual communities and the Gaming industry. But, the correlation of the two and the 

character of their relationship have been relatively overlooked in literature. Not only the areas of 

study focused on the opportunities for a brand to let user communities participate in co-creation are 

poorly delimited. Also, the type of interactions leading to profit from a firm by harnessing or 

delegating to a virtual community has been insufficiently researched (Burger-Helmchen & Cohendet, 

2011). This leads to the opportunity to obtain multiple members’ views in order to bring more depth 

and relevance to this paper and to the understanding of the nature of the connection between a game 
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and its community. The previous chapter established a gap in existing research in that there was 

substantial indication on the need to gain a better insight on the equivalence of brand and user 

generated content, as well as the correlation of storytelling and co-production of content in an online 

gaming community. Some aspects of objectives 1 and 2 were originally treated in the section above, 

as a literature review in the gaming industry and virtual community sphere of influence, apart from 

objective 1 goals to give a better understanding of the researched industry, the objective 3 brings this 

research to another extent through the collection and analysis of empirical data gathered from a 

multiplayer gaming environment. Essentially, even if the empirical study will be partly aimed to 

collect data on virtual community and brands generated content, data will also be gathered on online 

community members of the three selected multiplayer games, concerning their views on the 

opportunities and issues in these online communities, thus giving the opportunity to analyze what 

causes engagement, how co-production and storytelling influence the content in a virtual community. 

The researcher will obtain a better perception of the dynamics surrounding the brands and virtual 

communities’ relationships as well as their mutual impact, by comparing the literature review and the 

findings from the secondary data. 

The following part of the methodology, Research Methods, will indicate the specificities of the 

chosen research strategy to treat the research limitations determined previously, it will also include 

the methods of gathering data for analysis, including site and sample selection, and the study approach 

to be integrated.  

 

3.1- Research Strategy 
 

Biggam (2015) describes research strategy as a definition of the approach chosen and implemented 

for the research analysis. He adds that it is important to select a research strategy according to the 

needs and the essence of the research being conducted. Part of objective 1 of this paper is to define 

the online video games industry, and this will be achieved through the application of the Porter’s five 

forces framework and the collection and analysis of empirical data. Objective 3 aims to analyze the 

influence of online communities on the brand and its online content and Objective 4 sets out to 

determine if successful multiplayer games have similarities when interacting with their communities. 

Both objectives will be carried through the selection and analysis of empirical data. In order to 

favorably meet these objectives; what research strategy should be implemented for this research? 
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The empirical research in this paper is involved with an in-depth analysis (‘analyze the influence of 

online communities…’) within the existing Gaming industry, of a collection of interconnected 

objectives: how do brands create engagement with their online communities, members’ views on 

brand and user generated content, the correlation of online interactions, storytelling and co-creation. 

The focal point, in terms of stakeholder, will be three research entities, three multiplayer video games 

companies, each with an important online fan base. The choice of the most suitable research strategy 

to apply to this research, in order to alleviate the analysis of a modern subject, that facilitates to stay 

focused, and eases the collection of members' views needed to bring deeper knowledge on a specific 

occurrence in an intricate environment; has to be made carefully. 

Historical research wouldn't logically be used as a strategy for this research. In fact, it is usually 

applied to studies concerning non-contemporary events (this study focuses on two modern 

phenomena, virtual communities and online video games.  

Experimental is also deemed inappropriate to use as it is based on objectivity and the correlation 

between a hypothesis and the experimentation to confirm or dismiss it. To do so this strategy 

dissociates the phenomena and its social context (this empirical research focuses on virtual 

communities within the online video games sector).  

Survey based is also not beneficially applicable, as the lack of interaction when sending out a survey 

will lack insight on some specific aspects of this research, such as feeling belonging, drivers for 

engagement, influence of storytelling and views on co-production. 

Action is close to being relevant for this paper. Generally, it is a strategy studying on how to solve a 

problem or gain more knowledge about it and in a specifically defined area. However, not only should 

the researcher work in this chosen field but, also should be a participant in the study, which would 

influence its outcome. This research would not be carried successfully if the action strategy is applied: 

the researcher is interested in investigating the incentives and impact of interactions between an 

Online Gaming Community and its brand; instead of finding a solution for an explicitly delimited 

practical problem, hence the importance of ensuring a range of member views.  

Based on its nature, this study can be qualified as mainly qualitative, at the expense of being 

quantitative, where the first one involves to investigate “things in their natural settings, attempting to 

make sense of, or interpret, phenomena in terms of the meanings people bring to them” (Biggam, 

2015), the latter, on the other hand,  is usually applied in scientific research to gain a better 
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understanding of a natural occurrence, via experimentation and strongly linked to science and 

mathematics, thus implying tangible numbers and results that cannot be interpreted other than being 

hard facts.  

There exist three different views that can be implemented to a qualitative research approach: 

positivist, critical and interpretive. A positivist point of view is considering reality as completely 

objective and not depending on the researcher. Thus, it is thought as measurable and easy to foretell, 

it is appropriate to confirm or dismiss theories and helps drawing conclusions from a tested sample. 

The researcher of this paper does not have a positivist perspective of reality, neither is the objective 

to check hypotheses, and given the subject of this study, it would be tedious to successfully generalize 

a small sample of the population. A critical view of the world is to believe that reality solely rests on 

history and that human beings are continually under the influence of social, cultural and political 

contexts, either consciously or subconsciously. The researcher acknowledges that the world is subject 

to conflicting and impending dynamics dependent on the historical context, and in some prospects, 

this research can be associated with such tendencies (the influence that online communities and 

brands have on each other). However, the goal of this study is not to give solution to brands on how 

to integrate virtual communities to their strategy in order to increase value, but to achieve to get a 

better understanding of how the relation between a video game brand and virtual community can 

impact published content and provide a slight perspective on the gaming industry community. Finally, 

the interpretative perspective resides in the conviction that to comprehend the world, it is necessary 

to observe social interaction, and this kind of interaction understanding relies on its circumstances 

(time and location). This perspective is further defined by Biggam (2015) as “the ontological 

assumption associated with interpretative/constructivism that multiple realities exist that are time 

and context dependent, they will choose to carry out the study using qualitative methods so that they 

can gain an understanding of the constructions held by people in that context”. For this study, the 

interpretative view of reality is applicable according to the researcher’s perspectives of the world, one 

of the main focus of this research is to collect disparate members’ opinions to ‘on brand and user 

generated content, the correlation of online interactions, storytelling and co-creation’ in the gaming 

industry context.   

The research strategy that will be applied to implement the empirical research is a multiple case study. 

What is a multiple case study strategy and why is it appropriate for this study? According to Biggam 

(2015), the definition of a case study is “a study of one example of a particular type of something”, 

thus, the research is focusing on one unit, aiming to study in depth and investigate the variety of 
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perspectives surrounding this one subject in a specific and contemporary context. Thus, a multiple 

case study is defined by every aspect of the single case study, yet the difference is that the analysis is 

applied on more than one unit. This approach would allow the researcher to examine thoroughly the 

equivalence of the distinct dynamics in an online gaming community, by dedicating time and efforts 

focusing on online interactions between three popular video games companies and each of their 

virtual communities. Additionally, due to the modernity of the areas of research (Internet, Social 

Networks, Video games industry…), this study is embedded in a contemporary background, where 

some concepts are not defined precisely. It is a growing industry and in this domain elements change 

at a fast pace. For instance, the Literature review demonstrated that there are some knowledge gaps 

concerning the communication in the video games industry between online brand communities and 

the brands; such as the way brands can delegate to communities, in order to make profits and how 

companies create engagement from them. Accordingly, knowing the complexity of the environment 

in this research, the members' perspectives needed to bring relevancy, it has been observed that the 

interpretive approach would be a pertinent view to take in this paper.  

This paper will also compare what was explored in the review of Literature with the findings of the 

multiple case study. Biggam (2015) describes a case study approach as applicable for this purpose 

“we would argue that case study [sic] can be a very worthwhile way of exploring existing theory and 

also provide a source of new hypotheses”. This research doesn’t primarily aim to ultimately contribute 

directly to new hypotheses, but the output might be related to such a notion, as the researcher would 

like to provide further insights on the correlation between storytelling and co-creation in a virtual 

gaming community context. Concerning the aspect to explore existing theory (identified in the review 

of Literature), it is interesting to compare it against three real life video game companies, with the 

ultimate prospect of attaining a greater knowledge of the area of study and what has been discussed 

in the Literature Review. More precisely, the researcher plans to examine in contrast the multiple case 

study data and the Review of Literature discoveries in relation to the incentives and issues brands and 

their online communities can encounter when communicating and sharing content. 

However, as every research method strategy, a multiple case study approach is not immune to 

criticism and has its share of restraints when implemented to a study, it is needed to highlight and 

address these issues. The researcher is aware that even if the analysis will include three distinct 

companies in a sole area, it still won’t have enough insight and data to generalize the results. As 

mentioned earlier in the research, there exist a multitude of multiplayer online video games having 

their own virtual communities and their specificities when communicating together. Yet, to choose 
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any other gaming company in the world would not be more representative of the overall environment 

given the extent of this study.  

The researcher selected three successful and renowned companies to study this particular context and 

hopes to participate in bringing insight to the general virtual brand related content research. It is not 

anticipated that the outcomes of this study would be a typical representation of every video game 

having an online community. In time, when more studies will be conducted by other researchers on 

the subject, it is assumed that the input to the Online Video game industry community will gradually 

improve and evolve in a suitable way. Biggam (2015) adds that generalization would mostly occur 

due to repetitive actions, such as experimentations, only when there is a large amount of similar case 

studies.  

In order to successfully apply a multiple case study, the researcher has taken into account four 

variables. Firstly, the main possible issue that can be encountered when using a case study approach 

has been defined accordingly and associated to the scope of this study; secondly, to gather empirical 

data, the researcher will employ a compelling data collection method; then, a methodical, analytical 

strategy to data analysis will be applied. Finally, the data gathering and data analysis methods will be 

depicted specifically in detail.  

 

3.2- Data collection: site and sample selection 
 

As it is usual in case study strategy, there is a greater need to gather qualitative data. Biggam (2015) 

implies that qualitative research implicates investigating “things in their natural settings, attempting 

to make sense of, or interpret, phenomena in terms of the meaning people bring to them”. The research 

will mainly require qualitative data, in order to explore and comprehend the virtual gaming 

community context, as it cannot possibly be achieved with only the collection of numbers and facts. 

However, the need for quantitative data is still present, for numbers concerning the online gaming 

industry and the three video games concerning this study (specifically for objective 1). The researcher 

projects that by using both types of data, the highlighted issues in the Literature review will be 

addressed properly and answered extensively. However, as mentioned before, the need for qualitative 

data is more important than for quantitative data. 
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Convenience sampling was applied to single out both virtual community and video games. It is 

convenient for the researcher as a member of a gaming online community. This means that 

participants of the study were not chosen randomly, which indicates that the subjects are not accurate 

representatives of the totality of online gaming communities’ members. Moreover, convenience 

sampling was selected because of time management concerns and to facilitate the contact with 

research subjects. The multiple case study data will be gathered via two data collection strategies: 

interviews and documentary secondary data. The principal data collection method will be structured 

interviews. This collection method is regularly adopted in case studies and is sufficiently adapted for 

gathering qualitative data. Interviews bring a deeper insight into participants' perspectives in 

comparison to online or postal questionnaires, the interviewees responses will be more extensive. The 

interviewer will be able to rely on a structured framework, resulting in a clear focus; but it is a highly 

time-consuming method.  However, even if the interview’s questions are structured and defined, the 

researcher will not strictly obey this structure, in order to allow interesting interviewers’ perspectives 

to be expressed, if they are deemed pertinent in this study. As this research has been considered as 

taking a multiple case study approach, interviews are thus relevant to be applied in this study. They 

bring a greater extent to the conversation with members' views of their virtual brand communities’ 

circumstances.  

Biggam (2015) explains that “using more than one technique allows you to triangulate results”, 

meaning that triangulation allows the researcher to access a greater spectrum of perspectives, by 

combining multiple types of data sources. With the ambition to gain as much insight and possible 

knowledge on the interactional dynamics between a brand and its online community, the researcher 

will thus attempt to use triangulation by collecting qualitative data principally via interviews of online 

community members, documented sources and gathering needed quantitative data.  

This research doesn’t aim to explore the whole scope of multiplayers online video games 

communities extensively. It would be extremely time-consuming and possibly may never be 

achieved. Alternatively, the researcher will focus on interviewing members from WoW, LoL and 

Fortnite’s virtual communities. Especially, members that have been in the online communities and 

playing the concerned game for a consequent amount of time (minimum a year) to insure experienced 

perspectives about the online community setting. These structured interviews with meticulously 

chosen participants will allow the researcher to access a deeper understanding of the incentives actual 

gamers of an online game have to join or engage within this environment of virtual communities. In 

total, nine active virtual gaming players will be interviewed. 
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3.3- Data collection techniques 
 

Another primordial aspect of a research, as crucial as selecting a pertinent research method, is how a 

research will gather empirical data. In this research, the need for qualitative data is existent. The 

researcher has deemed postal or email questionnaires insufficient, to attain the goal of obtaining a 

precise understanding of the community members’ perspectives and participation in Virtual gaming 

communities.  

The researcher opted for conducting interviews, in order to retrieve qualitative data. It will grant us 

the means to gather a deeper insight of members’ views and potential issues in the online community 

environment. To do so, in a structured way, the interviews will be designed in advance with precise 

open and close-ended questions, as an attempt to provide a framework to the interviews. The 

researcher will use this structure as a guideline but will not be opposed to explore other aspects of the 

research area according to the participants' answers and enthusiasm.  

Interviewed members from distinct video games communities will grant the researcher with data that 

can be cross-compared, thus bringing different interesting views of a similar subject concerning the 

Online gaming industry correlation with their virtual communities.   

For practical reasons, the interviews will be recorded; firstly, to be certain of the accuracy of the 

transcripts of the interviews when analyzing the findings and secondly for the interviewer to be 

entirely dedicated when conducting the interview. For each three games, there will be three 

interviewees; three for World of Warcraft, three for League of Legends and three for Fortnite, which 

equals to 9 participants in total. This will allow us to gain perspectives on all the different games in 

this research and observe the similarities or differences in opinions, by comparing each games’ 

retrieved data. This approach aims to acquire a more diverse understanding of communication 

dynamics within online gaming communities. 

Secondary data will be gathered from articles on the research area, official statements of brands, 

Social Networks relevant content, to form part of the analysis. The secondary data, in addition to the 

primary data collected from the interviews, will offer the analysis a greater illustration of online video 

games communities interactions, by promoting the correlation of Engagement/Storytelling/Brand 

generated content/User generated content objectives against members’ opinions, at different extent 

within the online gaming industry. 
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Appendix A will be dedicated to the questions that will be asked to the participants; Appendix B will 

be constituted of the online community members’ interview transcripts.  

 

3.4- Framework for data analysis 
 

In order, to ensure centered interviews in accordance with the main objectives of this study and to 

facilitate the interpretation of qualitative findings, the researcher will organize the interviews’ 

questions into categories. These categories will be structured based on the overall aim and objectives 

of this study and refer to the fundamental fields covered in the Literature Review: virtual community 

experience, brand loyalty, incentives for engagement, storytelling influence, co-creation impact on 

marketing strategy. It is essential for the reader to keep in mind that these themes are interconnected 

and should not be regarded as unrelated.  All of them could have been labelled as sub-categories of 

‘Influencing factors of virtual gaming communities’. For instance, the topic of brand loyalty will 

constitute questions about the reasons for being loyal or not to a brand and the role of online 

communities in this occurrence. Storytelling influence will focus on the importance of storytelling in 

video games and how it affects online communities. The categories will assist the researcher as a 

guideline for conducting interviews and analysing the results. 

During these structured interviews, under each category, participants will have to answer an array of 

open and closed questions. The process of gathering qualitative data from structured interviews will 

be founded on the iterative method: description, analysis and interpretation (Biggam, 2015) of the 

gathered data.  After pondering which approach would be best fitted to record the interviews, the 

researcher came to the conclusion that writing the data directly while conducting the interviews would 

be unproductive and confusing for both parties. As it would be more complicated to focus completely 

on the interviewees responses and would impact negatively the interviewing process. it also could 

impede the accuracy of the recording if done this way. To avoid this situation, the researcher has 

opted for recording each interview on tape and transcribing them afterwards.  This choice will give 

the opportunity to the researcher to precisely analyze participants’ responses and it is hoped that this 

process will make it easier to notice the different nuances of each interview. It is a time-consuming 

approach, however, it will bring the necessary depth in qualitative data to this study. Each interview’s 

findings will be compared with the ones belonging to the same video games and then will be 

contrasted with the other communities’ overall perspectives, in accordance with the Literature 
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Review. The researcher will structure the data by splitting it into different categories: virtual 

community experience, brand loyalty, incentives for engagement, storytelling influence and co-

creation impact on marketing strategy. Then the findings will be analysed focusing on the relevant 

discoveries in the data according to the Literature review in order to attain the main objectives. 

 

3.5- Limitations and potential problems 
 

As in every research, this study has its own limitations in terms of the application of a multiple case 

study but also in some aspects of the data collection approach. The main issue of this research is the 

inability to generalize its findings to the overall research community. In fact, even if the interviewees 

are all committed members of their respective virtual gaming community and relevant documentary 

data will be used in this paper, it still cannot be generalized as an accurate representation of the scope 

of online gaming communities as a whole. Dissimilar responses could occur, if other researchers 

investigate the same scope of study. This research is focusing on relatability at the expense of 

generalizability in hopes to produce a thorough investigation. 

Moreover, when analyzing solely one phenomenon, it is difficult to aim in generalizing the results of 

a study. There is also a limitation to rely on interviews as the principal sources of qualitative data, as 

it is generally associated with subjective perspectives on the researcher’s side, which usually results 

in a lack of precision and is prone to prejudice.  

The entirety of the research methods, data collection strategy, the selected video games, the 

participants to be interviewed, the interview structure, how the data will be examined and the presence 

of entire transcripts, attest for reliability, as defined by Biggam (2015) “Reliability is sought through 

a highly structured, transparent and detailed approach to this study, using a research strategy and data 

collection techniques that have validity in the research community”. 

Having interviews as the fundamental source of qualitative data can limit the research, in the aspect 

that participants' responses are not always entirely trustworthy, accurate or subjective. With the 

objective to attempt to eliminate this issue, the researcher selected more than two interviewees per 

video game, avoiding the dependence on few participants for crucial findings, and also a multiple 

case study was chosen to limit the possible, both lessening misinformation. Then, the researcher 

constructed the interview and designed the questions, so they are thorough: they are separated into 
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different topics, which can favor participants to express their perspectives differently according to 

how they personally view each category. Finally, the use of documentary data will bring support or a 

broader perspective to this research. It has to be considered that as this research includes views and 

behavior related to human beings, it will not be possible to entirely eradicate the possibility of 

inaccuracy and subjectivity, even if the interviews will be conducted and answered in an acceptable 

and adequate process. However, with the undertaken methods discussed above, the researcher hopes 

to reduce the possibility of unreliability and erroneous knowledge.   

This chapter aimed to demonstrate with accuracy the justification and the methodological details of 

the research method applied in this study. The researcher also focused on the issues of this research 

and demonstrated the techniques enforced to avoid potential criticism as much as possible. The 

following chapter - Multiple Case Study Analysis- situates the research within the Online Gaming 

Industry, and then, debates and investigates the findings of the multiple case study.  

4- Multiple Case Study: Findings and Discussion 
 

In this chapter, firstly to entirely fulfill objective one: ‘Define what is an online community in the 

gaming industry”; Porter’s five forces approach was selected to analyse the competitive dynamics 

within the gaming industry in depth. This investigation will allow to further comprehend the 

environment of online gaming communities; in which one they exist. Secondly, the multiple case 

study findings will be disclosed as defined in the previous chapter ‘Research Methods’. The study 

focuses on three distinct groups of virtual community members, each group belonging to a particular 

online video game (World of Warcraft, League of Legends and Fortnite). The selected participants 

are experienced in the environment of online video games with a preference for one of the case 

companies. Moreover, all the respondents are part of one of the games’ virtual communities.  

In order to successfully apply the multiple case study strategy, the researcher structured the research 

methods extensively. The three case companies will be established into the context of the online 

multiplayer video game industry and their interactions with their virtual communities, due to the 

collection of empirical data according to a case study application. First, to efficiently locate and 

comprehend the environment of this specific sector, Porter’s five forces will be used. Then, the 

interview findings will be revealed, each category one by one, with a similar aim - to delimitate a 

context and to analyze it. This process aims to establish a better understanding of the relations 

between an online gaming community and the companies being focused on in this research, it also 
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will ease the exploration of the correlation between Engagement, Storytelling and Co-creation 

contents. Thus, this analysis will be conducted to gain knowledge on a real occurrence using collected 

empirical data and by contrasting it with the Literature Review. 

The empirical data is aimed at gathering perspectives from members, advancements and opportunities 

within the context of this study. It should be stressed that online video game companies and virtual 

communities are intricate entities, thus the researcher does not aim to entirely define their structure 

and culture, but solely to position the research in context. The three online video games companies 

can be seen as similar, but to bring depth to this study, they have been selected simply because they 

slightly differ from each other while fundamentally being very much alike. To illustrate this claim, it 

is necessary to understand where the three companies stand in the industry but also to explore their 

differences when it comes to their marketing operations.  

The transcript of the interviews for virtual gaming communities’ members can be found in Appendix 

B. 

 

In the aim to bring to the reader a detailed context of the positioning of the case companies in the 

gaming industry and their virtual community’s interactions, the findings from empirical data will first 

be presented before the application of Porter’s five forces and the analysis of the interviews findings. 

There is not a large amount of MMOs that could reproduce the established presence of WoW on the 

market; the game has been through 8 expansions, which can be proof of the on-going success of this 

game (Valentine, 2018). Valentine (2018) continues by stating that World of Warcraft (WoW) is one 

of the largest active MMOs on the market, having been established in the industry for more than 14 

years and paved the way for the games that came after. WoW offers players a diversified selection of 

activities within the game: Player versus Player, interacting with other players and fighting on 

battlefield. This diversity of actions a consumer can take while in the game shows that WoW is 

adapted to a large range of players’ needs (Whippey, 2011). Moreover, WoW was a precursor 

environment for other game ideas. For instance, League of Legends (LoL) was inspired from WoW, 

which offered players to create mods and design their own game within the environment of World of 

Warcraft (Webb, 2019). Thus, when its developer started to modelize it on WoW, LoL was born.  

In terms of the origin of WoW’s community, Davidovici-Nora (2008) states that initially, World of 

Warcraft was released by Blizzard Entertainment as a sequel from previous offline games, which 
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means that there was already an existing fan base around the previous games, ready to follow or at 

least be interested in WoW as it was part of the universe they grew to appreciate. Moreover, 

Davidovici-Nora adds that to ensure optimal success for World of Warcraft, Blizzard tailored its 

strategy according to its findings on virtual communities via online knowledge sharing. Thus, 

initiating and establishing strong ties with their substantially large community. Blizzard has taken 

initiatives to offer to their fans a way of co-producing content in their favorite games. Therefore, the 

company integrated a free Application Program Interface (API) into WoW for players to use and 

create game customizations, even to the point of completely changing it (Yuan, 2012). Outside of the 

game, more precisely in virtual communities other than the forum supplied by Blizzard, fans are also 

particularly creative, publishing artistic or technical content. In this environment and conditions, 

Blizzard oversees the content of its players and, in cases where it needs to be censored due to not 

representing the brand, manages it. (Davidovici-Nora, 2008) 

 

League of Legends has been on the market for 10 years and the transformative game is played by 

over 8 million gamers around the world. On multiple aspects, LoL has dramatically influenced its 

industry and rapidly risen in popularity (Takahashi, 2019; Webb 2019). At first, it was difficult for 

Riot Games to enter the market with LoL, as they were developers looking for publishers; because 

their business model rested on a free-to-play concept, which was unheard of before (Takahashi, 2019). 

Consequently, the company decided to become its own publisher and was at the time, one of the first 

online video games to define themselves as a continuing service (Webb, 2019). League of Legends 

owes its success to its continuous and evolving nature; the company understood rapidly that players 

kept playing the game because of the ever-coming supply of challenges the game had to offer (Goslin, 

2019). Goslin (2019) explains this trend of players craving to be challenged on a regular basis, as 

resulting from League of Legends initiative to be updated every two weeks, instead of traditionally 

releasing a follow-up game or let the game remain as it is. LoL is constantly supplied with new 

patches, ensuring players an ever-changing experience resting on the same gameplay’s principles. In 

order to stay competitive and keep the interest of its community, Riot Games usually delivers around 

20 game-altering updates per year (Goslin, 2019). League of Legends was also extremely active and 

devoted on the eSports’ scene, which gave the game a way to differentiate themselves from others 

(Pei, 2019). For a decade, Riot Games focused solely on developing LoL and its community. It is as 

of now ready to launch other games related to League of Legends, but in different genres, to make 

the company compete at full capacity with others in the industry (Takahashi, 2019). As Riot Games 
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has been focused on its title ‘League of Legends’ for 10 dedicated years, the company did not publish 

any other game in this time period. They have concentrated their resources on continuously 

ameliorating the game and taking care of building a strong community around their game. The 

founder of Riot Games, Merill, attributes the success of LoL to its community and explains that by 

being overly dedicated, they managed to gain a lot of engagement from their fan base (Pei, 2019). 

The reason being the constant updates purposefully taking into consideration customers' feedback 

(Webb, 2019). In terms of content, Riot Games is publishing very immersive original cinematics and 

music—even going as far as creating their own band, True Damage—all centered on the storylines 

of the game (lores) (Marshall, 2019). This allows the company to offer a virtual world which increases 

the feeling of membership of its community’s members and prepares them for the growth of this 

fantasy world via new games and projects (Pei, 2019). 

Fortnite owes its growing success to Epic Games’ marketing of the game through a cross-platform 

strategy based on communities (Marino, 2018). Its success in the industry is undeniable as it became 

noticed all over the internet in a short span. In 2018, the game had a total of 2,4 billion dollars in 

revenue, which was considered a record for such a relatively new game (Stephen, 2020). Stephen 

(2020) adds that the attention on the game is becoming more steady with 1.8 billion dollars in revenue 

in 2019, which is still 200 million dollars more than its closest rival: Nexon’s Dungeon Fighter 

Online. Fortnite is similar to League of Legends in the way that Epic Games also follows the strategy 

of offering constant updates for the game—inthis case, weekly—which makes consumers want to 

play more and discover what would be new the following week (Goslin, 2019). 

eSports have increasingly gained attention and are now an international phenomenon. In 2018, 

Fortnite has been in the spotlight by having a tournament during E3 (The world’s first trade show for 

computer, video and mobile games) (Link 6). This marketing strategy was to take advantage of such 

an important event for the gaming community which allowed Epic Games to introduce the first 

eSports season of Fortnite (Brian, 2018). Fortnite owes its tremendous success to its growing 

community. It attracted players with its appealing and amusing aesthetic, and its flexible gameplays, 

adapted to many types of players (Marino, 2018; Geracie, 2019). Another component of Fortnite's 

success is its playful and attractive environment and the freedom in gameplay players can experience 

when in-game - the design is easy on the eye and colorful, making it seem accessible even to casual 

players (Geracie, 2019). In terms of storytelling, Fortnite has taken an original turn, as it is difficult 

to create a substantial story for a gameplay where the map is the same, the battles repeat themselves, 

and characters seem without meaningful backstories. Fortnite has been dropping hints of a possible 
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storyline for players to think they can foresee what the company plans in the future but they are still 

keeping it undercover. In order to optimally give the best experience to their players, Fortnite has 

been very mysterious concerning its storytelling, increasing the interest of its fan base and ever so 

slowly revealing small elements of the plot (Stuart, 2019). These types of collaborative events tie the 

fabric of Fortnite into the real world of its player base. It may be a jarring approach for gaming 

fundamentalists and canonical enthusiasts, but the mainstream crossover is integral to Fortnite's non-

endemic visibility. In riding the wave of mainstream media events, Epic Games also opens new roads 

for potential fan base crossover (Geracie, 2019). 

 

4.1- Online video game industry: Porter’s Five Forces Framework 
 

The first defined objective of this research ‘Define what is an online community in the gaming 

industry’ aims to determine the basis of the area of study, the meaning of a virtual community has 

already been explored in the Literature Review, but empirical data is necessary to acquire an in-depth 

understanding of the Online video games industry’s environment. To do so, it has been discussed in 

the Review of Literature that Porter’s 5 forces will be applied, so the research can rest on a substantial 

base and deeper knowledge of the area of study. Porter’s 5 forces framework is used to analyse the 

different influential internal and external factors that constitute a market, in order to define the 

opportunity of profits within this sector, but also the viability of industry and its growth potential. 

 

4.1.1- Bargaining power of suppliers 
 

On the production side of the Video Game Industry, there are two major players, the developers and 

the publishers. The developers would be the closest entity to traditional suppliers, as they create and 

produce the games, they take care of the production process, from coding to modelling. There are two 

kinds of relationships between developers and publishers, the first ones can partially belong to the 

latter or completely. The publishers’ role is to invest in the developers’ works, but also to put the 

products on the market (Link 2). It can occur that developers work independently, in most cases it 

might be hard for them to access investment and resources, which would make it harder to enter an 

industry (Takahashi, 2019). In order to counter these issues, companies like Riot Games are taken 

upon both roles, thus gaining independence and a stronger position on the market (Pei, 2019). The 
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availability of suppliers for publishers lately is growing with the appearance of a new kind of 

developers, which are coming from the fan base itself. In other words, fans of the games start 

developing mods and this behavior entices professional developers to take into consideration their 

works in the production process (Stuart, 2013). Thus, the power of suppliers is relatively low in the 

Video Game Industry, because of their high number and the constantly growing amount of already 

available games in comparison to customer demand. Moreover, as there are more developers than 

demand from publishers, consequently it results in a larger quantity of substitutes available for 

customers and publishers; making it more difficult for developers to be able to influence the industry 

or to have control of the prices. The predicaments of the environment as it is now result in a stronger 

competitive environment for developers, due to how many there are in the industry, it makes it harder 

for them to be noticed by publishers and thus, to sell their games (Kelly et al., 2014).  

 

4.1.2- Bargaining power of buyers 
 

At the beginning of the decade, buyers were more interested in the best games of each genre (Sim, 

2007).  Now, the landscape of the video games industry has evolved and hard-core gamers are not 

the only consumers of online video games anymore. In The past decade, there was an important rise 

of casual players, due to the proliferation of gaming applications; people now use their phones to play 

while waiting for someone or while waiting for the transports to come (Link 5). This relatively new 

volatile behavior impacted consumers’ buying habits, but also the industry’s dynamics (Link 4). 

Moreover, it has been found that when counting these casual players in, there are more than two 

billion consumers of video games worldwide (Webb, 2019). These dynamics result in the Online 

Video Game industry being dominated by the buyers, traditionally, if there are more buyers than 

suppliers, then their purchasing power is low. If the purchasing power of buyers is low, it normally 

indicates that companies are the ones influencing the prices and are not extensively preoccupied and 

threatened by possible substitutes.  However, in a modern society, where internet usage and playing 

online video games is a common behavior; trends are changing at a fast pace and consumers have a 

large opportunity to switch games, whenever they are not satisfied with the ones they are already 

experiencing, for instance, this is why games such as Call of Duty or Fifa release sequels in order to 

remain relevant on the market. Moreover, as they are more buyers than suppliers, the latter is 

generally able to make revenue in the industry and gain customers, alas as the supply of video games 
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keeps increasing, especially with gaming apps; companies are trying to attract consumers but it is 

harder to gain their loyalty.  

 

4.1.3- Threat of new entrants 
 

In this industry, the barriers of entry are relatively low, due to a lack of regulation, this causes the 

proliferation of new entrants in the market. However, this does not mean that the market is easier to 

penetrate, on the contrary, there consequently are more new entrants to face. In fact, other than the 

absence of regulations, the manageable costs to produce video games is rather low, in terms of 

materials. In this industry, the one of the hardest successful components to have is a good idea that 

will be delivered to the right market at the right moment. Concerning computer games available on 

the internet, one renowned supplying website: Steam, offers more than 800 million games for 

customers to choose from, and approximately 30% have not been downloaded once. The domain of 

applications games is similar, the amount accessible on the different buying platforms keeps growing 

exponentially (Link 3). Usually as a result of this trend on the market, video games’ Product Life 

Cycle are really uncertain and unpredictable, as newer and better games come in or simply because 

the customers get tired of a game and want to play something else, but also as with updates and 

patches, games can leap from a throughout the cycle (Lefebvre, 2020). However, concerning the case 

companies, Blizzard has been on the market with its game World of Warcraft since nearly 16 years 

and Riot Games has successfully remained a leading multiplayer game for 10 years; Fortnite is a 

newer game but is gaining in popularity and what expert saw as a simple trend is increasingly gaining 

a considerable number of players (Penno, 2019; Webb, 2019; Geracie, 2019). Usually, new entrants 

on a market signifies that the competitiveness of the industry will be high and thus, it will be a harder 

environment for companies to thrive in. This influences companies such as Riot Games and Fortnite 

to continuously offer an ever-changing game to keep customers interested, via updates. According to 

Porter’s 5 forces model, if the barriers of entry are low, then established companies within the industry 

would constantly be threatened by new entrants. But for new entrants to reach the status and success 

of the case companies of this research, it is really difficult as the market is ruled by few companies, 

making it almost impossible for new ones to be noticed. Yet, as information can go around incredibly 

fast on the internet, it is possible for games to go viral and to experience a fast success; becoming 

serious competition for others. Finally, besides the fact that the video game industry is increasingly 
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lucrative this past decade, professionals in the market are predicting a more challenging environment 

in the future, due to the increasing rate of new entrants attempting to gain market share (Curtis, 2019). 

 

4.1.4- Threat of possible substitutes 
 

As observed in the previous sections, there is a large number of new entrants and new games coming 

to the market all the time, which means that consumers have a large array of games to possibly pick 

from; consequently, there is an enormous amount of substitutes products in every genre available to 

consumers (Cheung et al., 2015). Especially in the genre of MMORPGs, recently there is a rapid 

increase of games for consumers to switch to, in 2016, there were 4 207 games released on Steam 

worldwide compared to 9 050 in 2018 (Gough, 2019); with similar gameplays, if they are not satisfied 

or become unenthusiastic of the game they are currently playing (Badrinarayanan et al., 2014). As an 

entertainment, to play video games is relatively inexpensive in comparison to other alternatives; apart 

from the computer itself, the phone or in-game items. Moreover, there is an important amount of free 

games; for instance, in 2016, 92% of games available on Google Play were free and it is similar for 

the Apple Store (Salata, 2018). Platforms like these ones and Steam for computers, facilitate 

conversion to a new game enormously fast and with low to no cost. In terms of time invested by the 

players, generally for game applications, the games are not overly developed and complicated, which 

makes it easier to start a new game whereas for computer games there is more time spent on 

developing your character and your advancement in the game. Thus, making it more difficult for 

advanced players to want to switch to a substitute and more time invested in MMOs less likely would 

gamers want to give up the effort and time they devoted to the game.  Despite the fact that the video 

game industry is worth more than the movie and music industry altogether; in 2019, the video game 

industry was worth 152.1 billion dollars and 41,7 billion dollars for the movie industry (Stewart, 

2019). It is still relevant to stress that video games are also competing with other kinds of 

entertainment (Link 3). However, within the Online Gaming Industry, the bigger potential substitute 

for PC online games are smartphones games, as it is easily accessible and they are the most owned 

and used devices; this segment is the largest one right now, slightly above computer games (Anderton, 

2019). Companies such as Riot Games have noticed this rapid change in trend and they are planning 

to enter this market segment and launch their own games on smartphones; Riot games is planning to 

release a gaming app in 2020 (Webb, 2019). Epic Games integrated this segment to its strategy fairly 

early as Fortnite is already available on smartphones (Sanderson et al., 2020); Blizzard also 
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implemented a game in order to be competitive as well in the segment, with the game Hearthstone 

(Beck, 2018).  

 

4.1.5- Rivalry of existing competitors 
 

The Online Video Game Industry as a whole is exponentially growing and attracting new consumers 

for a couple of decades now, in accordance to this growing demand, companies see the opportunity 

for profits. Consequently, there are countless games from applications to MMOGs on the market, 

published by hundreds of firms (Cheung et al., 2015). However, the main occurrence is that the ten 

more important publishers equal for 65% of the overall turnover on the market (Link 2). This results 

into the industry being immensely competitive, especially for the smaller publishers and developers 

(Link 3; Sim, 2007). This extreme competitive environment forces companies to create strategies, to 

differentiate themselves and optimally obtain market share. For instance, as mentioned earlier in this 

research, in the ‘Background’ section: World of Warcraft, like a lot of similar games at the time of 

its release, is based on the system of monthly subscriptions (Webb, 2019). When League of Legends 

entered the market with its free-to-play model, it wasn’t heard of before, but it created 

competitiveness for the company in contrast with its established competitors, as it allowed 

engagement from more casual kinds of players (Badrinarayanan et al., 2014; Takahashi, 2019; Webb, 

2019). Fortnite follows the same principle, as it has been shown that if a game is free to play, 

consumers would be more inclined to spend money on in-game purchases (Marino, 2018; Iqbal, 

2020). Moreover, in comparison to the two other games, Fortnite is available on other devices than 

computers; League of Legends is planning to follow this trend in 2020 with games derived from the 

original title, in order for them to be appropriate to play on smartphones (Takahashi, 2019).   Gaming 

companies are trying to be more competitive on the market by using new strategies and forming 

partnerships, to attract visibility and interest from potential players but also to increase revenues and 

entertain their communities. League of Legends has been expanding their brand’s recognition by 

collaborating with Louis Vuitton, designing new skins for champions (you can purchase in-game 

different outfits for your favorite character, called skins); but also with Marvel to release comics about 

characters from the League of Legends universe (Pei, 2019). Fortnite is not missing the trend, by 

partnering with external entities since the launching of the game, but more recently with the Star Wars 

franchise and they organized an in game Online Concert with Travis Scott during the pandemic of 

2020 (Stephen 2020). Another field where certain gaming companies compete in, is eSports, it 
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became a competitive place for MMOs, with around 665 million dollars in annual revenue in 2017 

(Goldman Sachs, 2018) and allowed them to be recognized as a ‘legitimate’ multiplayer game, as it 

gives visibility to the game but also attracts investment and a higher engagement towards and from 

its community (Hanson, 2016). 

 

By applying Porter’s 5 forces approach with the aim to understand better the external and internal 

dynamics determining the attractiveness of the Online Video Games Industry, it has been established 

that the market is a complex environment ever evolving. The competitiveness in this industry is 

significant, which makes it hard for new companies to enter the market, which is saturated with 

games, giving consumers an enormous choice of substitutes to play. In order to stay competitive and 

relevant on the market, publishers require to adapt and evolve with the market. But, not only, in the 

case of World of Warcraft and League of Legends have been constantly updating their games 

according to their communities’ preferences, this strategy is part of their authenticated success and 

Fortnite is following their steps with an already loyal community, which is ever growing (Davidovici-

Nora, 2009; Webb, 2019; Geracie, 2019).  

 

4.2- Interviews findings: Description, analysis and synthesis 
  

In this section, the researcher will provide a simple presentation of the results by category, then will 

discuss and analyse the findings and finally will synthesise the empirical data in relation to the 

literature review findings. 

4.2.1- Virtual community experience 
 

League of Legends findings 

For the members of League of Legends’ virtual community, all respondents agree with the statement 

that multiplayer video games’ environment facilitates interactions between players. They also 

attributed the reason to join a virtual community to the social aspect of it, referring specifically to 

making friends and to the feeling of belongingness. The external incentives for joining a virtual 

community differed for one of them as she joined by herself while the others were invited by friends. 

The respondents informed being attracted to the social interactions features of a virtual community: 
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easy communication and people you can relate to. These answers resonate with their previous 

statement, emphasizing the importance of the social aspect of communities. They are part of the 

online community differently. One of the respondents is active only on the game whereas the two 

others are active on multiple platforms such as FB, YouTube and Instagram. Two of the respondents 

believe that virtual communities make companies more accessible to customers, the other one 

disagreed but admitted that the support from the brand to the online communities is efficient. All 

respondents have met people they met on the game, in real life, some even build strong friendships 

and romantic relationships. One respondent disagreed with the possibility of the brand monitoring a 

virtual community, whereas the two others think the opposite, one adding “It is necessary if the brand 

wants to make their community a factor in their development”.  

 

World of Warcraft findings 

Concerning the perspectives of World of Warcraft community members, in the aspect of their 

experience with virtual communities, all respondents recognized that a multiplayer environment 

facilitates interactions between players, the reasons being that you play with others and progress with 

them. The arisen motivations for the participants to join the virtual communities were getting 

information about the game and making new friends. Two respondents joined the game on their own, 

because they were curious about the game’s universe. One joined in his childhood through a friend. 

All agreed on the social aspect of the game being what attracted them in the virtual community, more 

specifically, to feel like belonging with people with similar interests and become friends through the 

game. As the kind of online platforms the participants are a community member of, forums were 

discussed, precisely a respondent speaking of the forums provided by WoW. Then, mainly social 

networks such as Facebook, Youtube and Reddit. And also a more specific one: DevianArt. Two 

respondents think that Social Networks are good tools for the company to be more accessible to 

consumers. However, the other one expressed his distrust and his disbeliefs in the genuineness of 

companies. Then, only one of these community members have met online friends in real life multiple 

times even to the extent of developing a romantic relationship. Two affirm that a community builds 

and takes care of itself. Whereas one believes that only the official site and the Reddit ‘page’ are 

monitored by the brand. 
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Fortnite findings 

According to the responses of the Fortnite community members, two of the respondents find that the 

context of multiplayer games is easing interactions among players especially for shy people because 

of the anonymity factor that you have online and it is also effortless to meet people with common 

interest. The other thinks that it depends on the game but that for Fortnite it’s better to communicate 

with others in order to win. Two of the respondents joined the virtual community to stay in touch with 

friends, highlighting the feeling of belongingness. The other one mainly joined the online community 

to gain information and look for help. All participants unanimously heard from their friends about 

Fortnite’s virtual community. One of them is not attracted by this community and justifies it by the 

very young average age of the community. Another respondent appreciates the factor of anonymity 

and like the last one, the fact to meet new people. Two of the respondents are not members on any 

virtual platform but one of them tried to interact on a Youtube live with other members and had a bad 

experience. And the last one is a member on Facebook, Instagram and Twitch. Two of the 

interviewees respondents consider that the presence of brands on social media facilitates 

communication between a virtual community and the company. The last one thinks that the majority 

of the community is probably too young to have access to social networks. All participants play with 

friends that they met before engaging in the game. All of them determined that the company monitors 

its online community. As in the case of Facebook and Instagram, they own the official pages, they 

answer questions and post ads. One adds that companies have an image to protect and thus, they have 

to ensure a positive representation of themselves on social networks.  

 

Analysis of the case companies’ findings 

The replies of all interviewees are consistent with the belief that a multiplayer game is an environment 

where social interactions are easier to have, they partly attributed this phenomenon to the anonymity 

someone can experience when being online. According to the responses collected, virtual 

communities are appealing to players essentially for their social features and they also offer a feeling 

of belongingness to the members. Because of this feeling of membership, it is also easier for 

individuals to join a community if they are invited by friends. Yet, the answers indicated that online 

friendships and relationships are as strong as traditional ones. Social networks are popular tools for 

communication between communities and companies, as the results reveal the impression of an easier 
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access to brands. However, the status of a brand’s governance over a community is disputed in the 

interviews’ results.  

 

Synthesis of the case companies’ findings 

In accordance with what was highlighted by Abfalter et al. (2011) in the literature review and with 

the interviews findings, one of the basis of virtual community is the social aspects of it, in particular 

the feeling of belongingness and anonymity was also linked to the easiness of interaction in a virtual 

community. As seen in the Literature review and confirmed during interviews, players join online 

communities of their games mainly to meet new people, ask for help and to feel like belonging (Kim 

& Kim, 2018). The action to join a virtual community was defined as voluntary (Burger-Helmchen 

& Cohendet, 2011) and according to the replies, it is true but it has been found that a fair number of 

respondents were influenced by their friends to become a member.  Generally, consumers have the 

impression of the brand being more approachable if it is on social networks but the responses revealed 

that the interactions with its community can be perceived as fake. In fact, companies do use these 

tools in their community strategy, but if too discernible, it gives the impression to players that they 

are being manipulated (Laroche et al., 2012). Social networks are adaptable online places to give 

communities a place to grow and for some they control it too but for others it is important and natural 

that communities grow themselves (Fournier & Lee, 2009). Moreover, when referring to the replies, 

it seems that none of the mentioned platforms qualify as a community on their own, they are indeed 

seen as just tools for a community to grow. Finally, in the eyes of the interviewees, a virtual 

community can take place in the games and on online platforms, and an online brand community 

definitely gathers consumers of the same product (Muniz & O’Guinn, 2001). 

4.2.2- Brand loyalty 
 

League of Legends findings 

During the interviews of the LoL community members, in relation to the theme of brand loyalty; one 

of the respondents flatly stated that he does not believe in being loyal to a game, saying “I will not 

consume it anymore if I do not like the product or the changes brought to it”. Contrasting the two 

others’ views, for whom the content increases their loyalty especially the fact that LoL rewards its 

honorable players when they play respectfully. One adds the concept of fulfilling missions and getting 

in-game currency and then being able to purchase items for free, is a big factor for their loyalty. 
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However, all agreed that for their loyalty towards a brand to grow, it should listen to players' feedback 

and be consistent. ‘If you listen to the players and what they want, I think it’s a good start”. None of 

the respondents mentioned the community as a reason to keep playing the game. Two of them qualify 

the competitive environment to be the main motivation behind their dedication to League of Legends. 

One of them particularly likes the facts that the game takes place only on one map and to play with a 

lot of different players. Another one says to focus on change and novelty in the game. From their 

answers, it appears that the respondents continue to play LoL overtime mainly because of the time 

invested in the game, but also the design of the game and the sentimental value given to it, were 

referred. Finally, two of the respondents disagree to some extent with the idea of the company caring 

about its audience’s opinion. The last one does believe so and adds “Sooner or later, the player’s 

opinion about a game will translate in sales”. 

 

World of Warcraft findings 

Then the findings for this category from the WoW members were that all three agreed on the value 

of updates as a content that increases their loyalty, but offers and possibility of characters’ 

customization and game were also mentioned. The principal reasons for being loyal to a company 

and its game were different depending on each individual. Two of them particularly want to feel 

listened to and taken into account. Also, to see if the game listens to its players and improves 

according to their needs. One of the respondents stressed the importance of respect from a brand 

towards its community. All respondents had different reasons to keep playing a specific video game, 

the first one, it is due to the quality of the content, the playfulness of the game, the challenging aspect 

of it and an interesting and coherent storytelling. For the others it is more about updates and playing 

with their friends. All of them favour WoW despite others on the market because of how much they 

love its universe. But also because of their friends and sentimental attachment to the game. All 

respondents think that the company cares about players’ opinions. “Without the feeling of being heard 

and understood by developers, the players lose interest in the game rapidly”. 

 

Fortnite findings 

In the case of Fortnite, two respondents have the tendency to continue engaging with a gaming 

company if they post about rewards on their social networks. One of them appreciates greatly when 
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Fortnite collaborates with other brands or artists and gave the example of the recent collaboration 

with Star Wars. The last one is more interested in the in-game updates and explains that otherwise 

she would get bored of the game. One participant stated that if a company doesn’t have entertaining 

content and doesn’t stick to its values, she would switch to another game. Another participant's loyalty 

would depend on storytelling and new content, such as the secret agents season of Fortnite. And the 

last one is more interested in rewards, events and updates. The most important factor for them to keep 

playing a game is mainly because of interesting updates and their friends. “Fortnite updates often, 

sometimes there are places that appear and disappear on the map. And when you have missions to 

do, it’s fun”. Their choice to mainly play this game and not another one was mainly justified because 

Fortnite is free to play and available on Switch and other devices. The playful design was also 

mentioned. Two of the respondents consider that Fortnite cares about its consumers because of their 

trial and error approach. They update often and provide new weapons or others. If the players express 

their discontent about any of them, the developers will fix it or just drop the update. The last one is 

more divided as she sees it as a marketing strategy, adding “A game is only dead when its community 

doesn’t exist anymore”, raising the importance of community in a brand’s strategy.  

 

Analysis of the case companies’ findings 

 After describing the replies, the importance of updates and rewards in order to keep players engaged 

in a virtual community was noticeable, specifically the updates as they keep the interest of the 

community members by not letting them get bored of the game. From the answers, it was clear that 

for members to stay loyal to them, companies should make them feel like their opinions matter by 

acting on them. Then, in the case of LoL’s members, in comparison with others, the 

community wasn’t even a factor to keep playing the game. However, it was clear in LoL and WoW 

members’ responses that the challenging aspects of the games are decisive for continuously playing 

the same game. As each game has its specificities, the reasons for choosing one of the case companies 

over other video games in the industry were justified differently. The notion of time invested in 

League of Legends and its design were the main incentives to play this game. Concerning WoW’s 

answers, the immersive fantasy universe is considered as what makes the game special. Surprisingly 

enough for two games free to play, only the members of Fortnite arose this as a reason to play it but 

also the fact that Fortnite is compatible with other devices and the others are not. All respondents feel 

like the companies of their main video games generally care about their virtual communities.  
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Synthesis of case companies’ findings  

In addition to the literature review, the findings validate the claim of MOBA games being competitive 

environments (Winn, 2015), as observed with League of Legends, it is an important aspect of the 

game for its players. Then it can be confirmed that companies do harness their online communities in 

order to gain an insight of their consumers' needs (Fournier & Lee, 2009) and then, they adapt or at 

least it gives the impression that they are acting in the interest of the players. However, opposing the 

literature review’s findings, stating that having an involved community will decrease marketing costs 

(Fournier & Lee, 2009), the replies revealed that rewards, offers and such seem really popular among 

players to engage with a brand on online platforms. Moreover, as stated by Seraj (2012) and supported 

by interviews responses, a content is valuable only if it’s of quality, fun and coherent with the game 

also informative. 

 

4.2.3- Incentives for engagement 
 

League of Legends findings: 

Concerning League of Legends, the level of engagement differs for each participant, one does not 

engage anymore, the next one does but sometimes on Facebook by sharing some posts and 

livestreaming on Twitch, the last one is highly active on multiple platforms, posting, sharing and 

joining chats or forums The interviewed members would all mostly engage if the content is in relation 

with a reward or the prospect to win a competition. The entertaining aspect of the content has been 

also mentioned. Two of the respondents will not hesitate to share their negative and positive opinion 

within the virtual community. The other one will on express his negative perspectives, as he sees it 

as a duty. The views and experiences concerning special events and eSports events are dissimilar. 

They all participated in these but one is particularly enthusiastic about it, another is liking the idea 

and last one has experienced it but doesn't really care. In terms of in-game purchases, the aesthetic of 

the item could trigger a purchase but mainly if the product is deemed worth its cost. The last 

respondent adds that he never bought a limited or exclusive item. 

World of Warcraft Findings 

In the case of World of Warcraft, two respondents are lately less active than before. But they still 

keep themselves updated on the game and the other one is active on official forums. One of the 
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participants thinks that passion should be the only reason to engage in a virtual community, and the 

two others would engage for rewards and offers but also if they have the knowledge to give advice to 

someone. Two of them would express their opinions that it is negative or positive but one would only 

if it is positive. Concerning participation in special events or eSports, two of them have watched 

competitions. All would buy in-game purchases if it doesn’t impact the gameplay negatively. 

Fortnite Findings  

None of the interviewed Fortnite’s players engage in the virtual community. But they all would 

engage because of the prospect of rewards, offers and contests. But also for information about special 

events. The perspectives about sharing their opinions in the virtual community were different. One 

wouldn’t express herself at all. Another would mainly say about negative reviews and the last one 

would talk freely negatively and positively. Two members never participated in events from Fortnite. 

But one experienced an exclusive cinematic with the collaboration of Star Wars, live. For in-game 

purchases, two of them bought skins and the last one also purchased battle passes. She justifies that 

battle passes allow you to earn in-game money and so she didn’t need to really pay for another battle 

pass and some skins. 

Analyse of case companies’ findings 

Only few respondents were active on virtual communities via online platforms, but for the ones that 

are, Facebook and forums were heavily mentioned. All participants responded that they would engage 

on online platforms for rewards, offers and contests, in hopes to win a prize. The informative aspect 

of an online community was also present in the replies. The nature of opinions expressed by 

interviewees in the online community differs depending on a player’s personality and values. In the 

case of WoW and LoL, eSports events seem popular and liked by the ones that experienced these 

kinds of events. According to the interviews’ findings, members of the community, voice their 

enthusiasm differently about special events. In the case of Fortnite the replies were only about in-

game events. League of Legends of legends answers indicate that the in-game items are seen as only 

aesthetically pleasing, so the act of purchasing depends on the player’s taste. In the case of World of 

Warcraft, the players would only buy items that will not threaten the playability of the gameplay. 

Finally, Fortnite also offers aesthetic skins that are answers judged as only cosmetics, but the concept 

of buying battle passes so players can have access to more benefits when playing seems like a 

justifiable item to purchase.  
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Synthesis of case companies’ findings 

The interviewees answers agree partly with Badrinarayanan et al. (2014), that community members 

will spread word-of-mouth, but all active members will not communicate only positive opinions as 

they want the company to take into account what they say. Moreover, in contradiction with 

Badrinarayanan et al. (2014), the results of the interviews show that having committed members 

doesn’t mean more purchase from them, as players will most likely buy virtual items only if it seems 

worth it to them. And there is no need to be very active on online platforms to buy more. Commercial 

information relayed by the companies are easily found on Social Media (LaRoche et al., 2012), and 

that is what players check to keep up to date with new from the game. Also, most of the online 

interactions between members of the same community are taking place on Social Networks, 

especially, Facebook and Instagram for information and Youtube and Twitch to watch co-created 

content (Zaglia, 2012). The presence of WoW online community on forums was found more 

important than in the findings of the other games. 

 

4.2.4- Storytelling influence 
 

League of Legends Findings  

In the storytelling influence category, all LoL respondents think that LoL animations are beautiful 

and entertaining but one of them said that it does not impact his wish of playing. Whereas another 

participant thinks that it gives realism to the game and the character. All three participants consider 

storytelling as really important in a video game but less in a multiplayer one in comparison to a solo 

gameplay, they legitimize this claim by saying that when playing with others this aspect is not as 

central to the overall game’s experience. Moreover, they all agree that storytelling engages and 

attracts players to the game. All participants find that customizing your character doesn’t bring 

anything else than an aesthetic aspect to their experience. Collectively, the interviewees affirm that 

in LoL there are no events linked to storytelling that they remember of. 

 

World of Warcraft Findings 

Two WoW players believe in the impact of storytelling in an online community, because it impacts 

the player’s immersion into the game and if not liked by the community it could divide it. The other 
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disagrees but think it's enjoyable. Two interviewees trust that storytelling is essential in video games, 

one sees it as a way to engage with players and the other one states “I think that it greatly increases 

the immersion that we can have in a video game.” The last one believes that it depends on the genre 

and that it is less relevant for MMOs, if it’s too directional it could spoil the player’s experience. Two 

respondents strongly think that customizing your character makes the player immerse more in the 

game and gives the opportunity to invest yourself more into your character. The other one disagrees 

but still likes it. They all have participated in storytelling linked events. 

 

Fortnite Findings 

In the case of Fortnite, one of them regards brand content related to storytelling as more important in 

terms of player experience in solo games. The other two agree with its impact and add that it is what 

makes Fortnite different. The importance of storytelling for the immersion of the player in the game, 

was acknowledged by two of the interviewees. Independently one says that if the game gets boring 

she will switch. While the others believe storytelling helps to implement the characters in the game 

better. They all consider customization as fun but not essential, unless it's part of the storytelling such 

as limited skins during story events. Only one of them did not take part in any events. One played the 

Secret agent season and the last one to the Star Wars’ event. 

 

Analysis of case companies’ findings 

In the case of LoL, all players really appreciate storytelling animation and think that they are really 

beautiful and good quality content but don't impact their games. Yet, they all thought that these 

animations and cinematics were efficient in gaining new consumers. Whereas for WoW, they mainly 

think that it increases the immersion of the player in the game. It was mentioned multiple times that 

storytelling has a bigger importance in solo games than MMOs because the social aspect distracts 

from the storytelling. For Fortnite, the immersion of the player was again discussed but it was revealed 

that it avoids the game to become boring to the players as Fortnite uses seasonal storytelling. LoL 

and Fortnite options to customize a character are solely aesthetic whereas in WoW it immerses you 

more in the game. For instance, the game experience differs depending on which specific race, the 

player chooses. It seems that the importance of storytelling events is relatively low in LoL, in WoW 
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it seems like a community activity that is highly appreciated. In the case of Fortnite, it seems that 

events are mainly linked to partnerships aiming to gain visibility or give a trendy image to the game. 

 

Synthesis of case companies’ findings 

As found in the literature review and reinforced by the respondents’ answers, MMORPGs have a 

particularly immersive gameplay due to the persistent world because of the role-playing aspect of it 

(Becnel, 2019). The concept of immersion is highly amplifíed in this kind of role playing gameplay 

(Maumon & Boyer, 2012), the interviews stated that it was mainly due to the importance of a story 

line and the possibility of character customization. In the case of League of Legends, the original 

animations and cinematics published on their social media in relation with storytelling has been 

defined as attractive to potential new players. 

 

4.2.5- Co-creation impact on marketing strategy 
 

League of Legends findings 

In the case of League of Legends interviewees, all of the participants consume co-created content via 

Youtube and Twitch, one of them produces co-created content himself through livestreams. Another 

particularly likes to look for Fanart of her favorite characters. All respondents have an overall good 

impression when a brand co-creates with its community, ‘This is especially good if the creator they 

relate to and respect”. Two community members don’t feel that co-creation makes them closer to the 

brand but to the universe of the game or the creator of the content. Finally, the last one thinks the 

opposite 

 

World of Warcraft findings 

Referring to the sample of WoW’s community, all of them consume co-created content mainly via 

YouTube and Twitch, but one is mainly interested in any derived products from the game’s universe 

and also likes to look for fan art. All of them enjoy when the company co-creates content with its 

community. According to one participant it is an easier content to engage with. The two others differ 

in opinion, one thinks that it proves the implication of the company towards its community and that 
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it shows that the company genuinely cares. But the other states that co-creation is a “Fantastic idea if 

the creation is pertinent and benevolent towards the community”, implying that if it is just for 

marketing purposes then he does not enjoy it. One thinks that co-creation does bring the community 

closer to the brand. The second one thinks that it does bring the community together and not the 

brand. And lastly, the other feels like sometimes it is like they are being listened to but that in the 

case of Blizzard it is not genuine. 

 Fortnite findings 

Among the players of Fortnite, only one of them does not consume co-created content, the other ones 

do through YouTube and Twitch. All of the respondents have a positive opinion of co-created content. 

They all agree that it gives the impression that the brand is close to its community. One adds that it 

´makes the community more dynamic and increases loyalty. They all find the co-created content as 

proof of the proximity between the brand and its community. “If people are making fan art, YouTube 

channels, Instagram accounts or Twitch Lives about it, it’s that they are close to the brand and they 

want to share about it.” 

Analysis of case companies’ findings  

From the interviews’ replies it appears that World of Warcraft and League of Legends’ fans consume 

more co-created content than Fortnite’s. The main social medias to consume co-created content for 

all games are YouTube and Twitch. Fan art was also a co-created content liked by WoW and LoL 

players.  Overall, every respondent was fond of co-created content, qualified as a more approachable 

kind of contents, but some issues were raised about the genuineness of the brand and this kind of 

actions being no more than a marketing stunt, judging it negatively. All Fortnite’s interviewees were 

positive about co-created content proving the closeness of the company and its community. In the 

case of League of Legends, the players felt closer to the game’s universe than the company itself. For 

WoW, the opinions differed on if the brand brings the community closer or if it's due solely to the 

community itself.  

Synthesis of case companies’ findings 

In comparison to Badrinarayanan et al. (2014) affirm, the interview replies show co-creation is more 

to players than an official collaboration of the brand with its community, it is also spontaneous content 

made by fans because they wanted to express they affection to the game and be informative to the 

community about it. 
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5- Conclusion 
 

The overall aim of this research was to advance an understanding of the dynamics of communication 

between online video game companies and their virtual communities, especially focusing on 

storytelling and user generated content. The specific research objectives were, within the environment 

of online gaming, to: 

1. Define what is an online community in the gaming industry. 

2. Observe the online interactions between a brand and its community. 

3. Analyse the influence of online communities on brand communication. 

4. Determine if successful multiplayer games have similarities when interacting with their 

communities and if these communities react differently to these interactions 

This chapter will revisit the research objectives above, encapsulate the findings of this paper work 

and provide conclusions established from the findings. The previous section – Multiple Case Study: 

Findings and Discussion – was extensive and necessitate to be summarized, justifying the review of 

findings in this section. Then, there will be a summary of the contribution of this study to the 

understanding of the correlation of virtual communities and video game companies, will be defined. 

Furthermore, a segment considering the research process that has been used in this research was 

comprised. According to the chosen structure, it is expected that the study work will be summarized 

so as to analyse if the objectives declared at the beginning of this paper have been met or not. 

 

5.1-Research objectives: Summary of Findings 
 

5.1.1- Objective 1: Define what is an online community in the gaming industry 
 

The review of literature determined the predominant reasons for players to join a virtual gaming 

community: social aspects (meeting new people and feeling of belongingness) and the prospect of 

gaining information about the game. The social and knowledge basis of an online community was 

supported by the gathered interviews findings. Moreover, players' answers matched with the 

literature’s findings, multiplayer games are environments that are perfectly adapted to facilitate 
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players’ interaction and like virtual communities, they have an important social feature to them. In 

this paper, we could also observe that the concept of a virtual community’s location, as an online 

entity was difficult to define in the literature review and according to the interviews findings. 

However, it has been established that virtual communities can occur in the video games themselves 

but also on online platforms. Similarly, the use of social networks as tools for brands to foster a 

community were not efficient to attract all players to join it but they would still feel like belonging to 

the virtual community.  

The first conclusion that can be made in this research is that virtual communities do not need online 

platforms to grow, the community is born in the game where interactions are possible. Virtual gaming 

communities expand on social media. Differently than with other online brand communities, in the 

video game industry online platforms are not the only place to gather as a community, but it is indeed 

a tool for companies to communicate directly to their audience and it facilitates communication 

between members. 

 

Then, concerning the context of the online gaming industry, the literature and the use of Porter’s Five 

Forces, demonstrated that the industry is very competitive. There is a large offer of video games on 

the market, they are easy to substitute and the barriers of entry are quite low. This results in a volatile 

customers’ behavior that was also represented by the interviews’ findings. Players can switch games 

whenever they feel like they have the possibility to do so, it is also due to the free flow of people on 

the Internet, it is easy to lose members of your community to your competition. The combination of 

the literature review and the interviews findings shows that consumers get bored easily if the company 

doesn’t update the game regularly or force unwanted updates and concepts to its community. In the 

case of Blizzard, they did lose trust of some of the eldest members due to controversy following new 

updates. 

The second conclusion to make is that virtual communities are defined but not restrictive. In the 

gaming industry, loyalty is harder to gain than engagement, but it is harder to keep. In an environment 

where customers have such power, it is hard for companies to compete and retain their customers’ 

loyalty, as nothing holds them but their own free will. 
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5.1.2- Objective 2: Observe the online interactions between a brand and its community 
 

The role of word-of-mouth in virtual communities has been discussed in literature and was qualified 

as generally positive, which is not representative of the gathered empirical data. In fact, players can 

attract new potential players by spreading positive information about an online community, in 

practice, it is the more devoted and passionate players that express themselves more freely about a 

game on social media. Moreover, this kind of players will not solely communicate positive views, 

but they will consider it their duty to inform the company and other players about their discontentment 

and issues with the game or the content. They would disclose their concerns on online platforms as 

this is where interactions with a brand seems more accessible.  

The conclusion being that when certain customers are extremely loyal to the brand, they will not 

hesitate to say what is great and not in a game. As it is easier to communicate that on the official 

social media page of the brand, it could be beneficial or not for companies. A seemingly approachable 

and satisfied online virtual community could attract new members via online platforms but it could 

also dissuade them if there is a lot of toxicity or complains of not being listened to on these platforms. 

 

The literature review established that the brand generated content on online platforms has to be 

informative or entertaining for consumers to engage with it. As indicated by the interviews’ answers, 

this claim seems true. However, in practice, the content will be engaged with if deemed by members 

as valuable. Not only does it have to be informative but also of good quality and coherent to the brand 

values and identity. Players are generally highly perceptive of the marketing strategy of a gaming 

company and some of them despise the idea of being used, especially when very passionate about a 

game. However, as seen during the interviews, most of community’s members will be inclined to 

engage with the brand on social media if there is prospect of winning a prize that will improve or 

make their playing time for enjoyable. 

It can be concluded that if there is no rewards or special offers to earn, it is difficult for a brand to 

create engagement from its members on official posts, unless they are highly informative, entertaining 

and of good quality. It is also necessary for brands to not disappear from customers’ minds, so they 

need to be extensively present on online platforms. 
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5.1.3- Objective 3: Analyse the influence of online communities on brand communication 
 

In the literature review, the harnessing of virtual communities’ perspective by companies was 

presented as a strategy to learn to know an audience better and use this acquired knowledge to 

improve according to customers’ preferences. However, it seems that some players only see the 

commercial interest behind it and the existence of official social networks pages. But, as seen in the 

interviews, the community members are well aware of their power over companies, even if it has 

been shown that some members have a very strong loyalty that would be hard to break. Generally, if 

the brand seems anything else than genuine in its messages to the community but also in its action, if 

very displease, the community could lose member and thus, weakened.  

This bring to the conclusion that without a virtual community and in this gaming industry 

environment, it would be difficult for a company to remain or to survive without support.  

 

5.1.4- Objective 4: Determine if successful multiplayer games have similarities when interacting 
with their communities 
 

It was analysed that all three case companies use online platforms to attract new community members 

and consumers in general. They also integrated the use of social medias to investigate their 

communities’ behaviors and perspectives on them and their games.  They also all employ marketing 

practices such as rewards and offers to strengthen their community engagement.  

In the case of League of Legends, the company focus its storytelling efforts to target a more specific 

audience within the game’s community. This group of consumers particularly affectionate lore, and 

also new potential players that would be attracted to the game after seeing a peek of its universe. This 

kind of strong storytelling triggers the need and existence of co-produced content. However, the 

heavy storytelling is not as appreciated in the whole community, even if deemed great, it can be 

uninfluential.  

For World of Warcraft as a role-playing game, its storytelling content is very much appreciated by its 

fan base. The game is loved for its capacity of immersing a player into its fantasy universe. However, 

if the content is not coherent with the established storyline and doesn’t feel genuine, the community 

will strongly reject it or will be debate it, weakening the community’s cohesion. 



55 
 

Fortnite is extensively different than the others in terms of storytelling, as the company integrates a 

storyline without a lot of details given to their audience but only giving the confirmation that it exists 

and it is a very mysterious and different way of introducing a virtual world to build a community in. 

Plus, the company so far uses temporary storytelling in the form of special limited events.  

It can be concluded that in the gaming industry, there are some similarities in marketing practices 

including the virtual communities. However, each game has its own identity and image to preserve 

and grow. As much as their virtual communities, so they need to differentiate themselves from 

competitors and adapt their strategy so its coherent with their products and the community supporting 

them. 

 

5.2- Recommendations 
Based on the case study of World of Warcraft’s virtual community, there was an apparent distrust 

from some players cause by their marketing strategy. It was not well received because not only the 

community members felt unheard but also the content released was deemed of poor quality and 

incoherent with the game. So, my first recommendation would be to install a relationship based on 

trust with the virtual community, because even if the goal of a company is to gain market share and 

earn profits, this cannot be possible in the gaming industry without a virtual community supporting 

the game.  

In addition, as Riot Games did it, even if the gaming industry seems like companies should come up 

with different games all the time and new ideas to strengthen their brands. It is more efficient to focus 

solely on building a strong online community and learning the specificities of members while 

adapting to these demands. Because as prove also by World of Warcraft, it is very likely that if your 

established online community will loyally follow the company and its new games if there are 

embedded in the universe they already grew to love. If a company launch a new game on the basis of 

a strong community, the consumers will follow. On the long-run in the gaming industry, it is more 

strategical to spend as much time as needed to reinforce a community.  

Finally, with the help of a committed online community, it is easier for a company to release updates 

and refine a game continuously. It is possible to launch a game before it is perfect, it seems that 

developing video games is a constant process and this process could be facilitated by players’ 

perspectives.  
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5.3- Limitations and Further Research 
The multiple case study is not representative of all online multiplayer game companies and of all 

virtual communities. In fact, it is also not representative of the gaming industry despite the impact of 

the case companies: Blizzard, Riot games and Epic games’ virtual communities, on the market. This 

is a limitation in that this paper cannot be stated to be applicable to the gaming industry. Yet, if one 

takes into account that the purpose of the study was to conform to relatability, then there is no 

intention to mislead or misrepresent the results. It is expected that as more researchers study the issues 

confronted in this research, and implement more in-depth case studies, that an understanding of the 

issues addressed in this work will increase exponentially. The companies’ perspectives are not 

investigated in depth. If there was such data in this research, that would have allowed for this paper 

to gain another layer. However, these additional views, even if relevant, had to be abandoned for the 

focus of this research and because of how much material can be handled for this kind of project. Three 

case companies means that an extensive analysis of each other couldn’t be conducted, yet, the aim of 

this study was to bring a broader perspective to virtual communities, to give an insight of the online 

multiplayer game sector and of more online communities. 
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Appendices 
Appendix A. 

 

Interviewer: 

Interviewee reference: 

Date: 

Time: 

Place: 

 

Thank you for agreeing to this meeting. This interview forms part of my dissertation research into 

Online gaming communities. The purpose of this interview is to obtain views on a number of aspects 

related to Online communities within the Online Video Game Industry.  

 

A. THEME: Virtual community experience 

Question 1A 

Do you think that multiplayer games are an easier environment to interact with others? 

Question 2A  

What are the main reasons you joined the virtual community of the concerned video game (getting 

information, knowledge, make friends, feeling of belongingness, looking for help…)? 

Question 3A 

Did you join the online community on your own or because another party informed you about it?  

Question 4A 

Which factors of the virtual community attracts you? 

Question 5A 
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On which Social Networks or Online platforms are you a community member? 

Question 6A 

Do you think Social Networks makes the company more accessible to the members?  

Question 7A 

Have you ever met members of your Online community in real life? 

Question 8A 

Do you think that your virtual community is monitored by the brand? 

If yes, to which extent?  

 

B. THEME: Brand Loyalty 

 

Question 1B 

What kind of brand content would increase your loyalty to a video game (rewards, offers…)? 

Question 2B 

What generally would increase your loyalty toward a video game and its company? 

Question 3B 

What makes you keep playing a video game? 

Question 4B 

Why this video game over others in the same genre? 

Question 5B 

Do you feel like the video game company cares about its players’ opinion? 

C. THEME: Incentives for engagement 
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Question 1C 

Do you engage in virtual community? 

If yes, how (Posting, sharing, commenting…)?  

Question 2C 

What kind of content makes you want to engage in the virtual community (Information, rewards, 

contests, offers…)? 

Question 3C 

Would you more likely express your opinion in a virtual community if its negative or positive? 

Question 4C 

Do you watch or participate to special events such as eSports or virtual concerts…? 

If yes, why?  

Question 5C 

In which case would you buy in-game purchases?  

D. THEME: Storytelling influence 

 

Question 1D 

Do you think the brand generated content in relation with storytelling have an impact on your overall 

virtual community experience (ex: animations…)? 

Question 2D 

How important do you personally think Storytelling is for a video game in general?  

Question 3D 

Do you think that being able to customize your character in the game makes you part of the 

storytelling? 

Question 4D 
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If there was, do you remember any events that could be linked to storytelling that occurred in the 

game and let you a positive impression? 

 

E. THEME: Co-creation impact on marketing strategy  

 

Question 1E 

Are you consuming co-created content?   

If yes, what kind (Youtube channels, Fanart, Instagram accounts from fans, Twitch lives…)? 

Question 2E 

What do you think when a brand co-create content with community members? 

Question 3E 

Does co-created content make you feel that the community is closer to the brand?  

 

 

Appendix B. 

Interviewer:  

Interviewee reference: Julien Le Gall-Gourvez 

Date: 9th May 2020 

Time: 12.00 

Place: Copenhagen/Brest via Skype 

 

Thank you for agreeing to this meeting. This interview forms part of my dissertation research into 

Online gaming communities. The purpose of this interview is to obtain views on a number of 

aspects related to Online communities within the Online Video Game Industry. 
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A. THEME: Virtual community experience 

 

Question 1A 

Do you think that multiplayer games are an easier environment to interact with others? 

Pensez-vous que les jeux multi-joueurs sont des environnements plus facile pour interagir avec 

d’autres joueurs, en comparaison avec d’autres genres de jeux ? 

 

En effet, la possibilité de vivre en direct des aventures avec d'autres joueur permet de créer des liens 

qui peuvent transcender la communauté de rencontre d'origine. D'autant plus aujourd'hui avec des 

éléments comme la discussion audio interne ou externe au jeu. Des outils comme les reddits, les 

forums officiels, ou les wikis rendent possible à présent pour les jeux solos d'entretenir une fandom 

et une communauté mais à mon sens jamais avec autant la profondeur d’un jeu multijoueur, qui plus 

est un monde persistant. 

Indeed, the possibility to experience live adventures with other players allows to create links 

that can transcend the community of origin. Moreover, today with options like the 

communication via audio in or out of the game. Tools such as Reddit, official forums or the 

fandoms wiki allows for solo games to maintain a fandom and a community but for me never 

with the same depth than with a multiplayer game which is a persistent world. 

Question 2A 

What are the main reasons you joined the virtual community of the concerned video game (getting 

information, knowledge, make friends, feeling of belongingness, looking for help…)? 

Quelles sont les raisons principales pour lesquelles vous avez rejoint la communauté virtuelle du 

jeu en question (obtenir des informations, du savoir, se faire des amis, avoir un sentiment 

d’appartenance, demander de l’aide…) ? 

Je suis ce que l'on peut appeler un lore nerd, le lore est un mot fourre-tout désignant l'histoire et la 

connaissance d'un monde virtuel. Et c'est généralement grâce à la connaissance collective de la 
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communauté que l'on peut acquérir ces savoirs. Que ce soit par le biais des forums, des wiki ou tout 

simplement par la volonté d'un membre motivé de la communauté créant des vidéos YouTube. 

Dans un monde virtuel persistant, comme dans le monde réel, les compétences sociables d'un 

individu peuvent permettre de lui donner un avantage et une reconnaissance de ses pairs. La 

capacité de créer des liens sociaux peut se révéler critique pour ne serait-ce qu'avancer dans le jeu 

ou ne pas être considéré comme un paria parmi le groupe de joueurs se faire par exemple blacklister 

par la communauté. 

I am what we can call a lore nerd, the lore is a general term designating the story and 

knowledge of a virtual world. And generally this is due to this collective knowledge of the 

community that we can acquire this knowledge. That is via forums, wikis or simply by the 

want of a motivated member of the community creating videos on YouTube. In a persistent 

virtual game, like in the real world, the social abilities of an individual can allow him to gain 

an advantage and a recognition from its peers. The capacity to create social links can reveal 

itself as essential in order to progress in the game or to not be considered as a pariah by the 

rest of the players group. for example, to be blacklisted by the community.  

Question 3A 

Did you join the online community on your own or because another party informed you about it? 

Avez-vous rejoint cette communauté par vous-même ou par le biais d’une autre personne? 

 

J'ai commencé à jouer à mon premier MMORPG en 1999/2000 appelé La Quatrième 

Prophétie. Depuis mon enfance j'ai une affinité toute particulière pour les univers 

fantastiques et de science-fiction, je jouais alors à des jeux de rôles solo et la possibilité à 

l'époque de pouvoir jouer dans l'un de ces mondes fantastiques en compagnie d'autres 

personnes m'a tout de suite intéressé. J'ai connu le jeu grâce à un ami qui avait un frère plus 

âgé qui nous a initié au jeu. 

Je connaissais l'Univers de Warcraft grâce à Warcraft II et je jouais à Warcraft III quand Wow fut 

annoncé vers les années 2000. J’ai suivi le développement avec attention et ait joué à la béta fermée 

du jeu à sa sortie. 
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I started to play my first MMORPG in 1999/2000 called the ‘Fourth Prophecy”. Since my 

childhood, I particularly like fantasy universes and science-fiction, I was then playing solo 

RPGs and the possibility at the time to be able to play in one of those fantasy worlds with 

other people, got my interest instantly. I was introduced to this game by a friend that had an 

older brother that initiated us to the game. I knew the universe of Warcraft because of 

Warcraft II and I was playing at Warcraft III when WoW was announced to be release in the 

2000s. I followed the development attentively and I played the closed beta of the game when it 

came out. 

Question 4A 

Which factors of the virtual community attracts you? 

Quels sont les facteurs que vous aimez dans une communauté virtuelle? 

 

La possibilité de côtoyer des personnes que je n'aurai jamais plus connaître sans ce média, de 

pouvoir de rassembler des gens d'horizons et d'origines différentes, nouer des amitiés transcendant 

les langues, les  pays et  continents et ainsi découvrir d'autres cultures et  façons de voir le monde. 

Tous unis devant la passion d'un jeu et d'un univers. 

The possibility of meeting people I would otherwise have never known without this media, to 

be able to gather people from different backgrounds and origins, create friendships despite of 

languages, countries and continents, to be able to discover other cultures and ways to see the 

world. All united for the passion of a game and a universe.  

 

Question 5A 

On which Social Networks or Online platforms are you a community member? 

Sur quels réseaux sociaux ou plateformes en ligne êtes-vous membre ? 

Je suis membre de DeviantArt, Facebook, Imgur, Youtube, Twitch et des forums des jeux auxquels 

je joue. 

I am a member of DevianArt, Facebook, Imgur, YouTube, Twitch and the forums of the 

games I play. 
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Question 6A 

Do you think Social Networks makes the company more accessible to the members? 

Pensez-vous que les réseaux sociaux font qu’une entreprise soit plus accessible pour les joueurs ? 

 

Des réseaux comme Twitter peuvent laisser penser que les entreprises sont proches de leurs joueurs 

en répondant directement à leurs questions posées. Mais à mon avis ces réseaux sociaux actuels ont 

amené, une communication superficielle et cynique où les entreprises sous couvert de fausse 

proximité vendent leurs messages corporatifs. 

Networks like Twitter can let people think that the enterprises are close to their players by 

responding directly to their questions. But, I think that this actual social networks brought a 

superficial and cynical communication where companies hide themselves under a fake 

proximity to sell their corporate messages. 

Question 7A 

Have you ever met members of your Online community in real life? 

Avez-vous déjà rencontré des membres de votre communauté en ligne IRL ? 

Malheureusement non, au plus fort de mon implication dans le jeu en ligne, j'étais adolescent et je 

n'avais alors pas les moyens pour des voyages pour participer aux IRL des guildes dont j'étais 

membre. Aujourd'hui, je passe nettement moins de temps à jouer et est-ce que l'on appelle un 

“causal”. 

Sadly, no. When I was at my highest level of implication in online games, I was a teenager and 

I didn’t have the means to travel to participate to IRL guilds meetings that I was a member 

of. Today, I spend a lot less time to play and that’s what we call a “casual”. 

 

Question 8A 

Do you think that your virtual community is monitored by the brand? 

Pensez-vous que votre communauté virtuelle est gérée par l’entreprise ? 

If yes, to which extent? 
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Si oui, à quel point ? 

A mon sens une communauté virtuelle est une entité qui se crée et s'alimente toute seule, créant ses 

légendes, règles, et son identité. L'entreprise peut essayer de l’entretenir et de la diriger mais in fine 

c’est le groupe qui décide ou non de suivre l'entreprise. 

To me, a virtual community is an entity that is created and provide for itself by itself. By 

creating legends, rules and its own identity. The company can try to monitor it but at the end 

it’s the group that decide to follow the company or not. 

B. THEME: Brand Loyalty 

 

Question 1B 

What kind of brand content would increase your loyalty to a video game (rewards, offers…)? 

Quel genre de contenu produit par l’entreprise augmente votre loyauté envers le jeu vidéo 

(récompenses, offres…)? 

 

Un contenu régulier et de qualité est pour moi primordial, la possibilité pour le joueur de pouvoir 

toujours découvrir et avancer dans le jeu et donc avoir de la rejouabilité. Que ce soit en 

commançant de nouveaux personnages ou en étoffant le contenu, par l'ajout de nouveaux éléments : 

cosmétiques,en expérimentant de nouvelles mécaniques de jeu et en developpant de nouveaux 

narratifs étoffant l'univers de façon cohérentes. 

A constant content of quality is for me primordial. The possibility for the player to be able to 

always discover and progress in the game, means that I want to keep playing it. That it is be 

starting new characters or by fluffing up the content, by adding new elements cosmetics, by 

experimenting new mechanics of the game and by developing new narratives adding up to the 

universe in a coherent way.  

 

Question 2B 

What generally would increase your loyalty toward a video game and its company? 

En général, qu’est ce qui augmente votre loyauté envers un jeu et son entreprise ? 
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Le respect et l'écoute, ainsi que de ne pas prendre ses clients pour de stupides vaches à lait. 

Blizzard-Activision par exemple a ainsi perdu tout crédit auprès d'une grande partie de ses fans de 

longues dates à force de trahisons des promesses faites et de pratique corporatistes aux détriments 

de la qualité de ses jeux, qui était auparavant sa marque de fabrique. 

The respect and to be listened to, as well as to not take customers as stupid money bags. 

Blizzard-Activision for example lost all credibility in the eyes of a lot of their longtime fan 

base because of breaking promises and corporate practices not caring about the quality of the 

games, and it was before what was differentiating their games to others. 

Question 3B 

What makes you keep playing a video game? 

Qu’est-ce qui vous fait continuer de jouer à un jeu ? 

 

La qualité du contenu, des mécaniques de jeu fun et amenant du challenge, de la rejouabilité et un 

story-telling intéressant et cohérent. 

The quality of the content and the fun mechanics of the game, that keeps on being 

challenging, the replayability and an interesting and coherent storytelling. 

Question 4B 

Why this video game over others in the same genre? 

Pourquoi ce jeu en particulier et pas un autre du même genre ? 

 

Je joue à des jeux blizzard depuis mon enfance et je connais la licence depuis 1998, avec Warcraft 

II. L'univers a créé un affect sur mon esprit de petit garçon de 9 ans et m'a suivi jusqu'à ma vie 

d'adulte. 

I play games from Blizzard since my childhood and I know the saga since 1998, with Warcraft 

II. The universe created an impression on my mind of a l9 years old little boy and followed me 

in my adult life. 

Question 5B 

Do you feel like the video game company cares about its players’ opinion? 
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Pensez-vous que l’entreprise du jeu s'intéresse aux opinions des joueurs ? 

Elle y a tout intérêt, sans ses joueurs pour le faire vivre, le jeu mourra irrémédiablement. Sans un 

sentiment d'être entendu et compris par les développeurs, les joueurs se désintéressent rapidement 

d'un jeu. Blizzard, ces dernières années, à mon avis n'a pas su ou voulu s'intéresser de l'opinion de 

joueurs qui a amené la situation désastreuse dans lequel le jeu se trouve depuis quelques années. 

It better, without its players to make the game live, it will die without a doubt. Without a 

feeling of being heard and understood by developers, the players loose interest in the game 

rapidly. I think Blizzard, since these past years failed to understand the opinion of the players 

which brought them to the disastrous situation in which one the game is these past years.  

 

C. THEME: Incentives for engagement 

 

Question 1C 

Do you engage in virtual community? 

Engagez-vous dans votre communauté en ligne? 

Je suis généralement assez passsif sur les résaux sociaux, j'aime cependant être tenu au courant de 

l'actualité des jeux auxquels je joue que ce soit par le biais des forums, de streams ou des vidéos 

commentant la situation présente ou futur du jeu en question. 

Generally, I am quite passive on social networks, however, I like to be informed of the news of 

the games that I play that is is via forums, streams, or videos commenting the present 

situation or the future of the concerned game. 

If yes, how (Posting, sharing, commenting…)? 

Si oui, comment (en postant, en partageant, en commentant…)? 

 

Il m'est arrivé de commenter des vidéos YouTube ou des posts sur les forums pour participer à un 

débat. 
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It happened for me to comment videos on YouTube and posts on forums for participating to a 

debate. 

Question 2C 

What kind of content makes you want to engage in the virtual community (Information, rewards, 

contests, offers…)? 

Quel genre de contenu vous donne envie d'être plus engagé dans votre communauté (information, 

récompenses, compétitions, offres...) ? 

Je ne pense pas qu'une communauté de joueurs ait besoin d'une carotte pour s'investir dans le jeu, la 

passion et la volonté d'apporter sa pierre à l'édifice est selon moi une récompense en soi pour de 

nombreux joueurs. 

I don’t think that a community of players needs a motivation to be invested in the game, the 

passion and the will of bringing a contribution to the game is according to me a reward in 

itself for numerous players. 

Question 3C 

Would you more likely express your opinion in a virtual community if its negative or positive? 

Seriez-vous plus enclin à exprimer votre opinion sur une communauté virtuelle si elle est négative 

ou positive ?  

 

 Je partage mon opinion quand je pense qu'elle est pertinente à un sujet donné, qu'elle soit positive 

ou négative. 

I share my opinion when I think it is pertinent for a given subject, that it is positive or 

negative. 

Question 4C 

Do you watch or participate to special events such as eSports or virtual concerts…? 

Regardez-vous ou participez-vous à des événements en particulier comme eSports ou concerts 

virtuels… ? 
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Il m'est arrivé de regarder des compétitions de Real Time Strategy game et de WoW des arènes et 

des courses de donjons. 

I happen to watch competitions of RTS and of Wow in arenas and donjon races.  

If yes, why? 

Si oui, pourquoi ? 

 

Comme pour les sport IRL, il est toujours appréciable de regarder des professionnels jouer, que ce 

soit pour la technique ou pour les nouvelles façons d'appréhender le jeu et le faire évoluer. 

 

As for sports IRL, it is always appreciable to watch professionals play, that it is for the technique or 

for new ways to apprehend the game and to make it evolve.  

Question 5C 

In which case would you buy in-game purchases? 

Dans quels cas, achèteriez-vous des articles dans le jeu ? 

Dans le cas d'articles demandant un investissement conséquent de temps et de ressources pour 

l'entreprise, amenant des éléments cosmétiques intéressants et esthétiques à l'univers du jeu. Je suis 

par contre fermement contre des dlc déséquilibrant les mécaniques du jeu : changement de factions, 

de races, éléments de Pay to Win. 

In the case of items demanding a consequent investment of time and resources for the 

company, bringing interesting cosmetics elements and aesthetic to the game’s universe. I am 

strongly against the downloadable content misbalancing the mechanics of the game: changes 

in guilds, races, elements of Pay to Win). 

 

D. THEME: Storytelling influence 

Question 1D 

Do you think the brand generated content in relation with storytelling have an impact on your 

overall virtual community experience (ex: animations…)? 
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Pensez-vous que le contenu produit par l’entreprise en rapport avec le storytelling, ait un impact 

sur votre expérience dans cette communauté ? 

 

Clairement, les choix de storytelling affectent l'expérience du joueur, et certains choix controversés 

peuvent faire éclater la communauté, l'amenant à se déchirer sur les raisons et les conséquences de 

ces choix. La dernière extension de WoW, Battle for Azeroth est extrêmement connue pour avoir 

amené de profondes fractures entre les membres de la communauté. Toujours aujourd’hui elle 

entraine des débats houleux sur les forums et les réseaux sociaux. 

 

Clearly the choice of storytelling affects the player’s experience and some choices are 

controversy and can make the community explode, leading it to destruction for reasons and 

consequences of these choices. The last extension of WoW, Battle for Azeroth is extremely 

famous for profoundly dividing members of the community. Still today, this extension brings 

out heated debates on forums and social medias.   

Question 2D 

How important do you personally think Storytelling is for a video game in general? 

Quelle importance pensez-vous que le Storytelling a dans un jeu vidéo en général ? 

Tout dépend du style de jeu, pour un RPG solo, c'est la première pierre de l'édifice et la base pour le 

reste du jeu. C'est par l'histoire et ses personnages que le joueur expérience le jeu, et si le joueur ne 

se sent pas investi et poussé à poursuivre l'histoire, celui-ci peut vite se désintéresser du jeu. Au 

contraire dan un jeu multijoueur, je pense qu'il est moins important. Le joueur et la communauté 

peuvent profiter du manque de Lore et d'histoires pour s'y investir personnellement, créer leurs 

propres histoires  et en même temps resserer les liens entre les membres. Si le jeu a une excellent 

scénario mais un gameplay médiocre, les joueurs ne trouveront pas d'interêt à continuer à jouer 

après avoir fini le scénario pour la première fois. 

It depends of the genre of the game, for a solo RPG, it’s the funding stone and the base for the 

rest of the game. It is by its story and characters that the player wants to experience the game, 

and if the player does not feel invested and influenced to purse the story, this one can lose 

interest in the game rapidly. On the contrary in a multiplayer game, I think that it is less 

important. The player and the community can take advantage of the lack of Lore and stories 
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to invest themselves personally and create their own stories and at the same time to 

strengthen the links in between members. If the game has an excellent scenario but a 

mediocre gameplay, players will not find it interesting to continue to play after finishing to 

play the scenario for the first time. 

And specifically for your video game? 

Et plus spécifiquement pour votre jeu ? 

Je pense qu'un story-telling trop dirigiste n'est pas bon pour le jeu. Comme je l'ai dit précedemment, 

le principe d'un rpg est de créer et de vivre des histoires personnelles. Si le joueur n'a l'impression 

que d'être un spectateur passif de sa propre histoire (ne la vivant pas mais la subissant) il se 

désinteressera de l'histoire et commencera même à la haïr. 

I think that a too directive storytelling is not good for the game. Like I said previously, the 

principle of a RPG is to create and live personal stories. If the player has the impression to be 

a passive spectator of its own story, not living it but just go through it, he will lose interest in 

the story and even will start to hate it. 

Question 3D 

Do you think that being able to customize your character in the game makes you part of the 

storytelling? 

Pensez-vous que le fait de pouvoir personnaliser votre personnage dans le jeu, vous donne 

l’impression de participer au storytelling ? 

 

J'en suis convaincu. Comme dans l'IRL, les individus chérissent les traits de personnalités et de 

caractères faisant d'eux des êtres originaux. La customisation est alors d'une importance capitale 

pour l'investissement du joueur dans son avatar. Personne n'aime être un vulgaire NPC, Non Player 

Character, fade et interchangeable, aussi bien IRL, qu'InGame ! 

I am convinced of it. Like IRL, individuals cherish traits of personality and characters 

making them original beings. The customization as a capital importance for the player to 

invest himself in his avatar. No one like a standard NPC, Non-Player Character, boring and 

expendable, in IRL and in a game.  

Question 4D 
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If there was, do you remember any events that could be linked to storytelling that occurred in the 

game and let you a positive impression? 

S’il y en a, vous rappelez vous d'évènements qui pourraient être liés au storytelling qui sont arrivés 

dans le jeu et qui vous ont laissé une impression positive ? 

L'arrivée du phasing à mon avis a indéniablement permis une profondeur de storytelling jusqu'alors 

impossible. Le joueur a pu à partir de ce moment avoir un impact permanent sur son histoire et dans 

le monde ! (Certains diront au détriment de l'aspect communautaire. Le phasing fractionnant les 

joueurs dans plusieurs layer ne pouvant plus interagir les uns avec les autres). 

The phasing arrival to me undeniably allowed a deeper storytelling that was until then 

impossible. The player can from now on have a permanent impact on his story and in the 

world. Some will say at the detriment of the community aspect, As the phasing fractions the 

players in multiple layers that can’t interact with each other.  

E. THEME: Co-creation impact on marketing strategy 

 

Question 1E 

Are you consuming co-created content?   

Consommez-vous du contenu co-créé? 

Oui 

Yes 

If yes, what kind (YouTube channels, Fan art, Instagram accounts from fans, Twitch lives…)? 

Si oui, quel type (chaines YouTube, fan art, comptes Instagram de fans, lives Twitch…)? 

Comme l'ayant dit précédemment, j’apprécie particulièrement le Lore du jeu, je suis ainsi abonné à 

plusieurs youtubeurs traitant de ce sujet. Je regarde aussi parfois le contenu de joueurs reconnus 

dans la communauté que ce soit sur YouTube ou Twitch aussi bien en Players vs Environnement 

qu'en Players Vs Players. Je suis aussi un grand consommateur de livres, de bd, de film d'animation 

en général, et bien entendu la régle s'applique aux oeuvres dans l'univers de Warcraft. Il m'arrive de 

traîner sur des créations de fans sur DeviantArt. 
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As I said previously, I particularly like the Lore of a game and thus I am subscribed to 

multiple youtubers talking about it. I watch also sometimes the content of famous players, 

recognized in the community that it is on YouTube or Twitch, it can be PVE or PVP. I am 

also a big consumer of books, comics, animation movies in general and of course the rules 

apply to the ones of Warcraft universe. It happens that I look at some fans’ creations on 

DevianArt. 

Question 2E 

What do you think when a brand co-create content with community members? 

Que pensez-vous quand une entreprise co-créer du contenu avec des membres de la communauté ? 

Je pense que c'est une idée fantastique si la création est pertinente et bienveillante envers la 

communauté. Si c'est juste un outil marketing et de communication cynique et intéressé, la 

communauté peut très vite se sentir trahie et utilisée. Et amener un retour de flamme de bad buzz 

pouvant prendre des proportions gigantesques. 

I think that it’s a fantastic idea if the creation is pertinent and benevolent towards the 

community. If it’s only a marketing tool and cynical communication, the community can 

fastly feel betrayed and used, and it can trigger a bad buzz that can take gigantic proportions.  

Question 3E 

Does co-created content make you feel that the community is closer to the brand? 

Est-ce que le contenu co-créer vous donne l’impression que la communauté soit plus proche de 

l’entreprise? 

 

Des interview de développeurs par des streamers et membres de la communauté peuvent amener un 

réel sentiment d'écoute et de compréhension parmi la fandom. Cependant beaucoup d'entreprises et 

notamment Blizzard-Activision utilisent cet outil pour paraître proche de leurs joueurs, leurs 

donnant un faux sentiment d'écoute, de dialogues, de complicité et de compréhension, voir les 

controverses avec les Redshirtguys et l'ensembles des Q&A avec le lead développeur Ion 

Hazzikostas, qui peuvent casser la confiance durablement avec la communauté. 
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Some interviews of developers by streamers and members of the community can bring a real 

feeling of being listened to and understanding among the fandom. However, a lot of 

companies, notably Blizzard-Activision use this strategy to seem close to its players giving 

them a false impression of being listened to, dialogues, accomplice ship and understanding, 

that can break the trust on the long-term of the community.  

Interviewer: Mathilde Gouriou 

Interviewee reference: Helene Hsu 

Date: 10/5/20 

Time: 15:00 

Place: Copenhagen 

 

Thank you for agreeing to this meeting. This interview forms part of my dissertation research into 

Online gaming communities. The purpose of this interview is to obtain views on a number of 

aspects related to Online communities within the Online Video Game Industry.  

 

 

A. THEME: Virtual community experience 

 

Question 1A 

Do you think that multiplayer games are an easier environment to interact with others? 

Yes, I do. 

Question 2A  

What are the main reasons you joined the virtual community of the concerned video game (getting 

information, knowledge, make friends, feeling of belongingness, looking for help…)? 

Usually it’s for getting information for when I get stuck in the game or looking for more 

convenient way to complete the quests.  
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Question 3A 

Did you join the online community on your own or because another party informed you about it?  

I joined on my own, from researching online.  

Question 4A 

Which factors of the virtual community attracts you? 

I like the discussion aspect of it, where different people can give input on certain matters. It’s 

nice to see that people struggle with similar things and that others are being very helpful.  

Question 5A 

On which Social Networks or Online platforms are you a community member? 

Initially I started with the forums from the WOW official site, and occasionally I would use 

reddit.  

Question 6A 

Do you think Social Networks makes the company more accessible to the members?  

Definitely, the company can interact directly with the members.  

Question 7A 

Have you ever met members of your Online community in real life? 

No.  

Question 8A 

Do you think that your virtual community is monitored by the brand? 

Definitely with the official site. But I have not thought much about the reddit community, I 

would think so too. 

If yes, to which extent?  

The official site is a given. With reddit, I assume to quite a big extent since they have 

moderators. 
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B. THEME: Brand Loyalty 

 

Question 1B 

What kind of brand content would increase your loyalty to a video game (rewards, offers…)? 

Mostly with offers and extensions, which would encourage me to continue playing the game.  

Question 2B 

What generally would increase your loyalty toward a video game and its company? 

I think it is when the company continues to show efforts and quality in what new functions or 

content that they deliver.  

Question 3B 

What makes you keep playing a video game? 

I believe it is new content to constantly develop the game, which keeps the excitement going.  

Question 4B 

Why this video game over others in the same genre? 

It is because most of my friends play this game, it is more fun when you have company to play 

it with. Plus, I like the setting of the world and its design and layout. 

Question 5B 

Do you feel like the video game company cares about its players’ opinion? 

Yes, I do. 

 

C. THEME: Incentives for engagement 

 

Question 1C 

Do you engage in virtual community? 



88 
 

If yes, how (Posting, sharing, commenting…)?  

Yes, but very rarely at the moment. Usually it is commenting on other people’s post or 

sharing them to my friends.  

Question 2C 

What kind of content makes you want to engage in the virtual community (Information, rewards, 

contests, offers…)? 

Mostly rewards. Sometimes when I come across someone who needs help in which I have 

experiences in, then I would likely engage.  

Question 3C 

Would you more likely express your opinion in a virtual community if its negative or positive? 

I would say when it is positive. I find it exhausting to engage negatively, so I would avoid 

doing that.  

Question 4C 

Do you watch or participate to special events such as eSports or virtual concerts…? 

I have seen the championship before, but not anymore.  

If yes, why?  

I did to see how the top players would play, and that my friends were watching them too. 

Question 5C 

In which case would you buy in-game purchases? 

Usually for game upgrades.   

 

D. THEME: Storytelling influence 

 

Question 1D 
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Do you think the brand generated content in relation with storytelling have an impact on your 

overall virtual community experience (ex: animations…)? 

I would think that the storytelling is cool, however, I do not think that it would impact my 

virtual community experience as such.  

Question 2D 

How important do you personally think Storytelling is for a video game in general?  

And specifically for your video game? 

I think it is quite important in general, as it gives you the first impressions in general. 

Specifically, for this game, I think that it enhances the storyline a lot, and it gives me an idea 

of where the story would go. It is also a way to engage the players.  

Question 3D 

Do you think that being able to customize your character in the game makes you part of the 

storytelling? 

Not exactly. It rather gives me a bigger freedom in the way that I can play the game. 

Question 4D 

If there was, do you remember any events that could be linked to storytelling that occurred in the 

game and let you a positive impression? 

I remember watching this storytelling animation that they release together with the new 

extension like 4 years ago or so. That left a pretty positive impression for me, where I thought 

the video was looking very cool and lively.  

 

E. THEME: Co-creation impact on marketing strategy  

 

Question 1E 

Are you consuming co-created content?  

 If yes, what kind (Youtube channels, Fanart, Instagram accounts from fans, Twitch lives…)? 
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Yes, mostly from YouTube.  

Question 2E 

What do you think when a brand co-create content with community members? 

I think it is good, as it provides another type of content that is easier to engage with.  

Question 3E 

Does co-created content make you feel that the community is closer to the brand?  

Not necessarily to the brand. Depending on the nature of the other content create, I may be 

feeling closer to that that content creator.  

 

Interviewer: Mathilde Gouriou 

Interviewee reference: Julien Bocquet 

Date: 9th May 2020 

Time: 15:00 

Place: Copenhagen/Lyon via Skype 

 

Thank you for agreeing to this meeting. This interview forms part of my dissertation research into 

Online gaming communities. The purpose of this interview is to obtain views on a number of 

aspects related to Online communities within the Online Video Game Industry.  

 

 

• THEME: Virtual community experience 

 

Question 1A 
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Do you think that multiplayer games are an easier environment to interact with others? 

Pensez-vous que les jeux multijoueurs sont des environnements plus facile pour interagir avec 

d’autres joueurs, en comparaison avec d’autres genres de jeux ? 

Oui, c'est le principe des MMORPG le fait de jouer ensemble pour avancer, cet aspect social me 

plaît énormément. 

Yes, the principle of MMORPGs is the fact to play together to progress, this social aspect 

extremely appeals me. 

Question 2A  

What are the main reasons you joined the virtual community of the concerned video game (getting 

information, knowledge, make friends, feeling of belongingness, looking for help…)? 

Quelles sont les raisons principales pour lesquelles vous avez rejoint la communauté virtuelle du 

jeu en question (obtenir des informations, du savoir, se faire des amis, avoir un sentiment 

d’appartenance, demander de l’aide…) ? 

J'ai rejoint ce genre de jeux car je trouve que c'est plus prenant, le fait de jouer avec des amis, ou en 

obtenir de nouveau est vraiment cool, puis ce que j'aime dans un MMORPG c'est qu'il y a toujours 

quelque chose à faire qu’un jeu normal sur une console ou voir un PC. 

I joined this genre because I think that it’s more interesting, the fact to play with friends or to 

gain new ones is really cool. What I like in MMORPG is that there is always something to do 

compared to a standard game on console or sometimes PC. 

Question 3A 

Did you join the online community on your own or because another party informed you about it?  

Avez-vous rejoint cette communauté par vous-même ou par le biais d’une autre personne ? 

J'ai rejoint cela par moi-même, j'étais curieux de découvrir ce monde-là  

 

I joined by myself because I was curious to discover this world. 

Question 4A 
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Which factors of the virtual community attracts you? 

Quels sont les facteurs que vous aimez dans une communauté virtuelle ? 

Ce qui me plaît dans une communauté virtuelle c'est le fait de découvrir le jeu ensemble, s'entraider, 

jouer ensemble et j'en passe, jouer sur un MMO apporte tellement de choses. 

What I like in an online community is the fact to discover the game together, to help each 

other, play together and others. Playing on a MMO brings a lot of possibility. 

Question 5A 

On which Social Networks or Online platforms are you a community member? 

Sur quels réseaux sociaux ou plateformes en ligne êtes vous membre ? 

Je suis principalement sur Facebook, Instagram, Snapchat, Oui j'y arrive pas du tout avec Twitter. 

I am mainly on Facebook, Instagram, Snapchat. I really can’t use Twitter.  

Question 6A 

Do you think Social Networks makes the company more accessible to the members?  

Pensez-vous que les réseaux sociaux font qu’une entreprise soit plus accessible pour les joueurs ? 

Oui en effet, ça leurs permet d'être plus à l'écoute des joueurs, ou principalement se tenir informé 

plus vite des actualités ! 

Yes, in fact, it allows them to listen to players or mainly to keep being informed faster about 

updates.  

Question 7A 

Have you ever met members of your Online community in real life? 

Avez-vous déjà rencontré des membres de votre communauté en ligne IRL ? 

Oui ça m'est arrivé, grâce à ça j'ai même eu plusieurs relations de couple par le passé. 

Yes, it happened to me, thanks to that I managed to build romantic relationships in the past.  

Question 8A 

Do you think that your virtual community is monitored by the brand? 
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Pensez-vous que votre communauté virtuelle est gérée par l’entreprise ? 

If yes, to which extent?  

Si oui, à quel point ? 

Je joue avec un petit groupe sur WoW et sur Dofus actuellement, je ne pense pas qu'on soit géré par 

l'entreprise du jeu à part le fait qu'on joue dessus, mais dès qu'on joue ensemble on se gère 

mutuellement 

I play with a small group on WoW and on Dofus right now, I don’t think we are monitored by 

the brand apart the fact that we play on the games, we monitor each other.  

• THEME: Brand Loyalty 

 

Question 1B 

What kind of brand content would increase your loyalty to a video game (rewards, offers…)? 

Quel genre de contenu produit par l’entreprise augmente votre loyauté envers le jeu vidéo 

(récompenses, offres…)? 

Ce que j'aime dans un jeu c'est son histoire, forcément dès qu'il y a une nouveauté c'est lié à son 

histoire principal ou intermédiaire donc personnellement ça me plaît forcement. 

 

What I like in a game, it’s its story, obviously as soon as there is new things, it’s linked to the 

main story or intermediaries so personally, I like it a lot. 

Question 2B 

What generally would increase your loyalty toward a video game and its company? 

En général, qu’est ce qui augmente votre loyauté envers un jeu et son entreprise ? 

Le fait qu'ils écoutent l'avis des joueurs, qu'ils s'améliore au fil du temps 

 

The fact that they listen to players’ opinions and they improve over time. 
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Question 3B 

What makes you keep playing a video game? 

Qu’est ce qui vous fait continuer de jouer à un jeu ? 

Les amis que me suis fait, forcément jouer à ce style de jeux apporte beaucoup de choses auxquels 

il est difficile d'oublier 

Because of the friends I made, and playing this genre brings a lot of things that are hard to 

forget. 

Question 4B 

Why this video game over others in the same genre? 

Pourquoi ce jeu en particulier et pas un autre du même genre ? 

Bonne question, les goûts et les couleurs.. c'est compliqué d'y répondre, c'est ce que j'aime, je vais 

pas m'en privé  

Good question, depending on the tastes, it’s complicated to answer it. It is what I love, so I am 

not going to restrain myself. 

Question 5B 

Do you feel like the video game company cares about its players’ opinion? 

Pensez-vous que l’entreprise du jeu s'intéresse aux opinions des joueurs ? 

Oui et heureusement, si une entreprise cherche uniquement à se faire de l'argent sans faire plaisirs à 

ses joueurs, une entreprise comme ça ne tiendra pas longtemps. 

 

Yes, if an enterprise only looks to earn money without pleasing the players, this kind of 

company will not survive long. 

 

• THEME: Incentives for engagement 
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Question 1C 

Do you engage in virtual community? 

Engagez-vous dans votre communauté en ligne? 

Oui biensûr 

Yes of course 

 

If yes, how (Posting, sharing, commenting…)?  

Si oui, comment (en postant, en partageant, en commentant…)? 

Cela m'arrive de donner mon avis sur les forums officiels quand quelqu'un m'intrigue ou ne va pas 

It happens for me to express my opinion on official forums when something is bothering or 

intriguing me. 

Question 2C 

What kind of content makes you want to engage in the virtual community (Information, rewards, 

contests, offers…)? 

Quel genre de contenu vous donne envie d'être plus engagé dans votre communaute (information, 

récompenses, compétitions, offres...?)? 

C'est souvent les récompenses et les offres, quand on joue avec des amis c'est plus simple d'avancer 

dans un jeux pour obtenir d'avantage de recompenses.  

It’s often rewards and offers, when I play with my friends, it simpler to progress in a game to 

obtain the advantage of rewards.  

 

Question 3C 

Would you more likely express your opinion in a virtual community if its negative or positive? 

Seriez-vous plus enclin a exprimer votre opinion sur une communauté virtuelle si elle est négative 

ou positive?  
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Que mon opignion soit positive ou négative le plus important c'est de s'impliquer, même si cela ne 

plaît pas à tous le monde 

That my opinion is positive or negative, the most important is to be implicated, ever if not 

everybody likes it. 

Question 4C 

Do you watch or participate to special events such as eSports or virtual concerts…? 

Regardez-vous ou participez-vous à des événements en particulier comme eSports ou concerts 

virtuels…? 

Non je n'y participe pas, ça ne m'attire pas pour le moment 

No, I do not take part in these, it doesn’t attract me much. 

 

If yes, why?  

Si oui, pourquoi ? 

Question 5C 

In which case would you buy in-game purchases? 

Dans quels cas, acheteriez-vous des articles dans le jeu?  

Seulement si cela me plaît 

Only if it appeals to me 

 

 

• THEME: Storytelling influence 

 

Question 1D 

Do you think the brand generated content in relation with storytelling have an impact on your 

overall virtual community experience (ex: animations…)? 
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Pensez-vous que le contenu produit par l’entreprise en rapport avec le storytelling, ait un impact 

sur votre expérience dans cette communauté ? 

Cela à un grand impact sur les jeux, sur l'immersion qu'on peut avoir en y jouant, cela augmente 

l'envie d'y jouer et d'y rester 

This has a huge impact on the games, on the immersion that we can experience when playing, 

it increases the want to play and to remain. 

Question 2D 

How important do you personally think Storytelling is for a video game in general?  

Quelle importance pensez-vous que le Storytelling a dans un jeu vidéo en général? 

Je pense que ça augmente grandement l'immersion qu'on peut avoir dans un jeuxVideo. 

I think that it increases greatly the immersion that we can have in a video game. 

 

And specifically for your video game? 

Et plus spécifiquement pour votre jeu ? 

Je pense et je le sens que ça a un grand Impact sur les jeux que je joue actuellement 

I think that I can feel that is has a great impact on games that I play actually. 

Question 3D 

Do you think that being able to customize your character in the game makes you part of the 

storytelling? 

Pensez-vous que le fait de pouvoir personnaliser votre personnage dans le jeu, vous donne 

l’impression de participer au storytelling? 

Bien-sûr, la personnalisation du personnage sera toujours dans le thème d'un jeux, d'ou l'immersion 

que cela peut nous apporter 

Of course, the customization of character will always in theme of the games, explaining the 

immersion that it can bring us. 
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Question 4D 

If there was, do you remember any events that could be linked to storytelling that occurred in the 

game and let you a positive impression? 

Si il y en a, vous rappelez vous d'évènements qui pourraient être liés au storytelling qui sont arrivés 

dans le jeu et qui vous ont laissé une impression positive ? 

Ce qui est bien avec les MMORPG c'est quand cela arrive, toute la communautée s'implique lors de 

ces évènements, je me souviens de beaucoup d'entre-eux mais si je devais tous les dire, il vous 

faudrait plus de 5 pages haha 

What is good with the MMORPGs is that when it happens, the whole community is 

implicated during those events, I remember a lot of them but if I had to say them all, you 

would need more than 5 pages. 

• THEME: Co-creation impact on marketing strategy  

 

Question 1E 

Are you consuming co-created content?   

Consommez-vous du contenu co-créé ?  

Oui 

Yes 

If yes, what kind (YouTube channels, Fan art, Instagram accounts from fans, Twitch lives…)? 

Si oui, quel type (chaines YouTube, fan art, comptes Instagram de fans, lives Twitch…) ? 

Je regarde souvent des vidéos sur YouTube en rapport aux jeux auquel je joue, et le soir souvent des 

lives sur Twitch une fois que ma copine dort paisiblement 

I often watch videos on YouTube of the games I play and at night I often watch lives on 

Twitch, once my girlfriend sleeps. 

Question 2E 

What do you think when a brand co-create content with community members? 
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Que pensez-vous quand une entreprise co-créer du contenu avec des membres de la communauté ? 

J'en pense que du bien, cela montre qu'une entreprise s'implique énormément avec ses joueurs, cela 

prouve que l'entreprise ne cherche pas à faire que des bénéfices 

 

I think it’s good, this shows that the enterprise is heavily implicated with its players, this 

prove that the company doesn’t only try to gain revenues. 

Question 3E 

Does co-created content make you feel that the community is closer to the brand?  

Est-ce que le contenu co-créer vous donne l’impression que la communauté soit plus proche de 

l’entreprise ? 

Oui car j'ai déjà vu des gens fan de leurs jeux faire des vidéos sur cela et a force de persévérance 

être invité à visiter l'entreprise 

Yes, because I already saw people fan of their video games make videos on it and through 

hard working they are invited to visit the company. 

 

Interviewer: Mathilde Gouriou 

Interviewee reference: Sarah Marques 

Date: 08/05/2020 

Time: 12:15 

Place: Copenhagen/Bordeaux via Skype 

 

Thank you for agreeing to this meeting. This interview forms part of my dissertation research into 

Online gaming communities. The purpose of this interview is to obtain views on a number of 

aspects related to Online communities within the Online Video Game Industry.  
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A. THEME: Virtual community experience 

 

Question 1A 

Do you think that multiplayer games are an easier environment to interact with others? 

Depends on many factors, the game itself is one big factors. Some people tend to be way more 

toxic because of the anonymous state they have online, some are really friendly and make it 

nice and easy to interact. In a broader sense I would say that it is easier as you don’t show 

your face, or you can take your time to think of an answer and reply as well as you can rectify 

before sending them out. While in real life your expression, the way you hold yourself and 

many more factors comes into account. 

Question 2A  

What are the main reasons you joined the virtual community of the concerned video game (getting 

information, knowledge, make friends, feeling of belongingness, looking for help…)? 

Pretty fun to have a set of people what understand what you’re talking about and what you 

are doing. I use to not realize it at first but when talking to a friend not playing the game with 

some of the in-game notion or such, they would get lost easily in the conversation and I 

wouldn’t realize it. If you play with people that plays as well, they “get you”. 

Question 3A 

Did you join the online community on your own or because another party informed you about it?  

Pretty much on my own, by playing and by regularly checking update and patches. But I 

never really joined like FB group or forums and be active in one. The community I met is 

mostly through the game itself. 

Question 4A 

Which factors of the virtual community attracts you? 

As I stated, people having the same “passion” or hobby as yourself. So you have plenty to talk 

about at least on that subject, you can have private joke and so on. I guess when I was shier 

before, the online community kind of helped me out meeting and talking to others people. Fun 
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things is playing online video game is one of the main reasons while I get around with English 

not so bad while it is not my native language. 

Question 5A 

On which Social Networks or Online platforms are you a community member? 

I would say just the game itself. Especially since I play a lot less than before. 

Question 6A 

Do you think Social Networks makes the company more accessible to the members?  

I don’t think it makes “the company” more accessible. The community is so large they don’t 

communicate through those with the customers. But their support is pretty efficient. 

Question 7A 

Have you ever met members of your Online community in real life? 

From LoL, yes, met with people to go to an event as a team it was pretty fun and I am still 

talking to them from time to time. As well as I made one of the most precious friend I have 

there even though we haven’t meet yet because of circumstances and living on both opposite 

side of the country. 

Question 8A 

Do you think that your virtual community is monitored by the brand? 

Not at all. As I said way too big. They have too many on their plates with all the new games 

they are working on and such. 

 

If yes, to which extent?  

 

B. THEME: Brand Loyalty 

 

Question 1B 



102 
 

What kind of brand content would increase your loyalty to a video game (rewards, offers…)? 

Maybe free content that you are supposed to buy but that you can get free if you fulfill 

mission and such. Such as the 10 years’ anniversary event for exemple. Or they started to do 

so with the crystals and free chest you can get by being good and honorable which is pretty 

cool. When I started playing the only way to have a skin was to buy it. I think Riot already 

increased their content crazily both free and paying. 

Question 2B 

What generally would increase your loyalty toward a video game and its company? 

Just how much I like to play the game and if they care about player’s opinion. Of course you 

can’t please everyone but let’s say a general idea comes from their public, if they try to listen 

and implement it, that is a very nice thing. I could quote No Man’s Sky for exemple, they 

started really bad with a lot of broken promises but they didn’t give up on the game and now 

it’s actually pretty good. If you listen to the players and what they want, I think it’s a good 

start. 

Question 3B 

What makes you keep playing a video game? 

In LoL, even though the map is always the same, the people you face are always different. In 

that kind of online games, I guess willing to be the best is a big part of what keeps people 

going. The best or at least better and better than you were. Also there is a satisfaction in 

winning games, or turning lost game around and coming back on top at the end. 

Question 4B 

Why this video game over others in the same genre? 

To be honest I didn’t try many of them, but when I did try DotA, it was because I though 

LoL’s map was so much clearer and easy to understand. You know pretty easily where you 

can go through in the jungle, if you can teleport or dash through walls. In DotA, maybe 

because I didn’t know it well, I felt like in the Jungle part of the map, there was trees I could 

go through but it felt like I couldn’t visually? Essentially, map reading and clarity. As well as 

the design of the character and the game overall. Also I got used to it at some point and 
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having to learn all over again another game seems exhausting and pointless. I tried Heroes of 

the storm too and didn’t like it, and some mobile MOBA and didn’t like it either. 

Question 5B 

Do you feel like the video game company cares about its players’ opinion? 

I am not sure about this one. I don’t feel like they do much but maybe I am just not following 

the news enough lately. 

 

C. THEME: Incentives for engagement 

 

Question 1C 

Do you engage in virtual community? 

Not too much anymore. 

If yes, how (Posting, sharing, commenting…)?  

Question 2C 

What kind of content makes you want to engage in the virtual community (Information, rewards, 

contests, offers…)? 

I guess Rewards would? But I think engaging in a company should come from yourself 

otherwise what’s the point? As stated before, it is to meet people, make friends, having the 

same topic in the conversation and so on. What would be the point of giving rewards for 

“replying to comment” for example? People that does not want to engage would just reply 

some random things and never comment again. 

Question 3C 

Would you more likely express your opinion in a virtual community if its negative or positive? 

I would express it either way if I feel like it. Just like in real though. 

Question 4C 



104 
 

Do you watch or participate to special events such as eSports or virtual concerts…? 

Sadly, I don’t have a team for their feature “clash” but I would like to. I never really did it 

seriously but once I was able to participate in on Esports event and it was pretty fun. But 

watching e-sport is actually super funny. Like the MC are so in it, it is pleasing. There is some 

kind of mood that makes you pretty hype too. I think it is like any other sport when it comes 

to watching it. It can be as exciting as real life football for football fans. Even though I don’t 

play much anymore anytime the World Championship is around is nice to check it out on 

twitch. 

 

If yes, why?  

Question 5C 

In which case would you buy in-game purchases?  

If I like them. For LoL the In Game purchase is purely aesthetic and that is fine. If you like a 

character just buy stuff for him if you can’t to. If the game would sell some enhance stuff such 

as some others online video games. That would be a real piss off. 

 

 

D. THEME: Storytelling influence 

 

Question 1D 

Do you think the brand generated content in relation with storytelling have an impact on your 

overall virtual community experience (ex: animations…)? 

I think so, especially for LoL. Their animation is always beautiful and I personally really 

enjoy them. In term of Lore I am one of the person who likes to read them. Though there is so 

many characters I didn’t read all of them. But from the character I like to play it is always 

nice to have a background. I also kind of like to see my “character as other” when it comes to 

the psychology of video games so giving them a backward make them more “real”. 
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Question 2D 

How important do you personally think Storytelling is for a video game in general?  

I think it is really important even though people tend to not care about it in Online Video 

games. I think that people making the game are dedicated enough to make it more alive and 

“real” is nice. They try to engage the players with the characters. The storytelling is even 

more important when it comes to solo games of course and for that category people are way 

pickier. Well a good game is the balance between, good gameplay/design and story. 

 

And specifically for your video game? 

Question 3D 

Do you think that being able to customize your character in the game makes you part of the 

storytelling? 

I said before that I mostly see character as “others” than myself but I guess for people seeing 

them as “themselves” it indeed helps a lot. They become the hero of those games. Though 

when it comes to lol you can choose a different skin but you can’t really customize you 

character. 

Question 4D 

If there was, do you remember any events that could be linked to storytelling that occurred in the 

game and let you a positive impression? 

In LoL the only think that really tells about storytelling while you’re in game are the quotes of 

each characters. If two characters are linked in their lore they can be interacting in a peculiar 

way to each other and that’s pretty funny but overall, I don’t really see a big impact on the 

gameplay itself. 

 

E. THEME: Co-creation impact on marketing strategy  

 

Question 1E 
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Are you consuming co-created content?   

If we’re talking about things as figure and poster I did a bit but nothing much. Fan art was a 

big part, people are so talented so of course I would look for my favorite character. And 

players that I liked watching I use to watch a lot of streamers and so on such as Spazie for 

example but he stopped playing. And some streamers are funny like Corobizar or even 

Sardoche. Even though the toxicity can go high. And of course when I was really willing to 

become better I used to watch pro players. 

 

If yes, what kind (YouTube channels, Fan art, Instagram accounts from fans, Twitch lives…)? 

Question 2E 

What do you think when a brand co-create content with community members? 

That can be so interesting, there is so many talented players/artist/people out there. I think it 

can only beneficiate but it might be a bit complicated to coordinates. Though I know they 

employ people that sometimes starts just doing fan art of their game and so on. So I guess it’s 

a way to engage in co-creation? 

Question 3E 

Does co-created content make you feel that the community is closer to the brand?  

Not peculiarly to the brand no. But to the universe of the game itself. When I like this story or 

this character I don’t think about the brand at all. I just think about the design and the 

character. Like if I buy a figure for example I buy it not because it is Riot but because it is my 

favourite character.  

Interviewer: Mathilde Gouriou 

Interviewee reference: Youssef Ahkouk 

Date: 10/05/2020 

Time: 14:18 

Place: Copenhagen/Lille via Skype 
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Thank you for agreeing to this meeting. This interview forms part of my dissertation research into 

Online gaming communities. The purpose of this interview is to obtain views on a number of 

aspects related to Online communities within the Online Video Game Industry.  

 

A. THEME: Virtual community experience 

 

Question 1A 

Do you think that multiplayer games are an easier environment to interact with others? 

 

I do think so. Mainly because you can set up your own terms of interaction.  

You can decide when to participate and when to retract. You can pick up your own friends, 

you don’t have to be at places you don’t feel uncomfortable in. Not matter what group of 

friends you’re with, It’s always your own room. 

 

Question 2A  

What are the main reasons you joined the virtual community of the concerned video game (getting 

information, knowledge, make friends, feeling of belongingness, looking for help…)? 

Social interaction in general, Although we might deny it sometimes , most of the people , 

especially adults in my opinion see multiplayer video games as a place they can gather in, 

laugh and socialize without any prior judgement or requirements , everybody can join the 

social group , short , tall , talented or average, blonde or black , it doesn’t matter. 

Question 3A 

Did you join the online community on your own or because another party informed you about it?  

It was not so much as joining but building a community, one day I was playing with someone 

and the next day it’s my friend , your new friend has friends of his own and so do those 
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friends , his friends become yours and your friends become theirs, that’s how a community is 

created in online gaming. 

Question 4A 

Which factors of the virtual community attracts you? 

The “virtual” factor. You are there to have a good time, your own time, at your own terms,  

Question 5A 

On which Social Networks or Online platforms are you a community member? 

Discord and YouTube mainly, once a month maybe I’ll interact on League of legends 

Facebook group because a post there piqued my interest. 

Question 6A 

Do you think Social Networks makes the company more accessible to the members?  

Yes, Classic media outlets like television, magazines and radio are dying. In this day and age, 

Social networks are the only viable way to communicate to the younger audience. Not only it 

does make it more accessible, it’s the only way to make it accessible.  

  

Question 7A 

Have you ever met members of your Online community in real life? 

Many times, I even had a real romantic relationship with someone I met online, meeting your 

friends from your online community transitions them from your “online” friends to your 

regular friends. 

Question 8A 

Do you think that your virtual community is monitored by the brand? 

Most likely, If we are talking about League of Legends or any game, virtual community must 

be monitored in order to capture complaints and disagreement with the brand policy, it’s a 

necessity if the brand wants to make their community a factor in their development.  
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If yes, to which extent?  

Monitoring online forums and their media pages like Twitter, YouTube and Facebook 

I doubt they are breaching privacy of their community, that’s way too much risk for the 

reaped reward.  

 

B. THEME: Brand Loyalty 

 

Question 1B 

What kind of brand content would increase your loyalty to a video game (rewards, offers…)? 

I don’t actually believe in brand loyalty to be honest, A video game is both a media and a 

product, and like any product I’m willing to consume, I will always have to say something 

about it, if I don’t like something I will always criticize it , and if the product becomes 

something I don’t like then I will not consume it anymore 

  

Question 2B 

What generally would increase your loyalty toward a video game and its company? 

Like I said in my previous statement, I don’t believe in brand loyalty. With that said, making 

consistent good games, plain and simple.  

Question 3B 

What makes you keep playing a video game? 

I think any online multiplayer game should have novelty and some change over the course of 

its existence, people will get bored at some point if the game is always the same, the example 

in this can be seen in games like StarCraft and Age of empires. 

Question 4B 

Why this video game over others in the same genre? 
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It’s not, I play other multiplayer games too, even if I play almost daily this video game, I play 

other games more 

Question 5B 

Do you feel like the video game company cares about its players’ opinion? 

While I do see pretty much all companies as greedy people in expensive suits. 

Yes, they care at some extent,  

Sooner or later the player opinion about a game will transit in sells. 

 

C. THEME: Incentives for engagement 

 

Question 1C 

Do you engage in virtual community? 

Yes 

If yes, how (Posting, sharing, commenting…)?  

All of the above and more, getting into chat or voice chat rooms, posting, sharing in different 

forums ...etc. 

Question 2C 

What kind of content makes you want to engage in the virtual community (Information, rewards, 

contests, offers…)? 

Contests, something like League of Legends’s Clash is a good fit to play with friends and win 

rewards at the same time 

Question 3C 

Would you more likely express your opinion in a virtual community if its negative or positive? 

Negative, if my opinion is positive about a community, then unless asked about It I will likely 

not give my opinion about it. If All is well and good, then there’s no need for my voice. 
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Question 4C 

Do you watch or participate to special events such as eSports or virtual concerts…? 

Sometimes, rarely  

If yes, why?  

Some of the games feature player or champions I like, And I like to see these champions play 

at a competitive level, it’s entertaining, and maybe you can learn a thing or two while 

watching it. 

 

Question 5C 

In which case would you buy in-game purchases?  

If the product is good and fairly priced then I will buy it. 

I will not buy exclusive or time-limited offers, that’s a scummy practice and I will not endorse 

it, 

 

D. THEME: Storytelling influence 

 

Question 1D 

Do you think the brand generated content in relation with storytelling have an impact on your 

overall virtual community experience (ex: animations…)? 

Yes, it’s fun to react to, you get to see the character you have been playing in another way 

each time.  

Question 2D 

How important do you personally think Storytelling is for a video game in general?  

In a video game in general? that’s very broad. In an online or multiplayer game, I think the 

Storytelling is not important, it’s just bonus for players that like lore. In a Story oriented 

game to give an example, Owl boy or Life is Strange, I think it is very important.  
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And specifically, for your video game? 

For League of legends, there are vague story elements about the nations and the universe but 

never something that links them all, and it’s understandable. 

League of legends wants to be able to expand its story and universe at will, that’s part of the 

reason they reworked their lore multiple times.  

But for me and the average player, that’s just bonus content for people that want to look for 

it. 

Question 3D 

Do you think that being able to customize your character in the game makes you part of the 

storytelling? 

Nope, maybe that would be the case for a MMORPG, but for an arena game like League of 

legends I just like the feel and look.  

Question 4D 

If there was, do you remember any events that could be linked to storytelling that occurred in the 

game and let you a positive impression? 

I can’t recall something of the sorts; maybe something like the Kha’zix and Rengar quest in 

game , or Sejuani and Ashe quest. 

 

E. THEME: Co-creation impact on marketing strategy  

 

Question 1E 

Are you consuming co-created content?   

Yes. 

If yes, what kind (YouTube channels, Fan art, Instagram accounts from fans, Twitch lives…)? 

A lot of twitch streams, some of the YouTube channels too, mainly streamers I follow and 

some channels for comedy or critique 
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Question 2E 

What do you think when a brand co-create content with community members? 

Very good for the most part, a lot of click bait content I with there’s less of. but I guess that’s 

how YouTube Operates 

Question 3E 

Does co-created content make you feel that the community is closer to the brand?  

Yes it does. 

 

Interviewer: Mathilde Gouriou 

Interviewee reference: Vicente Hansen 

Date: 10/05/20 

Time: 12:00 

Place: Copenhagen 

Thank you for agreeing to this meeting. This interview forms part of my dissertation research into Online 

gaming communities. The purpose of this interview is to obtain views on a number of aspects related to 

Online communities within the Online Video Game Industry.  

 

A. THEME: Virtual community experience 

 
Question 1A 

Do you think that multiplayer games are an easier environment to interact with others? 

Generally, yes, as it does not require to physically meet or even show your physical self. This relieves many from 

their pains of physical insecurities. If you meet someone that is not nice, it is easy to leave them and find someone 

else to interact with.   

Question 2A  
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What are the main reasons you joined the virtual community of the concerned video game (getting information, 

knowledge, make friends, feeling of belongingness, looking for help…)? 

It started with my interest in playing LOL itself along with the interest of my friends around me. When I no longer 

could play with them (because I graduated high school and moved to EU while they moved to NA) I was forced to 

find others to play with.  

Question 3A 

Did you join the online community on your own or because another party informed you about it?  

I joined LOL because of my friends and the online community was just already a part of it. The online community 

has grown as gaming has become more popular and mainstream. I have since then expanded my online network to 

not only the game, but many other online forums and social medias like Facebook, Twitter, GamingBuddy, TikTok 

etc. 

Question 4A 

Which factors of the virtual community attracts you? 

 
Ease of communication. It is very easy (ex. if there is an active group call in discord) to just join and get to know the 

people. People are generally open-minded (so long as you are from within a similar group of friends) and are 

welcoming. 

Question 5A 

On which Social Networks or Online platforms are you a community member? 

Facebook, GamingBuddy, TikTok, Twitter, Instagram, Snapchat, Twitch 

Question 6A 

Do you think Social Networks makes the company more accessible to the members?  

Absolutely, people rarely use the LOL platform itself as a sustainable means of communication and often add one 

another on other platforms such as Discord or WhatsApp 

Question 7A 

Have you ever met members of your Online community in real life? 

Yes, some that come from the same country and general area. 

Question 8A 

Do you think that your virtual community is monitored by the brand? 
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Yes it is monitored, but as the community grows, it becomes increasingly more difficult to monitor correctly and with 

as much scrutiny as they would want. The community is also only monitored on the LOL application as that is where 

Riot is legally entitled to moderate usage (not on other social medias) 

 

If yes, to which extent?  

See above 

 

B. THEME: Brand Loyalty 

 
Question 1B 

What kind of brand content would increase your loyalty to a video game (rewards, offers…)? 

Better rewards as a non-toxic and loyal user – The more they push micro transactions, the less value ‘normal’ 

rewards feel like they add value to me.  

Question 2B 

What generally would increase your loyalty toward a video game and its company? 

If their advancements would focus on and include the feedback from their community (push towards anti toxicity) 

Question 3B 

What makes you keep playing a video game? 

Not because of the community, but because of the competitive aspect and at times, my addiction 

Question 4B 

Why this video game over others in the same genre? 

I play many video games, but this is the one that holds more sentimental value as I have amassed many 

achievements through the years.  

Question 5B 

Do you feel like the video game company cares about its players’ opinion? 

At times no, sometimes it feels like they make advancements to cause excitement and disregard the most 

difficult points, which is dealing with user base and toxic users.  

C. THEME: Incentives for engagement 
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Question 1C 

Do you engage in virtual community? 

In leagues community on the APP, not other than the people in my game and on my friends list. 

On Facebook I am a lurker and just like posts I think are funny or cool some time. On twitch I livestream and share 

highlights and build my own community. 

If yes, how (Posting, sharing, commenting…)?  

Question 2C 

What kind of content makes you want to engage in the virtual community (Information, rewards, contests, offers…)? 

Mostly memes, I do not comment or join discussions regarding the toxicity as you can easily get lost in debates and 

waste a lot of time on something that may or may not be changed by RIOT 

Question 3C 

Would you more likely express your opinion in a virtual community if its negative or positive? 

I am open and trust what I say in front of my community, therefore I trust myself in saying both negative and 

positive. 

Question 4C 

Do you watch or participate to special events such as eSports or virtual concerts…? Yes I have and will in the future, 

because it is a way I can join the ‘hype’ physically and to a certain extent remain relatively anonymous while 

enjoying it with my real life friends 

 
If yes, why?  

Question 5C 

In which case would you buy in-game purchases?  

If I have played the game long enough to where I deem it valuable to show off. And I feel that the price 

of the in game purchase reflect the value that I place in the company 

 

D. THEME: Storytelling influence 
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Question 1D 

Do you think the brand generated content in relation with storytelling have an impact on your overall virtual 

community experience (ex: animations…)? 

The animations from LOL are great and beautiful. But they have no impact on my loyalty. My loyalty was built when 

I played and played and gained friendships, this is merely a benefit and something small that serves to maintain 

interest in a new way. I have no personal connection to a specific champion on storyline.  

Question 2D 

How important do you personally think Storytelling is for a video game in general?  

Combined with all the other aspects such as gameplay and ease of learning, then it is very important. This can be 

used as an early way to keep users that may have difficulty in learning the game, interested and wanting to learn 

more as they are invested in the story.  

And specifically for your video game? 

Question 3D 

Do you think that being able to customize your character in the game makes you part of the storytelling? 

Not at all, I see it a cosmetics and a business model. I only purchase to show off to other players and boast and for 

self-assurance.  

Question 4D 

If there was, do you remember any events that could be linked to storytelling that occurred in the game and let you a 

positive impression? 

None that I remember other than possibly rotating game modes that are fun to play with friends as they are very 

different from normal LOL. This is not really part of the story telling, so no 

 

E. THEME: Co-creation impact on marketing strategy  

 
Question 1E 

Are you consuming co-created content?   

Yes mostly on YouTube and Twitch as I livestream myself  

If yes, what kind (Youtube channels, Fanart, Instagram accounts from fans, Twitch lives…)? 

Question 2E 
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What do you think when a brand co-create content with community members? 

Well, the content is not necessarily co-created unless they are sponsored by the brand or are part of an official 

campaign. In most cases, it is content created by the content creator with their personal view on the subject. This, 

most of the time, gives the viewers an unbiased opinion on certain subjects that are important to them. This is 

especially good if the creator is someone they relate to and respect. 

Question 3E 

Does co-created content make you feel that the community is closer to the brand?  

Co-created content doesn’t make me feel closer as I know that it more or less is just sponsored content. However, if it 

is genuine content that is NOT sponsored and unbiased, I don’t feel closer, but I feel that the brand is relevant and 

that I am relevant as I can participate in a relevant unbiased discussion. In essence, it doesn’t make me closer to the 

brand, more so the content creator that has published it 

Interviewer: Mathilde Gouriou 

Interviewee reference: Laura Wickersheimer 

Date: 100520 

Time: 16.00 

Place: 

 
Thank you for agreeing to this meeting. This interview forms part of my dissertation research into Online 

gaming communities. The purpose of this interview is to obtain views on a number of aspects related to 

Online communities within the Online Video Game Industry.  

 

A. THEME: Virtual community experience 

 
Question 1A 

Do you think that multiplayer games are an easier environment to interact with others? 

It’s definitely easier for many people, you aren’t as shy as IRL or more easily embarrassed… You also know the 

people you met there have at least already one thing in common with you, and it's probably easier to bond with... 

I mean it's maybe like when you are kid, you don't know the other kids around you and yet you played with 



119 
 

them like you were friends for a long time... I’m not one of them, but I know lots of people makes some real 

friends in multiplayer games.  

Question 2A  

What are the main reasons you joined the virtual community of the concerned video game (getting information, 

knowledge, make friends, feeling of belongingness, looking for help…)? 

If I joined Fortnite, it's been mostly because it's been a way to keep in touch and play with my IRL friends when 

we weren't together. We tried it once and we had so much fun that we wanted to all play together at the same 

time. So I mostly play with them, when I play by myself, it's mostly because I'm bored or I need a distraction.  

Question 3A 

Did you join the online community on your own or because another party informed you about it?  

As mentioned before, my friends informed me about it, and wanted us to play together. 

Question 4A 

Which factors of the virtual community attracts you? 

I think you can be yourself, and the fact that are no pressure about your physical appearance in real life is a real 

plus for people that don't feel comfortable in their own skin or are too shy. Also you can meet literally people 

from every part of the world with whom you will get along pretty well. 

Question 5A 

On which Social Networks or Online platforms are you a community member? 

For gaming, none 

Question 6A 

Do you think Social Networks makes the company more accessible to the members?  

The company will be obviously more accessible, it's only needed a @ on a tweet for example, or a DM. You may 

not always get an answer if it's for being annoying, but the chance of your message being at least seen is 

definitely high. 

Question 7A 

Have you ever met members of your Online community in real life? 

No. 

Question 8A 

Do you think that your virtual community is monitored by the brand? 
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For sure and it’s better this way. They have an image to protect for the general public. Online gaming still has 

somehow a bad image for many, and most of company want to change this, well for profit let’s be real.  

 

If yes, to which extent?  

Enough to ban problematic players. 

 

B. THEME: Brand Loyalty 

 
Question 1B 

What kind of brand content would increase your loyalty to a video game (rewards, offers…)? 

Rewards; also Fortnite collaboration with others brands or artists are pretty cool like Star Wars. It's fun to see 

something you like it's something you enjoy to play. 

Question 2B 

What generally would increase your loyalty toward a video game and its company? 

The way the company will do their communication, I guess. Like if they are funny, and what values and images 

they stand for. If they become problematic or boring to my eyes, I will switch to another game. 

Question 3B 

What makes you keep playing a video game? 

If the developers manage to keep the game interesting and doesn't get too boring, like update as new maps, news 

weapons, etc… also since I mostly play this one because of my friend, if they are still up so I am. 

Question 4B 

Why this video game over others in the same genre? 

I'm playing on my PC, my friends are either on PC or twitch. And since it's only the one game of this type, that 

I'm aware of, that allow you to play with people who aren't on the same support as you, I naturally choose this 

one. 

Question 5B 

Do you feel like the video game company cares about its players’ opinion? 
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I have honestly no idea if they “care”, but I think they clearly pay attention to it. I mean they need 

their cash and keep their "popularity", a game is only dead when its community doesn't exist 

anymore. 

C. THEME: Incentives for engagement 

 
Question 1C 

Do you engage in virtual community? 

Not really. 

If yes, how (Posting, sharing, commenting…)?  

Question 2C 

What kind of content makes you want to engage in the virtual community (Information, rewards, contests, offers…)? 

Probably offers, or good news.  

Question 3C 

Would you more likely express your opinion in a virtual community if its negative or positive? 

Mostly negative. 

Question 4C 

Do you watch or participate to special events such as eSports or virtual concerts…? 

No. 

If yes, why?  

Question 5C 

In which case would you buy in-game purchases?  

I did it for skin. 

 

D. THEME: Storytelling influence 

 
Question 1D 
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Do you think the brand generated content in relation with storytelling have an impact on your overall virtual 

community experience (ex: animations…)? 

When it's come to online game I don't really care about it. I mostly here to just have fun with my friends and not 

really think, while I really care about the storyline for a video game that I play by myself, it's doesn't have be the 

same impact the other way around. And specifically for your video game? 

 
Question 2D 

How important do you personally think Storytelling is for a video game in general?  

For gamers to be immersed in a game, it's pretty important. If you aren't into it, it's just getting boring and you 

want to switch. 

Question 3D 

Do you think that being able to customize your character in the game makes you part of the storytelling? 

Well, as a girl, it's always nice to play a female character. Like it's probably nice for POC to play someone like 

them. I mean it's kind of boring to play a typical white man character all the time to be honest, so customize your 

character is cool, but not to the point it will make me feel like I was a part of it. 

Question 4D 

If there was, do you remember any events that could be linked to storytelling that occurred in the game and let you a 

positive impression? 

No I do not remember. 

E. THEME: Co-creation impact on marketing strategy  

 
Question 1E 

Are you consuming co-created content?   

I mostly watch let’s play on youtube, mostly funny one like Wankil ect… 

If yes, what kind (Youtube channels, Fanart, Instagram accounts from fans, Twitch lives…)? 

Question 2E 

What do you think when a brand co-create content with community members? 

I think it’s a really cool way to show that you listen to our community and you pay attention to them and what 

they want. 
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Question 3E 

Does co-created content make you feel that the community is closer to the brand?  

For sure, the company created a game, but it’s the community that makes it ‘alive” so giving some kind of 

“power of creation” to them make them also a part of it somehow? 

Interviewer: Mathilde Gouriou 

Interviewee reference: Alizée Ribaric 

Date: 09/05/2020 

Time: 17:00 

Place: Copenhagen/Brest via Skype 

 
Thank you for agreeing to this meeting. This interview forms part of my dissertation research into Online 

gaming communities. The purpose of this interview is to obtain views on a number of aspects related to 

Online communities within the Online Video Game Industry.  

 

A. THEME: Virtual community experience 

 
Question 1A 

Do you think that multiplayer games are an easier environment to interact with others? 

I think it depends of the game, like for example in Mario Kart you can play in multiplayer but you don’t have tools to 

interact with other players, usually you just run the race and that’s it but in Fortnite for example you have to interact, 

like it’s better if you want to win. You can communicate, like, you can talk with each other. Or you have like other tools 

like signs to like communicate so it helps. So yeah I think it depends on the multiplayer game. 

Question 2A  

What are the main reasons you joined the virtual community of the concerned video game (getting information, 

knowledge, make friends, feeling of belongingness, looking for help…)? 

So basically I joined the virtual community of Fortnite because of my friend, she told me to download the game and she 

told me ‘hey come please play with me, blablabla’. So I would say that I have this feeling of belongingness. Like we 

want to play together 
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Question 3A 

Did you join the online community on your own or because another party informed you about it?  

So, that’s why I joined the community, so I didn’t join it on my own, it was because another party informed me about it. 

Question 4A 

Which factors of the virtual community attracts you? 

To be honest I am not attracted by virtual communities because Fortnite is a very you community. So for example if 

you are doing bad in the game they will insult you. Even if you are doing good, they will insult you. So it’s not like the 

type of people I want to be with, So I am not attracted by that. And even like on Internet like for example on Youtube, 

this community is young and for example I’ve been through Youtube Lives of Fortnite and people were insulting each 

other, not being respectful and it’s not very attractive to be honest. So, yes I am not very attracted by Fortnite virtual 

community.  

Question 5A 

On which Social Networks or Online platforms are you a community member?  

Basically I am not a community member of Fortnite, on any social media or platforms. As I said before, the people 

playing this game are often very young and disrespectful and not well-educated, I would say. It’s not a community I 

want to join, especially on social media. But I have to say that I have adds on FB and Instagram about Fortnite and 

when I see one, I look at it. So, that’s how I get informed about the games, like the updates, stuff like that. And I 

wouldn’t say that I am a community member. But I get informed through adds. Even on Youtube, I said before, I was 

like watching lives where people were doing Fortnite’s streaming for example. But if I watched one live it was because 

I was looking for something for Fortnite, so I was asking people on the stream and no one answered me so they were 

like basically insulting each other. So I am not a member of the community. And I was looking for a specific place in 

the game and that’s why I asked, because I wasn’t able to find this information on the internet and no one answered me 

so in the end. I found the place by myself by looking in the game.  

Question 6A 

Do you think Social Networks makes the company more accessible to the members?  

In the case of Fortnite, I am not to be honest. I think a lot of people who play Fortnite don’t have social networks yet 

because they are very young. Like 7 years old something like that. So I don’t think they make the company more 

accessible for them. I really don’t know. I would say no for most of them but another part, for the more grown up 

members, they can go through Youtube and watch live videos and share with other people.  

Question 7A 

Have you ever met members of your Online community in real life? 
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Yes, I met some of them. But, I haven’t met them because of the game, I have met them before and then I started to play 

and then I noticed that they were playing too so we added each other in the game. But it’s not like people I met in 

Fortnite, it was people I met in real life, but not the opposite.  

Question 8A 

Do you think that your virtual community is monitored by the brand? 

Yes, I think that virtual community of Fortnite is monitored by the brand. 

 

If yes, to which extent?  

For example on Facebook, I think the page Fortnite by Epic Games. They put adds on the page. I just know 

for the adds because I never went on the Facebook page of Fortnite and the same for Instagram. But I am 

sure it’s monitored by the brand.  

B. THEME: Brand Loyalty 

 
Question 1B 

What kind of brand content would increase your loyalty to a video game (rewards, offers…)? 

I think what can increase my loyalty to play video games, for example, Fortnite, it’s always the same app, like they 

always change it once a year and they only change the weapons and they make updates. That’s why I can be loyal to a 

video game like by updates, otherwise I can get bored and I will forget about it.  

Question 2B 

What generally would increase your loyalty toward a video game and its company? 

I think my loyalty would be increase by new content, like storytelling. Like in the last season of Fortnite, there was a 

spy season, so they put kind of a story behind the characters, stuff like that. And it was pretty cool because you had next 

to the battlegame button, you had other buttons for mission to accomplish linked to the storytelling and it was very cool. 

It’s not a thing that you can find in PUBG.  

Question 3B 

What makes you keep playing a video game? 

I would said updates. Fortnite updates often, sometimes there are places that appears and disappears on the map. And 

when you have mission to do it’s fun to discover new places in this world where you already know everything. 

Question 4B 

Why this video game over others in the same genre? 
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So Basically because I am playing on Switch, and my friends who pushed me to download the game too. Because it’s a 

free game, Fortnite, you don’t have to pay for anything, just for the skins who are cosmetics, so you can keep playing 

without it. And it was the fact that it was free and that was available on Switch.  

Question 5B 

Do you feel like the video game company cares about its players’ opinion? 

Yes, I feel like the video game company cares about its players’ opinions. Because for example there were problems 

with some of the weapons that were brought up on Twitter and stuff like that. So Fortnite’s developers cancelled them 

from the game. And I was reading an article about that. And sometimes it happens that a weapon has problems or for 

example is too easy for people to win with it, so players are complaining and they cancel the weapon from the update.  

 

C. THEME: Incentives for engagement 

 
Question 1C 

Do you engage in virtual community? 

I am not engaged in any virtual community towards Fortnite. As I said before I just get adds on FB about updates and 

that’s how I get informed. And yes sometimes I play Fortnite like everyday and then I stop for a week. And on fb I’ll 

have videos about Fortnite things and updates and then I start playing again. But I don’t like their community. I am not 

on any, FB, Instagram, Discord…  

 
If yes, how (Posting, sharing, commenting…)?  

Question 2C 

What kind of content makes you want to engage in the virtual community (Information, rewards, contests, offers…)? 

I would say rewards and offers. For example for Fortnite, I was on FB and in my feed I say an add for the Star Wars 

event they were doing to promote the last movie. And you had rewards and stuff like that. That’s also why for this event 

I asked Youtube Livestream where was the particular place, you could assist to the promotion of the movie. 

Question 3C 

Would you more likely express your opinion in a virtual community if its negative or positive? 

I don’t often express my opinion, in virtual community but I would say if it’s negative because generally people don’t 

post anything if it’s a positive opinion, they will post something if it’s a negative opinion. So share to people their 

experience.  

Question 4C 



127 
 

Do you watch or participate to special events such as eSports or virtual concerts…? 

Yes, I participated in a special event in Fortnite, it was about Star Wars, to promote the last movie, which was released 

in last December. I participated to this event, it was a mini scene from the movie, an exclusivity on Fortnite. I watched 

it in live. I know that there are other events for example concerts, two or three weeks ago it was about a rapper, I don’t 

remember who but he was promoting his new album. I didn’t participate to the virtual concert because I wasn’t 

interested in it. I don’t like rap but when I am interested in the events, I will participate for sure. 

 
If yes, why?  

Question 5C 

In which case would you buy in-game purchases?  

In Fortnite, there is too options to do in-game purchases, you have to buy the battle pass so basically it is the pass that 

allows you to go above level 100 and to have more challenges to do to gain experience and stuff like that. And in this 

battle pass you also have skins, linked to the battle pass of the season and the second way to buy things is through the 

in-games purchase store, in this store you have skins but individual or by packs or weapons. I bought two battle passes 

and I also bought individual skins. But the thing is that I haven’t paid for all of them because if you buy the battle pass, 

you can get free V box, when you are improving your level so the higher is your level, the more you gain V box. At 

some point you earn so much that you don’t have to pay your next battle pass. 

 

 

D. THEME: Storytelling influence 

 
Question 1D 

Do you think the brand generated content in relation with storytelling have an impact on your overall virtual 

community experience (ex: animations…)? 

Yes, I think so. Because for the last season, the theme was spy and secret mission in general., So for each character they 

made a video and it was saying the story of the character what happen to them and I saw many adds on FB related to 

that and even in the game every character was releasing at the same time. So when I was entering the game at some 

point they were having the videos of storytelling and I think that yes, it has an impact on the community experience 

because they are making a Fortnite not like a regular game but in the battle royale you have some mission to accomplish 

and it’s not the main part of the game but it allows interaction with community and stuff like that  

Question 2D 

How important do you personally think Storytelling is for a video game in general?  
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I think story telling is very important for video games in general. Well, depends of the video game, for example, in the 

Sims, the storytelling is not very important because it is a simulation of life. So basically you will make your own story 

telling  

And specifically for your video game? 

but for example in a game like Fortnite, it would give personality to the characters they would be more implemented in 

the game and I think it’s important because it creates links with the community. Of course if you know the back story of 

a character, you are more into it I would say. 

 
Question 3D 

Do you think that being able to customize your character in the game makes you part of the storytelling? 

Yes of course I think that being able to customize your character in the game makes me part of the storytelling because 

the theme spy and developers released skins that were looking like secret agents, but also in the store, you had different 

skins from the ones from the battle pass because I think it was very cool and you give storytelling to  Fortnite it is more 

complicated to apply to you character and to give the information about your backstory and your fanfiction through 

your character because she skins are pretty fine and you can’t customize the skins themselves but I think yes it is pretty 

important to be able to customize your character. 

Question 4D 

If there was, do you remember any events that could be linked to storytelling that occurred in the game and let you a 

positive impression? 

Yes, for this seasons theme was secret agents and they made videos for each character, including in the battle pass, 

every skin is on storytelling and I think I get a very positive impression from that because it gives you the background 

of the character or the skin you are playing with and you are more attached to them. Because you know the storytelling 

beyond the skin, it not just an appearance, you know what happened behind. You play with these characters because of 

what happened to them not because they are beautiful or you just like playing with them. 

 

E. THEME: Co-creation impact on marketing strategy  

 
Question 1E 

Are you consuming co-created content?   

I am not consuming co-created content, the only times it was livestream on youtub, otherwise I don’t like to consume 

co-created content at all. 

If yes, what kind (Youtube channels, Fanart, Instagram accounts from fans, Twitch lives…)? 
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Question 2E 

What do you think when a brand co-create content with community members? 

I think its pretty cool when the brand co-create with community members. It helps to make the community dynamic and 

help with loyalty I think. 

Question 3E 

Does co-created content make you feel that the community is closer to the brand?  

Yes I would say that, it makes me feel like the community is closer to the brand. Because if people are making fanart, 

youtube channels, Instagram accounts or lives twitch about it, it’s that they are close the brand and they want to share 

about it because they feel close to it and they like it. If you don’t feel close to the brand, you don’t like it, you wouldn’t 

create co-created content I would say. Plus, I think it increase the sympathy toward the brands in the community, even 

to members that do not co-create because they see people l iking the brand and being into it and it creates a community.  

 

Interviewer: Gabrielle Guilcher 

Interviewee reference: 

Date: 10/05/20 

Time: 18:00 

Place: Brest (FRANCE) 

A. THEME: Virtual community experience 

Question 1A 

Do you think that multiplayer games are an easier environment to interact with others? 

Yes, for me virtual games are the perfect environment for meeting people. Indeed, with 

avatars you can interact without judgements and create a nice story about this character. If 

you play multiplayer games sometimes you have the same aim so you can interact to reach 

together this aim. But some virtual games aren’t built for this aspect like Mario Kart or 

others Mario played online. 

Question 2A 
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What are the main reasons you joined the virtual community of the concerned video game (getting 

information, knowledge, make friends, feeling of belongingness, looking for help…)? 

Getting informations and looking for some help. 

Question 3A 

Did you join the online community on your own or because another party informed you about it? 

One of my close friend start and she ask me to join. 

Question 4A 

Which factors of the virtual community attracts you? 

The help and nice interactions, small talk, we can built online friendship online 

Question 5A 

On which Social Networks or Online platforms are you a community member? 

Facebook, Instagram, Twitch 

Question 6A 

Do you think Social Networks makes the company more accessible to the members? 

Yes totally, you can write to them easily et it’s more comfy to just talk to a chatbox, social 

anxiety, hello. 

Question 7A 

Have you ever met members of your Online community in real life? 

No, except friends who were friends with me before playing it 

Question 8A 

Do you think that your virtual community is monitored by the brand? 

Yes I think 

If yes, to which extent? 
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The brand own the Facebook, Instagram page and other ! And they are manage online 

community, respond to comments. 

B. THEME: Brand Loyalty 

Question 1B 

What kind of brand content would increase your loyalty to a video game (rewards, offers…)? 

Rewards for example points to buy new skins for your character… 

Question 2B 

What generally would increase your loyalty toward a video game and its company? 

Rewards, events, updates. 

Question 3B 

What makes you keep playing a video game? 

The nice time I spend with friends and being able to progress in the game Question 4B 

Why this video game over others in the same genre? 

It’s colorful and more accessible than other (it’s free) and my friends played it before me! 

Question 5B 

Do you feel like the video game company cares about its players’ opinion? 

Yes, totally, they are observing what works or not 

C. THEME: Incentives for engagement 

Question 1C 

Do you engage in virtual community? 

No. 

If yes, how (Posting, sharing, commenting…)? 

Question 2C 
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What kind of content makes you want to engage in the virtual community (Information, rewards, 

contests, offers…)? 

Contests or offers 

Question 3C 

Would you more likely express your opinion in a virtual community if its negative or positive? 

Yes. 

Question 4C 

Do you watch or participate to special events such as eSports or virtual concerts…? 

No 

If yes, why? 

Question 5C 

In which case would you buy in-game purchases? 

To get better skin for my character  

D. THEME: Storytelling influence 

Question 1D 

Do you think the brand generated content in relation with storytelling have an impact on your 

overall virtual community experience (ex: animations…)? 

Yes, people are attracted by new stuff 

Question 2D 

How important do you personally think Storytelling is for a video game in general? 

I think it’s important to entertain the public 

And specifically for your video game? 

Yes because it’s always the same things, stay the last one alive. Indeed, the map is large but we 

sometimes need new things 
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Question 3D 

Do you think that being able to customize your character in the game makes you part of the 

storytelling? 

Yes, totally 

Question 4D 

If there was, do you remember any events that could be linked to storytelling that occurred in the 

game and let you a positive impression? 

The special event linked to Star Wars, after we had some special weapons such as (light saber) 

and some skins. 

E. THEME: Co-creation impact on marketing strategy 

Question 1E 

Are you consuming co-created content? 

Yes 

If yes, what kind (Youtube channels, Fanart, Instagram accounts from fans, Twitch lives…)? 

Twitch lives 

Question 2E 

What do you think when a brand co-create content with community members? 

It’s really nice, the brand seems more closer to the public than usual 

Question 3E 

Does co-created content make you feel that the community is closer to the brand? 

Yes 
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