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Objectives

Main Objective

Digital Marketing Sub-Objective

Community Engagement Sub-Objective
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This campaign aims to bridge the disconnect between Xbox’s focus on digital
services and the perception consumers have that the brand is neglecting
hardware products through digital marketing and community engagement
initiatives, ultimately resulting in an increase in positive sentiment, social media
engagement, and a strengthening of consumer trust. 

Increase positive sentiment by 15% and reduce negative sentiment by 10%
across social media platforms (Instagram, TikTok, X, Facebook and YouTube)
within 3 months using social media campaigns and influencer marketing.
Progress will be tracked and measured through sentiment analysis and social
listening tools.

Onboard at least 20,000 existing Xbox users into beta feature testing and
feature over 100 user-generated content spotlight posts across Xbox’s official
channels within the next six months to encourage direct consumer
participation, reinforce community involvement, and strengthen brand trust.



Core Strategy
Market Segmentation
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This campaign will focus on subgroups that are highly engaged within the
gaming community and who can influence brand perception. These subgroups
include:

By focusing on these engaged Xbox users, the campaign will target those most
likely to discuss, defend, or critique the brand publicly, allowing the company to
better influence brand perception and trust. 

The Community
Gamer

The Mainstream
Gamer

The All-Round
Enthusiast

These gamers are
heavily involved in

gaming communities
and actively discusses

Xbox on online
platforms, shaping
public sentiment
around the brand
(Newzoo, 2023)

These gamers are
champions of Xbox

Game Pass and cloud
gaming due to the

service’s accessibility
and value for money,

but may still have
lingering concerns

about the future of the
Xbox console

(Newzoo, 2023)

These gamers play
games, watch
streamers, and
engages with

influencers and online
communities, making

them amplifiers of
Xbox’s messaging
(Newzoo, 2023)



Core Strategy
Target Market
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The campaign will target existing Gen Z Xbox Gamers aged 18-27 who are
highly engaged within the gaming community and actively shape consumer
perception. This target market includes Xbox loyalists, Game Pass subscribers,
and community-driven players who frequently interact with Xbox’s ecosystem
through online multiplayer gaming, social media discussions, and content
creation. By addressing the target market’s concerns about Xbox deprioritising
console hardware, the campaign will leverage their influence to shift the
broader gaming community’s perception of Xbox and bridge the gap between
Xbox’s digital service expansion and consumer expectations.



Core Strategy
Value Proposition
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What makes Xbox unique is its multi-platform ecosystem that offers consumers
seamless gaming across console, PC, mobile, and cloud services. This way,
consumers can access a large library of games whenever and wherever they
want as long as they are connected to the internet. The Xbox Game Pass
subscription model also provides high value at a lower cost for consumers,
making it affordable for gamers to access a vast library of games (Newzoo,
2023). While PlayStation and Nintendo have captured a significant portion of
hardware market share, Xbox’s competitive advantage lies in its accessibility,
cross-platform gaming, and digital-first services, positioning it as a versatile
and cost-effective choice for gamers who prioritize flexibility. This advantage is
further supported by the shift in consumer demand from hardware products to
digital services (Newzoo, 2022). 

Xbox’s exclusive game lineup historically focused on action-heavy, multiplayer-
driven franchises such as Halo, Gears of War, and Forza (Loveridge, 2024),
appealing to competitive and social gamers. Despite this, the brand’s recent
acquisition of Activision-Blizzard shows it is expanding its portfolio to include
highly anticipated role-playing games, story-driven experiences, and diverse
genre offerings. Alongside this shift, Xbox has also moved away from its former
"bro culture" identity, now emphasizing diversity, inclusion, and accessibility in
both its games and corporate values (Indovina, 2021).

However, some existing players worry that consoles will no longer be a priority
for Xbox as the brand continues to push its digital expansion and highly
associate the hardware console with Xbox’s brand identity. Through this
campaign, Xbox will reinforce its commitment to hardware while promoting the
benefits of its evolving ecosystem, ensuring that engaged Gen Z gamers remain
confident in the brand’s direction and actively shape a positive narrative within
the gaming community.



Marketing Mix
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There are two main components to this strategy: digital marketing and
community engagement. In both campaigns, no adjustment is made to the
product and price, and they remain the same as in the previous marketing audit.

Product Price (Xbox, 2020)

Consoles: Series X and Series S 
Game Pass (tiered subscription service) 

Series X: £480
Series S: £250
Game Pass: £7 - £15 depending on tier

Digital Marketing Campaign

The digital marketing component of the strategy focuses on demonstrating how
digital services can enhance the hardware experience to our target subgroups.
We will run short-form video ads on platforms popular with the gaming
community like YouTube and Twitch, partner with popular influencers and
streamers to influence audience perception, and create casual, viral content
that appeals to Gen Z gamers. 

Authenticity is key. Gen Z audiences value authenticity over high-production
content, preferring to learn about products through influencers instead of
curated advertising (Hyder, 2024). They also see themselves as part of an
online community and treat brands as community facilitators able to engage
them in genuine dialogue (Hyder, 2024). This remains true for Gen Z gamers,
who embrace relevant and thoughtful campaigns that brings value to their
gaming and community experience (Benjamin, 2023). 63% of fans on Twitch
are comfortable with advertising, but only if brands try to understand them
(Silberstein, 2024). Campaigns that are seen as tone-deaf, ham-fisted, and
inauthentic will result in backlash and negative sentiment, which is why
intentional, authentic, and organic content created by a team with a deep
understanding of Gen Z gamer culture is crucial for the campaign.



Marketing Mix
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Place Promotion

On popular streaming
platforms like YouTube and
Twitch
On social media platforms
like TikTok, X, and
Instagram Reels

Short-form video ads that play between streams
showcasing the benefits of pairing the Xbox Game
Pass and the Series X|S Consoles
Influencer and streamer partnership livestreams that
promote positive discussions on Xbox Game Pass
Short-form video content on TikTok, Instagram
Reels and X that appeals to Gen Z humour and
meme culture, demonstrating how Xbox’s
ecosystem gives them more variety in how they play
video games

People Process

Social media and content
creation team. Must have a
deep understanding of Gen
Z gamer culture to create
content that resonates with
the target audience
Influencer and streamers
that are sponsored to
promote Xbox. These
influencers must be chosen
carefully—they must be
highly regarded within the
community and seen as an
authentic, honest voice. 

Content prepared should be a mix of planned and
spontaneous. Trends and memes emerge out of
nowhere and lose traction just as fast, with Gen Z
audiences quick to judge brands for hopping on
trends late and deeming such content embarrassing
and out of touch. While the social media and content
creation teams should have a full campaign’s worth
of content planned, they should also have the
flexibility to capitalize on relevant trends where
necessary.
While influencers and streamers should be given a
list of Xbox Game Pass benefits to discuss, they
should be encouraged to have authentic
conversations with viewers online. The focus should
be less on corporate talking points and more on
fostering consumer-led conversations that in the
long term will turn consumer sentiment towards the
positive. 
The social media team needs to consistently monitor
comments and reposts on TikTok, X, and Instagram,
and engage with users to build up brand trust.

Digital Marketing Campaign



Marketing Mix
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Community Engagement Campaign

The community engagement component of the strategy focuses on
demonstrating the compatibility between console and digital Xbox products
and restoring brand trust with our target audience. Existing Xbox customers will
gain beta testing access to test exclusive features before they launch, can be
featured in a community spotlight campaign that demonstrates how real users
use both the console and Game Pass together, and can interact with demos at
major gaming conventions that showcases how Xbox Game Pass can enhance
a console experience. 

Place Promotion People

Beta testing
access to
upcoming features
accessible to users
on the Xbox Online
Platform

Featured
community
spotlight posts to
be posted in
official Xbox
channels and the
Xbox Online
Platform 

Demos made
available at Xbox
showcase booth in
important gaming
conventions like
PAX, GDC,
Twitchcon and
gamescon

Email marketing,
advertising banners
within the Xbox
Console online
platform, and posts
within the official
Xbox discord channel
will promote the beta
access feature to
existing customers

Call for community
spotlight posts will go
out on all official
Xbox channels and
on social media

Demos will be
promoted on social
media, and day-of
live coverage of the
event will be posted
on platforms like
TikTok and Instagram
Reels

Community managers highly
integrated into the Xbox
community are needed to promote
the campaign, facilitate dialogue
and compile constructive feedback

The social media and content
creation team, much like for the
digital marketing campaign, must
be knowledgeable about the Xbox
user base culture

The staff manning the convention
demos must be friendly and
flexible, able to adapt to the user’s
real-time needs and answer
questions

The existing Xbox user base itself!
Positive user experiences will help
raise positive brand sentiment
within the gaming community



Marketing Mix
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Community Engagement Campaign

Process Physical Evidence

A signup form should be created to
capture data on those interested in
obtaining Beta Testing Access. If
demand is higher than expected, the
form can be used to put users on a
waitlist. Feedback can be received
from users at the end of every beta
testing session.

Staff at the convention demo booth
will need to make sure everyone gets
a chance at the demos and will need
to do crowd control if it gets too
crowded. They should also engage
with visitors waiting in line for demos.

Freebies like lanyards or takeaway flyers can
be made easily available at the convention
demo booth, allowing visitors who cannot
wait for a demo to still have some form of
positive experience with the brand 



Evaluation & Control
Overall Strategy

Digital Marketing Campaign
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Main KPIs:
Sentiment analysis: Will be used to analyse positive and negative sentiment
levels for the Xbox brand and Xbox products (Consoles and Game Pass).
Social listening: Will be used to create snapshots of what the gaming
community is saying online about the Xbox brand.
Brand perception study: Interviews and surveys will be conducted with the
target audience to determine the perception of the Xbox brand. 
Subscription growth: Will be used to determine the quantitative impact of
the campaign on Xbox Game Pass subscriptions.

Main KPIs:
Twitch and YouTube ads: View-through and click-through rate on ads and
website to show how engaged viewers were with the ad, as well as
conversion rate on Game Pass signups following the ads.
Influencer and streamer sponsorship: Measure influencer ROI through click-
through rates on affiliate codes, average watch times for sponsored
streams, impressions and views on influencer content, and engagement
rates (likes and comments). 
Social media content creation: Engagement rates (likes, reposts, shares,
and comments) on Instagram Reels, TikTok, and X will be tracked.



Evaluation & Control
Community Engagement Campaign

Timeline
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Main KPIs:
Beta testing access: Measure the number of users enrolled in the beta
testing program, the amount of feedback submitted, and the conversion
rate of beta testers that continue using new features even after official
launch.
Community spotlight campaign: Engagement rates (likes, shares, and
comments), post views and impressions, and number of user submissions
will be recorded.
Demos at gaming conventions: Demo participation rate, foot traffic in the
convention booth, social media mentions, and Xbox purchase rates through
event-specific QR codes or links will be tracked.

Before the campaign: Benchmarks for KPIs must be established. Sentiment
analysis and the brand perception study will be conducted, subscription
growth numbers, and social media engagement rates will be recorded. 
During the campaign: Check-ins on campaign KPIs should be conducted on
a regular basis, allowing for the team to assess target audience reaction.
Sentiment analysis and social listening reports should also be conducted
monthly. If KPIs are not performing as well as anticipated, the teams in
charge will be able to tweak messaging or adjust strategy behind the
campaigns.
After the campaign: All performance metrics will be measured and
compared to initial benchmarks to measure campaign success rates.



Implementation
Internal Marketing & Stakeholder Alignment

Resource Allocation & Material Preparation
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Internal stakeholders like leadership and employees need to be aligned with the
brand’s messaging for the campaign to be a success. To do so, the following
must be conducted:

Internal communication: Company-wide briefings will be held with
employees and internal memos released which outline the goals,
positioning, and key talking points for the campaign. Q&A sessions and town
halls led by leadership will be held to understand employees’ current
positions and address concerns.
Employee engagement: Incentives should be developed to encourage Xbox
employees to promote the campaign on their own social media platforms
and within their communities.

Budget allocation: A budget needs to be established and distributed
appropriately across the digital marketing and community engagement
campaigns.
Content preparation: Content needs to be planned and created for
streaming platform advertising and social media campaigns, briefs and
talking points created for influencer partnerships, and copy written to
promote community engagement initiatives.
Event preparation: Training must be provided to convention booth staff for
them to effectively communicate the objectives of the campaign and the
synergy between Xbox’s hardware consoles and digital services. QR codes,
freebies, and promotional flyers need to be created in advance.
Technological Preparation: Xbox needs to ensure product quality for the
campaign to work, making sure that the existing Game Pass, cloud gaming,
and beta testing infrastructure are at peak performance. 



Implementation
Risk Management
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Influencer vetting: Influencers and streamers need to be researched and
vetted to make sure that their reputation aligns with the needs of the
objective and to avoid damage to brand reputation.
Infrastructure testing: Xbox Game Pass, cloud gaming, beta testing
platforms, and website needs to be stress tested and prepped to handle an
influx of demand.
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Figure 1 - Marketing Audit Group Assignment
See the attached document below.
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Political Economic Social

Video games can
shape election
outcomes due to
popularity with
younger voter
demographics
(Faber, 2024) 

Video games used
to encourage
voting registration
(Orlando, 2024) 

Video game industry hit with
largest slowdown in the past
30 years, with hardware
sales slowing down
(Bradshaw, 2024) 

UK video game market
shrank by 4.4%. Boxed video
game sales declined by 35%
(MacDonald, 2025) 

Gen Alpha is first
generation to spend more
time on video games than
on social media
(Byshonkov, 2024) 

Motivations for Gen Alpha
players include cooperative
play with friends and
socializing (Byshonkov,
2024) 

Video game communities
provide supportive
environments for people in
need (Rosen, 2024) 

Technological Legal Environmental

Inclusion of
Generative AI in
the development
process may cut
costs and
promote work-life
balance for
employees
(Financial Times,
2024) 

There is fear that
Generative AI may
result in layoffs
within the industry
(Strategic
Intelligence, 2024) 

Upcoming regulations such
as the Data Act and Cyber
Resilience Act will affect how
companies conduct business
in Europe (Gleiss Lutz, 2024)  

Multiple lawsuits filed in the
US accusing gaming
companies of making games
purposefully addictive
(Carpenter, 2024) 

Video game firms hit with EU
consumer complaint
accusing them of misleading
consumers into spending
(Chee, 2024)  

Gaming and the
manufacturing process for
chips use up large amounts
of electricity (Henshall and
Nho, 2024) 

Game designers and
console manufacturers are
working on new ways to
make gaming less energy
intensive (Henshall and
Nho, 2024) 

Macro Analysis

Xbox operates in a rapidly evolving environment characterised by economic slowdowns,
shifting social behaviours, advances in AI technology, and increasing regulatory pressure.
There is also a clear shift in demand for video game products, with consumers preferring
digital services over hardware products. 

1



The Ultimate Gamer

The Mainstream
Gamer

The All-Round
Enthusiast

The Popcorn Gamer

The Community
Gamer

The Backseat
Viewer

The Solo GamerThe Time Filler

“There’s nothing 
I love more than buying

and playing games!”

"There’s so much 
to choose from, 

I don’t need to spend 
big to play.” 

"I’m into 
playing and 

watching games.”

"I enjoy watching
others play.”

"I’m always checking 
the latest gaming news

and discussing it
online.”

"I don’t seek gaming
content out, but I’ll
watch it if I come

across it.” 

“I prefer to 
play alone.”

"I only game when I
have the time or when

socializing.”

Micro Analysis
Gamer Personas Personas commonly found within the gaming community (Newzoo, 2023) 
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Xbox initially attracted ‘Mainstream Gamers’ with its Game Pass
subscription service but saw a decline after Sony launched something
similar. Some ‘Ultimate Gamers’ also use the Xbox as a secondary
platform alongside the PlayStation. 



Xbox Sony Nintendo

Subscription Service
Available 
Market Share
(2024): 13.4% 
YTD Units Sold:
1,068 million 

Subscription Service
Available 
Market Share
(2024): 51.6% 
YTD Units Sold:
4,105 million 

Subscription
Service Available  
Market Share
(2024): 34.9% 
YTD Units Sold:
2,778 million 

Micro Analysis

Competitor Analysis
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Gaming Enthusiasts: Tend to pre-order or purchase at launch through physical
retailers or online platforms  (Hoffman, 2023)

Casual Gamers: Prefer the convenience of downloads and subscription models 

Non-Gamers: Typically rely on physical retail stores or e-commerce platforms for
gifting or occasional purchases 

Buyer Behaviour

Sony’s PlayStation dominates the gaming market by offering exclusive
games that require customers to buy its console (Backdash Tech Desk,
2024). In contrast, Xbox’s multi-platform strategy has led to declining
console sales as players can access its games elsewhere (Fahey, 2024). 

(D’Angelo, 2024)



Micro Analysis

Distribution Channels

Physical Retailers: These appeal to customers who prefer a hands-on shopping
experience. These retailers have an established customer base, but Xbox is
dependent on distributor relationships for inventory placement (Tu, 2023).

Digital Platforms: Xbox’s direct digital storefront and partner platforms like Amazon
offer instant access to games. These platforms are convenient for consumers and
have a broad reach, but competitive pricing due to price wars may diminish margins.

Cloud Gaming: Game Pass enables direct-to-consumer gaming through cloud
services, giving Xbox control over branding and pricing. However, it requires heavy
investment and depends on strong internet access.
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Barriers to Entry

Developer Partnerships: Competing in the console market requires securing strong
developer partnerships to build a compelling game portfolio (Roland Berger, 2023).
Gaining developers’ trust is a major challenge for new entrants.

Human Capital: High-quality game development requires skilled talent, which is in
short supply. With 75% of studios struggling to hire top-tier developers (Roland
Berger, 2023), attracting talent is a barrier beyond just financial investment.



Micro Analysis
Stakeholder Mapping
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Keep Satisfied Manage Closely

Monitor Keep Informed

Microsoft Corporation
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Xbox Employees

CustomersCommunity Groups

Competitors
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Investors
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Internal Analysis
Staff & Culture

Performance

CSR
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In 2024, Xbox employed around 10,000 people (LinkedIn, 2025) within
Microsoft’s broader workforce of 228,000 (Microsoft Corporation, 2024a),
though 2,550 employees were laid off following the Activision Blizzard
acquisition (Warren, 2024).  

Historically associated with ‘bro culture’ and machismo (Maguire, 2013), Xbox
has shifted its focus toward accessibility and diversity in recent years (Indovina,
2021). Now aligning with Microsoft’s core principles, the company emphasizes
mutual respect, transparency, and personal accountability (Xbox, 2022),
positioning itself as a values-driven organization in the gaming industry. 

Xbox's revenue growth in 2024 was driven by Microsoft’s acquisition of
Activision Blizzard, highlighting a strategic shift from hardware sales to digital
content and services (Microsoft Corporation, 2024b). While this indicates the
brand’s evolving identity as a gaming ecosystem, declining hardware sales may
signal a weakening in brand loyalty. 

Xbox's CSR focuses on customers, community, and sustainability, aligning
with Microsoft's carbon neutrality goal for 2030. It has integrated energy-
saving features into its console, used recycled materials in controllers, and
partnered on free educational games about sustainability (Xbox, 2025). 
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Product (Xbox, 2020) Promotion

Consoles: Series X and Series S 
Accessories 
Video Games 
Game Pass (tiered subscription
service) 
Handheld console in development
(Bass, 2024) 

Website 
Gaming Conventions 
Social media & Influencer Marketing  
Online communities 
TV and Video Commercials 
Viral campaigns: Las Vegas Sphere
(Callaham, 2023) 

Price (Xbox, 2020) Place

Series X: £480 
Series S: £250 
Accessories: £20 - £220 
Video Games: Free - £100 
Game Pass: £7 - £15 

Headquartered in the US with offices
worldwide 
Products can be purchased online, digitally,
or in retail stores 
Customer support available online  
Global supply chain used in manufacturing
(MexicoSMT, 2023) 

Internal Analysis

Marketing

Xbox's target audience are hardcore video game players aged 18-34 years old
looking for social gaming experiences, aligning with data that shows most
hardcore gamers are either Xbox or PlayStation enthusiasts who primarily game
to socialize (Pheby, 2022).  

With a smaller marketing budget than its competitors (GameCentral, 2024), Xbox
takes a fiscally conservative and strategic approach, maximizing impact with
limited resources. However, its recent ‘This is an Xbox’ campaign sparked
controversy, as fans worried it signalled a shift away from producing consoles
(Bonelli, 2024), indicating that existing consumers consider hardware an integral
part of the brand’s identity. 

Marketing Mix



SWOT Analysis
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Strength Weaknesses

Major acquisitions and
partnerships result in large
content offering and portfolio 

Leader in CSR

Target audience aligns with Gen
Alpha’s social preferences 

Smaller marketing budget
leading to weaker brand
presence 

Xbox multi-platform strategy
results in declining market share
in console wars 

Smaller number of exclusive
games compared to competitors

 
Existing consumer base worried
about focus shifting away from
hardware 

Opportunities Threats

Growing trend in sustainable
consumption 

Developing countries with
increasing access to high-speed
internet 

Generational changes towards
online games as a social venue 

Consumers trending away from
hardware and towards digital
products 

Use of generative AI to lower
costs and move games to market
quicker 

Potential lawsuits related to
gaming addiction 

Major game launches by
competitors that are not
available on Xbox console 

Shrinking video game market in
the UK 
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