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Abstract

In light of the great development in the videoganstry brought by the web 2.0, online services
have increased their relevance into the manageuwfetite customer brand relationshiprdugh

their clients companies are able to create a mad#ibf experiences to engage with their customers.

If Valve doesn’t want for its brand Steam to losestatus as most widely used platform for gaming,

it has to deepen the concepts of experience ardtaif engagement.

Through the client customers’ experiences it issfiids to affect customer brand engagement; this

study evaluates in which ways the five experiemialensions influence the affection engagement.

The conceptual framework to investigate this retaghip has been based on existing theories about
customer experience and customer engagement. W#has a structure, throughe qualitative
method of semi-structured interviews, the studylengs the relationship between experiences and

engagement in three Italian Steam customers.

The study shows that not all the experiential disi@ms have the same effect for the creation of the
affection engagement state. It was found that eslhesensorial and relational experiences have a
major role in the influence of the affection engaget.

The low score of sensorial and relational expegerunnects to the lack of affection engagement,
at the same time behavioral experiences, beingnib& stimulated experiential dimension, show
how consumers follows different paths for the fotiora of affection engagement and calls for
further studies in the study of experience and gegeent in connection with involvement and self-

expressive brand.
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1. Introduction

Stean? is a ‘Social Entertainment Platfornof videogames for personal computers developed by
Valve corporatiofi, an American video game developer (Steam, 201élpaRed for the first time

in 2003 as a patching platform and anti-piracyaystSteam has developed a lot during its lifetime,
eventually becoming the main online retailer arel liggest community for PC gamers (Edwards,
2013), offering to its customer a high variety @naces, offering digital rights management,
multiplayer gaming and social networking servicégeam, 2016).

The “video-game industry is an ecosystem of hardwaodétware and online platform providers,
game developers, publishers and other service gersi drawn from the interactive media,
software and broader ICT industry that services ieanstream leisure market in games, covering
many types of companies and professiof&ewart & Misuraca, 2013)worldwide video-games
are taking the lead as one of the main entertaihmmenlia, and the industry is expected to reach
$99.6 billion turnover in 2016 (Newzoo, 2016); tigigaming isconstantly increasing its already
heterogeneous set of consumensgd people of all ages and sex are getting clodtisoreality.
Statistics show an almost equal usage from botlesn@6%) and females (44%), with the higher
percentage among people under 35 years (Entertain®eftware Association, 2015) (Ipsos
MediaCT, 2012).

The main products that the market offers are videwss, consoles and computer component,
however, especially thanks to internet, on-linevises, digital distributor and communities are

becoming more and more popular; for pc video-gamkessthrough digital download have

surpassed retail in number of copies sold alreaddL0 (NPD group, 2010).

Video-games are a form of electronic entertainmmrith requires an electronic device, like PC or
console, to display the video signal on a TV orceesn and allows the user to interact. The
incredible variety of genres created and the dfierdevices developed, allowed video games to
become one of the most used form of home enterthmll over the world; at the present time
console and PC represent the preferred devicegragsito output the video signal necessary for

gaming (Entertainment Software Association, 20pSp$ MediaCT, 2012).

PC gaming (where Valve operates) started its calugag the 60s when, after a decade of research
projects and prototypes, the first commercial vidgones were developed (Spacewars) (Levy,

1984); however was only during the 90s, when théopmance of personal computer increased,



that PC gained a gaming relevance. The creatiothisf new kind of entertainment and the
progressive price reduction of electronic composeimitiated the development of the first video
game console during the 1960s, even though onlthén1970s was possible to see the first

homevideo game consol@® generation, Magnavox Odyssey) (Donovan, 2010).

Since the birth ofamingover 40 years ago, different companies have camdaya from the market
(Donovan, 2010; Harris, 2014), and the incredilelehhological development of the'2@entury
has kept this market in constant motion. Curretitly industry is considered to be at tHé 8
generation, with 4 main competitors: Sony PlaySmtMicrosoft Xbox, Nintendo Wii, and Valve
Steam.So far the market has always showed peculiar iatdrittions for consumers, mainly the
presence of strict barriers and differences betvpdsiforms (teach-ict, 2016):

* Hardware

» Interface (joystick, OS, digital retailer)

» Context (desk vs living room)

* Price

» Software compatibility

» Licensing limitation (presence of exclusive gamease)

» Servers (no cross-platform multiplayer)

These constraints have always created sharp diffesebetween the consoles, which have been
translated into brand communities by the consurfi¢asris, 2014).

In the last two years, with the launch of the newmd@éws 10 and the development/introduction of
next gen consoles (Xbox one and PlayStation 4)ntheket has changed drastically; especially
Microsoft actions are modifying a lot the PC gamstgne (Lahti, 2015). With the latest generation
consoles performances have increased enormoushly, @G15), the address of use is expanding,
and cross-platform multiplayer (Charla, 2016) tbgetwith console-PC streaming are becoming a
reality. Microsoft is changing the nature of theaxlorand from just a console into a gaming brand,
extended on all the platforms with windows OS (@d@s PC, mobile) (Microsoft, 2015),
PlayStation has created an app for PC streamingpiu 2016), while Nintendo hasn’t propose
any new feature. For its part, during the end df®2Walve corporatiofi introduced a new set of
products: the ‘Steam controller’, the ‘Steal link§team machine’ with ‘SteamO{ValveCo®,
2015) (Penaflorida, 2015¢xpanding the Steam brand.



The increased capabilities at disposition of cagsa@nd PCs in many households (Entertainment
Software Association, 2015) together with the rideWeb 2.0 (Anderson, 2007) services, has
brought in the market the novelty dfents(Social Entertainment Platforngifferently approached

by the competing companies: Steam (Steam, 201&ySRition Network (Playstation, 2016), Xbox
Live (Xbox, 2016), Nintendo eShop (Nintendo, 201B8dditionally in the PC environment,
different game developers have started to devethmbvidual clients for their products, like
battle.netfrom Blizzard Entertainment (Blizzard, 2016), tdplay by Ubisoft (Ubisoft, 2016), and
Origin for Electronic arts (Electronic Arts, 2016), whiaHows the developer to skip the retailer

and interact directly with their customers.

Through theirclients companies are able to offer more than the rgameing experiencas it used
to be Gaming experiencean be explained as the traditional function ditfpkms to digitally

reproduce videogames, together with peculiar charatics of the gaming peripherals.

Thanks to the increasing computing capability al@dé in modern households, information and
communication technologies have seen a major widasp(IGN, 2015; Entertainment Software
Association, 2015); the application of informatiand communication technologies in the service
realm has changed the nature and dynamics regasgewific firm-to-customer, firm-to-firm, and
customer-to-customer interactions (Huang & Rustl3}0 Online clients have for sure highly
developed the landscape of digital entertainmedligat, in the computing world, can be defined as
a hardware/software that is able to retrieve inftran or receive services/run application from a
server (ComputerHope, 2016)lients are new interesting digital/online touchpointsrieais of a
multitude of different services and interactiondiey can be considered as an online portal,
alternative to the traditional web pages and coteplenanaged by the company, which allows the
customer to enter the world created by the brand.

At the present date, through @hent, Steam provides the users an online store, a dibraty for
the game purchased combined with an automatic uqgdd&tature, community, multi-platform
access, the customer support, and the applicatmgrgmming interface Steamworks, which allows
game developers to integrate into their productmarst features, like multiplayer, networking,
micro-transactions, in-game achievements and stugdporuser-created content (mods) through
Steam Workshop (Steam, 2016); the other two mampetitors, PlayStation and Xbox, have
developed theiclient with different peculiarities (Playstation, 2016bo%, 2016); through a single
brand the companies are able to create a multatidéferent interaction with their customers.



Thanks to the online environment, chances to createl interactions with other customers have
highly increased; the incredible connectivity alfothe Steam client to encourage in different ways
social interaction within its customeiSteam hasn’t lost its initial vocation as a vittspace where
users can meet and exchange/publish user-creatgentoOn theclient it is possible to find the
community page, where the customers are able t@ shair creations (e.g. screenshots, artworks,
videos, news, reviews, player-created content (MQDaides...); specific user-created content
regarding many games on Steam has also generd®¥d hand market” where theseems are
subject to sale and purchase. Moreover, througinstereenlight, thelient allows the community

to choose from a wide pool of new indie games thesowhich will be released on Steam. Fan
mention/user-generated content, celebrity/influenassociation, fans’ feelings/opinions, brand

community

It is thus possible to observe how the changesenntarket calls for a change in the marketing
logic, as suggested by Vargo & Lusch (2004; 20®&yn the traditional goods-centered view
towards a more service-centered view. The adveiVelh 2.0 (Anderson, 2007) together with the
increased computing power of computer and consallesys the companies to create a completely
new type of relationship with the customers; thiigagion comes as a fertile soil for the applicatio

and evaluation of ‘customer engagement’ theories.

Brand loyalty has demonstrated its power in prasgrmarket share, immunizing customers from
competitors marketing actions (Dick & Basu, 199fhe rise of relationship studies has made
necessary the use of new measures to unravel bogally, which has brought a new dominant
branding logic. Drawing from the service-dominamgit and relational studiessustomer
engagemenhas been widely proposed as psychological prokappening in consumers’ minds
able to drive brand loyalty (Bowden, 2009); moraafe wide research sprouting in the last decade
underlines how thisp'sychological states the result of interactive customer experiences with a
focal agent/object within a specific service retashig (Brodie, et al., 2011, p. 258). Especially,
emotions are found to be critical to influencetattes (Porat & Tractinsky, 2012), and thus brand

loyalty.

Studies orcustomer engagemerdgcognize the relevance of experiences in théioakhip between
consumer and brand; the relevance of experiencesiketing had already found its following in
experiential marketing studies. Despite the clegagation between commodities, goods, services,
and experiences proposed by Pine and Gilmore (Rin&ilmore, 1998), recent studies on



experience underline how the lines between the ebuoentioned economic sectors are getting
blurred (Schmitt, 2011; Vargo & Lusch, 2008); alihb services and experiences are
fundamentally non-material products, in differemation and context both have been materialized

into goods, Such as videogame consoles and smart ptighiisen & Dale, 2013, p. 71).

Especially in the online context, customer expemetheories have gained increased relevance
given the richness and dynamicity of the informafilow that characterizes the online environment
(Morgan-Thomas & Veloutsou, 2013); for this reasnany authors in the marketing field are
supporting the use of experiences as crucial fer ¢reation of competitive advantage. The
subjective nature of experience makes it imposslee commoditized, since it is co-created from
the interaction between a subject and objeotgreation experiencggPrahalad & Ramswamy,
2004); experiences can be briefly defined assénse or feeling; the act of encountering or
undergoing somethirig(Boswijk, et al., 2007, p. 11); online brands baio be aware of the
importance of maintaining an active engagement i users through repeated interactions
(Morgan-Thomas & Veloutsou, 2013). The inextricab&ure of services and products increased
the number of interactive experiences consumersundertake in the relationship with the brand;
brands have to consider that different touchposrts able to generate different experiential
outcomes, and provide a multitude of different iatéions.Hedonic and utilitarian differentiation
cannot be taken into account anymore; the brandthadeeply reflect on how the different

experiences engage customers.

Through the use axperiencaheories (Brakus, et al., 2009; Gentile, et &Q7) the thesis will try

to discover how the different experience that cuslis are able to develop on the client influence
the affection engagement for the brand. The thegidbuild on theconsumer brand engagement
concept developed by Hollebeek et al (2014) infighld of customer engagemewthich addresses
the specific interactions between a focal ‘engagenmubject’, the consumer, to a specific
‘engagement object’, the brand related to speaifieractions. The online context developed in the
videogame industry represents for Steam the crumcesn to develop and maintain loyalty, given
the incredible number of possibilities and interagt that this mean offers in the form of

experiences

2. Problem description

The video-game industry has proven to be a fast pagironment since it birth, the IT nature and

the progress made in the second half of tH& @htury have kept the market in constant motion
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since its birth (Donovan, 2010; Harris, 2014); eliféint console producers have appeared on the
scene (Sega, Commodore, Atari, etecdwever none of the manufacturer from tBeg&neration is

still in business. In this evolving market, newheologies constantly change the meaning structure
of the industry, and these changes put the brastbaer relationship every time under debate
(Afuah & Utterback, 1997, p. 184).

Until now Steam has been able to become the maitatretailer for PC games without much
trouble, obtaining almost as 75% of the market (&dis, 2013), but these new technologies are
changing the scene of the industry. The constaravation seen in the market is blurring the lines
between consoles and PC, even though the persestérspme fundamental distinctions, thus the
increase importance of services and core competarfcbrands to obtain competitive advantage
(Vargo & Lusch, 2004).

Console producers have always tried to emulate@@ifes (like graphic and interface), and thanks
to the incredible degree of innovation and new nebtbgies they are getting closer to the set of
capabilities and freedom of action offered by anvabaverage gaming PC (IGN, 2015). Barriers
between the devices are been shattered and gam@ezsniore and more freedom of choice on
where and how to play videogames, and the platf@madosing their relevance while services and

brands are acquiring more importance.

With console producers constantly upgrading théatf@rm, combined with an increasing in
number of services available to gamers through itibernet, Steam and the PC platform as
entertaining device are losing the great advantlagye had on dedicated gaming console. The main
difficulties for Steam arise especially from the€Kaof control on the platform where games are
played and the troubles of compatibility that the Platform has always presented (teach-ict,
2016); with the new set of products (brand extamsiof Steam) Valve has tried to overcome the
console strategies but with lack of success, gthenpoor sales obtained in the first seven months,
around 500,000 units (Orland, 2016), compared with figures reached by the two main
competitors since their launch: PlayStation 4 4lioni units, Xbox One 20 million units (Poladian,
2016).

The rise ofclientshas proposed a completely new touchpoint for lsdadnteract with consumers.
Before the experience between the console brandh@cbnsumers was limited to the gaming one,
and the relationship was carried only through atéch number of interactions; now the online

context with the rising ofocial entertainment platformglienty has changed the way in which



consumers can relate with brands through a muditud interactions/services, and thus
exponentially increase the way in which customars @ngage on aaffectivelevel. The peculiarity

of clients is deemed to refuse the typical distorcbetween utilitarian and hedonic consumption; it
is thus necessary to take in account the totafith® experience to develop a more comprehensive

view regarding the effect @xperience®nengagement

The future ahead of Steam comprises many challengtsnkable just few years ago; with the
striving for computer performances and servicesaéh by console producers, the position of
supremacy as principal digital entertaining sendoePC is jeopardized by the hectic environment
that technologies have created in the industry. Miagket of digital gaming that until now was
divided between console and computers, given tfiereint of capabilities between the devices, is
facing a commoditization of the offer, thus theer potential dissolvement of the brand loyalty

Steam was able to create among its consumers.
2.1. Research question

The new sets of technologies together with the mideethe web 2.0 are restructuring the ways in
which consumers can interact with the company.ully tinderstand how ‘gamers’ become loyal in
this new environment the thesis will propose thpliaption of customer experiencandcustomer
engagementtheories. The literature has demonstrated the itapoe of consumer brand
engagemenas a mean to preditirand loyalty however research in the ‘customer engagement’
field calls for further studies in the nature oésjfic customer/firm interactivexperiencesnd their

impact on ‘customer engagement’ (Brodie, et alL190

The present thesis studiesnsumer brand engagemeahd how Valve needs to manage the
experiences arising through ithent in order to creataffectionengaged customers for the Steam
brand. As we will see in the literature review, aggment and experience are two concepts highly
interwoven and many times confused; as a consegqulrahesis aims to understand in the case of
Steam how the consumer engagement dimension igemded by customer experience, founded on

the following research questions:

What are the experiential challenges for Valve tostablish/maintain affection

engagement for the Steam brand?

How is affection engagement influenced by Steasntcliensory experiences?
How is affection engagement influenced by Steaantddiffective experiences?

7



How is affection engagement influenced by Steasntadintellectual experiences?
How is affection engagement influenced by Steaantdiehavioral experiences?

How is affection engagement influenced by Steaantalelational experiences?



3. Research strategy

Experience and engagement are two concepts demyhdrin the relationship approach (Brodie, et
al., 2011; Klaus, 2013); both are meaning-basedgiwimplies that in this perspective meaning is
created during the interaction between a sendemnardeiver (Heding, et al., 2008). Moreover both
the constructs have a central role in the servareidant logic (Brodie, et al., 2011; Lemke, et al.,
2011), where not only the context in which firmslalustomers interact plays a fundamental role,
but underlines the phenomenological nature of v#hat is always uniquely determined by the
beneficiary. The research strategy seeks to explenoverall basic assumptions underlying the
research design, as well as the overall researploagh taken to answer the research question
(Bryman & Bell, 2011)

3.1. Ontology

Ontological questions seek to discover the natdirsooial entities, and involve ideas related to
existence, the nature of being and social realtgrytnon & Holloway, 2011). To answers these

guestions two main approaches have been propokgttigism and constructionism.

Objectivism is an ontological position that implidet social phenomena confront us as external
facts that are beyond our reach or influence; $@eitities can and should be considered objective
entities that have a reality external to socialoesct The opposite perspective, constructionism
(subjectivism), is presented as an ontological trmwsiwhich sees social objects and categories as
socially constructed, generated from the actiort @@rceptions of social actors (Bryman & Bell,

2011). To understand experiences it is necessagctmnize their inherently subjective nature, and

thus adopt constructionism ontology.
3.2. Epistemology

In order to discover the complex relationship bemvexperiences and engagement towards the
Steam brand, the research will be leaded by anpirgtvist epistemological approach, in contrast
to the positivism approach deriving from the natscdences (Bryman & Bell, 2011).

Positivism is based on the ontological assumptian teality is objective. Social reality is believe
to exist independently from the perceptions ofdabmrs involved. The researcher role is to discover
this external world, without using subjective sgation, and uncover the universal objective laws
that drive it (Daymon & Holloway, 2011). The findjs have to be empirically verified, in order to

produce universal laws to predict and control damrants (Bryman & Bell, 2011).

9



Contrary to the positivism, the interpretivism amgeh follows the ontological belief of a social
world socially constructed; multiple realities amdths exists and are open to change because they
rise inside the individuals involvechtiman actors interpret and actively shape theirimment,
influenced by their social and historical locatiorfDaymon & Holloway, 2011, p. 102).
Interpretive philosophy is essential to understémel processes of consumers’ minds; through
different techniques interpretivists seek to uncahe meanings by which people make sense of
their own experiences, behaviors and communicatidnch allows a better understanding of the
rationales at the foundation of consumer decisi®hs. main purpose is to understand the meaning
of the product or consumption in the consumer's bl capturing what consumers really do, not

necessarily based on what they say.
3.3. Study design

The thesis is based on the single case study agptoadevelop a theory about the connections
betweencustomer experiencand consumer brand engagemeot an online brand. The interest
was raised by the extremely interactive and muitifional nature of the Steatlient Case studies
can benefit from the in-depth focus on a phenomenom defined context. The two concepts of
customer experiencand customer brand engagemeante thus analyzed in the specific context of
the online Stearnlient

The review on brand experience by Khan and Rahr28d5) reveals the necessity to further
investigate the role of experiences into the seremvironment, given its highly experiential nature
in addition the authors, given the great numbegudntitative studies carried out on the subject,
emphasize the importance of developing more qtiaktastudies, to increase the insights on the
experiential construct. Moreover the article cédls further research on new outcomes untouched

by previous studies.

For the research project, qualitative methods Heesn taken into consideration; through qualitative
analysis researcher can find answers to questidnshwyuantitative methods, whit surveys and
statistics, cannot provide. The fundamental difieeebetween quantitative research and qualitative

research is in the source of the information (Sawcet al., 2015).

Quantitative methods, generally associated withtipasn, benefit from the use of numeric data
and highly structured data collecting techniqueslitative research, more close to the interpretive

philosophy, prefer non-numeric data, where thearebeer is ablett make sense into the subjective
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and socially constructed meanings expressed alfmifphenomenon in studySaunders, et al.,
2015, p. 168)

Qualitative research gives high importance to theiogultural and personal lived experience to
provide an explanation of context and meaning irtigpants’ experiences (Granot, et al., 2012).
The fundamental proposition of qualitative reseascnat people actively interpret the social world
that surrounds them, and are able to attribute mgan events and their environment (Bryman &
Bell, 2011)

3.3.1. Strategy

To gather insights about the case under investigdtie thesis will make use of only qualitative
semi-structured interviews. In the field of qudlita research, semi structured interviews represent
one of the most widely accepted methods to discthwerinner reality of respondents (Bryman &
Bell, 2011). Semi-structured interview allows thgbuthe answers and detailed descriptions of the
consumers' lifeworld to discover thoughts behindirttbehavior (Kvale, 2011). Semi-structured
interview is considered the most appropriate dateection method due to its ability to retrieve
customers’ perspective of the how and why custoexperience dimension affect the consumer

brand engagement state.

Semi-structured and unstructured interviews arestandardized, and only based on an interview
guide; the researcher only relies on a list of teemnd topics that need to be covered and the lines
of enquiry to be followed, where the sequencingjuéstions depends on the conversation flow of
each interview (Saunders, et al.,, 2015). Qualiatinterviewing gives high relevance to the
personal lived experiences, in order to createcanrate representation of context and meaning of

participants’ experiences (Granot, et al., 2012).

The interview data obtained have to be seen aslBoconstructed, coproduced by the participant
views and interpretations, and by the interviewdéowasks questions and interprets. The thesis
relies on four semi-structured interviews in ortegain a deeper understanding of the lived daily
experiences from the subjects’ own perspectivasniiew investigations usually follow a precise

path through seven stages (Kvale, 2011):

1. Thematizing
2. Designing

3. Interviewing
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. Transcribing

4
5. Analyzing
6. Verifying
.

Reporting

The first step is developed through the literat@éngew and theoretical frameworkh@apter 4 and
5); the themes for the interview are outlined frone dimensions of customer experience and

consumer brand engagement.

The interview guide is designed with ‘open’ quessiofollowing the selected themes as a pattern of
topics to follow, which were covered subsequentlyhie course of interviews. Despite the set of
guestions prepared, whenever the interviewer fifi@isan answer could open new insights useful
for the study, he supported it with further quassiomaintaining a flexible approach towards the

interview as suggested by Bryman & Bell (2011).

3.3.11. Interview guide
The aim of the thesis is to discover the rules tioahecicustomer experienogith customer brand

engagemenn the online context, duringlientinteractions.

Qualitative semi-structured interviews have beendoated with three customers of the Steam
brand. The participants are interviewed on the shaéithe interview guide (appendix 1) which

contains the themes of the dimensions under iryegstin:

The respondent and his relation with the videogeumidd
The respondent relationship with Steam andliet
The Sensory experience

The Affective experience

The Intellectual experience

The Behavioral experience

The Relational experience

© N o g s~ w D PE

Affection engagement

The first themeconcerns general information about the subjece,(@gnder, education...) and
specific questions about the interviewee relatignshith the videogame market in general

(appendix 1; theme 1); connected to the first, gheond themgoes deeper in the relationship
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between the respondent and the Steam brand (appEnitieme 2). Both the themes are necessary

to contextualize future respondent answers.

The third themeseeks to acquire data regarding the sensory dioreiction 5.2.) and how is
valued; the main sub-themes which describe thisemsmpce are the virtual atmospherics
(Manganari, et al., 2009), composed by: colorspebasounds... (appendix 1; theme 3, questions
1-4). All the sensory elements work together in thecovery of the sensations of aesthetical
pleasure and excitement. The questions for théhetdsal pleasure (questions 5-8), are developed

from the two set of four items theorized by Laviel&actinsky (2004).

Thefourth themeanalyzes the level of affective experiensedtion 5.2.2. that Steam generates in
customers. Different stimulations are able to gateeran emotional response which varies in
pleasure (valence positive/negative), arousal (logh, and perceived dominance (high/low)
(appendix 1; theme 4, questions 1-5). The quesaoasieveloped from the Mehrabian and Russell
model (1974), following Rose et al. (2012) reintetption, and aim to discover the types of

experiential emotions and arousal (question 1-4¢kvarises in relation to thgient touchpoint.

The fifth themeis built to discover information about the intetieal experience variableséction
5.2.3) and its valence for the customers. The questwasgenerated following the flow concept
(appendix 1; theme 5, questions 1-16) by NovaHl.€2800) to discover the respondents perceived
personal level ogkills in regard of the steam client (questions 1-4),Iével of challengest feels
(questions 5-8), thielepresencéquestions 9-13), and the evaluation of ititeractive speeadf the

experiences (questions 14-16).

The sixth themeaims at gathering data related to the behaviorglegence gection 5.2.4.
(appendix 1; theme 6, questions 1-10) in ordersgess its relevance for customers. In terms of the
sub-variables, usability is analyzed following MangThomas & Veloutsou (2013) perceived ease
of use and perceived usefulness (questions 1-Ato@ization questions make use of the scale
developed by Rose et. al (2012) (questions 3-5)hileMor the cost/sacrifice (questions 6-8),
lifestyle (questions 9-10), and assortment (11&2)based on Lemke et al. (2011) and Verhoef et
al. studies (2009).

The seventh themseeks to acquire a deeper understanding of th8oreh experiencesgction
5.2.5.)(appendix 1; theme 7, questions 1-24). Twnnectedness dimension is analyzed following

Rose et al.(2012) items (questions 1-6), while community fegli(questions 7-9) and social
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bonding (questions 10-13) are investigated follgMimesocial interaction tiestems by Chiu et al
(2006).

The eighth themeanalyzes the Affection engagemesedtion 5.3.1). and reveals the positive
emotions and feelings invested by the respondetitarclient interactions, following the affective
PAD framework (Mehrabian & Russell, 1974) for emas found in the literature minus
Dominance, since it is considered to be cognitelated (appendix 1; theme 8, questions 1-8). The
guestions will discover the level of customer bragldted affect in particular brand interactions,

based on the defined interactions (section 4.5.3.1)

3.3.1.2. Sampling
The sampling procedure consists in a fundamentalgbdahe research design; being impossible to
sample the whole population it is essential to mag@ of a relevant pool of respondents (Bryman
& Bell, 2011).

To discover the connection between customer expai@and consumer brand engagement it is
necessary to include in the study subjects whadireise the steam client and interactions. Hence
the thesis will make use of a purposeful samplipgreach to detect the most efficient sample for

the interviews.

The first parameter necessary to choose the resptsmdvas based on their experience with the
online context, with the digital retail of gamesdathat were at least repeat buyers on the Steam
client. The respondents were found through theah&team platform; they are therefore part of my

extended network, but not direct acquaintancescaxsequence, the pool of potential respondent

for the research project was constituted by p@aicis from different backgrounds.

All the interviewees are adults, in between 20 a@dears old, given the necessity for the study to
investigate grown-up people, which have alreadpldished a clear set of priorities, ideas, and

lifestyles in their gaming experience; the age groonsidered is based on the statistics which show
how gaming is highly spread among millennials (urdpe 51% of the gamers are under 35 years
old) (Entertainment Software Association, 2015ppMediaCT, 2012).

The respondents are assured that all their persomatmation will not be disclosed, thus
anonymity will be ensured, in order to create a encomfortable setting for the interview, and

allow respondents to be completely sincere in taegwers (Bryman & Bell, 2011). This measure
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is considered necessary both for ethical considerstand because it is possible to find among
gamers some which use, or may have used, piraggdldiontent (e.g. illegal downloading).

3.3.1.3.  Execution of the interviews
As introduced in the previous chapter, the thedies on semi-structured interview, making use of
‘open’ questions, formulated in order to allow resgents to express in their own words their

personal evaluation about the six themes.

Given the interviewees nationality all the intewgewere taken in Italian, in this way the abilioy t

fully express themselves was not impaired by lagguaarriers (Bryman & Bell, 2011); questions
were phrased out in order to make the conceptsdfonrthe literature understandable for non-
academics, since terms like e.g. telepresencegelanith ‘new world’ for the questions (appendix

1), could not be understood by everyone.

The interviews were conducted following the thresge interview model developed for

phenomenological interviews developed by Granaile(2012), readapting Seidman (2006) three
separated interviews in a single one, due to tinemgstrains. This type of interview is considered
as a useful method to investigate the experiencdspdace them in context. The first part is
structured in order to establish the context ofip@ants’, done through the briefing and the first
two themes. The second is developed in order tonstouct the details of the felt experiences
within the defined context. Lastly the third paiftna to extract participants’ meanings and

reflections associated with those experiences.

On an agreed date the interviews were conducteg-tia-face’ at home of the participants, based
on the ground that ‘face-to-face’ interaction ‘e tfullest condition of participating in the minél o
another human being” (Bryman & Bell, 2011, p. 1Z88fore the interview started, for about fifteen
minutes, the interviewer and the respondents dssclig1 general about videogames and consoles;
during this time the interviewees had the chanckvegre encouraged to surf on the Steam client.

At the starting of the interviews the respondengsenat first briefly introduced in the scope of the

research, before starting with the proper intervigwale, 2011). As recommended by researchers
in conducting qualitative interviews (Bryman & Befl011), the questions were developed in a
concise form, to allow the respondent the totalitfreedom in the answer.

Despite the delineated interview guide, wheneveritherviewer felt that some answers could be

relevant for further investigation were sustaindwlotigh follow-up, probing and interpreting
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guestions (Kvale, 2011); when felt necessary tlsporedents were allowed to look back on the
client to clarify or refresh their perceptions.

The average time spent for each interview was Ir;halluthe interviews were tape-recorded, in
agreement with the subjects, given the importancehfe interviewer to not be distracted by notes
and the great help provided by hearing back theleviiscussion, with its pauses, laughs,
mumbling, etc. (Bryman & Bell, 2011); all the inteews have been transcribed into written text

(see appendix 2, 3, and 4 for the interview trapsgrto allow a more accurate analysis afterwards.

3.3.14. Transcription
As previously reported, all the interviews werensieribed to written text being faithful to the
registration. Pauses were integrated via ellipsisd also laughs and mumbling have been
transcribed in order to avoid changing the intenhood of the interviewee’s response. If it was fel
that the respondents phrasing was missing a pkatidetail or taking it for granted it was added in

(italics) and in between parenthesesprder to ease the reader understanding.

3.4. Reliability & validity

3.4.1. Issues of reliability

Reliability is concerned with the replicability, drihus the independence of the research results
from contextual events (Bryman & Bell, 2011). Howeweliability is a term derived from
guantitative studies; it is clear that the highbntextual nature of qualitative research bringsesom
difficulties for the matter of replicability, thudifferent results may be generated in other costext

using the same research strategy (Daymon & Hollow@@g1).

Thus qualitative studies should overcome the probbé reliability through the generation of an
audit trail, where all the sequential steps taketineé process of the research are explained (Daymon
& Holloway, 2011). Given this issue the whdection 3.3serves both as study design, and to
clearly display the research strategies undertooksémpling, execution, and transcription of the

interviews.

3.4.2. Issues of validity

Validity is concerned with the integrity and rigof the study (Daymon & Holloway, 2011).
However the very narrow empirical sample used enttiesis undoubtedly represents a limitation
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for the external validity/generalization of the dguresults; given that only three respondents were

interviewed, and all three were male in between thenties.

This is why researchers suggest that qualitatiudiss should be judged according to different

criteria from the one used in quantitative studig&yman & Bell, 2011).

The briefing time before the interview allowed tlespondents to have a fresh memory ofcient

and avoid misrepresentations; furthermore, whenbooed with the first two themes of the
interview guide, it allowed the interviewer to déye a contextual knowledge about the
respondents. Moreover, being the interviewer himsedamer and a user of the Steam client, he
was knowledge about the trends in the videogamesingl and the Steam client with its functions
and dynamics.

This is relevant in light of the chosen ontologi¢séction 3.} and epistemological perspectives
(section 3.2; using a subjective and phenomenological apprdheh researcher needs to be
informed regarding the researched topic, in ordeonhduct an interview grounded in the context of
the participants and claim any type of validity.r@d staged interview structure present features
which boost validity It places participants’ comments into context, regki opportunities for

idiosyncrasies and checks for internal consisteéii@yanot, et al., 2012, p. 550)

The interviews can be considered qualified unddéferdint criteria (Kvale, 1996): firstly the
interviewer was knowledgeable(1) about the intevei@ theme and was able to conduct the
interview almost as an informed conversation altbettopic; the questions were formulated in a
clear(3) open manner(6), which from time to timguieed steering(7) to avoid that respondents
could take ‘too much freedom’ and derail from theerview guide; the use of follow-up, probing
and interpreting questions is at the base in résgfelseing critical(8) in what the respondent was
telling, and to clarify interviewee’s statementsuigh interpreting(10).

Through theory-based generalization it is posdibleaim that the theory, which is clearly reported
in the literature reviewchapter 4), is able to contribute to the ‘greater body obwtedge’ when it

is ‘re-contextualized’ into a variety of settingd3aymon & Holloway, 2011), thus contributing to
the validity of the whole study.
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4. Literature review

The principal scope of the research is to discdwew experiences raised by interactions affect
‘customer brand engagemerdf a company. To analyze the research questianaliy the main
concepts should be defined and their dimensionsildhbe identified, in order to formulate the
theoretical framework. Accordingly in the presehapter, we will review the literature related te th
three main concepts of this research, which arandrloyalty, experiences, and consumer brand

engagement.
4.1. Brand

More and more books and articles suggest that coimpahould look at their brand to efficiently
differentiate and engage with consumers on a ddepefr (Mazota, 2003); the advantage provided
by brand strategies relies on the use of a kale@ns set of theories from different fields (uswyall
behavioral, anthropology...), to understand how potellaffect people’s thought and feelings
toward symbolic implicatich (Levy, 1959), and create the perfect fit betwegemduct and
customer; to develop the research is thereforeiarta understand what is the role of brands and

how can they help to gain competitive advantagewhat is a brand?

As defined by the American Marketing Associatior®943) a brand is aName, term, design,
symbol, or any other feature that identifies onkese good or service as distinct from those of
other sellers, from the definition we can infer that the braisdable to enhance product/services
through dimensions that can be rational/tangiblesysnbolic/intangible, and differentiate it from
products with the same intended use; thankzramd element# is possible to enrich the product
performance of the brand (tangible), or the meanirag the brand carries (intangible) (Keller,
2013). Accordingly the brand reveals itself as acradible instrument to attach many different
associations to the company/products, in a mukitofdpossible means, which are able to create a
sharp differentiation with the competition and depea loyal customer base, both conditions that

are able to create value translatable in finarpnaldits (Keller, 2013).

The use of branding strategies has proven its bmefsl and effectiveness in online retail and
services; through brands it is possible to creatque association about the quality of the service,
product assortment, which in turn affects the sheom pricing policy (Keller, 2013). Thanks to

these features online services are able to avdahsive advertising costs and expensive marketing

campaigns, and rely more on word-of-mouth and piipl{Keller, 2013).
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4.2. Brand Loyalty

As mentioned above, the brand has conquere'’
Consumers

prominent role in the literature and among pramtiéir  Identification of source of product
Assignment of responsibliity to product maker

as a key instrument to create loyalty towards - Risk reducer
Search cost reducer

. Promise, bond, or pact with makar of product
company, thanks to the numerous functions thaia symooic device oo

Signal of quality

the relationship with the customers and the gr e
Vianufacturars

benefits that has for the firm in the managemeritsof Means of identification ta simplify handling or tracing
Maans of lagally protecting unlque faaturas

. . Signal of quality level to satisfied customers
offerlng (Flgure 1)- Meaans of endowling products with unigue assodations
Source of competitive advantage
Source of financlal returms

The relevance of brand loyalty rises from its dffeit Figure 1 - Brand functions (Keller, 2013, p. 34)

maintain the customer base and immunize it from

competitors marketing actions (Keller, 2013); stisdhave revealed how 5% increase in customer
retention resulted in increased profit between @6% (Reichheld, 1996). The study from Dick and
Basu (1994, p. 107) has brought evidence that ida@al with high level of commitment towards
specific object/events/issues have an enhancestarse to competitors persuasion attempts, thanks
to different mechanism as: attitude-driven messsglectivity (Fazio, 1990), biased cognitive
responses (Cacioppo & Petty, 1985), cognitive «tescy (Frey, 1986), and self-persuasion
(Tesser & Conlee, 1975). Despite the great utdityhe loyalty concept, for a long time academics

have debated on its conceptualization.

4.2.1. Behavioral and attitudinal approaches to Brand Libya

Despite the definition given by American Marketidgsociation (AMA) in its marketing dictionary
(1995), which describes brand loyalty ‘d$e situation in which a consumer generally bulgs t
same manufacturer-originated product or serviceeapdly over time rather than buying from
multiple suppliers within the categorylong time before academics recognized the exgstentwo
distinct dimension in the brand loyalty conceptedrehavioral (stochastic) (Bass, 1974), which
takes into account the ‘repeat purchasing behawaspect presented in the AMA definition, the
other attitudinal (deterministic), which relates ttee ‘psychological/decision-making’ underlying
reasons for such behavior (Day, 1969; Jacoby, 19adoby & Kyner, 1973; Jacoby & Chestnut,
1978).
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The stochastic approach defines brand loyalty rmseof the actual purchase observed over a
certain time period: a consumer is consider toolyallwhen buys the same brand systematically. In
the stochastic research the behavior is considévetbe inexpicable or too complex to be
comprehended (Odin, et al., 2001); the great nurob&xplanatory variables together with their
frequency makes impossible any attempt to explahabior (Bass, 1974). By defining brand
loyalty only on the biased behavioral response tiveg, the stochastic apporach has the advantage
to: be based on actual purchases (directly contécotthe performance of the firm), not likely to be
incidental, relying on data gathered over a peabtime, and easier to collect than attitudinaladat
(Mellens, et al., 1996). These studies relied estekly on behavioral measures drawn from panle
data (Dick & Basu, 1994) like: e.g. proportion afrghase (Cunningham, 1956), probability of
purchase (Massey, et al., 1970)...

However many scholars have underlined how behavébuaies are able to capture only the static
outcome of a dynamic process. Behavioral measwegpise spurious loyalty (Mellens, et al.,
1996) (Bloemer & Kasper, 1995)(repeat buying), leetimse consumers which are not attached to
brand attributes but purchase based on other faator other brands available, promotions, shelf
display etc... (Day, 1969), and thus are unable fa@x how and why brand loyalty develops and
modifies (Dick & Basu, 1994); moreover customersd @p beeing categorized in a dichotomous
way of loyal vs. disloyal, which doesn’t allow a maclear analysis of the concept (Odin, et al.,
2001).

The behavioral approach has been opposed by thecaies of the two-dimension brand loyalty
theory; first studies in this research stream vibwer brand loyalty relying on both attiudes and
behaviors, as a repeated purchased driven by magstnternal disposition, in contrast to purchase
that are not guided by strong attitudes, but mdpglgituational exigencies (spurious loyalty) (Day,
1969). In many of his studies Jacoby (1971; Jackkyyner, 1973; Jacoby & Chestnut, 1978)
proposes a composite definition of brand loyalsdad on six necessary and collectively sufficient
loyalty conditions: brand loyalty is (1) the biased (i.e., nonrando(2), behavioral response (i.e.,
purchase), (3) expressed over time, (4) by somssideemaking unit, (5) with respect to one or
more alternative brands out of a set of such brarasd (6) is a function of psychological
(decisionmaking, evaluative) processéacoby & Kyner, 1973, p. 2), which has receivadch
acceptance in the field (Dick & Basu, 1994; BloenseKasper, 1995; Mellens, et al., 1996)
explanatory factorgpéychologicabrocessesare considered to be responsible for loyalty, #nede

can be isolated and manipulated (Odin, et al., R recognizing an attitudinal aspect in Brand
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Loyalty, researchers were more interested in tlyelmgogical commitment of the consumer in the
purchase, thus emphasizing the cognitive elemertirafd loyalty (Odin, et al., 2001). In this

research stream attitudinal loyalty has been ddfeee an attitudinal predisposition, composed by
commitment and intention to repurchase the branellévs, et al., 1996), with commitment

reflecting the affective component and intentioa tdognitive/evaluative component of an attitude
(Russell-Bennett, et al., 2007), while behaviorayalty is viewed as the consumers’ repeat
purchasing of a brand, revealed through patternsootinued patronage and actual spending

behaviors (Hammond, et al., 1996).

The attitude-behavior dicothomy has been furthecused by Dick & Basu (1994, p. 100) which
propose loyalty &s the relationship between the relative attituoleard an entitity and patronage
behaviof. In social psychology attitudes are viewed asjesttive tendency to evaluate something
or someone in a favorably or unfavorably way, el in one’sbeliefs feelings or intended
behavior (Olson & Maio, 2003); in many consumer psycholagiydies, attitudes are deemed
crucial especially for theipbject appraisal function’that is a rapid evaluative judgment of targets,
which facilitate approach or avoidance (Dick & Ba$894). The authors underline the importance
to look at attitudes regarding brands considerégl/aat in a given context by consumenslgtive
attitudeg; in the proposed loyalty conceptualization refatattitude is viewed ranging between
high and low depending on the degree aititude strength(weak/strong) andattitudinal
differentiation(no/yes). The subsequent cross-classification tviegh and lowelative attitude
andrepeat patronagalefines four specific loyalty conditionap loyalty, spurious loyalty, latent
loyalty, loyalty (Dick & Basu, 1994, p. 101)Relative attitudeantecedents are drawn from the
traditional attitudinal categories consisting aagnitive, affective and conativeach of which is
associated with different learning processes.

Oliver (1999, p. 34) proposes loyalty as a seqakptocess, defined aa ‘deeply held commitment
to rebuy or repatronize a preferred product/servimensistently in the future, thereby causing
repetitive same-brand or same brand-set purchagilegpite situational influences and marketing
efforts having the potential to cause switchingehwedr”. Oliver's framework builds on the duality
between attitude and behaviors, highligting theewahce of attitude antecedents (cognitive,
affective, conative) precedently proposed by Dicll Basu (1994); the study, however, differ from
precedent attitudinal brand loyalty conceptual@atarguing that loyalty can arise in the mind of
consumers in each attitudinal phase; as proposednaumer initially develops loyalty in a

cognitive manner, leading towards an affective lyyahen conative, and finally behaviorally,
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process described asction inertia’ (Oliver, 1999). Loyalty behavior is a state of #giguum
(Oliver, 1999), not only regarding purchasing bebgvbut every voluntary action taken by the

consumer to positevely interact with the company.
4.3. Brand Relationship

Even previous loyalty studies have acknowledged tthe-dimension nature of brand loyalty,
relationship studies have underlined how evenuditidl measures seem ‘flat’ and unable to
capture entirely the emotional characteristic ghlty (Fournier & Yao, 1997) (Odin, et al., 2001).
The rise of theRelational approachin marketing studies has brought new lymph to lyysdudies
and driven many academics to unravel the dynanwecptay among brands and consumers; relying
mainly on abstract concepts such as liking or pesfee as a sufficient tool to evaluate brand
loyalty, attitudinal studies were ignoring thiypes or sources of affect that may comprise and
distinguish loyalty responseqFournier & Yao, 1997, p. 2); conversely, the tielaal approach
was considered more suitable to understand bramslicgption, considering its capability to give an

holistic view of the personal context in which thrand is consumed (Heding, et al., 2008).

With the application of relationship principlesrimarketing, the precedent behavioral school proved
to be inadequate to grasp completely all the shafideyalty, because failed to recognize the
existence of a ‘ongoing relationship’ between brand consumer, and understand why and in what
forms this was sought ad valued by consumers (Feyrh998). In light of this, many studies of
Fournier recognize the role of brand as relatigngiartner, and propose the ‘brand relationship
quality’ construct (Fournier, 1994; Fournier & Ya®97; Fournier, 1998), essential to evaluate and
measure the relationship between customers andddyragiven its ability to discover the

phenomenological nature and processes, and tharksbre dynamic view of the loyalty concept.

The book “Brand Management: Research, Theory aadtiee” (Heding, et al., 2008), revives the
theory from Fournier; ‘Loyalty’ itself is seen onBs an expression of behavioral aspect (repeat
purchasing behavior), and only through ‘brand refehip theories’ is possible to unravel the
attitudinal feature¢how and why brands are consumed by loyal consuimetegnks to the use of
phenomenological studies, which allows researchersccess thé‘inner reality’ and, as a
consequence, the validity dived experience™ of consumers. In the ‘brand relationship theory’
brand value is considered to be created througinstant exchange of meaning between brand and
customers (figure 2), a never ending process whiehaves in the same way of human

relationships, without forget the influences thahtextual changes can have on the relationship.
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The dynamicity of the process, where meaning istorily negotiated, implies a continuous work
from the management to adapt the strategy to pessimeaning fluctuations.

Brand

Figure 2 — ‘Dyadic’ brand-consumer relationship (Haling, et al., 2008, p. 154)

4.3.1. Theoretical foundation of the relational approach

The building block of relationships is the existert an evident interdependence between partners,
where both affect, define, and redefine the reteigp (Hinde, 1979). The brand relationship theory
is based on two main supporting themes: animisnra@ationship theory.

The legitimization of brands as partners stems feanimism theories (Gilmore, 1919); brands are
viewed as endowed with human personality charatiesi Drawing inspiration from the
personality approach (Aaker, 1997), the relatioapproach remarks the human activity of
anthropomorphizing inanimate objects in order wlitate interactions with the nonmaterial world
(Fournier, 1998). Through anthropomorphic view ofridls consumers are able to assigning
personality qualities to inanimate brand objects,view them as they were human characters
(Aaker, 1997). By imbuing a brand with personalitgits it is possible to create a strong and
distinctive relationship with the consumers (Aake997). The use of animism theories brings new
insights for the cultivation of the brand-customelationship; brands can be considered possessed
by the spirit of a past or present other, like pyas owners (Fournier, 1998) or a spokesperson
(McCraken, 1989). Another manifestation of animisroonsists in  the complete
anthropomorphization of the brand object itself hwitransference of human qualities of
emotionality, thought, and volitién (Fournier, 1998), as demonstrated by the use of
anthropomorphized brand characters (Fournier, 29898)currently the research on person-object
relations shows how selective human propertiesdcbel assigned to a range of consumer goods
(Belk, 1988), even without the anthropomorphizatiéthe brand. From these theories we can infer
that the executions of marketing strategies areattteons of the brand in its relationship role
(Fournier, 1998).
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Relationships, which consist in acdntinuous reciprocal exchange between interdep@nde
relationship partners(Heding, et al., 2008), cover a fundamental foléhe development of human
psyche by adding and structuring meaning in a péssife (Hinde, 1995). The meaning-carrier
notion is acknowledged by consumer researchertudies of possession and the consequence for
self-definition (Belk, 1988; Holt, 1995; Arnould &hompson, 2005). Fournier (1998) identifies
three specific sources of meaning: the psycholbdgitb@ sociocultural, and the relational, each
affecting the significance of the relationship. Tsychological meaning relates to the identity of
the subjects involved in the relationship. Consumesearch has highlighted the role of
consumption and possession in the constructioheoEktended self (Belk, 1988; Mccracken, 1986;
Mick & Buhl, 1992): relationships are involved imet formation of identity through their
involvement in the solution of life themes, whidifieat the core identity and personal history of a
subject; can also bring important life projectsasks; or simply be more temporally bounded and
rooted in current concerns, addressed towards @agriffe tasks (Heding, et al., 2008). Socio-
cultural meaning: how, based on five broad socitucal context (age/cohort, life cycle, gender,
family/social network, and culture), participanhozhange the approach to relationships (Fournier,
1998). The relational meaning rises from the nekedrnature of relationships, where every

relationship affects the others (Fournier, 1998).
4.4. Customer engagement

The proliferation of research about ‘Engagementbss many disciplines (table 2) (Brodie, et al.,
2011), has drawn increased interest among markathglars and is calling for a shift in the
marketing view of consumer behavior (Hollebeekalet 2014). The traditional marketing funnel
view (figure 3) where marketers could model constghdecisions as they progress through
awareness, consideration, preference, and loyaltyonsidered outdated and unable to explain the

complexity of today focal consumer behavior outcenidaven, 2005) (Hollebeek, et al., 2014).

Eyeballs —= —— Buyers

Figure 3 — Traditional marketing funnel (Haven, 2005 p. 3)
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The study from Brodie et al. (2011) comes from gjneat interest that engagement has gained
among practitioner. In this new, interactive andalyic environment, ‘customer engagement’ (CE)

has acquired a prominent role as key new metrigaiage brand performance (Hollebeek, et al.,
2014) (Brodie, et al., 2011) (Voyles, 2007). Thewrd on which is founded is the modern view of

engaged customers, and their key role in the catiore of experiences and value (Brodie, et al.,

2011; Vargo & Lusch, 2008; van Doorn, et al., 201%tarting from 2005 the engagement concept
has taken foot also into the marketing and semitiesature, resulting in a multitude of articlesthwi

different conceptualizations.

CE theories have been widely discussed in the tgeams as a concept to measure and evaluate the
consumer’s relationship with the brand, analyzingstumers’ levels of cognitive, emotional, and
behavioral investment in specific brand interact{btollebeek, 2011b). Both Appelbaum (2001)
and Bowden (2009) propose CE as a promising variablpredict customer loyalty outcomes;
however, given the early age of the concept, sehatalls for further studies into the nature,
dynamics and measurement of CE, to define the @btnaad examine the differences and

connections with previous relational concepts, pleticipation and involvement.

4.4.1. Theoretical foundation of customer engagement

The theoretical roots of the application of 'engaget’' concept in marketing practices stems from
relationship and service management perspectivpopenl by Vargo and Lusch (2004) (2008),
namely the 'service-dominant (S-D) logic', whiclfiecd a new transcending view of relationship’

in response to the old goods-dominant perspeddkecisely, four of the ten foundational premises
of the S-D logic, have particular relevance in tbaceptual foundation of ‘customer engagement’;
specific consumer behavior are considered to bergéed "by customers' particular interactive,
value co-creative experiences with organizatiord/@nother stakeholders” (Brodie, et al., 2011).
(6)Vvalue is considered to be co-created throughrttezaction between consumers, which become
co-producers, and companies (Vargo & Lusch, 2008)itf is created within networks where
economic actors can express their role of resoumtegrators (Vargo & Lusch, 2008); (10)the co-
created value is always determined by the inheresubjective, unique experience of the benefit
perceived by the beneficiary (Vargo & Lusch, 20(d8).In this view, services are deemed to create
customer benefits through active interactions/adve experiences with other actors in specific

service relationship (Vargo & Lusch, 2008). The G&hcept is expected to bring light into the
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interactive, co-creative experiences that custorave with other stakeholders'facal, networked
service relationshiggBrodie, et al., 2011).

4.4.2. Engagement

In the last twenty years ‘Engagement’ has beemsitely applied across a range of social science
disciplines like: psychology, sociology, politicedience, and organizational behavior, resulting in
variety of definitions that highlight different amgts of the concept, beyond the marketing disaplin
(table 2) (Brodie, et al., 2011).

The variety of the fields in which ‘engagement’ hbsen studied has brought to different
conceptualizations (e.g. ‘civic engagement’, ‘sbeiagagement’, ‘student engagement’...), where
the relationship among different subjects (e.gdets, employees...) and objects (e.g. schools,
jobs...) has been analyzed; many articles underlow lengagement’ has to be viewed as a
state/outcome variable (Salanova, et al., 2005adefi, et al., 2002) the intensity of which may

change over time (Kenny, et al., 2006).

First studies in organizational behavior, interpdefpersonal engagemends the éxpression of a
person’s preferred self in task behaviors that potenconnections to work and to other, personal
presence (physical, cognitive, and emotional), aative, full role performancégKahn, 1990, p.
700). Since then, scholars in the different fidddse produced a variety of studies with a variable
number of ‘engagement’ dimensions, from unidimemaioto multidimensional, however the
proliferation of different ‘engagement’ conceptzalion emphasizes the embryonic state of the
research (Hollebeek, et al., 2014) (table 2).

Following an extensive review on engagement stutieiebeek (2011) ‘engagement’ &san
individual-specific, motivational, and context-degent variable emerging from two-way
interactions between relevant engagement subjeat{d)object(s)... as an outcome may exist at
different intensities developing over tim@iollebeek, 2011, pp. 787-788)

As noted by Brodie et al (2011), over 40% of thegagement’ definitions drawn by the academic
and business practice literature present engagesseatunidimensional concept, focusing on either
on the cognitive, or emotional, or behavioral aspéengagement, with a predominance among the
unidimensional for the behavioral one (Brodie,let2011), as demonstrated by studies like the one
of Resnick (2001) where ‘state engagement’ is see@n Iterative process aiming to influence

political behavior of target state through maintathcontacts with that state across multiple issue
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areas (e.g. diplomatic, economic) and focused onegding a relationship of increasing
interdependence(Brodie, et al., 2011), or the one from Achteidpeat al. (2003) about ‘social
engagement’ defined &#& high sense of initiative, involvement and adegueesponse to social

stimuli, participating in social activities, intecing with others”(Brodie, et al., 2011)

Despite the unidimensional formulation, ‘engagemasia context-based multidimensional concept
has found a widespread acceptance in the literafitellebeek, 2011); most of the
conceptualizations developed presengarteric tri-partite (cognitive, emotional, and beiwal)
engagement dimensionalitfHollebeek, 2011b, p. 559), as demonstrated lystiadies in most of
the disciplines like: ‘civic engagement’ e.g. (Jenys & Zeitner, 2003), ‘student engagement’ e.g.
(Bryson & Hand, 2007), or ‘employee engagement’ €gks, 2006).

4.4.3. Engagement research in marketing

The recent application of ‘engagement’ theorieshin marketing literature has led to a variety of
definitions in relation to engagement forms, anialgzhe concept from different stakeholder and
contextual perspective (e.g. customer engagememntmneinity engagement ...) (table 3); The great
interest aroused in marketing studies has led tonudtitude of different definitions and
conceptualizations of the two-way interaction tbhaaracterizes the CE concept (table 3); from a
marketing point of view the relevant engagementjesuib include customers and consumers
(Bowden, 2009; Patterson, et al., 2006) while thgead may comprehend brands (Sprott, et al.,
2009), organization, and beyond purchase activifigem Doorn, et al., 2010; Hollebeek, et al.,
2014).

The dimensionality of ‘customer engagement’ hasnbdescussed also in marketing studies;
different authors in the field acknowledge the maihensional nature of ‘customer engagement’
tripartite in: cognitive, emotional, and behaviof@rodie, et al., 2011). The first attempt to
conceptualize ‘customer engagement’ in marketinglmatraced back to Patterson et al. (2006, p.
3), which drawing from ‘employee engagement’ (Kali®90), describes it aghe level of a
customer’s various physical, emotional, and cogeipresences in their relationship with a service

organization”, and proposes four specific componeatssorption, dedication, vigor, interaction.

Later, Hollebeek (2011, p. 790) conceptualizestomer brand engagemess ‘the level of an
individual customer’s motivational, brand-relatednca context-dependent state of mind
characterized by specific levels of cognitive, eomatl, and behavioral activity in direct brand
interactions” were the focal object, in this case a brand, isrtfedefined. Mollen and Wilson
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(2010, p. 923) from their part look at engagemard specific context, the online environment and
develop ‘online brand engagement’ aa tognitive and affective commitment to an active
relationship with the brand as personified by thebsite or other computer-mediated entities
designed to communicate brand valughich comprises dimension dbustained cognitive

processing’, ‘instrumental valugand experiential value’'.

In contrast to the previous studies, Vivek et 201, p. 133) propose a different definition which,
although its multidimensional nature, is predomihabhehavioral‘the intensity of an individual's
participation in and connection with an organizatis offerings or organizational activities, which
either the customer or the organization initiatesfirthermore the authors deem ‘customer
engagement’ as too narrowly defined since exclystespects and potentials customers; in an
online context also consumers, not only payingamsts, are able to interact in conversations and
exchange of ideas, hence propdsensumer engagement’ which includes also prospaats

potentials customers as focal subjects.

Drawing from the extensive researches on engagearghtustomer engagement, spanning from
social sciences to management disciplines, Broda. 2011, p. 260) propose five fundamental

propositions to define the conceptual domain of CE:

“(1) CE is a psychological state that occurs by uartof interactive, co-creative
customer experiences with a focal agent/object. (@agbrand) in focal service
relationships. (2) It occurs under a specific sdt apntext-dependent conditions
generating differing CE levels; (3) and exists aslymamic, iterative process within
service relationships that co-create value. (4) @&ys a central role in a nomological
network governing service relationships in whicthest relational concepts (e.g.
involvement, loyalty) are antecedents and/or couseges in iterative CE processes.
(5) It is a multidimensional concept subject to antext- and/or stakeholder-specific

expression of relevant cognitive, emotional andiehavioral dimensioris

The proposed conceptualization by Brodie et al.1{20can be accounted as the most
comprehensive ‘customer engagement’ definitiornm ltterature; the proposed definition portrays
the relevant dimension decontextualized, implenngntiorganizational behavior literature
‘cognitive’ ‘emotional’ ‘behavioral’ dimensions, and goes beyond the mere behaviopacts

comprising also the psychological one.
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4.43.1. Onlineinteractions
The online environment consists in a powerful tqesht, where many touchpoints can be
expressed; several times marketing scholars hameected this touchpoint with the concept of
interaction. Brand sites which promote greaterradvity have showed to increase brand learning,
thanks to a better process of information assimoilatand a relevant role in the formation of
cognitive and emotional bonds with their users,fulséo reduce tonsumers’ psychological
barriers associated with the intangibility and penced risk of service brants(Dou &
Krishnamurthy, 2007, p. 203).

Merrilees (2016) proposes a reassessment of tleeaativity concept; based on Ghose & Dou
studies on internet presence sites (1998) theledefines eight fundamental interactive functions
which are re-ordered to follow the three of thetomger journey (Merrilees, 2016, p. 404) (table
10):

* choice help (search process)
* online deals
» online ordering
e customer support
* multi-media (pre-, current, or post-purchase)
* entertainment (pre-, current, or post-purchase)
* market research (pre-, current, or post-purchase)
» online communities (pre-, current, or post-purchase
However given the online touchpoint those intemwi don't have to categorically follow each

other and allow experiencing them concurrently.

4.4.4. Consumer Brand Engagement

The present study relies on tle®nsumer brand engageme(®BE) concept developed by
Hollebeek (2014) (Table 4Build on the wideengagementesearch, the CBE concept addresses the
specific two-way interaction between a focal ‘cusér’ and a particular ‘brand’ conceptualized as
“A consumer’s positively valenced brand-related @bgyn emotional and behavioral activity

during or related to focal consumer/brand interacis” (Hollebeek, et al., 2014, p. 6).

The complexity of the engagement concept arises ftioe interactive experiential nature that

characterizes service relationship. Specifically @BE, it occurs between a customer and a brand
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in service relationship, thus requires firsthandpeziences (Hollebeek, 2011). Despite its
multidimensional nature, the behavioral dimensi@s lominated the literature; engagement is
described principally by specific customer activigpes or patterns; customers are able to engage in
a variety of activities that go beyond the merechasing behavior and as such, include specific
customer pre-purchase and/or post-purchase beba(@og. word-of-mouth, recommendations,
cross-buying, and active voice/complaints), aimedteengthen their relationship with the brand
(van Doorn, et al., 2010). CBE is thus consideretié a better predictor of these loyalty-related
behaviors beyond purchase than other more popubaketing concepts like e.g. quality or
satisfaction (Bowden, 2009; Patterson, et al., 26@flebeek, 2011).

The Service dominant logic on which CBE is foundeudlerlines how specific co-created value
originates from peculiar interactions in focal segvrelationship context; even if is not possilde t
detect a priori the intent to co-create value, iysequence of focal interactive experience specifi
co-created value emerges. This said engagemertiaiacterized by specific cyclical, iterative
dynamics; engagement relational consequences niaypcexo act as antecedents in subsequent
engagement processes (Brodie, et al., 2011). Cestengagement should be intended as residing
on a continuum, ranging froormén-engaged’‘marginally engaged’, ‘engaged’, ‘highly engaged’
(Brodie, et al., 2011)

Accordingly to the wide research on engagement GR#oposed as multidimensional; specifically
for this construct the authors propose three dimess drawing from the generic dimensions of
engagemest presented in the previous section, namealggnitive processingaffection and

activation.

4.44.1.  Cognitive processing
Cognitive processing is defined as the level ohtreelated thought processing and elaboration that
rises when a consumer interacts with a specifind(&lollebeek, et al., 2014). Similarly, Hollebeek
(2011b, p. 565) conceptual analysis of engagendamitifiedimmersionas cognitive dimension of
engagement, which isa“customer’s level of brand-related concentration garticular brand
interactions, and as such, reveals the extent dividuals’ cognitive investment in specific brand
interactions. The study reported from the interviewees sensatiof beindimmersed’‘engrossed

in” or strongly'focused on'with their highly engaging brands.
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4.4.42. Affection
Affection corresponds to the consumer’'s degree afitiye brand-related emotions invested in
specific consumer/brand interaction (Hollebeekalet2014). Previous research propopedsion
as affective dimension of engagement (Hollebeel, 1B0 p. 566); the consumers interviewed in
regards to their highly engaging brands all rembrtrong positive sensations like being
‘passionate ‘obsessedand also feeling pridé of being associated with and/or while using the
brand.

4.4.4.3. Activation
Activation implies the customers’ level of energjfort and time spent by consumers on a brand in
a particular consumer/brand interaction, togethién the time/effort dedicated to publicly sharing
their affection towards different channels (Holleke et al., 2014; Hollebeek, 2011b). This
dimension represents the willingness of a subjecuridertake various behaviors, that extend
beyond the individual transaction, already examiimethe marketing research, like word-of-mouth

and customer recommendations (van Doorn, et alQ0
4.5. Experiential marketing

The increased attention received by customer oglshiip philosophies, underlines the fundamental
importance of monitoring the different experientleat originate from the increasing number of

touchpoints available to companies (Gentile, et 2007); experiences and relationships share
together the requirement of interaction among thigests and objects involved in the exchange to
happen (Fournier, 1998) (Gentile, et al., 2007).

The crucial role of experiences in consumption haen widely investigated in the consumer
behavior literature for their critical role in déifentiating the offering in a competitive marketgla

(Schmitt, 2011; Prahalad & Ramswamy, 2004; Genéteal., 2007); the rise of the experiential
approach (Holbrook & Hirschman, 1982) has openpidi for further research, though a niche of
scholars already recognized that the evaluatioa pfoduct could also stem from the meaning

imbued in products, and not only limited to thaingible attributes (Levy, 1959).

The development of experiential theories in manrgthas brought in the last two decades to a
flourish research stream, which led to the creatibtwo distinct concepts, too often conflated in
the literature: experience industry, and experiegmmnomy (Nilsen & Dale, 2013). The experience

industry (primary sector) is composed of compamemstitutions where the economic activities
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are oriented towards the production of experienodgrwise the experience economy (secondary
sector) should be seen as a broad process, wheratdgration of experiences is able to imbue

value to all kinds of products and services (Nil&bDale, 2013).

4.5.1. Theoretical foundation of experience

Many scholars have attempted to propose a genefiaittbn of experiences (Sundbo & Sgrensen,
2013) (Schmitt, 2011), that could help to undemdtdnir role in the business practice; first ofitll
is crucial to understand that experiences are ahpdygical phenomenon, given their mental and

corporal nature (Jantzen, 2013).

In the "Handbook on the Experience Econdrdgntzen (2013) analyzes experiences drawing from
a variety of psychology research; based principatiyolistic psychologywhich views experience
as a non-reducible whole of immediate feelingssqeal dispositions and structural realities, the
conceptualization also benefitsrafdical empiricismcognitive scienceandAmerican behaviorism

In the framework, experiences are characterizedrbynherent and dynamic tension between the
here-and-now dimension and the development andajeng experiences in the past, present, and
future; experiencing it is thus seen jointly @scoherent structure of present sensing and feeling
informed by past experienéesnd also as a specific structure by making us aware of ttiech

sensing and feeling and by questioning the valiofifyast experiencé¢Jantzen, 2013, p. 146).

Every scholar who has undertook the study of erpegs remarks how the complexity of the
phenomenon cannot be entirely explained by the Isilfgmglish word because of a linguistic
subtlety; most of the times these researchers thaebenefitted from the use of the German words
Erlebniss and Erfahrung (Sundbo & Sgrensen, 2013; Schmitt, 2011). The afsthe German
language helps to unravel experience nature whatdrs both to a cognitive dimension regarding
the past, and the ongoing perceptions and feebhtfee here-and-now (Schmitt, 2011)

The multidimensional nature of experiences, comgdgecognitive, senses and feelings gives birth
to crucial consideration in their application ireticonomic practices. Experiences are generated by
consequence of interaction between consumers amdcdimpany proposition; stemming from
people interactions with the surroundings, expeesnhave to be considered situated and
subjective; they are mentally and physically sigaifit, driving our attention and increasing
awareness. Experiences are psychologically conmmpleging from instantaneous emotional changes
to wide memory of past events, and are foregroenchéaningful moments in the ordinary life
(Jantzen, 2013).
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4.5.2. Experience in Marketing

As previously introduced, the work from Holbrook Birschman The Experiential Aspects of
Consumption: Consumer Fantasies, Feelings, and” Hi882) was pioneering in theorizing
experiential aspects of consumption (Verhoef, et 2009); experiential consumptiorhas a
phenomenological nature accounting consumption asibgective state of consciousness, were
symbolic meaning, subconscious process, and noalvedgs have a high incidence on behavior
(Schmitt, 2011). The article hence underlines tiedeviance of emotional components in
consumption to support the traditional informatfmoecessing perspective of consumers (Holbrook
& Hirschman, 1982).

In the experiential stream of research, the stufieea Pine & Gilmore (1998) on the ‘experience
economy’ represent a stronghold for experiencearebein marketing. The authors propose
experiences as a new emerging economic offerndistshable from the traditional commodities,
goods, and services; from their point of view, gitlke increasing commaoditization of products and
services, the only possible source of differerdiat@nd competitive advantage is through the stage
of memorable experiencéisat engage individual on a personal way (PineignGre, 1998). These
experiences can be catalogued into four broad caesy Entertainment, Educational, Esthetic, and
Escapist (Pine & Gilmore, 1998).

Taking stem from experience econonsyudies, Schmitt (1999) introduced the concept of
‘experiential/experience marketing’. The shift tods a new type of marketing theory was
considered necessary given three relevant develoigsmieappening in the broader business
environment, that are strong today like they werfey&ars ago; the increasing use of information
technology, the supremacy of the brand, and thquitlyi of communications and entertainment,
have made traditional product-oriented focus undble&apitalize on the experiential economy,
given its customer-oriented nature (Schmitt, 12d%;1).Experience marketing is thus defined as
“any form of customer-focused marketing activitgttbreates a connection to custonigiSchmitt,
2011, p. 63); in this holistic view, experiences eaise from interaction with: products, packaging,
communications, in-store interactions, sales mfatiip, and events. Hence Schmitt (1999)
proposesfive strategic experiential modulesensory experiencdSENSE) affective experiences
(FEEL), creative cognitive experiencg3HINK), physical experiences, behaviors and lifestyle
(ACT), andsocial-identity experiences from relation to reface group or culturdRELATE).
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Considering the exponential increase of contaattpdietween a company and its customers, also
Gentile et al. (2007) underline the necessity tanimoo the many experiences that rise from the
different interactions which consumers are ableiridertake with the company. As noted by the
authors, the whole experience stream of researcblajged subsequently to the Pine and Gilmore
work (1998), is based on the renewed way to loaoasumption, which has to be seen aslsstic
experiencebetween gerson- the authors underline the opposition betwpersonandcustomer—

and a companyl/its offer (Gentile, et al., 2007)isTNiew overhaul the precedent theory from Pine
and Gilmore (1998), where value was generated fstagingmemorable experienceand looks
more towards a value that arises from consumergeating their own unique experiences with the
company (Prahalad & Ramswamy, 2004); in this petspe the companies do not sell the
experience itself, but provide the tools and catstéixat can be employed by consumers to co-create
their own experiences (Caru & Cova, 2003). Drawfrgm a comprehensive research in the

experience field, ‘customer experiencetonceptualized as:

“The Customer Experience originates from a settefactions between a customer and
a product, a company, or part of its organizatiamhich provoke a reaction. This
experience is strictly personal and implies thetaoer’s involvement at different levels
(rational, emotional, sensorial, physical and spial). Its evaluation depends on the
comparison between a customer’s expectations amd stimuli coming from the
interactions with the company and its offering iarrespondence of the different

moments of contact or touch-point&entile, et al., 2007, p. 397)

The definition by Gentile et al. (2007) proposesdtidimensional nature of customer experience,
and suggests the existence of six distinct dimassitoth rational and emotiongbensorial,

Emotional, Cognitive, Pragmatic, Lifestyle, Relaa§y moreover it considers all the stages of
customer experience: pre-purchase, purchase, astgpoprchase experience (Davis & Longoria,
2003), and underlines the importance of measurioth kprior expectations and the actual

experience.

From the great variety of studies developed on eapees, the increase relevance of brands has
brought to the theorization drand experiencéBrakus, et al., 2009). Brand experience risesfro
the necessity to focus more on the experiencesiged\vby brands in contrast with the existing
research on utilitarian value regarding: producpegience, service shopping experience, and
consumption experience (Brakus, et al., 2009)hénarticle Brand Experience: What is it? How is
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it measured? Does it affect loyaltythe construct is conceptualized asubjective, internal
consumer responses (sensations, feelings, and tmog)i and behavioral responses evoked by
brand-related stimuli that are part of a brand’ssign and identity, packaging, communications,
and environmentg(Brakus, et al., 2009, p. 53); adopting a consuperspective, and through the
use of qualitative and quantitative research, tita@s have identified four experiential dimension:
sensory, affective, intellectu@ndbehavioral(Brakus, et al., 2009) (table 5). Due to the absesf
therelational dimension, the brand experience construct has teésed by Nysveen et al (2013);
through a study on the service context the authmypose and confirm not only the existence, but

also the high relevance of thelational dimension (figure 4).

Sense Feel Think Act Relate
Holbrook and Hirschman (1982)  Sensory Emoticnal — Activities {Symbeolic)
Holt (1995) — Emotional Cognitive — Social world
Schmitt (1999) Sense Feel Think Act Relate
Pine and Gilmore (1999) -— Emotional Intellectual ~ Physical —
Mascarenhas et af (2006) — Emotional Intellectual — Social
Gentile et al (2007) Sensorial  Emotional Cognitive Pragmatic, Lifestyle Relational
Verhoef et al (2009) — Affective, Emotional  Cognitive Physical Social
Brakus et al (2009), Sensery Affective Intellectual  Behavioral —

lglesias et af (2011)

Figure 4 — Experience dimensions (Nysveen, et &013, p. 409)

Drawing from the literature review here reportedeaperiences in the business practice, rather than
view experience as a new economic stage, like Bimge Gilmore (1998) proposed, it is more
appropriate to talk about experiences as a newepdrto market product and services (Schmitt,
2011). Central in the construct of customer experels its holistic nature which encompasses all
the touchpoints between the company and the consuoo#h online and offline (Dunn & Dauvis,
2004); moreover customer experience construct revisalf as a new tool to create value for both
the company and the consumeustomers appraise their experience with respedstperceived
contribution to value-in-use -the customer’s fuoctl and/or hedonic outcome, purpose or

objective that is directly served through produetisce usage(Lemke, et al., 2011).

In this conceptualization touchpoints acquire anisigant role; through the touchpoints customers
are able to evaluate the company/brand, giventtigatustomer perception of the service quality
has been proven to arise from a combination ofr@ial the actual experiences of the delivered
service at contact point (Boulding, et al., 1998@reover the correct management of the totality of

the customer experience through touchpoints caougage loyalty (Pullman & Gross, 2004).
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45.2.1. Servicesandretailing
Experiences have found their way also in the netaifield, as proven by the special issue of the
Journal of Retailingon “Enhancing the Retail Customer Experience” @0Werhoef et al. (2009)
re-propose the mentioned above definition by Gerdil al. (2007) of customer experienaad
integrate it by highlighting the holistic nature @fstomer experience and acknowledging the effect
of experiences on customer cognitive, affectivep@onal, social and physical responses towards
the retailer; in their perspective experiences lbargenerated by both the elements controlled and
those that are uncontrolled by the retailer. Mosgaustomer experienammprises all the phases
of experience (search, purchase, consumption, ti@dsale) on multiple channels (Verhoef, et al.,
2009). The authors identify seven determinantscfiqaoints) of customer experience: social
environment, service interface, atmosphere, passortment, channel, past customer experience; it
is also acknowledged the relevance of both physicel digital channel and the presence of
moderators such as consumer goals and relatedetaathtext (Verhoef, et al., 2009) (table 8).
However in the article experience is only vaguaedgaibed as involvingcbgnitive, affective social

and physical responses to the retdileithout further investigation (Verhoef, et alQ@9, p. 32).

Also Lemke et al. (2011), drawing from a wide ramgexperiential studies, recognizes the holistic
nature of ‘customer experience’ in the retail eanment which encompasses the simple product
and service distinction, and proposes it as‘@iestomer’s subjective response to the holistiedir
and indirect encounter with the firm, including budt necessarily limited to the communication
encounter, the service encounter and the consummiountéer (Lemke, et al., 2011, p. 848)
(table 6).

45.2.2. Online Experience
Online channels have deeply changed the face ofetiad and service environment, and for more
and more consumers internet is now part of thdestyle (Klaus & Nguyen, 2013). The
development of internet features together with thereased interactivity brought by this
touchpoint, represent a flourish and interestirgdfifor customer experience; a great variety of
companies are moving many of their services onlieguiring thus to further investigate the role of

experiences in an online service context.

Different frameworks of the web experience havenbpmposed; in particular, the flow concept
developed by Csikszentmihalyi (1990) has receivedhrattention from researchers as a possible

way of defining the nature of compelling online expnces. In the study by Novak et al. (2000)
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flow is conceptualized as cognitive state expeeendy customers during web surfing
characterized by & seamless sequence of responses facilitated byhimeadnteractivity,
intrinsically enjoyable, accompanied by a loss @f-sonsciousness, and self-reinforcirfjlovak,

et al., 2000, p. 22); subsequent research followhiggconcept has confirmed and validated the four
fundamental antecedents, namelkill, challenge interactivity, and telepresencgHoffman &
Novak, 2009)table 9).

The relevance of the online touchpoint has alsectdfl the ‘brand experience’ stream. The online
context is characterized by richness of informatidgnamicity, and interactivity, with a high
information flow and technological innovation; img environment the real time interactivity allows
customers to engage with brand and other custoaderest continuously (Morgan-Thomas &
Veloutsou, 2013). ‘Online brand experience’ is sasnthe subjective response of the consumer
rising from the contact with an online brand, whictvolves multidimensional cognitive and
affective states unique to each customer; the rrakiogoal-oriented response together with the
emotional/affective processing of brand experienitas thus defined asa“holistic response to the

stimuli within website environmen{Morgan-Thomas & Veloutsou, 2013, p. 22)

In the online service environment Klaus proposes finline customer service experience’.
Compared to the offline context, online tools haighly increased the complexity of the shopping
experience (Klaus, 2013The shift towards the use of customer experiencgesgfies has been
triggered by the increased dynamic and interactigiire of the e-commerc@nline customer
service experiences conceptualized adhe customers’ mental perception of interactionghvei
company’s value proposition online. These mentatgmions in turn drive a set of outcomes,
namely benefits, emotions, judgments (includinggieed value) and intentiohgKlaus, 2013, p.
445) (table 7). In the construct are then iderdifteo main and eight sub-dimensions; one main
dimension is functionality, which is further expiad through five sub-dimensions: usability,
communication, product presence, interactivity, andial presence; the second main dimension
concerns the psychological factors and is furthgrddd into: trust, value for money, context
familiarity (Klaus, 2013).

4.5.3. Touchpoints

As previously described, customer experience thiemiys at the totality of the interaction between
the consumer and the company offering; the liteeatiefers to touchpoints as critical for the
developing of experience, and positions them inctr@inuum of the customer brand relationship.
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Touchpoints can be defined as any point of inteyaghterface (human, product, service,
communication, spatial, electronic interaction)tb& company/brand with and which makes an
impression on customers over the course of difftemrstomers’ experience cycles (Davis &
Longoria, 2003; Dhebar, 2013). The touchpoints @seally divided in a multi-stage sequence
(customer journey) which follows the phases of ¢tbasumption cycle: pre-purchase touchpoint,
purchase touchpoint, and post-purchase touchpdmti$ & Longoria, 2003; Dunn & Davis, 2004,

Dhebar, 2013).

4.5.4. Experiential value

Thanks to the internet consumers can interact lréinds almost 24h, this means that firms have to
understand the importance of each and every encounter betwastomer and supplier, and how
together these encounters make a cumulative caniitoto co-created value(Payne, et al., 2008,

p. 93). Brands have to manage at their best evmrghpoint to ensure constantly a compelling
experience, able to provide the right value prapmsito the market; in this environment,
companies should look at their offer through a iserdominant logic (Vargo & Lusch, 2004;
2008).

Experiential consumption allows viewing at beha&ioactions not only as rational, but also

observing the emotional and sociological aspectarfsumer behaviors. But behavioral analysis
should go further the simple purchase behavioriacldde also what are the results of consumption
and usage. Personal experiences, unlike prodwsgreices, cannot be commoditized; the main goal
for businesses should be to support unique inferactvith every customer, and remind that every
touchpoint between firm and customer is place fthbvalue creation and extraction (Prahalad &

Ramaswamy, 2004).

Academics like Prahalad and Ramaswamy (2004) arbrétik (1999) looked into the concept of
user-value and where it arises, placing experiemtethe core of where the value arises; the
increasing number of touchpoints together with th@nging nature of the consumer-company
interaction calls for a redefinition of the valuee@tion process. Value is not embedded in the
service/product/brand by the company, but is geadrby the consumer with the interaction with

the company proposal.

Experiences rise from interaction, which represtrd operative dimension (how we use a
product/service), with the company touchpoints fiooh the reflective action of meaning allocation
done by the consumer during the interaction itSe#fer value is thus created as a result of the

38



interaction between what the product provides ardiwthe users bring in terms of their gdals
(Boztepe, 2007, p. 57).

Experiences as source of value are discussedrakb® iservice-dominant logic; as seen by Vargo
and Lusch (2004; 2008), the consumer is conceptdhlas co-creator of value whenever interacts
with the firm featuresThe customer is always a co-creator of val@€argo & Lusch, 2008, p. 3)
there is no value until an offering is used andesigmces and perceptions are essential for the
evaluation. The S-D logic foresees the rise ofvah meanings and evaluation about the company
every time a customer has an experience with anheffirm touchpoints, the encounter is not
anymore simple, but dynamic, interactive, and mamgs unconscious. This said value can be seen
as inherent in customers’ practices, the role eflibisinesses is to enhance customer practices in
order to extract the higher value possible fromtaumer experiences. Following the service-
dominant research, also the job-to-be-done perispertcognizes the relevance of experiences in
the creation of value; observed through the senens it is possible to understand how customer’s
acquisition of a service is driven by the necegsitget a job done (accomplish goals), thus sigftin
the focus from the exchange part to when the jolicomplished (Bettencourt, et al., 2014); the
goals determine the relative salience that prodnct retailer features (touchpoints) have for the
customers (Lemke, et al., 2011). This leads to aceptualization of value seen as context
dependent, given the inherently experiential natiireo-creation (Bettencourt, et al., 2014), where
the customers are able to evaluate what has me#oritigem.

Value can be created through consumer interactigwlaere in the system and at any time; when
the customers enters in contact with any of thehpaoints of the company, which generates a
positive experience, the company generates custbfeeme value the changing nature of the

consumer-company interaction as the locus of cat@ya (and co-extraction) of value redefines the

meaning of value and the process of value credti@®rahalad & Ramaswamy, 2004, p. 6)

As introduced in the previous paragraph custompeeence is a subjective phenomenon; through
the interaction with the company touchpoints, comsts are able to generate experiences which
have a main role in shaping and building the vahaeceived by the consumer. Historically
marketers have always looked primarily at the tatilan value of consumption; however the recent
experience studies have established its narrowaess suggest also a hedonic side in the
consumption process (Addis & Holbrook, 2001; Hotik& Hirschman, 1982). Based on the study
by Addis and Holbrook (2001), which recognized thastence of both utilitarian and hedonic
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consumption, Gentile et al. (2007) propose therdison between: utilitarian value and hedonic

value.

The same dichotomy utilitarian and hedonic has besived by Lemke et al (2011) in their
customer experience qualitgodel; given the subjective relevance of prodatditer touchpoints,
meaning arises from the evaluation of every feaflif®) through a goal hierarchy, which spawns
from utilitarian (concrete) to more hedonic (abstyayoals. The hierarchy hypothesizes a causal
link between the supplier offer proposition and ¢histomer expected outcome from the interaction;
expected outcome which is defined as value-in-abstfact goals)d customer’s functional and/or
hedonic outcome, purpose or objective that is diyeserved through product/service usage
(Lemke, et al., 2011, p. 849), while the supplieoduct/service attributes and performances
correspond to the embedded value (concrete gdalspdruff, 1997). Value-in-use, or the totality
of the experience, it is thus seen as utilitarf@donic or a mixture of the two, phenomenologinal i
nature, inherently processual, and varying oveetthrough the customer journey (Lemke, et al.,
2011).

4.5.5. Customer Experience

As we have presented section 4.5.2. experience has been examined in different contant at
various stages of the consumer life cycle, resgltm different constructs (e.g. retail experience,
service experience...); while most of these expedsmefer to specific phases of the consumer life
cycle or specific offerings, brand and customeregigmce similarly are understood to encompass
both context- and life cycle specific experiend€ban, et al., 2016); additionally brand experience
can be considered as the broadest experientialtraochgyiven that both customers and non-
customers are generate them (Nysveen, et al., 2013)

In the experience literature we have seen the osmsein conceptualizing experience along
multiple dimensionsthese experience dimensions include sensory-aféeatognitive-intellectual,
and behavior-and-action oriented componéri&chmitt & Zarantonello, 2013, p. 44); in additio
recent studies (Nysveen, et al., 2013) have prdvem environmental cues, social and relational
elements represent a distinct dimension separabed the others. These experiences are the result
of all the different consumer interactions withrarmd at various touchpoints (Brakus, et al., 2009).
Sensory affective intellectual behaviora] and social dimensions have been detected in the
literature both as marketing modules, which areeunthe control of the company, and as

consumer’s internal processes.
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4551. Sensory (Sense)
The Sensory dimension appeals to the five canomicam senses: sight, sound, touch, taste, and
smell (Brakus, et al., 2009). Stimulation which eats the senses is based on “cognitive
consistency/sensory variety” to elicit igxcitement, aesthetic pleasure(Schmitt, 1999; Gentile,
et al., 2007). Depending on the touchpoint thesgian be elicit differently, or some senses can be
not elicited at all, like in online interactions arfe only sight and hear can be triggered given the

computer mediated interaction (Dziewanowska, 2015).

In human-computer interaction reseaadstheticdias proven its role in influencing customers. The
concept has to be considered as bi-dimensionalposed by: classical and expressive aesthetics
(Tractinsky, 2004)Classical aestheticeegards the design cleanliness and balance amglained

by environmental qualitiesvisual clarity, order, legibility(Porat & Tractinsky, 2012, p. 242).
Expressive aesthetiédsom its part relates to the creativity and innoveress of the design and is
corresponds to thexisual richnesscomplexity stimulating novelty(Porat & Tractinsky, 2012, p.
242).

4552. Affective (Fed)
The affective component of the customer experigngelves the consumer’s affective system
generating moods, feeling and emotions linked éokitand; emotional experience is crucial for the
creation ofan affective relation with the company and riserfrthe different stimulus its brand or
products provide to the subjects (Gentile, et20Q7; Brakus, et al., 2009). Hedonic consumption
studies already focused their interest on deligepleasure and entertainment to the consumer with
the service/product itself being a mere triggerlfifaok & Hirschman, 1982). However it has to be
underlined that, when working on an internatiorals, the great differences between cultures can

alter how emotional-inducing stimuli affect consumgschmitt, 1999).

The most popular framework in the marketing literat to capture the customer emotional
responses to environmental stimuli is the PAD, tgexd by Mehrabian & Russell (1974), which
describes emotions as composed by: pleasure, §ransadominancePleasurerefers to the level

to which one feels happy, joyful, satisfied, or daand regards the likeability of the object under
observationArousal entails the degree of one feeling of being stitadaactive, or alert. Lastly
dominanceegards the level of one feeling in control anefte-act. Researchers have many times
guestioned if this dimension was more fitted torespnt an affective state or more a cognitive

reaction, given the difficulties of empirical stadito establish its independence from the two
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dimensions (Porat & Tractinsky, 2012). Studies lo& ¢oncept of flow, many times connected to
the intellectual experience in the literature (Raseal., 2012), confirm that dominance should be

investigated as part of the cognitive experience.

455.3. Intellectual (Think)
Intellectual experience represents thinking andscimus mental processes (Brakus, et al., 2009);
this intellectual dimension aims to engage custenyasshing their creativity and/or creating
cognitive, problem-solving experiences. Througlpgse, intrigue and provocation, think is able to
target customers’ convergent and divergent thinkargl lead them into revising established ideas

regarding a product or mental assumptions (Schir#89; Gentile, et al., 2007).

The concept of flow already cited in the literaturepresent a useful tool to investigate the
intellectual dimension of experiences when disecugsinline brands (Novak, et al., 2000). Flow
dimensions is defined as the intellectual skillsassary to move between the different features of
the computer mediated interactiaski(l), the challenge that the environment providdsalleng8,

the actual sensation of being detached by the wuding (elepresencde and the rapidity in which
the digital medium is able to provide answers axgtete commandsnferactive speed(Novak, et

al., 2000).

455.4. Behavioral (Act)

Behavioral experience comes from the practical @ctdoing something and comprises the
cost/sacrificedimension (Brakus, et al., 2009; Lemke, et al1,130It includes, but is not exhausted
by, the concept ofisability andcustomizationobserved over the totality of the product lifecley
stages. The concept ofsability has found much following in the human-computeeiattion
literature on design and activities as a tool taleate users’ ability to accomplish their tasks
efficiently (Porat & Tractinsky, 2012). In retatbntext should also include the variety/choice
(Lemke, et al., 2011).

Drawing from cultural consumption studies (Arno&@dThompson, 2005; Mccracken, 1986), act
experiences present alsdifastyle component given that behaviors are able to affiomficm the
users’ system of values and beliefs; tliestyle component has been proposed as separated by
Gentile et al. (2007), but most of the time intégdain the behavioral experience by the scholars
(Schmitt, 1999; Nysveen, et al., 2013).
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4555. Relational (Relate)
Even thus the relate dimension contains aspectallothe precedents, it goes beyond the
individual's internal dimension, relating the intlual to something outside his/her persona
(Nysveen, et al., 2013). Relate experiences invtiieedesire for self-improvement, the need to be
perceived positively by others and being connettea broader social system, through a sense of
belonging or distinction (Schmitt, 1999). Relatibegperiences are the one where use/consumption
can be made together with other people or whereodupt/service is at the core of a common

passion which may lead to the creation of a commg@entile, et al., 2007).
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5. Theoretical Framework

The structural changes happening in the market tiee opportunity to deepen the customer
experience relation with customer brand engagenidm@.increasing number of services available

through the web 2.@hapter 1) highlights the potential of the market.

The online environment has changed the way in wbictsumers develops relationship and interact
with their brands in the videogame market. In thi®lving context where the competition is
constantly rising, the management of brand loyatig become crucial to avoid loss of customers
and high expenses on advertisirsgdtion 4.2. The concept otonsumer brand engagemesnt
theorized in the literature, whit its role of inflacer on brand loyaltyséction 4.4, proposes a
bridge to fill the void many times raised by loya#ttudies on how customers develop true loyalty,
and not just repeat purchase behavieecfion 4.2.); engagement is deemed as a consumer
psychological process fundamental for the onlinetext to reach competitive advantage and
loyalty beyond reason (Roberts, 2005) as well asniechanism which allows service brands to
maintain loyalty among repeat purchase customess/@@n, 2009).

The thesis considers the role of customer expe®I(CE), as presented section 4.5.4 among
existing customers of the Steam social entertaitplatform, in relation with the affective state of

consumer brand engagement (CBE) dimensions repiorssttion 4.4.4.2

The intent is to examine the dynamic relationshepseen the two constructs (CE and CBE) in
order to upgrade our understanding on when, how,vamy, the different experiences influence
affection engagement toward a specific service brand, gthenrelevance for online brands to
maintain an active engagement (Morgan-Thomas & Wstmu, 2013). Based on the literature
review (Chapter 4), the concept of CBE is conceptualize as beingneoted, but distinct from both
experiences (Hollebeek, et al., 2014) and brandltpyBowden, 2009).

Drawing from the literature reviewséction 4.4.3 we can affirm that experiences have a crucial
role in the activation of the engagement psychchlgstate towards a focal object in specific
interactions gection 4.4.3.}, and by consequence affect loyalty through pwelend non-purchase
behaviors, however the way in which experiencescaf€BE dimensions is a field which requires
further studies. Engagement dynamics are charaetkby a cyclical and iterative course¢tion

4.4.4; thus engagement and experience can be seen resamtly following one another;
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engagement is built as a consequence of experiammksesulting in new experiences given the
rising of engagement.

Experience and engagement have been correlated tmaeg by scholars, but rarely studied
together. Through experiences consumers are abtievelop a state of engagement towards a
brand, a state which can be cognitive, emotionati/a behavioral dection 4.4.4 From the
literature review it is possible to notice haffection engagemerttas to be understood as a
motivational construct which pushes the consumevatds the brand in an emotional way;
experiences from their part do not necessarilyuishel a motivational state, but are the actual
sensations, behaviors, cognitions and feelingssaby interactions with the company (Brodie, et
al., 2011; Brakus, et al., 2009).

Both the concepts share similar cognitive, emoti@aral behavioral items which can be easily
identified and separated in a factor analysis (Mgsy et al.,, 2013; Hollebeek, et al., 2014),
however it is necessary to distinguish betweenexgeriential emotions from the affective state of
engagement; the client interactions generate anerexgial response which can be
sensorial/cognitive/emotional/behavioral/relatiofsgction 4.5.4, but overtime such experiences
are expected to generate additional mental prowgsdiout the CX itself, and increase engagement
with the brand (Malthouse & Calder, 2011).

The two concepts are relevant because part of dheological network of service relationships
where both have been many times connected withr otheional concepté&.g. involvement, brand

personality, loyalty) as antecedents and/or corseps.

The intent is to develop an analytical approackupport the empirical study on the relationship
between CX and CBE. The framework is based on tendation of the six dimensions that
compose CX and CBE. Subsequently, investigatedepia@re connected together to evaluate what
are the different dynamics between experience agdgement, and how Valve should manage the

brand experiential dimensions in order to creagedissired emotional level of engagement.
5.1. Structure

The proposed framework seeks to give an answéetsub questions proposedsection 2.1

How is affection influenced by Steam client sens&periences?

How is affection influenced by Steam client affecéxperiences?
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How is affection influenced by Steam client int#llal experiences?
How is affection influenced by Steam client behaViexperiences?
How is affection influenced by Steam client reladicexperiences?

Figure 5 presents the conceptual model built f@& tbsearch with the main variables and the
relationship among them. The analytical approadfuires a separate analysis of the six sub-
dimensions and the connection between the five @Xadfection dimension of CBE. Afterwards, it
will be possible to establish the challenges tla@heCX dimension involves in the activation of the
affective state of CBE for the Steam brand in tleéinéd interactions. Without the distinction
between touchpoint and interactions it would beasgible to explain the difference between the
affective state of CX and the affective state ofECB

Interactions

|
I
CX |
I
Sensory \i\
Affective || . LCBE
ﬁl\$
Intellectual
BaS
Behavioral //1//
Relational |
Vv
Choice help Multi-media
Online deals Entertainment
Online ordering Market research
Customer support Online communities

Figure 5 — Conceptual model and research hypothesis

5.2. Framework for Customer experience

Given the peculiar nature of tteient, the literature reviewsgction 4.5 has considered for the

study different theories from the experience fisldnsumption, brand, retail, service, and online
(Brakus, et al., 2009; Verhoef, et al., 2009; Lepdkteal., 2011; Nysveen, et al., 2013; Klaus, 2013;
Morgan-Thomas & Veloutsou, 2013; Gentile, et a0, Schmitt, 1999; Rose, et al., 2012). The
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clientis able to encompass many of the customer jouimsshpoints, thus create a great variety of
experiences from many interactions, making it ategic entity for the delivering of services. As
described insection 4.5.4CX are internal subjective responses (sensoryctaffe intellectual,
behavioral, relational) that originates from intgnag with any brand-related stimuli; moreover,
given the online nature of the brand, it must tekaccount the machine mediated interactions that
the customer is able to establish.

5.2.1. Sensory

The sensory Experiences occurring in virtual emviment are circumscribed; the computer
mediated context provides limited sensory stimafgtthis turns in fewer elements controllable by
Steam to elicit sensorial experiences. Online sesvlike Steam can rely uniquely on sight and
hearing to elicit sensorial experiences in thegtomers (Dziewanowska, 2015).

This study deems as sensory those experiences ahgehfrom colors, shapes, videos and sounds,
able to create a strong impression/appeal on te®er during the client utilization and generate

sensations of aesthetical pleasure, excitemeigfazton.

5.2.2. Affective

Both the literature from experience and engagenpeopose affection as a dimension in their
framework. The thesis sees the emotional experiaa@n ‘output’ generated by the features of the
client. The social/entertainment nature of Steankewait highly connected with what in the

literature has been identified as hedonic conswongtolbrook & Hirschman, 1982).

Affective experiences are viewed as the emotiorspda and feelings connected with the Steam
brand. Through the use of the PAD framework (pleasuousal-dominance) it will be possible to

appraise the different level of emotional respasfsie client.

5.2.3. Intellectual

The highly interactive nature that the virtual eowment is able to provide is deemed to affect
customers on a cognitive level. To recall, the floencept, with its analysis on skills, challenge,
telepresence and interactive speed, allows explitihe intellectual dimension of experience
(Rose, et al., 2012).
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An experience is intellectual when it challenges ¢hstomer skills to move in between the features
of the client, provides a sensation of being detdchy the surrounding (telepresence), and the

customers’ perceived rapidity of the Stealentin providing answers and execute commands.

5.2.4. Behavioral

The behavioral dimension has been presented aseties of action that the customers have to
undertake to interact with the brand, and compis®k the action to accomplish something and a
way for customers to signal adhesion to certaiuesglwhich Steam represents in the gaming

society.

The study views an experience as behavioral when diwstomer appraises the usability,
customization and convenience of tieent; the presence of the online retailing part requales
considering the assortment/chose variety of gamesept on the storét also regards those actions

which allow the customer to affirm his personalues.

5.2.5. Relational

The relational dimension refers to those experiengbich allow the customer to relate, during
brand interactions, whit a broad social contextigérs. The thesis considers relational experiences
those which allow the customer to increase theisagon of being part of a community and not left

alone, favorite customers interactions and alloaieddoonding with other users.
5.3. Framework for Customer Brand Engagement

The literature reviewsgction 4.4 presented CBE as a motivational state of theoousts, which
comprises cognitive emotiona] and behavioral dimensions, related to focal customer/brand
interactions which occur in a specific context. \Wilke interactions happen online the brand gets
personified by the client designed to personify brand. The level of engagement has to be
evaluated on the eight interactions that custornarsundertake with online brands presented in
section 4.4.3.1

5.3.1. Affection

Among the three dimensions, the study seeks tcstigageaffection which regards the degree of
positive brand-related emotions invested by custermespecific interactions. When customers are
motivated to generate positive emotion and feelifggg. happiness, joy...) for the brand and its

interactions, they have to be considered as enmaitjoengaged.
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5.4. Criteria for analysis

With presented frameworks of the two selected cpiscehe thesis seeks to unravel the dynamics
that rule the interactions betwebrand experiencand theaffectiondimension ofcustomer brand
engagementWe learned from the literature revieshépter 4) that experiences are the source of
engagement. Given the complex nature of experiethtese have been categorized into five main
dimensions, in order to be better investigated;agegent from its part is considered as a new
innovative concept to explain and analyze custonagtitudes and behaviors. Bearing this in mind,
the thesis seeks to develop a more comprehensplargtion about the rules that connect the two
concepts. It will be possible to define the begbexiential strategies to be applied on the client

necessary to reach the desired affective engagestatat

5.4.1. Customer experience influence on Affection

The thesis develops a more comprehensive explanatiothe different ways in which the five
customer experiences influence the affection engagé The investigation will firstly outline the
five dimensions of customer experience on the tlismbsequently the affection engagement state
will be delineated in the different interactionsadable on the client. Once the two concept will be
delineated it will be possible for the study toawel how in the Steam case, the client experiences

are able to influence the affection engagementhehrand.
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6. Analysis of the case

The present chapter presents the empirical anadyslse collected interviews. The answers of the
three subjects are gathered together under thgtmahframework developed isection 5.1

The framework is developed in order to discoverdtiterent effect that the customer experiences
have on the affection state of consumer brand esrgagt. The assessments are based on the
interviews produced with three steam customers éggeendix 2, 3, and 4 for the interview
transcript).

The sample has been visually reported in the thldelow, presenting demographics and gaming

habits, using letters A, B, C instead of their re@ines to ensure the anonymity:

Years Games Number of Hour;nspent gZﬁraeggr?re g';\labmcgs
Age | Sex| Country | Education of purchased |atf Jclient id owned
aming | (avglyear) platforms/clients | videogames on
9 (avg/week)
steam
Al 23| M Italy Bachelor 10 4 3 20+ MOBA/ 26
FPS
B| 21| M Italy Bachelor 12 15 5 20/30 | FPS/IRPG| 40
i mmorpg/ | 47
cl 27| M| raly H'hgh 18 10 3 20+
school MOBA

All the three informants are males in between wenty and thirty years old. All the informants are
Italian, with two of them in their academic studasd one which after the high school decided to
move to London for work, and now is still workingthin Italy. They are all assiduous gamers,
around the 20 hours per week dedicated to gamimay (teported to play at least once every day)
since the young age, with more than 10 years ofjeifeetween different platforms and devices.
They are economically independent and, besides(Apevhich stated to buy around 4 games a
year, the other two are more active in the purchasih more than 10 per year. During the briefing

it was possible to gather knowledge about the nurnbgames owned on the Steam platform.
The sequent list is made in order to trace backdfe¥ences in the appendixes:

* Respondent (A): appendix 2
* Respondent (B): appendix 3
* Respondent (C): appendix 4
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6.1. Assessing customer experience

As a first step for the study to discover the eigwial challenges which influence affection
engagement, this chapter seeks to evaluate custow@nions about the different experiential

dimensions of the client.

The following sections present separately the ecasteexperience of the steam client, applying the
analytical framework developed section 5.2 CXs are internal subjective responses (sensory,
affective, intellectual, behavioral, and relatignt#lat customers generate when interacting with
selected brand-related touchpoints. Based onghbigjon 6.1.1establishes customer perception of
the sensorial experience provided by the clié®éction 6.1.2 evaluates customer affective
experience generated by the clieBection 6.1.3assesses the customer intellectual experience
provided by the clientSection 6.1.4presents the customer behavioral experience prdviy the

client. Lastlysection 6.1.%explains the customer relational experience pexvidly the client.

6.1.1. Perceived client sensorial experience

On a chromatic level all the subjects feel thahgsa dark background with relevant information
highlighted in lighter and brighter colors give thggromptly the right information, but only in the
shop ‘mentre lo sconto in verde fosforescér{®-p.74) “mi da soddisfazione di vedere in bello...
verde il 75% che risalta(B-p.96).

However one of the respondents notes that a ntdrambackground, since it grades from a blue to
dark blue, does not allow to receive the totalityrdormation in the best wayc"e qualcosa che
non quadra, forse la sfumatura tra il blu scuro afto che si schiarisce in bassd(B-p.87);
Respondents feel that no clear chromatic distindiias been made to differentiate the information
“senza una netta distinzione cromati¢@-p.103) , one in particular specified how linkslored in
light blue and grey on a blue screen are not easgdad hon sono abbastanza evidenti le scritte,
vedi azzurro su azzurro € una cosa che un po' mfiocaé (B-p.88) and that certain colors should
be used only for specific type of informatiobdsterebbe un po' soltanto cambiare soltanto il
grigio” (B-p.87); this could be because, as reportedrmtleer respondent, grey is usually matched
with less important information, like the price bef discount Beh, il prezzo in grigio, cancellato,
che si vede potfA-p.74).

The font size is not always clear; while they netene crucial information are big enoughi“da
soddisfazione di vedere in bello grah@B-p.96), they all find, and | was able to notidering the
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interview, that some relevant links are undersizibé; respondents spend a great deal of time
detecting link that they deem relevant, like theere and overall reviews or customizations
commands rhmm.... pure scritto in piccolo, manco l'avevo maato... boh si € un po' vag(C-
p.109).

All the customers have noted the absence of arg édrsound alert, which make them feel as they
were losing relevant information, also based oniauekperiences easily findable among
competitors or look alike softwar€"e overwolf, che e figo, gello ti avvisa e Uti{&-p.75) “...non

mi hanno mai stuzzicato. Nemmeno per i messagmersiment&(C-p.102).

The client design in general is not appreciategeeislly the library is considered borindgg*®
libreria € molto meno sviluppata graficamente... .. rigegta’(A-p.74), though it is considered
functional ‘da un punto di vista logico analitico mi soddisfer e informazioni che mi da, & solo
che é un elen¢dB-p.97), while other pages felt more like a tigi forum on a browseA! di la del
fatto dell'estetica old school, da forum vecchidada(C-p.105) ‘mmm si questa cosa laterale mi
ricorda facebook (B-p.88);

The absence of any original aesthetic is felt atrasgesearched in order to confer more clarity and
order ‘penso che I'abbiano fatto, non dico brutto, pertngkce apposta(A-p.76) “non lo trovo
molto originale. E' standard(B-p.91), without however reaching it becausethe end it results
confusing Beh se lo stile & quello confusionarid ¢€-p.103). The overall design is felt as ancient
and anonymousmi sembra un po' antico... non lo so perché...gawgente anoninidB-p.87), and

the many information designed in the same way laysgl in all the different pages, do not help for

the general ordertfoppe informazioni inutile... sembrano tutte ugué-p.103).

Especially a respondent noted how Steam, takingratdge from the logo and name, could have
implemented some special effects and original gecaptsai cos'é e il fatto che non e troppo

futuristico, l'impostazione, se avesse avuto uit® gitl steampurik(B-p.96).

6.1.2. Perceived client affective experience

The great interactivity provided by an online topaeimt like the Steam together with its intrinsic
utilitarian nature perceived from the interviewpgosite to hedonic brands), does not allow making

a clear and accurate differentiation between tfexafe experience and affection engagement.

Moreover, given the great novelty of the engageraadtexperiential field the questions formulated

were not able to allow the respondent to express tmotional experience. After the interview

52



were analyzed, it was noted how the respondentg \able to express their emotions only in
regards of the motivational force they were feeliagd thus the affection engagement state, which
they invest towards the brand; in light of thesifialilties the influence of affective experience on

affection engagement has not been investigated.

6.1.3. Perceived client intellectual experience

The skills necessary to navigate through the clanatconsidered available to everyohe ‘skill
penso di averle, anche perché non ne richiede teosd’ (A-p.77) “non ci vuole un genio, ne uno
che studia ingegneria aerospaziale per usar(B-p.89) “beh le mie di sicuro sufficienti ma
comunque non credo che sia complicato anche pemegari € meno skillato(C-p.104). They
acknowledge the fact that to discover how to usevthole features properly it would be necessary
some dedication, however always within their reddbare Steam alla perfezione é facile... se io mi
mettessi un mese a studiare Steam lo userei altteziené (A-p.78)". However is actually
consider a problem if the amount of skill needediMddoe higher e io non fossi in grado di usare

Steam sarebbe un problema per Ste@wnp.77)

If any challenge was ever present in the relatignbbtween the customers and the client, it was in
the first period of usage, when the client wag stihsidered a new technology. At the present time
all the respondet agree that in general the ctieesn’t provide a challendeomporta una sfida...
...raramenté (A-p.78), it is easy and pretty straightforwardNo non ti devi impegnare, € bello
diretto’ (A-p.78) “é sempre stato facil€B-p.90). One customer compared the challengeigeal
from steam to the one given by reading an arché&v@dgamente come un archivio alla fine. Ma
comunque bisogna sempre saperli leggere gli artliBdp.90). Minor defiances are deemed to be
surclassable with little if any help from the intet and with istinctNon ho bisogni di troppi aiuti,

al massimo cerco su interrie(B-p.90) “Non credo sia troppo semplice ma nemmeno troppo
complicato... e istintivgC-p.104).

All the customers showed a low level of telepresefit dimentichi magari di quello che ti
circonda, la stanza in cui sei... per quanto riguartavigare su Steam per nieh{€-p.105) and
actually felt that when it was necessary to opencifent interface during game it was disruptive of
any level of telepresence it was created by theegplayed &apre un altra schermata e li € un
casino percheé ti apre tipo sotto una serie di paginutili che magari si riconnettono al negozio,
poi mette sopra tutte le chat aperte, € un po'asing’ (C-p.102); while on the client they are very
concious of what is happening around them andithe that they are dedicatingé non sai cosa
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vuoi si. Se non riesci a trovare... ma € raro chentun riesca a trovare se sai gia cosa stai
cercando, se invece vai alla “voglio vedere quatbnti ci sono" gli sconti sono infiniti, se te li
vuoi vede tutti... vai... ti scrolli ventisette pagidi add on per ogni gio€qA-p.79). Moreover the
client does not give them the impression to be arew digital world for them Ti sembra di

accedere in un nuovo mondo? Nooo, vagamente anbBym90).

All in all the respondents are in agreement thatdpeed felt on the client suitable and in line for
software of its kind Decisamente rapida direi{A-p.79) “Ma su quello si, non c'é da dirgli niente,
tutto il rispetto, uno dei tdp(C-p.105), where delays are most of the timetegldo connection or
hardware problemsBeh se c'e qualche ritardo penso sia dovuto alopalla linea internét (A-
p.79). A little notice can be made regarding tharging of the videos, which one respondent found
not at the same level of the other functions wilbwsdownloading and reproduction of the
multimedia content Beh per esempio sui video non mi sembra molto &glpmwprio come si

comporta lo store, mi sembra lento e macchinosacgdere e riprodurre vidégB-p.90).

Mainly all the respondents feel the intellectugbexence as fluid, with low skill required and no
challenges, all supported by a high speed. Norfgedif detachment was detected; low level of
telepresence in millennials is supposed to arisenftheir familiarity with computer mediated
environments, and also given the appearance omérket of virtual reality which have for sure

changed the definition of ‘new world’.

6.1.4. Perceived client behavioral experience

The respondents found the client to bring a great df usability; defined as efficient to almost an
annoying level by some, considered its effectivenasfighting illegal downloading and hackers
“molto efficace, mi sta antipatico perché molti ¢ionon me li fa scaricare, perche & nato come
assicurazione per le crack dei giotlA-p.79). The client is felt as well ‘programmetiBeh si
tutto il sistema e fatto beh@A-p.80) and really useful given the disappeasaanttraditional CD on
the library “avere troppi giochi un po' mi disorienta, pero n®min problema suo, ma un problema

mio eheheh... nono non posso screziare steam cl@siente € utilissimidB-p.93).

Previously to the interview, during the briefinghie the respondents were navigating to the client,
the interviewer was able to note that not all thejects toke advantages of the customization
features; while customer (A) and (B) were using stendard visualization page for the library,
customer (C) preferred an alternative view; whemfromted with this different settings the

customers noted an improvement from the custonozdBeh si sicuramente adesso vedo il client
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in maniera piu soddisfaceritéB-p.91), and actually called for more of ib“vorrei sapere come e
piu facile personalizzare le impostazioni di grafidello storé (B-p.92). They feel that more
customization is crucial to filter the informatignovided by the clientBeh mi sembra un po' uno
spam di cose che non ti interessano... potrebbenoquillamente racchiuderle in un vide¢C-
p.106), which are considered unrelevasgrta di darmi tutte le informazioni subito, quandaeece
magari me ne servono solo due’t(€-p.106). The respondents not only feel thatdhstomization
characteristics are not enough but actually they aso clueless regarding what could be

customized and what notifio hon so neanche quanto sia possibile fgi@p.110).

The convenience of the client is deemed as indgpeitby all the respondentSi“convenienza
sicuramenté (B-p.92) “qualita prezzo... che poi i giochi su steam nortarus piu di 30€, almeno
che non siano appena ustifC-p.106) with a great availability of discourdad bundles of games
“gli sconti sono infiniti (A-p.79) “anche dei bundle dei pacchetti magafC-p.101); all this
despite the transpiring sensation that switchiognfa physical copy to a digital one brought much
more convenience to the producer than the ugEd“paghi 20/30 euro un gioco non fisico, anche
perche non credo che esistano CS:GO e Ark in cligiza. Cmq 30€ per una copia non fisica non
e pocd (A-p.8"); however this sensation is overcome bg fact that the client is free-of-charge,
and thus prices cannot be brought too down asgécgssary to maintain the whole Steam apparate
“anche perche tu lo paghi il servizigA-p.80). Moreover in the interviews respondemtany times
are able to connect season of year with typicabdesf high conveniencestmmer saléqA-p.82)

“era scontato per gli sconti invernaliB-p.58).

The peculiarity of saving time, compared to thegtal retail, is also valued, however sometimes
the respondents feel almost if they are losing @ plathe whole gaming experience, given the
absence of the ritual trip toward the shqpirha dovevi uscire e andare al negozio per comlprar

adesso con steam ¢ diver§B-p.92).

The client was found to provide a huge variety dfedent games offered, from most popular
“anche perche erano parecchi giochi di un certolwali (A-p.82), to maybe not so well know
games; but still, all this choice variety seemech&nper the quality of the cataloguando ti
dicevo tutti giochi brutti (A-p.76). Anyway there is the common feeling tivathis great offering
can also provide exclusive gamesi“steam invece ti compri il gioco cazzuto cha tidcire Steam

per il multiplayer, che ne so I' "Ark" di turno b"counter-strike" di turné (A-p.75). It is relevant
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to notice that every of the respondents have &t leae of the free-to-play games offered by the
Steam.

Respondent feel that Steam was imbued with a grélaéncing power on the definition of the type
of gamers they were, since it has been the firgtttoduce this kind of service to the market, and
thus being a milestone for digital retailers fodedgames pero € stato diciamo il primo online
market, la prima garanzia(A-p.75) “Steam € uno dei capisaldi dello shop online perquéindi
non si € mai visto un giocatore di pc che non alahmaeno un gioco su Steaif-p.80). It is also
highly connected to the indie lifestyle/category gémer ‘medieval warfare... € un gioco
indipendenté (B-p.88) “giochi esclusivi che ha solo Steam, ad esempioliqueie” (B-p.93),
which actually one of the respondent feel to hageome after many hours of gamin@uindi il
fatto di giocare a questi videogiochi alla fine aairatterizza un pochirigB-p.93). It is peculiar to
notice how one of the respondents connected Stsans with a specific nationality, the Russian “
Russi sicuramente giocano Steam ahahah{@&hp.107); this due to the fact that there isig b
community of Russians which is used to play pregame of the Steam library, like ‘CS:GO’

which recurs many times in the interview trans&;jjgind is a Steam exclusive.

The respondents perceived the behavioral experiehtiee client overall usable, but not highly

customizable. They perceive that through the cliems possible to save both money and time.
Besides peculiar gaming preference, average ggmecsive too big the variety of games available
through the client. Lastly all the respondents fdet the typical Steam user can be easily

identifiable.

6.1.5. Perceived client relational experience

From all the interviews transpired the sense tatugh Steam is possible to reach a high degree of
connectedness, due to the different ways in whiehdlient allows its customers to relate with
friends and the rest of the communitg ‘tomunicazione era abbastanza rapida. Devo dive €
stato parecchio utile avere la chat di stéafd-p.94) “magari non mi ricordo il nome allora vado

sul suo profilo e me lo trov@B-p.89).

It has not been found a rampant community feelipgrd essere in contatto istantaneamente con
tutti tutti non e troppo un vantagdi@¢C-p.107) ‘la community e un attimo che te la fai perche in
game becchi due persone amichevoli, le aggiu(dip.81). The respondents acknowledge the
possibility to rely on a broad and specialized grof customers (gamers), and the relevance that
these have on the brand or on their search prékessgh reviews Eccerto che € un vantaggio, se
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no... se no non si sviluppéA-p.81) “le recenzioni sono la parte fondamentale sostamzaaté
(B-p.93), however the high degree of connectedsess before does not allow to create strong

communities, at least not in every country.

The existence of a community so broad, with diffiénealues and gaming cultures, and even which
do not speak English or even use the same idiomss{&ns), does not create the create ideal
environment to develop social bondingeh si... E' facile che state giocando e a un cptioto ci

sta una persona che per qualche motivo gli dici §olarda ci sta la persona dietro uccidilo” glie lo
dici in italiano e ti accorgi che anche lui € itaho allora lo aggiungi su steam, cosi ci puoi
rigiocare..” (B-p.93). In the end the respondents are brotgbbnd only on a restricted level, with
the friends that they bring from the ‘real lifegther they have reached a level in which they are
using Steam only friends are connectdéal Community soltanto nel giro locale di persone pe
andare vedere anche loro come stavano messi gofei’t(B-p.93) “anzi diciamo che ormai gioco

solamente se so che giocano altri miei afm(iBip.81)

In regards of the relational experience of thentlitbe respondents does not consider it stimulating
They found it to improve a sense of connectednesmg its users. However this great connection
with the whole world makes the users feel somehast in the wide cultural background of the

many cultures and idioms, thus not developing aes@&h community, and social bonding, which is
mostly confined to the interactions with peoplesatty known by the respondents.

6.2. Assessing customer brand engagement

After having assessed how the different experiert@age been valued by the respondents, to
discover how this influence the affection dimenswhCBE, this chapter has to focus on the

interactions that customers are able to engageghrthe client

The following sections seek to evaluate the respotsd level of affection for the Steam brand in
the defined interactions available on the clieqiplging the analytical framework developed in
section 5.3 Affection engagement consists in the degree dfitpe brand-related emotions

invested by customers in specific interactions.

6.2.1. Customer affection engagement in brand interactions

The three respondents do not express a positieetafé engagement state for the brand in the
searching process. When they are asked aboutadhehg®y process available on client they are able
to connect to Steam only negative/neutral emotitdmsy found that using the searching feature on
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the client to find new unknown products it requireadjreat deal of time, thus resulting almost
annoyed or confusettioé quando una persona ha troppa scelta si tr@enpre spaesata e poi
non gioca a niente’.(B-p.91) “comunque ti annoia vedere una sfilza di settecgi@ohi inutili”
(A-p.76).

Overall it was not possible to reveal a positivee@ive engagement state towards Steam brand
when thinking about special offers. Even if onghefm affirms to be satisfied about them, and able
to remember the seasonal discount session in vii@giurchased precise gamegalibé a parte che
era scontato per gli sconti invernaliB-p.88), when asked about the deals it was |pbss$o reveal
a general sense of annoying and sluggish sensabecause of this they found that Steam deals
cannot really be appreciatedse’ invece vai alla "voglio vedere quanti scontisono... vai... ti

scrolli ventisette pagifigA-p.79).

The purchase of games on Steam is not able ta pbsitive affection engagement for the brand.
When pushed to think about the purchase proces&tes#fm they do show only neutral or mere
satisfying sensationssbno abbastanza soddisfatto che tramite questaapmama sia possibile

scaricare giochi indipendenti per p(B-p.88).

Peculiar are their emotions and feelings for Steagarding the customer support. Even thus no one
had really the need to use it, they anyway felt footable and content about it, and feeling like it
was always working behind the scene to make evierythiork smoothly Mentre se € un problema
un po' piu personale su account o cose varie uniéahaervizio clienti la mandi(A-p.83) “Mi ha

coccolato il fatto di non aver fatto nierit@-p.98).

The multimedia content offered do not create affbectin the Steam brand; when thinking about
videos and screenshots the respondents usuallpg$aaharoused or unsatisfiethdgari se ci sono
dei video che partono sono per pubblicizzare i giona non li vedo quasi niajC-p.103). lento e

macchinoso ad accedere e riprodurre vitléd-p.90).

The gaming through the client is able to elicityoslightly positive affection state for Steam. When
asked how they feel about using Steam for gamimy tlecognize to be satisfied in general,
however do not feel engaged.

When asked about surveys the respondents do redrgra relevant level of affection engagement
for Steam; they actually are ignoring or just ledtpass by different surveys because of low arousal
and passiori(greenlight)...questa funzione non mi € mai serditaisarla” (B-p.98) ‘sti sondaggi
non li faccio mdi (A-p.83).
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It isn’t possible to find any kind of affection eagpment for Steam through community
interactions. When asked about the community redpats rarely referred to the Steam community
in more than a passive way, being unaroused armd wadsatisfied by many characteristics, and
ending up to interact mostly with the limited sétreal life’ friends. ‘per come sono fatto io, no...
non partecipo alla community perché non piace tmppero leggere commenti e informarmii si
(A-p.81)“per la community poi diventa una cosa abbastangadiasa...” (C-p.106),

It is possible to establish that none of the thiemgondents can be considered emotionally engaged
with the Steam brand. After all only 1 of the 3p@sdent was found to express slightly positive
level of affection for the brand in customer bramigractions.
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7. Discussion

With our research question we set out to investigdtat affects affection engagement based on the
different customer experiential dimension availadlethe brand client touchpoint. Thanks to the
three staged interview (Granot, et al., 2012) it wassible to clarify the relevant experience ffiar t
activation of an affection engagement state. Is tthapter will be discussed the results of the

analysis and the patterns we have seen in relttitre theoretical framework froohapter 5.
7.1. The effect of sensory experience on affection

The analysis proved how the sensory experiencgtiei$ overall lacking. The respondents feel not
stimulated and actually confused by the extremefororation and disposition of all the

information.

The lack of chromatic distinction for example doest allow the respondents to find relevant
information in the searching process for new gargsn thus the chromatic experience regarding
deals is considered to a certain extent elicitihgs not enough to create a positive level of

engagement, especially for what regards species sariods.

Also the absence of any peculiar sound which cbelg them to ease the navigation on the client
did not allow the customers to actually develop ambtional engagement state for the brand. In
community interactions, where vocal chat are ragpb#coming the normality, the impossibility to
speak with friends makes customers feel as theg wessing a big part of the whole experience.

An aesthetic stimulation more inclined towards ¢laity and order instead of a more original style

make customers feel more like in an encyclopedia thsocial entertainment platform.

A low level of sensorial stimulation is found natitable to develop affection engagement in

customers.
7.2. The effect of intellectual experience on affection

For the Steam brand, respondents feel that low thakill, challenge and telepresence are positive
for the intellectual dimension. The analysis proveav the intellectual experience is felt as overall
favorable. The respondents feel no necessity obgsiple skills or challenges to interact with the
client, and actually believe that if more skill wdlbe needed it could be a problem for the Brand.
They do not feel any sense of detachment, whichherjob-to-be-done on the client would only
make them waste time, and thus ruin the whole expes. A high level of interactive speed is
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considered as crucial for the general functionalityhe client, thus essential and not perceived as
an advantage.

Even though the intellectual experience is feltfagorable for the client, is not sufficient to

affectively engage customers.
7.3. The effect of behavioral experience on affection

Usability, as speed, is considered as a crucialifedo the customer for the client experience and

thus taken for granted.

Respondents didn’'t notice relevant ways to custertiieir experience, which however they deem
as relevant for increasing their passion for thent! When invited by the interviewer to ‘play’ Wit

the customization features, during the briefingtlué interview, especially regarding the visual
experience, one of the respondent felt a great afeahange in the enjoyment of the brand once

discovered these possibilitiesddio non lo so fammi vedere... Oh interessérf#ip.91).

Generally an excessive amount of products availabte the bad assortment of the deals can be
considered as non-engagir@nly one respondent, which seemed more involveal specific type

of videogamesc¢'é appunto la categoria "indie". A me piace giczartuttd (B-p.88), consider an
engaging feature the high variety and assortmemfaaies, since it allowed him to discover new
types of gamesSono contento per questa varieta di gié¢Bi-p.88) “Quindi & un ottimo modo per
far conosce altri tipi di giochi, o che magari newno canonici’ (B-p.88)the others feel that too
many games low the image of the whole braaspecially one respondent seemed to avoid the
Steam searching process given the overwhelming,afdying on online specialized magazines
“Vado su multiplayer.it... e mi spizzo... le recensuii giochi che stanno nella classifica o
comunque... che girahdC-p.108) The great amount of convenience and products tieainswas
able to provide through the client can be considlasenot useful to develop emotional engagement,

as a matter of fact in the end the respondents easity switching retailer for more convenience.

The overwhelming sensation is not only relatedh® many games available, but also on how a
great percentage of games end to be highly diseduntore sooner than latgrerché per esempio

di vedere quensta moltitudine di giochi in saldarepo’ esagerato(A-p.82) “sembra un po' che
steam ti risucchi i soldi(B-p.92) “magari te fanno un budle da 40€ che c'é un gioaurdeche
solo costa 35€ piu c'hai altri venti giochi che waroltre i 5€ rimasti perd so merd&.(C-p.110).
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Lyfestyle barriers are felt as an obstacle to faeltlyoy the brandse io c'ho battlefield su steam e lui
cel'ha sulla play(station) e non potemo gioca mifdstidio..” (C-p.106) Lifestyle should not be
persecuted because they don’t like gamers to baratepl but able to connect with everyone,

independently from the used device.

When the whole behavioral experience is felt asrwkelming it is not productive for the
instauration of affection engagement; only cust@tan seems to be able to bring some sort of

relevance in the activation of an emotional engaggm
7.4. The effect of relational experience on affection

Based on the results from the analysis it is péssd establish which dimensions of the relational
experience are more suitable for the creation affattive engagement. Relational experiences are
constantly increasing their relevance, especiail)erg the high interactivity and connectedness
allowed by the online environment. Despite thigvaht sense of connectedness the lack of a strong
community and the felt impossibility to social boddes not allow the creation of an affection
engagement with the Steam brand. All in all th@oeslents felt that relational experiences have a

great deal in influencing the affection engagement.
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8. Conclusion

Computer mediated environment are reshaping theogame industry bringing challenges given
the increased competition from both consoles andligher clients, bringing the customers to

become less loyal and more prone to change dewigehere to buy they videogames.

In this new web 2.0, where many interactions as¢ gucouple of clicks away, digital a retailer like
Steam needs to be careful about how to implemendifierent experiential features in order to
develop emotional engagement for the brand, whgha irelevant psychological state almost
necessary to pursue further relationships statgs I@yalty) in the online context. The aim of the
thesis was to discover the effect that experierfgatures of the client had in the creation and

support of the affection engagement for custometeoSteam brand.

Therefore, in order to answer the thesis reseaudstmpn, we firstly investigated the theoretical
perspectives of experience and engagement domgn#te academic literature, to define what
actually defined and differentiated the two consepihrough the theory it was evident that
experience and engagement were two concepts stmhected, almost different faces of the same
dice, whit a slight psychological difference; th&fetent experiences of the touchpoints have thus

to be considered as influencing in the activatibditferent engagement dimensions.

To contextualize this framework, a brief reviewtlo interactive experiences of online touchpoints
was conducted. Based on this, we found that odimgagement platforms are able to interact with

customers in through many different interactions.

As a result of the theoretical discussion expesenbhave been schematized in five different
dimensions, while the affection engagement dimendias been separated by the other two

engagement concepts (cognitive processing andadictiy

The empirical study consisted in three in-depthisgmctured interviews. The respondents were
all customers of the Steam client with at leastoaststent amount of games purchased on the

platform, and with different lifestyles regardirtgetworld of videogames.

Given the absence of any type of hedonic consumptivas felt as too difficult to make a clear

definition between the two facets of the emotiodimhension, and for the sake of the study the
affective clues obtained from the interviews haeerbrelated to the affection engagement. This
difficulty can make us think on how further studies the difference between experience and

engagement should be persecuted.
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For what it was possible to discover through thiennews, the subject chosen did not reveal a state
of emotional engagement; this was mainly cause@xperiences like behavioral and intellectual

being highly elicited, while sensorial and relaabdid not reach a satisfying level.

Careful attention has to be given to the sensamal relational experiences in order to develop

affection engagement for a brand.

For a brand like Steam which is mostly a retatestomers need to be guided; an excessive amount
of information without any distinctions during inéetions makes lose all the interest and passion
for the brand. It is however fundamental to underlhow an excessive use of sensorial experiences,
as for the behavioral, can create a chaos for tiseomer and also slow down the whole loading
process, falling short on the speed intellectuairtd, and consequently on the usability in general.
For functional brands it is understandable thattausrs feel that some basic cognitive and
behavioral aspects have to be taken into accakaetspeed and usability. However, also these types
of Brands, taking advantage of sensorial and walati experience, can drive affection customer

brand engagement.

The empirical study found that the interviewees dat place equally high importance on the
behavioral dimension in their brand engagement.r€éspondent (B) to the interviewer opinion was
the one more interested in the relationship, amdldlg more motivated by the different experiences
to develop an affective engagement; for customdre more involved with the Steam lifestyle

indie (B), behavioral experiences like variety andnvenience, can affect their emotional
engagement positively; despite this also for theenlack of sensory distinction does not allow to
fully enjoying these experiences (Sensory modelabavioral). This shows that different types of
customers within a given polled sample can shoverint reactions to different experiential

dimensions given their involvement.

While the research expected to find subjects mogaged in the Steam brand, given the great
number of games in their libraries, the intervieasults proved that for the Italian market,

customers still have to develop a more comprehenigivel of engagement for the brand. Thus
further studies into the two other dimensions ajagement could give new relevant insights in the
field.

We have developed a more comprehensive view onhwhaied how different experience can

influence affection engagement. Througlents brands can be personified into a service/product,
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and are able to establish different meaningfulradgons with their consumers. Modifying the right
client customer experience it would be possiblaftectively engage customers to the brand.

If we let convenience and assortment be the mapergances of the client will be harsh to create a

positive affection engagement in customers.

9. Perspective

It has to be remembered however that given theogdyihical approach taken for the study, the
results can vary, depending on different contextd aultures. However from the interviews
transpired a certain lack of relevance of thedtalcommunity, symptom probably of a general low

engagement, especially connected to the relatexdrience of the whole Italian market.

If valve objective is to keep increasing sales tigio Steam, and thus only create repeat purchasing
behavior this current customer experience seernhe tilve best, as reported by all the respondents,

but this does not seems able to engage customirsheibrand.

Before worrying about creating new brand extensiomsybe Valve should see what experiences

are deemed most relevant in order to increase Stwahof consumer brand engagement.
9.1. Limitations

The difficulties arisen from the analysis and diigtiation of the affective dimensions between

experience and engagement bring some reflections.

A great limitation in the study was given by thesaice, in the literature reviewed, of a specific
framework to define the affection engagement; tinmught the necessity to apply, in the interview
guide theme developing process, the same framefeorkmotions (Mehrabian & Russell, 1974)
which was already widely applied in experientialosés (Rose, et al., 2012), for both experience
and engagement. Moreover specific studies abousitigdes dimension of customer engagement
have been carried out solely in regards of the \iere&l engagement; on this matter researchers
have many times underlined the necessity to expiares in depth the cognitive and affective state
of engagement. This may be the reasons which didlidw using the affective experiential
dimension in the study.

Being relationship marketing studies as timely &sreand under continuous investigation by

scholars difficulties in the application of quaative measures on qualitative studies may arise.
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The different sub-dimensions and items of the tamacepts, experiences and engagement, are many
times put together in different ways or sequengesebearchers. While the set of themes discovered
might be enough to establish a quantitative stddsther research is necessary to create safe

directions for qualitative studies.

Other constructs of the complex world of the customelationship like involvement and self-

expressive brand, can be taken in account to deweloore comprehensive view on the argument.
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Appendix 1

Interview guide:

1. Introduction

1.

© © N o 00 M w0 N

What is your gender?

How old are you?

What is your education?

What do you do in life?

Nationality?

Average of game purchased in a year?

How long have you been a gamer -> (when did yoehmsged your first game)?

How much time do you spend on videogames weekly®neto purchase videogames?

On which device you usually play videogames? Wiggjour favorite one?

10. When it was the first time you purchased a gammerand from which retailer?

2. GT questions:

1.

© © N o o M w DN

When it was the first time you installed Steam?

When did you buy your first game from Steam?

Do you have free-to-play games on Steam?

How often you log in on steam?

Do you use Steam to help you in the search prarfegames?
Do you take advantage of the deals provided byn$tea

Do you use Steam to purchase games compared tostdines?
Do you ever use Steam Customer Support?

Do you use the different multimedia content (videssseenshot) provided?

10. How often do you use Steam to play games?

11. Do you participate in Steam surveys and new-propraposal?

12. Do you participate in the community (writing revievwcomments, creating mods, selling skins)?

3. Sensory

1.
2.
3.

Colors, sounds

Does it appeal your senses?
What is the sense that is most elicited by thentbie

What do you think about the colors of the clieft&gkground color and color scheme)
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4. Can you connect any particular sound with the then

Aesthetics

5. What do you think about the design of the client?

6. Classical Aesthetics
a. Do you find it Pleasant? Clear? Clean? Symmetritiy™V
7. Expressive Aesthetics
a. Do you find it Fascinating? Original? Sophistic&dabes it use special effects?
8. Do you think the aesthetics of the client promatgerception of quality?
4. Affective
1. How do you feel while surfing on the Steam client?
2. Have you ever felt positive feelings? And negative?
3. Have you ever felt stimulating sensations? And @alm

Affective Experiential
State (Rose, et al., 2012)
unhappy happy
melancholic | contented
annoyed pleased
sluggish frenzied
calm excited
relaxed stimulated
guided autonomous
influenced influential
5. Intellectual
Skill
1. Do you think your skills are enough to utilize ttient?
2. Do you consider yourself knowledgeable about ge@dch techniques on the client?
3. Do you know how to find what you are looking for i@ client?
4. How would you rate your skill at using the cliecdmpared to other things you do on the

© N o u

computer?

Challenge

Does it provide any challenges using the client?

Does the utilization of the client challenges yoyérform at your best?

Does utilizing the client stretch your capabilittesyour limits?

How much does the client challenge you, comparaidter things you do on the computer?
Telepresence

Do you forget about your immediate surroundingsm#@u use the client?
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10. Do you forget where you are while using the client?

11. Do you feel like coming back to the "real worldbifin a journey after interacting with the client?

12. Do you think that using the client creates a newlavimr you, which disappears when you
disconnect?

13. When you use the client, do you feel like your b&ly the room, but your mind is inside the
world created by the steam brand?

Interactive Speed

14. Do you feel like there is very little waiting tintetween your actions and the computer's response?

15. Do you think interacting with the client is slowdatedious? (R)

16. Do you feel that the interactions on the clientguickly processed?

Theme six (behavioral)
Usability
1. Perceived ease of use
a. Is it easy for you to use the client?
b. Do you find it easy to get the client to do whatiyeant?
c. Isit easy to become confident with the client natbs?
2. Perceived usefulness
a. Do you think client would improve your ability tinfl what you want and realize your
desires?
b. Is the client effective in finding most relevantdrmation and games?
Does the client searching provide answers to yaestjpns?

d. Overall how do you find the client?

Customization
3. Do you feel like the client is talking to you pensdly as a customer
4. Do you value that the client feels like your perdarea when you use it?

5. Do you like the possibility to customize the cligraiges to your own liking?

Cost/sacrifice
6. Do you find Steam convenient?
7. Do you feel Steam offers better value for your m@ne

8. Do you feel that using Steam makes you save time?

Lifestyle

9. Do you believe using Steam has a relevant impagban self-image?

10. Do you believe the Steam client has some pregtigfeel videogame industry?
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Choosel/variety

11. What do you think about the breath of product r&nge
12. What do you think about the degree of variety efa8t?

Theme seven (relational)

Connectedness

How do you value the community influence on therut?

2. Do you consider a positive feature being able tmeat with other consumers who share similar
interests in the same products?

3. Do you consider an important feature being ablkhtre comments about your experiences of the
products with other consumers on client?
Does the client facilitate two-way communication?
Does the client encourage visitors to talk back?

Can you communicate clearly on the client?

Community feeling
7. Do you feel attached to the Steam community?
8. Do you feel yourself a valuable member of the comity@

9. Do you think that your self-image overlaps with ttlentity of the Steam community?

Social bonding

10. Do you feel sharing your past experiences aboutifipgideogames would help the steam
community to grow?

11. Do you maintain close social relationship with ystegam friends?
12. Do you spend a lot of time interacting with the nbems of the steam community?

13. Do you know some members of the Steam community personal level?

Theme eight (affection)

Affective Experiential
State (Rose, et al., 2012)

unhappy happy
melancholic | contented
annoyed pleased
sluggish frenzied
calm excited
relaxed stimulated
guided autonomous
influenced influential
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Interactions:

How do you feel regarding the Steam searching ggite

How do you feel when confronted with Steam deals?

How do you feel when you purchase a game with Steam

How do you feel when interacting with the Steamt@oeer support?
How do you feel in relation to the multimedia conten Steam?
How do you feel when gaming through Steam?

How do you feel about Steam surveys?

© N o g M W DN

How do you feel about the Steam community
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Appendix 2

Interview (A):

I: Innanzi tutto grazie mille (A) per aver accetiali partecipare a questa intervista. Vorrei, prima
di iniziare, introdurti un po' la mia ricerca, gits per farti capire un po' I'argomento e anche
facilitare le tue risposte. Con questa ricerca @rapprofondire come le diverse esperienze
generate dal client di Steam influenzino il tucelis di ingaggio emozionale che dedichi nelle
diverse interazioni che hai con il brand; naturalme pian piano che andremo avanti con

I'intervista ti sara piu chiaro cosa intendo peipesienza e ingaggio.
Ti € chiaro, possiamo iniziare?

R: Si vai vai.

I: Quanti anni hai?

R: ventidue, vado per i ventitre

I: Cosa fai nella vita, cosa studi o hai studiato?

R: Studio giurisprudenza, sono al primo anno. Hualisto al liceo classico pero appena finito ho

lavorato per due anni.
I: Parlando un po' piu di videogames, quanti ne parlanno?

R: tipo quattro I'anno, principalmente quei giochie mi "costringono” ad essere comprati. Certi
giochi, come fifa, se scaricati non li posso giecanline sullo stesso server di altri giocatori e
quindi mi costringe a comprarlo. Un battlefield,vdonon si trovano server privati online, ti

costringe a comprare un gioco.
I: quindi sono queste le considerazioni che fairgl@adevi comprare un gioco?

R: esatto; devo comprarlo perché mi piace giocantine, o mi basta la storia e quindi posso

scaricarlo provarlo e in caso mi piace e compraoio
I: E quanto tempo dedichi per giocare ai videogarmiés settimana?

R: abbastanza, almeno tre quattro ore al giornmedia, un po' di meno magari, quindi direi che

settimanalmente... certo c’e anche il week end dizmezpero direi sulla ventina

I: E quando hai comprato il tuo primo videogame?
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R: Il primo videogame comprato... intorno ai 12dri ho preso coscienza dei videogiochi che

volevo comprare.

I: Quali piattaforme usi per giocare?

R: Il computer senza dubbio

I: E hai mai usato altre piattaforme?

R: Siii, playstation 1, 2 e 3, praticamente tudt@arte la 4

I: Ora come ora qual'e il tuo metodo preferito pamprare videogiochi, fisico o digitale?

R: La key digitale, solitamento costa di meno e airavere la copia fisica € solo un fatto di

collezionismo, non serve a qualcosa avere la digca.
I: Hai mai comprato giochi per altre piattaformes 8 se non sbaglio, in copia digitale?

R: Raramente, solo quelli che non si trovavanayaeiestop, solitamente giochi minori, da 4/5 euro

che comunqgque non hanno una copia fisica.
I: Prima pero, per quanto riguarda il pc, ti affigaai negozi per comprare i videogiochi.

R: Si, pero... ho iniziato a comprare il computeando ho realizzato che i giochi per la playstation
costavano troppo, 70€ a gioco, ho capito che arihento di farsi un computer dove si possono

scaricare quasi tutti. Fino a quando non e arriitataltyplayer, pero li ho presi in copia digitale
I: Ricordi qual'é stato il primo gioco acquistatalme?
R: Il primo online... pensa era per ps3, "fat pesicsi chiamava , sul playstation network.

I: Adesso inziando un po' ad introdurci nell'argame ricordi la prima volta che hai installato

Steam?

R: Per giocare a "robocraft", 2011 sara stato, tirogeay su piattaforma steam
I: E il primo comprato su Steam?

R: penso sia stato "counter strike", pero era saltna libreria.

I: Com'e hai cambiato libreria?

R: Percheé avevo perso sia la password dell'acahetella mail a cui era collegato, ancora non

c'era ancora il collegamento con il cellulare.
I: Quindi hai perso i giochi?
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R: Si ma erano quasi tutti free-to-play; se tu iceet negozio credo ci sia addirittura il filtrce-to-
play.

I: Ma poi hanno acquisti in game questi giochi?

R: Certo, ci vanno sempre sopra

I: Quindi ogni quanto accedi su steam?

R: ultimamente di meno perche non sto giocandmehgiche sono disponibili su Steam; pero direi
di essere un buon utilizzatore. Ho tante ore de@im diversi giochi, naturalmente nel momento in
cui stai utilizzando un gioco su steam ci acceti tugiorni, ci rimani connesso. Poi diciamo ogni

due tre settimane, quando so che c'e un offerthy suramente a vedermi il negozio.
I: Se dovessi scegliere un genere di videogamdenie?

R: Beh guarda non saprei... attualmente preferisttOBA (Multiplayer Online Battle Arena)

pero sono sempre stato un fan degli FPS.

I: molto bene, ora direi che possiamo andare pforado e iniziare a parlare delle "esperienze" che
puoi avere quando utilizzi Steam, partendo dal nooptimo collegamento con la realta, ovvero i

sensi. Adesso che hai il client aperto davanti,adene ti colpisce di piu a livello sensoriale?

R: Sicuramente la vista € accattivante, no! petcheette come sono divise le varie schede, ti
mettono il gioco che vogliono venderti bello, grandavanti, con i colori accesi e te che fai non ci
clicchi?! ti viene da cliccarci. le offerte specialibito che ti incuriosiscono comunque. L'80% di

sconto é scritta enorme mentre il prezzo € minascol
I: e per quanto riguarda la cromaticita?

R: Beh, il prezzo in grigio, cancellato, che si @gabco, mentre lo sconto in verde fosforescente
grande il triplo. Il design da senza alcun dublidea di essere studiato. Pero dal punto di vista..

non c'e audio sul client, a parte se vuoi vedgrdgo recenzioni di un gioco prima di comprartelo.
I: Quindi non ci sono segnali o0 avvisi sonori?

R: Non ci sono. Che poi non penso di averli digattiio... controllo al volo. No direi di no.

I: Ok, e hai notato altri client che facesse us@wavisi sonori per avvertirti di eventi o cose &t

R: Non client di negozi, perché per esempio c'eeteolf" e "league of legends”, poi battlenet...

mentre Steam € molto piu negozio. Ti comincia @mprima pagina negozio, la libreria € molto
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meno sviluppata graficamente del negozio. Qua hé#e rapzioni, imput, mentre la libreria &

grigetta.
I: Te quindi sul computer non utilizzi solo steaen giocare?

R: No, non utilizzo solo giochi di steam. anchecpérquesta cosa credo se la siano divisa, anche
guesto credo sia studiato. se la sono divisa adzstbene, ovvero, i giochi top di gamma sono
divisi abbastanza equamente tra i vari negozi enliifa cel'ha origin, l'assassins creed vel'ha la

ubisoft... forse anche steam... perche steam mwnpeoduttore di giochi.
I: Beh steam no ma la valve si.

R: Cioé no, vero un po' ne ha, ma non ¢ al livéllorigin, ubisoft, perd € stato diciamo il primo
online market, la prima garanzia sui giochi craigeptindi ne ha un po' di tutti e due... quinditse
vuoi giocare al gioco di sport te lo vai a comprsweorigin, se vuoi giocare al mmorpg, te lo vai a
comprare su uplay, I'online store della ubiso$u. steam invece ti compri il gioco cazzuto chati f
uscire steam per il multiplayer, che ne so I' "Adk'turno o il "counter-strike" di turno e poi ften

po' ne faranno uscire un altro, ma sono leggermafegori.

I: quindi diciamo che se uscisse un' "assassiréedt su piu piattaforme dove lo compreresti?

R: Forse ora come ora lo comprerei su steam salchpeavendo altri giochi meglio avere una

libreria sola... perdo comungue € probabile chemayi trovi I'offerta migliore.

R: Ecco guarda "battle.net i giochi & prima di reigpnon lo so... sembra piu per giocare che per
comprare, non ti sembra? C'hai i giochi subitosdalta dei giochi, c’hai le opzioni dei giochi,

guarda com'é piu grande, ogni gioco c'’ha la cosa..apoi c'hai il negozio qua, che é ok, perche
hanno meno titoli, ma pia costosi, a parte i fie@lay vabbeé... E poi qua c’hai una pagina con una

serie di notizie che steam cel'ha sul forum pe@é.overwolf, che é figo, gello ti avvisa e utile.
I: tornando invece a Steam...

R: si certo...cioé le novita qua stanno quaggiu, pgo& non SO, hon mi piace tanto, perde
veramente tanto rispetto a come si sono impegeatvgnderti le cose... Invece qua c'hai le notizie,
ti puoi scegliere il gioco, é fatto bene su "batiid", ti scegli "WoW" e c'hai tutte le notizie in

ordine, i commenti, e... vuoi mette!

I: Quindi vorresti avere subito le notifiche subghi che tu hai?
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R: Esatto, poi magari mi informo su altra robapo tse mi arrivasse anche un pop up, vago, tipo su

"overwolf" vorrei avere notifiche importanti tipe'e questa espansione" e cose varie...
I: Diciamo comunque che in generale il design, cdonteovi chiaro, pulito?

R: Be sicuramento, e facile da comprendere e igiteiaanche perche e studiato per tutti, forse

anche per i bambini, non credo che un bambinoaiadcacquistare da solo online...

I: pero se volessimo andare oltre la pulizia, affaanza ed effetti speciali, li notavi principalnten

sullo store?

R: Si senza dubbio nella pagina di negozio, peabbastanza semplice, punta piu per la simmetria
la semplicita, lI'impatto diretto, che una cosa miag@a ricercata, e anche piu pesante da caricare,
anche perche non penso che un ragazzo voglia asppttl di cinque minuti per caricare la pagina

di steam che si apra, giga di video, flash player..
I:Quindi in generale ti sembra di qualita questaeal

R: sicuramente mi sembra fatto con raziocinio, Hoanno fatto a caso... se é fatto cosi € perché
hanno visto che hanno i maggiori, secondo me,taguton spesa, anche perche non ci vuole un

grafic designer...
I: Ti potresti sorprendere

R: No vabbé cioe quasi... penso che I'abbiano,fatip dico brutto, perd semplice apposta perche...
Questi fanno cosi tanti soldi che... cioé hannouttowpensa a tutto, perché il mercato e cosi
competitivo no... che se lasci una cosa peggindiltro e la gente va per mode, quindi vanno tutti

da un altro.

I: Bene, adesso passerei alla fase successiva, cireberemo di capire le emozioni che provi. Hai

mai provato delle emozioni mentre navigavi sulrdliggpo gioia, insoddisfazione...?

R: Sicuramente, quando volevo giocare tanto adiooog averlo li sullo schermo, ero eccitato.
Abbastanza insoddisfatto alcune volte della lergtedella navigazione... a volte a davvero lenta
guando cerchi un gioco, hai un altro programmatapsatto... pero quello forse dipende anche dal
pc. E poi quello che ti dicevo prima no, quanddid¢evo tutti giochi brutti... cioé alla fine eman
due minuti che cercavo e non c'era un gioco (ctezassa), comunque ti annoia vedere una sfilza di

settecento giochi inutili, con tutte le proprie mamha sotto l'altra... percheé hai visto qua le mod
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come funziona , che c'hai un gioco e ventisette,radd le mette una sotto l'altra e tu ti devefar
pagine di mod magari.

I: Ok quindi non sei troppo soddisfatto?

R: Beh io magari lo farei diversamente, pero vehardetto che se le mod non le metti proprio sotto
al gioco magari poi chi cacchio se le compra mag @ qualche modo glie le devi pure far vedere,

perd quattro pagine, sempre lo stesso gioco...
I: Ti senti sempre in controllo durante la navigaae?

R: Quasi sempre, a parte una volta che non riusaiviovare un gioco, e stavo veramente

rosicando... non so per quale motivo sul cercafaorionava...
I: Pero il piu delle volte non ti sembra che facciase inaspettate?

R: No vabbe solitamente si sono sempre in cootrallparte forse le ricerce un po' strane... non lo

S0, potrebbe essere che le parole chiave non sgrgirate proprio bene.

I: Ecco da qui posso prendere spunto per passale @rte successiva... dicevi che magari ci
possono essere problemi nell'individuare le pafi@ve per la ricerca; ora ti chiedo, pensi le tue

skill siano sufficenti per utilizzare il client?

R: Diciamo che se le mie skill non sono sufficettiutilizzare il client allora e troppo difficilegl
senso che sono dieci anni che gioco al computeigrdo dai 12 ai 22 anni, li ho visti quasi tutti gl
shop online, i menu possibili immaginabili... senion fossi in grado di usare steam sarebbe un
problema per steam. Alla fine riesco sempre a tewpello che voglio a parte raramente... e
comunque alla fine ho sempre trovato quello cheas&r magari mezzora invece di trenta secondi.
Le skill penso di averle, anche perche non ne ethicosi tanto. Magari si possono fare piccoli
aggiustamenti... Magari di un gioco no ti ricordilla, ma ti ricordi il nome di una parte
fondamentale del gioco, tipo un pianeta, una citthposto che c'eé dentro e metti quelle tre parole

chiave, e mi trovi il gioco collegato.
I: E invece per quanto riguarda la comunita?

R: Eh la comunita e una figata, pero le skill le dmvute imparare li. Diciamo che ho dovuto
imparare a destreggiarmi perche nella comunitaastaintatto con altre persone e farsi fregare € un
attimo e quindi € sempre meglio informarsi. Pefehéomunita non consiste solo nei forum con le

discussioni, i workshop, che sono i lavori degénit, che tu puo scegliere di scaricare e sonoiquas
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tutte free, c'e il mercato, che e la cosa piu irtgde... Mo a te ti ho fatto vedere solo quello di
“"couter strike" pero tu il mercato cel'hai peritutgiochi... Molte volte sono skin, altre voltersm

casse da aprire oppure chiavi per le casse, oguese di dota, non so se sono consumabili... E il
mercato tu lo poi fare o con Steam... che vendudaskin a Steam, e ti da dei crediti. Oppure la
vendi ad un altra persona che ti da i crediti, team si prende la percentuale, opure le puoi

scambiare. A dire il vero non so se c'é ancoranaibne con cui puoi vendere a Steam.
I: Quindi il tuo livello di skill lo reputi al paridi altre cose che fai sul pc?

R: Si senza dubbio. Usare Steam alla perfeziorecief.. se io mi mettessi un mese a studiare
steam lo userei alla perfezione. Certo giocareatihg di Steam € un altra cosa. Tutte le funziani d

Steam si imparano.
I: Quindi raramente comporta una sfida per te?

R: Si raramente, perche vedi anche queste coseldayente non va sono semplici perché cioe...
non e che hai cose strane, hai il backup dei giguioi andare offlne, qua... cioe tutte cose pwmpri
che leggi e ti dice quello che fa, non c'é nieritendlto complesso, forse qua i server, perche tu
puoi connetterti manualmente a un server... cheamhagn € quello ufficiale, vedi ci sono un sacco
di server, per esepio io utilizzo questo serveédk” che non e I'ufficiale di Steam, se tu gioctul
"Ark" partendo da Steam ti connette al server idgfecdi Steam, pure su un "CS"... se tu vuoi farti
una lan con gli amici devi andare su server pard attimo per imparare ad usare i server, che forse
e la cosa piu difficile.

I: Quindi diciamo che non ti impegni mai ad usarlo?

R: No non ti devi impegnare, € bello diretto

I: Ok, ora vediamo qualcosa di un po' piu partexa@, quando navighi sul client hai mai la
sensazione di dimenticarti dove sei o0 cosa ti cida®?

R: mmm... sul client, se sai cosa devi fare ci ipa8sminuti, se non sai cosa devi fare, se vai col
presupposto che vuoi cercare un gioco nuovo, oacoghe mi piace scontato, o una skin a basso
prezzo sul mercato ci puoi stare anche le ore, @dagile annoiarsi, se sai cosa devi fare, qusedi

giochi, & un attimo.

I: Quindi magari una libreria all'inizio cambierelabqualcosa?
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R: bravo, perché dopo aver preso i due/tre giotmnb, e poi ci gioco. Per me la parte
fondamentale € giocare, non l'acquisto dei giqo#ip capisco benissimo perché sia impostato cosi.
Con la console per esempio € un attimo. Il fatbthe parlando prettamente del gioco la console € la
cosa piu comoda del mondo, perche tu arrivi accpredidi il joystick e giochi, cioé un attimo, sei
tu e il gioco non c'é quasi niente in mezzo... pawa il pc hai la possibilita di scegliere, di
interagire di piu, hai la possibilita di piu interani, € molto meglio sul computer... La consofae
rapida e comoda, se stiamo parlando di funzioratiigto cioe che c'e oltre al di fuori dal gioco il

pc non ha paragoni.
I: Quando sei intento a fare delle ricerce sul olien po' di tempo ce lo perdi?

R: se non sai cosa vuoi si. Se non riesci a trowyaeeée raro che tu non riesca a trovare se sai gia
cosa stai cercando, se invece vai alla "voglio kedeanti sconti ci sono” gli sconti sono infinge

te li vuoi vede tutti... vai... ti scrolli ventisetpagine di add on per ogni gioco.
I: Pero alla fine é rapida come interfaccia, o hitato qualche ritardo?

R: Beh se c'e qualche ritardo penso sia dovute,ab plla linea internet.

I: Quindi ti sembra sia rapido e sensa intoppi?

R: Decisamente rapida direi.

I: Torni mai al client mentre giochi?

R: Raramente, se devo cambiare server oppure, potieemi € capitato di aprire la chat di steam e
non giocare a schermo intero. Perche tu la chatid@ popuppare, pero sul gioco non puoi avercela,
o c'hai due schermi... perché se devi giocare e@icgno che non sta giocado allo stesso gioco,

metti io a cs e lui ad ark, non c'avevamo TS (tgmak3) gli ho scritto tramite la chat di steam.
I: Quindi alla fine ti sembra utile il client?

R: Si e utile, molto efficace, mi sta antipaticage molti giochi non me li fa scaricare, perché e
nato come assicurazione per le crack dei giochicHeeun tempo pure il multiplayer, ogni gioco
aveva i suoi server, molti giocavano su servergbrivon protetti o addirittura crackavano i server.

Quindi ci sara stato un anno dove nessuno compigemgiochi... perd con Steam é difficile gia

crackare i giochi, in piu i server privati non asono... In generale € una bella assicurazione.

I: Quindi per quello che devi fare ti senti sicuro?
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R: Mi sento sicuro, si, So che sono presenti, angibnano, che anche se qualcuno vuole hackerare

0 usare cheat, viene bannato.
I: Quindi ti senti protetto, una volta fatto il leig sei al sicuro?

R: A meno che non sei pollo, perche c'e sempridazione con gli altri, la solita se uno ti chiede
la password e te glie la dai & colpa tua. Soptattsl mercato, se droppi una skin da 300€ e la
vendi a 10€ sei te che sei un pollo e non é quoti ha rubato, o steam che non ti ha avvertito,
anzi probabilmente steam ti avverte di "questa skista tot". almeno sulle skin di CS:GO |l
preziaro te lo da su tutte, ti da anche I'andamdatanese del prezzo. La stessa cosa per il trade..
Forse potrebbe vietare scambi troppo svantaggpmiebbe mettere un limite al valore dello

scambio, pero non lo so.
I: E ti senti nel tuo spazio personale?

R: Beh si tutto il sistema e fatto bene, anchelgeta lo paghi il servizio... non paghi steam pero
paghi 20/30 euro un gioco non fisico, anche perahe credo che esistano CS:GO e Ark in copia

fisica. Cmq 30€ per una copia non fisica non & poco
I: Pensi che giocare a Steam ti renda un videogimeaparticolare?

R: Beh io in realta non mi reputo un gamer, peioch&@puto gamer gente che lo fa seriamente, che
ti metti con impegno... i0o sono un amatoriale dal piace giocare" perdo non so... penso che un
vero gamer giochi tipo 5/6/7 ore al giorno per diaee bravo, non per farci i soldi tipo i pro-playe
pero per diventare bravi. Se poi mi devo schienatta faida tra pc e console preferisco il pc tldata

vita...
I: Poi credi che essere un cliente di steam tiattrizzi?

R: beh steam é uno dei capisaldi dello shop omlerepc, quindi non si € mai visto un giocatore di
pc che non abbia almeno un gioco su steam. Peeché rson hai un gioco su Steam o comunque
non giochi online, vuol dire che ti fai solo le 56 e allora € uguale, la differenza é solo atigpc
puoi non pagare i giochi (se li scarichi) e allma bene, perd non ti considererei neanche un
amatoriale, perche se non giochi online se noapporti con altre persone online, come fai a dire

che sei un videogiocatore!

I: E infatti ci stiamo introducendo nel prossimonpo... quindi tu ritieni che sia un vantaggio

guando i contenuti su steam vengono influenzaéluta persone nella community?
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R: Eccerto che & un vantaggio, se no... se no navilsippa. Penso che steam sia cambiato
diecimila volte da quando € uscito la prima voitd80% delle volte penso che sia cambiato grazie
alla community, perché tra i forum, tra i commestndaggi, richieste d'aiuto. Cioe credo che i

moderatori di steam si siano evoluti.

I: A piacerebbe entrare in contatto, essere pagechnelle community dedicate ai videogiochi che ti

piacciono?

R: lo per come sono fatto io, no... non parteciff@ @@mmunity perche non piace troppo, pero
leggere commenti e informarmi si, pero non androa@mmentare o se una cosa mi da fastidio o

e interessante.
I: pensi che il client la faciliti questa comuni@aze, anche con amici?

R: mmm... per quanto riguarda la comunicazione aonici € sempre meglio TS o utilizzare
programmi di terze parti, specialmente vocali.samo i giochi, sempre di piu che implementano il
comando vocale, pero il client di steam € solottsce diciamocelo... € sempre meglio parlarsi,
anche perché siamo arrivati ad un punto in cuD#eSdei giocatori... non € che devi eliminare la
chat.. pero visto che ormai tutti hanno un microfam delle cuffiette perché non mettere la

possibilita?! chat vocale con gli amici, visto dmo gia facili da trovare.
I: Invece per quanto riguarda la comunicazione fewmum come ti sembra?

R: beh i forum sono abbastanza attivi, le rispgsi® rapide... se spammi ti segnalano al volo... la
comunicazione e come un qualsiasi forum frequenpatmo di idee e di spunti.

I: Tu pero riesci a riconoscerti con gli altri utérdi steam?

R: beh alla fine si, condividiamo tutti quanti gteepassione per il gaming e il pc, perché a meno
che non sei il uno che prova per la prima voltapgeraro, che magari non ti riesci ad appassignare
a meno che non ti dica male e abbandoni per sestpam... pero € raro, una volta che cominci a
giocare la community e un attimo che te la fai peron game becchi due persone amichevoli, le

aggiungi... Poi magari a me non e capitato cogugatemente, comunque gioco con amici miei.
I: quindi tu hai altri amici "reali" che usano ste#?

R: Si, giochiamo spesso... Quasi sempre, anzird@iehe ormai gioco solamente se so che giocano

altri miei amici, ci mettiamo con le cuffiette eoghiamo.
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I: Ok adesso vorrei un iniziare a sondare un pai @ifondo le tue emozioni... Mi hai detto che usi

steam piu 0 meno per informarti sui videogames?

R: Si, non solo steam stesso, ma anche la commpeaitynformarmi se un gioco vale la pena
comprarlo. Comunque anche una ricerca di googlaj appare alla fista un video su youtube, e
uscito un gameplay... Magari € uscito fuori un gplang me lo vedo su youtube, poi vado su steam,
dove vedo le recenzioni degli utenti... quindi €@ un po' intrecciata come ricerca, li uso tutti

parallelamente.
I: Quindi preferisci andare su Steam verso la fo@rattutto per la community?

R: Si cosa ne pensa la community, se vale la p&nehe perché alla fine l'ultimo commento lo

vuoi sempre da uno che I'ha preovato.
I: Quindi non usi i commenti di youtube?

R: Ma non tanto, piu i gameplay delle review, pérciei commenti di una persona, sai com'é tu
puoi essere il giocatore piu forte del mondo ma gosti differenti dal mio, mi dici che un gioco
non ti piace, invece a me piace. Invece se vadstsam e leggo 50 persone che dicono "no guarda

non te lo scaricare perche e figo ma dopo un arsce" cioe...

I: Quindi ti senti piu al sicuro o in controllo d&ltimo parere lo prendi dalle review?
R: Si dalle review, di chi I'ha provato, piu peredimnanno giocato meglio é.

I: E come valuti la modalita con cui steam I'ha lerpentato?

R: mmm... Alla fine non é troppo facile trovareanementi per i giochi, io me li vado sempre a

cercare sulla community, | passaggi mi sembranpaitroppi e non chiari, non evidenti direi.

I: Ok, invece per quanto riguarda le offerte, cotnepporti con i saldi, parlando soprattutto delle

tue emozioni?

R: Beh, quasi sempre, se mi compro un gioco surstedo voglio comprare ora e subito, o aspetto
di trovare l'offerta. Poi se parli di emozioni iarpcolare mi ricordo di quando riuscii a comprare

sia ark che CS scontati.
I: Ma ti ricordi se era una sessione speciale?

R: mmm... penso fosse estate, quindi credo che fassummer sales, anche perché erano parecchi
giochi di un certo calibro scontati... perche psgrepio di vedere quensta moltitudine di giochi in

saldo e un po' esagerato... tipo questi tutti ptkel
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I: Quindi i tre giochi I'hanno che dicevi, dove erche i comprerai, prevedi di comprarli con

steam?

R: Beh principalmente dipende dal gioco. Per eserap come ora, vorrei comprare battlefield, e
me lo vorrei prendere per pc, visto che la play@tad non ho intenzione di comprarla, e quindi su

UPlay, perché steam non lo offre.

I: Quindi ritieni che per quanto riguarda i giockipenda principalmente da?
R: Dall'esclusiva di sicuro, e poi in caso vadaedere chi ha I'offerta migliore.
I: Per quanto riguarda il customer support, coméatisentire?

R: Beh io come ti ho detto I'no utilizzato una sef@ta che avevo perso l'account e non ha
funzionato, cioé non & che non ha funzionato, éichevevo perso anche la password dell'email
quindi loro potevano anche mandare la pass sullenegse non potevo entrare... pero adesso c'e
I'app sul cellulare, se uno vuole loggare, non wkestp pc, viene richiesto un codice che ho solo io
sul telefono che cambia ogni tot secondi... diciaim® si sono ammodernizzati, cercano di risolvere
i problemi prima che accadano. Con l'app nessumognirare nel mio account. Poi alla fine e

l'unico ad implementarlo, al giorno d'oggi se uaocukcire na cosa, la devono fa usci tutti, non é

plagio.
I: Comunque tu non ti faresti problemi a richieddreustomer support?

R: Allora se ho un problema su steam, la prima cbsafai, butti un occhio nella community, e al
forum, perche magari trovi proprio quello che tiveee stai a posto. Mentre se € un problema un po’
piu personale su account o cose varie una magralzso clienti la mandi, tanto i soldi glie li ho

dati nella vita quindi me lo merito.
I: Per quanto riguarda invece il giocare, quandalee ti capita piu spesso di giocare su Steam?

R: Beh principalmente quando ci sono altre persdreeconosco che vogliono giocare allo stesso

gioco
I: Mentre per quanto riguarda dei sondaggi?

R: beh, non so penso che sti sondaggi non li fac@g ma non perche e steam, ma perche non
penso che i sondaggi siano effettivamente utili;dvo troppo generici. O fai un sondaggio su una

cosa che € uscita, la community... non € che mamdiondaggio di quello che vuoi fare, si ok si
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puo fare, perd la community serve piu per raccimeofgreri su quello che ha provato. Mentre tipo

steamgreenlight € una nuova funzione e credo bissgettare un attimo per vedere se funziona...
I: quindi te nella community hai un comportamentopo’ passivo?

R: Beh si principalmente leggo quello che l'altemtg ha da dire e per vendere le skin sul mercato.
Il fatto € che nel mercato steam si tiene una hmdide... su una transazione magari da 5 cent si
tiene 2 cent, € un botto. Ma magari € sempre unzeptuale fissa, fatto sta che i trade diventano

guasi sempre poco convenienti... infatti in geneégbét per i venditori che per i giocatori.
I: ma quindi non ti ha portato niente steam?

R: vabbe si che stanno tutti insieme, che ci saimts le review, gli hacker che in teoria non ci

stanno...
I: ma quindi la grafica anche qui confermi che rtosoddisfa?

R: beh fa abbastanza cagare, steam non mi piatetedino gia detto, ma tanto funziona, finche
funziona loro lo lasciano cosi. O ti inventi un madipo di interfaccia perché in generale o fatte
meglio o fatte peggio, piu 0 meno son tutte uguabsi rimane come una pagina internet, € un

browser di ricerca dedicato...

I: bene grazie mille per il tempo che mi hai corstes
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Appendix 3

Interview (B):

I: Ti ringazio (B) per aver accettato di prenderarfe a questa intervista. Innanzitutto vorrei
presentarti gli argomenti che andremo a scoprirgiéme, giusto per darti un idea sullo scopo della
mia ricerca. Con questa tesi vorrei approfondiréegami che collegano le diverse esperienze
generate dal client di Steam e il tuo livello digaggio emozionale che provi nelle diverse
interazioni che hai con il brand; andando avantndbintervista ti sara piu chiaro cosa intendo sia

per esperienza che per ingaggio.
Ti € chiaro, possiamo iniziare?
R: prego.

I: Innanzi tutto vorrei delineare il tuo profilo ahe nei rapporti con i videogiochi. partiamo

innanzitutto da quanti anni hai?

R: ventuno

I: qual'é il tuo livello di educazione, cosa faillaevita?

R: Frequento l'universita, sono iscritto ad ingegnaerospaziale.
I: Quanti videogiochi compri I'anno? anche una stima bene...

R: Eh ... e un po difficile stimarli, al momentorpealirei una quindicina. Pero recentement, perche 2
/ 3 anni fa non avevo un computer che potesse regge buona varieta di giochi, e adesso che
cel'ho, anche se ora ora e rotto... comunque recemte sto comprando un sacco di giochi perche
il pc li regge ed é fattibile

I: Da quant'e che giochi hai videogames?

R: Da sempre, da quando ho memoria, dalla prime\ale siamo andati con mio fratello e mia
madre a comprare il gameboy con pokemon argento,euno per me e uno per mio fratello, fino
ad adesso a battlefield 1 col pc che riesce a reggm una scheda grafica che mi permette di fare
certe cose... alla fine sono partito con I'xboxghense tutti i miei amici avevano la playstation,

quindi la prima console che ho avuto effettivamentgata I'’xbox, anche se da piccoli ci avevano

regalato un supernintendo... Alla fine penso @rarocato su parecchie piattaforme, fisse mobili.

I: E allo stato attuale quale diresti che e la tpeferita?
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R: La mia preferita credo che sia il pc, per urtacépo di cose, perdo ovviamente la playstation é
nel mio cuore. Per un certo numero di cose sidadberche di gioco... all'esepio per le console sono
presenti delle esclusive, che non sei mai sicurnedduturo uscira per pc. Anche per un fatto di
comodita, alla fine ti compri una console che nosta quanto un pc e giochi, ti va di giocare,
inserisci il gioco e parti, invece col pc devi preoparti anche dello spazio... per esempio io, che

ora come ora non ho un lettore cd, i giochi li coonprincipalmente online.

I: proprio quello che ti volevo chiedere, alla fipeoprio visto I'avvento degli online retailer, sei

passato totalmente ad acquisti online, o fai semieemento agli store fisici?

R: Allora diciamo che la tradizione di compraregiaco in cd per la playstation c'e sempre stata...
adesso che appunto col pc € piu facile, devo tieec® anche la difficolta di comprare tanti giochi
e non poterli giocare tutti, perché con il pc in&i scaricare, li compri, magari li scarici
successivamente, invece con la console in genelalen rapporto un po' diverso, perche tu ti
compri il cd e fino a che non I'hai finito non éecth metti a comprare un altro gioco... Infatti per
playstation attualmente ho tre videogiochi, e dimmache a parte final fantasy, gli altri due li ho
giocati abbastanza egregiamente. Mentre per paialgiochi mi sono ritrovato a giocarli solo
guando ci sono i miei amici online, perche sonotiplalyer, tipo rainbow six siege, o battlefront
lll, adesso battlefield I... Anche se la prima aathe ho giocato a BF € stato su battlefield 3ss8 p
anche se ero partito con un esperienza di CoD meaare 2 e poi black ops.

I:se dovessi scegliere un genere di videogiocoepitef?
R: Ti direi di sicuro gli FPS, perché c’ho sempiacgto. Perdo mi appasionano anche gli RPG.

I: ok, senti ora il primo gioco che hai compratoi lietto essere pokemon per gameboy, ma riconrdi

guand'é stata la prima volta che hai installatoaste

R: Si ho installato steam non appena ho compraio dhe poteva reggermi un certo tipo di gioco.
Lo installato e scaricato "warframe" perché eratuji@ e quindi io0 sono partito con questa
concezione che finché ci sono giochi gratuiti mesdarico... anche perche all’epoca non e che

disponessi di cosi tanti soldi sulla carta di deegier poterli comprare indipendentemente.
I: Al giorno d'oggi ogni quanto accedi su steam?
R: Eheh... praticamente tutti i giorni, o almenasju

I: Quanti ore pensi di giocare a settimana?
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R: Beh dipende dalle situazioni, quando ho le leiza&l'universita che richiedono un certo tipo di
impegno, forse un oretta ma verso sera se non tsoppo stanco, anche perché faccio anche arti
marziali, quindi mi rimane poco tempo per usarerste. quando invece le lezioni sono finite e
quindi voglio staccare completamente per riprendgper svagarmi completamente, e capitato che

abbia giocato tutto il giorno. Direi che a settirmajioco tra le venti e le trenta ore
I: Quindi ti piace giocare su steam, ma come sca@osa giocare, cosa fare?

R: Beh attualmente non mi sto concetrando su umgioto, perché giocando online soprattutto con
altre persone, giochiamo a quelli di cui il grugmeo pit voglia, quindi anche se ho comprato BF 3
abbiamo giocato piu a rainbow six, pero perché uestp periodo va cosi, perd con calma si
giocano tutti.

I: Bene poi queste sono cose che vedremo piu ameliintervista. Ora per iniziare a vedere piu a
fondo gli argomenti principali vorrei iniziare pahdo delle esperienze sensoriali che hai sul

client, quindi facendo riferimento ai tuoi cinquensi, quale pensi che sia il senso piu stimolato?

R: A me personalmente non piace tanto questo colorsul grigio scuro, a livello cromatico non
mi convice, anche se credo che basterebbe un fiahteo cambiare soltanto il grigio, perché
essendo l'icona di steam proprio... il pistonepgmperché appunto vapore, ci puo stare, anche se

personalmente non piace cosi. Attualmente non isequmee metterlo...
I: Preferiresti una maggior quantita di bianco?

R: No personalmente, il bianco no perché tentecadralere piu pixel, quindi richiede un maggior
consumo energetico, quindi il bianco lo metterenédno possibile, infatti cosi va bene, pero... non
lo so c'e qualcosa che non quadra, forse la sfumata il blu scuro in alto che si schiarisce in

basso, poi la barra azzurra per le pagine.
I: Invece hai notato suoni utilizzati dal clientrpatirare i tuoi sensi?

R: Non nella modalita standard, pero se vado irplture... adesso mi da piu l'idea di riprendare |
playstation 3... Questa modalita mi piace gia uhdp@iu, perd non la utilizzo perche la ritengo
vagamente piu scomoda per un pc, percheé sulla oasmolto piu pratico perché col controller
vado solo dx sx su giu, mentre qui col mouse midran po' piu in difficolta, perd giustamente
steam ha il controller quindi ci puo stare, cegioara quei clienti che continuano ad usare taséiera

mouse... Diciamo basta abituartici un attimo, pesonalmente non lo preferisco.
I: Quindi parlando del client base, il design nemanvince?
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R: No, esatto, mi sembra un po' antico... non Ipesghé... € vagamente anonimo.
I: Pero é chiaro e pulito nell'impostazione?

R: all'inizio mi ricordo, ma anche quando non cirerper un po' di tempo, mi dimentico che per
andare a comprare un gioco effettivamente devorargia.. vedi io non mi ricordo, volevo soltanto
ad andare a vedere i giochi pero ogni tanto mi dtioe (difficolta ad aprire la pagina ricercata)...
volevo soltanto entrare su questa schermata, dena® @in genere, lo trovo e qui mi da l'elenco di
come voglio che sia... perd ad esempio su altvizesnline, tipo di playstation, lui appena entnd
dice che cosa mi sta offrendo lo store... cioé sehgio € uscito battlefield 1, in quel momento
origin mi spappola davanti allo schermo BF1. Qubpeé un po' come quando sei in un edificio un
po vecchio e cerchi l'uscita di sicurezza e diai 84dve devo uscire, o entrare".

I: Quindi graficamente lo trovi antico, standard?

R: mmm si questa cosa laterale mi ricorda facebookn lo so, cioe € troppo un social, quando
invece é sia un social, che un negozio, pero..qaacosa che mi turba... non sono abbastanza
evidenti le scritte, vedi azzurro su azzurro € eosa che un po' mi confonde perché non risalta. Ad

esempio io sto qui, dico fammi cercare un gendx@n e abbastanza risaltato secondo me.

I: Parlando invece di emozioni, alla fine mi dicewiche che dopo le lezioni e hai finito di studiare
sapevi di poter giocare per molto tempo, come de¥a sentire? Non so magari felice, contento?

oppure stimolato, annoiato?

R: Beh sono abbastanza soddisfatto che tramitetajpésttaforma sia possibile scaricare giochi
indipendenti per pc, mentre ad esempio dei giaatlipendenti per gli store dei telefoni, ok sono
sempre indipendenti o comunque minigiochi, invacsteam... € fatta meglio questa cosa perché se
voglio un gioco indipendente c'eé appunto la categdindie”. A me piace giocare a tutto,
sperimentare nuovi giochi, anche perché poi giosampre alla stessa tipologia, sempre agli fps un
po’ mi annoia, se voglio rilassarmi magari gioconalization che € uno strategico. Sono contento
per questa varieta di giochi, ad esempio i mieicamiocavano a chivalry: medieval warfare e...
cioé me ne avevano parlato, perdo non lo avevo ancapito. Quando sono andato su steam per
scaricarlo e vabbe a parte che era scontato pescgfiti invernali, perdo sono stato soddisfatto,
perche € un gioco indipendente che se l'avessitoraamprare prima dell'avvento di internet,
sarebbe stato piu che difficile, perche in un negobrmale non credo si possa trovare facilmente
questo tipo di offerta. Quindi &€ un ottimo modo farconosce altri tipi di giochi, o che magari non

sono canonici, difatti medieval warfare € una speliiCoD medievale, come potrebbe essere for
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honor, pero € uscito un sacco di tempo prima, eassteam probabilmente non sarei mai venuto a

conoscerlo, anche per via dei miei amici.
I: Quindi sei contento dell'unione delle funziomeh

R: Beh si, anche perché... magari un mio amico anilétto un gioco, ok e fatto cosi di qua di la,
ma magari non mi ricordo il nome allora vado su pwofilo e me lo trovo. e poi vado a vedermi il

trailer, gli screenshot, le recenzioni, e tuttosjaeyrazie a steam.
I: Quindi ti senti sempre in controllo quando passile diverse funzioni?

R: Beh si penso che una delle cose piu utili, ansdetendo altri miei amici e il fatto delle
recenzioni sui videogiochi, estremamente utile gagrire se ¢ il tuo tipo di videogioco o no. Ti da
un grande controllo sull'acquisto, qualche giod¢w Icomprato perche avevo letto una buona
recenzione su steam o un mio amico I'ha presoto lgta buona recenzione. Ad esempio questo
soma, mi é stato regalato, pero questo mio amiewaketto una recenzioni e poi infatti giocandoci

ne é rimasto davvero entusiasta e mel'ha regalato.

I: Eh vabbé che tu studi ingegneria aerospaziakroppensi che le tue skill siano sufficienti per

utilizzare il client?
R: Bhe direi si, sicuramente.
I: Quindi conosci abbastanza bene come passarkefvarie funzioni?

R: Guarda in generale, non ci vuole un genio, reeahe studia ingegneria aerospaziale per usarlo.
Magari per una persona a cui non piace leggereeevable solo giocare, del tipo metto il cd e
gioco, quindi che viene da una console, non g@@vere troppe informazioni subito su quello che
puo fare. Sicuramente se mi aprisse prima la ldrearebbe diverso, farei "ok ho questi giochi,
magari me ne compro qualcun altro" e quindi poiovaetllo store. Il fatto che non mi dica
chiaramente i miei progressi nel gioco mi ha messpo' a disagio, perod questo dipende un po' piu
dai videogiochi... Pero per quanto riguarda laelilar, diciamo che forse vedendolo cosi non sono
troppo invogliato a giocarlo, magari se lo potdisgiare cosi e qui mi compare una bella locandina
del gioco magari mi verrebbe piu voglia di giocado vedo mi compare una locandina senza
troppe scritte davanti, e poi se voglio posso aparenformazioni, tanto so che ci sono sul client,

chiedo sul forum, oppure nell'emergenza estrerolaidimo.

I: Quindi mai trovato sfide?
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R: No, neanche per acquistare un videogioco, € sestpto facile. Non ho bisogni di troppi aiuti,
al massimo cerco su internet, pero... prima diddme sul forum penso di aver gia risolto, magari
perd perche sono io... pero una persona qualsiagemdo conto che se si avvicina per la prima

volta nel mondo dei videogiochi non sia la cosasamplice.
I: Ma ti ha aiutato a migliorare le tue capacita?

R: Beh si... diciamo che & vagamente come un dcchila fine. Ma comunque bisogna sempre
saperli leggere gli archivi. Cioe ad esempio unoca&euna parola sul dizionario, cerca un

determinato tipo di cosa, magari un sinonimo, deyiere dove trovarlo.
I: E una volta loggato sul client, hai mai dimeiatic tipo dov'eri, cosa ti circondava?

R: Magari all'inizio, perche era la prima volta dn@vavo uno store del genere sul pc, e mi aveva
lasciato un po' disorientato, perche troppe infaiova, perdo dopo mi son reso conto che... per
esempio se vado qui su giochi, mi dice esattameputello che voglio sapere. Pero un

disorientamento reale mai, ho sempre aperto steartamera mia quindi e a quella stanza che lo

collego.
I: Ti sembra di accedere in un nuovo mondo?

R: Nooo, vagamente anonimo, nel senso che... ndaci@gon mi fa vedere il futuro dei videogiochi,

e come se mi desse informazioni su quelli che gighbro le novita non sono abbastanza in risalto.
Ad esempio io fra questi videogiochi, anche sfogl@atra gli indie... cosi come sono messi non mi
sembrano nuovi giochi, anche se poi vado a vedearesbaglio e sono usciti I'anno scorso. Magari
guando ci sta scritto novita quello mi potrebbetaai a capire quali sono i piu nuovi... magari
usando diversi segnali. Anche soprattutto per o slel genere che ha un sacco di locandine con
colori diversi, non penso che questa tipologia,stjusnlori, siano i piu idonei, magari cambiando
impostazione generale, non lo so, mettendo due ling, e dietro lo schermo nero, cosi quando
sfoglio € come se stessi sfogliando la libreriamiisica come itunes. Solo per un fatto visivo

comunqgue.

I: In generale come ti sembra la velocita per pasdsa le funzioni, al netto di problemi di linea o

computer?

R: Beh per esempio sui video non mi sembra moltoceg proprio come si comporta lo store, mi
sembra lento e macchinoso ad accedere e riprodigige. una cosa un po' fastidiosa € che quando

cerco un video mi da subito la musica abbassatanancso se € un problema mio, ma ogni volta
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che faccio I'accesso non mi fa sentire il gioco egrarte. Se una volta scelto il gioco vorrei che se
parte il video partisse anche la musica.

I: Pero per il tipo di videogiocatore che sei riescfare la maggior parte delle cose?

R: mmm si... anche se... c'eé qualcosa che non mrogga soddisfazione nell'aprirlo. Cioé ad
esempio origin, mi da un po' piu di soddisfaziontrage nell'interfaccia iniziale, anche se poi anch
li non é troppo chiaro... perd € come vengono d@spesleogiochi. Ad esempio c'e Titanfall loro ti
mettono il robbottone gigante sparato davanti e wi¢ne voglia di giocare anche se poi in quel
momento non ne avevi. Accedendo subito davantiegorio, non lo trovo molto originale. E'

standard.
I: Riesci a fare quello che ti serve ma nienteidi?p

R: no esatto, non mi rende felice, pero... quesioogdi colori sotto € molto piu carino, quando ti
barrano il prezzo cosi violentemente per farti eppare il fatto che e un gioco di un certo tipo che

viene scontato, questo mi piace.
I: Ritieni che abbia migliorato la tua esperienziegtbco nel complesso?

R: mmm... beh si diciamo che rispetto agli altdogldisfacente avere un elenco delle cose che hai,
quindi € buona, soltanto che... non so... fordattb che ci sono... cioe quando una persona ha

troppa scelta si trova sempre spaesata e poi loga giniente...

I: Ma non si possono visualizzare in maniera dig@rs

R: oddio non lo so fammi vedere... Oh interessante!

(passa ad una diversa modalita di visualizzaziogievdieogiochi)

R: Ok, no ritiro quello che ho detto. Adesso vedrodsi ho molta piu voglia di giocare.
I: Ma ritieni che la capacita di personalizzaziomagdifichi come vivi il client?

R: Beh si sicuramente adesso vedo il client in eranpiu soddisfacente. Vedere tutte le locandine
messe in ordine, piu che altro, perché magari quandca un elenco di cose comprate possono
diventare confuse. Per esempio ora che la vedidgvo ancora finire bioshok e vedendolo cosi mi
fa venire ancora piu voglia, perd non me ne ermmoc Le impostazioni che puoi fare, come

l'uscita di sicurezza che ti dicevo prima, non soniare, non era risaltata.

I: Quindi piace che il client ti permetta di essen@dificato a tuo piacimento?
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R: Esatto, io vorrei sapere come € piu facile peabpzare le impostazioni di grafica dello store.
I: Pero risulta sempre la tua area personale, ibtangolo di svago digitale?

R: Beh si, pero anche il fatto che per altri videobi devo accedere ad altre piattaforme tipo
origin, visto che ho giochi anche li, anche se sawio tre, eee... mi lascia dietro qualche cosdami
sentire un po' distaccato da quegli altri, coméossero speciali perche si trovano ad un altrcestor
sarebbe comodo averli tutti assieme. Anche se nextocsia possibile fare degli accordi per tutti
tutti i giochi.

I: Quindi ti piace la possibilita di avere beta axs?

R: Beh si, diciamo che pero ad esempio volevo ciie la beta di For honor soltanto che ogni volta
mi dimentico di scaricarla, per vari motivi... nanordo ora se For honor si pud prendere tramite
steam, perd0 a parte questo caso particolare... ffecildi accedere alle beta perche sono
principalmente giochi non pronti che sono gia agomagnto. Nel caso di playstation € diverso
invece... Certo pero c'e il refund, un sacco ditgdtha fatto con no mans sky e quello é
comodissimo... perd magari devo dire che sarebb@do un collegamento piu diretto verso le
beta. Clicchi su beta, vedi quali ci sono e didi tuando hai finito ti arrivera una notifica se puo

giocare alla beta oppure no, o se la puoi scaricare
I:Ritieni che abbia portato convenienza nella tita da videogiocatore?

R: Si convenienza sicuramente, il fatto di... ttdadi comprare i videogiochi online con steam era
novita perche prima dovevi uscire e andare al negeer comprarli, adesso con steam e diverso
perche... non € che vedi il tuo conto su steamtgsafdi hai al momento, li leggi poi tramite la
carta, quindi sembra un po' che steam ti risucebidi, sai ci stava la .gif di un tipo che accerade
il computer, si apriva steam e c'era il portafagfle usciva dalla tasca e si attaccava al pc. 1o mi
sono ritrovato che ci stavano un sacco di videdgiscontati... guarda ci stava hitman, max pain, e

star wars, tutti scontatissimi, e son partiti 50€a te ne sei neanche accorto,
I: vabbe pero ti sei comprato 3 giochi?

R: macché, una ventina perché starwars sono.rafiguma infatti € convenuto.
I: A livello di tempo invece?

R: Beh, devo dire che questa cosa di non uscinedara al negozio e impegnarsi perché tu vuoi

proprio quel gioco non ti sprona poi a giocarabecio ad esempio skyrim sono andato al negozio e
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I'hno comprato per playstation e c'ho giocato urceae recentemente mi sta venendo voglia di
rigiocarci perché mi ci ero dedichato cosi tantoasigiocarci, e per il fatto che sono uscito, Incso
andato a comprare, ed ero contento di averlo prdjgicamente, con steam e diverso perchée avere
troppi giochi un po' mi disorienta, pero non e wolglema suo, ma un problema mio eheheh... nono

non posso screziare steam che sicuramente eiotibiss
I: ritieni abbia avuto un impatto sulla tua immagidi videogiocatore, nella faida fra giocatori?

R: Beh io non mi trovo schierato da nessuna pérégprezzo tutti quanti, anche perche per certi

versi € meglio uno, per altri versi € meglio umaalt
I: Ma essere un giocatore di Steam non ti cararzal?

R: tranne nel caso di giochi esclusivi che ha stéam, ad esempio quelli indie... Ad esempio i
miei amici hanno giocato a "faster than light" &en gioco che hanno scoperto tramite youtube
con le recenzioni di quei due sul server che sgmw due blogger di videogiochi... e quelli sono

videogiochi indie che se non trovo su steam nodas@ trovarli. Quindi il fatto di giocare a questi

videogiochi alla fine mi caratterizza un pochinaciBmo che se parlo di chivarly, attualmente a
gualcuno, giusto un mio amico mi puo dire "ah daeenche tu hai chivarly su steam, giochiamo"
e quindi entra il senso di gruppo, pero se vadardaiocatore qualsiasi di pc, che magari se li

scarica, non c'e lo stesso rapporto di fratellanza.

I: Partendo da questa fratellanza, ritieni che siantaggio che i contenuti e steam stesso sia

influenzato dalla community?

R: Beh si... E' facile che state giocando e a wtognto ci sta una persona che per qualche motivo
gli dici "oh guarda ci sta la persona dietro udoitiglie lo dici in italiano e ti accorgi che anche

e italiano allora lo aggiungi su steam, cosi ciipigiocare...
I: E parlando di negozio e review?

R: Si per le recenzioni sono la parte fondamergattanzialmente... per le news non credo di aver
mai letto niente... la community soltanto nel giocale di persone per andare vedere anche loro
come stavano messi con i trofei, per vedere queaamoepro rispetto a me, pero no, non ho mai

aperto il forum, alla fine io ho sempre trovatdauguindi non era necessario.

I: Preferivi rimanere nel raggio dei tuoi interessivece di spingerti troppo oltre?

93



R: eh si esatto, senza mettermi a fare discussignvideogiochi tramite il forum per un motivo o
per l'altro... perd la comunicazione era abbastaapala. Devo dire che e stato parecchio utile
avere la chat di steam perche per esempio conzeitidn quando mi dovevo unire al gioco, nel
gioco non ci riuscivo. Allora che ho fatto premuwal+shift, apre la schermata di steam, e mi fa
vedere i miei amici, clicco sul mio amico, chatsttadestro, unisci partita... anche se mel’hanno
dovuto dire loro... non era molto pratico... potewaemplicemente mettere la schermata di steam,
guella che copre lo schermo, infatti dietro suftanslo si vede, l'incona del tuo amico e sotto subit

unisciti, sensa appunto aprire la chat e fare pétssaggi.
I: Quindi a volte macchinoso?

R: Beh si, adesso te lo dico ci sono ancora pardmnal per implementare i sigoli giochi con i

server controllati da steam.
I: Quindi non ti senti troppo coinvolto dalla comnity?

R: no nella community no, piu nei videogiochi. Ur@ta che apro un videogioco steam diciamo
che un po' me lo dimentico, anche se poi mi compabasso a destra "il tuo amico si € connesso”
o altri popup, cioe quello va bene come in tutbisicti fa vedere se puoi giocare in quel momento

col tuo amico.
I: Chat vocale sarebbe preferita?

R: beh devo dire che attualmente sarebbe estrent@améle perché ora come ora uso skype per
convenienza, invece senza aprire troppe applicazioa poi rallentano il gioco, avere una chat
vocale, anche di gruppo, sarebbe un sacco utilehé&se devo dire che la stessa impostazione, di
guando giochi e compare il pop up, in origin laf@reco, non lo so mi rende piu contento non lo so
perche... forse & perché e arancione e lo preferRBerdo secondo me steam potrebbe giocare sul
fatto della meccanica, del vapore, capito... rdoden po' piu steampunk... piu che altro il fatio d
steam che mi € piaciuto di piu quando I'ho scasiéaperché mi ha fatto pensare alle macchine a
vapore, e quindi a giochi tipo The order 1886, asblo perché stavano in quell'ambiente, poi al
gioco non c'ho giocato... Perdo secondo me putdte sweccanica del vapore, quindi tutte queste
cose dinamiche renderebbe steam un po' piu pateohdesso steam tu lo dici ad una persona e
non pensa al vapore ma a steam client. Pero secoadimvrebbero fargli venire in mente una cosa
tipo steampunk, qualcosa che lo caratterizza perokg proprio perche si abbina ad una uno stile

specifico.
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I: Ma quindi cambieresti qualcosa a livello cronef?

R: guarda steam diciamo che l'icona alla fine viaeballa fine anche i colori, poi come si adatta
nella home iniziale, anche se adesso non sapres ¢aro, perdo € anonimo il fatto che su steam ci
sta la biella con il pistone che perd non si vgap io che faccio ignegneria lo so che quello é
I'albero motore con il pistone collegato, pero peasona che non si interessa di meccanica non si

rende conto che cosa significhi, sembra un simbottato cosi.

I: Ritieni comunque che la possibilita di mantendégerelazioni con i tuoi amici su steam sia

favorevole?
R: Si...
I: non dicevi di connetterti soprattutto per gioeacon amici?

R: beh dipende dal gioco ovviamente, praticameuntdlignultiplayer li gioco principlamente con

loro, perd anche da solo, perche lo volevo proeacesi via, pero... alla fine giochi con gli amici
solo nel videogioco, non €& che ti mettono in relaei con linterfaccia di steam, € come se
permettesse il collegamento fra me e il mio amie@poi finisse li il lavoro di steam, come se non

servisse a qualcos'altro.
I: Pero conosci personalmente i tuoi amici di st€am

R: si la maggior parte li conosco personalmentechpe gli altri siano qui o nella lista di Uplaylne
caso di rainbow, che alla fine stavo li e I'no aggp li, pero avrei potuto farlo pure qui. EEllaa
fine diciamo che rimane un rapporto fra me e i raieici, non mi € mai capitato di conoscere gente
nuova tramite forum e poi giocarci a parte. E' cdmee c'é un tuo amico online gli dici giochiamo

insieme, e poi e facile connettersi.

I: Ora vorrei andare ad osservare un po le singoieerazioni. Fino adesso abbiamo visto il client
in generale, e abbiamo notato diverse interaziauille quali vorrei valutare il tuo livello di
ingaggio. Partirei dalla ricerca di informazioni swideogiochi, alla fine abbiamo visto che lo

utilizzi per cercare delle news?

R: mm... non dico frequentemente perd un certo mondé volte. Ad esempio quando voglio
giocare ad un nuovo videogioco, avendone ancora alfinire, questa cosa un po' mi limita a
cercare nuovi videogiochi. Comprare tutti i gioshuna volta sola non € una grande idea, perd non
si puo migliorare questa cosa, alla fine il pacthéi star wars io sono felice di averlo comprato

perché so che... sono riuscito ad avere tutta leztone di Star wars, che magari prima non
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c'erano, adesso grazie a steam li ho trovati. @me c'erano perche erano vecchi. Guarda ad
esempio e Star wars dark forces, ci abbiamo gioicatmio fratello, con degli amici, eee... conta

guesti ragazzi lI'avevano trovato tantissimo tengpe firazie a steam |'abbiamo rigiocato.
I: Quindi nostalgia?

R: Si esatto, anche vedendo nuove recensioni.\Medg che per esempio in futuro vorro rigiocare
a tutti i final fantasy. E grazie a steam sento lchpotro fare... perche cel'ha tutti praticamente,

quasi.

I: Quindi per la ricerca hai visto che questa grandfferta ti porta un po' di malinconia pero sei

nel complesso soddisfatto della modalita di ricérca

R: Beh quello & un problema quando non ci sonohgipmprio sul client. per problemi di licenze
probabilmente e non ci sono neanche informaziongesti giochi non presenti. Poi se voglio
cercare un gioco trovo che la troppa offerta ogntd puo disorientare. Certo devo dire che se cerco
informazioni sulla community, dopo tutto questdi@ao del client, trovarmi tutti questi post in
inglese ok, ma in cirillico e giapponese... unimm mi piace, poteva meglio essere proprorre prima
quelli in italiano e poi gli altri per approfondir€osi capisci bene la situazione se quel gioco si
trova gia nelle menti degli utenti, che quindi s@oo per averlo, oppure per quel gioco gli italiani
non si sono posti il problema quindi se vuoi andata radice ti devi rifare a quelle in inglese.
Sarebbe meglio andare step by step, mostrare ivandel perche non c'é, se esce in futuro o non

esce piu.

I: Cos'e che ti invoglia di piu verso gli scontisteam?
R: Beh al primo posto soprattutto la quantita dirgo.
I: E magari per come ti viene proposto?

R: Allora comunque guando vedo i giochi ci sta semlpprezzo, per sapere subito se &€ qualcosa in
Cui posso investire. Pero ad esempio vedere -75%n ggioco da 25€ che € bello ma magari non e
piaciuto alle persone. Certo € comodo che mi neettantatto subito con i miei amici, infatti potrei

mandargli tranquillamente un messaggio e chiedargh lo consigli oppure no?"
I: Pensi che poi le informazioni in gioco sianofguénti?

R: Beh si mi da soddisfazione di vedere in belnge e verde il 75% che risalta, e che ti canitelli

prezzo sopra, facendoti vedere quant'e gia il jgreRai hai quest'altro, Red orchestra Il, a 2,28 m
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lo devo compra per forza... cioé nel senso, vedaeeseale la pena, poi vedo quanti soldi ho nella
carta ed e un attimo. Come ho fatto con chivaloychiesto a un mio amico se ne valeva la pena e
I'ho preso subito con tutte le espansioni. Anchensenon ci posso giocare perche non ho il pc...

pero fa parte dei videogiochi che ho intenziongidcare prima degli altri.
I: Cos'e la cosa che ti rende piu felice nel giacavideogiochi tramite steam?

R: M'invoglia a giocare ad un gioco steam, tramsiteam, perché & abbastanza ordinato, cioe nel
senso vado su libreria, a parte prima che abbiaisto Vestetica, da un punto di vista logico

analitico mi soddisfa per le informazioni che mj daolo che e un elenco.
I: Quindi alla fine modificare il client ti piace?

R: Il fatto € che prima sceglievo un videogiocapipalemente a quanto lo pensavo io. Quindi quel
gioco mi aveva dato quelle emozioni, e ci giocaeoopquelli sono i giochi... Il client per farmi
giocare mi rende un po' malinconico perche, é urdifficile da spiegare, non essendo abbastanza
caratteristico, rispetto ad altre aziende, propc@mme Si impongono Su un mercato, anche
graficamente, con i colori, e con lo stile, gioainpipalmene giochi su steam perché sia la facilita
di mettere dlc principalemente... Sempre per iofati come e impostato, le sensazioni che mi
trasmette... € che guarda sai cos'é € il fattoncimee troppo futuristico, l'impostazione, se avesse
avuto uno stile piu steampunk basandosi sul nonikazienda. Cioé tu pensi al vapore, alla
termodinamica, invece no il simbolo rimane li, @ pioperde. E diventa solo un social shop, dove
non é steam con dentro i videogiochi che ti offneche se poi con quelli indie & proprio cosi, ma
steam social e shop troppo distinti... Una cosapaiteva funzionare non so se hai mai visto, apri il
videogioco c'e limmagine dell'azienda che c'haodaio sopra e ti spappola il nome/logo
dell'azienda davanti e si crepa il pavimento sofoziche mettere questa cosa con i pixel,
avrebbero potuto mettere perfettamente la gif dmatore che gira o esplode o altre cose non so,

una pompa a vuoto...
I: Quindi vorresti avere contenuti personalizzalitiche per la tua libreria?

R: Sarebbe meglio metterti subito in primo piantifho gioco a cui hai giocato, tipo netflix, e poi

le cose sotto, cose a cui potresti giocare dal&a lioreria. Oppure, dei collegamenti che mi
propongano una query di titoli selezionati per mali novita. Che ti dia una scelta limitata. Se
avessero messo le stelline nei videogiochi numegk con quale gioco steam ti deve mettere in

contatto. Cosi € un po' anonimo.
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I: Soprattutto penso per te che sei un fan degliafd

R: Beh nel caso di questo gioco indie, che c'epteystation e per steam, messo bidimensionale,
con gli sfondi pixel design. lo I'no comprato sylaystation perché in quel momento la playstation

cel'aveva a meno
I:Quindi non ti interessava aspettarlo scontatosseam?

R: beh diciamo che quel gioco e recente, é indéfatio da persone serie, si vedeva non era venuto

fuori cosi da...
I: ...Per esempio greenlight? non I'hai mai usaéo&nonima la presenza di sondaggi?

R: per esempio questa funzione non mi & mai setvitsarla, cioé io mi apro steam e leggo le info,
dove potevo leggere, non c'€ una notifica sullaroamity. € passata sottotono la presenza di
sondaggi, dove invece magari sarebbero statepuiiinformazioni, tipo apre una barra laterale con

le news.
I: La community pero non ti coinvolge troppo?

R: Si quando ho bisogno di informazioni rapide gadmpio avevo scaricato bioshok e non trovavo
il problema allora mi sono affidato al forum di a&te "in inglese”, perche quello in italiano non
avevo trovato niente. In quel momento riuscii alsisrlo, pero dopo averlo lasciato per un periodo
di studi sono tornato e steam aveva patchato Baigdto. Mi ha coccolato il fatto di non avertiat

niente, come per una console, metti dentro il ndreti preoccupi.
I: quindi diciamo che il customer support, al nedelle azioni, ti fa sentire a tuo agio?

R: Si, una cosa, sono piu le cose utili che le tedle da vedere, ad esempio per andare a ceecare |
specifiche, ad esempio mi sembrano troppo lontdalefulcro del gioco stesso, noi siamo cmq su u
pc e i pc sono tutti diversi, sulle console pemgse non servono, quindi se si fossero trovate un
po' piu in alto, insieme alle altre informazionihcae se magari loro non lo vogliono fare perche
magari una persona si compra un gioca e non $egoasi era talmente fomentato, che poi non gira
sul pc e se la pija a male. Da un punto di vistartista verso i consumatori ci poteva essere.

Comunque ci sta e un servizio, lo pago.
I: I'integrare la community nel client € comunquesipiva?

R: Beh si, alla fine qualsiasi problema alla fioepluoi chiedere, devi avere un po' di pazienza in

caso non ti rispondano subito pero é raro.
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I: Pero la utilizzi piu passivamente che non atbivo

R: Beh si essendo molti giochi indie single playeron so condivido solo con i miei amici, mentre
per esempio con la playstation é stato estremanp@infacile, perche durante ff ho scattato la foto,

mi hanno chiesto se volevo condividerla con i ramici e ho detto va bene.
I: E su steam non c'é questa capacita/modalita?

R:Si ma messa... non mi va di pensarci... cioé mowale la pena il tempo, & troppo meccanica,
metti voglio fare uno screen. Per esempio duragtechi possono succedere delle cose simpatiche,
la play fa tutto in background e incomincia a sedyoi durante il gioco quello che non serve lo
cancella, mentre quello che voglio lo posso sceglimentre su steam devo sapere cosa accadra ed
incominciare a registrare prima, non € che lo faappena inizi, ci sono delle app di 3° parti, ma
potrebbero rallentare il gioco... non & sempliamentre giochi non te va di premere tanti tasti, o
cmq uscire dalla schermata se tipo si chiude skypeyamente poi mentre giochi non ti va di

premere tasti che non servono in quel momento.

I: perfetto grazie mille per il tempo che mi hancesso!
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Appendix 4

Interview (C):

I: Allora, grazie mille (C) per aver accettato dapecipare a questa intervista. Come prima cosa
vorrei introdurti gli argomenti trattati, giusto pedarti un idea sullo scopo della mia tesi. Con la
mia ricerca vorrei approfondire l'effetto che levdise esperienze generate dal client di Steam
influenza il tuo livello di ingaggio emozionale ctiedichi nelle diverse interazioni che hai con il

brand; andando avanti con l'intervista ti sara pihiaro cosa intendo sia per esperienza che per
ingaggio.

Possiamo iniziare?

R: assolutamente.

I: Bene, C quanti anni hai?

R: ventisette

I: E adesso cosa fai nella vita? Hai studiato, $tud

R: Ho finito il liceo. Sono andato a Londra (perdeare), so tornato, mo lavoro...

R: Ho un master in economia e ora come ora cerdawamo

I: Parlando invece di videogiochi, quanti ne comifanno?

R: L'anno?! Beh dipende da quanti fighi ne escguanti me ne interessano... comunque direi una

decina.
I: Quanto tempo spendi a giocare ai videogiochsédtimana?

R: Beh dipende se lavoro o no; vabbé che comungaleease lavoro tempo lo trovo, comunque

direi due tre ore al giorno piu 0 meno quindi adlirca una ventina di ore settimanali.
I: Quali piattaformi usi per giocare?

R: Ora come ora solo computer.

I: Adesso qual'é il tuo metodo di acquisto preteritamite online o copia fisica?

R: Di solito compro le chiavi (digital) se devo cprare dei giochi compro le chiavi online, perchée

hanno un sacco di sconti e comunque sono semgieairi

I: Ricordi la prima volta che hai acquistato un gmgame?
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R: Pokemon sul gameboy

I: Invece il primo gioco comprato su steam?
R: Penso sia stato counterstrike

I: Ogni quanto accedi su Steam?

R: Beh dipende sempre se ci sono giochi che vagbema giocare o meno, quindi dipende se c'e |l
gioco che mi interessa e ci voglio giocare, ci pdsggare anche tutta la settimana, se non c'e lo

lascio .
I: Invece parlando delle diverse interazioni...usi per informarti su giochi che escono, novita?

R: Oddio... lo potrei usare per sapere se ci sorertefthe vale la pena usufruire, perd per andare a
cercare un gioco cosi non e che vado nel negoztedm. Mi attengo ad altri siti, cose...

I: Pero approfitti degli sconti di steam?

R: Se ci sono buoni si, anche dei bundle dei pdtcheagari... pero le ho usate veramente

raramente, pero...
I: Quindi alla fine lo consideri la tua piattaformareferita per comprare videogiochi?

R: Si e una delle mie preferite, perche ci sondetaltre, c'é battle.net, c'e origin. dipende..cise
sono giochi come fifa uno se lo va a comprare sgimgrse esce il gioco della rockstar te lo vai a
comprare su steam, se esce quello della blizzdltai a comprare su battle.net. E' una di quelle
tre quattro piattaforme che sta li e che é sicurdenena top.

I: Ok quindi tu sei ancora un po' guidato, anzirmipalmente guidato dall'offerta di videogame?
R: Beh si, piu che I'offerta quello che mi piacei. quello che mi interessa.
I: Hai mai utilizzato lo steam customer support?

R: No, non credo, non SO nemmeno cosa sia... coneuogn i giochi e la piattaforma di steam in
generale non ho mai avuto problemi. Mai chiestoteiee sempre stato fedele alle aspettative.

I: Approfitti di determinati contenuti multimediabfferti da Steam per informarti, o solo per

giocarci?

R: Beh di sicuro lo uso per giocarci, anzi direlaguesclusivamente. Di altri tipi di contenuti
multimediali non ne faccio uso. Se devo comprhgsoico ok, se so che magari l'offerta che sta su

steam e migliore di quella su altri siti, se no no.
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R: Comunque penso che il primo gioco a cui abboagb su Steam sia Half Life, non Counter
Strike, comprato in copia fisica... mmm non creénmeno esistesse Steam, ma c'era Valve, e

Steam era solo un programmino per patchare il gioco
I: E per quanto riguarda la community, vai a guardaeview, informazioni, screenshots?

R: mmm... oddio magari si vado a controllare undd@ommenti, principalmente per vedere se un
gioco vale la pena comprarlo, perd non loggo stearado sulla community per questo, magari sta

direttamente sul sito internet.
I: Partendo dai sensi, i tuoi 5 sensi personalimsopensi vengano stimolati dal client?

R: beh soprattutto avere questa libreria davaot, tatti i giochi che hai, magari ti vuoi fare una

parta, anche installarlo e la velocita di downléa@dpida.
I: Ma per quanto riguarda i colori?

R: Beh questo blu scuro/nero/grigio non € male¢ @otranquillone al contrario di origin che e
arancione, mal di testa che ti sparano in facdi@nquillo, molto old school. Offre sempre colori

molto scuri.
I: Per quanto riguarda il font?

R: Beh mi sembra normale, non hanno usato font Goatp € sempre il solito... che cacchio sara...

vabbé comunque € uno di quelli classici, da forum.
I: Ti sei sentito mai ingaggiato tramite suoni?

R: no di suoni dal client non ne ho mai sentitinmai hanno mai stuzzicato. Nemmeno per i

messaggi sinceramente

I: A livello dell'estetica in generale come lo tropulito e chiaro?
R: Beh quello non tanto, molte volte mi ci incricaach'io...

I: Tipo?

R: Beh non lo so anche le impostazioni, cose, atalseroll degli amici ti apre un altra cosa,
soprattutto ho avuto un sacco di problemi quandeedo inviare richieste di amicizia o riceverle...
E' comunque complicato, ti apre un sacco di quastgnine mini, e anche quando stai giocando se
vuoi entrare nel menu, no perche hai visto che doiagiochi puoi fare tipo alt+tab, shift+tab, ti

apre un altra schermata e li € un casino perclapré tipo sotto una serie di pagine inutili che
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magari si riconnettono al negozio, poi mette sdpti le chat aperte, € un po' un casino, potevano

farlo un po' meglio.
I: Non troppo chiaro, troppe informazioni?

R: Si troppe informazioni inutili, senza una netistinzione cromatica, sembrano tutte uguali. cioe

potevano fare semplicemente una pagina con deiksc..
I: Perd non ti sembra sia voluto, che abbiano riao un proprio stile?

R: Beh se lo stile € quello confusionario ok, treaputte cose ok figo... perd poi nella praticita..

un casino.
I: Ti sembra che utilizzi effetti speciali?

R: mmm no ma soprattutto perché al dila del gioke ki sta promuovendo, steam non da un
cazzo, c'e il suo blu dietro, c'é il suo solito memagari se ci sono dei video che partono sono per

pubblicizzare i giochi ma non li vedo quasi mai.
I: Invece che i video partano, ma senza suono?

R: Bah sinceramente non vedo problemi, l'unico @ mlagari ti perdi i primi secondi o che devi
ricominciare. lo sinceramente... Poi vabbe e armpgreonale questa cosa. Voglio dire stai a casa
tranquillo da solo e te parte un video a manetta, & che... oddio si mi puo svegliare un po’, pero

potrebbe risultare fastidioso.
I: Ok, quando sei su steam, che navigi fra le fomizicome ti senti a livello emotivo?

R: Beh molte volte diciamo che non & che loggomsteapoi faccio partire il gioco, piu che altro

apro il gioco e steam mi si apre in automaticojtsub
I: che trovi utile?

R: Si alla fine lo trovo comodo il download allaéi, perche se ci sono degli aggiornamenti te i fa
al volo... la qualita del download e avanzata, edite, cioe c'e la possibilita di far partire in

automatico il gioco, che e positivo.

I: Usando poco le funzionalita del client, quimbn ti sei mai sentito eccitato dalla presenza di

tutte queste interazioni e prodotti?

R: Oddio sinceramente il client di steam a propoidn € molto... cioé nel senso come vedi non é

che offra un interfaccia cosi nuova... 0 giochivnuoci sono le solite cagate che stanno la da un
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vita. Sai cos'e molte volte ti mette quei giochdei cazzo che sono anche da telefono tipo, molto
spesso, anche se non ci sguazzo troppo... per@guampro trovo sempre quelle cose che stanno

la
I: Quindi un offerta troppo grande come ti fa see®

R: Beh si alla fine cercano di scontarti all'80%esfpii giochini del cavolo che comunque non
compreresti mai, poi inutile... potresti puntareaétdo... perche I'offerta cel'ha visto che di gioce

ho comprati

I: Pero in generale ti senti in controllo?

R: Si oddio non & complicato, ci puo stare...s& @andare a cercare dei commenti lo puoi fare...
Time spent looking for the comment section

R: ...alla fine ci sono tutte le funzioni possibili

I: Come reputi le tue skill in rapporto con quetlee puoi fare sul client, anche rispetto ad alrsec

che fai sul pc?

R: beh le mie di sicuro sufficienti ma comunque oogdo che sia complicato anche per chi magari
e meno skillato... cioé alla fine lo trovo moltonoado alla fine apri un gioco, alla fine ci sono i
collegamenti con scritto "Tutto” quello che ci puobvare... puoi cercare i commenti, vai su
discussioni ti leggi quello che dice la genteitetle cose che ci sono nel gioco nel gioco... falka

ci vuole x.

I: Ma le interazioni sul client & una sfida?

R: Interazioni del client di steam? NO... ma sii@hsenso che ti crea interesse o complicato?
I:Nella ricerca di informazioni...

R: Beh oddio sinceramente si, pero io tel'ho datio lo uso molto il negozio... Non credo sia
troppo semplice ma nemmeno troppo complicatostigtivo... se sei alla ricerca di un gioco qua
c'é scritto piu 0 meno tutto quello che puoi trevaral di la del fatto che mettono in primo piamo
sacco di cazzate alla fine... se vai alla riceiqgudlcosa che gia conosci, col nome... non écilifi
Ecco pero se sei alla ricerca tipo di un generieieadvabbe oggi voglio giocare a un mmorpg alla

fine non ne troverai mai uno qualitativo, che nddigfi.

I: Ma perche non credi ci sia o cosa?
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R: ma perché secondo me sono poco filtrati, ned@ernvedo un sacco di cazzate su questo coso.
I: Quindi trovare una cosa che ti soddisfa e urida?

R: beh si all'interno del negozio si.

I: Ma in senso positivo 0 negativo?

R: Negativo direi.

I: ma ti dimentichi magari di quello che ti circoadla stanza in cui sei?

R: boh alla fine dipende dal gioco, pero per quaigiaarda navigare su Steam per niente

I: Per quanto riguarda la velocita, per esempioawevi gia accennato prima, dici che va bene?

R: Ma su quello si, non c'é da dirgli niente, tuitagispetto, uno dei top... Al di la del fatto

dell'estetica old school, da forum vecchia data.
I: per quello che ci vuoi fare te e utile?

R: nel senso al di la della ricerca di gioco, pecis® alla fine tiene fede a quello che principalteen
penso tutti i videogiocatori fanno. C'hanno il giosulla libreria, il download € una bomba, e

guando loggano funziona...

I: Ti ritieni confidente con le meccaniche?
R: Si si... beh sono anni ormai che lo uso
I: Ma migliora la tua esperienza ludica?

R: dipende... Per quanto riguarda la protezionbatker e queste cose qui, ok si su quello non c'é
dubbio, c'e un rapporto con VAC per allontanare wogue le persone che hackerano € ottimo,
penso di aver trovato davvero pochissimi hackerecangiochi tipo counterstrike, che comunque
sia li per i ci gioca il mondo intero pero persartee hackerano vengano instabannate, quasi che

non serve neanche reportare...
I: Quindi nel complesso ti e utile?

R: Ma si, a parte quella cosa che dicevamo primaolmmunity viene un po' lasciata a se,

potrebbero mettere un filtro a tutte queste cogeveimgono spammate senza senso.

I: Quindi ti sembra poco personale il client?
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R: Beh mi sembra un po' uno spam di cose che nonetiessano... potrebbero tranquillamente
racchiuderle in un video che spammano e magariuagrcentuali di viualizzazioni di una cosa
spammata cosi alla cazzo che nemmeno ti inter®&sahe magari molte di queste cose non mi
interessano, poi se li mi casca l'occhio su una che mi interessa ok, pero... sinceramente se mi
metti un video tipo quello di league of legendsesfo € il champion spotlight, bla bla bla... quello
lo vedi. Come su overwatch che danno la pentakiladsettimana e te le fanno vedere tutte; quelle
sono delle cose concetrate in un video solo clie #edi. Qua magari ci stanno pure le cose fighe

pero stanno messe tutte la sui giochi che in realéanon ti interessano...
I: Quindi vorresti essere meglio connesso ai tnbeliessi?

R: Ma si, penso anche su quelli degli altri... Bsto loggato, volendo si... Invece di entrare anell
community e vedere questa cosa scritta in russo4éoiike, visto gli utenti di steam non mi

sembrano cosi tanti...
I: Pero con il log in e sicurezza ti senti trandoi

R: Quello si, € anche semplice da usare sul tetefaon il codice di sicurezza e diventato

praticamente impenetrabile.

I: Ma cosa ne pensi della possibilita di modifiede pagine a tuo piacimento, la visualizzazione...

o vorresti diversi metodi di personalizzazione?

R: mmm no va beh, che ti deve dire di altro, cerohigioco... € anche semplice... che ti dice, che
gioco c'hai... certo cerca di darmi tutte le infamioni subito, quando invece magari me ne servono

solo due tre...
I: Pero alla fine lo usi perche ti utile per la ceenienza dei giochi che ha?

R: Beh si, sia in quanto qualita dei giochi, pratee, qualita prezzo... che poi i giochi su steam n
costano piu di 30€, a meno che non siano appent @sthiamati da un mese "gioco dell'anno”.
Solitamente se mi devo comprare un gioco che reréissa me lo compro per steam, o comunque

mi compro la chiave su qualche altro store pemstea
I: Usando steam ti senti un po' catalogato?

R: Eccerto, quella & una bella pezza... € una cheaa me da mezzo fastidio, cioé se io c'ho
battlefield su steam e lui cel'na sulla play(statie non potemo gioca mi da fastidio... dovrebbe

esserci una sorta di collegamento perché comuntustésso gioco.
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I: Ma , al netto del cross-platform, ti riesci aréaun immagine del giocatore tipico di steam?
R: beh i Russi sicuramente giocano Steam, ahah8egbenso ad un giocatore penso ad un russo
I: E credi ti possa influenzare?

R: Beh, a me personalmente... si forse si in realiahe perché appunto sono veramente tanti... e
per la community poi diventa una cosa abbastangt&di@sa... non solo nella community, anche
all'interno dei giochi... E' pieno zeppo di genke cion fa parte di un tuo cerchio "geografico”...
Cioe non e che quando giochi a LoL (league of ldggon WoW (world of warcraft) becchi i Russi

o i Cinesi... ognuno c'ha la sua cosa... anchaupdatto estetico nel senso se loro mi spammano
nella chat una cosa in russo i0 non capisco...unessi viene in contro, stessa cosa se i0 spammo

una cosa in inglese te non capisci...
I: Pero i server li puoi scegliere?

R: Si li puoi scegliere ma il russo non si leveiog io sto nel server europeo pero ci calanoisséh

perche?!
I: Quindi la community ti influenza per come tiarfacci con Steam?

R: Eh beh abbastanza, per0 essere in contattaastamente con tutti tutti non e troppo un

vantaggio, secondo me dovrebbero un po' filtraredee e renderlo un po' piu accessibile, piu
tranquillo... non c'é bisogno che sia cosi vaatad. Un po' di sano razzismo ahahah, alla fine non
penso che uno spagnolo voglia avere un cineselcherige in simboli...

I: che tanto vengono fuori solo quadrati...
R: ahah... Esatto
I: Quindi non credi sia utile condividere del matde?

R: Mah io personalmente lo trovo abbastanza inutlee non... che senso c'e... non c'€ una

classifica, non c'e niente che ti... da uno stinp@ppubblicare qualche cosa
I: Neanche gli achievement dei vari giochi ti harmai entusiasmato?

R: Secondo me non hanno senso, hon danno nessongeansa, non danno niente se non a parte

nel profilo qualche cazzata scritta nel profild'esterno del gioco non ci fai niente...

I: Beh ma allora lo puoi dire per tutti gli altriigchi?
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R: beh certo, pero aldila della ricompensa chenfagari giocando ad una partita giocando a
counterstrike, rispetto all'achievement non c'é@ia che vedere... Counter strike e steam in realta
sono separati, alla fine se raggiungo un achievemmersteam, per counter strike non mi serve
comunque a niente, cioé non lo posso spammarewsuerstrike mentre gioco, lo posso spammare

nella community pero che ce faccio.

I: Alla fine gli altri possono vedere i tuoi intessl e tu i loro...

R: Si pero alla fine non ce faccio niente.

I: Conosci persone nella vita reale con cui gioatsteam?

R: si purtroppo si ahahah...

I: E pensi che sia un vantaggio rimanere in comatbn questo gruppo ristretto?

R: no ahahahah... non e vero si. Alla fine |i ses¢émpre per giocare alle partite ovviamente,
parliamo tramite la chat... al di la del fatto ach@ante il gioco c'era sempre quela cosa di alt+tab
che ti arrivano tutte quelle chat e pop-up, quetisa si potrebbe migliorare... Poi non c'é niente d

vocale se non in certi giochi, steam non lo pereett

I: Bene adesso vorrei andare ad osservare un po'atientamente il coinvolgimento emotivo che
hai nelle varie interazioni del client... Ad esempid searching process preferisci ad affidarti ad

altri siti, cosa credi ti spiga a questa scelta?

R: Beh il client € un po' confusionale e old stdeserchi il prezzo o il nome giusto e sai il prezz
comungue non e che apro steam e me vado a celmaggochi ce stanno, vado su google

I: Ma perche sai gia cosa vuoi comprare?

R: Se gia so cosa voglio comprare so gia doveolotr

I: E se vuoi cercare giochi da comprare?

R: Beh se devo cercare giochi da comprare sicurenmam vado su Steam...

I: Quindi per vedere quale sara il tuo prossimo @aistp a cosa fai riferimento?

R: Vado su multiplayer.it, perche € fatto molto &ee mi spizzo tipo i trailer, le recensioni dei
giochi che stanno nella classifica 0 comunquee.gihano. Le persone che stanno li poi sembrano
brave, a parte che sono una community italianadaemia lingua, difficile da trovare su Steam.
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I: Quindi preferisci qualcosa di un po' piu viciradla tua cultura, magari essere piu collegato alla

community italiana, con review ufficiali per i giocacquistabili?

R: Si per dirti, andiamo qua... a parte che pdrteiler, non e che ti dice niente... ti da un g’
informazioni sul gioco, non c'e nessuna recensian@rte questo video e questi screenshot, magari

un collegamento per qualcuno che ti spiega il gdayepn rating una cosa, niente...
I: Quindi semplicemente mettere "molto consiglisatiinizio non basta?

R: mmmm.... pure scritto in piccolo, manco l'avevai notato... boh si € un po' vago. Pero alla fine
non mi affido a steam perche alla fine & quello gteevende il gioco, non € che non me dici che
una cosa ¢ figa se me la stai a vende. Cioé maytplit non vende niente, &€ solo un servizio di

informazione per le persone sui videogiochi.
I: Per quanto riguarda i saldi invece, hai mai peie emozioni?

R: Beh a volte mi e capitato... cioé come sempre aoche vai a cercare a fondo... pero
effettivamente non lo comunicano... A parte che lmseguo steam quindi non me lo potrebbe
comunicare... sul telefono c'ho I'applicazione B soccede niente, I'email boh, mai ricevute. Anche
sul client quando vengo a giocare non risalta eiedtutto sempre uguale. Cioé tralasciando steam,
se adesso facessi la stessa cosa che fanno pinmtuig i videogiocatori ovvero apri il gioco,di
apre... mentre a lol o a heartstone devi per fapgae battle.net e c'e comunque la pagina davanti.
ed é molto semplice, cioé in questa schermatairéesapire cosa sta succedendo all'interno del
gioco, cioe le varie news, info raduni, nuova rissa stanno un sacco di cose, ci stanno un sgdicco

sconti...

Se io aprissi adesso counter-strike, te lo patclpaiegarte il gioco, basta. Cioé non ho nessuna
relazione con il client, e nemmeno lui mi spingeaadrcela. Quindi secondo me il client al dila di

tutto quello che puod essere principalmente vienergto.

R: Nonostante sia andato sul client per fare detexta cose, finito il gioco sono poche le volte che
torno sul client di steam... mai provato passionagari ero soddisfatto e... perd non e che mi abbia
lasciato niente. Rimane troppo utilitaristica. Adanteressa che tu compri i giochi, non che ci
giochi a loro non glie ne frega niente.

I: Ma te hai avuto questa sensazione?

109



R: Beh a me non interessa avere un botto di gipefihé so che non ci giocherd mai, cioé capito
non e che vado a comprare il bundle dove dici vdg@armiare 20€, pero c'hai giochi che dici "io

cel'ho” ma non ci giochi mai... A me non intereagare il gioco super di nicchia.
I: Ma quanto credi ti serva per personalizzare avele il client?

R: uno non so neanche quanto sia possibile farle, @edo comunque un po' ci devo perdere.
Voglio dire se tu cerchi le cose cosi (che saioine) € immediato... Steam é semplicemente un
grande catalogo, dove ti mostra tutto quello cha.cClicchi e ottieni, loro lo devono fare cosi eev
essere immediato, io faccio o guarda che figo &ioog due clic e I'ho comprato capito... pero poi
che me ce appassiono... loro ti mettono questipatcommunity si per magari invogliarmi un po'
perd a loro interessa che tu compri... Anche ilocdsi bundle cioé nel senso, c'é gente che dice

vabbe ma perché devo compraa sto gioco, non gidchar pero dici vabbe é gratis...
I: Gratis?

R: E praticamente si, magari te fanno un budle @& ¢ehe c'é un gioco dentro che solo costa 35€
piu c'hai altri venti giochi che vanno oltre i 5éasti perdo so merda... non giocherei mai a coke de
genere, so giochi che magari installo faccio "ah lzdsta... devi essere davvero una persona che
c'’ha molto tempo libero... E' pit per un acquistmpulsivo... con un scelta di giochi davvero

eccessiva.

I: Ok, grazie mille per il tempo che mi hai conaess
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Discipline

Construct

Authors

Definition/Key Findings

Dimensionality

Sociology

Political science

Psychology

Educational
psychology

Organizational
behavior

Table 2 - Definitions and Dimensionality of Engagenm in the Social Science and Management DisciplingBrodie, et al.,

2011)

Civic engagement

State engagement

Comprehensive
(state)
engagement

Social engagement

Task engagement

Occupational
engagement

Student
engagement

Employee
engagement

Jennings and
Stoker (2004)

Mondak etal. (2010)

Resnick (2001)

Kane (2008)
Achterberg et al.
(2003)

Huo, Binning, and
Molina (2009)

Matthews et al.
(2010)

Bejerholm and
Eklund (2007)

Bryson and Hand
(2007)

Hu (2010)

London, Geraldine,
and Shauna
(2007)

Frank, Richard, and
Taylor (2004)

Catteeuw et al.
(2007)

Luthans and
Peterson (2002)

Saks (2006)

Macey and

Schneider (2008)

Crawford, LePine,
and Rich (2010)

Involvement in voluntary organizations and the
performance of volunteer work, facilitating the
development of social networks

Civic engagement levels are impacted upon to a
significant extent by the Big Five Personality
dimensions

Iterative process aiming to influence political beha-
vior of a target state through maintained contacts
with that state across multiple issue areas (e.g.,
diplomatic, economic) and focused on generating a
relationship of increasing interdependence

A comprehensive engagement campaign comprises
three key elements: (a) Mind-set change; (b)
Mechanism for change; and (c) Possible staff change

A high sense of initiative, involvement and adequate
response to social stimuli, participating in social
activities, interacting with others.

Represented by group identification and group-
oriented behavior

Effort or active striving

Vigilance performance on a particular task; atten-
tional resource availability, sustained attention, and
alertness

A lifestyle characteristic that describes the extent to
which a person has a balanced rhythm of activity
and rest, a variety and range of meaningful
occupations/routines and the ability to move
around society and interact socially. Levels may
vary along a continuum

On a disengaged-engaged continuum, a student may
exhibit differing engagement levels to a particular
task/assignment, module, course of study and
Higher Education

The quality of effort students put into educationally
meaningful activities

Students’ academic investment, motivation, and
commitment to their institution; perceived psy-
chological connection, comfort, and sense of
belonging toward their institution. Engagement
comprises institutional, situational & individual
aspects

Employees’ desire/willingness to give discretionary
effort in their jobs, in the form of extra time,
brainpower/energy (includes cognitive, affective,
and behavioral aspects)

The degree to which employees are satisfied with
their jobs, feel valued and experience collaboration
and trust. The result is a high-performing, pro-
ductive company

To be emotionally engaged is to form meaningful
connections with others (e.g., coworkers/
managers) and to experience concernfempathy for
others’ feelings. Being cognitively engaged refers to
the degree of awareness of an employee’s mission
and role in the work environment. Behavioral
engagement plays a lesser role

The amount of cognitive, emotional, and physical
resources an individual is prepared to devote in the
performance of his or her work roles. Result is
contingent on the economic and socioemotional
resources received from the organization

A broad construct consisting of state, trait, and
behavioral forms that connote a blend of affective
energy and discretionary effort directed to one’s
work and organization

The harnessing of organization members’ selves to
their work roles by which they employ and express
themselves physically, cognitively, and emotionally
during role performances (Kahn 1990)
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Multidimensional:
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Unidimensional: B
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Unidimensional: B

Multidimensional:
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Unidimensional: B
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Multidimensional:
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Multidimensional:
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Multidimensional:
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Author(s) Rescarch type Concept Definition Dimensionality

Brodic et al. (2011) Conceptual Customer engagement A motivational state that occurs by virtue of interactive, co<creative Multidimensional:
customer experiences with a focal agent/object (c.g. a brand) in 1. Cognitive; 2. Emotional; 3. Behavioral
focal brand relationships.
Hollebeek (2011a) Conceptual Customer brand The level of an individual customer’s motivational, brand-related and ~ Multidimensional: 1. Cognitive; 2. Emotional;
engagement context-<dependent state of mind characterzed by speafic levels of 3. Behavioral
cognitive, emotional and behavioral activity in brand interactions.
Hollebeek (2011b) Empincal: Qualitative  Customer brand A customer’s level of cognitive, emotional and behavioral investment m Multidimensional: 1. Cognitive; 2. Emotional;
engagement speafic brand mteractions. 3. Behavioral
Phillips and McQuarnie (2010) Empincal: Qualitative  Advertising engagement  ‘Modes of engagement’ are routes to persuasion. Multidimensional: Consumers engage ads to:
1. Immerse (C); 2. Feel (E); 3. Kdentify (E);
4. Act (B)
Brodic et al. (2013) Empincal: Qualitative  Consumer engagement A multidimensional concept comprising cognitive, emotional, and/ Multidimensional: 1. Cognitive; 2. Emotional;

or behavioral dimensions, [which] plays a central role in the process 3. Bechaviomal
of relational exchange where other relational concepts are
engagement antecedents and/or consequences in iterative
engagement processes within the brand community.
Calder, Malthouse, Empincal: Quantitative  Onlinc engagement A second-order construct manifested in various types of first-order Multidimensional: 1. Stimulation & inspiraton (E);
and Schaedel (2009) ‘expenience’ constructs, with ‘expenience’ being defined as “a 2. Social facilitaton (E); 3. Tempoml (C);
consumer's belicfs about how a (web)site fits into his’her life.” 4. Sdf<csteem & civic mindedness (E); 5. Intrinsic
enjoyment (E); 6. Utilitanan (C);
7. Participation & socializing (B); 8. Community (E)
Avnet and Higgins (2006a) Conceptual Engagement When people pursuc a goal in a manner that sustiins thar onentation  Multi-dimensional (inferred): 1. Cognitive;
(e.g. cagerly if they have a promotion focus; vigilantly if they have a 2. Emotional; 3. Behavioral
prevention focus), they experience their engagement in that goal
pursuit more strongly than they do when pursuing the goal in a way
that is at odds with or disrupts thar onentation (¢.g. pursuing a goal
cagerly if their orientation is more preventative). When the
manner of their goal pursuit fits thar onentation, they
expenience a stronger cvaluative reaction © the activity.

Algesheimer, Dholakia, Empincal: Quantitative Brand community Positive influences of identifying with the brand community Multidimensional: 1. Utiltarian (C); 2. Hedonic (E);
and Hermann (2005) engagement through the consumer’s intrinsic motivation to interact/ 3. Social (B/E)
co-operate with community members.
Abdul-Ghani, Hyde, Empincal: Qualitative  Engagement Requires consumer connection (¢.g. with speafic medm). Multidimensional: 1. Utiltarian (C); 2. Hedonic (E);
and Marshall (2010) 3. Social (B/E)
Sprott, Czellar, and Empincal Brand engagement An individual difference representing consumers” propensity to include  Unidimensional (E)
Spangenberg (2009) in self<concept important brands as part of how they view themselves.
This study Empincal Consumer brand A consumer’s paositively valenced cognitive, emotional and behavioral  Multidimensional (*): 1.Cognitive
engagement brand-related activity during, or related o, speafic processing (C); 2. Affection (E);
consumerbrand interactions. 3. Activation (B)

Notes—proposed ‘engagement” dimensionality: C: Cognitive; E: Emotional; B: Behavioral; (*): The proposed engagement dimensionality was determined in the course of the scale development procedures, rather than
pre-determined before conducting the analyses.

Table 3 — Engagement conceptualizations in the markieg literature (Hollebeek, et al., 2014)
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COG. PROC.A: Using [brand] gets me
to think about [brand).

COG. PROC. 2: | think about [brand] a lot ! COGNITIVE <o n
whean I'm using it. PROCESSING

COG. PROC. 3: Using [brand] stimulates my
interest to learmn more about [brand).

AFFEC 1: | feal very positive whan
| usa [brand].

AFFEC 2: Using [brand] makes me happy.

1

AFFEC 3: | feel good when | usa [brand].

AFFEC 4: I'm proud to usa [brand].

ACTIV 1: | spend a lot of time using [brand],

compared fo other [category] brands. BTB
ACTIV 2: Whenever I'm using [categorny], | 793
usually use [brand). <--
e mm
a14

ACTIV 3: [Brand] iz one of the brands | usually
usa when | use [category].

P9 QP99 Q9 Y

Table 4 Consumer brand engagement dimensions (Hollebk, et al., 2014)
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This brand makes a strong impression
on my visual sensa or other sanssos.

1

| find this brand interasting in a
SENSORY Way.

This brand does not appeal to
my senses.t

This brand induces fealings and
sanfiments.

| do not kave sirong smotions for this
brand *

Thig brand is an emofional brand.

83"
L TS | Sansory -
66 ____&__ /

.q-——'___ s
81" | 70
e -
M Afiective "(---_
L - S /
it —

i

| engage in physical actions and
behaviors when | usa this brand.

!

This brand resulls in bodily
axpenances

\{ '
"

o Bahavicral i

B

\

!

This brand iz not action crianted 2

[

T i

| engage in a lot of thinking whan |
encountar this brand.

Jrmmmeni]

!

This brand doas not make me think.®

A5

)

Intallectual

a2

!

This brand stimulates my curicsity and
problem solving.

Table 5 Brand Experience dimensions (Brakus, et al2009)
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Communication

Communication Encounter

Relationship with company

Product quality
- Variety'choice
- Value for monay

Service quality

- Accessibility

- Value for time

- Caring — attitude

- Caring — procedures
- Reliability

- Atmosphere

- Parsonalization

Metwork quality

Service Encounter

- Application of knowledge

Usage Encounier

Social impact

Relationship with other customers

Table 6 Conceptual model of customer experience qui (Lemke, et al., 2011)

Experience Context

- Hedonism of product category

- Invalvement

- Product complaxity

- Relationality
Value-in-use

x ¥ _Utilitarian |

-Hedonic
-Relational
-Cost/sacrifice

Online Customer Service Experience

(OCSE)

[ Psychological Factors Ji

Relationship
QOutcomes

- Commitment

- Purchasa

- Retention

- Word of mouth

i

uuuuu

s i i e i i

Value
for
Maoney

Price level,

Lowy paice
Peitepaied

Cantext

Fumiliarioy

reflects the
weh w3
capabilicy 1o
make
anmers fiel
“comiomable”

Kocial
Presence
reflocts the
auslomor's

Inter- Trust
- . el
HLlIIL‘nl’ an g weh alie
with will zct
i comipetently
SErVICE apenly, and
provider Wl
Inter-
actions
with other
CUstomers

Funetionality

Uankility
crahles
awiling

DR
i fieel

comforable
wing the
wehsile

Commymi-
calion
reduges ihe
fekE
sancintd
with
EOUMITMRE

Frosilsct
Presenie
dhe

EnsessEe il of
produsta in
virtel
e ilaniienls
10 siimulme
porchase
imterilicm

Inlers
FolEvi Ly
degonibes

ik
o
et
tha wab sie
and its
[

Table 7 Conceptual model online customer service egpence (Klaus, 2013)
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Social environment:
reference group, reviews, tibes, co-
destruction, senice personnel

Service interface:

Sewice person, lechnology, co-
creation/customization

Situation Moderators:
type of stere, location, culiure
economic climate, season,
campeliionfentrance

Customer
Experience
Management

Strategy

Retail Atmosphere:
design, scents, temperalure, music

Assortment:
variety, uniqueness, quality

! Customer

Table 8 Conceptual model of customer experience crigan (Verhoef, et al., 2009)

Price:
leyalty programs, promotons

Customer experiences
in alternative channels

social, physical

. experience (t):
cogritive, affective,

Retail brand

Customer experience (t-1)

Consumer Moderators:
Goals: experiential,

Task onentation
Soclo-demographics

Consumer atfitudes

{e.g., price sensitivity, invalvement,
innovativeness)
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Attractiveness |
19) %
]
Novelty |
@ o
Playfuiness | "1‘ !
(3] (AL
vy b
L
Personal :;., v \
Innovativeness [ 7% 4
(3) LY
Usage [_° v oA
i2) AR
—| (1.3 Content/ | 5 %%
Intarface [, ", v
g 12) v
Challengs
—
a (1.2
2
1,278,142 .
Interactivity 5 :
127912 |————= :
—_— L]
Vividness P . H
(1) :
8 '
L L]
£ ¥ =
Easg ¢ M H
AL ol
o | ] b
. -
12 L |
Involvement 12 Attention N N
M. —Y 3,511 .
(1.2} 1.2} | " . 1
L a v N
; Positive
Subjective
Experlence /
Mativation Attitude
(1) .3
4,5.8,10%,11)

Table 9 Integrative conceptual model of flow (Hoffma & Novak, 2009)
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4.6,11

Addictive
Behaviar

(5)

Learning
(1,9,12)

Control /
Perceived
Behavioral
Contral
(1,3%10%

Exploratory
Behavior /
Curiosity /

Discovery

1,23 4,5, 10%

Purchase !
Behavioral
Intention
(3,4,6,8,11) n

Purchase/
Usa
{11}




Figure 1 Interactive experience pathways for functional brands
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SEARCH
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MODERATE
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/

Figure 2 Interactive experience pathways for hedonic brands

INT ERACTIVE FUNCTIONS | ™
M UL TIMED LA
EMTERTAINMENT
CLUSTOMER SUPPORT
OMNLINE COMMUNITY H‘“‘*m
Tk
x
ENGAGEMENT; STRONG
EMOTIONAL N CO-CREATION
| (RARKIING
* -
e
BRAND EXPERIENCE
EMOTIONAL
SENSORY

Table 10 Interactive experience pathways (Merrilee2016)
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