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Abstract 
The gaming community consists of billions active users who all share the same interest. Due to this massive 
community, thoughts about games and new releases are constantly discussed. Furthermore, the gaming 
industry is a relatively new industry that is growing rapidly. Therefore, this area is somewhat unexplored 
and worthy of analysis.  

The purpose of this thesis is to further understand how over-promising, under-delivering or not meeting 
consumers expectations influences consumers loyalty towards a brand in the gaming industry. The 
development of the conceptual framework was inspired by previous research regarding, hype, consumer 
expectation, consumer journey, over-promising, under-delivering, brand personality and brand loyalty.  

The study used an explorative study with an abductive approach since the purpose of this study aims to 
explore. The data was collected through content analysis of gaming forums and interviews. The findings 
contribute with new insight about the concept of brand loyalty within the gaming industry. Namely the study 
found that brand behavior will not be drastically influenced by not meeting consumer expectations in the 
gaming industry, however brand attitude will be influenced. Furthermore, it was also found that brand 
personality can work independently of consumer expectations and that the consumer journey can be of use 
in managing consumer expectations.  

The main limitations of the study were that the forum analysis made use of a lot of interpretation and 
assumptions, as these cannot be controlled to the same extent as an interview. Future research could 
consider to further investigate the “culprit” when a game is unsuccessfully launched. Moreover, further 
research could explore if there are cultural nuances within the gaming industry that alter consumer opinions. 

Keywords 
Brand loyalty, gaming, consumer journey, hype, over-promising, under-delivering, consumer expectation, 
brand personality.  
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1. INTRODUCTION 

 

The following chapter discusses the background, problematization, research purpose and research 

question. Firstly, the background introduces and explain the gaming industry as a whole. The 

problematization highlights previous research followed by explaining the research gap and why 

this study is relevant. Lastly, the research purpose and research question are presented.  

1.1 BACKGROUND  

The gaming industry has grown significantly in the last couple of years and has become 

incrementally accepted in today's society. Gaming has developed into a career choice, comparable 

to a sports career.  Specialist schools are focusing on gaming classes for youths in order to 

encourage and train them for a career in gaming (Educations Media Group, 2021). Online content 

creators on platforms such as YouTube and Twitch have also altered the content on their channels 

towards gaming, in part due to the effect of the corona virus, but also because of the constantly 

increasing interest people have towards gaming. The gaming industry is approximated to be worth 

$159.3 billion (Newzoo, 2020), making the gaming industry 50% larger than the $100 billion that 

the movie industry is estimated to be worth (Escandon, 2020). The gaming industry is also rapidly 

growing. In 2020 there were roughly 2,69 billion active video gamers worldwide and by 2023, it 

is estimated to be over 3,07 billion active video gamers worldwide (Clement, 2021).  

 

The rapid growth of the gaming industry has resulted in quick advancements in the amount and 

complexity of video games on the market and as a result the industry has become increasingly 

competitive. Due to the high levels of competition, video game publishers are constantly 

competing for word-of-mouth “the act of consumers providing information about goods, services, 

brands, or companies to other consumers.” (Rosario, et al., 2016, p. 297) amongst the consumers, 

all aiming to create the most “hype” which can roughly be defined as “an extreme manifestation 

of expectations” (Bakker & Budde, 2012, p. 552). Game awards, groundbreaking game mechanics 

and celebrity cameos are commonplace for the publishers to attract more attention towards their 

own games (Newzoo, 2020). Rockstar, which is a multi-millionaire video game publisher with 
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over 2500 employees is just one example where hype has contributed to the creation of loyal fans 

all over the world (The Wealth Record, 2021).  Rockstar was founded in 1998 and is the developer 

behind the famous gaming series ‘Grand Theft Auto’ (GTA) and ‘Red Dead’ (RD). Both gaming 

series use an ‘open world’ concept which can be defined as “Players can move freely through a 

virtual environment without fixed objectives” (Collins Dictionary, n.d.). Rockstar has also 

succeeded in having three of their published games (Grand Theft Auto V, Red Dead Redemption 

2 & Grand Theft Auto IV) in the top 10 best video games of all time (Gilbert, 2021). Rockstar has 

constantly produced and published games that have been universally praised by critics and fans 

due to their flawless execution, as it has met the consumers’ expectations and hype created around 

it. That is why there are countless online forums where fans speculate and hype each other up on 

the next big thing Rockstar will release. 

 

Not all publishers have had the same success in their game releases as Rockstar. Publishers are 

often hyping their games, which is increasingly leaving consumers disappointed and frustrated as 

they do not always meet the expectations created. Examples of lackluster video games that were 

met negatively by the consumers are Fallout 76, Star Wars Battlefront, Destiny and Anthem 

(Reddit, 2019). These games were not developed by a small team with limited resources on their 

spare time. If that were the case, it could be argued the gaming community would be more 

understanding. These games were released with big marketing campaigns, over 100 million dollars 

in production cost and extraordinary trailers of the game that were far from the expectations when 

the game was released. These factors left the gaming community in anger and the consumers that 

had bought the games expressed this on online gaming forums (NeoGaf, u.d.). 

 

One more recent example of a situation in which the publishers greatly exaggerated the games 

capabilities and playability is CD Project RED’s “Cyberpunk 2077” that was released December 

10, 2020. Cyberpunk 2077 was first announced in 2012 with the promises of a new futuristic open 

world game that would leave gamers all over the world speechless due to its immersive gameplay 

(Browning & Isaac, 2020). Even the famous actor Keanu Reeves, who plays a character in the 

game, described it as “breathtaking” when attending the main stage on the biggest gaming 

convention in the world “Electronic Entertainment Expo” (E3) (IGN, 2019). After almost a decade 

of hype, extraordinary trailers and famous actors that would be part of the game, left the 
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expectations of the game extremely high, it was expected to be the game of the century. The game 

was finally released after it had been postponed twice and the release was a disaster. The game 

had bugs, missing game features and graphical flaws that did not live up to the hype created. 

Cyberpunk 2077 was in such unplayable state that the company issued a public apology and 

offered refunds. Sony Group Corporation is one of the world’s largest manufacturers of electronic 

products even removed the game from their online playstore (Isaac & Browning, 2020). As a result, 

consumers were greatly disappointed, and a lot of frustration was directed towards CD Project 

RED. Thus, an interesting question arises, how does successful or/and less successful hype 

marketing influence consumers? 

1.2 PROBLEMATIZATION  

Hype is a common phenomenon in the gaming industry and publishers use this to get more 

acknowledgement on the market but also to stay motivated. When fans praise developer’s 

progression in developing a game, they feel more enthusiastic about making the game (Saad, 

2020). Bakker and Budde (2012) examined the risk of hype and whether or not it is possible to 

control. Their study showed that hype can create great pressure on the company by their consumers 

(Bakker & Budde, 2012). Similar research done by Sedman (2009) showed that companies that 

have been exposed to hype must deliver something more than just the product itself. The consumer 

needs to be fulfilled in a deeper psychological way than just the joy of buying a new product 

(Sedman, 2009).  Hype can also create unrealistic expectations, gaming bloggers are even writing 

that hype is a plague destroying the gaming industry, both from the consumer and publisher’s 

perspective (Vogel, 2021; Ruef & Markard, 2010). Previous research focuses on hype as a 

marketing strategy but does not include hype that originally comes from communities and how it 

effects the consumers loyalty towards the brand.  

 

Brand loyalty is a well-studied subject in the marketing literature for decades (Punniyamoorthy & 

Mohan Raj, 2007). There are several researchers that describe brand loyalty in two subcategories, 

behavioral and attitudinal (Krishnan, 1996; Liu, et al., 2012; Punniyamoorthy & Mohan Raj, 

2007). Brand loyalty is used by businesses to measure how loyal their consumers are by studying 

the subcategories (Liu, et,al., 2012). Brand loyalty is also highly related to brand equity which is 

the consumers commercial value of brands (Krishnan, 1996).  Moreover, Lin (2010) shows that 



 

 

4 

consumer personality traits, brand personality and brand loyalty are connected to each other. Brand 

loyalty is well-researched in areas such as journalism (Punniyamoorthy & Mohan Raj, 2007), 

fashion (Krishnan, 1996), luxury items (Liu, et al., 2012), and others where there is a lot of 

previous research to be found. Yet the gaming industry is only touched upon in brand loyalty 

research (Lin, 2010). This is surprising as the gaming industry is where the biggest communities 

and fanbases can be found. One interesting aspect that could be further studied is the brand attitude 

towards videogames. 

 

Brand attitude is defined as “the buyer’s evaluation of the brand with respect to its expected 

capacity to deliver on a currently relevant buying motive”. In other words, there is no right or 

wrong in terms of what attitude a consumer should have towards brands. Brand attitude is formed 

individually from former experience towards brands, price, communications and what other people 

say and think about brands (Foroudi, 2019). The degree of involvement of a purchase is also 

calculated when measuring the consumers attitude towards brands. Furthermore, it is of great 

importance for companies to know what their consumers think and feel about their brand when 

adapting their marketing strategy (Rossiter, 2014).  Faircloth, et al., (2015) also highlight that 

consumers’ brand attitude influences the brand equity. However, as mentioned before, gaming is 

the biggest entertainment industry in the world which also comes with a major community where 

endless discussions regarding gaming take place (Richter, 2020). There is a theoretical need to 

clearly understand how consumers loyalty towards a brand is influenced in the gaming market 

where delays, over-promising and not meeting consumers’ expectations are commonplace. 

Grasping the brand attitude and behavior a consumer exhibits can drive an understanding as to 

what influences may occur in a consumer when the negative connotations associated with hype 

takes place.  

 

According to Johnson and Luo (2017) there are different levels of engagement in the decision-

making process of buying a video game. Trust and previous experience towards a specific brand 

drives enthusiast or ‘fans’ to buy a game long before the game is actually finished and released on 

the market, this phenomenon is referred to as a ‘pre-order’. Inexperienced consumers tend to go 

for a more premium alternative (a more expensive option including certain perks not in the base 

game) when pre-ordering rather than a moderate option (only the game itself). However, 
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experienced consumers are not influenced by the effect of pre-ordering as inexperienced 

consumers are. Experienced consumers still pre-order but often choose a moderate edition of the 

game and look past tempting package deals (Jun, et al., 2019). When consumers pre-order a video 

game they show commitment and affection towards the brand, and they also have higher 

expectations of the finalized game. The consumer “knows” the game will be enjoyable and 

therefore have higher standards or he/she would not pre-order the game in the first place. The 

assumption of “knowing” a game will be great without actually having played it is the effect of 

spectacular gaming-trailers, hype and as mentioned before, previous positive experience of the 

brand (Jun, et al., 2019; Johnson & Luo, 2017). However, the coherence between hype and pre-

order has yet not been studied which is essential for the understanding of what effect a disappointed 

pre order has on the consumers loyalty towards the brand. Perhaps the consumer journey or the 

brand personality can shed light on this.  

 

In summation there is much to be analyzed in the subject, specifically the connection between hype 

(be it successful or not successful) and brand loyalty there is a blatant phenomenon to delve into. 

The problem arises in understanding what elements will contribute to the influences that will 

govern a consumer’s loyalty. These elements could perhaps be understood through the lens of the 

consumer journey or brand personality as they have roots to consumer behavior and attitude. 

Furthermore, when exploring these elements, the problem of understanding the “culprit” becomes 

vague, there are many brands tied to a video game, the developer, the publisher, the game itself 

and others, identifying what brand takes the blame or praise is not an easy task. An example of 

this can be seen in the launch of “Star Wars Battlefront” in which EA games (the publisher) 

received a lot of criticism whilst DICE (the developer) was left unscathed. Furthermore, little prior 

research has been conducted surrounding the connection between hype and brand loyalty in the 

gaming industry.  

1.3 RESEARCH PURPOSE  

In regard to the problematization above the purpose of this bachelor thesis is to investigate how 

over-promising, under-delivering or not meeting consumers expectations influence consumers 

loyalty towards a brand in the gaming industry. 
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1.4 RESEARCH QUESTION  

How does over-promising, under-delivering or not meeting consumer expectations in a video game 

product influence the consumers' loyalty towards the brand?  

1.5 DISPOSITION  

This study is divided into 5 chapters where each chapter contributes to analyze and answer the 

research question: “To what extent does over-promising, under-delivering or not meeting 

consumer expectations in a video game product influence the consumers’ attitude towards the 

brand.” Chapter 1 aims to create an understanding about the topic by introducing a background 

followed by problematization which explains the issues that are being investigated. The purpose 

of this study is also be stated and explained in this section. Chapter 2 seeks to present the theoretical 

framework utilized in the study as well as highlight the theories and definitions used throughout 

the paper. Chapter 3 explains the methodology utilized in gathering data for the study as well as 

justifications for the manner in which this was conducted. Chapter 4 presents and discusses the 

findings from the study and aims to create an understanding of the data gathered in regard to the 

theoretical framework. Finally, chapter 5 concludes the paper, presenting the takeaways from the 

study and finalizing the paper.   
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2. THEORETICAL FRAMEWORK 

 

The aim of this thesis is to explore how overpromising, underdelivering and not meeting-

consumers expectation influence consumers loyalty in the gaming industry. Therefore, the 

following section will discuss brands, branding, brand loyalty, consumer journey, hype, consumer 

expectation and brand personality. A conceptual framework is available in the end of this chapter 

to visually describe how the concepts are connected.  

2.1 BRANDS AND BRANDING  

The history of brands can be traced back to 2700 BCE when Egyptians marked their oxen with 

hieroglyphics. With that said, brands and branding are well-known concepts. However, it was not 

until the early twentieth century that brands, and branding became a central concept for companies 

to gain a competitive advantage over each other. Companies realized that branding themselves 

created value and loyal consumers. The effect of brand and branding reduced consumers ‘search 

cost’ and consumers could now hold companies accountable if the product or service did not meet 

the expectations of the brand. Companies started to produce goods with a higher standard to ensure 

that their brand would not be associated with that of a lower quality. As the quality of goods 

increased companies were able to charge higher prices and increase their profits (Hunt, 2018). 

Presently, brands and branding play a central role in almost every organization and is highly 

connected to marketing strategies (Hunt, 2018; Malmelin & Moisander, 2014).  

 

The brand of a company is usually displayed as a symbol or name to easily be recognized on the 

market. The concept of branding is to form an identity which creates and stands for different values 

depending on how the company wants to differentiate themselves on the market. For example, 

credibility, loyalty, premium or having a mass-market appeal is common values companies hold 

(Kenton, 2020). Brands can also have different meanings for consumers. Some consumers 

recognize brands just as another product or service on the market. For others the relationship with 

brands is more than just a ‘seller’ and ‘buyer’. Their connection with brands can be so strong that 
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it becomes part of the consumer’s identity. Consumers are increasingly desiring to seek 

relationships and stay loyal with favorite brands. Brand communities are also increasing as 

consumers are willing to be more engaged and yearn to be part of their favorite brands.  

 

According to Melmelin and Moisander (2014) there are five different approaches to conceptualize 

and study brands. These five approaches are, brand as a product, brand as an extension, brand as 

identity, brand as differentiation and brand as equity. The first approach is viewed as the product 

forming the brand. Meaning, that consumers may recognize the product as the actually brand 

(Malmelin & Moisander, 2014). The second approach, Brand extension, can be used by already 

established brands when, for example, releasing a new sub product of the brand. Instead of creating 

new a marketing campaign, which is necessary when launching a new brand, established brands 

can use the already existing awareness and good consumer relationship which minimize the 

marketing cost (Malmelin & Moisander, 2014). The third approach, brand identity, is the core 

values the brand expresses. The personality, what the brand promises and what to expect forms 

the identity of the brand (Malmelin & Moisander, 2014). The fourth approach is about how the 

brand differentiates itself on the market. A competitive brand differentiating itself increases 

consumer consumption of the brand and strengthens the relationship with the consumers 

(Malmelin & Moisander, 2014). Finally, brand equity allows the company to view the brand as an 

asset. Brand equity is described as the relationship and value between the brand and the consumers 

(Malmelin & Moisander, 2014). A consumer is more willing to create a bond with a brand when 

the consumers ‘ideal self’ or ‘actual self’ is congruent with the brands personality, this will be 

explained below (Malär, et al., 2011). 

2.1.1 BRAND PERSONALITY 

A successful branding strategy is when consumer form an emotional bond with a brand. 

Consumers that are emotionally involved with brands are also more attached with the brand. 

Meaning, that they are more loyal and tend to spread positive words about the brand which 

increases the company financial performance (Malär, et al., 2011). A brand can have a set of human 

characteristics which is referred to as ‘brand personality’. Furthermore, brand personality is 

something the consumers can relate to which creates an emotional brand attachment (Tarver, 

2020). According to Malär et al., (2011) there are two main strategies a company can use to create 

emotional brand attachment, “ideal self” and “actual self”. The ‘Ideal self-strategy’ is when 
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marketing campaigns tempt consumers of becoming the ideal version of themselves which they 

should strive for. The ‘actual self-strategy’ is marketing campaigns that are close to reality to which 

consumer can relate. Both of these strategies have the same purpose, creating an emotional brand 

attachment (Malär, et al., 2011). However, it is more efficient to market a brand that fits the 

consumers perspective of who they are right now rather than promising the consumer that he/she 

will achieve the ideal version of themselves. As a result, the actual self-strategy is more likely to 

create an emotional bond between the consumer and the brand than the ideal self-strategy. 

However, there are still different situations when ideal self-strategy works better than actual self-

strategy and the other way around. When the involvement is high in a purchase the brand is likely 

related to the consumers personality. Furthermore, the consumer start to elaborate a connection to 

the brand that fits his or her personality. If the brand fits the consumers personality the actual self 

can be verified which will lead to strong emotional brand attachment. However, if the involvement 

is low, the consumer is less motivated to elaborate self-verification through the brand because the 

product is not important enough. 

 

Brands that have low involvement but still create self-enhancement can lead to emotional brand 

attachment. The self-esteem also matters depending on which strategy is utilized. Consumers with 

low self-esteem are more likely to form an emotional bond with a brand related to the ideal self. 

The reason for this is because consumer see ideal self brands as an opportunity to improve 

themselves. Consumers with high self-esteem attracts brands with actual self attributes. These 

brands ease the self-verification process for the consumer which helps them feel good about 

themselves (Malär, et al., 2011). Lastly, consumer with high public self-consciousness attracts to 

actual self-brands that allows them to express who they really are. Moreover, consumers with low 

public self-consciousness attracts to ideal self-brands (Malär, et al., 2011). However, when 

companies have successfully formed an emotional brand attachment the next challenge is to keep 

them loyal towards the brand. Brand loyalty is essential for companies to comprehend and 

understand in order to stay relevant on the market (Punniyamoorthy et al., 2007; Romaniuk & 

Nenycz-Thiel , 2011; Liu, et al., 2012; Lin, 2010). 
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2.2 BRAND LOYALTY  

Brand loyalty is a well-known concept and has been recognized in the marketing literature for 

decades (Punniyamoorthy & Mohan Raj, 2007; Krishnan, 1996; Park, et al., 2010; Liu, et al., 2012; 

Lin, 2010). Brand loyalty can be described as consumers attachment towards a brand with 

recurring purchases of that brand rather than competing brands (Romaniuk & Nenycz-Thiel , 

2011).  Furthermore, brand loyalty is a complex mixture of both attitudinal and behavioral factors 

(Liu, et al., 2012; Punniyamoorthy & Mohan Raj, 2007). As mentioned, businesses measure both 

the attitude consumers have towards the brand and behavioral factors to determine how loyal their 

consumers are (Liu, et al., 2012). By investigating both behavioral and attitudinal dimension 

creates a understand of how loyal consumers are towards brands.  

2.2.1 BEHAVIORAL DIMENSION   

Behavioral brand loyalty is defined as how much and how often the consumer purchases goods. 

More specificly, brand loyalty is measured by how frequently consumers buy products or services 

from the brand and how selective the consumer is compared to competitors. (Krishnan, 1996).  

Behavioral brand loyalty is also measured by how many people buy a brand to make up market 

share (Romaniuk & Nenycz-Thiel , 2011). According to Romaniuk and Nenycz-Thiel (2011), a 

consumer who has bought a brand more frequently in the past has more association and stronger 

connection with the brand than new consumers. The frequency of buying the brand is affected by 

three key elements, the exposure of marketing communication, word-of-mouth and direct personal 

experience (Romaniuk & Nenycz-Thiel , 2011; Krishnan, 1996). However, there are different 

reason as to why consumers tend to purchase a specific brand, such as the brand name. It can 

influence the consumer to choose a brand due to the linked association in the consumers memory. 

Other examples of association are representation of purchase, consumption situation, functional 

qualities or provided benefits. Furthermore, consumers association with a brand is also affected by 

purchase allocation of the brand compared to the allocation to competitors. Some consumers will 

only buy a specific brand while others do not have the same requirements (Romaniuk & Nenycz-

Thiel , 2011). These different associations determine how the behavioral dimension is measured. 

Using the behavioral and the attitudinal dimensions in synch one can understand a brands loyalty 

better, below the attitudinal dimension will be explained in further detail.  
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2.2.2 ATTITUDINAL DIMENSION  

Brand attitude is the psychological attachment a consumer has with a brand which plays a 

significant part when measuring how loyal a consumer is towards a brand. Research show that 

75% of the purchasing decisions people make is influenced by the attitude consumers have towards 

a brand. However, according to Punniyamoorthy and Mohan Raj (2007) brand attitude is not 

sufficient to use when measuring loyalty and is only efficient when simultaneously analyzed with 

behavioral loyalty. Brand attitude is measured by previous experience, buying frequency and 

willingness to recommend a brand (Park, et al., 2010). Hence, brand attitude is mainly dependent 

on consumers’ own perception of brands which is also highly connected to the behavioral 

dimension (Liu, et al., 2012). Furthermore, brand attitude is highly dependent on the emotional 

aspects that govern the consumer, both the felt emotion of consuming as well as the expected 

emotion of consuming (Rossiter, 2014).  

2.3 CONSUMER JOURNEY  

The term ‘service’ is used to describe and measure the interaction between the consumer and the 

service provider. Service can be defined as “the dyadic interaction between the consumer and the 

service provider firm.” (McCutcheon, et al., 2013). The main objective for companies using 

services is to create value for the consumer through the organization’s delivery system. The Term 

‘Consumer Journey’ is an extension of service which includes the providers engagement of 

delivering a journey for the consumer.  Furthermore, Consumer Journey is a recently used 

perspective and views service encounters as an interaction. These interactions include series of 

exchanges with different providers over a period of time. Consumers that have interactions with a 

variety of providers will most likely compare the service encounters from the different providers 

which will affect the overall service experience (McCutcheon, et al., 2013). Moreover, the 

consumer journey can be described as different phases, pre-purchase, purchase and post-purchase 

and the journey can also be seen as both short and long-term (Gao, et al., 2019; Siebert, et al., 

2020). The short-term consumer experiences include only one single service cycle. The long-term 

consumer experience, however, takes into account several multiple service cycles which includes 

initial, subsequent and terminating service cycles (Siebert, et al., 2020). 
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The initial service cycle is divided into four key phases and each phase is important for companies 

to comprehend in order to gain the consumer’s attention. The four phases are, consideration of 

multiple brands, evaluation of brands, purchase and consumption experience. As mentioned, it is 

highly important for companies to convince consumers to choose them in this stage. Therefore, 

content marketing and brand advertising is recommended in the consideration phase, interactive 

tools and easy-to-use websites in the evaluation phase, in-store advertising and offers in the 

purchase phase and service updates, communication channels and after purchase service can be 

used to improve the consumption experience. When companies succeed to implement these 

strategies in the different phases the likelihood of repeat consumers will increase (Siebert, et al., 

2020).  

Locating and attracting consumers is fundamental in order to initiate the next cycle, the subsequent 

service cycle. The main objective in this cycle is to make the consumer journey more efficient. 

Simplifying and eliminating unnecessary steps helps provide a consumer journey that is smooth 

and easy to follow. Locating and anticipating consumers preferences to make the journey more 

personalized.  Finally, companies need to provide support and be convenient to finalize the 

subsequent cycle. Implementing these steps will increase repeated buying behavior in consumers 

and improve their overall experience which is referred to as the loyalty loop. When consumers 

expectations are repeatedly met the loyalty towards a specific company increases which describes 

the loyalty loop. Companies that have succeeded to gain their consumers’ trust will be rewarded 

by brand advocates that speaks positively about the brand and attracts new consumers (Siebert, et 

al., 2020).  

 

The terminating service cycle is the final cycle in the long-term consumer journey perspective. 

However, loyalty loops are not infinite, and it can very much come to an end if the brand the 

consumer is loyalty to, deliver poor service or when competing brand offer better service. When 

this occurs, customer is categorized between “Switchers” and “Vulnerable repurchasers”.  

Switchers revalue their decision-making process and choose other competing brands than the 

brand they stayed loyalty to. Vulnerable repurchasers reconsider their option of choosing other 

brands but end repurchasing their original brand but is open for other alternatives (Siebert, et al., 

2020). 
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2.4 HYPE & THE HYPE CYCLE  

Hype is described as “an extreme manifestation of expectations” and is a well-researched topic in 

the world of technology, so much in fact that a new concept known as “technological hype” has 

evolved from recent studies (Bakker & Budde, 2012) (Jeffrey, 2019). Technology has rapidly 

advanced in recent years and with-it video games (Newzoo, 2020). A common issue in the world 

of technology is that companies choose to partake in “expectation races” rather than “actual 

innovation races” (Bakker & Budde, 2012). This inevitably leads to disappointment which can be 

visualized with the help of the “hype cycle”, as seen below (Bakker & Budde, 2012).  

Figure 1  

Hype cycle 

 

 

Note. The diagram shows how expectation change over time in regard to new product launch. Adapted from Hype 
Cycle, by Gartner Inc, 2018 

(https://www.gartner.com/en/documents/3887767). In the public domain.  

 

The model (see Figure 1), first introduced by the research and advisory company Gartner (Gartner, 

Inc., 2021), describes the trend of expectations as time passes. The “technology trigger” is the 

point when a group would first announce a major breakthrough, display some sort of innovative 

achievement leading to a surge in expectations (Gartner, Inc., 2021). When the “peak of inflated 

expectations” is reached media and publicity will begin to question what the innovation actually 

has achieved leading to a decline in expectations (Gartner, Inc., 2021). The “trough of 

disillusionment” indicates the point where the innovation is questioned at the lowest point of 
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expectation, it is here a continuation of investment will be ascertained and a refined product will 

begin to take form (Gartner, Inc., 2021). After this the “slope of enlightenment” will slowly raise 

expectations again by the innovation become more understood by the general people towards 

which the innovation is directed (Gartner, Inc., 2021). Finally, the “plateau of productivity” is 

reached where the innovation has found its place on the market and the expectations for it are 

leveled and understood (Gartner, Inc., 2021). Further, when discussing hype it is also important to 

consider a concept known as “word-of-mouth”, which will be explored more in depth below. 

 

2.4.1 ELECTRONIC WORD-OF-MOUTH & PRE-RELEASE CONSUMER BUZZ 

As defined above, word-of-mouth is “the act of consumers providing information about goods, 

services, brands, or companies to other consumers.” (Rosario, et al., 2016, p. 297). The manner in 

which this act is performed has however changed in recent years as technology and communication 

has made it possible to share an idea or thought with the world in just a couple of clicks. Thus a 

new concept has arisen in recent years known as electronic word-of-mouth, which denotes the act 

of sharing information about a good, service, brand or company to others through social media, 

online forums, reviews, etc. Electronic word-of-mouth has been instrumental in building hype 

around video games (Cox & Daniel, 2015). Word-of-mouth is also closely related to a concept 

known as “pre-release consumer buzz” (PRCB) which can be defined as “the aggregation of 

observable expressions of anticipation by consumers for a forthcoming new product” (Houston, et 

al., 2018, p.338). The two are distinct in the manner that PRCB solely focuses on consumers raising 

their own expectations and others whilst word-of-mouth is the act of sharing infromation and 

opinions about a product.  

2.5 CONSUMER EXPECTATIONS 

Producing and deliver services that improve the overall experience the consumer has towards a 

company is essential. According to Hsieh and Yuan (2019) service experience can have the highest 

positive effect on economic value and competitive position on the market. However, in order to 

gain progression in these sectors, companies need to meet consumers expectations (Hsieh & Yuan, 

2019). Consumer expectation is described as what consumers expect to get from the service 

provider. Consumer expectation can be seen as a spectrum on two levels, where the first level is 

called ‘adequate expectation’ and the second level is called ‘desired expectation’. The adequate 
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expectation is the lowest level of quality a consumer can accept from the service provider. The 

desired expectation is what the consumer hopes to receive which is affected by the amount of 

marketing the consumer has consumed. In between these two levels is the spectrum of tolerance. 

Consumer expectation is met when a product or service is accepted in the consumers spectrum of 

tolerance. Furthermore, consumer satisfaction increases when consumer expectation is met. 

However, when a product or service is under the first level, adequate expectation, the consumer 

satisfaction will decline (Hsieh & Yuan, 2019). The tolerance zone can also either decrease or 

increase depending on how good or bad the service or product is delivered from the provider. If a 

consumer has a suitable zone of tolerance the acceptance of mistake made by the provider is also 

higher.  

 

The emotions of a consumer must also be taken into consideration when providers want to meet 

consumer expectation. It is likely that if the provider does not succeed in meeting consumer 

expectations there will be a negative emotional status. When the consumer has a positive emotional 

status, the provider is more likely to gain consumer satisfaction by meeting the expectations (Hsieh 

& Yuan, 2019). Different products, services or consumer characteristics also have different 

impacts on the significance of consumer expectations. Consumers that are highly involved in a 

purchase are also more likely to evaluate the product more intensely compared to consumers that 

have a low involvement. High-involved consumers, therefore, have higher expectations on the 

purchased product than low-involved consumers do. There is also a connection between high-

involved consumers and the potential influences it denotes on consumer satisfaction. Furthermore, 

consumer expectation is formed by how experienced the consumer is when purchasing a product 

or service. With more experience the expectations become more reasonable but also higher, it is 

worth noting that expectations can also be influenced by the amount of experience the consumer 

has with different companies and products on the market (Wong & Dioko, 2013).   

2.6 SUMMARY AND CONCEPTUAL FRAMEWORK 

With regard to the theoretical elements above a conceptual framework has been created to give the 

reader an overview into the phenomena that will be explored. As the framework (see Figure 2) 

indicates, hype depicted as the sun in figure 2, will be investigated this and understood as 

successful or not successful by understanding if expectations being met is “clouded” by under 
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delivery and overpromise. The influence of a successful hype building or a less successful one, 

will then be analyzed. This analysis will enable an understanding if there is an influence on the 

behavioral or attitudinal elements of brand loyalty, which in turn will influence the brand loyalty. 

As depicted in figure 2, the apples (behavioral and attitudinal) will grow as the rays of met 

expectations reach the tree. These rays will also contribute to the growth of loyalty (The tree). The 

brand personality and consumer journey are currently unknown elements which are depicted as 

the landscape of the phenomenon. Brand loyalty is situated in the end of the consumer journey 

“river”, where the meandering could be what gives the tree (brand loyalty) nourishment or what 

drowns it. Brand personality is more of an underlying plateau which is always present. It remains 

to be understood if the “soil” (Brand personality) in the plateau is fertile or not which would aid 

or prevent the “tree’s” (Brand loyalty) growth. 

 

Figure 2 

Conceptual framework   
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3. METHOD 

 

The following chapter details the methodology utilized in the collection of information and 

empirical data. The chapter is divided up into five sub chapters detailing the research philosophy, 

approach, design, collection and limitations. The choice of methodology has also been justified 

under chapter 3.4 Data Collection. 

3.1 RESEARCH PHILOSOPHY  

The research philosophy describes the authors beliefs in which way data is collected, used and 

analyzed regarding a certain phenomenon.  Moreover, the choice of research strategy, how the 

author formulates the problem and how the data is processed and analyzed. There are several 

philosophical approaches in the field of research. However, the most common philosophical 

research philosophical approaches are positivism, realism and interpretivism. Positivism is to 

generate different hypothesis that can be tested, which is not feasible in this thesis (Bryman & 

Bell, 2011). Realism shares features with positivism and does not fit the research presented in this 

thesis (Bryman & Bell, 2011). This study used an interpretivist philosophical approach meaning 

that the paper focused on the ideas of people into a study to explain the phenomenon (Bryman & 

Bell, 2011).   

3.2 RESEARCH APPROACH  

There are three main research approaches, namely deductive, inductive and abductive reasoning. 

“The deductive theory represents the most common view of the nature of the relationship between 

theory and research” (Bryman & Bell, 2011, s. 11). Meaning, in deductive reasoning, theory plays 

a significant role throughout the whole research process. Moreover, the researcher develops a 

hypothesis (Or hypotheses) mainly based on previous research (Bryman & Bell, 2011) and tests 

these hypotheses. In short it could be understood as looking at the general picture to test the specific 

(Bryman & Bell, 2011). The opposite of deductive reasoning is inductive reasoning. Instead of 

using previous studies and hypotheses to argue their findings, the inductive approach takes support 

from the researcher’s own findings of theory. In short this could be seen as looking at a specific 
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phenomenon and generalizing or creating theory from the specific (Bryman & Bell, 2011). The 

use of previous theory is less considered and controlled. Lastly, the abduction approach can be 

described as an interconnection of deductive and inductive. The researcher concludes the best 

explanation of an issue with support from the information given. The information is collected 

through an interaction between theory and data to support the argument of the research (Douven, 

2011). This thesis investigates how the consumers of videogames feel when a product is 

underdelivered and how it influences their loyalty towards brands. Feelings can be difficult to 

measure and quantify, rather they need to be understood. Therefore, the research approach this 

thesis has chosen to implement is that of the abductive approach as it will be difficult to ascertain 

an absolute truth in the findings, rather a possible truth and understanding will be brought to light. 

Ultimately the research will shift focus between empirical evidence and theory to ascertain an 

answer.  

3.3 RESEARCH DESIGN  

The research design of this thesis is that of an explorative study which is qualitative in nature and 

aims to answer the above posed research question. The research is conducted through the use of 

forum analysis on gaming forums and in-depth interviews with “gamers”. The study aims to 

examine the phenomenon of hype influencing brand loyalty. Several “cases” will be examined, 

such as Cyberpunk, Red Dead Redemption 2 and Anthem. There are many things to consider in 

order to ensure that the findings are valid, reliable and replicable. Things considered included, 

making the interview questions broad, unbiased and not leading. Furthermore, it was important to 

ensure that the forum analysis was done systematically and unbiased manner where the data 

gathered was not scrutinized for elements that would fit the “vendetta” or thoughts of the thesis 

best (Bryman & Bell, 2011). By considering these aspects the research will follow the 

requirements for good research practice.  

3.4 DATA COLLECTION  

The source of collecting data can either be primary or secondary, in this study a combination of 

primary and secondary data has been utilized. Primary data is collected by the researcher through 

for example interviews, experiments and surveys. Secondary data refers to previous study 

collected by someone other than the primary user (Bryman & Bell, 2011). In order to understand 

what happens when consumer in the gaming industry is not provided what is expected, forums 
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have been analyzed which is the secondary source of information. Furthermore, interviews with 

gamers are the source of primary data which will contribute to a more in-depth understanding in 

regard to the research question. Below these data collection methods will be explained in greater 

detail.  

3.4.1 NETNOGRAPHY METHOD JUSTIFICATION 

To operationalize this study, netnography was chosen as a research method. Netnography is an 

online research method that helps to provide consumer insight and understanding of consumer 

behavior through for example forum analysis and interviews. Netnography originated from virtual 

ethnography. These two research methods are similar as they both use the internet to collect data. 

However, virtual ethnography entails participant observation by for example interviewing people 

on online forums. The netnography method has a more passive approach than the virtual 

ethnography approach, meaning the researcher can choose not to interact with the subject (Bryman 

& Bell, 2011; Costello, et al., 2017; Kozinets, 2002). Netnography is adapted to study online 

communities and is therefore highly dependent on gaining access to online forums and online 

communities (Kozinets, 2002). Netnography can be described as “unobtrusive and non-influencing 

monitoring of the communication and interaction of community members to gain practical insights 

into their usage behavior” (Costello, et al., 2017, p. 3). Therefore, this research method has been 

utilized through gaming forum analysis. By monitoring gaming forums and not intervening in 

discussions, raw data was collected free from prejudice. However, netnography can also be 

supported by other research methods such as interviews, surveys and focus groups if the research 

seeks to generalize a certain population. Regarding this study this is necessary, therefore face-to-

face interviews has been conducted which contribute a more in-depth analysis of consumers insight 

in the gaming industry. 

 

Netnography is a complex research method and researchers often seek step-by-step description 

where every step contributes with some sort of results. But netnography is characterized as 

“messy” which means that it is almost impossible to follow a systematic research process (Berg, 

2015).  However, Kozinets (2002) has developed six steps as guidelines for netnographic study, 

namely, research planning, entree, data collection, data analysis, ethical standards and research 

representation. However, as the internet and interaction online are constantly changing, and 

netnography is characterized as “messy”, researchers can choose to leave out or adopt some of the 
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six steps to fit their study (Costello, et al., 2017; Berg, 2015). In this thesis, we have mainly 

followed Kozinets (2002) recommendation but chose to adopt our data collection to better fit our 

study. These research steps will be explained below for each respective method, interviews and 

content analysis of gaming forums which are both part of the netnography method. 

3.4.2 INTERVIEWS 

Interviews can be of great use in gathering insights into valuable opinions and a deeper 

understanding of how people think (Denscombe, 2018), therefore interviews have been conducted. 

There are many ways in which interviews can be conducted and there are a multitude of factors to 

consider, such as making the questions non leading, being unbiased and objective, etc. 

(Denscombe, 2018). To combat these aspects the interviews were planned in a manner to avoid 

these pitfalls. The interview process took place according to the following. Four interviews were 

held for roughly 45-60 minutes each. The interviews took place at the respondent’s homes. Before 

the interview was conducted the interviewer and respondent played a split screen video game 

together to create a more relaxed atmosphere, this is supported by a previous study who noted that 

if this was done more innate responses were given regarding the gaming industry (Johnson & Luo, 

2017). Furthermore, the respondents had to sign a paper of agreement which allowed us to record 

the interviews. The questions (See Appendix A) were asked with follow up questions, normally 

by asking for an example, more details or clarification, the answers were then controlled by asking 

the respondent if we had understood them correctly through giving our account of what the 

respondent had answered. The purpose of the questions 1.1-1.9 was to gain knowledge about the 

participant but also to distinguish how relevant the participant is for this thesis. Furthermore, it 

lays the foundation for the rest of the interview, as the answers will be followed up. For example, 

identifying the respondents favorite/least favorite videogame, developer and publisher. The reason 

for questions 2.1-2.8 was to gain deep understandings of how the effects of hype and over 

expectation has influenced the participant. Furthermore, understanding what creates hype and 

expectations. The reasoning behind questions 3.1-3.12 was to gain in-depth understanding 

surrounding how brand personality and the consumer journey influences a gamers brand loyalty. 

Furthermore, understanding the consumers feelings towards the agent when he/she has been let 

down or satisfied. Here the identification of a “culprit” is also explored. After the interviews were 

conducted, they were transcribed, and relevant discussions were identified and coded (See 

Appendix E). Furthermore, two of the interviews were conducted in English and two of them on 
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Swedish. Therefore, the questions were translated from English to Swedish to fit the respondent’s 

preference.  

 

3.4.3 RESPONDENT SELECTION 

In selecting respondents for the interviews, it was necessary for them to have an insight and 

understanding into the gaming culture and world. Finding a “gamer” who fills this criterion is 

rather difficult to define, thus certain limitations were set into the respondent’s background. Firstly, 

it was decided that the respondent must have been playing video games for at least 5 years. 

Secondly the respondent must play video games relatively frequently, in average at least once a 

week. Thirdly as there are many young gamers out there, it was decided that the respondent was 

over 18 years old. The respondents were identified in two ways. The first two respondents were 

found in Sweden through a gaming forum, the two respondents were identified in southern parts 

of Sweden willing to contribute their time to the study, these interviews were conducted in English 

as this was the preferred language. The second two respondents were found through a connection 

in Sweden’s largest electronics store, “Elgiganten” where the two respondents are responsible for 

gaming hardware & software sales and orders (Table 1). As they filled the criteria above and their 

clear insight into the industry they were chosen as respondents.   

 
Table 1 
 
Respondents  
 

Fictive name Age Gender Occupation Interview 

length  

Rick 24 Male IT Specialist 48min 

Jason 33 Male Salesman 55min 

Simon 35 Male Salesman 47min 

Mike 50 Male Coder 46min 

 
Note. Fictive names were used to anonymize the respondents 
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3.4.4 CONTENT ANALYSIS OF GAMING-FORUMS 

Content analysis of gaming forums was used to better understand how consumers react when 

expectations are not met and how hype can influence the expectations. The aim of collecting data 

from gaming forums was to get an overview perspective and a fundamental understanding of what 

gamers discuss when they are overpromised and underdelivered. However, there are hundreds of 

thousands of gaming forums and games to choose from. We chose to analyze three games to make 

the study cohesive as recommended by Berg (2015). The games chosen were Cyberpunk 2077, 

Red Dead Redemption 2 (RDR 2) and Anthem. The reason as to why this thesis chose to focus on 

these three games was because they are frequently discussed in gaming forums and were seen as 

‘big’ releases which many gamers were hyped about. Cyberpunk 2077 was released December 10, 

2020 and was received poorly by gamers on release (Browning & Isaac, 2020). RDR 2 was 

released October 26, 2018 and was praised by gamers on release (Keach, 2018). Anthem was 

released February 22, 2019 which was a hyped game in gaming communities and was a big 

disappointment when released (Kain, 2019). These video games are relatively recent releases on 

the market which makes the data relevant. In order to systematically do a forum analysis, Kozinets 

(2002) netnography research method was adopted.  The first step was to identify relevant forums 

and online communities to study the experience consumers have/has on the games Cyberpunk 

2077, RDR2 and Anthem. 

 

The forums we located that fit the purpose of this study are three of the biggest online gaming 

forums, NeoGaf, Reddit and IGN (W, 2021). NeoGaf has been the leading gaming forum since 

2006 and has over 150 000 active members, 120 million posts and 900 thousand threads (NeoGaf, 

n.d.). NeoGaf has a community where both critical discussions about games take place but also 

what can be expected from games that are not released yet, therefore this forum was chosen for 

analysis. Originally all three forums were intended to be analyzed however it was discovered early 

on that the amount of data of these three forums was overwhelming for this thesis. Both from a 

time perspective and due to the abundance of data from of analyzing three forums. Meaning, 

choosing one of these three forums was deemed enough, as the forums are merely a form of support 

for our primary data, the interviews.  
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When the relevant forum, threads and communities were selected, the next step was to find relevant 

information to support the issue. With inspiration from Thanh and Kirova (2018), we choose to 

carefully select one thread on each game with at least 1500 replies and that was created before the 

release of the game. These forums needed to have active discussion both before and after the games 

was released to support our research. By doing so, data about how consumer feel about a game 

before it was released and after they have actually played it can be collected. As results, this 

narrowed the threads down on Cyberpunk to three, Anthem to two and RDR2 to two. Furthermore, 

to select one of these threads on each game, the first 50 replies on the remaining threads was read 

and analyzed in order to distinguish the most relevant threads. When data was selected May 2021, 

the thread chosen about Cyberpunk had 5017 replies, Anthem had 2652 replies and RDR2 had 

5684 replies. These threads had 50 comments on each page, and we choose to analyze the 25th 

comment on each page. To improve the reliability of the data collected, we rejected comments 

with less than five words and comments that did not follow the subject of the thread. Moreover, 

comments on other language than Swedish and English was also rejected because the authors do 

not practice any other language. The final data collected of all three games was a total of 273 

comments which is a manageable level of data. Furthermore, these three threads are public, 

meaning that anyone can have access to them which follows the research ethics of netnography 

(Kozinets, 2002).   

 

The use of netnographic data means that the material collected needs to be broken down and 

carefully examined. Coding data is commonly seen in quantitative research, however, to follow 

the analytical process of netnography the material needs to be categorized (Kozinets, 2002; Thanh 

& Kirova, 2018).  We chose to manually code our material by downloading all the comments into 

a word-document. Comments such as “OMG!!!!!! Oh man, this is great news to wake up to. 

HYPE!” goes under the category A1 (Table 2). There are also comments which fits several 

categories, for example, “The game delivered on promises made. Nuff said, Rockstar will always 

have my heart and wallet.” which fits the categories of A3, A6 and A8 (Table 2). The categories 

were created in regard of the theory discussed above to give supporting data to the research 

purpose.  
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Table 2 

Coding explained 

 

3.5 LIMITATIONS 

When gathering data through the interviews certain limitations were identified, mainly the 

recording tools for the interviews were not ideal, this was due to lack of resources. Had proper 

recording tools and environments been used the transcription process would have been far simpler 

and faster to complete, additionally the margin for error would have been decreased. In regard to 

the forum analysis there were also certain limitations that were unforeseen. Such as the coding, as 

the lack of experience made it difficult to ascertain how to code the data sample, therefore this part 

of the research was highly energy and time consuming. Furthermore, it would have been pertinent 

to have used some sort of tool in gathering the comments as this was also highly time and energy 

consuming, raising the margin for mistakes. If the study was to be repeated a suggestion would be 

Category  
A1 Hype, comments in this category clearly indicate a buildup of hype 
A2 Consumer Expectation, Comments in this category describe why 

consumers are expecting so and so from the provider 
A3 Delivered, comments in this category indicates a reason for consumers 

satisfaction of the product. 
A4 Underdeliver, comments in this category indicates a reason for consumers 

dissatisfaction of the product. 
A5 Brand loyalty Attitude, the comment shows an attitude towards the brand 

that is negative.  

A6 Brand loyalty Attitude, the comment shows an attitude towards the brand 
that is positive. 

A7 Brand loyalty Behavior, the comment shows a behavior towards the brand 
that is negative. 

A8 Brand loyalty Behavior, the comment shows a behavior towards the brand 
that is positive. 

A9 Directed frustration/praise toward Publisher 

A10 Directed frustration/praise toward Developer 

A11 Directed frustration/praise toward the game (product) 

A12 Neutral comment 
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to create threads in gaming forums asking for the consumers opinions directly, of course this would 

come with its own issues to be managed. It is also important to note that the content analysis of 

gaming forums is interpreted and understood in a way that may not necessarily be what was meant 

by a certain comment, this is because the meaning cannot be ascertained or controlled to the extent 

an interview can. 
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4. EMPIRICAL FINDINGS AND DISCUSSION 

 

The following chapter details the empirical findings gathered from the interviews and content 

analysis of gaming-forums. The chapter is divided into two parts, beginning by presenting the 

findings from the interviews in regard to the conceptual framework and theory. Part two presents 

the findings from the content analysis of gaming forums also with the help of the conceptual 

framework and theory.  

4.1 INTERVIEW FINDINGS AND ANALYSIS 

The following part focuses on the data gathered from the interviews and is broken down to each 

component of the conceptual framework (Figure 2) where the findings relevant to each part is 

discussed, analyzed and presented. 

4.1.1 BRAND LOYALTY 
The interviews garnered many insights into how the loyalty of gamers is changed. Loyalty towards 

a brand can be identified as repeating purchasing behavior of a certain product or brand (Romaniuk 

& Nenycz-Thiel , 2011; Krishnan, 1996). However, loyalty can be more than just selecting certain 

products or brands over competitive products or brand (Malär, et al., 2011; Tarver, 2020;).  There 

is a psychological understanding that refers to identification and recognition towards a brand. 

Recommending and talking about a brand or product can also be a way to show loyalty with a 

brand (Punniyamoorthy & Mohan Raj, 2007; Park, et al., 2010). Interviewing gamers gain in-depth 

understanding of how hype, underdeliver and overpromise influence their loyalty (See Appendix 

B). Below the two pillars of brand loyalty, behavior and attitude, have been discussed in regard to 

the data gathered from the interviews. 

 

4.1.1.1 BRAND LOYALTY, BEHAVIORAL  

How often consumers buy a certain brand or product rather than a competitive one is an indication 

of behavioral loyalty. Memory associating can also affect the choices a consumer makes when 

deciding to buy a product or a certain brand (Krishnan, 1996; Romaniuk & Nenycz-Thiel , 2011). 



 

 

27 

Based on the interviews, something every respondent agreed on was buying a certain brand or 

game from for example, previous experience or they had been influenced by some sort of 

marketing. Some of the respondents even decided to buy a game because they heard praise about 

it from friends or colleagues. When Rick was asked if he had recommended his favorite publisher 

(Activision Blizzard) to any of his friends and family, he answered: 

Many times, I'm on a constant crusade to get World of Warcraft (WoW) the 

biggest game in the world to be noticed by many more people. Latest. Today I 

tried to get a coworker of mine to play both Apex Legends and blizzard or 

WoW. -Rick 

Rick admits that he wants to inform and convince people to buy Activision Blizzard games, when 

he was asked why he recommends Activision Blizzard games he answered:  

Because I think that I have such a good time playing these games. - Rick 

Rick wants to share his good experience from Activision Blizzard games by constantly 

recommending and praising their games. Previous studies shows that good personal direct 

experience towards a brand also indicates a strong connection towards the brand (Romaniuk & 

Nenycz-Thiel , 2011; Krishnan, 1996). In this case Rick has a strong connection towards 

Activision Blizzard. However, as mentioned, consumers’ behavioral loyalty dimension can also 

be influenced through marketing. An example of this was when Jason was asked what his thoughts 

about hype was and he described it as:  

I see the trailers of a game, if the trailer is good, I buy it. If the trailer is not 

good, I would not buy at launch, I will buy the game after it has been played by 

other players to see what they think about it. - Jason 

Noting that if Jason is influenced by a good marketing strategy, for example, a good trailer he will 

buy the game. However, it is also mentioned that if the trailer is not good, he will not buy the game 
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on release. But there is an exception in both of these cases, he would buy his favorite game (Final 

Fantasy) regardless because he has frequently bought all their games before. 

I was a little skeptical of the new Final Fantasy game, but my expectations 

were still high because of older merits from Square Enix, and I give it a try. - 

Jason 

Meaning, when Jason has bought Square Enix games in the past he has unconsciously built a strong 

association and connection with Square Enix in stark contrast to how a new consumer would 

(Romaniuk & Nenycz-Thiel , 2011). Comparing Jason to a new consumer is best described through 

the conceptual framework (Figure 2). Jason is a full-grown apple (Behavioral) with high degree of 

loyalty towards the brand and a new consumer would be a seed with a low degree of loyalty. 

Frequently buying games from a specific brand drives the consumer to recommend or hype a game 

as well. Simon was asked why he hyped Cyberpunk and he answered:  

I have played games from the developers (CD Pro ject Red) before so I 

thought it (Cyberpunk) would be a really good game because their previous 

games have been really good. - Simon 

Simon assumed that all CD Project Red’s games would be good because of previously good 

experience of the publisher/developer. But Simon was not only assuming the game would be good 

from direct personal experience, but he had also seen the trailer of the game and was therefore 

influenced by CD Project Red’s marketing. 

I have seen the trailer (cyberpunk), they had promoted the game incredibly 

much, very very powerful marketing. - Simon 

The memories Simon hade of CD Project Red’s previous games built strong association with the 

brand and he was hoping if not “knowing” that Cyberpunk would be great (Romaniuk & Nenycz-
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Thiel , 2011).  Rick, Jason and Simon all have in common that they have bought games from a 

specific brand and all of them would happily recommend these games to others.  

 

4.1.1.2 BRAND LOYALTY, ATTITUDINAL 

As mentioned above, the attitude a consumer holds towards a product or service constitutes part 

of the brand loyalty held by the consumer. The findings indicated a slight shift in attitude towards 

a brand when met with a under delivering or over-promising. Rick explained in the interviews that 

he held the following opinion about a game he had been looking forward to.  

They said so much. They just promised and promised and promised, and they 

had a game developer do all the interviews which is really bad because he 

wants to do stuff. And he promised, he's like, oh, we can do this, we can do 

that, but they just didn't give you anything of it. So yeah, I think over-promising 

is really bad, it makes me angry. - Rick 

As the quote expresses the respondent experiences a clear frustration and anger towards the game 

developer indicating that his loyalty towards the game company has been negatively influenced 

by the happenstance. This is supported by Rossiter (2014) who expresses that the expected emotion 

of consuming up to the actual point of consumption is a critical point in which the attitude a 

consumer has toward a brand is formed. This can also be seen in the case with Simon where he 

expresses the following. 

I have the same trust if not more trust for them (Rockstar) than I had before 

RDR2, so it will continue. – Simon 

The key takeaway from this quote is that he expresses that he trusts the brand (Rockstar). Again, 

trust is built as the consumption of the game (RDR2) surpassed his expectations, thereby increasing 

his trust. Foroudi (2019) explains that trust as a component of brand attitude is shaped by previous 

experiences toward a brand. As Brand attitude is a pillar of brand loyalty one can see that the 

attitude is changed by meeting or not meeting the expectations set for a game launch. This can be 
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visualized with the aid of the theoretical framework (Figure 2), where the sun rays (Meeting 

expectations), if not clouded by overpromising and underdelivering the rays give nourishment to 

the apple that is brand attitude making the brand loyalty tree stronger and more fruitful.  If these 

rays do not reach the tree the apple will rot, symbolizing the degradation of brand attitude and 

thereby killing the brand loyalty tree. This is further supported by Jason’s response to a game he 

was hyped for. 

I was a little skeptical of the new Final Fantasy game, but my expectations 

were still high because of older merits from Square Enix, and I give it a try. -

Jason 

4.1.2 BRAND PERSONALITY 

When consumers form some sort of emotional bond to a brand it is more likely that they spread 

positive words about that brand. Companies creates value and form a personality that consumers 

can relate to which increase both their financial performance and gain more loyal consumers 

(Malär, et al., 2011; Tarver, 2020). Every individual show emotion differently, therefore the 

answers we got from the interviews was interpreted in the manner the respondents answer the 

question and what their body language showed us. However, based on the interviews, three of the 

four respondents showed some sort of emotional affection towards a certain game or brand. Rick 

got a question if he had ever felt emotionally or positively surprised of a game release and he 

answered:  

My favorite Studios like respawn, they didn't say anything about their Apex 

Legends game. There's just one day my friend was like, oh, have you played 

Apex? What is this? And they're like, oh yeah, this this here. So, they just 

remove the hype completely and I think that was such a cool thing and I got so 

much mad respect for them at that point where I was like holy *, you literally 

worked on a game for like years. And didn't tell anyone, yeah, that was cool. - 

Rick 
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The manner in which Rick answered the question was that of admiration which can be understood 

as him wanting the trait of being cool and laid back (In this scenario above) in himself. This 

indicates that by using a brand personality that the targeted consumers identify with was more 

effective than hyping up the game release as expressed in the quote above. This is further supported 

by Malär, et al.’s (2011) concept of the ideal-self, as this is something he admires it generates an 

emotional bond to the brand thereby increasing the loyalty towards the brand indpendent of the 

hype phenomena. Furthermore, Mike explained that he had attend the world biggest LAN party 

“Dream Hack” four times and was asked if he had noticed any memorable marketing when being 

there. He answered:  

they were standing there trying to market their game and I went up to the guy 

who was obviously German, and I started telling him about the story and he's 

like, oh yeah, that Captain and his ship and all that and I was like, hmm, these 

guys know what they're talking about. So, I was like, then I got to try to play 

the game. - Mike 

To contextualize the quote, he was discussing how he had a strong interest in naval ships and met 

a company marketing a naval ship game. As the company was very knowledgeable in the subject 

Mike felt a congruence to them and therefore wanted to play the game. This is supported by Malär, 

et al.’s (2011) concept of the actual-self in which the consumer identifies with the brand and 

therefore exhibits a degree of loyalty again completely independent of the hype phenomena. In 

regard to the conceptual model (Figure 2) the findings above could be understood as the soil in 

which the loyalty tree grows, if the soil is congruent and has the nutrients (Personality) matching 

the loyalty tree it will grow, independently from the sun (Hype). If the soil is incongruent the 

loyalty tree will not experience growth.  

4.1.3 HYPE  

Videogames have become more and more advanced as technology has evolved. The rapid 

advancement in both videogame and technology have created high expectations of new innovation 

and games for the consumer. Some companies also choose to exaggerate products that have not 

yet been released and create an extreme manifestation of expectations, referred to as hype (Bakker 
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& Budde, 2012). All respondents were well aware of hype, Simon even felt guilty when he was 

asked what his thoughts about hype were.  

I have been involved in hyping Cyberpunk, so I am guilty. I wanted to tell 

people about a really good game which I thought would be a really good game 

and I wanted to give the opportunity to all people who is interested in gaming 

to try it. - Simon 

Almost all gamers know about Cyberpunk and what a disaster it was when it was released. Simon 

therefore felt a bit ashamed for hyping a game to friends and other gamers, not realizing the state 

of the game before it was too late. The act of sharing information and opinions about Cyberpunk 

is referred as word-of-mouth (Cox & Daniel, 2015). He genuinely thought the game would be 

great and raised his friends and other gamers expectations which is supported by Houston et al., 

(2018) “pre-release consumer buzz”. Simon was deceived by a company that had overpromised 

and underdelivered a game. In the conceptual model the sun (Hype) was as bright as it could be, 

but the two dark clouds (Overpromise & underdeliver) hindered the sun’s rays (Meeting 

expectations) to grow the tree (Brand loyalty) (Figure 2). Simon’s two dark clouds (Overpromise 

& underdeliver) can best be described when he was asked why he was disappointed about the 

game. 

There was a lot of bugs, there was a lot missing that was shown in the trailer, 

so it was actually direct false marketing. They (CD Project Red) have even 

confessed that what they showed in the trailers was only made to look good. It 

was not part of the game, it was something made up to get people to 

acknowledge their game. -Simon 

This is supported by Bakker and Budde (2012) who explain that companies choose to partake in 

“expectation races” rather than “actual innovation races”. By doing so, hype is inevitable and 

something companies strive for which may result in a marketing fiasco such as Cyberpunk.  Even 

though hype may be associated with something negative it can also be seen as something positive. 

When Jason was asked when he thinks hype works, he answered:  
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If gamers build the hype themselves, it is often a legitimate hype. There are 

people that are getting paid to write reviews about games which often write in 

a more positive attitude than what it really is. - Jason 

When hype is created initially by the company/publisher it is often to strengthen their financial 

performance (Bakker & Budde, 2012). When consumers hype a game, it is more preferable as this 

both increases financial performance and creates loyal consumers according to Jason. One of 

Jason’s favorite game (Horizon Zero Dawn) achieved this.  

Horizon Zero Dawn was one of the most best-selling games of all times. Why? 

Because the players themselves hyped the game. - Jason 

There are also gamers that do not want to get hyped but still cannot resist getting hyped. Rick was 

asked why he gets on the “hype train” even though he does not want to, he answered:  

I think it's since it’s a hobby. You put so many hours in and you watch 

something like on E3 (gaming convention) they show you something that 

obviously, you know, in your head that this is not going to be what I'm going to 

have in my hands. But still, you think like this. It just would be so cool. I think 

it's the hope, the hope of having something this cool. - Rick 

Even if Rick does not want to get hyped, he still hopes the game would be as great as it seems to 

be on trailers, meaning he cannot avoid getting hyped up unless he ignores the game and marketing 

all together, which can be a difficult task.  

I say every time that I won't get on the hype train, but then I do. Yeah. It's I 

think it's really bad. Honestly, I think. It's the same thing as watching a movie 

or you see that this really good movies coming out and you're like oh this is 
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going to be the greatest movie ever and then you watch it and you're like shit, I 

thought this was going to be so good. - Rick 

Even if gamers do not want to be influenced by hype they still seem to be. Just like the sun (Hype) 

in the conceptual model (Figure 2), the sun will always be there, but the brightness may change 

depending on the marketing and the game itself. Gamers are aware of when and why hype is 

created. When Mike was asked what he thinks about hype he answered:  

The whole point of marketing is to create hype, right? But if you're going to 

create hype, you better be able to deliver. If you create hype and can't deliver 

that's going to really have a negative effect overall. -Mike 

In regard to the hype cycle (Figure 1) when hype has reached the “peak of inflated expectations” 

is the point at which it will be known if the product delivered or under delivered. As Mike 

expresses a negative effect will occur if expectations are not met. As Bakker and Budde (2012) 

suggest attitudes and behavior will be influenced thereby negatively influencing brand Loyalty.  

4.1.4 CONSUMER JOURNEY 

The consumer journey is intended to describe gamers purchases as a journey. Companies can 

influence gamers purchases by interacting in the different phases of the consumer journey. Attract 

gamers with marketing campaigns, in-store advertising and communication channels is essential 

for the company/publisher (Siebert, et al., 2020). One of the reasons Rick is loyal to Activision 

Blizzard is because of their communication to their consumers. 

Activision Blizzard obviously because they published my favorite games, 

respawn because of the way they interact with the community. - Rick 

Almost every gamer has their favorite game and/or publisher. Rick’s favorite game is World of 

Warcraft (WoW) and he has bought and played all WoW expansions. This is supported by Siebert 
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et al., (2020) concept of the loyalty loop when expectations are repeatedly met loyalty will increase 

to the extent to which the consumer will buy their products regardless of situation. 

I was going to play it either way, like it could have been complete brokenness. 

I would have played it. So, I pre-ordered a lot of games actually that I really 

shouldn't. - Rick  

However, if the brand gamers have been loyal to repeatedly deliver poor service or products, they 

seem to be more skeptical on the next release of video games. When Jason was asked what the 

worst thing his favorite publisher (SquareEnix) would do, he answered:  

Do a CD project Red and release a half-finished game, for they have never 

done so before.  … I would maybe keep buying their games, but I would wait a 

couple of month after the game release to see how bad it is.- Jason 

Jason would continue to buy Square Enix games even if they would release a underdelivered game 

that are far from what he was expecting. Siebert et al., (2020) theory about “Switchers” where the 

consumers choose to buy other competing brands when products from their favorite brand fails to 

meet their expectations does not seem to exist in the gaming market. When gamers experience a 

bad product or service they become “vulnerable repurchasers” instead. They reconsider their 

option of other games but still repurchasing from their original brand Siebert et al., (2020). Another 

example of this was when Simon was asked what his expectation of his least favorite publisher 

(EA) were, he answered:   

I will keep buy their (EA) shit FIFA. I will buy it only to play with friends, but I 

do not have any expectations that they will come with something revolutionary. 

- Simon 
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4.2 CONTENT ANALYSIS OF GAMING FORUMS FINDINGS AND ANALYSIS 

The following part focuses on the data gathered from the analysis of gaming forums and is broken 

down to each component of the conceptual framework (Figure 2) where the findings relevant to 

each part is discussed, analyzed and presented. Firstly, a pie chart with an overview of the coding 

done to the forum analysis can be seen in appendix D.  

4.2.1 BRAND LOYALTY 

The content analysis’ focus in regard to brand loyalty was to find what and how much relevant 

subject data is discussed online. Identifying how much certain topics is discussed in gaming forums 

is mainly meant to complement the data gathered from the interviews. Similarly as in the interview 

section, below the two pillars of brand loyalty, behavior and attitude will be discussed in regard to 

the content analysis of gaming forums. 

 

4.2.1.1 BRAND LOYALTY, BEHAVIORAL  

From the total of 273 comments that were analyzed, 22 comments showed an indication of 

behavioral loyalty. 11 positive and 11 negative comments could be found when analyzing the 

material.  An example of two negative comments that are coded the same (A7) and meaning the 

same thing can be found below (See appendix D):  

Fog wasn't reflected in water. No buy. 

j/k. But no pre-order of course - NeoGaf user (Red Dead Redemption2) 

Pre-ordered the digital version on my PS pro. Started playing as soon as the 

clock clicked over. I took the day off work yesterday to engross myself in what 

I was hoping to be a masterpiece that I’d been eagerly waiting for what 

seemed like forever. Oh boy what a disappointment. Firstly, the hard crashes. 

Which happened 5 times during the day. - NeoGaf user (Cyberpunk) 

The behavioral loyalty aspect is problematic to find by taking comments out of context. However, 

these comments above both show two scenarios of different purchases that influence the behavioral 

loyalty dimension. The first one, shows previous bad experience from pre-ordering games, this is 
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shown by the user actively telling other users in the community to not pre-order the game. As 

mentioned, taking this comment out of context can mean a lot of different things. However, in 

consideration of previous comments in this thread it was discussed how good the trailer for RDR2 

was, the first comment still indicated a proclivity of not pre-ordering the game.  

 

The second comment presents the opposite of what the first comment showed. The user had pre-

order the game, and the game itself was seen as a potential masterpiece from the users’ perspective. 

The reason behind this is both marketing communication from the publisher and word-of-mouth 

from other users in the thread. However, the expectations were not even close to being met when 

the user actually experienced the game. These comments both show two perspectives of negative 

brand loyalty behavior which indicates that they may consider playing/buying a game from a 

competitor. This could be further supported by a third comment. 

Deleted on PS4 after playing the intro. It was just boring and looked really 

bad. Maybe on PC I’ll give this another try but there’s too many good games 

out to force a playthrough of an unfinished experience. - NeoGaf user 

(Cyberpunk) 

Clearly this user is unhappy with the game and choose to play other games than, in this case, 

Cyberpunk. However, even if the user had a bad experience about the game, and was clearly 

disappointed, he/she will give the game a second chance. Comments that could be found that 

present a positive attitude in the brand loyalty behavioral dimension (A8) are for example (See 

appendix D): 

TAKE MY MONEY!!! JUST TAKE IT ALREADY!!!!! - NeoGaf user (Anthem) 

 Is Rockstar Games the Marvel of gaming? YES! By far. We buying before we 

even read the reviews. And the deserve that level of trust. - NeoGaf user 

(RDR2) 
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These comments show positive nature within the behavioral dimension of brand loyalty. The first 

comment clearly present willingness to buy the product as soon and as fast as possible. Moreover, 

the comment shows how strong marketing communication can influence the consumer. This is 

supported by Romaniuk and Nenycz-Thiel (2011) study which shows that marketing 

communication is one of three key elements to influence consumers buying behavior. The second 

comment also show how the buying behavior is influenced by the level of trust in the company. 

Trust is built by previous experience about the brand which increase the consumers association 

towards the brand (Romaniuk & Nenycz-Thiel , 2011; Krishnan, 1996). Comments like these are 

showing high level of trust towards the game or brand by wanting to buy or play the game before 

it is released on the market. A third comment present further evidence of how trust leads to praising 

a game to the extent that is called a masterpiece.  

The game is a masterpiece. It has its hitches, sure, but it is a relentlessly 

compelling, and an utterly enthralling experience. All I want to do is play it. - 

NeoGaf (Cyberpunk) 

Negative comments decrease the size of the apple (Behavioral) and positive comments increase 

the size of the apple in the conceptual framework (See Figure 2). Thus, the negative comments 

show skeptical behavior towards the brand or game it still presents consumers’ willingness to keep 

buying games from a particular publisher. Therefore, the apple may decrease in size by negative 

comments, but it will never completely disappear. Meaning, there is evidence that underdelivered 

games and not meeting consumers expectation does not completely eliminate consumers loyalty 

in the behavioral dimension.  

 

4.2.1.2 BRAND LOYALTY, ATTITUDINAL 

Through the content analysis 48 comments were identified that pertained to the attitude a consumer 

held towards a gaming brand. 21 of which were negative attitudes and 27 of which were positive 

attitudes (See appendix D). Three of the most relevant and clear comments have been selected to 

illustrate the findings. The first user had this to say about his experience after the game launch of 

Cyberpunk 2077. 
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For me the hype is dead and I'm pretty much done with CDPR, even if it hurts 

a bit. – NeoGaf user  

As the user expresses a sort of pain caused by CDPR (Developer) one can construe that the user 

had an emotional attachment to the brand of CDPR. Being let down by them has caused the 

consumer to be “done with” them. This can be interpreted in different ways; however, it is safe to 

assume that the consumer has developed a disdain towards the brand. This is supported by Rossiter 

(2014) who found that brand attitude is highly dependent on the expected emotion of consuming 

vs the actual emotion of consuming, as the two were incongruent the attitude was changed for the 

worse. On the opposite side of the spectrum below we can see a user who commented in a more 

positive light about the release of Red Dead Redemption 2.  

The game delivered on promises made. Nuff said, Rockstar will always have 

my heart and wallet. – NeoGaf user  

As indicated by the comment the consumer was satisfied with the game release resulting in the 

user figuratively offering his/her “heart and wallet” to the brand (Developer & publisher) behind 

the game. This can be understood similarly to the comment above, that the user has developed a 

stronger emotional bond to the brand due to expected emotions of consuming and the actual 

emotions of consuming being congruent thereby strengthening the brand attitude (Rossiter, 2014). 

In regard to the same game a different user had this to say about the game after it was released.  

The game really lived up to the hype, and yes I would recommend this game to 

anyone who enjoys a good story driven game. – NeoGaf user  

As the user states that as the game lived up to the hype, he/she would actively recommend the 

game to those who are looking for the type of game with a story. The act of recommending or 

rather the willingness to recommend is a large part of the makeup of the brand attitude dimension 

(Park, et al., 2010). Meaning that again here we can see a shift in the brand attitude depending on 

whether expectations were met or not met. Ultimately this shows us similar findings of what was 
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understood from the interviews, that meeting expectations is a key contributor in the brand attitude 

a consumer holds thereby changing the brand loyalty as a whole. In regard to the conceptual model 

(Figure 2) it could be understood as the apple (Brand attitude) either growing or decaying 

dependent on the amount of sunlight (Meeting expectations) the apple receives.  

4.2.2 HYPE 

The analysis of gaming forums revealed some insights into what was creating hype and how it was 

taken by the consumers when the game could not live up to the hype. Hype was one of the most 

commented subjects in the threads about the games Cyberpunk, Anthem and RDR2. A total of 52 

comments were connected to hype (See appendix D). Hype that is created by the 

publisher/company itself often includes an extraordinary trailer. 

Obviously amazing...that trailer, so soon, so...exciting... . -NeoGaf user 

(RDR2) 

Comments such as these were regularly found when analyzing the data from the forums. When 

companies release a trailer, their aim is to get as many people’s attention as possible, which in turn 

inevitably creates hype. Another example of a comment which presents hype created by the 

company’s trailer can be found below.  

Looks stunning. Was excited for destiny 2 , but this is now my most hyped 

game. 

Cant wait to explore this world - NeoGaf user (Anthem) 

When companies start and drive the hype themselves it can lead to over-promising and under-

delivering. This is supported by Bakker and Budde’s (2012) concept about “expectation races” 

where companies promise more than they can actually deliver. By doing so the two dark clouds in 

the conceptual model will cover the sun’s rays and thereby decreasing the loyalty to the brand (See 

Figure 2). Moreover, 51 comments could be found where the consumer expressed dissatisfaction 

towards the games (See appendix D). Examples of such comments are: 
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This game is Spore level of failure for me. Such a disappointment. - NeoGaf 

user (Anthem) 

Quit the game shortly after release after getting half way through the 

campaign. Got this shit off my SSD last night, because the prospect of it taking 

up even more space without serious improvement just wasn't happening. - 

NeoGaf (Anthem)  

What have they been doing all these years? Unacceptable that this is not in the 

base game. What happened to CDPR? I remember playing Witcher 2 on 

release and it was a great experience. Now I just think they took a dive in too 

deep waters. - NeoGaf user (Cyberpunk) 

When hype is built and the game is under-delivered and overpromised, the consumers frustration 

is directed to either the game itself, the publisher or developers. However, gamers tend to blame 

the publishers significantly more than the developers and the game itself (See appendix D).  

This all happened within the first 4 hours!! WHAT. THE. FUCK. CDPR?!?! I 

was one of the people who constantly said: lets wait and give CDPR the benefit 

of the doubt. But holy fuck how can you release this product in such a state? - 

NeoGaf user (Cyberpunk) 

Sadly CDPR offered me the worst game release experience I ever had.  

Game looks and runs terrible. - NeoGag user (Cyberpunk) 

I have no idea why people bought this. I could see the EA shitshow a mile 

away. -NeoGaf user (Anthem) 

Comments like these display the disappointment directed towards the publishers and gamers want 

to hold them accountable for realizing a game that did not meet their expectations.  

However, the hype that is created by the company is later often fueled by the consumers.  
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Personally, it was the most grounded realistic looking sci-fi setting that I've 

seen in a game so far outside of Star Citizen. I mean, it looked like more of a 

believable future-with-giant-robots and such than most others with how non 

complex but yet intricate at the same time the mechs and tech where. - NeoGaf 

user (Anthem) 

EA said this was delayed till Spring? I don't see this out until next holiday 

season. The hype train need a to start to roll. 

Watching that trailer again, it looks so good - NeoGaf user (Anthem) 

This phenomenon is called electronic word-of-mouth and could be found in all three thread about, 

Cyberpunk, Anthem and RDR2 (Cox & Daniel, 2015).  

 

4.2.3 CONSUMER EXPECTATIONS  

The data gathered from the analysis of gaming forums offered certain insights into what created 

expectations and what satisfied the consumer. The data collected found 66 comments that could 

be understood as expectation building and 87 comments that expressed why they were 

satisfied/dissatisfied with the game (See appendix D). As mentioned above the hype from video 

game trailers plays a large part in creating consumer expectations, therefore it is understandable 

that two of the most frequent expectations consumers had can be illustrated with the two comments 

below.  

Cant wait to see the game, I think it will blow us away visually. -NeoGaf user 

Nice, I hope the campaign as special as the first one. -NeoGaf user 

 

As the comments suggest a lot of expectations of what the upcoming game release would deliver 

was built around visual graphics/artwork of the game and that the game would in some way be 
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unique but still similar to that of past games created by the developer/publisher. This is of interest 

as it can be an indication of why expectations are created and the importance of meeting these 

expectations. As Hsieh & Yuan (2019) note, there is a tolerance zone that will change depending 

on the level of performance a product has. Meaning that if the tolerance level is high there is a 

higher proclivity to accept mistakes made by the company. Knowing which expectations the 

consumer has can be key in prioritizing in order to maximize the tolerance zone. It is also worth 

noting that consumers do have expectations that they take for granted too. This can be seen in the 

comment below.  

I took for granted that I could go to a barber shop or a tattoo studio, or maybe 

do some makeup by the bathroom mirror... Apparently not!! 

 

What have they been doing all these years? Unacceptable that this is not in the 

base game. What happened to CDPR? I remember playing Witcher 2 on 

release and it was a great experience. Now I just think they took a dive in too 

deep waters. -NeoGaf user 

Here the consumer had expected a game mechanic that is so commonplace in the videogame sphere 

that this was an expectation that was taken for granted, when this mechanic was not there the result 

was anger towards the company. Wong & Dioko (2013) explain that the more experience the 

consumer has with the products in the space hidden expectations or things taken for granted are 

increased. This is further connected to Hsieh & Yuan’s (2019) notion of a high-involved consumer 

or a low-involved consumer. As the gaming community is growing so is the interest in learning 

more about games, consumers are exposed to more games. Ultimately, this growth is increasing 

the amount of consumer expectations of video game launches. In regard to the conceptual 

framework (Figure 2) this could be understood as the stronger the sun (Hype) shines the greater 

the consumer expectations will be, but this increase is not only dependent on the hype created by 

the company but by the consumers own increased involvement and interest in the industry.  
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5. CONCLUSION 

 

The following chapter focuses on summarizing and contextualizing the findings and with this 

present how the study has contributed to the theoretical world and practical landscape. 

Furthermore, the study is reflected upon and possibilities for future research is proposed and 

suggested.  

 

5.1 SUMMARY  

Gaming is at present the biggest entertainment industry in the world and is continuously increasing. 

The gaming industry is approximal fifty percent larger than the movie industry with billions of 

consumers all over the world (Newzoo, 2020). Limited research on under-delivering and over-

promising in the gaming industry developed the idea for this thesis. The aim of this thesis is to 

understand how and when these concepts take form and how they influence consumer loyalty 

within the gaming industry. Hence this study is a qualitative explorative study with an abductive 

approach. Key theories such as hype, brand personality, consumer expectation, brand loyalty and 

consumer journey are fundamental concepts regarding this thesis and are used to create the 

conceptual model. The data was collected through a content analysis of a gaming forums and 

through interviews. The content analysis of gaming-forums focusing on three games (Anthem, 

Cyberpunk and RDR2) and generated data aimed to contribute a passive perspective of gamers 

loyalty. The interviews provided in-depth data of how gamers react on hype and expectation. 

Furthermore, the data from the interviews gained more understanding of gamers consumer journey 

and brand loyalty.  

 

5.2 CONCLUSION 

In conclusion, the “answer” to the research question (How does over-promising, under-delivering 

or not meeting consumer expectations in a video game product change the consumers' loyalty 
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towards the brand?) can be understood through the findings, analysis and discussion of the 

collected data. It was discovered that brand loyalty can be changed depending on whether or not 

consumer expectations are met. Failing to deliver on the hype and promises made by the company 

will result in a shift in brand loyalty. Namely the brand attitude will diminish and thereby decrease 

word-of-mouth. Furthermore, brand behavior, while it will not diminish to nothing, brand behavior 

will change in the manner that purchases are made, for example choosing to pre order the game or 

not, consumers will buy their games regardless of reception. Perhaps this is due to games being 

unique products, though they share similarities they are not true substitutes to one another, there 

is no other game like cyberpunk on the market, but people want to play a game of that caliber.  

 

It was also found that not delivering on consumer expectations was not the only factor that could 

influence a change in brand loyalty. Brand personality and the consumer journey could also change 

the brand loyalty. Brand personality plays a part in creating an emotional attachment to the brand 

which will improve brand attitude, though there is a shift in this relationship and emotion when 

the consumer is let down by the brand. Ultimately, they will remain loyal in their behavior, but the 

attitude will change. Managing the brand personality and making it congruent with the targeted 

consumers is ultimately key in maintaining the relationship and upkeeping the brand attitude. The 

consumer journey plays a part in managing the consumer expectations, ensuring that the consumer 

is taken on a journey that both makes the consumer excited and not “overhyped” for the game 

release. This is a delicate balance that can be hard to manage but if done correctly in collaboration 

with hype the consumer will be more satisfied with the overall experience making brand loyalty 

grow.  

 

There was also evidence that suggested that the origin of hype plays a role in how the brand attitude 

and behavior are changed when consumer expectations were not met. If the hype was created by 

the gaming company (Through trailers, events etc.) these would be negatively changed whilst if 

the hype was created by the consumers themselves (Through word-of-mouth, electronic word-of-

mouth, etc.). While there was a negative impact on brand attitude and behavior it was significantly 

smaller if it was consumer generated. This connects to who the consumer blames for an 

unsuccessful game release. As mentioned, there are several entities involved in creating a game, 

the findings suggest that most of the time publishers are seen as the “culprit”. Perhaps this is 



 

 

46 

because they are the contact point for most consumers, this is who they see releasing trailers, 

events, publishing, etc. therefore it is understandable that they are blamed. 

 

To contextualize and understand the above more cohesively, the conceptual model (Figure 2) can 

be utilized. The clouds (Underdelivering and over promising) are the dangers posed on strangling 

the sun rays (Meeting expectations) preventing them from reaching the apples (Brand attitude and 

behavior). This leads to the brand attitude apple rotting and the brand behavior apple to become 

smaller and less bountiful. Ultimately influencing the growth of the brand loyalty tree. The rain 

from the clouds (Underdelivering and over promising) can also influence the soil (Brand 

personality) in which the brand loyalty tree grows, drowning away the nutrients needed to grow 

the brand attitude apple it instead starts to slowly decay whilst the behavior apple grows slower. 

Finally, the flow of the river (Consumer journey) needs to be regulated as if the sun (Hype) grows 

too strong, more water will be needed to hydrate the satisfaction of the tree. 

 

5.3 PRACTICAL IMPLICATIONS 

This study contributes with new insight into how the loyalty of gamers shifts when expectations 

are not met. The purpose of this thesis was to present further understanding of how gamers loyalty 

can be controlled by the means of hype and consumer expectation. Hence, this study poses certain 

managerial implications in the gaming industry. By presenting a new concept in the 

comprehension of the loyalty of gamers, companies gain further understandings in how the 

marketing communication channels can best be used to gain loyal consumers. Companies in the 

gaming industry should take in considerations of how over-promising and underdelivering 

influence their consumers when marketing products. Furthermore, the findings can aid game 

industry marketers in garnering an insight into the consumers psyche in the gaming industry, 

thereby aiding them in creating a successful marketing strategy.  
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5.4 THEORETICAL CONTRIBUTION 

The study contributes to understanding how the theoretical elements of hype, brand personality 

and consumer journey interact and how this changes brand loyalty. Furthermore, the study 

contributes to the understanding of consumers within the gaming industry which is a relatively 

new and nuanced group. The study also contributes with new insight in the concept of brand loyalty 

thus it is different in the gaming community. Previous research has studied the concept of brand 

loyalty in for example, journalism (Punniyamoorthy & Mohan Raj, 2007), fashion (Krishnan, 

1996) , luxury items (Liu, et al., 2012). However, to the best of our knowledge, there is no previous 

research which connects hype, over-promise and underdeliver to the concept of brand loyalty in 

the gaming industry. Furthermore, the conceptual model is a unique model adapted only for gamers 

which contributes how the elements; Hype, underdeliver, over-promise, brand loyalty, consumer 

journey and consumers expectation, influence each other. Therefore, this model can be used to 

future research in the field of gaming.  

 

5.5 CRITICAL REVIEW AND FURTHER RESEARCH 

As a whole there are certain things that need to be highlighted to reflect upon the credibility of the 

study. One such thing is that the data gathered from the content analysis of gaming forums is 

interpreted and understood in a way that may not necessarily be what was meant by a certain 

comment, this is because the meaning cannot be ascertained or controlled to the extent an interview 

can. In most cases however these comments are straight forward and can only be understood in 

one manner. Furthermore, the interviews were conducted from a Swedish consumer perspective, 

whilst two of the respondents were from a different nation, they had both lived in Sweden in the 

past 10 years. Further research could explore if there are cultural nuances within the gaming 

industry that alter consumer opinions. Moreover, it would be pertinent to explore the notion of 

publishers being the “culprits” in failed game releases, as this could indicate an understanding in 

consumer dismay.  
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APPENDICES 

Appendix A - Interview Guide, Gamers (English version) 

1. Background Questions: 

1. How old are you?  

2. Do you have any hobbies/what do you do in your spare time?  

3. How long have you been a gamer? 

4. How often do you play games? 

5. What is your favorite game? Why? 

6. What is your favorite publisher/developer (if you have one)? Why? 

7. What is your least favorite publisher/developer (if you have one)? Why? 

8. Are you familiar with or have you played any of the games Anthem, Cyberpunk 2077 and 

Red Dead Redemption 2?  

9. If so, what are your opinions about these games?  

 

2. Hype & Over expectation: 

1. What is your favorite thing about gaming?  

2. What are your general thoughts about gaming? 

3. Why do you play video games? (Fun/community/Stress relief etc.) 

4. What are your thoughts about hype?  

5. Have you experienced being hyped about a game, if so when and please elaborate? 

6. Is there any game you have been disappointed by when it was released?  

7. Has a game changed your opinion of the developer/publisher?  

8. What are your general expectations of a game you have been looking forward to? 

 

3. Brands, loyalty & Consumer Journey  

1. Have you recommended the publishers (Q1.6) games to any of your friends?  

2. What are your feelings and emotional towards the publisher (Q1.6)?  
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3. Have you recommended the publishers/developer (Q1.7) games to any of your friends?  

4. What are your feelings and emotional towards the publisher/developer (Q1.7)? 

5. Consumer Journey (Positive) 

a. What is the first thing you thought and felt when the game (Q1.5) was announced? 

Elaborate why 

b. What feeling did you have toward the trailer / gameplay when it was released? 

Elaborate why 

c. Can you recall if there was any other marketing strategies implemented, for 

example events, social media, etc.  

d. How did this marketing strategy make you feel? 

e. Did you pre order the game or did you wait until after it was released? Why? 

f. How did you feel when you held the game in your hands, or rather in your digital 

library? 

6. Consumer Journey (Negative) 

a. What is the first thing you thought and felt when the game(Q2.6) was announced? 

Elaborate why 

b. What feeling did you have toward the trailer / gameplay when it was released? 

Elaborate why 

c. Can you recall if there was any other marketing strategies implemented, for example 

events, social media, etc.  

d. How did this marketing strategy make you feel? 

e. Did you pre order the game or did you wait until after it was released? Why? 

f. How did you feel when you held the game in your hands, or rather in your digital 

library? 

7. What makes you less excited about a game? Why? 

8. How would you describe your expectations of the publishers/developer (Q1.6) games?  

9. How would you describe your expectations of the publishers/developer (Q1.7) games?  

10. What is the biggest disappointment you have ever experienced from a game? When were 

you disappointed and why?  

11. Who do you regard as the one responsible for the games reception? 

12. How do you see the dynamic between developer, publisher and the game itself? 
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Appendix B - Interview Guide Translated, Gamers (Swedish Version) 

1. Bakgrundsfråga (Förutsättningar): 

1. Hur gammal är du?  

2. Har du några hobbys/vad gör du på din fritid?  

3. Hur länge har du varit en ”Gamer”?  

4. Hur ofta spelar du spel (tv/datorspel)?  

5. Vad är ditt favoritspel (tv/datorspel)? Varför? RDR2  

6. Vilken är din favoritutgivare/tillverkare av spel (tv/datorspel)?  Varför? Rockstar &  

7. Vilken är utgivaren/tillverkare du tycker om minst (tv/datorspel)? Varför?  EA  

8. Är du bekant eller har du spelar någon av spelen Anthem, Cyberpunk 2077 och Red Dead 

Redemption 2?  

9. Om så är fallet, vad är dina åsikter kring dessa spel? 

2. Hype och överförväntan   

1. Vad gillar du mest med att spela spel?  

2. Vad är dina generella tankar kring ”gaming”?   

3. Varför spelar du spel? (kul/gemenskap/stress befriande etc.)  

4. Vad är dina tankar kring hype? 

5. Har du någonsin blivit ”hypad” av ett spel? isåfall när? Förklara gärna mer.  

6. Finns det något spel som du har blivit besviken över när det väl har släppts? Förklara gärna 

mer.  

7. Har ett spel ändrat din uppfattning av tillverkarna/utsläpparen? Cd Project red - Cyberpunk 

8. Vad är dina generella förväntningar av ett spel som du har sett fram emot? 

 

3. Varumärke, Lojalitet och ’Consumer Journey’ 

1. Har du rekommenderat utgivaren/tillverkare (Q1.6) spel till någon av dina vänner?  

2. Vad är dina känslor kring utgivaren/tillverkare (Q1.6)?  

3. Har du rekommenderat utgivarens/tillverkare (Q1.7) spel till någon av dina vänner? 

4. Vad är dina känslor kring utgivaren/tillverkare (Q1.7)?  

5. ’Consumer Journey (Positiv) 
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a. Vad var dina första tankar och känslor när spelet (Q1.5) tillkännagavs? Utveckla 

gärna varför. 

b. Vad kände du för trailern/game play när det släpptes?  

c. Kommer du ihåg ifall det var några andra marknadsföringsstrategier, tillexempel 

event, sociala medier, etc.? 

d. Hur kände du för dessa marknadsföringsstrategier? 

e. Förbeställde du detta spel eller vänta du tills det hade släppts? Varför? 

f. Hur kände du när du för första gången höll spelet i dina händer eller fick tillgång 

till det i ditt digitala bibliotek?  

6. Consumer Journey (Negativ) 

a. Vad var dina första tankar och känslor när spelet (Q2.6) tillkännagavs? Utveckla 

gärna varför. 

b. Vad kände du för trailern/game play när det släpptes?  

c. Kommer du ihåg ifall det var några andra marknadsföringsstrategier, tillexempel 

event, sociala medier, etc.? 

d. Hur kände du för dessa marknadsföringsstrategier? 

e. Förbeställde du detta spel eller vänta du tills det hade släppts? Varför? 

f. Hur kände du när du för första gången höll spelet i dina händer eller fick tillgång 

till det i ditt digitala bibliotek?  

7. Vad gör dig mindre exalterad av ett spel? Varför? 

8. Hur skulle du beskriva dina förväntningar av utgivaren (Q1.6) spel?  

9. Hur skulle du beskriva dina förväntningar av utgivaren (Q1.7) spel? EA 

10. Vad är det största besvikelsen du har upplevt från ett spel? När var du besviken och varför?  

11. Vem tycker du håller ansvaret för spelet?  

12. Hur ser du på dynamiken mellan tillverkaren, utgivaren och spelet i sig? 
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Appendix C - Interviews Explained 

Concept Question Purpose of the Interview Question 
Background 
information 

1. How old are you?  
 

2. Do you have any 
hobbies/what do you do in 
your spare time?  

 
3. How long have you been a 

gamer? 
 

4. How often do you play 
games? 

 
5. What is your favorite game? 

Why? 
 

6. What is your favorite 
publisher/developer (if you 
have one)? Why? 

 
7. What is your least favorite 

publisher/developer (if you 
have one)? Why? 

 
8. Are you familiar with or have 

you played any of the games 
Anthem, Cyberpunk 2077 and 
Red Dead Redemption 2?  

 
9. If so, what are your opinions 

about these games?  
 

The purpose of the questions 1.1-1.9 is 
to gain knowledge about the participant 
but also to distinguish how relevant the 
participant is for this thesis. 
Furthermore, it lays the foundation for 
the rest of the interview, as the answers 
will be followed up. 

Hype & Over 
expectation 

1. What is your favorite thing 
about gaming?  
 

2. What are your general 
thoughts about gaming? 

 
3. Why do you play video 

games? 
(Fun/community/Stress relief 
etc.) 

 
4. What are your thoughts about 

hype?  
 

The purpose to question 2.1-2.8 is to 
gain deep understanding of how the 
effects of hype and over expectation 
has influenced the participant. 
Furthermore, understanding what 
creates hype and expectations. 
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5. Have you experienced being 
hyped about a game, if so 
when and please elaborate? 

 
6. Is there any game you have 

been disappointed by when it 
was released?  

 
7. Has a game changed your 

opinion of the 
developer/publisher?  

 
8. What are your general 

expectations of a game you 
have been looking forward 
to? 

Brand 
Personality, 
loyalty & 
Consumer 
Journey 

1. Have you recommended the 
publishers (Q1.6) games to 
any of your friends?  
 

2. What are your feelings and 
emotional towards the 
publisher (Q1.6)?  
 

3. Have you recommended the 
publishers/developer (Q1.7) 
games to any of your friends?  
 

4. What are your feelings and 
emotional towards the 
publisher/developer (Q1.7)? 
 

5. Consumer Journey (Positive) 
 

a. What is the first thing 
you thought and felt 
when the game (Q1.5) 
was announced? 
Elaborate why 

b. What feeling did you 
have toward the trailer / 
gameplay when it was 
released? Elaborate 
why 

c. Can you recall if there 
was any other 
marketing strategies 
implemented, for 

The purpose with the question 3.1-3.12 
is to gain in-depth understanding how 
brand personality and consumer 
journey influences a gamers brand 
loyalty. Furthermore, understanding 
the consumers feelings towards the 
agent when he/she has been let down or 
satisfied. Here the identification of a 
“culprit” is also explored. 
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example events, social 
media, etc.  

d. How did this 
marketing strategy 
make you feel? 

e. Did you pre order the 
game or did you wait 
until after it was 
released? Why? 

f. How did you feel 
when you held the 
game in your hands, or 
rather in your digital 
library? 
 

6. Consumer Journey 
(Negative) 
 

a. What is the first thing 
you thought and felt 
when the game(Q2.6) 
was announced? 
Elaborate why 

b. What feeling did you 
have toward the trailer / 
gameplay when it was 
released? Elaborate 
why 

c. Can you recall if there 
was any other 
marketing strategies 
implemented, for 
example events, social 
media, etc.  

d. How did this marketing 
strategy make you feel? 

e. Did you pre order the 
game or did you wait 
until after it was 
released? Why? 

f. How did you feel when 
you held the game in 
your hands, or rather in 
your digital library? 
 

7. What makes you less excited 
about a game? Why? 
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8. How would you describe 
your expectations of the 
publishers/developer (Q1.6) 
games?  

 
9. How would you describe 

your expectations of the 
publishers/developer (Q1.7) 
games?  

 
10. What is the biggest 

disappointment you have 
ever experienced from a 
game? When were you 
disappointed and why?  

 
11. Who do you regard as the one 

responsible for the games 
reception? 

 
12. How do you see the dynamic 

between developer, publisher 
and the game itself? 
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Appendix D - Number of comments per category 
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Appendix E - Interviews Coded 

 
Respondent:  
1 

 
Meaning unit 

 
Code 

  
(Loyal to) Activision Blizzard obviously 
because they published my favorite games, 
respawn because of the way they interact with 
the community. 
 

 
Brand Loyalty, 
Attitude, Consumer 
Journey 

  
I say every time that I won't get on the hype 
train, but then I do. Yeah. It's I think it's really 
bad. Honestly, I think. It's the same thing as 
watching a movie or you see that this really good 
movies coming out and you're like oh this is 
going to be the greatest movie ever and then you 
watch it and you're like shit, I thought this was 
going to be so good 

 
Hype, 
Underdelivering,  
 

  
Interviewer: You say you don't want to get on 
the hype train even though you get on it? Why 
do you think that is?  
 
Respondent: I think it's since it’s a hobby. You 
put so many hours in and you watch something 
like on E3 they show you something that 
obviously, you know, in your head that this is 
not going to be what I'm gonna have in my 
hands. But still, you think like this. They just 
would be so cool. I think it's the hope, the hope 
of having something this cool. 
 

 
Hype,  
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Many people do that instantly like oh they 
fucked up this game. I'm going to hate them. 
They're the worst thing ever. I usually think that 
shit they're human. They obviously didn't want 
to send this out. They obviously aren't happy 
with this. They want to fix it. Like nobody wants 
to do a bad job and I hope I'm a bit more 
apologetic than reddit. 

 
Brand Loyalty, 
Attitude 

  
My favorite Studios like respawn, they didn't 
say anything about their Apex Legends game. 
There's just one day my friend was like, oh, have 
you played Apex? What is this? And they're like, 
oh yeah, this this here. So they just remove the 
hype completely and I think that was such a cool 
thing and I got so much mad respect for them at 
that point where I was like holy *, you literally 
worked on a game for like years. And didn't tell 
anyone, yeah, that was cool. 
 

 
Consumer Journey, 
Brand Personality 

  
There's been so many times where you think that 
something is going to be really good. And as I 
said you are waiting for that day where 
everything you want is finally here. That at this 
point whenever you see a game, you're like *. 
This is, this is so cool. I really want to play this 
game. You're like trying to have it in the back of 
your head like it's gonna be really bad and it's 
not going to be like this. So, but as I said, I 
usually get caught up in the hype and I think it's 
going to be great, but I would want a playable 
game and something that they... if a company 
said something, I would like it to be there, I don't 
really care if a company goes out and they're 
like. Like, oh, we The Gamers think that 
something's going to be there but it's not there. I 
don't care about that but if company says we're 
going to have this thing. And it's just not there. 

 
Hype, Consumer 
Journey, word-of-
mouth 
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You're like, why would you even say this to Us? 
Shut up! Just don't say it. 
 

  
Interviewer 1:  Okay. Have you ever 
recommended Activision Blizzard games to any 
of your friends?  
 
Respondent: Many times I'm on a constant 
crusade to get WoW, the biggest game in the 
world to be noticed by many more people. 
Latest. Today I tried to get a co-worker of mine 
to play both Apex Legends and blizzard or 
WoW. 
 
Interviewer 1:  Why do you do that? 
 
Respondent: Because I think that I have such a 
good time playing these games. 
 

 
Brand Loyalty, 
Behavior, word-of-
mouth 

  
They've let me down (favorite 
publisher/developer), but they've also showed 
me that they care a lot about their work. And I 
think that's important, and I feel, I feel respect 
when they like this fall, they were supposed to 
release their newest expansion. But they said, 
hey guys, we're not done. Yo, we need like, 
we're so sorry, but we need three more months 
and I respect that. 
 

 
Brand Loyalty, 
Attitude, Brand 
Personality, 
Consumer Journey 

  
They are money hungry. I've… there’s few 
companies that are so  money hungry and yeah 
no I don't think I would ever recommend playing 
any Tencent games as I said, like I do not agree 
with their Community like their terms and 
conditions. So no I would never recommend 
playing any of their games honestly. 
 

 
Brand Personality, 
Brand Loyalty, 
Behavior 
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I was going to  play it either way, like it could 
have been complete brokenness. I would have 
played it. So I pre-ordered a lot of games 
actually that I really shouldn't. 

 
Hype, Brand Loyalty, 
Behavior 

  
They said so much. They just promised and 
promised and promised, and they had a game 
developer do all the interviews which is really 
bad because he wants to do stuff. And he 
promised, he's like, oh, we can do this, we can 
do that, but they just didn't give you anything of 
it. So yeah, I think over-promising is really bad, 
it makes me angry. 

 
Hype, Brand Loyalty, 
Attitude, Consumer 
Journey 

  
Interviewer: So the size of the game also matters  
 
Respondent: Size of the company I would say 
because it's a big company. I've got, like, you all 
decide this, you're all you've got. 
 

 
Brand Personality 

  
I don't think that developers are devils. I think 
they want to make a perfect game, but obviously 
it's money constraints. I think publishers don't 
have that. I don't think they care. I don't think 
there's any Publishers. That's sit and go. We 
must release this game. Perfect. I think 
Publishers care about money and that's probably 
why they over hyped games. 
 

 
Brand Personality 
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Respondent:  
2 

 
Meaning unit 

 
Code 

  
 
Very few bugs in their games. They 
usually come ready-made, the only thing 
I have experienced that was a bit buggy 
was the remake of final fantasy 7 for 
PlayStation 4. Everything else they have 
released is fully developed games. They 
are very caring about their customers and 
they been doing games for so long… 
 
They have their stable buyers who 
continue to buy all their games 

  
 
Brand loyalty; Attitudinal 
Dimension 
 
 

  
I see the trailers of a game, if the trailer is 
good, I buy it. If the trailer is not good, I 
would not buy at launch, I will buy the 
game after it has been played by other 
players to see what they think about it. 
 

 
Consumer expectation, 
hype, Brand loyalty; 
behavioral dimension   

  
I have been very disappointed of 
Activision. All the recent releases of call 
of duty have been very bad and I am glad 
that I have not bought any of them. 
 

 
Consumer Expectation, 
Brand Loyalty; Behavioral 
dimension, brands  
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Call of duty, modern warfare 1, 2, 3, black 
ops 1, all these games I have been very 
pleased with. But now, their recent games, 
I have not bought any of them. I have 
changed my opinion of what I think they 
can produce.  

 
Consumer expectation, 
Brand loyalty; behavioral 
dimension, brand 
personality. 

  
I was a little skeptical of the new Final 
Fantasy game, but my expectations were 
still high because of older merits from 
Square Enix and I give it a try. 

 
Brand loyalty; behavioral 
& Attitudinal dimension.  
Consumer Expectation,  

  
I have recommended Square Enix to some 
of my friends that I know appreciate, for 
example, World of Warcraft which also is 
fantasy RPG.  

 
Brand Loyalty; Attitudinal 
Word of mouth 

  
You often get what you pay for, not a 
game that is not fully developed. I feel like 
many games makers release half made 
products. This has never happened me 
with Square Enix games.  
 

 
Consumer expectation,  
Brand loyalty; attitudinal 
 

  
I have played their games for 20 years so 
you can say that I am sort of a fan … it 
would be very sad if they stopped making 
games. 

 
Brand loyalty; Attitudinal 

  
the graphic was very nice, at least what I 
could see on the trailer … a month before 
the game would be released it was a little 
hype around it. I even bought the Limited 
Edition where I got a little extra stuff in 
the game as well.  

 
Hype 
Brand loyalty; Behavioral 
dimension 
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The graphic was too good for it should be 
the actual gameplay, but the publishers 
went out themselves to inform that this 
was only a trailer and not the actual game 
…. Stuff like that makes me appreciate 
developers of games more.   

 
Brand personality, 
consumer journey  

  
I was really excited, I even joked with my 
partner that when the game is at home, I 
want you to put silent mode on.  

 
Consumer Journey, 
Consumer expectation, 
hype 

  
I bought the game on release … i did not 
need to wait for reviews because I have 
played a lot of games from them before. 
So I knew what I was going to get. 

 
Consumer expectation, 
Brand loyalty; Behavioral 
dimension 

  
You are a little more cynical, you are little 
more negative as adult than as a child. You 
search for defects in the game.  

 
Consumer expectation 

  
I think we are more picky, I notice that I 
search for defects and wrongs more than I 
was little. 

 
Consumer expectation 

  
I was a little bit skeptical, but it exceeded 
my expectation. 

 
Consumer expectation 
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They do not try to hype or do not need to 
hype their own games. They let the people 
hype their games for them which is a win 
win for them.  

 
Hype 

  
If gamers build the hype themselves, it is 
often a legitimate hype. There is people 
that are getting paid to write reviews about 
games which often write in a more 
positive attitude than what it really is. 

 
Hype 

  
Horizon Zero Dawn was one of the most 
best selling games of all times. Why? 
Because the players themselves hyped the 
game. 

 
Hype 

  
I cant understand people that buy fifa 
every year, it’s the same game year after 
year with minimum change. Me, myself, 
was trapped in buying games their games 
but I have stopped.  
 

 
Consumer expectation, 
Brand loyalty; behavioral 

  
I would expect a game I will enjoy, but I 
am almost certain that their games will go 
wrong sooner or later. But until then, I will 
keep buying their games. 

 
Brand loyalty; behavioral 
& Attitudinal, Brand 
personality & Consumer 
expectation 

  
Do a CD project Red and release a half-
finished game, for they have never done 
so before.  … I would maybe keep buying 
their games, but I would wait a couple of 
month after the game release to see how 
bad it is. 

 
Brand personality, Brand 
loyalty; Behavioral & 
attitudinal.  
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Except of a good game mechanics, I think 
they would not met my expectation on any 
other level. 

 
Consumer expectation,  

  
I don’t know who, but I guess it is 
Activision that has final say, because it is 
them that owns the game series. … I don’t 
know who to blame, but it feels like it 
should be Activision (publisher) 
 
Because even if it was Sledgehammer idea 
so in the end it is Activision that release it, 
it is they who decide whether it comes 
with or not.  

 
Brands, brand personality 

  
You think that game studios, they make 
the game they release the game, but it 
shows that it is not that simple in real life.  
 
I can say that I always thought that game 
studios is the main guy behind a game. 
Ofcourse with they got help with some 
investors but not in the extend.. for what 
happened with Cyberpunk. 

 
Brands, brand personality,  

  
It feels like CD Project Red was aware 
that their game was not finished but 
launched it anyway, because they had 
nothing to interject with. Because investor 
and shareholders wanted the game 
released.  

 
Brands  
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Respondent:  
3 

 
Meaning unit 

 
                               Code 

  
EA 
Their way of making money on their consumers. 
It is like gambling, you can buy items in the 
game, you can gamble, for real money. 
Microtransaction, like a Casino. 
 

 
Brands 

  
The games today is more expensive and 
therefor I expect more from a game now.  

 
Consumer expectation 

  
I have been involved in hyping Cyberpunk, so I 
am guilty. I wanted to tell people about a really 
good game which I thought would be a really 
good game and I wanted to give the opportunity 
to all people who is interested in gaming to try 
it.  

 
Hype, Brand loyalty; Attitudinal 
dimension, Word-of-mouth  

  
I have played games from the developers (CD 
Project Red) before so i thought it (Cyberpunk) 
would be a really good game because their 
previous games has been really good. 

 
Brand loyalty; Behavioral, 
Consumer Expectation. 

  
But with RDR2 I knew what I was going to get 
because I have played RDR1 so it could only 
get better. 

 
Consumer expectation 

  
I have seen the trailer (cyberpunk), they had 
promoted the game incredibly much, very very 
powerful marketing … but Cyberpunk was a 
disappointment.  

 
Consumer expectation, Brands, 
Hype 
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There was a lot of bugs, there was a lot missing 
that was shown in the trailer, so it was actually 
direct false marketing. They (CD Project Red) 
have even confessed that what they showed in 
the trailers was only made to look good. It was 
not part of the game, it was something made up 
to get people to acknowledge their game.  
 

 
Brands, Hype  

  
One may not hype their games anymore. 

 
Brand loyalty; Attitudinal 

  
The trailers were 45-48 minutes long, where 
someone was playing the game. It looked like a 
game from the future, it was things you had 
never seen before. Really well-made. And I 
have played a great game from them (CD 
Project Red)  before. So I thought they was 
caring about their consumers, they do not have 
so much microtransaction, they had made a 
well-made game. 
 

 
Hype, Consumer expectation, 
Brand loyalty; Attitudinal 

  
My first expectation of a game is that it should 
work, you need to get what you paid for.  

 
Consumer expectation.  

  
It is nothing remarkable about their games 
(EA), sure it is fun to play FIFA with buddies 
but at the same time, it is a copy paste product. 
I feel like the only thing they want to do is to 
make money, everyone does, but they (EA) are 
extreme. However, I am in their net and keep 
buying their games year after year.. 
  

 
Consumer Expectation, Brands 
Brand loyalty; behavioral 
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It is not a company (EA) I respect or like, it is 
the microtransaction in their games which you 
can buy items in game for real money which I 
really do not like. 
 

 
Brands 

  
Expectation, joy. I was really hyped about it 
(RDR2). When they first announced... yes, I 
was really expecting something special and was 
joyful. 

 
Consumer expectation, hype, 
consumer journey  

  
Really cool, and they (Rockstar) delivered 
exactly what they showed, nothing they showed 
was not in the game (RDR2). You got what you 
paid for.  
 

 
Consumer expectation, Brand 
loyalty; behavioral, consumer 
journey  

  
I ordered it (RDR2) a couples of days before 
the release date.  
 

 
Consumer Journey, Brand 
loyalty; behavioral. 

  
I have seen a lot of trailers and I knew what I 
was going to get.  

 
Consumer expectation 

  
When cyberpunk was announced I was not that 
hyped, I think I saw it for the first time around 
2016. And it was not my type of game to be 
honest, but because it was CD Project Red who 
would develop the game, I was still looking 
forward to it. 
 

 
Brands, Brand loyalty; 
Attitudinal, Consumer 
expectation, consumer journey. 

  
I was almost ecstatic when the gameplay was 
released (Cyberpunk), I was really expectant. 
Because it seemed so good, so well-made.  

 
Hype, Consumer expectation, 
consumer journey 
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Such things (marketing) was it tons of. They 
really put a lot of money on it, including actors 
that were in the game. 

 
Consumer Journey. 

  
I thought it was a little to much (marketing), it 
was a little excessive. 

 
Consumer Journey 

  
I bought the game on release, if I had the 
chance of buying the game before the release I 
would but my boss told me no. 

 
Consumer Journey, Brand 
loyalty; behavioral. 

  
It was a similar feeling as I got with RDR2. I 
did not know anything more than what I have 
seen on the trailers (cyberpunk), and the trailers 
were really good. Therefore, I was really hyped, 
but ye..  

 
Consumer Journey, hype, 
Consumer expectation.  

  
I have the same trust if not more trust for them 
(Rockstar) than I had before RDR2, so it will 
continue. 

 
Brands, Brand loyalty; 
Attitudinal 

  
I will keep buy their (EA) shit FIFA. I will buy 
it only to play with friends, but I do not have 
any expectations that they will come with 
something revolutionary.  

 
Brand loyalty; Attitudinal & 
Behavioral, consumer 
expectation, Brands. 

  
My biggest disappointment of a game have to 
be Cyberpunk, because I was so hyped about 
the game. The graphics was pretty good but all 
the bugs and missing content in the game was 
very disappointing. 

 
Consumer expectation.  

  
I hold the publishers responsible for the game. 
It is them that release the game and it should be 
done before they release it. 

 
Brands 
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Usually I think about who the developers of the 
game are, not so much who is publishing the 
game. But especially the ones who develop the 
games. 

 
Brands  

 

 
Respondent:  
4 

 
Meaning unit 

 
Code 

 the whole point of marketing is to create 
hype, right? But if you're going to create 
hype, you better be able to deliver. If you 
create hype and can't deliver that's going 
to really have a negative effect overall. 
 

Hype, Meeting 
expectations 

  
when people become disillusioned with 
your game, that's going to spread pretty 
fast and then you think it's going to be all 
that and then it's actually just part of it and 
you know nah yeah, you're not even going 
to hear bad. If a game gets a bad rap that 
sucks. And that's one of the reasons. I 
mean you're not going to be able to sell 
your game then 
 

 
Brand Loyalty, Behavior 

  
Any kind of software. It's for me, it's not 
really that relevant if it's under 
development because you don't know if 
it's ever going to make the market, right? 
You don't know what it is, vaporware. I 
mean I've been around long enough to 
know what vaporware is. There's tons of 
that shit out. Yeah, and a lot of times 
companies test the market by trying to 
Hype up some kind of idea and they see 
what the response is, and if it's really 
positive, oooh lets invest in that I like that, 
yeah, yeah. whatever show me the app. 
You know? You want me to show you the 
money. You show me the app 

 

 
Hype, Meeting 
expectations 
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 If it was unplayable. I'll gripe 
about it and complain and wait until they 
fix it. 

 
Brand Loyalty, Attitude 

  
But it was good. So that was very 
interesting for me historical, you know, 
perspective and so I just they were 
standing there trying to Market their game 
and I went up to the Guy who was 
obviously German, and I told him I started 
telling him about the story and he's like, 
oh yeah, that Captain and his ship and all  
that and I was like, hmm, these guys know 
what they're talking about. So I was like, 
then I got to try to play the game. 
 

 
Brand Personality, 
Consumer Journey 

  
The way people receive the game I think 
is the game itself, how it's designed, and 
how it performs and how it plays rather 
than, you know, oh you Market it this way. 
or Market it that way. So that when you 
Market something. You'll affect the initial 
reception, right? But over time the game 
is going to affect the actual reception. 
 

 
Hype, Meeting 
Expectations, Consumer 
Journey 

  
there's no there's no marketing your way 
out of this shit product. 

 
Consumer Journey 

  
they're marketing it. So their name is 
attached to it, right? They get the blame. 

 
Branding 
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I think developers do what they're told, so 
it's a job to them. I think the Publishers are 
the ones who do the market analytics, and 
decide what the game is supposed to be 
 

 
Branding 

  
If it's your favorite game and somebody is 
going to launch the next version of it. If 
you like sometimes, you have a dedicated 
crowd for a certain game, right? And 
there, of course, you’re going to get hyped 
up and they're going to drive the hype to 
other people. 

 

 
Hype, word-of-mouth 

  
I think it's more effective when the 
community hypes themselves up because 
you always expect the corporation to 
invest a lot of Effort into launching a game 
and, you know, whatever it's you can 
compare it to car the car industry. I mean, 
everybody spends a ton of money on 
marketing the next version. And what the 
hell is a difference between one car in the 
next. One oh we change his shape here a 
little bit, we put another little doodad 
inside. So what I mean, maybe if you just 
build a better car, people will catch on to 
that fact over overtime. 
 

 
Word-of-mouth, Hype,  

 


