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STRATEGIES IN THE GAMING INDUSTRY

1.1.1. Abstract

A multinational corporation is a company
manufacturing and selling goods or services
in more than one country. It usually consists
of parent company located in home country
and several foreign subsidiaries. The
organization of multinational corporations is
based on globally coordinated allocation of
resources by single centralized management
that delegates operations to other companies
engaged in international business. Gaming
industry  greatly influences  economic
development both directly and indirectly, in
terms of increasing the number of employees

and production volume of its suppliers. The
broad attractiveness of gambling industry,
from investors and entrepreneurs’ point of
view, is based on revenues and profitability of
existing casino companies. This paper
emphasis is on the business operation of
Novomatic as one of the major multinational
companies in the gambling industry in the
Republic of North Macedonia.
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1. Term and definition of social media marketing

Undoubtedly, the growth of the social media usage affects the way the companies are

communicating with their customers and
users. Web 2.0 tools are enabling people and
companies to build social and business networks,
to share information and to cooperate on online
projects.

The term “social media marketing — SMM”
has been used for the first time by the

marketing expert Rohit Bhargava in 2006. The
social media marketing is a complex
promotional concept that takes place within the
integrated marketing communications — IMC.

Under the integrated marketing
communications - IMC, the American
Marketing Association (AMA) understands “a
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process of planning designed to provide all the
contacts with the brand received from the
consumer or potential consumer for certain
product or service to be relevant for that person

and consistent with the time period.

Table 2.

Differences between the old and new marketing

Components

Old marketing

New marketing

Intellectual frame

Usage of one-way and two-
way communications to
narrate a story.

Cultivation of dialog and
relations; higher transparency,
gaining trust, building
credibility.

Brand value

Remembering the brand is a
“holy grail”.

The brand value is determined
by the clients: How is it possible
for the clients to recommend the
good or the service?

Segmentation

Clients grouping by
demography.

Clients grouping by behavior,
attitudes, interests.

Targeting

Targeting by demographic
characteristics, especially
during buying a media space.

Targeting by the consumers’
behavior.

Communications

Radio diffusion style: creating
and pushing of the message
for the clients to absorb.

Digital environment for
interactive communication
through research and
investigation, consumers’
comments, personal reviews, or
dialog.

Content Professional content created Mixture of professional and
and controlled by marketers. content created by the users,
commonly visual.
Viral Nice feature, but too often led | The viral is based on a solid
by a sparkling presentation content for exceptional products
and not by a good content. or features that will make people
talk and resend electronic mails.
Reviews The experts’ opinion The users review and vote for
“Weighs”. everything.
The The publisher establishes the | Building relationship through
advertiser’s/publisher’s | channel and controls the sponsoring (not controlling) of
role contents in order to gain a contents and interaction when,

Ocma Me2ynapodHa HayyHa kKoHhepenyuja - I/IOBAJ/IHH TPEH/]OBH -2021
Eight International scientific conference - GLOBAL WORLD TRENDS -2021

Weber makes a review of the differences
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the social media marketing that he names as
“newmarketing” (Weber, 2007):
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public for the advertisers who
are sponsoring the channels or
programs.

where and how it suits the
clients.

Emphasizing the costs; The
advertisers buy with the idea
that share in “voice” = share

Strategy The strategy from top- to The strategy from bottom- to top
bottom imposed by the top is built based on the triumphal
management is leading the ideas chosen through constant
tactics. testing and consumers input.

Hierarchy The information is organized | The information is available on
in channels, directories and demand by key words, which
categories that suits the suits the users.
advertisers.

Payment Cost-per-mille (CPM): Return on Investment (ROI):

The investments in marketing
for future development and
profitability based on

in thoughts = market share.

measurable return.

Source: adapted fromWeber, L. Marketing to the Social Web, Wiley Publishing, 2007

The social media marketing represents a
component of IMC that performs the
integration of social media in the company’s
general communication plan and also involves

listening to the communities and establishing
a relationship with company’s
representatives” (Weinberg, 2009).

2. Strategies for application of social media within the online promotion

The concrete application of social media
within the online promotion plan drastically
varies from case to case. Some companies, for
example, work with segments that for different
reasons (poor internet usage) do not use or
rarely use the social media. On the other hand,
some companies, especially on business-to-
business markets, give less importance to social
media because the biggest part of the
promotional activity is comprised in personal
sales. However, within the consumers markets,
the strategies for implementation of social
media depend on many factors. For example,

the strategy can be very different if we want to
reach the few “content creators”, majority of

“content consumers” or ‘“content sharers”
(Stokes, 2009).

Generally speaking, what kind of strategy the
company will choose, mostly depends on the
fact if it is an ongoing strategy or the company
plans to launch a campaign. In order for the
company to have a constant presence in the
social media, i.e. an ongoing strategy, first it
must have a social media mindset, whose basic
rule is “to be a human”, because it showed that
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engaging an outsourcing agency will not help if
the company itself continues to think in
traditional categories (Eley, 2009).

According to Weber (2007), there are four
basic social media strategies:

» Strategy of reputation aggregator.The basic
aim of this strategy is to improve the
company’s position on the internet
browsers.

» Blog strategy.The main accent in this
strategy has the corporation blog and
participation in the blog sphere.

» Strategy of e-communities. The focus on
the strategy is on the participation of the
social media in creating and sharing
contents, as well as the forums.

» Strategy of social networks.A strategy
through company’s participation in the
general and purpose-built social networks.

3. Social media for social networking

The social media for social networking, or
shortly, social networks are unquestionably the
most popular type of social media, counting
multimillion users base and rapid growth. The
social networking refers to the formation and
maintenance of online social networks for
communities of people (Stokes, 2009).

The social networks are “web-based services that
allow individuals to:

» construct a public or semi-public profile
within a restricted system,

» articulate a list of other users with whom
they share a connection, and

> view and review through their list of
connections and through the lists made by the

It is an obvious conclusion that the users are
heavily involved in the creation and sharing of
internet contents and that it is a new era of
internet communications. Actually, if we look
at the table of the ten most visited web-sites on
internet, we could easily notice that four of
them are “pure” social media, one is combined,
predominant social media (QZone), while four
of them are internet browsers, (whose work, as
we will see later, is strongly influenced by the
social media (Bruns, Bahnisch, 2009).

And that is only a part of the huge mosaic of
different social media for any purpose, used by
different profiles of people. Twitter, the micro-
blogging platform has even higher growth rate
than LinkedIn, the social network for
professional data sharing (working experience,
CV, etc.), has 70 million users, from 200
countries worldwide and it is already a regular
destination for the companies during the new
staff recruitment.

others within the system (Boyd, 2007).

The social networks are built around web-
platforms that allow the members to develop
identity profiles, to interact with other
members and to participate in different web-
page activities (Tuten, 2008).

The social networks, as well as the other
online communities, are participative,
conversational and fluid. On Facebook, the
most popular social network, the members can
create a profile that includes information about
their education, habits, favorite movies and
books and other personal indicators. They can
send and receive (public and private)
messages, ‘“make friends” with people, join
groups and networks. The profiles can be
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complemented with photos, news on
members’ activities and different applications
(so called widgets).

Unlike the old social networks, the focus on
the new social media is on the maintenance of

3.1. General social networks

The mass phenomenon of the general, i.e.
general social networks best reflects the
“revolution of the social media”. The most
important world social networks like Facebook,
MySpace, Bebo, Orkut, and others, have
multimillion audience and huge percentage of
the population participate in them daily,
making the social networking more popular

3.2. Purpose-built social networks

The purpose-built social networks serve as
fulfillment of certain use and function. Some
more significant social networks are: LinkedIn
(professional/business  social  networking),
Classmates.com (social networking with former
classmates), Bookslread (social networking for
book readers), WAYN (social networking for
traveling and tourism). With significantly
smaller audience from the general social

the existing (offline) contacts, rather than

meeting new people (although it is not
excluded).
internet  activity even from the e-mail

reviewing. The astonishing increase of time
that people spend on these web-sites changes
the way that people use their time online and
has consequences on the way people behave,
share and interact within their normal daily
lives (Bruner, 2005).

networks, the purpose-built social networks
still have a certain meaning for the company’s
communication strategy, because very often the
visitors on these web-sites have higher
potential to become users of the company’s
products or services rather than the users of the
general social networks. For example, the book
publishers have a better chance to sell books on
Bookslread, than on Facebook.

4. Practical application of social media for social networking within the on-

line promotion

Probably the most exposed aspect of the
“social media revolution” is the phenomenal
growth of the social media for social
networking, i.e. the social networks.

In order to convey an effective promotional
(“friendvertising”) ~ campaign  on  social
networks, the companies can use three possible
approaches (Tuten, 2008):

1. Advertising through visual advertisements
on social networks (i.e. interactive advertising).
This is the simplest and conservative approach.
The advantages consist of the possibility for
automatic adjustment of the ads to the users’
behavioral schemes, i.e. the possibility for more
precise targeting.

2. Brand embedding in social network with
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profile sites for the brand, branded
applications and promotions. This approach
provides multilayer usage of the social
network’s social aspects and bigger integration
in the communities.

3. Building of an exclusive branded social
network.Usually this approach is incidental and
the brands tend to have a visible place in the
already existing networks.

Since the period between 2008 and 20009,
Facebook is a dominant player with the general
social networks worldwide. The initial success
of Facebook is due to its transformation from
college-based web-site to social network
adjusted to the needs of the older population,
and this web-site is considered to be the most
meritorious for the social networks’
transformation into a really mass phenomenon,
or as some people call it “Facebook era” (Shih,
2009). The Facebook success factors are as
follows: simple design, attractiveness for all
demographic groups, a focus on networking
(not on fun), an opened program architecture,
improved private data protection and media
publicity.

Except the possibility for sophisticated
advertising through micro-targeting, Facebook
also has other communication possibilities

important for the companies. It gives people an
opportunity to create a site and attract friends,
but also helps people to set up a site for a
certain company, brand, product or fan page for
some public person. The Facebook members
can be “fans” of that company, product or
public person, similarly as they can be friends
with ordinary people who are Facebook
members (Blossom, 2009).

For many reasons ‘“almost every company
involved in social media marketing should have
a Facebook page that often can serve as a
central spot for integration of other campaign’s
parts.”

The influence of the social networks is spread
in almost all the elements of online promotional
mix. The web-sites for social networking that
are free of charge for their members, are
dependable on the advertisers for their financial
survival. Because of the demographic
information collected from the social networks,
the advertisers can target their ads for certain
audience. Facebook is especially sophisticated
in this field, by which the determination of
target audience and the price of the ad is
determined only with couple of clicks on the
default settings.

5. The application of social media in the Macedonian companies

Considering the few available data about the
development of online promotion, online
marketing and e-commerce in general in
Republic of Macedonia, it is very hard to
evaluate the condition of the application of
social media for social networking within the
online promotion in Republic of Macedonia.
Moreover, the application of online
promotional techniques and social media is not
in firm correlation with the e-commerce

development — lots of companies are using the
online promotional techniques besides the fact
that their products cannot be purchased online.
Additional  difficulty is the inadequate
marketing infrastructure in Macedonia that
spreads in many fields: from the chronic
deficiency of primary and secondary sources of
information for marketing research to the
generally incomplete acceptance of marketing
concept in the Macedonian companies.
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The Macedonian companies should follow the
trends in the social media because large
numbers of these social media, especially the
social networks, are highly popular in
Macedonia. Facebook in Macedonia is the most
visited web-site (more popular even than
Google), while four out of ten most visited
web-sites in Macedonia are actually social
media (Facebook, YouTube, Wikipedia and
Blogger.

The Facebook usage in Macedonia is
phenomenal. The latest statistics show that
there are more than 700.000 Facebook users in
Macedonia. It means that every third
Macedonian is a Facebook user and almost
80% (nearly everyone) of internet users use
Facebook. If we take into consideration the
correlation between the Facebook users and
total population, Macedonia is in the first ten
countries in Europe, while taking into
consideration the correlation between Facebook
users and internet users, Macedonia is in the
first five countries in Europe.

We could easely say that Facebook has
become a part of the Macedonian day-to-day
life with a large number of media reports
exactly on the developments on this web-site.

How can the Macedonian companies use the
social media in their online promotional
programs?

First of all, let’s review Facebook that appears
to be a synonym for the social media in
Macedonia. The advertisements from the
Macedonian companies exist on Facebook for a
longer period of time, although, many of them
suffer from: bad targeting, unattractive design,

unclear text, bad web-site destination etc,
which  restricts their  effectiveness and
efficiency. The cost per click (CPC) on
Facebook ads is 0,06 Dollars, while the cost per
mille (CPM) is only 0,02 Dollars, which makes
the Facebook ads accessible for large number
of Macedonian companies.

Macedonian companies do not use many of
the promotional benefits provided by
Facebook, such as Facebook sites or Facebook
groups that can be a great opportunity for
building a brand awareness, as well as an
excellent communication tool. An exception
are the telephone companies that are in advance
also in other aspects of online promotion and
the marketing in general. For example, T-
Mobile Macedonia is successfully using its
“fan page” that generates more than 30.000
“fans”. Another successful Facebook campaign
is the national campaign for prevention from
family violence “The real man NEVER hits a
woman”, whose Facebook group has more than
30.000 members. It is important to point out
that the friends of the members of this group
receive a notification on their own site, so most
of the Facebook members become aware of the
campaign, even if they are not members.

But some of the Facebook options are very
skilfully used by the companies — the option for
event announcement is widely used by the
catering facilities and other companies, for
announcement of some concerts, Visits,
thematic nights and other events. Other forms
of proactivity are also noticed — such as, for
example, the mobile operator is a sponsor of
Facebook approach through cell phone — with
the help of a special web-site 0.facebook.com.
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Conclusion

Even though many companies consider the
social media marketing management an easy
job that does not require a special engagement,
like many other companies, they could easily
find themselves in a deep water from where
there is no return. The successful companies
applying the social media within the online
promotion  strategically  approach  and
systematically apply the basic principles of
promotion and marketing. So, the use of the
social media in the online promotional mix
doesn’t mean that the company should abandon
the frames of thinking established in the
traditional marketing, but to adopt them to the
new communication reality.

It is not hard to conclude that the social
media in Macedonia are not used enough in
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