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1. Infroduction

This report reflects the work process and results of the first-year
exam project on the topic of starting a business startup.dk by
the students of Multimedia Design and Communication Acad-
emy Profession education (Multimediedesigner erhvervsakad-
emi-uddannelse) at Copenhagen Business Academy in
Lyngby. The report is written in English, since the website and alll
other media materials where conceived, planned and pro-
duced in this language. Moreover English is also the main lan-
guage of our target group.

As the project was meant to be done in groups of 3-4 students,
it was initiated in a team of 3. However due to the loss of data
and subsequent delay in the examination date, it was recre-
ated by only one of them. The materials of group work are
though included into the report.

1.1. Project definition

The purpose and requirements of the project were specified
for us in the project description given by the school. The
major requirement is to create a commercial business
based on multimedia products consisting of visual identity,
a website and an ad. Besides, our business must target a
niche market.

In the course of the project all the development process
and results should be documented in a report with respect
to the 4 major educational areas: Communication and
Presentation, Design and Visualization, Interaction Develop-
ment and the Company. The final product should corre-
spond to the maijor principles of design, functionality, usabil-
ity, accessibility, and responsive design.

1.2. Project objectives

As this is the study project, its main objective is to acquire,
and strengthen the new skills and knowledge by practicing
the theory and methods learned during the first year of the
Multimedia Design program in the commercial framework
of planning, developing and implementing a business start-
up company.

2. Business idea and problem formulation

First we decided to start with choosing a business idea. It is diffi-
cult to plan a project, if one doesn’t know the topic and which
requirements precisely it will demand.

2.1. The choice of business idea

We started by brainstorming about the personal interests and
hobbies of each one of us, using mind-mapping technigque.

Figure 1: Brainstorm 1- the choice of a business idea
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After a short discussion we chose the idea of David to create a
portal for posting gaming videos based on his hobby to create
such videos. Besides he knew several potential target group
representatives, which would have made it easier for us to
conduct target market research and user-testing.

2.2. Background

Since the dawn of the video gaming industry, gamers have
been trying to document their successes and failures by
making recordings, screenshots with commentaries and tips
and later on by making gaming videos which show how
they play, called playthroughs or Let’s play videos. [1] Such
videos usually include commentaries of the player and
sometimes small videos of themselves in a corner, where the
viewer can also observe the players emotional expressions.

Few gamers managed to monetize their videos with the
help of ad revenue from the video hosting sites. Few were
even able to become internet celebrities and have earned
millions on their individual brands. For example, the most fa-
mous gamer the Swedish Felix Kjellberg, or PewDiePie, as he
brands himself, has earned over $4 min. in 2013. He has
more than 34 min. subscribers on YouTube, plus his own reg-
istered brand, a website and a series of merchandise prod-
ucts with his brand name on. [2]

This publicity has become a maijor stimulus for many other
gamers to promote their videos on various networks in or-
der, if not to become rich, then at least to get noficed.
There are also lots of people who just watch those videos for
fun and don’t aspire to the fame of gaming video creators.
This is due to the emotions the video producers express
while playing. They often post a small video of themselves

Note of the author: http://www.deviantart.com/ - is an online community
for artists and photographers.

playing in the corner of a game video, so that viewers can
see the player’'s face while the player is commenting.

Making game videos is a creative process. There is a whole
subculture of gaming video makers, with their own slang, il-
lustration styles, clothing, literature, etc. Thus, it is very im-
portant for game video makers to have their own creative
space, not only inside their videos, but also wherever they
post them. It helps to highlight their identity.

2.3. Problem definition and solution

Our choice of business idea is based on the fact that even
though there already exist quite a few video streaming net-
works (gaming.dk, Twitch, YouTube), most of them are fail-
ing to provide gamers with an opportunity to personalize
their profiles. As an example, one of the gamers mentioned
YouTube, which had cancelled the feature of setting a per-
sonalized background on their users’ channel profiles some
years ago. Nowadays it is only possible to set a personalized
top-banner on YouTube channels.

Thus, we will create a gaming video portal targeting a
smaller group (a niche) of users, who wish to have their own
gaming community network, where they can post and pro-
mote their gaming videos as well as watch and comment
on other gamers’ videos in a personalized and interactive
environment they can relate to.

Our portal is meant as an online community for gaming
video makers and their fans. |t is both a solution to an exist-
ing need for personalized space among the gaming video
makers, as well as a new interactive trend-setting space,
like DeviantArt!, where users themselves create the environ-
ment, communication topics and supposedly new features.


http://www.deviantart.com/

In this case the users are co-developers of the concept and
the brand.

2.4. Project scope

Our plan is to create a website, where users can creafte and
personalize profiles, post their gaming videos (in the form of
links to their videos in YouTube) and comment on others’
videos. Profit will be generated from advertisements of rele-
vant and new games, which would be also interesting to
the users.

There will be a possibility for users to avoid advertisements
and get better customization features by buying Premium
Membership for an affordable yearly fee (10-20€).

The website is meant mainly for the Danish market in the
start-up stage, even though its target market is truly Interna-
tional, moreover that the trend for gaming portals has
started in USA. Hence, the language of the portal is English.

As a part of the launch campaign, we will produce online
ads (banners), poster and some merchandise products, as
required by the project definition.

The estimated time of launch is the 30th of September,
2015. The project is developed in cooperation with Warner
Bros. Entertainment Inc., a producer of a popular game
Mortal Kombat, which we will advertise on our website.2

2.5. Delimitations and consequences

Gamers usually use footages from real games in their vid-
eos. Even though many game producers are interested in

2 Note of the author: This cooperation is not real, but rather is an example.

such “free”3 advertising of their games, there are numerous
legal issues connected with such videos.

First of all it is the copy right infringement. The game produc-
ers typically possess all the copy rights on all the game con-
tent, including any media reproduction of their games.

In 2013 Nintendo claimed a part of the ad revenues gener-
ated by gaming videos containing Ninfendo game foot-
ages on YouTube. [3] This created an outrage among thou-
sands of Nintendo lovers and the company decided to
back off on their claims. Moreover, according to the case
law on ‘fair use’ the public is entitled to use some of the
copyright-protected content for purposes of commenting
and criticism. [3]

In addition, some videos might be blocked or muted due to
the infingement of copyright on the game theme music
fracks, owned by some big multi-channel networks. [3] This
issue though covers just a limited amount of gaming con-
tent and, thus, is not significant for our project.

We expect that in the future most of the legal issues con-
nected with the gaming content will be resolved for the
benefit of both game producers and gaming video crea-
tors, since they share interest for promoting games and at-
tracting more viewers to the gaming videos.

3 Note of the author: However, some famous gamers even get paid by
game producers for playing their games.



3. Methodology and theory

In this section | list all the methods, theories and models | have
used while researching, analyzing, conceptualizing and de-
signing in the course of this project, The methods and theories
are distributed among the major activity fields, like Project
management, Analysis, etc. The visual models supporting the
theory are marked with a. b. c. ... Later on | describe some of
these methods and theories directly in the report sections.

3.1. Project Management
Brainstorming

Prototyping

PBS/WBS

Gantt-chart

3.2. Analysis
Stakeholder Analysis
a. Stakeholder Model
Competitor Analysis
Target Group Analysis

user survey
segmentation

Maslow’s Hierarchy of Needs
Minerva Model

e. SWOT

000

3.3. Communication
Laswell's Communication Model

Communication Plan

Design Brief
3.4. Concept Development

Brainstorming
Moodboard
Brand identity

3.5. Designing process
Visual identity - logo
Sketching and Mockups
Design principles

Simplicity

Colors

CRAP - Contrast, Repetition, Alignment, Proximity
Grids and Wireframes

Information hierarchy

3.6. Interaction development
Usability

Use Case

ER-diagram

Grids and responsive design

Search Engine Optimization (SEO)

Validation

3.7. Usertest
Gangstertest

Usertest optimization



4. Project management and planning

For managing this project we used the prototyping method, Figure 2: The team members - Initial project stage
whereby we have successively identified the project objective
and scope, planned our activities, conducted business analy-
sis, made a business plan, developed the brand concept and
designed all its elements corresponding to the plan with insig-
nificant deviations. We have also planned to make prepara- bt / Raquel Lorenzana Hesdorf
tions for the user testing of the final product. The testing itself
can be held as the next stage of the project, as well as re-de-
sign of the prototypes, if necessary.

Communications Specialist,
Business Analyst

4.1. Project planning

In the Project planning stage we tried to identify and distrib-
ute among us all necessary tasks to be done in order to
reach our project objectives. We used the fraditional mod-
els of Product Breakdown Structure (PBS), Work Breakdown ‘ .
Structure (WBS) to identify and distribute the tasks and Anastasia Keller
Gantt-chart to show the relations between tasks, their com-
pletion deadlines and team members’ involvement with dif-
ferent tasks.

Project Manager, Designer,
Marketing Specialist

Since the initial course of the project was interrupted due to
the data loss prior to the delivery of the report, the project
has 2 stages. The Inifial stage is made in a group in May -
June 2015. In the Recovery stage | try to reconstruct major
documentation for the report prior to the 3d re-examination
in August. In this report | will demonstrate both stages for the
better understanding of the project development process.

4.2. The team

In the beginning we worked in the team of 3. | find it neces-
sary to name them here, since they are mentioned in some
planning models. We distributed the tasks among each
other according to each other’s’ best competencies.

David Popescu

Designer, Web Developer




PROJECT MANAGEMENT AND PLANNING: Initial Product Breakdown Structure (PBS)

4.3. Initial Product Breakdown Structure (PBS)

After we had chosen the idea for our business, we have
mapped a Product Breakdown Structure, shown below.

Figure 3: PBS of the design process - Initial project stage
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PROJECT MANAGEMENT AND PLANNING: PBS of the report — Recovery stage

4.4, PBS of the report — Recovery stage

| had to restore the data for the report, thus | made a separate
PBS model prior to writing the report.

Figure 4: PBS of the report - Recovery stage
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4.5. WBS - Initial project stage

After we have clarified the amount and types of the compo-
nents of our project, we distributed tasks among each other
corresponding to our individual competencies and fields of ex-
pertise. For example, David took a task of producing a gaming

Figure 5: WBS

video, in which all of us would participate, since he had had
already good experience in making gaming videos before.

WBS chart below also shows the relation of tasks to the 4 devel-
opment stages of the project: design of the visual identity, de-
velopment of elements generated from databases, coding,
and documentation for the report. New WBS

Visual identity

Databases

Coding

Report

eLogo

e|d pictures
ePoster

eVideo production

Sign up (profile)
eCommenting

eResponsive
eVideo strings

*Moodboard
eSteakholders
eCompetitor analasis
eMockups

eDesign manual
eScreenshots of code

eGame banner
e Ad for other sites

*Videos
eUsers (profiles)

eHTML/CSS
PHP

eBrainstorm

eTarget market models
eProblem definition
eDesign breif

eDesing process
e\Website hierarchy
*ER diagram

e|cons for the website

eLogin (profiles)
eSend a message-form

eValidation
*SEO

¢SWOT/TOWS

eTarget market analasis
eComunnication plan
oGrid+Wireframe
eUser case



4.6. Gantt-chart present here only Ganftt-chart of the last Recovery stage of

the project, which reflects my work on the report.
Due to the loss of the initial Gantt-chart and all the data

about the timing and exact task distribution, | decided to

Figure 6: Gantt-chart
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*| will present more detailed version of the Gantt-chart during the exam presentation.



5. Business analysis

Gaming video making is an integral part of the video gaming
industry. People started recording themselves playing almost
as early as the emergence of computer technology, as soon

as the supporting fechnologies appeared on the market —

starting from VHS tapes and up to the most advanced cam-

eras nowadays. [4]

The video gaming industry is quite dynamic due to the quick
technological development and change of trends. It makes it
difficult fo compete within its field, because of numerous risks,
the complexity of relationship among various stakeholders and
the abundance of competitors. We will discuss all of these fac-

tors using Stakeholder analysis, Competitor analysis, Target
group analysis and SWOT model.

5.1. Stakeholder analysis

There are very many stakeholders involved into the video
gaming business, some contributing to, others restricting the
business activities. We have identified 3 categories: primary,

secondary and key stakeholders.

Primary stakeholders are the ones who have most interest in
and influence on our business. Among them are:

A. Our target groups (users), consisting of the primary
and the secondary target groups: gaming video makers
and gaming video viewers (e.g. schoolchildren, students
and it-professionals). They have most influence on the so-
lutions about how our portal should function and look,
and hopefully most interest in it. There is a risk that they
might not want to use our website, choosing other video
hosting/streaming channels. We plan to attract their at-

4*Note: read more about competitorsin 5.2. Competitor analysis

tention with an effective promotion campaign and in-
volve them into the decision making process about
some of the features and layout on our portal.

B. Competitors are other video hosting websites, like
YouTube, or gaming video streaming providers like
Twitch.4 The industry is overflowing with competition and
is very dynamic, so it is a risky business. To be able to
compete, we shall target a niche market — non-estab-
lished, beginner and non-professional gamers, actually
the majority of gamers all over the world, who want to
have their own online place of reference with possibilities
of customizing their profiles.

C. Video game producers have a direct influence on our
business. First of all, because they are interested in ad-
vertising their games through gaming videos and on our
website to our users, who are also their primary target
market. On the other hand they might want to limit our
activities practicing their copy right on the major con-
tent of gaming videos, posted on our portal. We plan to
set up solid cooperation with some of them, to avoid risks
and to secure revenues from game ads on our portal.

Secondary stakeholders are the ones, who have some in-
terest in the field and therefore can influence somewhat or
get influenced by our business. This category includes.

D. Our employees and their competencies and involve-
ment are a major part of success. Therefore, we will be
choosing carefully the right kind of web developers, who
are gamers themselves. It is important that they can un-
derstand well the subculture of the gamers and com-
municate with our users on the language they can un-



derstand and relate to. There is a risk though that em-
ployees quit or switch to our competitors, whereby the
leakage of our ideas might happen. Thus, it is crucial to
have loyal employees and to pay them well.

E. School teachers and parents of the youngest gamer
category — teenagers. They might prevent our users from
using the portal too much, because many parents and
some teachers are concerned with computer/internet
overuse of their children. However, the influence of the
technology development defines more and more vari-
ous activities in the society. Education is one of them.
Teachers might be interested in their students learning
new skills while making gaming videos and socializing
with other gamers. Some schools in Denmark already use
video games for educational purposes. [5] In the future
our portal might infroduce a category of educational
games to support schools.

F. Trend setters are the individuals who made a big suc-
cess with their gaming videos online. As mentioned be-
fore they have many followers among the conventional
gamers, who want to be like them. Thus, their influence is
obvious. Even though they are not in the primary target
group for us, it would be still nice to invite some of them
to use our portal too. The risk is that if they start talking
negatively of our portal for some reason, it might reduce
the number of our followers significantly. Therefore, we
plan to offer premium membership tfrial to some of them
for free.

G. Gaming tournaments and conventions are another
group of tfrendsetters. They keep abreast with technolog-
ical developments and new tendencies in the gaming
industry. It would be beneficial for us to participate in
such events, where we can also advertise for our portal.

H. Gaming magazines, both periodic and online, are im-
portant stakeholders, since they also set trends in the
field. They can influence our portal by giving reviews on
our portal activities, which might be both positive and
negative. We cannot really control what they say about
us. However we can advertise there and get attention of
our users in this way. We can also have gaming maga-
zine ads on our portal and earn money on that.

Key stakeholders are the ones, who have no direct influ-
ence on the gaming video business, but are involved
through their activities and can influence the development
of our business too. These category includes:

I. Regulators, who can restrict portals activities due to le-
galissues with copy rights of game producers and other
content owners on the content used in gaming videos.
Even though our users have “fair use” right to uftilize some
of the game contents, it is restricted in some cases. We
will have to find an efficient system of filtering videos to
avoid copy right infringement on our portal.

J. Politicians also have influence through legislative ac-
tions and by monitoring public opinion on computer
gaming. There are some conservative politicians, who
might instigate public against computer games in gen-
eral. However, they do not influence our target groups,
since they usually represent an older generation. The risks
from their influence are minimal.

K. The press is a key stakeholder, because they can also
influence our target market and the general public by
writing good or bad articles about our portal or the gam-
ing industry in general. However, the press does not have
direct influence, since the public is free to accept or not
accept their opinions.



Figure 7: Stakeholder model
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According to the Stakeholder model above Politicians,
Press, Gaming tournaments and Gaming magazines have
the lowest level of interest and influence on our business.
They only need to be monitored.

The stakeholders who have the most influence on, but not
so much interest in our portal are Competitors, Employees
and Regulators. It is important to keep them satisfied and

meet their requests, like in the case with regulators in order

to avoid problems with law suits. Some competitors might

5 Note: some of the materials in this section were inifially written by David
Popescu

accuse us of copying their business concept, therefore we
need to develop a really unique business concept.

Naturally we need to keep informed our target group, in-
cluding school teachers and parents of the youngest users
about possibilities and news on our portal in order to in-
crease their interest and involvement with the portal.

The key players, with whom we will need to cooperate are
game producers and frend setters, since they have much
influence on our business and our target group.

5.2. Competitor analysis®

Our major competitors are video hosting websites like
YouTube, Vimeo, DailyMotion, Zippcast, and gaming video
streaming channel Twitch.

YouTube is the biggest competitor of all others, since
YouTube offers everything that all the other competitors do.
On YouTube one can stream any kind of video and there
are many themed channels which has reached an enor-
mous popularity. Among them there are also gaming video
channels, as mentioned earlier.

Due to its huge tfraffic and so many rules and limitations
YouTube has some major disadvantages - the lack of sup-
port and feedback to its users, insufficient possibilities for
channel customization and threat of spontaneous removal
of videos because of constant video filtering and change in
regulations. Many users feel insecure and particularly “not
special”. Many would have liked to be able to personalize
their channels better and to get more help in promoting
their videos. This is where we have a niche to step in and
take away a portion of unsatisfied gamers from YouTube.



Our target market is much smaller than the one of YouTube,
so we do not have to be afraid that YouTube will undertake
any aggressive defense actions against us. It also makes it

possible for us to provide the necessary support to our users.

Another big competitor is Twitch, which unlike YouTube, is all
about streaming live games rather than posting videos. Ba-
sically they have the same target market like us, but primar-
ily in USA. We can choose to focus our efforts more on Scan-
dinavian and European markets to avoid too much compe-
tition with Twitch. Another competitive advantage for us
would be the nature of the gaming videos compared to
the streaming sessions, which can take hours. Gaming vid-
eo0s are more emotional and creative, made mainly to en-
tertain the viewer. Whereas streams are meant to provide
users with a real-time gaming experience. There is not much
“acting” in them, but rather long periods of silence. Their
purpose is different, thus this segment of the market is also
less relevant for us.

A third relevant player would be ZippCast, which is a copy
of YouTube, but they have a feature of profile customization
available to their users. That's a more real threat for us, since
the niche market they are targeting is very close to ours. The
only downside they have is too simple and old design of
pages. Thus, it will be necessary for us to make more effort
on the up-to-date layout and design on our website in order
to stand out.

There are also few other smaller video hosting websites, like
DailyMotion and Vimeo. They have similar functions as
YouTube. However, they are not of a big threat to us, since
they are not specializing on games, neither offering custom-
ization opftions.

5.3. Target group analysis

It is very important in the beginning of any business to iden-
tify who we want to sell our service or products to and to
evaluate correctly their needs for this service/products.
Therefore we have carried out a thorough target group
analysis, including evaluation of the relevant market seg-
ments, geo-demographical factors, user needs and values.
In the end we describe few profiles of the potential users of
our gaming video portal.

5.3.1. Market segments

Our target group is quite various, starting from schoolchil-
dren and ending with IT professionals. Therefore we de-
cided to divide it into several segments in order to see
which of them are most relevant to us. Moreover, it is dif-
ficult o target several segments at the same time.

In the end of the analysis we will choose one segment as
a primary target group to focus on. Few others will be
correspondingly a secondary target group.

Segment 1: Dependent schoolchildren —10-15 year old

Nowadays children start playing video games since kin-
dergarten age. However it takes a while for them to gain
skills for recording and posting their gaming process. On
YouTube we found gaming videos of youngsters of as
early as 10 years old, so we start this category from 10. 15
years old is the limit, since in that age some children start
already making their own money, thus gaining more in-
dependence from their parents.

This category is named “Dependent schoolchildren”, be-
cause they cannot make all the decisions about buying
necessary equipment and about the time they are play-



ing themselves. It is parents and to some degree teach-
ers, who define the limits of their gaming consumption.
However, these children sfill receive playstations as pre-
sents from their families and often get encouraged to
play by their older siblings. They are also quite numerous
segment (about 20%), since they have a lot of free fime.

Segment 2: Pre-graduate schoolchildren/students —
15 -25 years old.

This is the biggest segment (30 -40% of the market)
among others mentioned here. By this age these young
gamers get quite experienced and finally get more op-
porfunities to practice their hobbies, after they start
earning money, e.g. by taking student jobs. Most of
them are students, and as we all well now, students use
a lot of time for partying and socializing.

Gamers are usually not the most socially active people.
They are usually somewhat shy, maybe looking a bit like
freaks in the eyes of their peers. Nevertheless, they would
like to stand out, to show their talent in what they can do
well — playing games. They want to connect with other
players and socialize with them through online media.

15-25is the age when young people are still searching
for their identity and like to experiment. They are willing
to spend money on their small projects, hoping to get
successful like other “professional gamers”.

Segment 3: IT-professionals, 25- 35 years old.

This segment takes the third place among the other seg-
ments of gamers who are practicing making and sharing
their gaming videos. Some it-minded youngsters by that
age have already graduated from some it-specializa-
tions and continue working in this field. Now they have
more money to practice their hobbies, but less free time.

Some get married and get children, which reduces their
free time. Others lose interest in gaming by that time.

However, the ones who keep playing and making gam-
ing videos at that stage are actually potentially the most
loyal users. But it is difficult fo attract their attention, since
they have already probably found some more profes-
sional web places to do so. They participate in gaming
conventions and tournaments and get connected with
local players, rather than chatting with some young
gamers online.

Therefore we will not target this segment with the launch
campaign. However, in the future we might attract more
of them, when the portal gains more popularity and gets
a more professional look.

Segment 4: Professional gamers(trend setters), 18-35 y.o.

A “professional gamer” or a “pro gamer” is “a gamer
who uses competitive gaming (tournaments, leagues,
etc.) as their sole source of income”. [6] In this category
we also include some successful gamers, who earn
money by posting their gaming videos and getting ad
revenues from multiple views. We have already men-
tioned PewDiePie, who is known to be the most success-
ful online gamer in the world. He is the good example.

This is the least numerous segment among all others, but
the most influential. They are setting the frends in gam-
ing, by being successful and on the edge of the technol-
ogy and modern gaming trends.

It will be difficult to involve them, because they actually
do not need us, since they have no need for promotion.
Everybody knows them already anyway. But it would be
beneficial for us to attract few of them to help to pro-

mote our portal to other gamers. We hope to be able to



do so by offering free premium membership to some of
the “pro gamers”.

From the description of segments above it is clear that
Segment 1 and Segment 2 are the primary target group
for us to target on this stage of the project. The basic
features of our portal will be free of charge, and the pre-
mium membership will be cheap enough for the stu-
dents to afford. These 2 segments combined represent
the maijority of users on the market — up to 60%. With time
we plan to add some features to the portal which will
help to upgrade its attractiveness to other more affluent
segments. Right now we need to build up the user base
and awareness about our gaming video portal.

We will also consider Segment 4 of “pro gamers”, since
they can help us to increase our popularity among the
first 2 segments.

5.3.2. Geo-demographics

Let’s look closer at geo-demographical factors of our pri-
mary target group.

Age: 10-15 and 15-25 years old

Gender: The gender statistics of gaming video makers
has not been counted yet, so from some gamers estima-
tion around 90% of gaming video makers are males. [7]
Even though the number of females posting game vid-
eos is growing. As gaming videos are not only about
playing, but also showing off yourself, it can be possible
to attract more females to use the portal. Moreover,
guys are naturally attracted to the videos with girls in, as
one of the users stated during survey (David). However,
the dynamics of this change are slow, so we will mainly
target guys with our communication and design.

Geography: We will start with targeting Scandinavian
and European youth, hence the language of the portal
is English. However, gaming is truly an international thing.
Most of the games are played in English, also including
live gaming streams online. We hope the portal will at-
tract gamers from all over the world.

Occupadation and income: Mainly schoolchildren and stu-
dents. Some of them have part-time or student jobs. Oth-
ers are pending between education and job. Therefore
their incomes vary a lot: from very low to average. We
want the portal to be user-friendly to all users. Therefore
all major features including creating profiles, posting vid-
eos and commenting will be free.

Family status: There are very few users, who by this age
have already created family. Most of them live alone or
with their friends, in dorms or sharing rent for apartment.
Some still live with their families. We are interested in both
categories, since the ones living with their parents usually
long to “escape” from their control by going into an-
other reality of online chatting and gaming. The ones
who live with friends will share information about a newly
discovered portal with their friends, which is also good
for the increase of the awareness about our portal.

5.3.3.User needs and values

In order to find out more about needs, wishes and habits
of our potential users, we have carried out a survey. As
participants for our survey, we chose 5 representatives of
the younger market segments 1 and 2, which are pri-
mary target group. The survey is based on the carefully
compiled Questionnaire, which can be seen in Appen-
dices.




Based on our findings we conclude that our primary tar-
get group) has the need for a common specialized
online network, “separate video-hub” for gaming video
makers, where they can post their videos in personalized
profiles and see other gamers’ videos, with a possibility
to comment and communicate with each other.

Figure 8: Maslow'’s Hierarchy of needs

self-esteem
confidence. achievement, respect of others
love and belonging
friendship, family, intimacy, sense of connection

safety and security
health, employment, property, family and social stability

According to the Maslow'’s Hierarchy of Needs, shown
above, the needs of our target group vary between the
need for love and belonging, self-esteem, and self-actu-
alization. The younger segment 1 will naturally have
more need for belonging to a certain community, which
we hope to fulfill by creating a gaming video portal in
recognizable for young gamers style. They need to feel
welcome and surrounded by other users just like them.
The supportive stuff would also be a plus.

Older users (segments 2 and 3) want to get better level
of self-esteem and self-actualization. The features of cus-
tomization and freedom for their creativity expression
are of major value to them. Self-esteem seekers also
dwell on appreciation of others. Therefore, commen-
taries from other participants and promotion help would
be relevant for them. We could also infroduce gaming
tournaments and prizes for best performance to meet
their needs. They are the ones who might be willing to
pay for extra features.

On the Minerva model below younger segment 1 lies in
the green section. They are engaged and community-
oriented. Segments 2 and 3 are somewhere between
blue and green, depending on personal profiles. Getting
prestige from their activities is also important for them.

Figure 9: The Minerva model
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5.3.4.User profiles For profile pictures we used gamers’ avatars, since this is

what they usually use when they participate in gaming
Based on the results of User survey, we made several user chats and communities.

profiles, shown below.

Figure 10: User profiles (Segments 1 and 2)

David (heydavid17), 21, Denmark

Multimedia design student at Copenhagen Business Academy

“I like to record gaming videos for fun, and | get to show off my skills as a player and video
maker. It is cool to hear what others think about my works. It is also fun to see others play.”

Arvid (DigitalMasterpieces), 18, Norway

Gymnasium student, Oslo

“I want gamers to have a separate video-hub, strictly for gaming purposes. ... a website
strictly for gaming videos would not collect random junk from all over the internet, but only
high quality gaming content for more simple and oriented use.”

Andrew (supster131), 15, USA
School pupil, Los Angeles

“I am interested to make a profile [on the portal] to show the rest of the world my talent in
games. ... It's all about the contfent.”




BUSINESS ANALYSIS: SWOT

54. SWOT the external Opportunities and Threats. The external factors
involve our stakeholders, while internal factors show our
The SWOT model below shows Strengths and Weaknesses of competitive advantages and disadvantages.

our planned business inside of the company and some of

Figure 11: SWOT analysis

Strengths:

- unique needs of the target market, not sufficiently
met by any competitor

- customization feature on the portal

- employees from the gaming community, who
understand the style and slang of users

- fitting modern design

- easy access to gaming networks for collection of
user feedback

- low cost for start-up - no need for office, efc.

Internal

External
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6. Business communication

To communicate our message to the users, first we identified a
Business model, describing how we plan to make money. Then
we made a Communication plan.

6.1. Business model

The business model of our portal is online community. A
good example of it would be www.deviantart.com, on
which people with similar interests can share their creations
(art in the case with DeviantArt and gaming videos in the
case with our portal) in order to get feedback from others,
chat, share experience and joy of communication about
their hobby. This kind of communities usually target niche
markets and aim to meet the needs of belonging and self-
actualization of particular groups of people with particular
common features. This way they differ from mass-market
products, which cannot meet the needs of everybody.

The participation on online communities is free by definition,

but additional services/products cost something. For exam-
ple, on our video gaming portal registration is free, but ad-
ditional customization and promotion cost money. To get
extra services, users need to upgrade to Premium Member-
ship or buy additional products, e.g. T-shirfs.

Another source of income is advertising banners of related
businesses, like game producers in our case. We plan to go
into cooperation with several game producers and place
their ads on our portal. If users want to avoid seeing ads,
they need to buy Premium Membership.

6.2. Communication plan

In order to reach awareness among our users about our
portal, we need to communicate effectively to them. To
achieve this we need to answer Laswell’'s 5 questions [8]:

Who says What o Whom in What Channel with What Effect?

Figure 12: Laswell’s Communication Model [9]

SENDER Who — FEEDBACK
Gaming video portal User give feedback
about their satisfac-
{ } tion with our portal

MESSAGE What

Create your own personal-
ized profile and promote
your gaming videos

4

MEDIA in What channel

) ) NOISE
Online: website, ad banners

Competing gamin
Offline: posters, T-shirts PEINg o

video channels,
{} <] game ads, other

new online media

RECEIVER to Whom for gamers, disrup-
) ) tive innovation
Gaming video makers and technologies [13]

gamers, 10 -25vy.o0.

. 4

EFFECT with What effect

Involve as many as possible

gamers, make them buy PM
and share the message
about it worldwide



http://www.deviantart.com/

6.3. Communication campaign stages

Planning our project, we tried to think about the future pos-
sibilities of the development of our gaming video portal.
Thus, we have identified 3 stages in our communication
campaign: launch of the online portal, its development and
optimization and infroducing more products/services.

Stage 1. Launch

In the beginning we need to attract attention of the poten-
tial users to our portal. We will do this by means of:

e launching the website;

e advertising website with ad banners on other relevant
websites (game websites, online gaming magazines);

e placing posters in net cafes, and game stores;

e promotional campaign: free background profile wall-
papers and free T-shirts with our portal’s logotype on
them to the first 50 users, who create profiles on our
portal;

e cooperation with popular game producers (Mortal
Kombat for this campaign) — their popularity will at-
tract more users to our portal.

Stage 2. Portal development and optimization

After we raise awareness about our campaign among the
users, we will need to retain their attention and keep safisfy-
ing their emerging needs. We plan to do this by:

e using Google analytics and SEO optimization so that
more users can find us through Google search;

e making changes to the website according to regular
usertests on functionalities and design;

e getting feedback from our users about their experi-
ence on our portal by analyzing their comments on
the portal and internal surveys;

e new promotional campaigns like online banners, to
sell more Premium Memberships;

e involving more game sponsors to advertise about
their new games;

e involving gamers to the portal’s development;

e involving famous professional gamers, after our portal
get a more professional look.

Stage 3. Retention - intfroducing new products/services

After we build up a solid user bases make sure we can in-
volve more users, supposedly also from some other related
market segments

e intfroducing new branded merchandise (e.g. caps),
and distribute/sell them on relevant events;

e adding new features to our portal on demand of the
users, e.g. streaming live gaming sessions, “Give a gift
to your gaming friend” feature, etfc.;

e adding customization options on profiles;

e organizing gaming tournaments, or other gathering
events for gamers locally;

e competitions and prizes on the portal.



/. Design Brief
Project objective:

Develop and design a website-portal for gaming video mak-
ers, where they can post their videos in personalized profiles,
comment on each other’s videos and interact with each other
in various ways by chatting, giving gifts, playing live, etc.

Message:

It is easy and fun to promote your gaming videos on our portal.
Just create your own personalized profile and post as many
videos as you want. Get noticed. Get commented on! Get
laughed at! Get shared around!

Timeframe:

Initial project: May 4 — May 29, 2015

Recovery phase: June 20 — August 3, 2015
Optimization phase: September 1 — September 29, 2015
Website launch: September 30, 2015

Retention stage: promotional campaigns min. 2 times a year

Target groups

e Primary: Gaming video makers of the young segment
(10 -25y.0.) and their fans

e Secondary: gaming video makers of the IT-professional
segment (25-35 and older) including professional gamers

Additional design materials:
Online: game ad banners and portal ad banners
Offline: posters, (flyers), T-shirts

Partnership and cooperation: Mortal Kombat, popular gamers

Functions on the portal:

creating personalized profiles

editing/customizing profiles

video posting

log in/logout

viewing other users' videos by categories
commenting on videos, profiles

creating playlists on personal profiles

“friending” other users

9. chatting (in prospect)

10.participating in live streams (in prospect)

11.sending personal messages to other users (in prospect)
12.rating other peoples videos

13.getting own videos featured

14.buying premium membership, wallpapers, t-shirts, etc.
15.giving gifts to friends (in prospect)

16.contacting portal developers

17.help and FAQ (technical support, promotion advice)

NN =

Style: gaming-related, modern, but simple

Color: gaming console colors — black and green, or neutral (for
easier personalization of the users’ profiles)

Typography: for logo and poster — fonts from video games, for
the website — simple modern sans serif font, easy to read

Visual elements: Logo, functional icons for the website (e.g.
message, give a gift), premium membership card, etc.

Texts: in English, minimum text on the front page — it is all about
videos. Necessary texts are short, using gamers’ slang. Main
content provided by users.

Textual pages: About, Premium Membership and Advertise (for
game producers and other advertisers on our portal).



CONCEPT DEVELOPMENT: Brainstorm on the brand identity

8. Concept development

After we finished planning and analysis of marketing and busi-
ness related data, we needed to define the brand identity of
our portal: the name and the main values of our brand.

Figure 12: Branstorm 2 - The choice of the brand name

MHALIS L2

8.1. Brainstorm on the brand identity

So we made another brainstorm, trying to answer questions,
like: What users wante Why do they post videos¢ Why gam-
ers watch other gamers play¢ The chart below also depicts
users’ values and expectations to our brand. We also used
this brainstorm to find the name for our brand and website.

WHY DO VIDEOS?
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8.1.1.The brand name

In the search for the portal’s name, we have considered
the definition of the gaming video, the way gamers call
it. There are 2 terms defining such videos: Let’s play and
Playthrough, both meaning “a recording” of “the act

of playing a game from start to finish” [10] with live com-
mentary. Even though they both mean the same, the
words “Let’s play” might be associated by some people
with other games, e.g. one can say “Let’s play chess”.

To make the meaning of our portal unambiguous, we
decided to use the word “Playthrough”. But we first
checked if a website with such a name already exists,
and unfortunately it does. www.playthroughgc.com is
the website for a gaming convention event in USA.
Therefore we chose to use a short “slang” version of the
word “Playthru’”. Correspondingly the website's URL
would look like this: www.playthru.com .

8.1.2.Keywords

From the Brainstorm and the User survey we have also
made a list of keywords, relevant for categorizing videos
on our portal, for the design process itself and for search
optimization (SEO) application in the code later.

1. Gamer: Bro, faggot, asshole, fucked-up, etc.

2. Video: playthrough, let’s play, walkthrough,
dubthrough, dual commentary, facecam, mon-
tage, speedrun, glitch, etc.

3. Game genres: platform, scary, adventure, racing,
simulator, FPS (first person shooter), MMO, fighting,
etc.

8.2. Mood board
Figure 13: Moodboard



https://en.wiktionary.org/wiki/recording
https://en.wiktionary.org/wiki/play
https://en.wiktionary.org/wiki/game
http://www.playthroughgc.com/
http://www.playthru.com/

9. Designing visual identity Figure 14: Logo variants

After we have developed the concept of the brand and iden-
tified the requirements for the communication campaign, we
are ready to start designing the visual identity, which can be
represented both by online and offline communication means.

The visual identity includes all the visual elements of the com- r [
munication campaign, the main component of which is the H a u
logo. It is difficult to choose the colors and typeface in ad-
vance though, since making logo is a creative process and im-

plies experiments. So we started with logo.

9.1. Logo

First we made several sketches of the logo. Unfortunately
the initial sketches were lost. Here are some later logo varia-
tions we developed together in the group.

As mentioned in the Design brief, we chose 2 colors often
used in the design of gaming console: black and green,
well contrasting colors. Black is the background color and
green is the color of “Go” button. There is also red used for
the “Stop/Pause” button, but we decided not to use it,
since we want to call our users to action with our logo.

LAY
HR'

Having gaming console on the logo assures recognition by
all the gamers and not only them. The green arrow is the
prototype of an action button. In addition, logotype words
“Play” and “Thru'", written one below another are dupli-
cated by the signet: console stands for “play” and arrow
implies getting “through” the game.

The first 2 logo variants of the logo seemed to have too
sharp conftrast, so we adjusted colors to milder greyish tones
of black and white. The last 2 logo versions are the final
ones. The logo with light background is used for the website
to fit the background of the top-menu.




9.2. Color palette which the upgrade function implies. The beige color is for

_ the background in the video section of the website.
To the major colors of the logo we have added couple ad-

ditional colors to use on the website. The We also plan to use some other colors for offline materials,
color is meant specifically for the Premium membership but- depending on the needs of the design. However, the dark-
ton and can be also used on other materials related to it. grey, green and light-grey will be the basis for all designs.

Golden coloris usually associated with luxury and wealth,

Figure 15: Color palette [11]
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9.3. Style our users can get easily bored. We might involve some

. ) . . gamers for the portal’s redesign later on, based on the con-
As defined in the Design Brief, the style for our r?or’rol should clusions of the Usertest that we plan to carry on after the
lbe computer-game related, yet modern and simple. It is prototyping stage of the project.

also important that the portal’s design is up to date, since



9.4. Typography

For the logo we used font called Zorque Regular. This font
represents computer-game style, since some letters in it
have a squared form (e.g. letters “o” and “u”). At the same
time the corners of the letters are somewhat rounded that
makes this font fit well with the form of the gaming console.
The letters are thick enough to be visible even when the
logo will be used in very small formats, e.g. business cards.

For the website we used the typeface, called Microsoft
Sans Serif. It is very simple, also rounded and easy to read.
Besides, it differs not much from the standard sans serif font,
used on websites. So if it gets substituted, the change will
not be so obvious.

For the poster we used couple more typefaces: Earth Kid
and Ebrima. Earth Kid is a great typeface for a computer
game theme. It is also rounded on the corners, looks a bit
technological, with patchy texture, reminding military cam-
ouflage. Therefore it combines well with the fighting games
theme. On the poster we used a theme from Mortal Kom-
bat and Earth Kid fitted perfectly.

The typeface Ebrima is a Sans Serif font, quite simple and
easy to read in a small format as well as in large. It comple-
mented well typefaces Zorque and Earth Kid on the poster.

9.5. Textual content

There is not so much textual content on the portal. The front
page is self-explanatory: any gaming user will see what it is
about and where to signup, login and post videos. Just like
on the similar by concept portal DeviantArt, the navigation

¢ These pages will be infroduced later.

Figure 16: Typefaces
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Microsoft Sans Serif

EARTH KD

Ebrima Bold

and design says it all. There is of course About-page, and
few more text-rich pages: Premium Membership and Adver-
tise¢, which are necessary for providing important infor-
mation. However, oo much text on such portal can annoy
users, since they are providers of major content — videos.




92.6. Online communication materials

Online communication materials include website and ad
banners posted on our portal and digital ads we want to
advertise with on other websites, online magazines, etfc.

Figure 16: Website - front page
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9.6.1. Website

The design process of the website is described in the
next section, called Information Architecture. Here is a
screenshot of the front page.
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9.6.2. Ad banners

From the screenshot above one can see there is a gam-
ing ad banner on the right side of the major body con-
tent section. This location is noticeable, but not as irritat-
ing as the place just over the videos, which we initially
had thought to use. Some users would be scared away
from our portal, if it will be oversaturated with advertising.
Instead we thought to place such ads that might be in-
teresting to our users.

The ad banner below advertises the new addition of the
Mortal Kombat game. It is minimalistic in visual and tex-
tual elements, just fo meet our users wish for minimum
ads and distracting stuff on the portal, which is mainly
about them and their profiles.

There are 2 formats of the game ad banner: vertical for
big screen and laptop versions of the website, and hori-
zontal for iPad and mobile versions.

Figure 17: Gaming ad banners




9.6.3.Portal ad banners

| have also made a banner for advertising our portal on
online magazines and gaming news websites. As a tem-
plate for the banner | took parameters from theDanish
biggest online gaming magazine Gamereactor.dk.

The dimensions for the banner are 580x190 px. | have
also applied similar layout as on Gamereactor.dk: 1/3 of

Figure 18: Portal ad banner

the length is used for a text against black background,
while 2/3 off the length is dedicated to a theme picture
with some text.

The portal ad banner can be also used to promote our
portal in other both online and offline magazines, as well
as game websites. The format of the banner is also fitting
for a flyer template.

Get shared around!

Get commented!

PLAYTH?LU'

Get laug hed at! portal for posting your

S

Q.

9.7. Offline communication materials

Offline communication materials are used for distributing
outside of “4 walls” include posters and T-shirts. They include
printing materials and merchandise. For this project we
chose to make a poster for placing in gamin net-cafes and
T-shirts distributed as bonus to the 50 first users of our portal.

gaming videos

“._ Get noticed!

9.7.1.Poster

Poster is made in lllustrator, in A3 format, using Mortal
Kombat theme picture as a background. It also includes
our logo, appealing message: “Join the coolest gaming
video community” and several other messages, explain-
ing what plythru.com is, for whom, what features there



are for gamers and the promotional message. Also there

is a clarifying message about the campaign’s conditions user friendly information with bigger, bolder and nicer

in small fext in the bottom, so users do not read it first. The typeface is predetermined by the principle of Hierarchy
information about extra costs or conditions might push [12].

the potential users away. Prioritizing most important, and

Figure 19: Poster
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9.7.2.T-shirt design e Sizes: S, M, L (for our youngest users)

For our promotional campaign we decided to make a o T-shirt color: black (later, also in white or logo's
T-shirt design. T-shirts is a good merchandise — they sell light-grey for females)

well at different events and it's easy and nice to give
them out as encouraging gifts for example to the first 50
users on our portal.

e Image on the front - our logo (transparent, so that
background is all black)

e Image on the back - message to potential users: “I

The parameters of this merchamdise are: get my let's play videos promoted on

e Material — cotton 100%
Figure 20: T-shirts

| GET MY LET'S PLAY
VIDEOS PROMOTED ON
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INFORMATION ARCHITECTURE: Sketching

10. Information architecture
10.1. Sketching

In order to understand how our website should look, we need
to do a lot of sketching and wireframing. Wireframes are
graphical schematic representations of the website frame-
work. But we started with sketches. Unfortunately only one was
left after the data loss. We drew it on the white board in
school, since | tis convenient for all to see and add changes.

Figure 21: Sketch of the front page

PLAYTHRU' « EXAM PROJECT « COPENHAGEN BUSINESS ACADEMY e 2 SEM. 2015

10.2. Grid

WE chose to use simple grid from http://thisis-
dallas.github.io/Simple-Grid/ , since it can be applied also
to the code, so that it is easier to create the fully responsive
template for all possible formats. We adjusted our grid to
the laptop, iPad and mobile formats.

This grid has 12 columns and is 1140 px wide. The length is
adjustable according to the needs on a webpage.

10.3. Wireframes and mockups

Based on the grid we have made wireframes of different
variants of pages. Here | post 2 wireframes: one of the front
page and another one of the profile page.

On these wireframe pages below, it is visible how we
planned the structure of the website to be. We figured out
we will need 3 navigation fields: top navigation for sign-up,
login function, primary navigation (below the top one) for
categories of the videos by time and popularity, and side
navigation (to the left) for the categories of videos by type
and game genre.

Initially we also had categories by countries and users, as
can be seen in the wireframes. However, we have decided
to remove them later, due to the complications with man-
aging so many databases (each category would require a
new table in our database).

For the profile page we have also made a mockup, to show
how a personalized user’s profile might look.

Both wireframes and mockups can be seen below.
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Figure 22: Wireframe of the front page
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Figure 23: Wireframe of the profile page
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Figure 24: Mockup of the profile page
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11. Interaction development

11.1. Code structure

The code for the website is made using Dreamweaver. It
consists of two templates and a number of PHP pages
based on those templates. There is a template for the user
profile page (profile.php) because the layout of that page
is very different from the other pages. The other pages all
have the same layout and are based on the same Dream-
weaver template.

Images are placed in their own separate folder (img).

The stylesheet (style.css) is compiled from a number of .less
files; see the following section.

Figure 25: Code structure
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11.2. Responsive grid - simple grid code

| used a tool called simple grid from http://thisis-
dallas.github.com to make the first version of the layout in

aresponsive way. It gives the HTML and LESS files necessary
to make the layout designed with the tool. Afterwards, |
changed things to take care of special layout requirements
for different device types. | took the LESS files directly, and
put the HTML inside my Dreamweaver template. The LESS
files are turned into CSS using a program called WInLESS. It
makes a CSS file called style.css, which | use in all the pages.

The style.css file is compiled from style.less, which collects
the styles from the following .less files: simplegrid.less,
base.less, medium.less and small.less. The result is a
stylesheet which supports the responsive grid on desktop,
tablet and mobile devices. In the tablet layout, for exam-
ple, the banner is moved to the bottom of the page and
made horizontal instead of vertical, and only two videos are
displayed per row. In the mobile layout, most columns are
changed to 100% width, and some elements like search
and the category menu are hidden.

Style.css - style.less — simplegrid.less - www....

The style classes are used to build the layout using columns
of different widths from col-1-1 (100%) to col-1-12 (1/12 of
the available space). For example, in the simple grid code,
col-1-1 represents a column as wide as the page width:

<div class="grid grid-pad">
<div class="col-1-1">
<div class="content">
<h3>co0l-1-1</h3>
</div>
</div>
</div>
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There can also be col-2-12, col-3-12, etc. The whole page
can consist of columns of various width totaling in 12. E.g.
col-2-12 + col-10-12 = col-12-12.

Figure 26: ER-diagram
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11.3. Databases

In the beginning of the project, we planned to make at
least 2 tables for this project: Users and Videos. But since we
have not learned about relational databases yet, we real-
ized we will not be able to apply both of them yet. There-
fore, we have decided to choose one table - Videos, so
that the content of the website could be displayed accord-
ing to the functionalities we planned to have on our web-
site.

We decided to skip making a login system so far, since it
would require another table — Users, which would require
additional relational databases, for example a list of coun-
tries, etc. The ER-model to the right shows which other tables
would need to be infroduced later.

R

game genre 1D PK
game genre name

Social Media

social media 1D Pk
soc. media name
s.m. user D

So I made a table Videos in in the annastacy_playthru data-
base, using a PHPMyAdmin. In the Videos table | have in-

cluded the following columns: id, title, username, date of post-
ing, video type, game genre, link to the video on YouTube,
featured videos (1- featured, 0 — not featured) and rating (from
0 to 5). The table has all together 21 entries. Video id is the pri-
mary key. Video types and Game genres are listed within the
current table as usual enftries. Later on they can be fransferred

into separate related tables and thus listed as foreign keys.

The Video table is shown in the Appendix é.

In the section PHP below | will describe how | draw the data
from this database into my website.



11.4.PHP
The PHP code is used for different things on the pages:
e Connecting to a MySQL database which has a table of videos
e Making a menu on the left hand side with video type and genre categories
e Making a highlighting of the menu item for the page being viewed
e Letting the user browse thumbnails of the videos in the database based on categories
e Showing a limited number (one “page”) of video thumbnails at a time when browsing
e Showing an embedded YouTube player when the user clicks one of the thumbnails
e Pagination and page humbering while browsing video thumbnails
Connecting to a MySQL database

The MySQL connection is made using four parameters: Hosthame, Username, Password and Database name; and then using the
“new mysgli” function. Then resulting connection is saved in the $connection variable. To make it easier to work on localhost or
remote host, | have made the parameters for both and then comment out the one | don’t use.




Making the left hand side menu and highlighting the menu item for a page being viewed

The left hand menu is made by making a query on the connection:

ion-=query ("SELECT DISTINCT type FROM videos ORDER BY type;");

There may be many videos with the same type or genre, so to show them only once in the menu, | use the DISTINCT function.

Then the menu of video types is made using the following code:

It makes a list item inside the menu with the video type as the text. It also has a link to the type.php page so if you click it, you will
browse videos of that type. | will explain how that works below. You can see that the style class of the link is set to “selected” if it is
the type that is currently being browsed. This makes the item highlighted so the user can see what they are browsing.

The code is very similar for the menu of game genres.
Browsing different types and genres

To let the user browse different types and genres, they can click on them in the menu. What happens is then that we go to
type.php or genre.php and give the type or genre as a parameter to the page, like this: “type.php2type=speedrun”. Then we
can use PHP code to get the type like this:

We can use the $type variable to know if we should highlight the menu item, and to choose what videos to show when browsing.



MySQL queries for browsing videos
The query to get the videos is very similar on the different pages:

- Featured videos: index.php: SELECT * FROM videos WHERE featured = 1 ORDER BY date DESC. This only shows videos where the
featured field is set to 1. This is done by the administrator of the site to highlight certain videos on the frontpage.

- Popular videos: popular.php: SELECT * FROM videos ORDER BY rating DESC, date DESC. Ratings are marked with numbers from
0 to 5 in the database with 1 digit after the decimal point. This query shows all videos, but with the highest rated ones first. If
several videos have the same rating, the newest one will be shown first.

- Videos by type: type.php: SELECT * FROM videos WHERE type = '$type' ORDER BY date DESC. This only shows videos where the
type field is equal to the $type variable. Newest first.

- Videos by genre: genre.php: SELECT * FROM videos WHERE genre = '$genre' ORDER BY date DESC. Like type, just with genre.

- Recent videos: recent.php: SELECT * FROM videos ORDER BY date DESC. Shows videos sorted by the date of posting of any
type or genre, with the newest first.

- Single video embedded YouTube player: video.php: SELECT * FROM videos WHERE id = $id. Gets the row for a specific video.

Video display style: thumbnails
To show videos in thumbnail style we used the following pieces of code:

Extract 1: <img class="video-thumbnail" src="http://img.youtube.com/vi/<2php echo $id; 2>/mqgdefault.jog

€« C img.youtube.com/vi 8

2% Apps % Bookmarks [ Lifestyle [T Study matenal [

& MORTAL KOMBAT X
GIRL GAMERS!




It shows an image from img.youtube.com using code | found at stackoverflow.com. Php code here refers to another piece of
code (extract 2) which extracts the id from the whole youtube video link - 8eGamyZydUs, which comes from the database.

Extract 27:

// finds the video ID, e.g.[|8eGamyZydUs'lin 'https://www.youtube.com/watch2v=8eGgmyZydUs'
$link = $row['link'];
preg_match('/[\\e\\&]v=([A"\\2\\&]+)/', $link, $matches):
$id = $matches[1];

Embedded video (playing YouTube video inside our website)

When the user wants to see a specific video, they will click a link that leads them to the video.php page, giving an id parameter
to identify the specific video. | use it to look up the corresponding row from the videos table, which contains the information
needed to display an embedded YouTube player as well as the video's title and rating.

$_GET["id"];
5 = Sconnection->query("SELECT * FROM videos W

>fetch_array())

The next extract shows the HTML code that will show a YouTube embedded video player in an <iframe> element inside my web
page. | use the information from the different columns of the row for the specific video to show the fitle, date and rating coming
from the videos table. The CSS class “ellipsis” makes sure the video title doesn’'t take up several lines if it is too long. Instead, the
end of the fitle will be replaced with an ellipsis (...).

7 from http://sourcey.com/youtube-html5-embed-from-url-with-php/
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Pagination and page numbering

If there are many videos in a certain category, it is more convenient to show users only a few videos per page, so that there can
be several pages with videos for each category, if necessary. It is done by setting a certain number of videos per page and more
videos can be shown on the next pages. The links to next pages are given in the end of video overview page.

The following extract sets the number video thumbnails per page (?2) and finds out what video row to start with based on page
parameter.

Pagination code from http://runnable.com/U8dzQWEzMxxqeQ E/php-pagination-example-using-mysgl-database-for-dbms

So if the page parameter is not set, orif it is set like “page=1", the value of $start_from will be (1-1)*? = 0, which means we start
from the first row. The variable $num_rec_per_page=9; sets the maximum number of videos per page to 9. On the pages that
show video thumbnails (type, genre, popular, etc.), | use the variables in the query to choose the right rows for the page, using
the LIMIT keyword from MySQL.

deos ORDER BY date DESC LIMIT Sstart_from, $num_rec_per_page;");
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In order to display numbers in a format “from page 1 to x”, | use another part of the code from http://runna-
ble.com/U8dzQWEzMxxqeQ E/php-pagination-example-using-mysqgl-database-for-diboms . It counts how many pages there will

be in total for the query and makes links to each page.

11.5.SEO

For search-engine opftimization | used some of the Keywords
relevant to the topic of gaming videos in the text on our
website and in the code. When a gamer searches for such
videos, it is mostly by the video type or game genre.

Keywords:
e Playthru’ aka Playthrough
e Let's play video(s)
e Walkthrough
e Facecam

e Dual commentary

| applied these keywords in title-, img alt- and meta descrip-
tion-tags. Examples are shown below.

<title>Popular videos on Playthru’, the gaming video portal
for posting playthroughs and Let's play videos</title>

<img class="search-button hide-on-mobile show-on-me-
dium" src="../img/Search-button1.png" height="30"
alt="Search-button helps to search for playthrough videos
on the gaming video portal Playthru">

<meta name="description" content="Browse <?php echo
S_GET["'genre"] 7> Playthrugh or Let's play videos™">
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12. Conclusions

During the course of this project my group has encountered
several problems, but the worst of all was the loss of the report
and most of the working materials just before the delivery
deadline due to the hardware failure on my computer. We
have not foreseen this risk and therefore have not made a
backup for all the files (just some). Because of this it was impos-
sible to deliver a sufficient report on fime and almost all the
data had to be restored, some of them from scraftch. | can say
| have definitely learned the lesson and now | always backup
all the data | work with.

Among other challenges during this project was the lack of co-
operation in the group and some group participants lacked in-
terest in reaching good results. Considering that I, myself, did
not have any knowledge about the subject - gaming and
gaming videos in particular, it was especially difficult to under-
stand the needs for the users and keep being motivated. From
the beginning | have set up unrealistic expectations about the
results of our work. We could not evaluate realistically the time
of performance of some tasks, since we have either never fried
them before, or could not foresee all the complications on the
way.

As the result of all these challenges, we managed to fulfill only
some of the project objectives. | cannot call the design of the
website finished and not all the concepts were thought
through to the detail, mainly due to the lack of fime. But | have
learned a lot during this project, also within the theory and ap-
plication of the obtained knowledge and skills during the 2d
semester.

For example, | have learned to use .less files to make respon-
sive grid code for easier coding of responsive pages for differ-
ent sizes of screen: mobile, iPad and laptop. | have also prac-
ticed in writing and adjusting php code in order to pull data
from a database to make it possible to choose videos by cate-
gories on the website. It was quite difficult and took a lot of
time for research and fixing mistakes.

All in all, a thorough analysis of the gaming video market and
several possible target groups was made and its findings can
be useful to continue developing our business idea, or even to
come up with new business ideas for this target group. Working
on this project was an interesting and rewarding experience. |
am looking forward to learning new theories and methods,
which can help to achieve better results in similar projects.
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14. Appendices
14.1. Appendix 1: WBS (detailed)
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14.2. Appendix 2: Questionnaire (User survey)

1.

Do you think there is a need/interest for a portal where
people can share their videos and see other gamers’
videos? What would the need/interest be?

Why are you interested in portal for gaming videos?

What would you use such a portal fore

Q0 OTaQ

. o post videos
. to watch others’ videos

to advertise my game/activity

. other (please specify)

What type of videos would you post on such portale

a.

facecams

b. commentary videos

C.
d.

e.

playthroughs, let’s plays, or similar

by game types: speedruns, quest games, scary
games, othere (please specify)

other (please specify)

Why would you post your gaming videos on such portal?

a.
b. to hear what others think
C.
d
e

so that others can see

to become popular

. to get in touch with others who think likewise
. to make money

Why would you watch others’ videos?2

a.

to see how others play

to see how others make such videos
to get to know other players

to entertain myself

to learn to play games better

©0o00o

7. Would you pay for membership fee to be able to pro-
mote your videos (yearly fee 15-20 €)2

8. Would you like to have a possibility to create your own
profile on such portal, like channels in YouTube? Would
you pay extra (premium membership) to be able to cus-
tomize ite

9. What form of advertising on such a portal would be ac-
ceptable for you?
a. blinking banner
b. ads of new games
c. general type of ads (clothing, films, books?)
d. none

10. Would you use a chat or forum on such portale What
fore

a. to discuss each other’s videos
b. to promote your own videos
C. just to chat

11. How would you like the portal to look like?e

game- related style
graffiti style
modern, but simple
cartoonish

other

® 0000



14.3. Appendix 3: Survey results

Answers

Questions

Abdul, 17, United Arab
Emirates

Andrew, 15, USA

Sebastian, 15, Norway

Arvid, 18, USA

Kristians, 15, Latvia

Do you think there is a need/in-
terest for a portal where peo-
ple can share their videos and
see other gamers’ videos?
What would the need/interest
be?

Yes. There is a need for a
specific place designed for
gamers and created by
gamers where they can
share, create, play, chat,
and so much more, where
the possibilities are nearly
endless.

Yes there is, because
videos appeal to people.
Different videos appealing
to different people.

| don't think there's a need
forit, but | understand why
people have some interest
in it. It is just because
people enjoy it.

Yes. As mentioned, a web-
site strictly for gaming vid-
eos would not collect ran-
dom junk from all over the
internet, but only high qual-
ity gaming content for more
simple and oriented use.

Yes. It can provide help on
games you can’t beat, or it
can just help a struggling

YouTube channel to grow.

Why are you interested in a
portal for videos about gam-
ing?

To be able to create con-
tent based on how | want,
and be satisfied with my
decision(s).

To show the rest of the
world my talent in games.
It is all about the content.

| enjoy it, gaming is fun and
it is fun to commentate on
it.

| want gamers to have a sep-
arate video-hub, strictly for
gaming purposes. Twitch is
better than YouTube in that
sense, but instead of live
streams, it would be con-
venient to have a site just
for hosting.

Yes, just for fun, really.

What would you use such a
portal for?

To post videos
To watch others’ videos

To post videos
To watch others’ videos

To post videos

To post videos

To watch each others’
videos

To advertise my game/
activity

To advertise my game/ acti-
vity

What type of videos would you
post on such portal?

Commentary videos
Guides, “How To’s”
FPS's, Scary, Platformers,

MMOQO's

Commentary videos
FPS's, Scary, Platformers,
MMQO's

Commentary videos

Commentary videos

Classic playthroughs, blind
let's plays of new titles,
glitches

Platformers, speedruns, FPS,
Casual

Commentary videos

Why would you post your gam-
ing videos on such portal?

So that others can see
To hear what others think

So that others can see

To become popular

To get in touch with others
who think likewise

To make money

To get in touch with others
who think likewise

So that others can see

To hear what others think
To get in touch with others
who think likewise

To make money

Just because | like it

To hear what others think




Appendix 3: User Survey (target group 15-25 y.o.) - continued

6 Why would you watch others’ To see how others play To entertain myself To entertain myself To see how others play To see how others make
videos? To get to know other play- To see how others make such videos
ers such videos
To learn to play games bet- To get to know other play-
ter ers
To entertain myself
Because it’s funny
To learn to play games bet-
ter
7 Would you pay premium mem- | | would pay to promote my | No, because you can find | wouldn’t No No
bership to get help to promote videos, about €10 annually. | ways to promote your vid-
. eos for free.
your videos (yearly fee 15-20
€)?
8 Would you like to have a possi- Definitely, to be able to ex- | Yes, | would like to have No, YouTube works well Yes, but everything should Yes, | would like to have a
bility to create your own profile pand myself in such a por- profile to promote my vid- | enough for me. be free. Otherwise, this personalized profile. I'd
on such portal, like channels in tal where my own : eo&bUtwomqn9“wye* won't be able to compete. rather not pay and just hope
! YouTube, for example, is tra to customize it. Alter- that one of my videos would
YouTube? Would you pay extra | compined with my profile | natives always exist. Some go mainstream.
(premium membership) to be on this place. | would pay | free, some paid. While
able to customize it? about €20 yearly to be able | paid options are always
to promote my videos. better, free ones do not
hurt.
9 What form of advertising on Ads of new games Ads of new games None Ads of new games Ads of new games
such a portal would be ac-
ceptable for you?
10 | Would you use a chat or forum | To discuss each other’s vid- | To promote my own vid- Just to chat No. Chats and forums at- To discuss each other’s vid-
on such portal? eos eos tract trolls eos
11 | How would you like the portal Game-related style Game-related style Modern, but simple Game-related style Game-related style

to look like?

Modern, but simple




14.4. Appendix 4. Gaming video

As a group we have also produced a gaming video, just to try how it isé. We posted it in YouTube and got some feedback. The
video and comments can be seen in the link below. The video also features on our gaming video portal.

http://playthru-2.anastasiakeller.com/pages/video.php2id=8

8 The video was produced be David Popescu.


http://playthru-2.anastasiakeller.com/pages/video.php?id=8

14.5. Appendix 5: ER-diagram

Social Media

§.m. user ID

social media 1D FK
soc. media name

Role
rale ID PK User Video
name (user/admin) user 1D PK video 1D PK
username title
name user ID FK
role 1D EX ” e< upload date
age video type 1D FK
Country ||B O country ID i game genre ID FK
country 1D PK e-mail link
country name social media ID FK featured
rating

‘ video type 1D FK \
video type name

o —

=

game genre |D PK
ame genre name

Back to the relevant page




14.6. Appendix 6: Database: table Videos

phpMyAdmin
NI G
Recent Favorites
&

— 4 New
[J—‘L\ | annastacy_playthru

=) New

}L videos

+/[ 4 cdcol
+ | information_schema
+ (4 mysql
+| | performance_schema
+|| | phpmyadmin
¥ (5 test
+|[ 4 webauth

Ci] Server: 127.0.0.1 » @ Database: annastacy_playthru » [ Table: videos

E Browse
+—T—

O & Edi
(] o Edi
O & Edi
(] o Edi

O & Edt
(] o Edt

|:| &? Edit
|:| &? Edit
|:| 6'? Edit

(] o Edt

|:| &? Edit

e .

A4 Structure

-

#c Copy @ Delete
#c Copy @ Delete
¥c Copy @ Delete

#c Copy @ Delete

#t Copy @ Delete

#c Copy @ Delete

¥c Copy @ Delete
#c Copy @ Delete

¥c Copy @ Delete

#c Copy @ Delete

¥c Copy @ Delete

#c Copy @ Delete

B saL | &
id title

Search | ¢

-

1

1 Slender, The Arrival: 3 -
Into The Abyss

2 Let's Play Five Nights At
Freddys: Part 2 - Please...

3 Bloody Trapland: 1 - Cute
Kittieslll

4 Toy Story Racer Part 42 -
Bo Peep - Hanging
Around. ..

5 Spyro the Dragon Part 1 -
Artisans

6 WCS3: Group A-Crash -
supster131 vs. Manaidr -
CNK

7 Epic Gaming Montage 2!

8 Mortal Kombat X: 2 - Gurl
Gamerz! O_Q

9 Crash Team Racing
(NTSC) 101% Walkthrough
-Part 2

10 Crash Bandicoot 2: Cortex
Strikes Back (PAL) 100%

11 The Emperor's New
Groove (PS1) 100%
Walkthrough Pa...

12 Crash: TWOC: __.vs.
Lylebandicoot93 - Defeat
Crunc...

Insert

username

heydavid17

[ Export

=l Import
date

2z Privileges

type

2015-05-2T7 23:22:15 facecam

Abdul TheArabicGuy 2015-05-28 01:22:30 lets play

heydavid17

ShoReWWol

ShoReWWol

The World Cup
Speedruns

heydavid17

heydavid17

2015-05-29 13:42:15 dual
commentary

2015-05-13 23:28:55 playthrough

2015-05-31 23:22:15 playthrough

2015-06-01 23:48:25 speedrun

2015-06-02 10:22:45 montage

2015-06-03 23:50:56 facecam

Th3AustralianGam3r 2015-05-12 15:03:26 walkthrough

Th3AustralianGam3r 2015-05-13 09:23:46 walkthrough

Th3AustralianGam3r 2015-05-13 19:25:01 walkthrough

heydavid17

2015-05-10 11:29%:41 speedrun

&#° Operations

genre

horror
horrar
platformer

racing

platformer

racing

mixed
platformer

racing

platformer

platformer

platformer

% Tracking

link

https:/fwww youtube com/watch?
v=y0A0GMY AcQl

https:/{fwww youtube com/watch?
v=ugloPKRZe-o

https:/fwww.youtube. com/watch?
v=mbQaE_WEujE

https://www.youtube.com/watch?
v=PkUzVK2iuGM

https:/{/www.youtube com/watch?
v=TnSh4LBIGVQ

https:/fwww youtube com/watch?
v=bK8smDXY5 o

https:/fwww.youtube. com/watch?
v=s0gxofpzXHA

https://www.youtube.com/watch?
v=8eGgmyZydUs

https://www.youtube.com/watch?
v=06GyA-mHHD4

https:/fwww youtube com/watch?
v=5lB6IbIRK2Gw

https:/fwww.youtube. com/watch?
v=eshiBfP550E

https://www.youtube.com/watch?
v=MgoadwcVXiM

2= Triggers

featured rating

0 3.40
0420
11.40

0270

0 3.10

0 3.70

0420
1 5.00

1430

0 2.00

0 3.80

1420

This database has all together 21 entries. Video id is the primary key. Video types and Game genres are listed within the current
database. Later on they can be created as separate related tables.

Back to the relevant page




14.7. Appendix 7: Use Cases

Use Case 1
Go to the website
User
) Createaprofile
\ Post videos
Get views &
comments
Use Case 2
Buy Premium
User Membership

———p( Customize profile

Get more views &
comments

;"E.Ei'rﬁ'éié'JEéﬁ]Tﬁé'sE'&?Eé’-LEBEi’dé.f
i - Quality: functionality, design, !

i popularty H

i - Risk: low, free basic participation :

+ - Cost: free basic participation

i - Benefit: pmmmlng ammmmmn

i videos .

Detalled specrﬁcatlans. :
i - Fill in personal info fields. H

“““““ ’ t - Upload phato/avatar

i - Choose type of

1 membership

: Detalledspecrﬁcatmns.
: - Specify video's titke
----- ! - Give vided's URL

i - Lpecify video's desnlp‘tlon

i - Upload video _.--="

E “Evaluate the result:
l = Number of views H
L = Positive vs, negstive comments
‘ - Mumber of new friends
i. Hd revenue an YouTube

Estimate sxpected eect: '
- Plan: get mare views and ad ;
revenues, more popularity and
friends ]
- Quiality: better perscnalized
profile
- Benefit: better pmmmtl::n noa-ds‘
- Costs 10~ zuie'anuaL -

--------- »

' Detailed specifications: :
= Upload new wallpapers
* - Customize with other features
-Order videas to be featumd :
= Share new pmﬁlest}.rle mrmmsnrmned
: mth friencs __.--=~

E\-aluatethe-result' H
. . i- Increased number of views H
) i- More positive comments H

“ i- Increased revenue on YouTube

:-Betteruserexpenencew.ﬂoads H
E More popularity eeememmettt

Back to the relevant page




14.8. Appendix 8: Responsive design
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Back to the relevant page




14.9. Appendix 9: Preparation to usertest

This is a description of the preparation to the usertest on the
gaming video website www.playthru.com.?

Type of test: Gangster test + User test

Participant: Sebastian, 19 years old, student at Copenhagen

Business School in Lyngby. Plays games in free time, currently

does not use any gaming portal. Is interested in making gam-
ing videos, would like to use such a gaming video portal.

Testing person: Anastasia Keller (myselv)

Time: August 25, at 13:00.

Place: a study room in Copenhagen Business School in Lyngby.

Test setting: Test is conducted on a computer directly on the
website, using homepage. Notes are taken on paper.

Test process: The participant receives questions from the test-
ing person (myself) and answers them one by one. The testing
person takes writes down the answers, which are to be trans-
ferred into the Test results document and a screenshot with vis-
ual demonstration of the mistakes on the front page. Based on
the results of the test the suggestions for website optimization
will be drawn.

Point scale:

0 - this information cannot be identified

1 — this information can be identified partially/ difficult to find
2 — this information could be identified more clearly

3 - this information is identified clearly enough

?This Url is planned to be used when the project is actualized. Current URL is
http://playthru.anastasiakeller.com

Test questions
Test 1: Gangstertest

1. Which website you are on¢ Identfification signs (logo,
name of the host) 0-3 points

2. Which menu sections are available? 0-3 points

3. Which page are you on¢ 0-3 points

4. Local navigation: Which opportunities are there? Which
subsections can you find? 0-3 points

5. Where are you in the general structure¢ Can you find
the way to the homepage? 0-3 points

6. Is the search function easy to find¢ 0-3 points

Test 2: User-test

Starting on the homepage, you need to find the answers to
the following questions:

Situation 1: Find out how many speedrun videos are posted.

Situation 2: You need to find the highest rated horror gam-
ing video and start watching it. For how much time is that
video running?

Situation 3: What is the highest rated video (can be sev-
eral)e Write down the videos’ rating and fitles.

Situation 4: When was the most recent video posted? When
was the latest video posted?


http://playthru.anastasiakeller.com/

14.10. Appendix 10: Usertest results

1. GGngSferfGSf (Test 1) results 3. Which page are you on¢ Featured (it is not 6. Is the search function easy to find?
clear, that it is also the homepage) Yes 3 points

1. Which website are you on¢ Iden-

tification signs (logo). loarc

I am on PlayThru’ website, which is
shown by logo. 3 points

Q Premium membership Sign up Login

FEATURED RECENT

Categories S drongs vl ¢ & MORTALKOMBATX

2. Which menu sections are availa- Uideo types % ¥VAKODE 2 CIRL GAMERS!
ble? FrTommentary A= i e \
facecam - EEy

lets play = s o
Featured, Popular, Recent and Live montage N RRARORRR, ; ‘
o playthrough Flash Games with Lyle : Episode 2- . Mortal Kombat X: 2 - Gurl Gamerz! O.... Let's Play: Sonic Unleashed: Part 1: .
3 points speedrun 2015-06-06 19:10:15 4.80 2015-06-03 21:50:56 5.00 2015-06-01 20:10:53 4.00

walkthrough

Game genre

ad u

4. Local navigation: Which opportu-

nities are there¢ Which subsections horror
. mixed
can you finde platformer
racing
. . . . simulator
It is pOSSIbIe to view videos by Bloody Trapland: 1 - Cute Kitties!!! The Evolution of HeyDavid17 (Augu... Rayman (PS1)- 100% - Part 11 - Mr...
CcﬂegorieS’ Video 1ypes and Game 2015-05-29 11:42:15 1.40 2015-05-14 11:05:02 4.60 2015-05-13 01:15:42 5.00

genres 3 points

5. Where are you in the general

structuree Can you find the way to

2 Let‘sPIay Pokemon Leaf Green-Pa... Crash Team Racing (NTSC) 101% ... Crash Bandicoot ,Wmed -105% ..
the homepoge ’ 2015-05-12 16:35:02 .00 2015-05-12 13:03:26 2015-05-10 10:13:33 5.00

I am on the page Featured, When |
press on logo, | get to the same
page, so it must be the homepage.
Not very clear though.

©2015 Playthru' Contact Advertise Help

Back to the relevant page

Total score: 16 out of 18 points



Appendix 10: Usertest results continued
Usertest (Test 2) results
Situation 1: Find out how many speedrun videos are posted.

Answer 1: 3 Correct

Situation 2: You need to find the highest rated horror gam-
ing video and start watching it. For how long is that video
running?

Answer 2: for 23 minutes Correct

Situation 3: What is the highest rated video (can be sev-
eral)2 Write down the videos’ rating and fitles.

Answer 3: 3 videos rated 5.0: Mortal Kombat X: 2 - Gurl
Gamerz!, Rayman (PS1), Crash Bandicoot 3 Correct

Situation 4: When was the most recent video posted? When
was the earliest video posted?

Answer 4: |atest - 2015-06-06 19:10:15, earliest - 2015-05-08
23:19:48 Correct

101t can be already seen on the Mockup profile-page. P. 33

Conclusions: The participant answered all the Usertest (test
2) questions correctly. It means that the navigation on the
website works well. However there were several issues found
in the course of the Gangstertest. Namely, it is difficult to
see, when you are on the homepage, since it is also a Fea-
tured-page. This can be fixed by adding a menu-section
Home in the primary menu.

General impression about the design and suggestions

The test participant have also noted that the visual design
of the website could be improved. The colors on the front-
page are too strong (not everyone likes green) and with
various colors on videos it is too much of a color mix. Espe-
cially on profile pages. Considering that the users might
want to customize their profiles with various background
colorful pictures, there will be more of a mess!°.

Therefore, it is suggested to change the colors of the back-
ground on the website and perhaps separate the local
navigation section by aline.

The usertest participant also expressed the wish to have
more icons on the website, for example, rating stars, Pre-
mium Membership icon and so on. It could be especially
useful for responsive design of the iPad and mobile website
Versions.



14.11. Appendix: Mock-up of the optimized profile-page

FLAY
‘HeU

Search
PROFILE
Mike-the-gamer

Michael Bauman, 25
. ‘ ' Germany

Comments

—

Q

VIDEOS PLAYLISTS

5
| Hello world, my name is Mike. | love to create videos with me playing

I games. Welcome to my page!

=
- -
" -

* This website is an exam project © 2015 Playthru’

FRIENDS

Member since 19.05.2015
20 videos
105 views




14.12. Appendix: Mockup of the optimized profile-page with videos

LAY i 9
mru Seerch 2. &

PROFILE PLAYLISTS FRIENDS
. r X : 4 / : A 3
Mike-the-gamer | Hello world, my name is Mike. | love to create videos with me playing Member since 19.05.2015
Michael Bauman, 25 | games. Welcome to my page! 20 videos
Germany | 105 views
. | | :
Categories | | My friends:
&' MORTAL KOMBAT X heidavid17
- AMERS!
Video types G1. GAwegd masterGarr;\er:Z
dual commentary egatron_Arker
facecam } I
lets play i | My featured videos:
montage I _ ; i , SY I
playthrough Mortal Kombat X: 2 - Gurl Gamerz! O Rayman (PS1)- 100% - Part 11 - Mr__. Crash Bandicoot 3: Warped - 105%
speedrun 2015-06-03 21:50:56 505 2015-05-13 01:15:42 5.05 2015-05-10 10:13:33 5.05
walkthrough

|
Game genres oo detore verrd wrilé {
adventure oL 2 |
horror cnmslﬂlﬂs snﬂﬂﬂﬂf' |
mixed v s - — [ tﬂ"l |
platformer . oy v S'm" 8 |
racing P PR I
simulator B = S , ! |
Flash Games with Lyle : Episode 2 - The Evolution of HeyDavid17 (Augu... CHRISTMAS SHOPPER SIMULATOR! |

2015-06-06 19:10:15 485 2015-05-14 11:05:02 4855 2015-05-11 11:33:33 455

| Crash Team Racing (NTSC) 101% Epic Gaming Montage 2! Let's Play Five Nights At Freddys: P |
| 2015-05-12 13:03:26 435 2015-06-02 08:22:45 4.2/5 2015-05-27 23:22:30 426 |

* This website is an exam project © 2015 Playthru’ Contact Advertise




14.13. Appendix.13: Flyers template
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