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sammn @ Introduction

" Electronic Arts is widely known for its proacti
high quality game products. However, it

repercussions that has tarnished the integrity of the company
established within the previous 30 years.

This booket highlights the company, their needs and the
solution to redeem and regain customer satisfaction by
establishing a loyalty program title, Redemption Rewards.
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This book highlights EA’s solution

to redeem & regain customer

satisfaction by establishing a
rewarding loyalty program we call,

EA is widely
known for its innovate style and high
quality game development. However,
it has been the target of critics and
bad reputation after the failed

release of a game.
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EA
repercussions that

Due to technical difficulties,
experienced
have tarnished the integrity of
the company established within the
previous 30 years.

EA’S vision has always been
the

as it also unites gamers

to provide greatest

across the world. EA values the
desires of hardcore gamers, and
strive to satisfy their emotional need
of interactive adventure, developed
with the advanced technology the

digital world of gaming has to offer.
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Re-establishment of customer
loyalty takes a few guided steps to
position the gamer with a new
experience and an anew mind frame.

The 'point system, IS ¥ @&n
incentive for user to look past
previous technical difficulties
so the gaming experience could
continue and develop to new heights.
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1.1 Abstract

The plan is rebuild trust, by
promoting a carefully design point
system so consumers will bene-
fit after each retail purchase of an
product or service. As
users redeem redemption points,

we regain valued customers by

extending customer appreciation.
The

maximize

general audience  will

the
quality entertainment, allowing the

enjoyment  of

gamer to escape the daily routine
with creative pass time with the
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option to Interact and unite

with
platform.

others on a global
remains fully committed
to customer satisfaction as people
around the world unite through play.
As research proves, has
developed sophisticated gaming
software with purpose and standards

the last three decades.




Although EA’s subsidiaries have
firmly rooted their products within
the industry, the unpredictability
of technology had glitches with
the company’s reputation and
customer loyalty. IS set to
express gratitude to all who have
interacted and ventured with the
various products of Electronic Arts.




1.1 Abstract

The goal is to demonstrate custom-
er appreciation by employing a loyalty
program. The rebuilding of trust only
takes a few guided steps to position
the gamer with a new environment and
frame of mind. It’s important for EA to
reconnect with the target audience,
as It continues to advance with
technology, and protect the integrity of
the company.

Electronic Arts’ reputation relies
on the level of customer product
engagement and enjoyment. With
new benefits, users entertain

casual games and

unlock extended features of their
With providing additional
the gamer

products.
perks upon purchase,
continues to benefit from the upgrades,
iInspires customer

as it ultimately

satisfaction as intended.

“The

campaign will successtully bridge
the gap between brand value

and customer loyalty.”



The mission is to redeem, and
regain customer satisfaction by
heeding the demands of the target
audience and to reward them with
instant benefits; downloadable content
giveaways.

As thhe
points are issued with the purchase
of a retail game, the user is then
directed to interact, login online, and
unite with others across the global
platform. The intent is to engage users
with a new experience and a fresh
adventure that gives the audience

gaming satisfaction they seek.
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Strengths Weaknesses

- Well organized holding company. 3 connected rom
- Has critically acclaimed video game P” ary target audience.
titles. - Has a tainted reputation.

- Has an advantage with sports fans. [EECESICIUERICTUVAENELClY

due to a product fail.

Threats

* - To show customer appreciation. - Loss of customer satisfaction.
- Distinguish gaming interaction. - Slander may persist.

bl - Reconnect with the gamer and - Future financial performance.
provide them with benefits.
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Overview

Electronic Arts Inc,established itself in 1982 as a game
developer. Over 30+years they have become a leading global
interactive software company. Their success derives from the
various subsidiaries:

EA Games Label, EA Sport Label, EA All Play Label, EA Maxis
Label, & EA Bioware Label. Each label operates to develop, publish
& distribute digital gaming software for user all around the world via
cross-platform media outlets.

Unique Selling Point

Electronics Arts are the only ones to develop high levels
of interactive experiences for users across the world.



Position Statement

value holds in providing captivating experiences. They aim for
customer satisfaction as they create interaction for people around the
world who gather daily to unite the world through play.

Call To Action

The plan is rebuild trust, by promoting a carefully design point
system so consumers will benefit after-each retail purchase of an
Electronic Arts product or service. As users redeem redemption points,
we regain valued customers by extending customer appreciation.

Key Tenants: Adventurous, Gaming, Rewarding

- L | of me  _ __oamoaand . I
= -y






Casual Gamers (age: 48-88 years)
&
Hardcore Gamers (age: 28-48 years)

The goal is to remain focus on the casual and hardcore
gamers, to ensure quality design as each type varies
differently in their needs.
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2.1 The Solution

Electronic Arts, Inc.

The solution is to advertise

- the Redemption Reward program. It

A

- Is design to

unlock certain

resources for all users. The benefit is

~ given upon the purchase of an

in-store, mobile, or on-line game or

¢ service. With each purchase the

customer is issued a redemption
code to collect the allotted points

upon registration and login.

Go-Collect!

The benefits for new users are
given an option to download a casual
mobile game for free as or save
the purchase points for a greater
time.

redemption at a Ilater

For existing users is more
feasible due to the need to
redeem the dissatisfaction they

experienced in the past.



To best promote Electronic Arts
campaign, the use of mixed media
is most efficient in reaching the
masses as it motivate the audience
to participate and interact. Video &
Music is essential to any campaign.
Electronic Media is the ultimate goal
of my campaign. Social Media gets the
word out and people interacting. Print
for the gamer legion. The combined
media ultimately to encourage the
target audience either to purchase an
EA product or traffics users to the
website for further interaction.

T

ANINWAONIINIA

A



ANINWdAdO1INIA



Electronic Arts, Inc.

edemption

H
%:(Flewarcls

Go-Collect!

- R

T U T,

AN3Wd013Nn3A

THA. R W



DEVELOPMENT

2.3 Mood Board
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Start earning free food and drinks
with every purchase.
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2.ll Aissel Concepts

Digital M[s]=]]IC
Content Application

A",
ComMmmercial
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WEPCOMENBACK,
| Kila Thrilla! -

g onenre
" IF THIS IS noT you, TAP HERE,
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 RGB:228,228,228  ROB:29,20,44

Hex : e2cdl4 Hex: 1d1d2c
CMYK : 14,13, CMYK: 82,77,
189, 8 54,67

RGB: 28,31,77
Hex: 141f4d
CMYK: 189,95,

38,39



' RGB: 8,176,65

Hex :
CMYK :

Q8b84 1
81,1,
199,98

RGB: 228, 8,288
Hex: dc88d8
CMYK: 38,87,

9,8

RGB:15,21,2081
Hex : Qf15c9
CMYK: 093,86,

9,8



Bangla Sangam:

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz
0123456789

A\=1®
abc
123



Fiiaria:

ABCDEFGHIJHLMNMOPQRSTUVWILIZ
abcdefghijkiMmnopqrstuvuwiiy2

NBC
abc
123



Every Night...

“Game night, is our night.”

Before we took advantage of EAS
Redemphion Rewards, we orily had one
game nght a week, Now evely :'ll:_j;h‘. IS
dgame night. Qur redemption points has
dnlocked vanous Jame expansions as
it keeps us together and in game mode.

2 MiaZ.Jace

Login to collect. Redemptiaﬂ Pints Goto www .ea.com
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FIMAL ASSCETS

Ll.1 Digital Content




“The target-audience will instantly receive his/her benefits
upon receiving redemption rewards..”

..with the purchase of an EA prod

By actively playing the company’s
product via a game console the
target-audience will be engaged with
the product as the company provides
them with an Interactive experience
and sense of adventure. These are
downloadable gaming and digital

content for consumers enjoyment.






application will be design for
customers to keep track of current
gaming achievements and benefit
reward points for use. This application
will also provide a handheld game for
those who want to play as pass-time.
This is not limited to mobile phone, as
one may also access it via tablet
devices and the Internet.






The idea of a or game
trailer will effectively heighten the

sensibility of any gamer calling forth
the attention for game play. Visual
graphics with bold colors and cool
animation translates as excitement and
fun. The use of music and effective
audio will resonate an emotional
response that triggers a sense of

adventure or adrenaline.
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gets the word out and
people interacting. Here users interact
and receive cool badges for friends to
see and offers friendly competition,
as they post and share current activity
for the friends to view and possibly
entice others to participate. This
includes shared results gained from
game demos with the option to play,
score, and achieve benefit scores to
later redeem from the console platform.






Billboard I1s a great asset to display
amazing gaming graphics at a large
scale for ground level viewers to
appreciate the cool vibe promotional
gaming. All ads are to include a
call of action to find out more at
www.ea.com for a video demo of
the game or product. In special promos
access codes will be issued for limited
time only for free trials as it shall
engage the audience directly on
the company’s website.



Gamer are the go-to for
the» latest sand. greatest “.in _ the
gaming world. Game ads in print
magazines allow for extended
information such as game specs,
release dates and background story to
further inform the audience of the
product or promotion. All ads are to
include a call of action to find out more
www.ea.com for a video demo of the
game or product. In special promos
access codes will be issued for limited
time only for free trials as it shall
engage the audience directly on
the company’s website.
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