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Introduction
	When thinking about social media, one may be drawn to the impact of influencers, the frequent posting of news from around the world, sports highlights, or simply connecting with mutual friends or “followers/online friends.” Companies and their brands tend to adhere to these characteristics when interacting on social media platforms with their desired audiences and other brands. From Wendy’s “National Roast Day” antics to sports teams interacting with their fanbases, companies and brands are an integral part of the social media landscape. Rudeloff and Michalski state that while there may not be a true “one-size-fits-all” approach to coordinating a brand’s many social media profiles on different platforms, they state that “more and more brands want to be recognized for making a meaningful contribution to the world,” (Rudeloff and Michalski 2023). Thus, making these contributions can easily be achieved by utilizing social media platforms to quickly communicate directly to consumers in their desired demographics. Two video gaming console brands, Xbox and PlayStation, should not come across as “surprises” in this landscape, as video games are wired for interaction and social involvement. In this analysis, Xbox and PlayStation are evaluated on multiple fronts to determine the reach both brands have on social media, as well as the theorized strategies put into place by both brands to effectively communicate with their audiences and retain their desired consumer base. 
Social Media Report
	Microsoft’s Xbox and Sony’s PlayStation are two giants in the world of video games. In terms of social media presence, both brands have created many posts on both Instagram and X (formerly known as Twitter) to reach their desired audiences. It is understandable that these brands would be present on these platforms, as these are two of the largest social media platforms in the world. According to data gathered by Stacy Jo Dixon of Statista (last updated April 2024), Instagram possesses approximately 2 billion monthly active users on their platform, while X’s platform has 611 million monthly active users (Dixon 2024). While both brands post more on X than they do on Instagram, Xbox utilizes X to a much higher degree than PlayStation, with 314.4 thousand posts on the platform compared to 46.1 thousand by PlayStation. PlayStation happens to use Instagram more than Xbox, with 3,005 total posts on the platform compared to Xbox’s 1,403. Both brands are consistent with their desired content to post on both platforms, often portraying previews of new games coming to each console, history or “throwbacks” of former consoles or previously popular games, and posts involving the hardware and assets for their consoles (controllers, deals on games, featured games, and more). 
	Though there are key similarities surrounding the primary usage of the platforms there are some differences in how each brand utilizes the features on each platform. Based on first glances, PlayStation seems to utilize the Instagram Reels function more than Xbox does, while Xbox tends to respond to their audience on X more than PlayStation. Xbox also creates their fair share of Instagram Reels, but the magnitude of replies to responses made by their audience on X entirely dominates PlayStation’s activity on X, hence why Xbox has an outstanding amount of posts created on X in comparison. Instagram appears to post content more related to a “press release” compared to Xbox’s more “conversational” social media presence. It seems as if PlayStation’s goal on social media is purely to promote product, while Xbox wants to create “personal” connections with their consumer base on the platforms and be an interactive member in their community/communities.
	As previously stated, Dixon provides data on the active monthly user base for different social media platforms. Even though Instagram outweighs X by active monthly users, each platform is utilized differently by many brands and organizations, not just PlayStation and Xbox, for different purposes, based on what the brand wishes to achieve with their messaging and content. For instance: X is a micro-blogging social media platform designed for two-way interaction between users. This is also a principle used by Xbox, as they reply to their users far more often than PlayStation does on this platform. Instagram, however, is a forum for deeper visuals than X. While X allows users to post videos and photos, Instagram emphasizes the impact of videos and photos on their platform; X is writing-oriented, while Instagram is media-oriented (Walton 2019). Because PlayStation utilizes content-sharing far more on Instagram in comparison to Xbox, they must be more focused on visual details surrounding their brand and identity, while Xbox uses X to let their brand voice shine with, well, their voice. Utilizing these platforms can also be attributed to the specific user demographics that both Xbox and PlayStation wish to target with their brand voice and products. X and Instagram appeal to younger generations, specifically 18-to-29-year-olds (Walton 2019). It is important to remember that both Sony and Microsoft released the original versions of these consoles in the mid-1990s (PlayStation) and early 2000s (Xbox), so maintaining the primary age demographic is something assumed to be important to both brands.
Social Media Strategy
	This leads to the social media strategies of both brands. After analyzing both brands’ X and Instagram pages, it appears that there are a couple of common strategies that both Xbox and PlayStation are utilizing with their social media activity. First, they both promote their brand identity or “brand voice.” Karen Freberg, author of Social Media for Strategic Communication, defines brand voice as “the overall tone, personality, and entity that you want to present online,” (Freberg 116). Xbox leans towards a more comedic and personable brand voice with their social media presence. For example, their bio on both platforms is simply “video games.” PlayStation utilizes their bio sections on each platform to showcase what their followers and audience members will see on their page, like consistent updates on their X account and “new photos, events, behind-the-scenes and more” on their Instagram account. While one can make the case that one of these brands is more professional with their brand voice, the reality is that each brand is trying to attract these audiences with different strategies in regards to brand voice: one involving humor and one electing to be informative. 
The second strategy both brands implement into their social media posts is being product-driven. Each brand offers a plan to download and play games at monthly or yearly rates (PlayStation also offers quarterly plans), opening deep and extensive game libraries to their users. These subscription services are showcased via each brand’s social media activity. For context, Xbox Game Pass prices range from $9.99 to $19.99 per month (or $74.99 for the base Game Pass package for a full year) and offers “a massive library of games…from all Xbox generations,” (Lennox 2024). Xbox Game Pass also offers games considered “day-one games,” (Lennox 2024) or games that are offered on these subscriptions the exact same day that they are released for purchase/download by the production company that releases the game. 
PlayStation Plus is a similar offering on PlayStation consoles. Originally offering one base-level subscription for the service, PlayStation upgraded their platform to offer a tiered-system subscription for PlayStation Plus, like Xbox Game Pass. These are offered at similar rates as well: $9.99 monthly for the base tier and increasing to $19.99 monthly for their “PlayStation Plus – Premium” subscription (quarterly rates range from $24.99 to $49.99, while yearly rates range from $80 to $159.99 per year, Lennox 2024). PlayStation Plus does not offer “day-one games” and their library of games often changes after certain amounts of time. However, what PlayStation Plus offers are “demos for upcoming games,” (Lennox 2024) which is not seen on the Xbox Game Pass subscription.
Effectiveness of Strategy
The question now is how effective are these two strategies for Xbox and PlayStation in regards to their social media posts? To understand effectiveness, key performance indicators are required to be assessed and have conclusions drawn from them. These include many different metrics surrounding the posts made by both brands, as well as their overall reach/follower count for both brands on their X and Instagram social media pages. Hashtag performance is also important to track regarding effectiveness. Xbox is currently pushing “#FreePlayDays” on their platforms, which is a promotion regarding games on the console that are free for all players, regardless of whether their users possess an Xbox Game Pass subscription. Brandmentions.com shows that this specific hashtag has reached 386.7 thousand different users on social media platforms. However, this hashtag is also being promoted by different businesses and organizations in Toronto, Ontario, Canada, so it is hard to measure the performance of this hashtag by just using the Brandmentions.com tool. The most recent post containing this on X from the brand’s “Xbox Wire” page shows that over 100 thousand users on the platform have seen that post, along with 268 likes, 37 reposts, and six comments. 
This hashtag is not being prioritized on their Instagram page; however, a different hashtag is included on their pinned post on the platform: “#XboxPartnerPreview.” In the last seven days, this hashtag has reached 1.4 million users on social media, with the pinned post receiving nearly 40 thousand likes and 1,251 individual comments. On nine of the top 14 comments on the post, Xbox has also interacted with users, responding to their comments with messages that are easy to understand and fit the trends of today’s social media world, responding with messages like “Yes way!” “Horror fans are eating well,” “The big floofer!” “Taste,” and finally, but most notably, “RAHHHH,” which is circulating around social media, primarily around sports fans per personal experience (I have used it many times myself). These responses to content on social media show that Xbox is committing to creating a community in which not only are they a prime creator and curator, but a community in which they are an interactive member, as well. This creates a welcoming feeling or “vibe” for their target audience and for potential new members to become drawn or attracted to. Xbox also reported in February of this year that the amount of Xbox Game Pass users has also grown to 34 million total, with an “ambitious goal of 100 million Xbox Game Pass subscribers by 2030.” (Warren 2024) Though Xbox is competing against an entire city with one hashtag, they are pushing for success in another hashtag, and based on the interactions by audience members and by Xbox with audience members, this can be seen as an effective strategy.
PlayStation lacks in the hashtag “game” compared to Xbox. Many of their recent posts involve video game trailers and summarized content that is available on other websites or blogs, both run by Sony and not run by Sony. However, this type of content still performs well on X and Instagram. One 24-hour period on X showed all of PlayStation’s posts, all being videos surrounding gameplay and video game trailers/announcements, achieving over 100 thousand views per post. The one post that was not over 100 thousand views was one that was posted 47 minutes prior to this very sentence being written. Its viewership count? 67 thousand views. In 47 minutes. That is an impressive mark to say the least. As for PlayStation’s user count, J. Clement of Statista reports that as of June 2024 (the last update to the graph), the number of monthly active users on PlayStation’s online forums dropped to 116 million monthly active users from 123 million just six months prior. While this decline is evident, monthly active user rates are still up over the course of a decade. In fact, this monthly active user rate has more than doubled since March 2014. The monthly active user rate is still up 8 million monthly active users since June 2023, so to say that PlayStation’s social media activity promoting video media surrounding games on the platform is not at least partially responsible for this uptick in users would be incorrect. Thus, it is fair to assume that these posts and the brand’s activity has been effective at achieving sales and increasing the brand’s overall audience.
Analysis of Social Media Messaging
	All social media posts and replies made by Xbox and PlayStation were tracked during the week of September 29, 2024 to October 5, 2024. No livestreams from this week period were found. In this time, Xbox created 27 posts on X and one singular post on Instagram. Nine of the posts on X are curated content originally posted by other pages on the platform and “reposted” by Xbox. On the one Instagram post during this week (posted October 5, right at the end of the period), Xbox garnered 153 thousand likes and nearly 4,000 comments. What Xbox did do on this Instagram post, though, is reply 83 separate times! This is the “community” aspect of Xbox’s social media presence; they are not just the creators of the content on their pages, they choose to interact with their audience as part of their community. They also had 71 replies to posts on their X page. The same cannot be said for PlayStation. While creating more initial posts on X (41 posts, also including nine reposts) and on Instagram (10 posts), PlayStation had a grand total of zero replies to comments from their audience on their posts. In terms of interaction, PlayStation did not interact with their audience at all. Xbox, on the other hand, replied to comments on their posts at nearly five times the rate in which they created/reposted content. Interacting with their audience is where Xbox flourishes over PlayStation, even though the latter has a larger follower base overall on these two platforms than the former. 
	
Successful Social Media Campaigns by Other Brands
Both Xbox and PlayStation are successful in the video game industry, but there is still much to know and to learn to fully optimize their social media success on these platforms. One social media campaign on X that proved successful for another major brand/company in their own industry is the “#ShareACoke” campaign by Coca-Cola. While not in the video game industry, there are still takeaways to be noted from this campaign. Jennifer Morris of Tagbox, an online blog platform that specializes in social media assessment, objectively states that this campaign is one of “the most extensive and brilliant campaigns to ever adorn digital marketing platforms,” and that “it seemed as if people from all over the world did #ShareACoke,” (Morris 2020). 
One user on X, under the username @AarnavP_, constructed a thread in which they wrote “this simple marketing strategy helped Coca-Cola generate millions in sales,” (AarnavP_ 2024). @AarnavP_ goes in-depth in this thread of posts on X, highlighting the objective, strategy, execution, and results of this hashtag campaign (AarnavP_ 2024). In summary, Coca-Cola wanted to rejuvenate the brand and “reconnect with millennials,” (AarnavP_ 2024). Thus, they replaced the Coca-Cola logo on their brand packaging, cans, bottles, and more with first names; they did not quite use every first name of every person on the planet, but they used “150 popular first names” (AarnavP_ 2024) to kickstart this campaign. After over 500 thousand photos and other user-generated content were created by consumers and audience members of Coca-Cola’s social media reach, Coca-Cola reported an increase in sales in the United States and “revitalized its brand image with younger consumers,” (AarnavP_ 2024). This is an example of connecting with an audience as a brand on social media. Xbox does this by creating constant replies to comments from their audience, while PlayStation lacks in this regard.
As for Instagram, another brand/company that has found massive success with their social media activity is Duolingo, an online language-learning platform. Samantha Scott, a contributor for the digital marketing analysis website Meltwater, highlights how Duolingo has (and still does, might I add) prioritized the use of their mascot, a green owl named Duo, in a variety of “hilarious skits, many of which poke fun at their aggressive push-notification style,” (Scott 2024). Like Coca-Cola’s “#ShareACoke” campaign, this campaign also attracts many audience members and “encourages engagement,” (Scott 2024). This campaign uses humor to keep audience members engaged and interacting with the content, which is something Xbox also excels at compared to PlayStation.
Platform Analysis
	X is a turbulent landscape. Since its introduction in the mid-2000s as “Twitter,” X has been a major platform in the social media landscape, operating as the prime micro-blogging competitor of Meta’s Facebook. While Facebook still possesses a larger audience in terms of monthly active users (3.06 billion to X’s 611 million, Dixon 2024), X provides some features that differ from Facebook and, for the context of this analysis, Instagram, both owned by Meta Platforms, Inc. First and foremost, X is “primarily a text-based platform,” (Walton 2024) which differs from the photo and video media-oriented format of Instagram. The first thing you see on any Instagram post is the visual media itself. Videos and photos are prominent on Instagram; these pieces are what people are on the platform to see. The “caption” portion of Instagram is just that: a caption. It is not intended to be a full-length blog post or “thread” of posts, but simply an aide to the visual media in a given post. Meanwhile, X makes text the focus of each post. The first thing you see on a post on X is the written content; any photos, videos, hyperlinks attached to photos, or other visual media is always placed underneath the text. X is a micro-blogging platform at its core. Visual media is supplementary to the post on X (think “visual aide”) as a written caption is supplementary to the visual media on Instagram. Another key difference is that X offers “Spaces,” which are forums for “live audio conversations on X,” (X Help Center 2023). Spaces are similar to the Instagram/Facebook Live livestreaming features on those platforms, and X also offers livestreaming capabilities, but public audio conversations are not a feature available on Instagram.
	While there are some unique features to X compared to Instagram and other social media outlets, there are still some concerns to be had regarding any challenges to fully utilizing the platform. One of these challenges is financial. It may not seem like much, but in order to fully utilize the platform’s capabilities, one may have to purchase a premium subscription to the platform. There are many features available with an X Premium subscription, like longer posts, the capability to edit posts, longer video posting, and for upper-tier Premium subscribers, you can gain subscribers, share ad revenue, and receive access to the X Media Studio (X Help Center 2024). While it may not seem like a true “challenge” to using the platform, the real “challenge” lies in how one might get the best creator experience on the platform if they aren’t paying for the full set of features? The answer? You really can’t. Freberg states that social media is a “‘pay-to-play’ game” (Freberg 92), meaning that in order for companies and brands to be truly seen and get their messages across to their desired audiences, “brands…have to pay for sponsored posts, ads, or updates,” (Freberg 92). Thus, if a brand (or even an individual user) is not at the capability of paying for these subscriptions, or just elects not to, they are doing themselves a disservice, as they may fall behind competitors in their field or industry. Another challenge to using X over other platforms is bot engagement, which is something that owner Elon Musk and CEO Linda Yaccarino have tried to combat for quite some time. Sarah Perez of TechCrunch reported for the website in January that “numerous bots, including many with a verified blue checkmark, are posting a variation of the phrase ‘I’m sorry, but I cannot provide a response as it goes against OpenAI’s use case policy,’” (Perez 2024) among other issues. For a social media platform that has over 600 million active monthly users, the threat of bots and bot farming looms large over X. This potentially harms social media reach of any brand or organization that uses X as its preferred social media platform. 
Recommendations
	Following the research and source review regarding Xbox and PlayStation’s social media presence and posting habits, a recommendation can be made to each brand regarding how each brand can continue to excel on social media platforms. For PlayStation, the recommendation is simple: interact with your audience! As previously noted above, PlayStation did not reply nor interact with their audience a single time compared to Xbox’s 150-plus replies to audience members in their posts. It’s important to consider that PlayStation also had a larger magnitude of posts on both X and Instagram (41 posts on X and ten posts on Instagram, compared to Xbox’s 27 posts on X and one Instagram post), and yet, they still did not interact with their audience even once. Researchers Tsugawa and Kito of the University of Tsukuba (Ibaraki, Japan) describe the importance of utilizing the “retweet” (now “repost”) function on X (still known as Twitter at the time of publishing) in their 2017 PLOS ONE entry “Retweets as a Predictor of Relationships among Users on Social Media.” After conducting research on link prediction, or “the problem of detecting missing links or predicting future link formation in a network,” (Tsugawa and Kito 1) the researchers concluded that there is a greater chance of one user following another user when one user’s posts are “retweeted/reposted” by another user. In the context of PlayStation, we can apply this to purely interacting with their audience. If PlayStation were to establish interaction with their audience by commenting/reposting content from the audience, the odds of PlayStation’s audience growing increase significantly. The research also shows that when one user’s social media followers/followed accounts follow a certain account, the odds of that user also following that account increase (Figure 4, Tsugawa and Kito 9). PlayStation can utilize this information to grow their social media presence; by interacting more with their audience, they stand a better chance of gaining new audience members in the form of the users they interact with, as well as “mutuals” of said users.
	As for Xbox, one thing they should work on is leveraging the impact that influencer campaigns have on social media success. Not only will influencer marketing and influencer campaigns improve Xbox’s social media reach and audience growth, but it can also improve Xbox’s sales and consumer growth. According to researchers Beichart, Bayerl, Goldenberg, and Lanz in their early 2020s research study “Revenue Generation Through Influencer Marketing,” influencer marketing has grown into a $17.4 billion industry, with “more than 80% of companies in the U.S. using influencers for marketing purposes,” (Beichart et al 40). They utilized a 2023 article from Influencer Marketing Hub to discover this impressive statistic. The researchers analyzed the differences in income generated by sponsored posts on the pages of “macro,” “micro,” and “nano” influencers, concluding that even though macro-influencers have the largest social media reach and profit more from influencer marketing, “nano-influencers provide a significantly better ROI than macro-influencers, by order of magnitude across empirical and field evidence,” (Beichart et al 55). The ROI in question here is the money generated by utilizing influencer marketing to promote deals, discounts, products, and more that a brand offers to, in the case of Xbox, its users. By leveraging the impact that nano-influencer marketing on social media has on profit generation, Xbox can both grow sales and grow their audience by reaching the networks that influencers have created/are a part of. This would be effective for the purposes of posting on Instagram, as Xbox also lacks in that regard.
Conclusion
	To conclude what was discussed in this research and analysis project, Xbox and PlayStation have a major impact on the video gaming world, and their social media performance is, without a doubt, has key influence on how the brands perform both socially and economically. The plethora of followers each brand possesses can be attributed to the two different styles of social media activity that these brands employ, like PlayStation’s focus on the gaming experience on their console and Xbox’s focus on building and empowering their community of users. While there are many things that can be recommended to both brands regarding their social media activity, PlayStation may want to consider increasing direct interactions with their audience. Xbox may want to delve deeper into utilizing influencer marketing to continue growing their brand and online presence. In the end, the strategies these two video game console titans employ will continue to impact the social media community within their respective networks. 
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