
 1 

 
  

Facebook Oculus Rift 
Arlene Vivar 
Public Relations / New Media Campaign Final  

Spring  16 



 2 

Defining the Campaign Situation  
 
      Palmer Luckey, Brendan Iribe, Nate Mitchell, and Michael Antonov founded 

Oculus VR, LLC, or better known as Oculus, in July 2012. Through Meant to be Seen 

(MRBS)’s discussion forums, Palmer Luckey developed the idea of creating a head-

mounted display that was more effective than what is currently on the market and 

inexpensive for gamers.  

      Oculus VR, LLC first demonstrated the Oculus Rift prototype at E3 in June 2012. 

The Oculus Rife is a virtual reality head-mounted display (HMD) that is designed for 

video gaming. By August, the company announced a Kickstarter campaign was 

created to fund the development. Their Kickstarter campaign was highly successful 

and collected $10 million for the development. From this crowed funded money, 

Oculus VR, LLC released two preproduction models to the public. The first one is 

called “Development Kit 1” and the second one is called “Development Kit 2.” These 

preproduction models were awarded to people who pledged $300 or more. 

Both versions were intended to include Doom 3 BFG Edition. However, Rift support 

in the game was not ready. Instead, people had an option to pick discount vouchers 

for Steam or the Oculus store.  

      Mark Zuckerberg announced on March 25, 2014 via his Facebook profile that he 

would be acquiring Oculus VR, LLC for $2 billion.  

      The physical Oculus Rift has an OLED display, 1080x1200 resolution per eye, a 

90 Hz refresh rate and 110-degree field of view. The integrated headphones provide 

3D sound effects, rotation and positioning. The positioning tracking system is called 

“Constellation.” A USB stationary IR LED light sensor performs “Constellation”. The 
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sensor pinpoints the entire room with infrared and LED lights that creates 3D space. 

This allows the user to use the Rift while sitting, standing or walking around the 

room.  

      The Oculus Rift has competition from the HTC Vive Pre, Zeiss VR One and HTC 

Vive, which are all head-mounted displays (HMD).  Unlike the HTC Vive and other 

head-mounted displays, the Oculus has a build in display. Most head-mounted 

displays require the use to slip their smartphone into them. The biggest advantage 

that it has is the included motion controllers and the whole-room tracking 

developed. The Oculus Rift has a full functioning software platform and store that 

other HMDs lack. Its compatibility with third-party options like SteamVR makes it a 

bigger attraction.  
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Target Audience  

      The main target audience is gamers between the ages 18-30 and preferably uses 

a PC as their preferred console for gaming. The Oculus Rift was created primarily to 

be used with video games. Since the Rift uses far more advance technology 

compared to any other HMDs, gamers have a better ability at adapting to the 

technology. The specific age frame was picked because these gamers are more likely 

to spend money on special gaming accessories to enhance their gaming experience. 

PC gamers are preferred because the Rift requires a computer to get the full 

experience. PC gamers are more likely to have a specialized gaming computer that 

will be able to fully handle the Rift’s software platform. The Rift also has 

compatibility with SteamVR that all PC gamers can easily access because of their 

already existing Steam accounts.  
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Campaign Objectives and Strategy  

The first objective is to educate the public about the Oculus Rift. The second 

objective is to make the Rift stand out from all the other HMDs that is available on 

the market today.  

To educate the audience on the project, we will be using both traditional media and 

social media. Oculus VR, LLC will be present at multiple gaming and electronics 

conventions on the West coast after announcing the official release date of the 

Oculus Rift. At the conventions, a demo will be available for the public to use at our 

booth. While people are visiting our booth, we will encourage them to take a picture 

with the Oculus Rift and post it to their social media accounts with the tag 

#OculusRift and #OculusFuture. People will be able to preorder the Oculus Rift at 

the booth. After the release date, people will be able to buy the Oculus Rift after 

testing it out at the booth. 

Palmer Luckey will create different videos to guide the audience when operating the 

Oculus Rift. The videos made will be the basic operating instructions and how to 

enhance your gaming expectance. These videos will be simple enough for all to 

understand.  

To show why the Oculus Rift stands out from the other HMDs on the market, Palmer 

Luckey will be presenting only at E3. He will be highlighting the positioning tracking 

system is called “Constellation”, and the full functioning software platform. Luckey 

will only be presenting at E3 because it was the first convention where the 

prototype Oculus Rift was presented back in 2012. During Palmer Luckey’s 

presentation at E3, our press kit will be given out to all major game development 
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companies, game developers and press. The hope is that more games are developed 

that will be compatible with the Oculus Rift.  

Prior to the release date, press releases will be sending out to all major electronics 

and gaming publications. Pitch emails will be send out to electronic and gaming 

bloggers.  

After the Oculus Rift becomes available to purchase, IGN Entertainment will receive 

one to review. IGN Entertainment specializes on gaming and often reviews products.   
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Tactics and Calendar  

      I focused on going to conventions because the Oculus Rift needs to be 

experienced first-hand by the target audience. Gamers like to know how something 

works and feels before making a commitment to any new gaming accessory. By 

having a demo present at conventions, it gives gamers a greater initiative to test it 

out and preordering. Preordering is going to be a big deal during convention 

because if a gamer really enjoys their experience, they will prefer preordering the 

Oculus Rift and not think about it later.  

      I want the gamers that tested out the Oculus Rift to take pictures with it and post 

it because gamers primarily met other gamers online and befriend each other over 

social media. If a gamer posts the picture at least a gamer that might not know about 

it will see it.  

      For this product, it is not ideal to have an individual press conference. It is better 

for Palmer Luckey to present at E3. During E3 there are multiple presentations and 

only companies that have the “next big thing” will reveal their products during this 

convention. Since we want the Oculus Rift to be the biggest thing in virtual reality, 

E3 is the most logical place to present it.  

      All our educational videos will be broadcasted on YouTube. Many gamers 

primarily watch informative game related videos or “walk through” videos on 

YouTube. It will be the fastest way to educate people.  

      I choose to only send out press releases and email pitches because they are the 

fastest to send out and read since the electronic/gaming world is fast paced. IGN 

was chosen to review the Oculus Rift because they have a loyal following that finds 
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them reliable and they have a heavy social media presents. They also have their own 

Discover feed that gets updated daily on Snapchat.  

 

May 1 = Oculus Rift announced  

May 2 = Press Releases and Email pitches sent out 

June 1 = Release date of Oculus Rift announced (August 10) 

June 2 = Press Releases and Email pitches sent out 

June 14 = First day of E3 (booth) 

June 15 = Palmer Luckey’s presenting at E3 

June 16 = Last Day of E3 (booth) 

July 20 = Preview night for San Diego Comic Con (Booth) 

July 21 = San Diego Comic Con (Booth) 

July 22 = San Diego Comic Con (Booth) 

July 23 = San Diego Comic Con (Booth) 

July 24 = San Diego Comic Con (Booth) 

August 9 = Preorders are shipped  

August 10 = Release of Oculus Rift 

August 11 = Basic operations video released 

August 23 = Preorders are received 

August 25 = IGN receives Oculus Rift   

August 29 = How to enhance you gaming video released 

September 1 = Evaluations are sent out  

September 15 = Evaluations collected  
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September 17 = Evaluations analyzed  
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Measurement Approach  

      Surveys would be the ideal choice to use to evaluate this campaign. Surveys will 

be sent out to all people who preordered the Oculus Rift at the conventions and to 

anyone that ordered online after it was released. We would ask how satisfied they 

are with the product, how likely would they refer it to a friend and if the information 

provided was helpful. There will be comment section on the survey if they wish to 

have some more input.  

      We will also keep track of how many people test out the Oculus rift and compare 

it to how many people preordered it after testing. Between Palmer Luckey’s 

presentation at E3 and a year after the release of the Oculus rift, we will keep track 

of how many games are released that are compatible with the Oculus Rift. From 

there, we will see the significant impact that the Oculus Rift had on the game 

development aspect.  
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Budget  

50% = Conventions 

25% = E3 Presentation 

20% = Educational Videos 

5% = IGN’s own Oculus Rift 
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Contact 

Arlene Vivar 

Lenevivar13@gmail.com 

(347) 695 – 5598 
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