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The present essay is a project analyze of a transmedia narrative, which was created for marketing a car insurance comparison site www.comparethemarket.com. For better understanding  of the narrative and  for visual material I  have created a connecting  webpage  http://transmediaanalysis.weebly.com/. 
The project analyzed is   rather different from well-known transmedia projects such as „Lost“, „ Star Wars“ and etc. but instead is a great example of how transmedia story world could be used as a marketing tool for marketing a product. The motives behind choosing this particular project were simple- I assumed it to be a great transmedia narrative and was eager to find out if it was as good in working for its initial aim as it was in creating a transmedia story world. Another aim was to  find out how well a marketing project can fit into the concept of transmedia storytelling, and what are the qualities of this project which could be  applied  for improving  transmedia storytelling in film and television. 
 As the story was not created to stand alone as a story world the story/narrative itself does not have a name but hereby I will be calling it the story of Aleksandr Orlov. 

I have based my analysis on  7 Core concepts of transmedia Storytelling established by Henry Jenkins. 
1. Spreadability vs. Drillability

2. Continuity vs. Multiplicity

3.  Immersion vs. Extractability

4. Worldbuilding

5. Seriality

6. Subjectivity
7. Performance
The essay takes a closer look on different platforms used in telling the story and discusses how well the narrative fits into the seven core principles of Transmedia Storytelling. The first part of the essay is taking a closer look at the  story world  and  the characters  in it. The second part of the essay analyses the project using the frame of seven principles of transmedia storytelling. The third section of the essay is a brief overview of the projects success as a marketing tool. The final part of the paper is conclusions on the projects contribution to transmedia storytelling
Project Overview

The story world was created and is managed by advertising agency VCCP for building brand knowledge about www.comparethemarket.com. for rising companies sales. 
 The story of Aleksandr Orlov itself is  about character  a self-made Russian billionaire meerkat, he himself as the narrator. The centre problem in the narrative which the lead character is concerned with is that people are mistakenly going on his website of comparing meekest to find cheap car insurance and Aleksandr tells the audience  how behaviour like that has been causing predicaments not only for the web page  he owns but also for the villagers of Meerkovo- a fictional village, where the characters are from. 
Secondary narrative in the story world is the story of main characters family history with the main emphasize being on the part where his great grandfather took a journey from Kalahari desert to the streets of Moscow, where he opened is business as a meerkat entrepreneur comparing meerkats. 
Unfortunately  for the audiences, there is no  opportunity to exlpore these narratives deeper as altough the character talks about the stories he never  acutally tells the stories. 

The story takes place in a computer generated fantasy environment altough all the characteristics of the world besides the meerkats are from real world.  The characters of the story are animated sweet and furry meerkats who have human characteristics such as speak, clothing and behaviour. 
The Story Of Aleksandr Orlov is a pro-active transmedia project, meaning that the narrative and the platforms used to spread  the story are considered prior to the launch of the project as it is evident that the connection between different platforms in inevitable for the projects success. 
The success of this particular project does not lie in its narrative but in the quirky personality of its lead character Aleksandr Orlov. The Story of Aleksandr is a great example of how transmedia world can be created around a well constructed character.  
Although usually the quality   of a successful transmedia project is to have a number of characters who to follow, this particular project started with just one main character who later on was accompanied by another character called Sergey. This kind of character pitching is common for cinema before transmedia. Henry Jenkins in his blog cites an unnamed screenwriter: "When I first started you would pitch a story because without a good story, you didn't really have a film. Later, once sequels started to take off, you pitched a character because a good character could support multiple stories. And now, you pitch a world because a world can support multiple characters and multiple stories across multiple media." (Cited in Jenkins, 2009, accessed on 11.12.2011). 
With this particular project I can not see starting a story with just one character as an obstacle or limiting aspect for the story world as the consumer is not following a clear storyline but the everyday life of the characters therefore it is relatively simple to add new characters to the story world. Also The Story of Aleksandr by my point of view is a a great example of a good character has a capability to keep the audience entertained and hook even withouth a good story. 

One great  difference of this project from other transmedia projects is that it has different motives.  If Transmedia in film industry is used for better marketing the story and for making more revenue out of the already existing story world, by using the story world   to its fullest potential by franchising, games and etc. Henry Jenkins suggests:  So lets be clear there are strong economic motives behind Transmedia Storytelling (Jenkins 2006, pg 104). Then opposite to conventional transmedia storytelling ideas, for this particular project although it’s main motive is economic, earning money from franchising is definitely not a priority. 
The Story Of Aleksandr Orlov and 7 core concepts of Henry Jenkins

Spreadability vs. Drillability

One of the key elements of transmedia storytelling is that the story is told using several different media platforms. Henry Jenkins suggests: "Transmedia storytelling represents a process where integral elements of a fiction get dispersed systematically across multiple delivery channels for the purpose of creating a unified and coordinated entertainment experience. Ideally, each medium makes its own unique contribution to the unfolding of the story."(2009a, accessed on 11.12.2011)  
Another also important aspect is that all the pieces of the story should be able to stand-alone but all together contribute as a one unified whole. This principle certainly   applies to The Story Of Aleksandr Orlov as in order to understand and explore deeper the story world of Aleksandr one needs to be familiar with the content on more than just one platform. 
According to Nedra Weinreich (2011)‘The key for successful transmedia is to offer your content in the places the audience is already spending their time, therefore your story can seamlessly integrate into their day.‘ (Accessed on 12.12.2011) 
The story of Aleksandr Orlov could be a perfect example for Nedras suggestion as the different bits of the story are spread intentionally to the mediums such as TV and Facebook where the target group of a car comparison sites is spending time and therefore can easily pick up on a story and start following. 
Following is the list of platforms used to spread the narrative: 
TV Advertisements
TV advertisements are/were the first connection point with the audience. The aim of the short 20 or 30 sec television clips was to catch audience attention with a memorable character and to cue the audience to follow the links presented. 

 An Unknown author on ThinkBox online has explained the function of TV in the project as following:  TV drove awareness and engagement with Aleksandr and his assistant Sergei as well as acting as the gateway to the online comparethemeerkat.com experience where consumers could literally compare meerkats from all over the world. (Published on Thinkbox, accessed on 14.12.2011) 

Interactive websites
1. A meerkat dating website which enables the user to compare different meerkats.

‘But the fact that there actually is a comparethemeerkat.com, and you can, if you are so minded, compare meerkats, is the masterstroke here. And yes, I did sit there one night at home and thought: “I wonder if there really is…” If numbers are to be believed, the website has received over 3 million hits‘ (Mark Wright, 2009, accessed on 1.12.2011) 
2. Meerkovo website 

 A site where the consumers can explore the village where the characters live and are from. The site also has quizzes and games for the audience to get to know the characters better. 
A Book –‚A Simples Life: My life and Times
This is book is a great extension to the story as its author is the lead character of the narrative Aleksandr Orlov. Therefore it is not a book about the narrative, but a book within the narrative. 

The book tells the story of how the grandfather of Aleksandr took a journey from Kalahari Desert to Moscow and started a meerkat comparison business. The struggle of starting up the comparison business is also the main theme of the whole story world. 
The book became a hit and a number one in Christmas book sales in 2010, having more advance sales than the life story of Tony Blair (Hickman, 2010, accessed on 11.12.2011) 
YouTube Channel 

On the Youtube channel one can find TV advertisements, and bloopers of the making of which are created intentionally as the character is a 3D animated therefore there would not actually be bloopers. All the videos are helping the audience to become more familiar with the lead character and also his life.  
Podcasts 
Podcasts- radio shows starring famous guest stars such as David Hasselhof and Piers Morgan. Most certainly the host of the show is the lead character Aleksandr himself

Social Networking Sites 
Social Networking sites are used to keep the story evolving and keep the audience interested by giving the fans a deeper insight into the daily challenges faced by Aleksandr. 

Just to give a better understanding of the characters great popularity I have included the data from his profiles: 
Twitter  - by 14.12.2012 Aleksandr Orlov has 49 969 followers
Facebook Profile- by 14.12.2012 Aleksandr Orlov has 785 260 followers

Flicker- Pictures of Aleksandr 

LinkedIn- Professional Networking site- Aleksandrs Professional Life

I phone application- 
Comparison app for comparing meerkats. 
 The character has already reached out of a story world, as we know it and has become a real public figure despite that he is a 3D character and the audience can see and hear him only through different platforms. His book is written like an autobiography, he appears on television shows, articles are written about his activities in Great Britain and overall in the media he is not treated as a fictional character, but more as a real life celebrity. Therefore not anymore are we following a fictional story but we are following a life   of a character that evolves beneath our eyes the same way we would be following our pop idols and other favourites in media. 

As all the elements of the story on different platforms add a new value to the whole story world, The Story Of Aleksandr Orlov perfectly fits in with the idea of drillability- The ability for a person to explore, in-depth, a deep well of narrative extensions. (Jenkins, H. 2009, accessed on 11.12.2011) 

 Another feature that contributes to the principle of drill ability is that the story of Aleksandr Orlov is relying on active audience interaction with Aleksandr profiles on facebook or twitter and etc. 
Continuity vs. Multiplicity
One of the most important but often rather difficult aspects of a transmedia story world is to remain coherent.

 Many stories, which have spread over multiple platforms such as “Alice in Wonderland “and” Chronicles of Narnia, have not achieved to remain their coherence.  The most evident reason for this is because the story is told through many different perspectives and views. As a result these stories are relatively difficult to follow and they do not contribute to the one unified whole.
 Based on Jeff Gomez experience, successful transmedia project content has to be originated by one or very few visionaries.  Gomez suggests: ‘One leader or team should take responsibility for all media.‘ (2009, cited in Jill Golick,  accessed on 10.12.2011).  

The producers of “The Story of Aleksandr” have also adopted Gomez’s principle of having one leader or a team.  This is relatively simple for the producers of this project to follow as the story is relatively new and has been under the strict copyrights since the very beginning The whole decision making process of the story is still done by the same group of people who started the narrative, therefore making it easier to ensure the coherence of the story world. 
In terms of User generated content, which applies as multiplicity in Henry Jenkins concept of transmedia rules,  „The Story of Aleksandr Orlov“ is relatively weak. There is very few user-generated content available on the Internet and neither are users encouraged to create content themselves. The reason for this is probably that The story of Aleksandr is created as an advertising campaign and Aleksandr the lead figure is a brand ambassador, therefore everything which contributes to the story has to fit in with the principles of the brand the story is representing which therefore sets strict rules for the UGC. 
Immersion vs. Extractability

In immersion, the consumer enters into the world of the story, while in extractability; the fan takes aspects of the story away with them as resources they deploy in the spaces of their everyday life. (Jenkins 2009a, accessed on 11.12.2011) 

According to Henry Jenkins, the example of Immersion is Theme Parks.

The story of Aleksandr could fit into Jenkins idea of immersion as when the book was published the consumers had an opportunity to buy the book from the compare the meerkat shop, which included interior that was taken from the story world. Unfortunately this was just a one off project and currently the consumers does not have an opportunity to go to a compare the meerkat theme park or restaurant or etc. Therefore in present day the story world of Aleksandr Orlov in a Jenkins idea of immersion does not fit. 
Besides Jenkins suggestions on immersiveness there are also several others. 

The Story of Aleksandr Orlov fits in well with the concept of immersiveness adopted by Nedra Weinrich: 

Immersive Engagement for Change - Ultimately, your goal is to create an experience that leads to your audience taking some sort of action as a result of being engaged and motivated whether it's adopting a healthy or pro-social behaviour, changing how they treat other people…. etc. (2009, accessed on 11.12.2011) 

Although Weinreich is focusing more on social campaigns and their effect, the idea of taking action still remains the same- the story has to encourage or evoke consumers to do something starting from clicking on a box on the screen to changing a lifestyle and everything in between. 

The Story Of Aleksandr Orlov is a narrative that relies on consumer’s participation. The story was launched with a 30sek TV advertisement, which directed its audience to take action and visit the web site. (Figure 1.) 
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Figure 1

As the websites traffic proved to be very high as soon as the TV advertising campaign was launched, The Story Of Aleksandr Orlov has proved to be great narrative in terms of consumers taking action to follow the story. 

An important element to consider in terms of the story’s immersiveness is according to Rob Pratten its capability to pervade. Rob Pratten describes pervasive entertainment as blurring the line between real-world and fictional world. (2010, Accessed on 12.12.2011). What Pratten suggests is that the story world itself starts immersing into peoples everyday lives without people themselves triggering or taking action for it.  

Aleksandr Orlov’s Story through several newspaper articles and TV Programmes where he performs as a real personality, has already immersed from the story world into peoples everyday reality. We now see him on television as a guest of a daily show, or get to know a new piece of the story world together with our daily news. 

In terms of extractability the story world again fits into the frame of transmedia. 

Anna Tyzack suggests: ‘Orlov has become a media phenomenon; Harrods produced replica Aleksandr Orlov soft toys this Christmas (when you squeeze his tummy he says his catchphrase "simples, meeep"). Meanwhile, pet shops across Britain have been bombarded with requests for meerkats.‘ (2010, The Telegraph, Accessed on 13.12.2011) 

Although as already discussed above franchise is not a priority for this project there still is are opportunities to extract pieces of the story by purchasing a book or a toy. 

Worldbuilding

Worldbuilding means creating extensions to the story that give a richer experience for the consumer. 

A storyteller looking to craft a potential transmedia narrative should carefully craft the world in which that story exists, and then make passing references to elements in that world during the course of the narrative to simultaneously spark audience imaginations through negative capability and provide potential openings for future migratory cues. (Long, 2007, Pg 60) 

As Jeffery Long has suggested one of the most important elements for creating a well functioning and catchy story world is extending the story world by applying Negative Capability and adding Migratory cues. 

Negative Capability

„When applied to storytelling, negative capability is the art of building strategic gaps into a narrative to evoke a delicious sense of  ‘uncertainty‘, mystery, or doubt in the audience. Simple references to people, places or events external to the current narrative provide hints to the history of the characters and the larger world in which the story takes place. This empowers audience to fill in the gaps in their own imaginations while leaving them curious to find out more (Long, 2007, pg 53) 

The Story of Aleksandr Orlov story is told continuously through different mediums in a relatively fragmented order.   Each new element of the story is revealing fairly little about the whole story world and for most of the pieces, negative capability has been applied in order to leave the audience want more and to have the opportunity to continue the narrative further. 

Few examples of Negative capability in The Story of Aleksandr Orlov:

1. The book – A Simples Life: My life and Times reveals Aleksandr is a film director and the book is illustrated with pictures and texts about 3 films. Immediately as a fan of the character I went to search for the films, as one can never get enough of this character. 

2. In television advertisements Aleksandr vaguely shows the village and the people of the village where he is from, which leads to audience waiting for more information about that part of the world and therefore want to drill the story more deeply. Audiences were hoping for the book to fill these caps, but seems that even after the publishing of the book the story still has capability develop more as the audience is still hungry for new information. 

3. Also Aleksandr’s facebook posts can be seen as applying Negative capability

As the character keeps constantly posting news about his everyday therefore creating a feeling that there is more to come about this story world. 

Long in his work quotes a mathematician Michael W.Trosset:  Narrative pleasure stems from the desire to know what will happen next, to have that gap opened and closed, again and again, until the resolution of the story. (Long, 2007, PG 54) 

 To The Story of Aleksandr Orlov Negative Capability has been applied to the project overall as the story world does not have a beginning or an end and the audience entered the story seemingly in the middle of it. Therefore time wise there is still a lot know about the world before the story was introduced to the audience and as well how it is going to continue. Due to this characteristic   the story has endless creative opportunities to keep constantly evolving further by leaving its audience wondering how it is going to end or what is going to happen next or what has happened before that triggered the events in the present.  

 ‘Negative capability need not actually lead to anything at the moment in which it’s written into the story, it clears a space in the narrative for those cues to be planted‘ claims Long (2007, pg 59).  This also seems to be a way in which the producers of The Story Of Aleksandr Orlov are working as Mr Vile, one of the producers of the project states: ‘We're delighted with how people have responded to the meerkat site and Aleksandr, and we hope to keep it going as long as people are still finding it entertaining.‘ ( cited in Beanland C, 2009, accessed on 10.12.2011) 

Migratory Cues 

Another important aspect of creating a well functioning and interesting transmedia world is adding Migratory cues to give the audience the opportunity to find them and understand them. 

Migratory cues are a signal towards another medium- the means through which various narrative paths are marked by an author and located by a user through activation patterns (Long, 2007, pg 59)

One of the main characteristics of the story of Aleksandr Orlov is to guide its audience from one platform to the next one with different migratory cues. 

As already presented on a picture above (figure 1.), the television advertisement has a rather simple migratory cue where the lead character narrates to the audience to go and visit the website, at the same time pointing on a board with the web page URL. The cue used in television advertising clips is always the same. The bloopers on the projects Youtube Channel also almost always refer back to the television advertisements, and have cues to the car comparison site. The book has cues that direct its readers to search for the films. Also the facebook profile of Aleksandr Orlov is full of cues, where he writes about making the television commercials, before they have been launched and posts videos for people to follow and yet again see another piece of the story world. 

The main reason for having migratory cues which are always directing to websites- one which contains new information about the story world he is presenting and another one which the whole project is marketing, but which is entirely outside the story world, is that the primary aim of the project is to guide its viewers to the car comparison site. 

In order to reach a high number of visitors, most of the pieces of the story have cues, which direct its audience to either of the sites. 

The migratory cues in this specific project are very simple and too obvious for making everything very simple and clear for the target audience. These cues are simple as in marketing everything has to be made very clear and simple but they do not apply as cues creating mystery and getting audience excited about the subtexts. 
 All in all concerning the migratory cues the projects initial aim was not to sell a story but to sell the product therefore it is relatively difficult to analyze the migratory cues in the project in terms of transmedia storytelling.  
Another important elements of worldbuilding that should be metioned is character building and stories.  In this particular story, the great character catches the audience attention because of his personality. What the Story of Aleksandr is lacking which for me and probably also for other followers remained unseen is that the story world is lacking a strong narrative. Creating a strong narrative in the story world would probably take outside the marketing frame and therefore I am not sure whether or not it is the idea of the production company as they still  need to keep this project as an advertisement. 
Seriality
Seriality is the idea of breaking up the story into different segments. 

‘We can think of transmedia storytelling then as a hyperbolic version of the serial, where the chunks of meaningful and engaging story information have been dispersed not simply across multiple segments within the same medium, but rather across multiple media systems‘   (Jenkins, 2007, accessed on 11.12.2011) 

 Television serials have to be done in an order that the audience can enter the story world any time but still be able to understand the story. The early idea of Transmedia storytelling was constructed similarly to the idea of television serials, suggesting that different parts of the story could be consumed in any order.
 (Jenkins, 2007).

Following the early concept of seriality in transmedia storytelling The Story of Aleksandr could fit in as a transmedia narrative.  Mainly because it has seriality and the audience have multiple possible entry points to the story and opportunity to consume the story in any order without loosing out. 
Subjectivity
Subjectivity as a principle of transmedia storytelling is an opportunity for the audience to explore the narrative through a different set of eyes or through a perspective of a secondary character. 

So far The Story Of Aleksandr Orlov is lacking Subjectivity. But the project definitely has potential to grow in that direction. It probably will be as catchy for the audience to follow other characters from Meerkovo (imaginary village where all the characters are living), as it is following Aleksandr. 

Performance 

The ability of transmedia extensions to lead to fan produced performances that can become part of the transmedia narrative itself. (Cadell, 2009) 

As well as with Subjectivity The Story of Aleksandr Orlov is also lacking user generated content and performances inspired by the story world.  In terms of transmedia narrative the greater the amount of user generated content the better and the more the story inspires to create new content the better. Altough in the case of this particular story world I do not think it is not that there is not  any user generated content because the story is not inspiring enough for the consumers but  it is probably because user generated content is something  what the producer of the story world,  are trying to avoid. Reason for this being that after all and despite the great story it is still a marketing campaign and has to fit in with the general principles of the company who is paying for it.  Therefore the producers have to be aware of all kinds of user generated content to not find themselves in a situation where the user generated content starts violating the principles of the company the lead character of the story – Aleksandr Orlov is representing.  I cannot state whether or not there have been fan performances inspired by the project but looking at the story there is not much musical or story narrative content that could be used for performance. 
The success of the project as a marketing campaign
Although at first I was sceptical about how well the project did in terms of its initial aim, which was to be a marketing campaign for, compare the market. Com for rising the traffic on the companies website, my brief research on the topic showed enough proof that besides creating a great story world, the project has also been highly profitable for the company which marketing it was.  Anna Tyzack claims: ‘It is an unlikely but brilliant publicity stunt – one that has helped car insurance website comparethemarket.com to grow by 70 per cent‘ (2010, The Telegraph) 
Chris Beanland on the other hand suggests: ‘The number of visitors to comparethemarket.com has shot up by 80 per cent since the first advert premiered in January‘ (2009, Daily Mail, accessed on 10.12.2011).
As a last matter in analyzing The Story of Aleksandr I would like to discuss   how a fictional transmedia narrative could be a profitable strategy for marketing. The initial aim for creating a marketing campaign was to stand out and reduce the cost of consumer recruitment. (The cost associated with acquiring a new costumer). 
The story became successful and the fictional character entered into the UK- s popular culture lexicon.  The character became so popular that newspapers were  literally giving its paper space for advertising for  free by writing articles about the character. While the audiences were looking to find out more about the story and the character by visiting the website they rose the number of visitors on the website which again rose the rank and viability of the car insurance comparison site Therefore currently if one is looking to buy a car insurance online, the first page to show in the search will be www.comparethemarket.com. Also because the story always links to the car comparison site all the consumers are aware of what the story is representing. I cannot recall another marketing project, which would have become viral and consumers would have loved to consume as much as they have been consuming this specific project. 
The project was also very well structured in terms of reaching its target audience. The consumer profile of an Internet car insurance comparison site is younger to middle-aged people who have spare time that they are willing to spend in the Internet. Therefore the producers of the project have used exactly the right platforms to reach their audiences as the audiences are spending their time on these platforms already. 
Conclusions

What I found out when analysing the project is that yet it should not be considered as a transmedia narrative but as a great frame for a future transmedia narrative.  The story has elements of transmedia and due to characteristics such as spreadability- opportunity to spread, drillability- opportunity to explore, multiplicity- having several pieces, seriality and even extractability – opportunity to take/purchase something from the story world the project principally fits into the world of transmedia storytelling. But  having these elements of transmedia and  also a very strong character does not make a transmedia narrative yet. For being called a transmedia storytelling the project is lacking one important element- strong narrative. The longer the story keeps continuing revealing the same information, the audience is  already familiar with, the sooner the audience will loose its interest.  By not using the potential of the story world and leaving  gaps, where they could actually present a new story,  the less interesting it becomes to the audience  and  at certain point the audience  will stop waiting for new things, that would give answers and rise new questions,  to happen.  The story itself as already mentioned has a great potential into growing something bigger and becoming a fully acknowledged transmedia narrative. Firstly because the producers have managed to create a unique and loved character, secondly they have managed to build an immense fan base  and thirdly  the world which the audience wants to know more about. As the project is a marketing campaign I am not sure whether taking a step further and developing the project into a full transmedia experience is what the producers have planned for the future, but  I doubt they see it as a priority. 
Although I do not consider the project as a great transmedia storytelling example i find it  to be one of the greatest example  of how transmedia can be applied to marketing and how it can rise the  companies revenues greatly. Anna Tyzack claims: ‘It is an unlikely but brilliant publicity stunt – one that has helped car insurance website comparethemarket.com to grow by 70 per cent‘ (2010, The Telegraph). The project also worked very well in terms of reaching its audience and keeping them entertained as usually audiences do not like consuming advertising, but  with this particular project consumers were happily consuming and longing for more. 
All in  all the project has been a great and valuable contribution to the world of transmedia storytelling  by giving a lot inspiration for  marketing people on how to do great marketing using the principles of transmedia storytelling. Also, to bring out the strengths of the project from what transmedia producers for film and TV could learn from is how well is social networking sites used to keep the audience following  the story, how well different platforms link together and also how the platforms have been chosen for better access the target audience. 
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