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purchases oI  Dead Ris ing 2 to the tune of  2 mi l l ion

uni ts,  making i t  one of  the biggest  games o{ 2010'

What separated Case Zero from the traditional demo

roJ"f  *u"  that  whi le i t  of fered many elements of  the,

"o"lpi"," 
experience, it was narratively distinct from the

t ,nur ptoAr" i .  Most  v ideo game demos s imply package

a level or two for the player to sample, but Capcom

created unique content  that  connected to the fu l l  game

and left players ready to pick up the story agaln when

Dead R' is i ig 2 f inal ly  launched By giv ing new players.a

real taste oithe final experience with narrative elements

exclusive to the sample, Case Zero was accessible.to

newcomers whi le of fer ing something unique to last tng

fans, lt was a simple and effective strategy that was ex-

t remely prof i table;  whi le most  v ideo game demos cosl

studios a lot  ot  money to produce,  Case Zero pul led in

gross revenue around $2 5 mi l l ion '

Capcom isn ' t  the only publ isher to achteve success

witl a multi-tiered release structure Electronic Arts'

mobi le d iv is ion has been of fer ing on-the-go versrons ol

ttr"ir. f it trun"f i"es since 2OO4 With the proli{eration

of  nppt" 's  rOS devices and the popular i ty  of  the App

Store marketplace, EA Mobile has been productng

companion iPhone and iPad games for  a lmost  every

major retail release

Last year's release of the company's f.tfn U/ort! Cy,

Sout-h Africa app for iPhones and iPod touches iolned

the company's long l is t  of  Electronic Arts '  gamtng prop-

ert ies ihat  have been turned into popular  apps including

lhe MADDEN NFL and Ihe Slms series'

A recenl  study by PopCap Games'  publ isher of  suc-

cessful free onllne games such as Beieweled' showed

that 920/o of all smartphone gamers play games on tnelr

phones at  least  once a week,  and about hal f  of  them

olav dai lv .  By re leasing qual i ty  branded apps v ideo

Iu, i , r "  ouof i "n"rs l ike i lectronic Arts are seeing the

["ne{ i ts  of  re leasing mobi levers ions of  their  games not

p", u, 
" 

product, but as a means of advertising At low

pr ice points.  consumers gei  access. to 
"?: ' " : t l i :1g]y

vers ions of  b lockbuster  games l ike Need lor  speed:

Hot Pursuit and Battlefield: Bad Company 2 wtthout

s iqni f icant  monetary Investment And their  mobi le p lay

f-rJni t "  i  * "  them revis i t ing these brands on a rout ine

bases,  re inforc ing their  p lace wi th in the consumer s

enter ta inment Pat terns '

Facebook has also been a large area of  locus for

i f .u gut" t  industry Both Electronic Arts and Ubisof t

have released several companion games on the social

network that  a l low players to p lay wi th in their

4"lr

a
. ' j

b t'
^r.,-a^



brands {or  f ree whi le earning bonuses for  the reta i l  ver-

s ions o[  their  games. ln addi t ion to the v i ra l  market ing

benefits, these branded Facebook games offer players

a way of casually interacting with the game for free

whi le creat ing added value for  the fu l l  purchase'

For example, Ubisoft's 4ssassin's Creed: Brotherhood

saw a companion Facebook game released pr ior  to the

retail launch. Assassln's Creed: Proiect Legacy invited

players to enjoy an experience similar to the hit Zynga

property Mafia Wars while earning additional content

for the full version of Brotherhood' This method invites

players in to a free, casual experience and slowly cre-

ates addi t ional  value for  them by giv ing them more wrth

their  purchase.

What made Assassin's Creed: Project Legacy such

a success was that Ubisoft realized the bi-directional-

partnership of the ecosystem they created. In addition

to unlocking content  in the reta i l  game, p layers who

enjoy both experiences unlocked more content for the

Facebook game. This in turn creates a cycle of play that

encourages the consumer to interact  wi th the brand

rout inely through di f ferent  porta ls,  creat ing re levancy

through repetition and availability regardless of where

the player is  interact ing wi th the brand.

Despi te being Ubisof t 's  f i rs t  in i t iat ive in their  cont inuing

companion gaming strategy, players flocked to both

vers ions of  the game but  a lso spread their  involvement

wi th the brand beyond iust  gameplay As a testament

to the brand-growing potent ia l  of  their  companion gam-

ing strategy, Tony Key SVP of sales and marketing at

Ubisoft confessed that, "The Assassln's Creed: Proiect

Legacy Facebook game greatly increased the number

of fans on the /ssassin's Creed Facebook fan page'

near ly doubl ing the number of  fansl '

2K Games, publ ishers of  the 2K Sports f ranchise and

hit games such as Bioshock and Duke /Vukem, {ollows

a s imi lar  phi losophy -  using iOS and Facebook appl ica-

t ions as a means to extend brands,  but  only i f  they ' re a

good f i t .  According to Sarah Anderson,  SVP o{ market '

ing at  2K. b lanket  st rategies are not  as important  as

good content.

"We look {or  compel l ing ways to extend our { ranchises

and wi l l  pursue development for  iOS and other p lat forms

when i t  makes sense for  our business and brands] '  said

Anderson. ''Above all, we have to make great games that

consumers want to spend time playingJ' I r'
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I t 's  not  just  the hardcore gamers that  are being targeted

with these new mult i -p lat form approaches;  wi th i ts

f ree-to-play browser game being supported by Nintendo

Wii  and DS t i t les,  Disney Interact ive has created an eco-

system for their younger Club Penguin player that goes

beyond the l imi ts of  a s ingle,  dedicated porta l .

However,  Act iv is ion has real ized th is and by creat ing

qual i ty  propert ies and refusing to d i lute the exper ience

with Facebook and iOS games, they've been able

to keep gamers hungry for  their  propert ies year af ter

year; there has been a best-selling Call of Duty game

released every holiday season for the last five years.

While these strategies have proven effective for many,

appointment gaming is  st i l l  the mainstay of  the industry,

and there are st i l l  large v ideo game publ ishers that

resist  using dig i ta l ly  downloaded sof tware as a means

to reconnect  wi th their  customer throughout the day.

Some companies,  l ike Act iv is ion,  bel ieve that  d i lut ing

brands wi th App Store vers ions of  their  propert ies

ul t imately makes the t ime consumers spend wi ththeir

brands less valuable.  And i t 's  hard to argue wi th their

ret icence to swi tch their  game plan:  the fact  that  there

has been a best-sel l ing Cal l  of  Duty game released

every holiday season for the last five yearsshows

they've proven they can keep gamers hungry for

their  propert ies.

Last  November at  the Reuters Global  Media Summit ,

Act iv is ion CEO Bobby Kot ick stated,  "We don' t  v iew

the App Store as a real ly  b ig opportunrty for  dedicated

gamesl '  St i l l ,  the company's chief  f ranchise,  Cal /  of

Duty:  Btack Ops,  which sold more than 5.6 mi l l ion uni ts

in i ts  f i rs t  day,  does have a companion app-based game

for the iPhone - Call of Duty: World at War: Zombies'

There's no r ight  answer to a game producer 's  approach

to dig i ta l .  l f ,  in  the case of  Act iv is ion,  i t  a in ' t  broke,

i t 's  hard to argue the decis ion to stay the course.  The

potent ia l  bene{ i ts  to adding a new layer io an overal l

gaming exper ience,  however,  are compel l ing.

By creat ing content  that  is  meant to u l t imately draw

users into a console exper ience,  game publ ishers

have the opportuni ty to turn what was once s imply a

market ing expense into a potent ia l  source of  revenue.

And i f  f ree vers ions of  onl ine games are the gateway

to a more real ized exper ience,  then quick-hi t ,  b i te-s ized

games have the potent ia l  toprompt a new new group

of people to sel f -ascr ibe themselves as ganrers.  And

then hopeful ly  buy a console,  But  i f  not ,  at  least  they've

made a few new fr iends along the way
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$ 0 . 9 9  i P h o n e ;  $ 6 . 9 9  i P a d
Sha rpe r  g raph  cs  mean

the  game  (and  A l t a i r )  has  go t t en  p re t l i e r
s i nce  t he  DS  ve rs i on ,  wh i l e  m in i  games
add  l aye rs  t o  t l ^e  a l r eady  expans i ve
narrat ive.  Throw in a story l ine about a
c rusade  f o r  a  mys te r i ous  Cha l i ce ,  and
we ' re  i n .  l f  he  s ta r t s  f i gh t i ng  Naz i s  w i t h
h i s  dad  t hough ,  we ' r e  t e l l r ng  Mr .  Lucas .

$ 2 . 9 9  P h o n e ;  $ 9 . 9 9  i P a d
Bo r row ing  f r om the  con -

so le  ve r s i o r ' s  Be -A -P ro  mode ,  use rs  can
deve  op  t he i r  own  p l aye rs  and  t r ack  t he i r
souce r  ca ree ' s  as  t hey  move  up  t he  goa l
n n c + c  { r n m  d n m o c + i r  + n  n r n-  .  -  r .  -  g a m e s .  w t T n

d e t a i l s  s t o p p  n g  j u s t  s h o r t  o f  a l l o w r n g

y o u r  c h a r a c t e r  t o  m a r r y  a  S p i c e  G i r l .

$4 .99  iPhone ;  9 .99  iPad
l l  you  re  no t  i n  t he  same

room as the rest  of  your band mates,  you
can  a l so  f o rm  a  band  v i a  t he  Facebook
Connec t  op t i on ,  wh i ch  l e t s  you  p l ay  you r
pa r t  ou t  o f  s ync  and  nudge  you r  f r i end
when  i t ' s  t he  r  t u rn  t o  r ock .



97 .99
A pinch zoom feature of-

fers more precise r i f le  shots,  just  in case
Snake ' s  headband  s l i ps  t oo  f a r  down ,
wh i ch  w i l l  come  i n  handy  f o r  bu i l d i ng
up points to purchase the Metal  Gear
wal lpapers avai lable exclusively through
the  mob i l e  ve r s i on ' s  D reb in ' s  Shop .

$o.es
Ob i -Wan  i sn ' t  t he  on l y  one

w i t h  Jed i  m ind  t r i c ks  as  p l aye rs  use  t he i r
f i nge r t i ps  t o  con t ro l  t he  f o r ce .  Un iock
the  su rv i va l  mode  t o  t ake  on  a  r oom fu l l
o f  s t o rm t roope rs ,  bu t  be  ca re fu l ,  t h i s  i s
pa r t  o f  t he  p reque l  un i ve r se ,  so  t he re ' s
no  Chew ie  t o  back  you  up ,

$e.ee
Once you've jacked your

r ide of  choice,  you can create your own
Grand Theft  Aufo playl is t  through your
iTunes and sync the car stereo to your
personal ized tunes.  May we suggest
some Van Ha en for  your v i r tual  mayhem?

$4 .9e
Not  con ten t  t o  keep  you r

zomb ;e  k i l l s  t o  you rse l f ?  Wr th  t he  mu l t i -
p l aye r  connec t i on ,  so l d i e r s  can  use  t he
app to brag about their  s tats to fe l low
recrui ts and even schedule pr ivate shoot
' em  up  ma tches  f o r  da te  n i gh t s .


