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REACHING OUT TO A CROWD

- Publishers and developers using social media to build hype.

- Uncharted 2 held early playthroughs for fans at theaters.

- Borderlands and Wolfenstein used Twitter to connect with fans.
- Word of mouth via social media helping sales and fan loyalty.
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< R g. | - Studies connect NFL fan habits with Madden players.
< - Findings show Madden players more passionate about NFL.
V. V. - Natural for other games to pull in enthusiast communities.
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L S TN Avatars & custom spaces now standard on console networks.
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- Large aftermarket via for exclusive, rare virtual console goods.

FANTASY SPORTS FEVER

- Fantasy sports rapidly growing in popularity.
- Growth and mainstream acceptance similar to gaming.
e - Unique opportunities to engage a rabid community of players.
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PLAYED is Denuo’s monthly look at the major headlines and evolving trends in gaming’s ever-
changing landscape. With insight from our gaming industry experts, PLAYED will keep you
in the know when it comes to the expansive and entertaining world of gaming.
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Fans are lined up around the block, waiting for doors to
open, tickets clutched firmly in hands. Some in queue
are dressed in costume, while lively, excited conversation
about what could happen inside the venue overcomes
the crowd, building hype to critical levels. Finally, the
doors swing open, the line flows into the theater, and
seats are gobbled up. This fanaticism used to be the
norm for films like Star Wars, bands like Kiss, or opening
nights at comic conventions. Tonight, though, these fans
are waiting for their first glimpse at Uncharted 2: Among
Thieves, Naughty Dog's newest game for the Playstation
3, hoping for some early hands-on with the anticipated
title at an event geared toward showcasing the game on
a big screen to a rabid audience.

REACHING OUT TO A CROWD

It's no secret that game release dates are becoming more
and more like any other entertainment launch, chock full
of pomp, circumstance, and midnight lines outside
Gamestops and Best Buys. Unique to the industry,
however, are the passionate developers and their
devotion and willingness to get behind their products,
sometimes separate from the publishers putting out their
game. Back in the old days, developer Richard Garriot
would promote his role-playing game, Ultima, by
embodying a character from the game. As Lord British,
Garriot made appearances clad in regal attire, sending
autographed photos to fans of the title, rewarding their
interest and devotion to his game. With social networks
and other digital means available to developers in this
generation, the days of dress up are history, but the
engagement and desire to reach out to impassioned fans
who will promote their product above and beyond any
typical campaign contfinues to grow.

Uncharted 2's early peek is one example that has the
luxury of being an established franchise, eagerly antici-
pated by gamers. Halo 3: ODST also had an elaborate
launch party, inviting gamers to check out gameplay
ahead of the release and hang out with the Bungie
creators. In both instances, gamers were rewarded with
the usual promotional schwag for the titles. Naughty
Dog went a step further, however, as attendees at the
San Francisco cinema event walked away with a copy of
Uncharted 2 inside their logo’d grab bag to go along
with the requisite XL t-shirt a full week before the public
release. So far, this generosity has built fremendous buzz
for the game, with these early players evangelizing the
title’s quality over social networks and gaming blogs.
For Naughty Dog, the event and forthcoming reaction
not only leads to more sales, but to building relationships
with gamers outside of their publisher, Sony. Fans
connect with the developer directly, establishing a loyalty
that leads to lifetime players, regardless of future
publishing deals.

Even still, some developers are keeping their promotion
strategies very grassroots, using social networking to
directly communicate with their fans and reward their
devotion to a game. For Gearbox's upcoming FPS/RPG
Borderlands, the company's creative director, Mike
Neumann, held his own event, posting to Twitter, "Today
is official Borderlands Pre Order Day. Twitter me a
screen of you buying the game and I'll play [the game]
with you and give you loot." The tweet was picked up by
various gaming blogs, resulting in a flood of responses,
leading to Neumann posing photos of hand-written
gamertags and lamenting the amount of time it would
take to get everyone who responded some exclusive
in-game gear. In a similar social media move for
Wolfenstein, Raven Software's Lead Designer Manveer
Heir promised to refund everyone's purchase of the
game if it outsold EA's perennial chart-topper, Madden
NFL 10 in its first month. While the “upset” didn't
happen, it gave the game free buzz and motivated
devoted fans of the franchise to get behind a purchase
for the possibility of the reward.

The interactive nature of gaming and its devoted and
vocal fan base are a perfect grounds for evolving tried
and tested hype generators, as well as emerging promo-
tional strategies. While co-opting the ideas of film and
music by hosting fan preview events is a natural fit, it's
the smaller developers and their direct connection with
fans via social networks and grassroots efforts that often
results in the largest and most economical hype around;
whether through the creative nature of the engagement,
or the craziness of the conversation. Rewarded through
sales and loyalty, developers taking a fitle's hype into
their own hands is an example of the unique nature of
the gaming industry and a model for effective social media.
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