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lectronic Arts has revealed that it
Ewill be making a bigger push into

the outdoors market through its
InterAct’s EA SPORTS brand early this spring
Todd Hays with new hunting and fishing prod-
The company ucts.
prepares for its EA recently told GameWEEK, in an
next generation of exclusive interview, that it was so

e pleased with the consumer response
page 34 to its Deer Hunt Challenge, a PC-

based hunting game released last
B
Departments:

October, that it will be following the
Hollywood Bytes

release up with the new Ultimate
Hunt Challenge. This PC title offers

GameWEEK Books ....

Accessory Market ..

many of the same features as Deer
Retail Buyer Guide ....

gw interview

deer hunting with the addition of
online multiplayer, turkey and pheas-
ant hunting, as well as target-range
and skeet-shooting segments.

The publishing giant also indicated
that it will be launching a fishing-
game franchise at the same time,
with the premiere release called
Championship Bass. The game will
also have an early spring release
date, with versions planned for PC
and PlayStation platforms.

TAKING ITS BEST SHOT
While EA is the largest publisher of
interactive-entertainment software,
it achieved that position through the
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EA’s Ultimate Hunt Challenge is an “all-in-one” hunting title that
combines online multiplayer, deer, turkey and pheasant hunting.

Hunt Challenge, but supplements the
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Bernie is Back!

Stolar makes his return to industry

By Joel Easley

m) CYBERACTIVE
MWZW VEois enonmone It came as a shock to almost everyone in

the industry when Bernie Stolar
announced that he would be leaving Sega

03> | of America and his position of president

and COO, which he served from July 1996

to August 1999. After all, much credit is

owed to him for the successful launch of

the Dreamcast this past September, which

o "WZ74470"95883' Il 5 put Sega back on the map in the console
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Top Game Predictions for 2K

By Ben Rinaldi

arrived and with it comes all kinds of

new predictions and expectations. As
the interactive entertainment industry
rolls into the early 21st Century, it will be
interesting to see which games emerge to
shape and influence the landscape of the
game industry in 2000 and beyond.

Inorder to bring the most comprehen-
sive coverage around to help you, the
retailer, make better purchasing deci-
sions, GameWEEK has compiled a list of
games that we think will have the biggest
impact on retail sales for the New Year.
Results are based on a game’s sales
potential only. It’s also important to note
that we are basing our list on our knowl-
edge of existing games only. Because

It's official: the new millennium has

Shenmue, hot for 2000.

some companies have not yet announced
all their plans for 2000—particularly
where PlayStation2 software is con-
cerned—there could be some potential
hits left off the list.

(continued on page 6)
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On December 10, Entertainment
who will change entertainment as we

Gathering of Developers~ was the

Visit us at the Interactive Village during Sundan

"This is Why Gathering IS important; this group of people is establishing the importance of authorship
in digital media . And it is forcing other publishers to follow suit, lest the top talent seek greener pastures, Already, ;
Electronic Arts , one of the industry's Big Three, has rolled out a more favorable set of terms and royalty rates for [

its programming stars. More significantly, \odlNeErine nenin

ne peoplie wn arKe N And that link is crucial
if the medium is going to evolve." — NY Times

"Haxan Films™ s thrilled to be working with Gathering of Developers
to create the next level of The Blair Witch world. We were looking for
a creative partner who could not only make incredible games but take
the story beyond a linear environment and further the quest for 'real’
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"The Gathering not only has the best developers, as shown by the stunning quality of
Terminal Reality's Nocturne, but creatively, they get it."

"Nocturne™ features a new game engine K

that positively screams "licensing
opportunity." — Computer Gaming World

"We are extremely enthusiastic about working with The
Gathering’s Ritual Entertainment™ on the FAKK.2 game and ;
are taking a new approach to a license by giving Ritual free
reign over designing the game. Ritual has impressed us
immensely with its designing strength, creativity and vision
for FAKK.2.” — Kevin Eastman




Weekly listed the ten companies
know it in the new millenium,

only game publisher on the list.

ce 2000 and see just what all the noise is about.

‘The clouds will part, the seas will rise and the news that
Gathering of Developers publishing venture is set to send some N
major publishers running for cover.” —Gamesmania '\ \

"KISS Psycho Circus™ -one of

the hottest 3D shooters in years"— Incite PC

"We got the word that The Gathering was the
place to call if we wanted a guarantee of

B quality and artist recognition. Besides,
B it's good to have G.O.D. on our side
for once!" — Gene Simmons

"Prepare to be knocked flat on your ass by the
upcoming Rune™ from Human Head Studios™. "
— Incite PC

"If action is a religion, Max Payne

Is the new messiah."
—Adrenaline Vault

All trademarks and trade names are property of their respective owners. © 2000 Gathering of Developers
All rich oo
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Didja Hear...?

Installing a New Filter
Ready to fatten up those cash registers? 989
Studios is set to unleash the long-awaited
sequel to its mega-selling action game,
Syphon Filter. With development nearly fin-
ished, Syphon
Filter 2 (no
fancy sub titles
necessary) will
ship no later
than this March,
and possibly as
el s s0on as
February, according to word through the
grapevine. Loaded with all-new levels,
improved enemy Al, and features such as a
two-player split-screen option, the game will
come packaged as a two-disc set. Check
back next issue for a full-blown preview of
what will surely end up as one of the hottest-
selling PlayStation games of 2000!

Say Grace

\We're back with more info on Evergrace,
From Software’s amazing-looking PlayStation?
action/RPG effort. During the game, the player
will control two separate characters; one is
male, one female. Each character takes on
different scenarios. Near the end of the game,
the two characters will come together, at

_ which time they
will be able to
engage the
enemy during
one main sce-
nario. According
to From,
Evergrace will
not only feature a huge assortment of items
and weapons which can be purchased at
shops, but loose items can also be picked up
from the ground after defeating an enemy. It's
interesting to note that at the beginning of its
development cycle, Evergrace actually started
life as a PlayStation game. From Software
realized it could expand gameplay immensely
by switching the project over to PS2 hard-
ware, scrapping many of the original design
elements in the process. Evergrace is slated
to ship this spring in Japan and should be
ready for an American release by year’s end.
By the way, here’s that screen shot we were
supposed to include last issue (sorry!)

Is it an Eeeevil Sequel?
Take a peek at Sony Computer Entertainment
Europe’s (SCEE)
upcoming
PlayStation
§ sequel to
MediEvil, tenta-
tively titled
MediEvil 2. The
3 . "8 | nextinstaliment
is quite a departure, visually, from the original
dark and gothic action game. This time, Sir
Dan appears to be wearing some serious
power armor! MediEvil 2 should be ready to
ship sometime during the first half of this year
in Europe, however, when contacted about a
U.S. release, a Sony representative told us
that the game is currently not on its produc-
tion schedule for 2000.

Burger King Has No Balls

By Ben Rinaldi

en Burger King and Nintendo

announced that they were teaming up

for a special Pokémon retail promo-

tion, nobody could have imagined that this

promotion—the biggest of its kind for the

fast-food industry—would eventually turn
into the largest toy recall in history.

Burger King was forced to recall more than
25 million Pokémon Balls used to enclose
Pokémon toys that are included in Burger
King Kids meals. The move comes after the
death by suffocation of a 13-month-old girl in
California, after one half of the ball covered
her nose and mouth.

In addition to the death on December 11,
an 18-month old girl in Kansas also had a ball
half stuck over her face but averted tragedy

ON THE MOVE

only after her father successfully removed
the half of the ball from her face. Apparently,
Burger King refused to recall the product,
despite repeated requests by the U.S.
Consumer Product Safety Commission
(CPSC). The CPSC described Burger King as
“very uncooperative” and only after the sec-
ond incident did the company agree to recall
the product.

Burger King Big Kids Meals, geared
toward older kids, will still include
Pokémon balls as part of the meal while
regular Kids Meals will only come with the
toy. Burger King has stated that it will post
warnings to the potential danger of the toys
in all of its restaurants. Ria Carlson, vice
president of corporate communications
and investor relations for Equity Marketing,
the company responsible for designing and

The killer Pokémon balls.

manufacturing the Pokémon toys, told wire
services that the company is cooperating
with the recall. “The entire product, includ-
ing the ball, is thoroughly safety tested
throughout the production process and at
completion by a completely independent
lab. The product meets or exceeds safety
standards for all ages. So, this is a tragic but
freak accident.”

Consumers are being asked to return the
balls to Burger King locations, where they will
receive a free small order of french fries. GW

Industry Personnel Changes

Namco Hometek

Andre Emerson has joined Namco as a
senior producer. Emerson was most recent-
ly with 3DO where he helped produce Army
Men: Sarge’s Heroes and a number of other
titles for the company.

Infogrames North America

Infogrames has promoted one of its public
relations team members, Wiebke Vallentin,
to public relations coordinator. Vallentin has
been with Infogrames for the last six
months and will now be responsible for pro-
moting the company’s action, adventure
and family category of games.

FIRAXIS Games

Kelley Gilmore has joined FIRAXIS Games
as communications manager. Prior to join-
ing FIRAXIS, Gilmore was a partner in
KGMCommunications, Inc., a public rela-
tions agency dedicated to the hi-tech indus-
try. The company worked with such clients
as Sierra, WON.net and NetMarket
Services. Gilmore’s duties at FIRAXIS will
include managing all things related to public
relations as well as some marketing related
activities.

House of Moves Motion Capture Studios
House of Moves, the world’s largest dedicat-
ed motion capture service specializing in cre-
ating digital motion for 3D computer anima-
tion, has elevated Jarrod Phillips to vice pres-
ident, sales and marketing. Prior to joining

House of Moves, Phillips served as sales
and marketing director at Optimum Human
Performance Centers (dba-BioVision), San
Francisco. House of Moves has provided digi-
tal motion for such films as Titantic and
Mortal Kombat: Annihilation, in addition to
hundreds of other shoots for electronic com-
puter games, television, computers and net-
work television.

Recoton Corporation

Recoton Corporation, parent company to
InterAct Accessories Inc., has added Ann R.
Leven and Jerry Kalov to its Board of
Directors. Leven is currently a director of the
Delaware Group of Mutual Funds and chairs
its Audit Committee in addition to being a
Trustee of the New York School of Interior
Design. Kalov has been involved in the elec-
tronics and consumer electronics industry
for more than 40 years, holding various
senior level management positions during
his career. He is currently a director of Wells-
Gardner, a publicly traded supplier of gaming
and amusement industry equipment.

DigiScents, Inc.
Cooksey Thomas, the developer of Sega
Dreamcast’s audio API, has accepted a posi-
tion with DigiScents as director of
ScentStream Technology. The ScentStream
technology will enable developers to create
and include scent objects in their applications.
While at Sega, Thomas wrote the “Audio64”
C language API and audio asset management

tools for the Dreamcast. Audio64 is a full fea-
tured, multi-layer audio presentation system
with effects, Q-Sound and Dolby Surround
Sound.

LEGO Media

Jeff James has been promoted to manager,
public relations and online development;
Michael McNally has joined LEGO Media as
assistant public relations manager, and
Melissa Menton is the company’s new
channel marketing manager.

Acclaim Entertainment

Acclaim announced the appointment of
Karen Q. Pisciotta as director of investor rela-
tions, where she will be the primary contact
with the investment community and will
assist senior management in communicating
initiatives to improve shareholder value. Prior
to joining Acclaim, Pisciotta was manager of
investor relations at Ogden Corporation.
Pisciotta will report directly to William
Sorenson, Acclaim’s chief financial officer.

eGames, Inc.

Online retailer, eGames promoted Bill
Acheson to the position of executive vice
president. In his new position, Acheson will
be responsible for overseeing the
Company’s sales growth, both domestically
and internationally, and for translating more
of that sales growth to the bottom line
through effectively managing sales and mar-
keting costs and product pricing.

I LINKED OUR WEB
SITE TO VARIOUS
SPONSORS WHO PAY
US FOR EYEBALLS.

DILBERT® by Scott Adams

THOSE SPONSORS
LINK TO OTHER
WEB SITES WHO

LINK TO US.

www.dilbert.com scottadams@aol.com
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THE NET- NET AT
THE END OF THE
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Continued from the Cover

EA Set to Take on Hunting, Fishing Competition

Software giant believes that the time is right for big hits with
growing outdoor-recreation audience

careful building and acquisition of popular
brands and franchises. Certainly, many of
those names are definitely high profile—
such as John Madden on its football
products; Jane’s on its mil-
itary-combat simulations;
Origin’s Ultima line and
Maxis’ various Sim pre-
fixed games—but many
others are created from
the ground up with a
good concept and strategic
design, such as the
Knockout Kings boxing
franchise.

The expectation is that
the company can make
similar strides with the
hunting and fishing fran-
chises because those con-
sumer segments are
growing in popularity,
according to Keith Munro,
marketing manager for EA

Randy Dersham

SPORTS in Vancouver,
Canada.
“We're seeing really

huge growth in the out-
doors lifestyle; there are
about 70 million people
who hunt and fish,” Munro
noted. “Hunting is already
in a dominant position
within PC sports, and it’s growing at about
20%. Fishing is currently the number-four
segment in the sports game category (PC
and PSX combined), and is growing
upwards of 35%. Mainstream American
consumers are telling us that they love
these games—they’re very popular, and
they’re asking for more.”

Even though EA is coming into the mar-
ket later than other established brands—
which include GT/WizardWorks’s Deer

Keith Munro

Hunter; Activision’s Cabela’s Big Game
Hunter; Sierra’s Trophy Bass and THQ’s
BASS Masters-it expects it can capture a
broad audience through its established
name and solid releases
heavy on variety.

“We believe there’s
always room for a quality
entry,” Munro added.

One strong approach
that EA SPORTS took with
Deer Hunt Challenge—and
that it will certainly contin-
ue with Ultimate Hunt
Challenge—is to cater to
the actual hardcore hunt-
ing realist as well as play-
ers who want a more
arcade-like videogaming
experience.

“We saw a real opportuni-
ty to create a strategy game
to challenge what people
know about hunting in a
much more real way than
perhaps has been done,”
said Randy Dersham, execu-
tive producer at EA SPORTS
in Seattle. “We wanted to
jump in and create not only a
real-world simulation, but
also something that was
fun and easy to get into—
that puts you into the very moment of deci-
sion where you have a certain amount of
tools and a certain situation right in front
of you [and asks], ‘What are you going to
do now?’”

Dersham claimed that the game will
have all the aspects of actual hunting in
that Ultimate Hunt Challenge will provide
vast worlds that can be scoured for
targets—he stated that a straight-line
walk across one world can take “six real-

world hours”™—

and will require
all the patience
and strategy of
a true hunt.
However, he also
noted that the
challenge mode
will provide spe-
cific scenarios—

Ultimate Hunt
Challenge can be
played in quick
challenge mode,
or over many
hours.

in much the same way that more tradition-
al strategy games feature missions or
campaigns that need to be completed in
order to move on-each with a goal and a
score. Points are based on the outcome
and a player’s efficiency in completing
each gaming task.

As an example,
the first challenge
level puts the play-
er in the woods
with a deer in clear
sight, but it tests
(and teaches) the
act of raising the
gun to fire without
alarming the deer-
running at the quar-
ry Doom-style will
result in the deer
running off. Later
game levels require
the use of masking
scent (with regard

such as weather, temperature of the
water, the time of the year and certain
lures on-hand—and put the player in a sit-
uation of catching a specific number of
fish in a given time frame. Placing in the
top three in a fishing tournament enables
the player to move to the next set of game
scenarios.

Outside of the challenge mode,
Dersham indicated that the player can
compete in open tournaments on any of
the supplied lakes, with the computer set-
ting the conditions. It offers a simulation
of real-world competitions, again catering
heavily to the fishing realist.

Also, multiplayer will be a foundation to

Champlonshlp Bass to be available on PC and PSX (shown here), will

to wind direction) be EA SPORTS’ premiere release in its new fishing franchise.

and necessary stalk-

ing skills in order to make the kill—and
achieve the highest game score. Often, a
challenge level will set out a task that is
accomplished relatively quickly, only to
have the player receive a weak game score
because a more difficult (but higher scor-
ing) target is out of the immediate field
of vision.

Ultimate Hunt Challenge will also fea-
ture several online multiplayer aspects,
which Dersham indicated will be a key to
the growth of the franchise. Similar to
actual hunting, cooperative gameplay will
be a major attraction, with players strate-
gizing toward a common goal, such as
“pushing” prey to a specific designated
location.

Though it was too early to give a lot of
detail, Dersham also hinted that an after-
market level editor will be offered,
enabling players to create new areas and
scenarios. Much as the Quake and Unreal
game universes have been extended
through player-created  elements,
Dersham expects that Ultimate Hunt
Challenge will similarly be bolstered by the
user community.

CASTING CALL
On the fishing side, Championship Bass
will follow the same concept as Ultimate
Hunt Challenge, with tournament, career-
based and challenge modes. The challenge
levels will offer a specific set of condi-
tions and specific boundaries around it—

building a community around the
Championship Bass line. LAN or Internet
play will be enabled, offering tournament-
based competition. The game’s designers
are also looking into the creation of head-
to-head challenge levels, because, as
Dersham stated, “online bragging rights
are a big deal.”

Dersham and Munro were quick to point
out that there will be some variations
between the PC and PlayStation render-
ings. Obviously, RAM and other hardware
limitations will make for some differences
between the game versions-such as the
multiplayer aspects missing from the
PlayStation version—but the essence of
the games will be the same, and there will
be enough consistency to advocate the
shared name.

EA believes it has watched from the
sidelines long enough and formulated a
strong plan for jumping into these genres
with both feet. It's eschewed a “me too”
approach, designing games that should
cater to the growing markets very well-
perhaps going outside the lines to reach
some of the more traditional gamers-by
offering maximum diversity.

“Hunting people want to hunt. Fishing
people want to fish,” Dersham concluded.
“And the more ways that we can get them
to play their games, the happier they’ll be.
You're going to see the reoccurring theme
through all of them is multiple ways to play
a favorite sport.” GW
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Continued from the Cover

Top Game Predictions for 2K

S

game time

Crazy Taxi
Publisher: Sega of America
Developer: Sega of Japan
Platform: Dreamcast
Release Date: February 2000

Driving straight out of the arcades and
onto Dreamcasts everywhere is Crazy Taxi,
one of Sega’s hottest coin-op conversions
ever. Fans of the arcade version should be
extremely satisfied with this near-perfect
conversion. As with almost all of Sega’s
arcade-to-home translations, Crazy Taxi
features seamless 60 frames per second
action, beautiful hi-resolution graphics and
solid controls to help make it one of the
best titles to hit Dreamcast yet.

Crazy Taxi shows Sega has a continued
commitment and the game will go down as
one of the defining moments in Dreamcast
gaming history. And, while games like Driver
and Need for Speed: High Stakes for
PlayStation proved that consumers enjoy
fast-action driving adventures, Crazy Taxi
should be no different as it becomes the
first mega-hit of 2000.

Gran Turismo 2000
Publisher: Sony
Developer: Polyphony Studios
Platform: PlayStation2
Release Date: September 2000

In September 2000, PlayStation2 will
launch, to an eagerly awaiting mass of
gamers standing proudly alongside Sony’s
spanking new console, Gran Turismo 2000, a
game that has “winner” written all over it.
While the control and gameplay will differ little
from the PlayStation Gran Turismo series, the
graphics are amazingly realistic and are far and
away the best looking racer ever constructed.
Of particular note—this game will benefit
from the Dual Shock 2's analog-sensitive but-

tons. GT 2000 will immediately be popular with
every new PlayStation2 buyer and should sell
at a near one to one ratio with hardware.

Halo
Publisher: Bungie
Developer: Bungie
Piatform: PC, Macintosh
Release Date: (2, 2000

It’s hard to ignore a game that looks as
good as Halo. People who've seen the game
are showering it with praise, calling it every-
thing from the “best looking game ever” to
“changing the PC gaming landscape as we

know it.” It may be too early to tag such
ridiculously high expectations on one title,
but if the final stages of development contin-
ue to improve, the final game may just live up
to expectations. The details of the game are
still being worked out, but so far it’s known
that you play a cyborg warrior deep in a guer-
rilla war on a distant ring construct far from
Earth, fighting an alien covenant bent on your
destruction. Most of the game will take place
on the massive ring world, which you can
actually see rise up into the sky and loop
around in the far distance from planetside. A
single player adventure will take you on a
third-person journey through the world,
piloting sea, air and land vehicles in attempts
to fight off the alien onslaught. Multiplayer
will be somewhere between team play and
deathmatch, with a focus on vehicle-to-vehi-
cle combat and team tactics. It will be inter-
esting to see if a small publisher like Bungie
has what it takes to successfully launch a
potential AAA title into the competitive PC
marketplace. Keep a close eye on this title.

Perfect Dark
Publisher: Nintendo of America
Developer: Rare
Platform: Nintendo 64
Release Date: April 2000

Probably the most anticipated game of
the year for any platform in 2000, Perfect
Dark is Rare’s semi-sequel to GoldenEye
007, one of the best selling games of all
time. Perfect Dark puts players in the role
of Special Agent Johanna Dark as she goes
undercover to infiltrate a crime cartel in a
fantastically detailed futuristic sci-fi world

filled with high-tech gadgets and weapon-
ry. Rare’s impeccable track record com-
bined with Nintendo’s unique talents to
deliver AAA titles should have gamers
everywhere salivating in anticipation of yet
another Nintendo classic. A guaranteed
million-seller.

A3F%a9
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Pokéemon Gold/Silver
Publisher: Nintendo of America
Developer: Nintendo/Game Freak
Platform: Game Boy Color
Release Date: November 2000

If you thought the demand for Pokémon
Blue and Red was out of control, wait ‘till
you get a load of how kids are going to
react to Pokémon Gold/Silver, a title that
analysts agree will be Nintendo’s biggest
Pokémon title ever. In Gold and Silver,
players are once again asked to assume
the role of a Pokémon Trainer charged
with cataloging all of the world’s
Pokémon. And once again, players have a
rival attempting to thwart them at every
turn. While the story is the same, develop-
er Game Freak has added a number of
cool and innovative features to the game-
play to make Pokémon Gold/Silver much
more than just a normal sequel. Gold and
Silver add 100 new Pokémon to the ever-
growing species of monsters. In addition,
all Pokémon now come in male and female
flavors so you can now breed Pokémon by
putting a male and female Pokémon
together for a period of time, resulting in
an egg. Nintendo will back this title as only
it can, including a multi-million dollar
marketing promotion that will be second
to none.

Pokémon Stadium
Publisher: Nintendo of America
Developer: Nintendo
Platform: Nintendo 64
Release Date: March 2000

Pokémon was the undisputed heavy-
weight champ of videogame franchises in
1999, and things are not expected to slow
down much in 2000 if Nintendo has anything
to say about it. The onslaught will continue
with a number of new N64 games led by
Pokémon Stadium. Pokémon trainers will
be able to conduct turn-based battles simi-
lar to the Game Boy versions of Pokémon,
but outrageous animation sequences and
flashy special attack effects will make your
Pokémon come to life in stunning 3D. What
will really take this game to new heights will
be the ability to download saved monsters
from the Game Boy versions of Pokémon
Blue and Red and use that data with
Stadium, thanks to the special GB adapter
that plugs into the bottom of your con-
troller. In typical Nintendo fashion, Stadium
is also packed with mini-games to help add
more replay value to the game.

Ridge Racer V
Publisher: Namco
Developer: Namco
Platform: PlayStation2
Release Date: September 2000 (tentative)

Namco’s original Ridge Racer helped give
PlayStation the “killer app” it desperately
needed to become a success in the States.
Will the new Ridge Racer V do the same for
PlayStation2? So far, all signs point to yes.
Not only does the game look incredible with
meticulously detailed cars and environ-
ments, it also has the great trademark
gameplay and control that Namco is known
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for. Despite the similarities between GT
2000 and RRV, there should be plenty of
room on retail shelves for both to coexist
nicely at PlayStation2’s launch. Racing fans
should be very, very excited about
September 2000.

Shenmue
Publisher: Sega of America
Developer: AM2
Platform: Dreamcast
Release Date: (4, 2000

Dubbed a FREE (Full Reactive Eyes
Entertainment) game by its creator Yu
Suzuki, Shenmue is essentially a role-play-
ing game, but it’s like no other RPG cur-

rently available. The level of detail and cin-
ematic approach to the camera angles

offers players a truly one-of-a-kind immer-
sive experience. The world in which the
game’s main character Ryo moves is truly
alive, with people making their way around
the city and going about their business as
Ryo walks around. The passage of time is a
factor in the game; the time of day affects
the townspeople’s behavior and business-
for example, some locations can be visited
only during the evening. The amount of
hype surrounding Shenmue is truly
astounding considering the game’s U.S.
release is still more than nine months
away. This should ensure a sizable audi-
ence lined up to purchase the game on the
day that it finally hits stores shelves.

Syphon Filter 2
Publisher: 989 Studios
Developer: 989 Studios
Pilatform: PlayStation
Release Date: March 2000

The PlayStation spy action genre explod-
ed with Metal Gear Solid, which was quick-
ly eclipsed by Syphon Filter, a game that
many people thought was superior to MGS.
Now almost a year later, 989 is ready to
deliver a much-improved sequel with
Syphon Filter 2. With all the major compo-
nents in place that made the original so

popular-the strafing and targeting action,
the twisting stories and the stealth fea-
tures, SF2 is set to offer everything that
hungry action fans crave. SF2 should be

one of the last truly blockbuster
PlayStation hits in 2000 before the majority
of consumer and press attention shifts to
PlayStation2.

Tekken Tag Tournament
Publisher: Namco
Developer: Namco
Platform: PlayStation2
Release Date: September 2000 (tentative)

Namco has been a phenomenally suc-
cessful company in past years, thanks
mainly to two franchises, Tekken and Ridge
Racer. Now that the next generation of
super consoles is almost here, Namco is

prepared to update its properties with all-
new incarnations on PlayStation2. First up
is Tekken Tag Tournament, an incredibly
improved graphical presentation of the
company’s long-standing fighting series
that did so well on the original
PlayStation. If you thought Namco did a
nice job of increasing the visual splendor
of the arcade version of Soul Calibur
when it ported the game to the
Dreamcast, just wait until you see Tekken
Tag Tournament. In terms of gameplay,
Tekken Tag Tournament is basically a
direct port of the recently released
System 12 arcade game. Graphically, how-
ever, there are some major enhance-
ments in every category. All the charac-
ters have been completely redesigned
and look almost as good as they do in the
FMVs of the arcade version. GW

Continued from the Cover

market, even though some speculated
that it was an impossibility after the
Saturn crashed and burned.

Rumors have been flying since his
departure as to his whereabouts in the
industry. Well it appears that Bernie has
finally found a home with
Mattel Inc., and has been |
named president of the
Mattel Interactive division.
“Mattel has some of the
strongest brands in the
world,” Stolar said. “I'm
looking forward to helping |
shape Mattel’s software and
online product lines to fur-
ther capitalize on its
strengths today and make
Mattel Interactive an even stronger
interactive and digital media company in
the future.”

Cf course, with Bernie’s track record
for system launches, which also includes
having a hand in the launch of the Sony
PlayStation, Mattel is delighted to have
him on board. “With his wealth of inter-
active and brand building experience,
Bernie has the ideal background for this
position with a strong record of past

Bernie is Back!

Bernard Stolar

success,” stated Jill E. Barad, Mattel’s
chairman and CEO. “Under his leader-
ship, we will maximize the value of our
rich portfolio of software brands.”

Mattel will also be marketing Bandai’s
Wonder Swan here in the United States,
and Bernie’s previous work in
the hand-held market as
president of Atari’s Lynx divi-
sion should prove to be bene-
ficlal ~ for  Mattel.  The
portable, which is slated to
hit store shelves sometime
this fall, will be in direct com-
petition with Nintendo’s
Game Boy Color and SNK’s
Neo Geo Pocket Color.
Features include the ability to
link the system to either the PlayStation
or PlayStation2 via the Wonder Wave
peripheral, and there’s even talk about
the possibility of a colorized version of
the hand-held in the works.

At this time Bernie is refusing to offer
further comments on his new position
with Mattel Interactive. As details begin
to surface, we will keep you informed
with all the current information regard-
ing the transition. 6w

INTERACGTIVE STUDIO MANAGEMENT, LiC
Congratulates Our Client

lease of

ERS™ 2000

for Nintendo N64

ONE LANDED!”

Bay Area Los Angeles international
Clyde Grossman Robert L. Jacob Stewart Kosoy
(510) 865-9464 (310) 446-1100 (818) 599-1171

J a

www.gamedaily.com

GAMEWEEK MAGAZINE e JANUARY 17, 2000 7



pr insider

How to Score a Terrific TV Interview, Part 2

Bring Your Company Representatives fo the Limelight... and Sell More Games!

By Adam Renner and Erica Kohnke

ake a deep breath, folks—the red

light is on; the camera is rolling, and

it’s  time for your company
spokesperson to take the spotlight.

Last month’s column, “How to Get Your
Games on Television...Without Really
Trying,” focused on bringing new games
to the limelight—how to make sure new
products receive the broadcast hype they
deserve. This month, we’re divulging the
great secret to the most glorious form of
PR—here’s how to score an interview
spot for your company representative:
find a trend...and be ready at any
moment to take the stage!

FIRST, CONSIDER
YOUR OPPORTUNITIES

The majority of television opportunities
for your company’s personalities will be
with news and interview-format TV shows.

“Everyone ['ve spoken with who’s
appeared on one of the major interview
shows reports that their prestige sky-
rocketed,” says Marcia Yudkin, author of
6 Steps to Free Publicity. Regardless of

How to Prepare for a Television

hen your company’s representative
Wis scheduled for a coveted TV slot,

there is still time to make sure the
appearance goes off without a hitch:

Train. Media training might be the best
investment your company could make
before a large-scale TV interview cam-
paign. Even the most practiced intervie-
wee can learn from a full-time media
training service such as Decker
Communications.

Practice. Hold a mock interview the day
before the actual appearance and practice
answering the toughest questions. Ideally,
use a videocamera for the mock interview to
identify possible nervous habits, or to simply
check your appearance “under lights.”

the type of show you book for your com-
pany’s “talking head,” you stand to make
quite a splash with any type of appear-
ance. In addition, televised appearances
of your company’s “expert” can legit-
imize your organization in the eyes of the
public, and make your brand name stand
out on the store shelves.

Dorothy Doti, author of Publicity and
Public Relations from Barron’s business
library, agrees that these types of shows
are a good place for publicists to start
looking for opportunities; they generally
are meant to appeal to a large audi-
ence—to interest almost everyone. And
with the proliferation of cable networks
like CNN, ESPN, E! Entertainment, MTV
and local cable stations, there are more
opportunities than ever before to find a
relevant news show. In addition, classic
interview shows such as The Charlie Rose
Show and Today can be rife with opportu-
nities, provided you hook into a trend and
contact the producer in time.

It is very important to know the show, its
audience and the types of guests they book
if you want to realistically land time on the
air. Once you've determined your compa-

Meditate. Take some quiet time before
an appearance. You are likely to forget
important points and will sound nervous if
you simply run into a studio, attach a
microphone to your lapel and jump
straight into the interview.

Breathe. As in any interview, take time
to breathe and formulate thoughts during
the taping. Too often, anxious talk show
guests stumble over their own words in
their nervous state. Pauses allow you,
your interviewer and the audience to fully
process the ideas you're discussing. It's
OK to allow spaces for these breaths and
pauses.

Dress up. In the gaming industry, we
often wear informal shirts with embroi-

ny’s applicability, it is time to start the age-
old PR practice of “smilin” and dialin.”

“YOUR VIEWERS WILL

LOVE HIM BECAUSE...”
Call the station or network and ask for
the booking coordinator or producer of
the show you've targeted. You are only
going to have a few moments to prove
your company’s applicability to a show, so
it’s important to be ready with a quick
pitch—and you may want to suggest hav-
ing your representative participate in a
panel regarding a larger trend.

If all goes well, the producer will get
back to you in a short amount of time and
request a preliminary interview, and at
the very least, he/she will consider you
for the numerous “reactive” opportuni-
ties as they crop up.

At this point, the shows may ask for a
preliminary pre-interview. This may take
place over the phone or even in the stu-
dio prior to taping. You, as the PR repre-
sentative, should be in attendance at
both this and the final taping.

A staff member at a high-profile New
York talk show recommends: “If you

Appearance

dered logos for trade shows. Beware!
These outfits may look sloppy or rum-
pled on television. You're best off mir-
roring the dress style of the show’s
host, which is often formal. And men,
don’t shy away from makeup—even the
manliest sportscaster wears blush for
his broadcasts.

Color in the lines. Some colors just do
not work on television, for technical or for
various other reasons. News television
programs often eschew blues because
they blend eerily with a bluescreen. Dark,
solid tones often work best—stripes or
patterns can detract attention from your
speaker’s words.

Good luck, and see you on TV!

newsbits

Interactive Football-QB1, the interactive
game on FOXSports.com, will allow players to
compete with other armchair quarterbacks dur-
ing the upcoming Cotton Bowl on January 1,
2000 at 11am EST. The game works through
online players calling the offensive and defen-
sive plays while the game is taking place. The
game between the Arkansas Razorbacks and
the Texas Longhorns can be viewed on the tele-
cast on the FOX station and call their own play-
ers on www.foxsports.com/qb1/. The interactive
game will have chat that will allow fans to talk
about the game in progress.

Online Auction Survey-In a survey held
by Greenfield Online of 3,000 Internet
users, it was found that 46 percent of
them participate in online auctions. An
increase of one percent was found from
1998 to 1999 for computer software pur-
chases. An eight percent increase was
found for the same period for toy and
game purchases. The survey also found
that a year ago, ten percent more men
were shopping online. With the increase of
women shopping online, that percentage
has gone down to four percent.

Wal-Mart Launches e-Commerce Site—\Wal-
Mart, on New Years Day, launched a new e-com-
merce website with 24 categories. The site
includes a videogame section under the Home
Entertainment headline as well as a section to book
flights, find gifts and even a “My Wal-Mart,” which
keeps track of customers’ purchase histories.

WebMillion.com Enters into Marketing
Agreements—WebMilion .com Inc. has entered
into marketing agreements with Cybergold,
NetZero and Gamesville.com for the purpose of
boosting Internet visibility and recognition. The com-

attend the show, you can introduce your-
self to the staff, and you're also there for
the debrief with the client right after it
happens. Plus, if anything goes wrong—
your client accidentally says the compa-
ny’s net worth is $4 million when he
means $4 billion—you can ask a produc-
er if that can be corrected in editing.”
During interviews, it is often tempting
for your representative to throw in a
pitch for your game or company. This is
bad interview behavior. Irrelevant side-
tracking only serves to ensure that the
show’s producer won’t return your calls
in the future. Usually, the interviewer will
plug the product for you at the end of an
interview, which looks a lot classier (and
less desperate) than a forced mention.

BE READY TO REACT
Timing on television is vastly different
than print publications—gone are the
comforts of editorial calendars, long lead
times and meticulous fact-checkers.
Sometimes the best approach to TV cov-
erage is to simply be on your toes.

“If it’s location, location, location in
real estate, then it’s timing, timing, timing
on TV,” says the New York talk show rep-
resentative. He recommends making
yourself available for the inevitable last
minute booking. “You may get a call on
short notice when another guest gets sick
or bolts. Something may happen on the
news, and your client may be able to shed
some valuable light on the subject.” For
example, if you've got a child psychologist
representing a new game for kids, she
may be an ideal interview candidate for
one of the many “videogame violence”
discussions taking place on the air lately.

Television interviews are a terrific way to
draw attention to your products, clients and
PR skills! So, make the right calls, put on
your make-up (don’t panic, read the side-
bar!) and face the television cameras with a
smile...every time. GW

Erica Kohnke is the vice president of Linn
Public Relations in San Francisco, an agency
specializing in interactive entertainment.

This column was written with additional
reporting by Adam Renner, PR Manager, Linn
Public Relations.

pany has partnered with Exodus Communications and
Foundry Networks, which it feels will enhance its web
environment. Tony Hauser, webmillion.com CEO, stat-
ed, “By strategically aligning ourselves with interation-
ally respected organizations, we bring more value to our
members, our company’s brand and our website.”

Value America Makes Changes—e-tailer Value
America has announced that it will cut its 600 employ-
ee staff almost by half. The company is planning a $5.6
million restructuring as it lays off employees and
revamps sales after experiencing technical problems
and order backlog.

For Up-To-The-Minute News, Check Out GamEDAILY com
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Searching for a career in the gaming industry
or looking to post current joh openings?
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Look no further,
GameJOBS has
what you're
looking for.

Gamedobs.com is an online
network of resources created for
individuals searching for new
career opportunities with the
Mmost progressive companies in
the industry, and for companies
looking to fill positions.

As always, Gamedobs.com is
committed to offering employers
the most cost-effective and
efficient recruiting solutions;
posting jobs remains a

free service to the industry.

ameJOBS.com

Opportunity is just a click away
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Traditional Meets New

HOLLYWOOD BYTES

Media

2000 Shagadelics

The new millennium won’t be slowing down groovy

sixties pop icon Austin Powers anytime soon, and

to that we say...yeah baby! The good news for
fans is that Rockstar Games has aced the Austin
Powers gaming license for the next four years and
has big plans for the “International Man of
Mystery.” Sam Houser, president of Rockstar
Games, assures HB that Austin is perfect for
interactive gaming. “His appeal is based on the
elements of innocence, excessive personality,
charm and an ugly bastard getting the best girls—
that should translate well to our medium.” Houser
also thinks that the combination of a comedic
action hero armed with one-liners and loaded with
ironic satire should also play well, adding “I think
people love how un-p.c. yet how inoffensive he is.”
When asked if creator Mike Myers will play a part in
the development, Houser sites the contractual
details have yet to be worked out but offers, “We’d
love to pick his brain and get some more ideas!”
Now that’s asking for it!

Star Wars
Action Arcade

t's a safe bet that the force will continue to be with
ILucasArts as it prepares to release its next big gaming

title Star Wars: Episode 1 Jedi Power Battles. Building
directly from the movie’s famous fighting sequences,
Power Battles combines fast and furious lightsaber action
with ease of entry (no doorstop-sized manuals with this
title). Joel Dreskin, product manager, tells #B, “Never have we seen the lightsaber bat-
tles of the kind we saw in £pisode /. The Jedis are at their peak, and what a great platform
to build a game on.”

Players can assume the role of five different Jedi Knights including, naturally, Obi-
Wan and Qui-Gon (Evan McGregor and Liam Neeson in the movie) as they battle
their way, arcade-style, through a barrage of fierce enemies (safe to say Darth Maul is
one). In a unique way of opening
up the movie for interactive,
would-be Jedis can also play three
less prominent characters, Mace
Windu, (Samuel L. Jackson)
plus a female Jedi, Adi Gallia and
alien, Plo Koon. “You saw them on
the Jedi Council, but there wasn’t
much exploration of those charac-
ters in the film, so we built them
into the game,” says Dreskin.

Big screen, small screen and anything in-between, convergence is kmg, so tune in every month as
Hollywood Bytes takes you on a tour of how Tinseltown and Interactive boot up together....

by Karen Jones

Bahe Meets Godzilla

ere’s no stopping the Game Boy
T(hjolor craze, and that’s good news for
publishers like Crave Entertainment
that have two high-profile cross-media
favorites, Babe and Friends plus
Godzilla:  The Series, in release.
“Historically, when a hot license is com-
bined with great gameplay, you see suc-
cessful sales results,” says Holly
Newman, Crave’s executive VP of pub-
lishing. She tells HB, “We believe both
Babe and Godzilla are
extremely appealing to kids.
When you combine that
appeal with the high aware-
ness of these properties and
great gameplay, you deliver a
terrific gaming experience.”
Babe and Friends is a fun-
filled puzzle game based on
the two movies featuring the
adorable little pig who thinks
he’s a sheepdog (and who is
cuter than Babe?). Meanwhile,
Godzilla: The Series is based on the ani-
mated television series where kids can
assume the role of the world’s best known
reptile and save humanity from hordes of

mutant monsters. Yvonne
Soderberg, director of
marketing & brand planning
at Sony, calls Godzilla, “A
classic, and one of the
world’s most recognized
icons.” She also confirms to HB that Sony
Pictures Consumer Products worked “very
closely” with Crave in adapting him for
interactive mayhem.

On the Warpath!

Il those ready for the roar of the
mighty Tyrannosaurus Rex should

check out Electronic Arts’ Warpath

¢ Jurassic Park, developed by DreamWorks
i Interactive for the PlayStation. This 3D
i thriller is the latest Jurassic-inspired
i crunch-fest and the first to feature 14 dif-
¢ ferent dinosaurs thrashing it out “head-to-
i head.” A key element in creating and sus-
! taining all the heart-pounding action is the
! top-tier sound effects by sound designer
: Erik Kraber. Kraber cut his teeth in the big
{ screen with movies like Seven, but it was
i while freelancing for DreamWorks’ The Lost
i World title, that he found he could merge
¢ sound design with videogaming.

Kraber also did the sound for EA's Medal

of Honor but found the task of creating 14
i distinct dinosaur audio patterns, a true chal-
i lenge. He tells 4B, “In sound design, it’s

3

easier to create mechanical sounds. With
dinosaurs, you have to dig deep into your
imagination to figure out how these beasts
would have sounded.” He adds that it was
imperative to make sure they would “live up
to the quality standards set by the Steven
Spielberg films.” Kraber began by studying
the physical attributes of each dinosaur,
recording mixtures of human <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>