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es, you heard it right. The game
Yseries that had everybody

talking after the high school
shooting last year in Littleton,
Colorado, Doom, is making a
comeback. According to the
cofounder and lead programmer
of id Software, John Carmack, one
of his latest .plans revealed that the
company’s next project will be a new
Doom title.

project unless you fire us.” Instead of turning

it down again, Cloud and Adrian Carmack

agreed on the project and development

of a new Doom game is now under

way. Carmack added that the title

will “focus on the single-player

game experience, and using brand

new technology in almost every

aspect of it. That is all we are pre-

pared to say about the game for

some time...we will talk about it when

things are actually built, to avoid giving
misleading comments.”
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However, the decision did not come without
some controversy. In Carmack’s .plan, he also
stated that it took a threat to Kevin Cloud and
Adrian Carmack to get the project rolling.
According to John Carmack, Cloud and Adrian
Carmack control more than 50% of id software. It
seems that after Quake /1l: Arena was complet-
ed, many employees of the company had a desire
to create another Doom title. Yet, as Carmack
stated, “Adrian had a strong dislike for the idea,
so it was shot down over and over again. In addi-
tion, Carmack went on to say that he was not
pleased with what the company was presently

Artist’s conception of the Doom lll logo

working on at the time. Since talks about the next
Doom game were going nowhere, “design work
on an alternate game has been going on in paral-
lel with the (Quake III: Arena) mission pack
development and my research work...I dis-
cussed it with some of the other guys, and we
decided that it was important enough to drag the
company through an unpleasant fight over it.
Basically, Carmack along with others in the
company, gave Cloud and Adrian Carmack an ulti-
matum; “We are working on Doom for the next

Yet, while many in the company applauded the
decision, it did not come without a price.
Carmack also stated that Kevin Cloud and Adrian
Carmack fired Paul Steed. Steed had been with id
Software since 1996 and was one of the compa-
ny’s modelers/animators. This decision did not
please John Carmack at all. He added, “Paul has
certainly done things in the past that could be
grounds for dismissal, but this was retaliatory for
him being among the ‘conspirators.”” I happen to
think Paul was damn good at his job, and that he
was going to be one of the most valuable contrib-
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Daikatana: Will Fast
Start Continue?

By Ben Rinaldi

EA Involved in
Patent Lawsuit

By Bryan Intihar

hile Electronic Arts had a very strong show at this year’s

E3Expo in Los Angeles, all is not well for this Delaware-

based company. On May 25, Kenneth K. Dickinson of Ann
Arbor, Michigan, filed a patent lawsuit against the company.
Dickinson is accusing an Electronic Arts subsidiary, Tiburon
Entertainment Inc., of infringing upon the United States Patent
Number 5,797,796. The plaintiff is asking for “damages and equi-
table relief” for the patent infringement.

games in recent memory have stirred

the emotions like the recently released
PC game Daikatana.

Conceived by John Romero, the
acclaimed game designer who’s worked on
first-person shooters since the dawn of
the genre, Daikatana is an epic story-dri-
ven first-person shooter set around a
fabled magical sword, the “Daikatana.”
The game spans four massive episodes,
each with a completely different weapon
arsenal, bestiary, art and overall look and
feel; it's really four games in one. Its

(continued on page 3)

It’s not a stretch to say that very few
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Daikatana: Will Fast Start Continue?

episodes range from a gothic, futuristic
Kyoto, Japan to Ancient Greece, medieval
Norway and San Francisco, circa 2030.

Because of Romero’s past game-design
successes, Daikatana promised to com-
pletely redefine the action genre. lon
Storm—~Romero’s newly founded compa-
ny—originally planned to use the proven
Quake engine for Daikatana, but chose to
switch to the Quake Il engine upon that
game’s release. The game’s long develop-
ment cycle was marred by controversy,
including a series of well-publicized defec-
tions from the company in 1998, and an ill
conceived and offensive ad campaign
(“John Romero is going to make you his
bitch™) that alienated a once strong fan
base. Now, after much hype and even more
delays, Daikatana has finally hit store
shelves.

On the Move INDUSTRY PERSONNEL CHANGES

Intel Corp.

Intel Corp. announced that it has appointed
Pamela Pollace to director of worldwide marketing
operations. She succeeds 20-year Intel veteran
Jami Dover, and has certainly climbed up the
ranks since joining the company in 1987. Pollace
will be responsible for all marketing operations
worldwide, including advertising, corporate mar-
keting communications, press relations, the Intel
Inside program, Internet marketing and channel
marketing programs.

Goodguys.com

Marcus F. Nucci has been named chief informa-
tion officer of goodguys.com. Nucci, formerly the
senior vice president of technology and the acting
CIO of Value America, will be responsible for man-
aging the development and deployment of the
company’s e-commerce retail site, and will also
stand in as acting CEO of the company as it con-
tinues its nationwide search to fill that seat.

Kmart Corp.

Kmart Corp. announced that Chairman/
President/CEO Floyd Hall has relinquished his
post to retire, and will be replaced immediately
as chairman/CEO by Charles Conaway. Conaway,
who has signed a five-year agreement with Kmart,
previously served as president/COO of CVS Corp.

Uproar Inc.

Uproar Inc. built up its executive roster with the
addition of Robert Rebmann to the post of vice
president and controller. According to the compa-
ny, Rebmann will be responsible for filings to the

So now that the short-and-sweet game-
history recap is out of the way, the question
remains: Are consumers buying the game?
Has all the negative publicity hindered or
helped its sales potential? The answers
might surprise you.

Despite getting slammed by the majori-
ty of online and print media for its unin-
spired game play and lackluster visuals
(when compared to games like Unreal
Tournament and Quake [II: Arena),
Daikatana seems to be holding its own at
retail. According to NPD sales tracking
numbers, the controversial game made its
debut as the fifth best-selling PC game in
its first week of availability (May 21-27,
2000).

Bob McKenzie, Babbage’s director of mer-
chandising for PC products, confirmed NPD’s
numbers, saying, “While it did not fully meet

U.S. Securities and Exchange Commission and
“global financial reporting.”

Irrational Games

System Shock 2 creator Irrational Games is beef-
ing up its new development facility in Boston.
They include Robb Waters, conceptual artist; Jeff
Dixon, game systems programmer; and Bryn
Bennett, engine programmer. The software house
has begun work on The Lost for PlayStation 2.

Firaxis Games

Firaxis Games announced that it has hired three
new programmers, which will enable the company
to “ramp up [its] development teams and further
the growth of the organization.” Michael
Breitkreutz, Soren Johnson and Jacob Solomon
have joined the company to help with the
Dinosaur and Civilization Ill projects.

Rogue Entertainment

Dallas-based developer Rogue Entertainment,
acclaimed for Quake mission packs and the
impressive N64 port of Quake I, has appointed
Brandon James as game designer. He has previ-
ously worked on the PC version of Quake II.

Verant Interactive

Verant Interactive, Inc. has named Kelly Flock as
president and CEO of Sony Online Entertainment
(SOE). Flock will supervise the development of
new interactive games by SOE and Verant, and
will oversee SOE's website, the
Station@sony.com.

the expectations that I had for it, I'm happy
with the sell-through that I'm currently run-
ning at. It did make my “Top 5’ last week [for
Babbage’s 475 store chain] and anytime that
happens, it’s a positive.”

GameWEEK contacted a few local retailers
who confirmed that consumer interest for the
product has been steady, despite the negative
publicity. John Kelleher, store manager of
Software Etc., commented, “It’s been selling
average. There weren’t as many pre-orders as
we hoped because of all the delays. A few peo-
ple have asked about it, but it is nothing like
the response that consumers gave for Quake
[II: Arena or Perfect Dark and some of the
other first-person shooters on the market.”

Yet another store manager, Greg Johnson
of Babbage’s, said “It would have been good
four years ago. We have been selling a fair
amount of copies. However, we have been get-
ting many returns with complaints that it’s not
avery good game.”

For now, anyway, it appears Romero may
have the last laugh, since the game is per-
forming better than anyone could have
imagined, given the circumstances.
However, what remains in question is
whether or not Daikatana will have the legs
to maintain its popularity with shoppers
over the long haul. For a more detailed look
at Daikatana’s sales potential, check out
our review on page 14. GW

Sony to Sell PS2 Chips

oftware-Sony Corp is planning to begin sell-
Sing its PlayStation 2 game console’s chip
sets and related software to non-Sony elec-
tronics makers in Japan and abroad, according
to the Nihon Keizai Shimbun. The companies
buying the chips from Sony anticipate growing
demand for the PlayStation 2 technology as
more digital appliances become connected to
high-speed broadband networks. Sony further
expects the chip sets and software to be used
in settop boxes, home servers and digital TVs,
which transmit and receive large volumes of
video data via the Internet. GW
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EDITORIAL

By Andy Eddy
West Coast Editor/GameWEEK
Editorial Director/GameDaily.com
andy@gameweek.com

Looking Back,
Looking Forward

ough the interactive-entertainment

Tndustry is still in its relative infancy,

we've seen amazing strides in its techo-
logical progress and with the level of enjoy-
ment it passes on to its users. Think back
20 years ago, when gamers were enjoying
arcade games such as Space Invaders and
Missile Command. Home Pong games were
prevalent—for about the cost of a
PlayStation today. The Atari 2600 VCS was
really starting to take off as the first car-
tridge-based game console.

Today, we have realistic 3D graphics
and elaborate soundtracks to take the
place of the crude, blocky images and the
beeping audio of the '80s. Software devel-
opment that was at one time carried out
by a single person now demands teams of
specialists to handle the programming,
audio, imagery and other aspects of
today’s sophisticated games.

| doubt the industry pioneers in 1980
had a good grasp of what was to come in
1981, let alone what would be the norm
two decades later. Looking back, | know |
was just interested in playing my next game
of Battlezone (and don’t mind saying that |
was lucky enough to twice hold the world
record score). Could they have predicted
that for a few hundred dollars, home con-
soles in 2001 would not only enable inter-
active games, but also offer gaming against
others anywhere in the world and play full
quality movies?

And there's a world beyond the game con-
soles just around the corner. For instance,
Finnish phone giant Nokia announced at the
recent E3 that it was offering software tools
for the development of games for its wire-
less phone-based entertainment concept.
Just as this issue was being prepped for
printing, Sega and Motorola had agreed to
partner on Java-based wireless gaming over
phones and pagers.

There's a point to be made that all of us
have to remain flexible in our thinking—
don't get in a rut thinking that today’s con-
cepts will remain tomorrow’s tradition. Don't
lock yourself into popular trends, because
they’ll likely wax and wane over time.

What will be hot in 20207? | can say for
sure that in that year—I'll be 62, if I'm still
around—I’ll simply be looking for something
that’s fun to play. I'm sure the same can be
said for your customers. GW

Coming Next Week:

Jim Loftus determines if it's easier to break
your head against a plow or play Samba de
Amigo while sober.

www.gameweek.com
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Continued from the Cover

id to Create More Doom

Honey, | Shrunk the PlayStation

Hot stuff coming out of a recent issue of
Weekly Famitsu, one of the world’s most
respected consumer gaming magazines.
The Japanese publication printed this image
of a mock-up of Sony’s top-secret “Mini
PlayStation.” The unit, rumored to be ship-
ping near the end of the year in Japan, is
said to feature
two key sell-
ing points: a
lower price i,
and portability.
While it is not likely to
contain a built-in LCD
for viewing, the mini S
console can be easily :
transported from one loca- ”‘*" 3
tion to another, and its AC/DC

ability will allow it to draw power from a wall
outlet or from other sources, such as a vehi-
cle’s cigarette lighter socket. The size of the
smaller system is said to be roughly half the
width and half the depth of the current
PlayStation. Remember, this image is just a
mock-up, but many aspects of the final ver-
sion should be visually similar.

Dragon Quest VIl Frenzy Heats Up
Anticipation is building in Japan for the
arrival of Enix’s newest installment of its
famous role-playing series, Dragon Quest
VII. After numerous delays, the PlayStation
RPG is set to ship on August 26.

Zombies at Sea World?!

Not exactly, but Capcom has decided to re-
route development of Biohazard Zero from
the N64 to Nintendo’s upcoming Dolphin
system. Whether this means the N64 ver-
sion of the game has been completely axed
or merely “on hold” is uncertain.

Sony Ramps Up PS2 Production

Sony recently announced it has invested an
additional 125 billion yen in its PlayStation
2 chipset factory in Japan. The investment
will facilitate an increase in PS2 chipset
production volume in order to prepare for
demand in the U.S. and U.K. when the sys-
tem launches in November. Once the facto-
ry is operating at full capacity, Sony will be
able to produce upwards of 2.2 million
Playstation 2 units per month, up from the
current 500,000 units per month.

Atlus Unveils deSPIRIA

New details on Atlus’ latest Dreamcast pro-
ject, deSPIRIA. Taking place 20 years after
the Third World War, humans are attempting
to survive the bio- C .
chemical aftermath.
The player assumes
the role of a female
assassin, Alura,
who has a special I ; 4

gift, the “Mind Dive.” This ability enables
Alura to delve into the minds of other char-
acters to retrieve images and information,
something which sounds slightly reminis-
cent of the “Brain Jack” feature in Atlus’
first DC game, Maken X. deSPIRIA’s battle
system allows Alura to use both her mind
and spirit to destroy enemies. In the same
vein as Crave's recent PlayStation thriller,
Galerians, deSPIRIA depicts the usage of
fictional spirit and mind altering drugs. The
game is expected to release in Japan by
the end of the year.

utors to Doom.” While GameWEEK was
unable to contact Steed, he did comment
on his firing at STOMPED.com. He stated,
“My time at id was priceless and no doubt
ranks among the most memorable of my
life. I hope the ones responsible for this
wasteful and pointless act enjoy what they
see in that mirror every day. My commit-
ment and dedication to id was unquestion-
ing—people are just blind to their insipid

i loyalties and petty insecurities.”

Kevin Cloud also responded on the
Steed firing in his latest .plan. “Although
Adrian and I alone made the decision to
fire Paul, it is the general opinion among
the rest of id that we made the right deci-
sion. Paul was not fired as a result of his

Doom II

support of Doom. For several
reasons, it was time for id
software and Paul Steed to
part company,” said Cloud.
“This should have no reflec-
tion on Paul’s talent as an
artist. It goes without saying
that he is one of the best
modeler/animators in the
gaming business.” As for
Cloud’s continuing relation-
ship with John Carmack, he
added, “John and I have
agreed to disagree, put our
differences behind us and
move on to make Doom the best game we
can make it.”

Even with Steed leaving the company,
there is still a great desire among PC
gamers for another Doom title. According
to one poll by a popular PC content site,
Shugashack.com, 54% of the respondents
said that the next Doom game should be
made “at all costs.”

The game series was born on December
10, 1993, with the release of Doom. In 1994,
Computer Gaming World named Doom the
Best Action/Adventure game and it received
the Golden Triad Award for “In Recognition

Final Doom

of the Product’s Superior Quality.” It also
received the Best Action/Adventure Game
for 1994 by the Academy of Interactive Arts
and Sciences.

id Software followed up Doom with Doom
[I: Hell on Earth in October of 1994. Since its
release, id has sold over two million copies
of the game. In addition, like its predecessor,
Doom [I has also received multiple awards.
So, expectations are very high for this next
installment in the Doom series.

Keep checking back with GameWEEK
for more information on the latest Doom
project. GW

According to the suit filed in the United
States District Court in Florida, Tiburon,
“upon information and belief, developed
and manufactured and has continued to
develop and manufacture software prod-
ucts in this judicial district on behalf of
Electronic Arts with the knowledge and
consent of Electronic Arts, and under the
direction and supervision of Electronic
Arts, which infringes upon the 796
Patent.”

Dickinson is accusing Electronic Arts
and Tiburon of using his patent for a “Data
Analysis System,” saying that this technol-
ogy was used in much of the software that
falls under the “EA Sports™ brand name,
including titles like Madden NFL 99 and
Madden 2000. In addition, the suit states
that the “defendant’s (Electronic Arts)
infringement has been deliberate, willful,
intentional and with full knowledge of the
existence and validity of the '796 patent.”

Even though Dickinson admits that the
system that Electronic Arts is using is
slightly different, he still claims that it is
infringing on his patent. The suit that was
filed states that “The only differences
between the systems and methods
described and claimed in the '796 patent

Continued from the Cover

EA Involved in Patent Lawsuit

and the infringing products and related
components are minor and the possibility
of changing the systems and methods
described and claimed in the 796 patent in
these minor ways while retaining their
essential and respective ‘function, way
and result” would have been obvious to
persons reasonably skilled in the area of
software, even before such changes were
made by the defendant. Therefore, the
infringe products sold and distributed by
Electronic Arts infringe the '796 patent
under the doctrine of equivalents.”
GameWEEK was able to obtain a copy of
Dickinson's patent, detailing what specifi-
cally the patent entailed. His “Data
Analysis System” is “a data system adopt-
ed to accept certain first data associated
with a game situation and to forecast
future plays in athletic contests.” The
patent has three parts to it. First, the sys-
tem is to “provide a computer based
and/or automated data system which can
be used to make accurate forecasts of
future plays in athletic contests and which
can store and retrieve past plays and asso-
ciated game situations.” The second part
of the system is to “provide a system that
can rapidly forecast future plays in athlet-

ic contests for a multitude of different
game situations.” Lastly, the system can
“be adapted to use in a wide variety of
other applications associated with non-
athletic events.”

While this case has just started, this is
not the first time that Dickinson has taken
a game company to court over this patent.
When GameWEEK was speaking with Mr.
Dickinson’s attorney, John G. Chupa of the
Michigan-based law firm Chupa & Alberti,
PC., he had mentioned that Dickinson filed
a similar lawsuit in a Texas court against
Acclaim Entertainment. However, when
GameWEEK asked how the suit was set-
tled, all Chupa could say about the case
was that it was no longer active but he
could not discuss it in any more detail.
GameWEEK attempted to contact Acclaim
about the suit, but our phone calls were
never returned.

GameWEEK was able to contact
Dickinson at his home in Ann Arbor, but he
would say only that his lawyers had advised
him not to comment on the impending law-
suit against Electronic Arts. Also, by the
time this issue went to print, Electronic
Arts did not return GameWEEK’s calls
regarding the case. GW
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By Dane Baker and Dennis Day

JAPAN NEWS BRIEFS

s GameWEEK's newest content partner,

CoreMagazine.com will be bringing the very
latest software development news from overseas
each and every week.

PlayStation2 Software Sales Plummet

According to a recently conducted BCN study in
Tokyo, sales of PlayStation 2 software have fallen
at an alarming rate. The week of March 4, when
the PlayStation 2 launched in Japan, PS2 software
sales represented approximately 49% of the con-
sole software market. By the third week of March,
however, PlayStation 2 software sales plunged to
7.7%. The study attributes this severe drop to a
shortage of PlayStation 2 hardware. Based on a
study of 288 stores in Tokyo, however, PlayStation
2 software sales haven'’t improved since then,
and, in fact, they've slightly worsened. According
to figures released for May, PlayStation 2 soft-
ware sales represented approximately 7.4% of all
console software sales for the month. The study
attributes this to strong DVD movie sales, and

the continued sales strength of original
PlayStation software.

Dreamcast Lockout?

According to videogame retail representatives in
Hong Kong, China, several recently released
Dreamcast titles are incompatible with variations
of the Dreamcast mod chip. To date, several ver-
sions of the Dreamcast modchip have been
released, ranging from four to 26 wires. From

Sega’s Development Teams
Gain Independence

Could this be the first sign of Sega developing for competing platforms?

By Jim Loftus

ega’s creative forces are split-

ting. That, according to a report

on Reuters, is how Sega plans to
keep a close watch on profitability.
The report revealed that Sega
Enterprises plans to split its soft-
ware R&D divisions into nine local
units  beginning in  July. The
company’s video arcade (coin-oper-
ated) departments will also be
affected, dividing into five separate
companies in October. The restruc-
turing is being made in an effort to
improve profitability of each individ-
ual unit and to closely monitor each
department and increase account-
ability for earnings that result
from each project. Each financially
independent development house
will report directly to Sega’s parent

Only the Names

company, CSK Enterprises.

In markets of ever-increasing com-
petition, restructuring of this magni-
tude may not happen
every ten minutes, but
it'’s not that uncommon
either. In addition to
Dreamcast-related rea-
sons for the move
offered up by Sega,
could it also be that in
the future, Sega-brand-
ed software might be
seen gracing the com-
petition’s  hardware?
Maybe. Sonic Pocket
Adventure was published on SNK's
Neo Geo Pocket Color late last
year, but more interestingly are the
comments from one of Sega’s own.

In an exclusive interview conduct-
ed with Yuji Naka (see GameWFEEK

Sega’s Yuji Naka

6/12,p. 42), GameWEEK learned that
in the pursuit of profitability, any-
thing could happen. “My main focus
is Dreamcast, but Sonic
Team is separating
from Sega, so anything
is possible,” Naka stat-
ed. When asked about
whether he would con-
sider developing con-
tent for systems such
as Dolphin or X-Box,
Naka answered “I do
not think very highly of
PlayStation 2. There
have been many prob-
lems with it. With Dolphin and X-
Box, however, there is a possibility.
Who knows? If I did decide to do
something outside of Dreamcast, |
would be inclined to go in that
direction, yes.” GW

The list of departmental changes taking place at Sega Enterprises starts

in July. Note that AM2’s name remains, as it already separated from Sega

Have Been Changed....

what we've been told, Asian/Japanese model last year, weeks prior to the release of Shenmue.

Dreamcast systems modified with several varia-

Old Name New Name Notable Properties Include

tions of the Dreamcast mod chip are unable to

K ; . . AM1 Wow The House of the Dead, The House of the Dead 2,
load two game titles in particular: 4-Wheel gl Del & LA. Rid Zombie R
Thunder and Tony Hawk’s Pro-Skater. It is believed ariey aY/ son‘ T I_ i 3 Sl eveﬁge
that American game developers are incorporating AM2 AM2 (same) Outrun, Virtua Fighter series, Virtua Cop series, F355 Challenge, Shenmue
new boot techniques to defeat the mod chip’s AM3 Hit Maker The Lost World: Jurassic Park, Virtual On: Oratorio Tangram
ability to load American software on systems from AM4 Amusement Vision  (data unavailable)
Asia and Japan. It's currently unknown if AM5 Sega Rosso Daytona 2
Japanese game developers are planning to AMG6 Smile Pit Jet Grind Radio
include similar routines aimed at preventing modi- AM7 Over Works (data unavailable)
ﬁed_ American Dreamcast systems from running AMS8 Sonic Team Sonic series, NiGHTS, Burning Rangers, Samba de Amigo, Phantasy Star Online
their software, but we'll keep you posted. AM9 United Game Artists  Space Channel 5

Wave Master Digital Media (data unavailable)

Sega Hunting Down Resident Evil?

It’s currently unconfirmed, but reports out of
Japan are suggesting that Sega is developing a
top-secret action/adventure game for Dreamcast
called Head Hunter. The game is said to revolve
around the familiar “survival horror” theme most
associated with Capcom’s Resident Evil series
and run via the same graphics engine that pow-
ered Yu Suzuki’'s Shenmue. Head Hunter will
reportedly allow the player to move freely through-
out the game's environment to visit various loca-
tions as well as travel about using vehicles like a
bicycle.

X Marks the Spot for Capcom

As one of the developers signed on to develop con-
tent for Microsoft’s X-Box game console, Capcom
announced in Japan that it had received its X-Box
development kit.

Sierra Game Gets Off the Ground

Sierra is in the process of porting its real-time
strategy PC game Ground Control to the
PlayStation 2. In Ground Control, up to four play-
ers manage tactical squads of foot soldiers,
mobile units, aircraft and support units as they
attempt to secure control over a distant planet.
The PS2 version of the game will feature exclusive
new game play elements and enhanced graphics.

Olsen Twins Sign Autographs

Siblings popular with young gamers

By Steve Traiman

cclaim Entertainment

launched its Club Acclaim last

summer, in order to diversify
into the girl gamer market from its
impressive action and sports game
genres, with Mary-Kate & Ashley’s
(The Olsen Twins) own Dualstar
Interactive  company  directly
involved. Christina Recchio, Club
Acclaim  marketing  manager,
acknowledges that getting the very
savvy girls with a very high Q recog-
nition score “was the key to suc-
cess in reaching our target market

of girls age 5-12.” The twins were on
hand for a whirlwind day
of photos and interviews at
the Club Acclaim area of the com-
pany’s E3 exhibit. After the suc-
cessful release of their first PC
and two Game Boy Color titles,
they previewed the upcoming fall
release of their first PlayStation
title, Mary-Kate & Ashley Magic
Mystery Mall. GW

Mary-Kate and Ashley Olsen show
off the cover of Interactive Kids’
premiere issue with their “guest-
written” feature on “what’s new?”
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For generations, the legendary name of Turok has signified courage, strength,
combat and sales. Now, a new generation of Turok is here. A new generation of limit-
pushing graphics, more than 20 menacing levels, over 40 ferocious enemies, intense
multi-player action and a fully interactive storyline. Turok is back. Armed and ready
to deliver for you when the evil is reborn.

Battle with Turok in the best
3D action game ever for N64!

THE RESURRECTION OF TERROR.
THE REBIRTH OF WAR. THE RETURN OF TUROK. s o ®

Wield the market power of the
best-selling Turok franchise!

Allaim’

www.turok.com

Turok 3 ® : Shadow Of Oblivion™ and Acclaim ® & © 2000 Acclaim Entertainment, Inc. All Rights
Reserved. Turok: ® & © 2000, GBPC, Inc. All Rights Reserved. Nintendo, Nintendo 64 and the "N*
logo are trademarks of Nintendo of America Inc. © 1996 Nintendo of America Inc. Licensed by
Nintendo. The ratings icon is a regi of the ive Digital Software Association.




Multimedia Helps Online Gaming

Increased media usage by broadband users is good news for game networks and publishers

By Paul Palumbo

ultimedia “usage” by broadband cus-
M tomers online far outpaces that of

narrowband users, which offers pub-
lishers, game networks, game sites and
rights holders of all stripes a lot more flexi-
bility in designing both experiences and cus-
tomizing the business models in the con-
nected economy, whether targeting main-
stream or hard-core gamer constituencies.

There are far fewer broadband users
(about 2.6 million today) than narrowband
Internet users, but research indicates that
higher bandwidth availability translates into
more rich media accessed per unique
broadband user, and that behavior has signif-
icant implications for the entire game food
chain. For example, according to Digital
Broadcast and Programming/Webcast Track,
visitors to movie, sports, Internet TV, news
and information sites at narrowband rates
consume about .4 video streams per month.

For broadband users, the usage index
(media streams served divided by total
unique users to these entertainment sites) is
about 5.5 streams per month. That’s quite a
difference (see graphic below).

Greater usage per unique broadband user
means that more ad inventory can be
delivered, and coupled with a higher CPM
(cost per thousand eyeballs reached) for rich
media suggests that game sites, destinations
and networks currently selling banners
against videogame content could generate

significantly more advertising revenue and
increase the bottom line, even though band-
width (hosting and serving) costs will go up.

“When we go to broadband, people are
going to want to play more,” says Gabrielle
Mitchell, director of network marketing at
Sega.com. “They are going to be able to play
games that they can’t play now. They can
download and take part in activities they
can’t do now. Broadband opens up an incred-
ible world for Sega. It allows us to build out
our franchise characters, and do things with
them online that we can’t do now.” “If you
add in the content, the stickiness to our
sites will increase. The overall community
improves and changes, but the games still
have to be good. Strong community based
support, such as chats, won’t change much,
but we’ll be able to add more eye-catching
types of stuff,” Mitchell adds.

BROADBAND “WHEN,” NOT “IF”
While there is a lot of debate about when a
meaningful installed base of broadband
users will arrive, and then bandwidth in res-
idential markets will increase, there are a
multitude of suppliers targeting that poten-
tial high-speed customer base.

With DSL providers scaling up, datacast
ventures ready to roll out, AOL Plus in a
launch mode, cable modem and high speed
networks being installed by so called “over
builders™ (networking companies that have
been granted rights to supply cable service
within existing cable TV markets) and the

Video Streams Served/Unique User

T
“"BB BB BB

Broadband Sites

Source: DBP/Webcast track

Narrowband Sites

two main providers of
cable modem service
today (@Home and

RoadRunner) adding Platform Type

Types of Broadband
Access Into Residential Access

Providers

more  subscribers, DSL
there will be a number
of ways to deliver  Cable Modem

game content to com-
patible local store and
play devices.

Cable overbuilders
high speed cable

Datacasting

Covad, Rhythms, Northpoint,Telcos
Time Warner, Excite@Home

ICTV, Grande, WIN, Advent, Networks, RCN

iBLAST, iCAST, Geocast, MediaStorm

It’s not going to hap-
pen overnight. Thereis ~ AOL Plus AOL
CU”ently €XCess Source: Compiled by Paul A. Palumbo
demand for broad-

band. In other words,
everyone who wants it,
or would pay for it, still
can’'t get it. And, when
they can get it, installa-

. messaging;
tion and trouble-

shooting cycles can

take weeks.

These are certainly
consumer problems,
but they won’t change
the demand and adop-
tion patterns for high-
er speed residential
services when they are available. Take rates
are going to be strong.

“There is going to be a big change in the
business, but it will be in 5-10 years, not 1-3
years,” says David Cole, president of research
consultancy DFC Intelligence. “The whole
nature of the types of games people will play
will change. There will also be new audiences
playing more high-end games. There is a
demand for user-driven entertainment, and
that will only increase as experiences get bet-
ter. Look at all the trouble people go through
now to watch streaming video on the PC at
narrowband rates, and yet, they do it.”

FIRST-PARTY CONSOLE
PUBLISHERS “GET” CONNECTED
First-party console publishers, such as Sega,
Sony and Microsoft, have different approach-
es to extending the value of their core brands
into connected environments, but all share
one common belief: The world is getting
more connected everyday and publishers
have to find ways to exploit that fact.
Consider Take-Two Interactive. Along with
the NDS Group, Take-Two has agreed to joint-
ly market and promote direct-to-home multi-
player games. The company’s Broadband
Studios subsidiary has developed an online
platform and server, which will be integrated
with NDS™ MediaStorm [P datacasting plat-

form, using satellite distribution initially.
Sega is a backer of connected console
gaming, but is using a “migration up the
bandwidth curve” strategy. “This is the first
time the console industry has been able to
functionally embrace online, and bring the
games online in a way that competes and

The potential for increased ad inventory/impressions deliv-
ered across a more active user base tuning into a better
game experience should have the following results:

® Boost the deployment of ad serving technologies for in-stream

® Imply greater reliability (the technology doesn’t break and
game playing is made more fun), which will reduce churn;

® Result in greater “length of view” (gamers staying connected to
sites and brands for longer periods of time, which has value);

® Offer greater opportunities for IP PPV or digital download rela-
tionships/windows with publishers who might consider going “day
and date” with retail release.

actually surpasses what has come before it
on the PC side,” commented Mitchell. “PC
gaming exists, but you're primarily playing
people over a LAN. We're saying you can dial-
up into a network and get great game play,
and that’s different. There will not be wide
availability of broadband by 2003 or 2004.
What Sega is saying is that we can deliver the
online gaming experience that is comparable
to a broadband experience, but at narrow-
band rates, and we can do it this year.”

For its part, Sony has stated publicly
(although the company has been vague about
specifics) that it plans to use the PlayStation
2 to form the basis of an e-distribution net-
work, with consoles potentially hooked up to
a broadband service, and adding a hard drive
storage option for digital downloading.

Microsoft’s X-Box will ship with a hard
drive (about 8 Gigabytes) which will give
gamers that download option right out of the
gate. And, with more and more college stu-
dents accessing the Internet through univer-
sities, that will be an attractive demographic
to promote those types of integrated game
play and bandwidth services to, since they
already have experienced higher bit rates
and will now expect it.

It’s still a narrowband world on the
Internet, but in the long term, publishers
and site developers are really in the busi-
ness of inventory frequency and increasing
length of view online; a more wired world
should deliver that business to them in a
big way, which moves the industry more
squarely toward an ad based model that
will more than incrementally add to the
bottom line. GW
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THE LEADER IN INTERNET DEMO & TRAILER DISTRIBUTION

60,000,000

== CUSTOMERS

Game Launch? Call Gigex!

Launch e Bandwidth ¢ Management e Tracking e Distribution
Email Follow Up e Name Collection ® Reports
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Gigex delivers to your customer’s PC—guaranteed.

With Tier1 peak load bandwidth of up to 1 Gigabit/sec., your
demo launch will reach the most customers. And with the
Gigex Top50—carried by over 100 top gaming sites and
portals—your demo is received by the most qualified customers:
game buyers.

TOTAL DELIVERIES

Gigex's unique real time web reports provide secure results from
any browser—no hardware, software or extra bandwidth to buy.

DELIVERIES PER DAY

Services Include:

¢ Product launch e Contests e Customer names \
e Distribution e Email follow up ¢ Final Results report |
| * Distribution to e Tracking e Guaranteed delivery
| Gigex Top50 e Traffic stats to your customers

Contact us today at info@gigex.com

B delivers big stuff

CistomerGuebicsress.com customerOwenadess
ACTIVE DISTRIBUTION CHANNELS
. SM

Gigex is the leader in Internet product launch.

NEW YORK: 212.226.4115 o SAN FRANCISCO: 415.227.4770




Hints for Industry Public Relations Professionals

PR INSIDER

by Erica Kohnke

The Art of the Press Junket

How to plan a trip with editors and make it great

receive the call. The telephone’s ring

echoes in the tiny hotel room, and you pull
the entire phone to the floor as you lift the
receiver. You yawn into the receiver, too
tired to even say hello. You had just gone to
bed 45 minutes earlier.

“We're all in the lobby waiting,” your boss
says. “I need to track down three missing
editors, and be on the bus in 15 minutes.”

What have you done? Could you possibly
be in the middle of another press junket,
complete with travel nightmares, stray
sheep, bungled demos and a semi-perma-
nent hangover? Take heart. The junket
experts on both the PR side and the editori-
al side of the equation have teamed up to fill
this month’s “PR Insider” with advice that
might just turn your junket nightmare into a
publicist’s dream.

Can you get great ink, stronger relation-
ships and a stress-free vacation experience
by throwing a media junket? Absolutely not.
But with the proper reasoning, meticulous
planning and respectful execution, you just
may live through it—and boost your game’s
coverage while you're at it.

The absolute, most important thing to pro-
vide at a junket is CODE. Specifically—when
you can show off game play that has not been
seen before. This can mean the first code of
a new game, or much-advanced code on a
previously announced product. But if you
show up with has-been code, you run the risk
of wasting a lot of people’s time.

Ideally, you'll be able to show off more
than one game. “The best reason to have a
junket,” says Heather Hawkins, manager of
Gaming Press Relations at Sega of America,
“is to show off several products. It's also
best to announce company news and to
show the gaming press things they haven'’t
seen before.”

It is six o’clock in the morning when you

WHO TO INVITE

There are many people who are attending
your junkets who shouldn’t be. These “hang-
ers-on” cost your company money, and their
presence can degrade the quality of the trip.
You need to be careful and not operate from
hand-me-down invitation lists. Who is truly
going to produce quality ink for your game?

When you are introducing code, it makes
the most sense to have one senior editor

from each publication represented at your
event. When possible, you may want to con-
sider asking an editor to cover the junket for
more than one publication—it may not be
necessary, in other words, to bring in multi-
ple editors from affiliated sites. While there
is no ideal number of people to invite on a
junket, you need to exercise careful judg-
ment throughout the invitation process.

Mike Meyers, director of PR for The 3DO
Company, recommends keeping your num-
bers small. “I personally prefer to have a few
key journalists, so they can each get more
time with the developer or sports celebrity
we're highlighting.”

You will also need to be careful to respect
apublication’s “freebie” policy, which can be
fairly strict. Specifically, Imagine Publishing
and Ziff-Davis maintain a policy whereby
their editors cannot accept plane tickets or
hotel rooms from a publisher. Additionally,
they are not allowed to keep gifts valued over
$50. This makes a lot of sense for them on a
lot of levels—ijournalistic integrity dictates
that their opinions not be swayed by trips
abroad or swank dinners.

That said, if you've got something that’s
never been seen before, they will pay their
own way so that they are not left out of the
loop on a new game.

“Anytime there is something new that we
haven’t seen, we'll go,” says Dan Morris of
PC Gamer. “But if you're going to fly us to
Japan to watch Sumo wrestlers, we can’t jus-
tify it.” Morris echoes a popular sentiment
among gaming editors.

“We never accept free trips for anything,”
says George Jones of Computer Gaming
World. “But we will fly to one if it’s worth-
while.” And, he adds, if there isn’t someone
in that location who can cover the story for
them instead. His magazine was recently
invited to Spain to see two new games, but
he sent a European partner to get the story
for them.

Because freelancers are more likely to be
able to attend, as they are not usually barred
from attendance by corporate rules, it usual-
ly makes sense to bring a few top indepen-
dent writers. Here, you must be particularly
careful that these writers are actively pitch-
ing your stories to editors, and following up
with them afterwards as well. While no one is
able to promise ink in exchange for the trip,

you need to make sure you are spending your
junket budget wisely.

Also, if freelancers accept paid junkets
from your company, they may not be able to
cover that particular game for certain pubs.
According to Matt Firme, VP of Imagine’s
Entertainment Division, independent writ-
ers who accept paid junkets automatically
disqualify themselves from writing about
that product in any Imagine publication.

WHERE TO GO

Here’s the kicker—maybe you should do it
in San Francisco. It’s exotic here—and
there are enough event options to make your
party stand out from the rest. Tom Russo of
Next Generation recommends the SF
approach. “This seems to be a good solution
on the press side, as no travel is required on
the part of the Bay Area-based enthusiast
press, and these events can be attended out-
side of normal office hours.”

Otherwise, an out-of-town developer’s
studio can be a perfect setting for an editor-
ial trip. “Our developers are located in dif-
ferent places,” says Sandra Yee, director of
PR and Corporate Communications for Ubi
Soft, “and that makes a good anchor for a
junket.” Yee has led successful trips abroad
with editors to visit Ubi Soft developers.

Also, a developer’s story is most com-
pelling when the editors meet the whole
team on their turf. For example, when Brian
Rizzer, a PR Manager at Eidos, brought a
group of editors to a development facility in
Los Angeles, he walked away with four sepa-
rate cover deals. “When you take somebody
to a studio and they get to see how excited
the developers are—that’s when you get the
really good stuff,” he says.

EXPERT TIPS TO CREATE THE
PERFECT JUNKET

e Bring PR people. Hawkins recommends a
minimum 5:1 ratio of media to PR in order to
make sure that everyone is taken care of, and
that you give editors individual attention.
“You want them to feel like they get one-on-
one time,” she says.

e Let up on the schedule. Some PR profes-
sionals feel they need to fill up every
moment of the journalist’s trip with activi-
ties. This is stressful for everyone, but most-
ly for you. “Break up the time you are pre-

senting with plenty of fun,” says Meyers.
“Bringing  editors  somewhere like
Disneyworld and locking them in a hotel
suite is unconscionable.”

 Let them stay in town. You're right to be
sensitive to an editor’s time, but it may be a
waste of resources to simply fly an editor in
for a two-hour meeting, then shuttle them
directly back to their hometown. If they can
stick around, you should invite them to stay
over and share dinner with the development
team, or take in the sights of the city. One
publicist filled her pockets with quarters and
took a group of editors to an arcade over-
looking the ocean—it took a couple hours,
and made a lasting impression.

e Reconsider your location. ““Local and justi-
fiable™ is the mantra one PR veteran enjoys.
You may experience the best editorial
turnout if you limit yourself to San Francisco.
e [ill the place with developers and execs.
Editors all say the same thing—they want to
meet informally with the people that are
ordinarily hard to reach. One writer’s most
recent favorite was a Sierra junket in LA.
that afforded him “ample time to meet with
the developers, executives and play the
game.” Columnist Steve Kent agrees. “I
always ask, ‘Will [ get an inside glimpse of an
operation or some other story that my read-
ers would want to see?”

e Have a hometown contact. Jeff Young, a
freelancer for several publications, including
USA Today, had a negative experience on a
junket when his travel plans were botched,
and the PR agency who had made the reser-
vations was unreachable. So, he says, “it is
imperative, whenever holding an event, that
a contact number be given and that a knowl-
edgeable, helpful person be available at that
contact number.” He also recommends
allowing some writers to make their own
reservations with your travel agent.

S0 bring the code, invite the top editors
and plan to be “local and justifiable” with
your next junket. You just may find that you'll
wake up the morning after the editors have
flown home safely, and hit the “snooze” but-
ton with a smile. .. every time. GW

Erica Kohnke is the Vice President of Linn Public
| Relations in San Francisco, an agency specializ- |
ing in interactive entertainment. |
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ACCESSORY MARKET —

The Retailers Guide to Game-Related Peripherals

4.1 Game Zone
Sound System

Manufacturer: Kinyo

Contact: 626.333.3711
www.Kinyo.com

System(s): PC, DC, N64, PS
MSRP: $69.99
Availability: Now

Ask any gamer to tell you what the \,ﬁ
most important aspect of the

videogame playing experience is (aside from graphics) and they’ll most

likely say that audio is a top priority. Crystal-clear sound samples and a kick-ass soundtrack are
what elevate a good game to a truly memorable experience. That said, consumers are always
on the lookout for the latest and greatest sound technology to enhance their game playing.
Enter Kinyo's 4.1 Game Zone Surround Sound system. This compact and powerful system
delivers a total of 27 (RMS) watts of clear sound from 20kHz all the way down to 50Hz. The
4.1 discrete channels do a fine job of delivering pounding theater-like bass and sound effects.

Code Breaker

Manufacturer: Pelican Accessories

Contact: 323.234.9911
www.pelicanacc.com

System(s): Game Boy Color

MSRP: $29.95 ¢ Availability: Now

FOR GAME BOY’ 0#
& GAME BOY® POCKET

Who says cheaters never prosper? It's certainly not
Pelican Accessories that is encouraging all those
Game Boy Color owners out there to cheat their lit-
tle heads off with a device called Code Breaker.
This tiny cart packs quite a wallop by allowing users
to access cheat codes of more than 200 GB games,
including some of the more popular Pokémon titles. If a cheat for a certain game isn’t includ-
ed, there’s an option to generate new codes or simply download them from Pelican’s specially
designed website, pelicancodebreaker.com. The only small complaint we have with Code
Breaker is its design, which is bulky, making Game Boy awkward to hold.

The Uitimate Cheat Code Cartridge
and More!

Docking Station

Manufacturer: InterAct

Contact: 410.238.2424
www.interact-acc.com

System(s): Dreamcast
MSRP: N/A e Availability: Now

When InterAct says it's got the biggest Dreamcast
memory card on the market, it's not kidding. The
Docking Station includes a mind-boggling 3200 blocks of
memory, giving it 16x more memory than any standard VMU
available. It doesn’t end there either. InterAct went the extra
mile to make the Docking Station compatible with PCs so users

can go online and download game saves and cheats from InterAct’s offi-

cial code and strategy site, www.gameshark.com. Once downloaded, they can
be stored in the Docking Station for immediate use in DC games. Brilliant!

by Ben Rinaldi

Master DVD Remote

Manufacturer: InterAct

Contact: 410.238.2424
www.interact-acc.com

System(s): PlayStation 2

MSRP: $19.95

Availability: October 26, 2000

By now, everyone knows that Sony's
PlayStation 2 will double as a set-top DVD movie
player, in addition to being a sta<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>