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Business models over time
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Download Try & Buy Pay online to own
mws v W NV game forever.
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.—g' A 3 Buy Zuma Deluxe

Buy Zuma before your trial expires!

You have 30 minutes left!

Free trial : =
. = Get unlimited gameplay with all this:
(60 m | n u teS) & More than 20 maps and over 75 challenging levels M

@ Start where you left off and keep your high scores FOR ONLY
£ Gorgeous 3D graphics... and more! $ 1 9 . 9 5

nnnnnnn

Al eady puichased this gane?  Help  Privacy urity

DRM Wrapper




Economics of “Try and Buy”

Inefficient pricing leaves
money on the table

Free trials provide free
viral marketing

Only the absolute best
games survive

No room for bad games
attached to big brands
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Revenue
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99% Average Conversion Rate
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Customer Willingness to Pay



Subscriptions

Subscription
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Pay fixed price

each month to play
unlimited games.
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Economics of Subscriptions

Subscriptions increase i

$18

average revenue pPer $16 & .
AT reater revenue under the line
user (ARPU) 512 /l
= Single Game
$10 - Purchase
Users will often subscrie: = v - Gae
ubscription

for 6+ months (Vs. buying
one game / year) P ——
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Higher acquisition cost
because users are
reluctant to subscribe
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Online Advertising Sponsored

Banner Pre-Roll Interstitial Post-Roll

Play for free online, and generate ad
Impressions which are sold to advertisers.




Download Advertlsmg Sponsored
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30 minutes is up... A ¥
w but you can still " Q‘ Go ad-free... Buy Zuma today!
play FREE!

Play Zuma Deluxe as much as you Get unlimited gameplay with all this:
like - FREE!

@ No ad interruptions - play at your own pace
This special trial is paid for by @ Wore than 20 maps and over 75 challenging levels
occasional advertisement breaks. @) Start where you left off and keep your high scores
So enjoy Zuma - with a little help

from our sponsors! € Gorgeous 3D graphics... and more!

Learn more about in-game ads. $1 9.95 No CD or download necessary!

\ G l 1WUY.ZUMA NOW ! '
Help | Privacy | Security \ \D-FREE UNLIMITED PLL Y

Already purchased this game?

Play ad-sponsored Interstitial Ad
. Upsell Button
download version for free.




Economics of Advertising
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Customer Willingness to Pay

AN, free marketing




Per-Session Pricing Pay low price per

(“Arcade” model) game session.

Want 1o Save 30%7
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My Account b | WikiComs b

FREE SESSON * Full Version Access
* Play As Long As You Want

Enjoy Playing

Download
Game
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Economics of Per-Session Fees

Lowers the bar for
interested customers, but- = | |
requires stored-value o° [Scales with use\rdes,re
system
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Most models ‘cap’ the 54
spend at cost of the game s

0% 20% 40% 60% 80% 100%

Advert|sers Can “Sponsor” Customer Willingness to Pay
tokens more easlly than
entire games
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Retail Sales . —

Buy packaged
| version at retail.




Economics of Retail

No free trial with retail, so. =
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fixed revenue per customer: ssg=
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g 1 User returns & refunds

Intense competition for vid
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shelf-space o

Higher costs per sale

Revenue
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MUCh hlgher r|SkS because Customer Willingness to Pay
of fixed Inventory costs
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Mobile Games Buy for your mobile
phone and play on the go.

Download from
phone carrier
“game deck”

Embed trial
version in new
mobile phone




Economics of Mobile

Extreme competition for
shelf space e

$16

Even harder to get more $14

= - $12
valuable “embed* deals i

$8

Revenue

Embed games have much higher
conversion rate N\

= Download

Big cost in creating many: . B s
different handset builds = )

0% 20I% 40I% 6(.';% 80I% 10;)%
Most mobile phone ewners -

never download a game

Low price point per game




_ Buy for a videogame
Video Game Platforms




Economics of Video Games

Much harder to get rights to

develop or publish for o _ _
T Xbox Live Arcade has much higher

consoles than PC b average conversion ra@han PC
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Revenue

$10 b
$8
$6

Higher conversion rates for s

$2

online marketplace (se/far): s

Higher cost of development

0% 20% 40% 60% 80% 100%

Customer Willingness to Pay

Higher retall costs because
of royalty fees

More passionate user base

Strong PR channels




