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AAA RETAIL VS AAA ONLINE?



1. THE PRODUCT

2. THE GAMERS

3. THE PROCESS



COMMUNICATION is key

The COMMUNITY is always right
RESPONSIVENESS counts
TERATE forever — almost

PATH TO FUN is higher priority
VIRTUAL GOODS vs. THE BOX




90-95 SHEEP

* Love shiny content, enjoy them horizontally
 Don’t dig deep into levels, features or difficulty
* Define your community - both in demographic and size

4-9 WOLVES

e Real “fans” who dig vertically into content and appreciate any depth in game
* Enjoy online games in pretty much the same way as box buyers would do
* Most wolves spend money to save time, not to dress up

0-1 WHALE

* Is wealthy, spends a lot of money per month to show off
* Wants to get everything quick, spends also to speed up
*  Buys everything he/she can, contributes most to ARPU = AVERAGE REVENUE/USER

© 2011 Crytek GmbH 7



Stricter time budgets vs. “It is never good enough”
Late games are too late forever

Keep the player playing and maintain your community
- frequent cyclic updates are expected

The retail’s gold master is the online’s open beta,
but it doesn’t stop there

Live Team or Development Team or both?
Iterate forever — packed dev-cycle on a monthly rhythm



Why should AAA Developers move to F2P?

 FUTURE AAA F2P on PC
QUALITY AND QUANTITY
Apply AAA team to achieve AAA quality

100% real-time
high quantity & AAA quality content



CONTENT IS KING
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Learnings

* Accessibility design skills improve

* Community Management Discipline

* Commerce-aware design — In-Game Store, Economics

Benefits
e User-friendliness, streamlined experience
e Achieving fun, but faster

* Deeper Game




Potential Solutions

in-game economics

* The minimum:

* Example:

transformed into

hybrid solutions now
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