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Disclaimer 

Today’s Presentation 
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Not a pitch 
 
Not a validation of our 
methods 
 
Not a recipe 
 



Featured Placement results from a well executed marketing strategy  

Main Point  
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Curation Fundamentals 
 
Decision Makers 
 
Success Principles   
 
 



Curation Fundamentals 



Perception 

Build It & They will 

come 

A Great Game Sells 

Itself 

You don’t need 

marketing support 

Reality 

Never been easier to make a game, or get your 

game cloned   

Many Games with 80+ metacritic have not sold well  

and have lost money as a result 

Someone is making decisions that can make your 

game successful   

Perception vs. Reality 



User Behavior 

Majority of Digital Content Sales are thru Browsing on Xbox LIVE 
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Planned 
  

Impulse 

Purchase Purchase Mechanism Elements 

Search 

Curation 
RoboQueries 

Recommendations 

Content  



Placement is not a panacea 

A low % of our featured content accounts for a very high % of our sales 
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Think of a Digital Marketplaces like retail 
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Retail 101 

 
• Merchandising 

• Shelving 

• Promoting 

• Pricing 

• Assortment 

• Flyers 

• Seasonality 

• Endcaps 

Goal: Delighting customer so they come in, buy things 

and come back again.   



Unlike Retail… 
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World of Mouth 

  

Word of Mouth is the holy grail - Curators use Word of Mouth to inform 
what to feature 
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Word of Mouth is the 
#1 method of 
discoverability 

 Word of Mouth -> Featured -> Top Downloaded  
= Discoverability 



Decision Makers 



Curators   

Someone is picking out and editorializing what content goes where 
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What Developers Think 
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Random Exercise Black Box Paid Advertising 



 

New 

Categories of Curation 

Thematic Back 
Catalog 

Discounts 
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View of the World by Platform Holder 
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Curator’s job in parts 
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Air Traffic Controller Judge Analyst 



● Delighting customers   

● Minimizing user friction 

● Engagement 

● Monetization 

● Repeat 

● Differentiating 

● Partner Management 

  

● Limited real estate 

● Competing interests 

● Content backlog 

● Not always knowing if right 

● Driving long term customer 

behavior   

Goals Pain Points 

What Curators think about 
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Old Selection Criteria… 
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Visuals 

Game Developer 

Game Genre 

Publisher 
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Visuals 

 

Bar has raised.  The visual gap 

has narrowed 

Game Developer 

 

Barriers to entry are lower than 

ever The top game developers 

today are ones that have 

emerged recently 

Game Genre 

 

Can’t Predict anymore.  How do 

you categorize a blockbuster 

like Minecraft, PvZ and Angry 

Birds?  

Publisher 

 

More and more games are 

being self funded and 

independently published 

…Has Changed 



 

 

 

 

 

 

● Customer Buzz 

● Visuals & Flash 

● Message Stickiness 

 

 

 

 

 

 

 

● Analytics 

● Statistical Modeling 

● Experimentation 

Part Art Part Science 

New Process 
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● Will it showcase something 

new and different? 

● Will it Sell? 

● Will it Review well? 

 

● Is it good Value? 

● Will it have a great trial 

experience? 

● Is it accessible? 

 

Primary Criteria Secondary Criteria 

New Process 
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Analytical Tools   
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Comp Sales 

All-Up Content 

Schedule 

Growth Trends on  

Platform 

Sales & Usage  

Curves 

Usage Scorecards 

Portfolio  

Balance 



Success Principles 

  



Key to Success 
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Be Seen 

Timing 



Marketing Plan 101 
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What  Where 

Building  

a Game 

Marketing  

a Game 

Game Itself 
Platform 

Distribution 

 

Logo 

Trailers 

Screens 

Messaging 

Press Release 

Advertising 

 

Social Media, 

Developer 

Blog 

Events 

Online Sites 

Be Seen Timing 

How & When 

Development Schedule 

Marketing Calendar 
Pre Launch, Launch & Sustain 



Be Seen - Marketing Collateral & Assets 

● Show First, Tell Later - Screens and Trailers are how you introduce your 

game to the world 

● Ensure it meets baseline of what people expect 

● But think about what you want people to takeaway 
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Be Seen - PR Strategy 
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● PR is important but Press Release is not equal to a Marketing plan 

● Target the sites where your audience is 

● Bad PR is NOT better than No PR 



Be Seen – But Be Careful    

● You’re always being Watched 

● A beta or a pre-release trial is important  

● Impress to build buzz, but buzz does have expiration 
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http://www.gamasutra.com/view/news/175039/Opinion_When_talk
ing_to_the_press_too_early_can_hurt_you.php 



Be Seen – Be Engaging at Events 

• Be friendly and have a plan 

• Keep them in the Loop thru Social Media & Blogs 

• Leave them with something… 



Be Seen -  Build a Community thru Social Media 

● Post messages and assets regularly through facebook, twitter, pinterest 

and dot com and ensure to leverage your existing network 

● Engage in dialog with your community 

● Be likeable, honest and authentic  
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Be Seen - Where Curators go to get information 

● Build Great Assets & Have a home so it can be linked back to 

● Think about Messaging – Be open and available for interviews 

● Places to get noticed 
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Consumer Sites Industry Sites Shows 

  



Timing -  Release Date 

● The single most important factor that determines success – be flexible 

and probe with the platform if it’s a safe date 

● If you receive placement, windows is small 

● Consider seasonality and other major gaming events as you pick a 

release date  
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Timing - Building out your Calendar 

● Although digital is flexible vs. retail, rules may have changed, but 

principles still apply 

● Be intentional  in you want to show, and when and where you want to 

show it from no more than a year out. 

● Think of every time there is a consumer event, a product update or 

something new asset to show, a potential marketing beat. 
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Timing – Ex. of Xbox LIVE Marketing Calendar 

House Party  
Nominations House Party 

Summer of Arcade 
Nominations 

Pax East 

E
3 

SD ComicCon 

Summer of Arcade 

GamesCom 

Pax Prime 

E3 Nominations 

TGS CES 

GDC 

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec 

ComicCon 
Nominations 

Pax Prime  
Nominations 

Pax East  
Nominations 

-6 -5 -4 -3 -2 -1 

Ship! 

Screens, PR 
Video, Blog 

Cert
! 

Screens 
Video, Blog 

Announce! 
Screens 
PR 

Screens 
Video 
Blog 

Must Have Games (WP) Must Have Games (WP) 

Slide t-minus 6 ruler to adjust for 
programs 

34 © 2011 MICROSOFT CORPORATION. ALL RIGHTS RESERVED. MICROSOFT 
CONFIDENTIAL. 



Timing – Constructive questions You Should ask 

● What does your marketing calendar look like?  OR What’s the best time 

to release my content? 

● What assets can I provide you with? 

● How can I build a game that really pushes your platform? 
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Closing  



How does this apply beyond XBLA? 
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http://www.edge-online.com/opinion/upwardly-mobile-how-get-noticed 

…they have dedicated people at Apple who love to 
find great-looking new games, and they're who 

you need to get the game exposed to…. 



How does this apply beyond XBLA? 
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http://www.businessinsider.com/ex-apple-employee-here-are-5-things-developers-should-
do-to-get-apple-interested-in-their-apps-2012-7  

The key is just to know what Apple employees 
look for in new apps and how they discover apps 

in the first place 
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Putting it into Action: Checklist 
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Summary 

1. Understand approach to platform curation and marketing   

- Not unlike retail 

- There is a thorough process to how content gets selected 

 

2. Understand those who make decision and the things they deal 

with 

- Be familiar with their goals, pain points & view of the world 

- Leverage this to your advantage 

 

3. Principles you can apply to maximize your chances of getting 

favorable exposure  

- Be Seen 

- Timing 



Thank you! 

 

 

 

 

jasoning@microsoft.com 


