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Introduction  
Activision Blizzard, Inc. (NASDAQ: ACTI), hereafter referred to as 

Activision Blizzard, is a worldwide pure-play online, personal 

computer, console and handheld game publisher. The company had 

$5.0 billion in total 2008 net revenues on a non-GAAP comparable 

basis (Activision Blizzard, 2008) and publishes (via Activision 

Publishing, Inc.) one of the most well-known brands in gaming history, 

Guitar Hero®1. CEO Bobby Kotick indicated on !ŎǘƛǾƛǎƛƻƴ .ƭƛȊȊŀǊŘΩǎ 

vмΩлф ŜŀǊƴƛƴgs call that sales for the Guitar Hero franchise have 

passed $2 billion (Activision Blizzard, 2009), purportedly making Guitar 

Hero one of only three franchises to have passed this mark. This 

document provides an external, mini-brand audit of Guitar Hero and 

covers analysis items such as brand image & strategy, brand-building 

activities, competitors, and brand system evaluation. 

    

General Background & Disclaimers  
The purpose of a brand audit is to provide a company with a starting 

point for managing brand architecture, brand identity, and brand-

building activities. Audits are often refreshed every one to two years. 

This mini-brand audit was performed over a period of two weeks and 

was funded by and on behalf of Steve Shu Consulting Services for the 

purposes of consulting practice development & marketing activities. 

The mini-brand audit focuses primarily on U.S. markets and the Guitar 

Hero brand and subbrands as part of Activision Blizzard. All research 

was performed in good faith without intent of bias and independent of 

Activision Blizzard and the Guitar Hero organization and brands. Public 

information sources were used for research (primarily secondary 

research), and the author neither had access to confidential 

information of the subject company under study nor its competitors.  

This brand audit reflects the external research perspectives of Steve 

Shu Consulting Services only and neither the perspectives of any 

affiliated entities nor the independent companies mentioned within. 

Steve Shu Consulting Services provides no warranty for the 

                                                           
1
 Guitar Hero® is a registered trademark of Activision Publishing, Inc. 
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information contained herein whether in terms of, but not limited 

to, accuracy, omission, and limitations of research, content, and 

scope.  

The Activision and Guitar Hero brands, subbrands, and marks 

(whether registered or not) are either the properties or rightfully 

licensed properties of Activision Blizzard. The brands, subbrands, 

and marks of Activision Blizzard and all other companies mentioned 

in this report remain with their respective owners and are in no 

way affiliated with Steve Shu Consulting Services. 

Executive Summary  of Brand Audit Findings  
The findings of this mini-brand audit indicate that 

¶ Activision and Guitar Hero master brands are very strong 

and well-known 

¶ Relative to the main competitive brand (Rock Band), the 

Guitar Hero brand effectively positions itself as a 

competitive, individual, and hard rock platform, whereas 

Rock Band brand positions more around the band 

experience 

¶ The Guitar Hero brand image and identity are mostly 

aligned, although there are some potential warning areas 

building with respect to negative customer perception of 

the Activision brand as it relates to downloadable content 

¶ While there is some tactical confusion with brand name 

usage, this could be cleared up through additional naming and value communication tactics 

¶ The company is effectively using brand energizers and brand flanking techniques as the market 

grows into new subsegments, although there could be some brand name confusion by use of 

the Band Hero brand name relative to the competitor, Rock Band. 

¶ Strategically Activision will need to address ongoing trends in social networking and user-

generated content as it does not have a clear lead in these areas 

¶ Domestically, Activision will need to hedge against saturation in the guitar music gaming genre 

by innovating in areas like it is doing with DJ Hero. 

Brand Inventory  
Activision BlizzardΩǎ DǳƛǘŀǊ IŜǊƻ brand inventory has grown over the past five years, and it reflects the 

breakout nature of music gaming, the strength of the Guitar Hero master brand, and the expansion of 

Activision Blizzard. Key brands are depicted in Figure 1 below and cover the Activision Blizzard brand, 

core Guitar Hero brand, associated publishing and game designer brands, and more loosely associated 

!ŎǘƛǾƛǎƛƻƴ .ƭƛȊȊŀǊŘΩǎ DǳƛǘŀǊ IŜǊƻ 

Defined The Multi-Billion Dollar 

Product Category Enabling Energetic 

Youth To Game And Compete As 

Famous Rockers
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brand extensions. For additional context, the figure also depicts some competitive game designer and 

product brands that often come into the minds of consumers when thinking about the Guitar Hero 

brand. 

 

 

Figure 1 {ǳƳƳŀǊȅ ƻŦ .ǊŀƴŘǎ !ǎǎƻŎƛŀǘŜŘ ²ƛǘƘ !ŎǘƛǾƛǎƛƻƴ .ƭƛȊȊŀǊŘΩǎ DǳƛǘŀǊ IŜǊƻ 

A couple of historical and recent events are noteworthy to better understand the context of Guitar Hero 

and current state of the brand under Activision Blizzard. As a first major point, the original Guitar Hero 

was designed by Harmonix with RedOctane as publisher. RedOctane was acquired by Activision in June 

2006 (Tor Torsen, 2006). In October 2006, Harmonix was acquired by Viacom (Form 10-K Annual Report 

for fiscal year ending December 31, 2007) and created the competitive offering with MTV Games, 

ŜƴǘƛǘƭŜŘ άwƻŎƪ .ŀƴŘέΦ Ramifications of the separate acquisitions of RedOctane and Harmonix are that 

some mix of the intellectual property, know-how, and brand equity of Guitar Hero transferred to each of 

the acquirers. As a second major point, the Activision brand, associated with publishing Guitar Hero, and 

the Blizzard brand, associated with massively multiplaȅŜǊ ƻƴƭƛƴŜ ǊƻƭŜ ǇƭŀȅƛƴƎ ƎŀƳŜǎ Ǿƛŀ ǘƘŜ ǿƻǊƭŘΩǎ Ƴƻǎǘ 

ǎǳŎŎŜǎǎŦǳƭ ƎŀƳŜΣ ά²ƻǊƭŘ ƻŦ ²ŀǊŎǊŀŦǘέ, combined to form the dual brand company Activision Blizzard via 
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merger of Activision and Vivendi Games entities in July 2009 (Activision Blizzard, 2008). Activision 

Blizzard is now the largest interactive entertainment software publisher in the world. 

The brand analysis in this document focuses on the Guitar Hero brand primarily. The Guitar Hero brand 

is a registered trademark, and products include (as classified by the author and not necessarily by 

Activision Blizzard)2: 

¶ Single-instrument console games ς These are primarily guitar-only, base games on major, in-

home platforms such as PlayStation 2, PlayStation 3, Xbox 360, and Wii ; and personal 

computers (such as PC and Mac). Often base, physical equipment (e.g., guitar) is included in 

stock-keeping unit (SKU) bundles. 

¶ Multi -instrument console games ς These are multi-instrument, base games (e.g., guitar, bass, 

drums, vocal) on gaming consoles and personal computers. Often base, physical equipment 

(e.g., guitar, drums) is included in SKU bundles. 

¶ Expansion games ς These games are typically software discs that expand the base games with 

new songs from famous bands. Special edition equipment is sometimes bundled as an SKU. 

¶ Portable games ς These games are 

provided on portable (e.g., can be taken 

outside of the home) platforms such as 

the Nintendo DS, which often include or 

require specialty equipment (e.g., finger-

operated drum pads) to fit small form 

factors.  

¶ Mobile games ς These games are 

provided on mobile phones with players 

using keys on the phone. 

¶ Arcade games ς These physically durable 

and sizeable games are often 

competition-style, coin-operated games 

found in arcades, restaurants, etc. 

¶ Publishing brands ς These brands serve 

as various types of endorser brands to 

Guitar Hero with Activision playing more 

of the role of larger company endorser 

and RedOctane leveraging its historical role as publisher of the first Guitar Hero. 

¶ Game designer brands ς The brands here are equivalent to research & development 

laboratories, and gamers often recognize which development organizations are building the 

game content. If a game designer has developed a blockbuster game in the past, the use of the 

game designer brand can help to energize and enhance the game brand offering.    

                                                           
2
 The brand analysis here is intended to provide an executive overview. Note that a variety of product bundling and 

SKU schemes have been used by the company and are not fully represented here (e.g., game software with or 
without controllers). Full compatibility analysis is also not covered in this document. 

.ŀƴŘ IŜǊƻϰ ƻƴ bƛƴǘŜƴŘƻ 5{ DŀƳŜ tƭŀǘŦƻǊƳ 
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¶ ά±ŀǊƛƻǳǎέ IŜǊƻ brand extensions ς The Hero 

brand extensions attempt to leverage off of the 

ǘǊŀƛƭƛƴƎ άIŜǊƻέ ǿƻǊŘ ŀǎ ǇŀǊǘ ƻŦ ǘƘŜ ǎǳŎŎŜǎǎŦǳƭ 

άDǳƛǘŀǊ IŜǊƻέ ōǊŀƴŘ and disassociating the 

brand extension from guitars somewhat and 

moving towards associations with other 

instruments (e.g., company website indicates 

άBand Hero is the ultimate party game where 

players of all ages will be able to experience the 

signature, easy-to-learn but difficult-to-master 

DǳƛǘŀǊ IŜǊƻ ƎŀƳŜǇƭŀȅέύ (Band Hero 

Website:About Page). 

Other branded features and services of note include 

recent innovations, such as the Innovative Music Studio 

(for laying down and mixing tracks) and a proprietary 

ǇƭŀǘŦƻǊƳ όDI¢ǳƴŜǎϰύ ŦƻǊ ǎƘŀǊƛƴƎ ǳǎŜǊ-generated songs. 

As will be discussed later, service development in these 

types of areas will likely be key for the Guitar Hero brand 

to improve customer relations and maintain competitive 

position. 

Before wrapping up this section on the inventory of 

brands associated with Guitar Hero, it is noteworthy to 

point out two areas where the brand system may lack 

some clarity in the eyes of consumers. The first is related 

to the inconsistent use of subbrands, which may not be 

a severe issue but could be improved. The second is 

related to brand extensions and is an exciting topic given 

that the overall music gaming market is likely to grow and evolve significantly beyond what we have 

seen to date. These two items are briefly addressed next. 

On the first point, the Guitar Hero titles can be thought of as subbrands of the Guitar Hero master 

brand. For example, subbrands include Guitar Hero® World Tour, Guitar Hero® Metallica®, and Guitar 

IŜǊƻϯ hƴ ¢ƻǳǊ 5ŜŎŀŘŜǎϰΦ ¢ƘŜ ǎǳōōǊŀƴŘǎ Řƻ ƴƻǘ immediately connote what type of product class is 

involved, unless one is a gamer in the know and/or immediately looking at a particular product. This can 

cause some confusion when trying to communicate with others about particular products. Anecdotally, 

the author was able to survey some moderately heavy gamers familiar with the Guitar Hero experience. 

Some had associated the άWorld Tourέ designation as being a multi-instrument offering, but the 

nomenclature is not obvious, especially given that numerical numbering of releases had been 

reintroduced with Guitar Hero 5. Similarly, use of the terms άhƴ ¢ƻǳǊέ did not always connote specific-

use only on the Nintendo DS platform and targeting at the 10+ ESRB (intended target) versus Teen ESRB 

(typical of the non-DS games). 

Band Hero Creative Images 

 

 

 

Note: Teenage country music star, Taylor Swift, depicted middle 
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On the second point, the Band Hero extension offering may create both clarity and confusion for 

ŎǳǎǘƻƳŜǊǎΦ hƴ ǘƘŜ ƻƴŜ ƘŀƴŘΣ ŎƭŀǊƛǘȅ ƛǎ ŎǊŜŀǘŜŘ ƛƴ ǘƘŜ ōǊŀƴŘΩǎ ŀǘǘŜƳǇǘ ǘƻ ƳƻǾŜ ŀǿŀȅ ŦǊƻƳ ŀ Ǝǳƛtar-

centric point of view and to move more towards songs that balance use of the whole band (as opposed 

to maniacal focus on guitar solos). Clarity may also be created in that the focus of the Band Hero brand 

seems to be more on pop rock versus classic rock or hard rock of the Guitar Hero genre. But confusion 

may be created in that purchasers may think that they need to specifically to commit to a particular 

music style when purchasing a multi-instrument bundle. For example, should a person buy Guitar Hero 5 

or Band Hero for a user that likes balanced, band competition with rock music? Rock music is suggestive 

of the Guitar Hero brand, yet band competition may be suggestive of the Band Hero brand. Consumer 

decisions to purchase may be delayed because of confusion. In any case, this paper will revisit the topic 

of brand extensions later in the document when more foundation is built around the competitive 

landscape.  

Brand Image and Strategy  
Narrowing in on the Guitar Hero range brand a bit more, the brand relies very heavily on its pioneering 

role, #1 revenue position, and proven franchise status in the music gaming area. Michael Griffith, 

President and CEO of Publishing for Activision Blizzard articulated the Guitar Hero strategy as follows: 

άOur strategy for growing the Guitar Hero franchise remains the same, with a focus on expanding our 

audience, growing international sales, and improving operating marginsέ (Seeking Alpha, 2009). 

The brand image of the Guitar Hero brand is heavily associated with premiere guitar players and hard 

rock bands (including metal rock music). As examples, three of the co-branded titles Guitar Hero® 

Metallica, Guitar Hero® Aerosmith, and Guitar Hero® Van Halen involve some of the best guitarists and 

bands of all time with Kirk Hammett from Metallica rated as #11 greatest guitarist of all time by Rolling 

Stone ("The 100 Greatest Guitarists of All Time", 2003), Aerosmith rated by VH1 as #11 greatest hard 

rock artists of all-time ("VH1: 100 Greatest Hard Rock Artists", 2000), and Eddie Van Halen from Van 

Halen rated as #2 guitarist of all-time (second only to Jimi Hendrix) by 330 current and former rock 

guitarists as recently as last year ("Eddie Van Halen #2 guitarist of all time, as voted by rock guitarists", 

Various Guitar Hero Subbrand Creative Images 
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2008). .ŜƛƴƎ ǘƘŜ άōŜǎǘέ ƛǎ ŎƭŜŀǊƭȅ ǎƻƳŜǘƘƛƴƎ that is historically core to the Guitar Hero brand, whether it 

be through the coolest playing, on-screen dress, or on-screen equipment. Some of the game modes 

encourage guitar solo duels with well-ƪƴƻǿƴ ƎǳƛǘŀǊƛǎǘǎ ƭƛƪŜ {ƭŀǎƘ ŦǊƻƳ Dǳƴǎ bΩ wƻǎŜǎΦ Some key images 

from the Guitar Hero artwork and the game are included on this page and illustrate the energy, 

flamboyant, hard rocking, and individualistic nature of the Guitar Hero brand. If the Guitar Hero brand 

was a person that I met at a club party, I think he would be in his mid-20s to mid-30s, fit, cool, right-

handed and attractive to the opposite sex in a unique and masculine way. He would be wearing 

sunglasses, have big hair, and be dressed with fashionable hard rocker clothing, perhaps sleek, black 

leather or luxury brand denimΦ IŜΩŘ ƘŀǾŜ an entourage with him, and one of them would have his 

flamboyant, Gibson Flying V guitar ready at hand because someone at the party would inevitably 

challenge him to a guitar solo ŘǳŜƭΦ IŜΩŘ ŀŎŎŜǇǘ ǘƘŜ ŎƘŀƭƭŜƴƎŜ ŎƻƴŦƛŘŜƴǘƭȅ ŀƴŘ ǿƛǘƘƻǳǘ ǎǇƻƪŜƴ ǿƻǊŘǎΦ 

Did I mention that his guitar went to volume level 11 on the dial? 

The Guitar Hero brand connotes high-quality in terms of interactive music gaming. Beyond the #1 

revenue numbers and the fact that through October 2008, Guitar Hero console sales had reached nearly 

67 million lifetime units ("Guitar Hero World Tour drops 61% from Guitar Hero III, and other October 

sales news", 2008), DǳƛǘŀǊ IŜǊƻΩǎ ǎŎǊŜŜƴ ǇƭŀȅΣ ƴƻǘŜ ǊŜŀŘƛƴƎΣ ŀƴŘ ŎƻƭƻǊ ǇǳǎƘ ōǳǘǘƻƴ ƛƴǘŜǊŦŀŎŜ Ƙŀǎ ōŜŜƴ 

άƭŜǾŜǊŀƎŜŘέ ŀŎǊƻǎǎ ǇǊƻŘǳŎǘǎ ŀƴŘ ŜǾŜƴ ōȅ ƛǘǎ ǇǊƛƳŀǊȅ ŎƻƳǇŜǘƛǘƻr, Rock Band. While the Guitar Hero note 

ǎǘǊŜŀƳ όǿƘƛŎƘ ǊŜŀŘǎ ŦǊƻƳ ōƻǘǘƻƳ ǘƻ ǘƻǇ ŀǎ άǘŀǊƎŜǘǎέ Ŧŀƭƭ Řƻǿƴ ǘƘŜ ǎŎǊŜŜƴύ ŘƛŦŦŜǊǎ ŦǊƻƳ ǘǊŀŘƛǘƛƻƴŀƭ ƳǳǎƛŎ 

(which reads from left to right on a traditional music score) and the gaming equipment does not match 

in weight or quality to traditional music equipment, never before has this author seen professional 

ƳǳǎƛŎƛŀƴǎ ŘƛǎŎǳǎǎ ǎǘǳŘŜƴǘǎ ŀŘŀǇǘƛƴƎ ǿƘŀǘ ǘƘŜȅΩǾŜ ƭŜŀǊƴŜŘ ƻƴ ǘƘŜǎŜ ǘȅǇŜǎ ƻŦ ƎŀƳŜǎ όǿƘŜǘƘŜǊ ƛǘ ōŜ ƴƻǘŜ 

timing or drum patterns) to real instrument situations (regardless of how different gaming versus real 

instrument play really is). When Activision introduced its first multi-instrument game, Guitar Hero® 

Word Tour, the company did run into some game peripheral complaints (Edge-Online, 2008), although 

these were addressed by customer service to an extent. 

In terms of association with the corporate brand, Activision, while logo usage often does not include a 

close proximity endorsement with the Activision logo being very near to the Guitar Hero logo or an 

ŜȄŎŜǎǎƛǾŜ ǳǎŜ ƻŦ άDǳƛǘŀǊ IŜǊƻ ōȅ !ŎǘƛǾƛǎƛƻƴέ ǘȅǇŜ ǘŜȄǘ ǳǎŀƎŜΣ ƎŀƳŜǊǎ ǎŜŜƳ ǘƻ ƪƴƻǿ ƛƴ ƎŜƴŜǊŀƭ ǘƘŀǘ ǘƘŜ 

game is owned by Activision. There also seems to be a clearer articulation on the part of customers and 

industry constituents that Activision has historically promoted an SKU push strategy as opposed to chief 

competitor, Rock Band (Industry Gamers, 2009). Although dollars spent on games is a litmus test, brief 

inspection of gaming bulletin boards such as the Escapist (Escapist Magazine) indicate that not an 

insignificant number of folks prefer the more, pro-downloadable nature of the Rock Band system, where 

the system is treated more like a platform as opposed to an experience that cannot be expanded 

without additional, substantive purchase. These may be early warning signs, particularly in a weaker 

economic environment and in an environment where downloadable characteristics are prevalent in 

MP3 music players, cellphones, etc. If Activision has not done so already, it would be good for the 

company to both survey regularly the subsegments of ǇƻǘŜƴǘƛŀƭ άǎǿƛǘŎƘŜǊǎέ & borderline purchasers and 

monitor competitive tactics of Rock Band with respect to playing to the benefits of downloadable 

content and related services. At a macro-level, this area seems like one potential weak spot that could 
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be attacked particularly if auxiliary equipment is more compatible from Guitar Hero to Rock Band but 

less so vice versa. The other area that Activision should monitor is overall subbrand confusion among 

the numerous SKUs. In particular, providing excessive choice options has been shown in various 

situations to paralyze consumers (which could potentially reduce sales and lead customer prospects to 

competitors), particularly under preconditions when consumers have an inability to experiment cost-

effectively and learn when they have made either good or bad choices (Postrel, 2005). 

.ŀǎŜŘ ƻƴ ǘƘŜ ōŀŎƪŘǊƻǇ ŀōƻǾŜΣ DǳƛǘŀǊ IŜǊƻΩǎ ǇƻǎƛǘƛƻƴƛƴƎ ǎǘŀǘŜƳŜƴǘ ƳƛƎƘǘ ōŜΥ CƻǊ ǘŜŜƴs and parents that 

value hard rock music and non-violent games, Guitar Hero® provides leading, interactive gaming outlets 

that are exciting, visually rich, and challenging and that enable users to unleash their energy and obtain 

emotional benefits by connecting with music through simulated musical instrument interaction and 

high-levels of competition. 

Brand-building activities in the past surrounding Guitar Hero and related extensions include: 

¶ Promotions (themes here are geared towards forward-selling through discounts and value 

bundling and creating awareness in the target demongraphic) 

ü In preparation for the holiday season, Activision is making a buy-1-get-1-free-type order 

by taking preorders for specially marked copies of Guitar Hero® 5 that will include 

unique codes that can be redeemed to redeem a copy of Guitar Hero® Van Halen 

(Dutka, 2009). 

ü In 2008, YŜƭƭƻƎƎΩǎ ƛƴŎƭǳŘŜŘ ǇǊƻƳƻǘƛƻƴǎ (running through end of 2009) with cereals and 

breakfast food for disposable mini-Guitar Hero games,  hats and t-shirts (Kellogg's) 

ü Retailers, such as Toys R Us, promote store-ǿƛŘŜΣ ά/ƘǊƛǎǘƳŀǎ Lƴ Wǳƭȅέ ǎŀƭŜǎ ǿƘŜǊŜ items 

like Guitar Hero are $90 off (nearly 50%) ς presumably a result of weak economic 

forecasts for the nation (Martinez, 2009). 

Various Guitar Hero Advertising Themes 
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ü In October 2008, Activision did a cross-promotion and set up a James Bond 007 website 

ǊŜƭŜŀǎƛƴƎ ǘƘŜ ǘǊŀŎƪ ά!ƴƻǘƘŜǊ ²ŀȅ ¢ƻ 5ƛŜέ ŦǊƻƳ the ŦƛƭƳ άvǳŀƴǘǳƳ ƻŦ {ƻƭŀŎŜέΦ (Ryan, 

2008) 

¶ Advertising (themes here are about having fun, unleashing energy & inhibitions, and using sex 

appeal) 

ü Some of the memorable TV advertising themes that Activision used at the end of 2008 

for Guitar Hero® World Tour include the use of sports superstars like Tony Hawk, Kobe 

Bryant, Michael Phelps and A-Rod & supermodel Heidi Klum in commercials that are 

themed after the movie Risky Business ǿƛǘƘ ǘƘŜ .ƻō {ŜƎŜǊ ǘǳƴŜΣ άhƭŘ ¢ƛƳŜ wƻŎƪ !ƴŘ 

wƻƭƭέ. The commercials play to the themes of having fun, ǳƴƭŜŀǎƘƛƴƎ ƻƴŜΩǎ ŜƴŜǊƎȅ & 

inhibitions to rock music, and creating associations of ōŜƛƴƎ ǘƘŜ άōŜǎǘέ through the use 

of top superstars. 

ü Lƴ Wǳƭȅ нллф ŀ ǾƛǊŀƭ ǾƛŘŜƻ ŜƴǘƛǘƭŜŘΣ άbŀƪŜŘ DƛǊƭǎ DŜǘ LƴǘŜǊǊǳǇǘŜŘέ ǿŀǎ ŘƛǎǘǊƛōǳǘŜŘ ƻƴ ǘƘŜ 

web to build buzz around the Guitar Hero 5 release. The video features four presumably 

naked women strutting down a Los Angeles street in a line during the middle of the day 

with people going through their normal business all about. The women are joined by a 

substantively less fit man who strips off his overcoat and takes strutting position in the 

center screen along with the boom box. The video makes no reference to Guitar Hero or 

Activision, but the black censor bars (which are strategically placed to cover up nudity) 

flash obscure words rapidly to the pulse of the dance music driving the scene. Turns out 

that for those who can figure out the cryptic origin and meaning of the video, the words 

are the names of songs in the planned setlist for Guitar Hero 5. 9ǾŜƴ .ƛƭƭ hΩwŜƛƭƭȅΣ 

presumably opposed to the shameless promotion, gave the video attention by criticizing 

ƛǘ ƻƴ ǘƘŜ hΩwŜƛƭƭȅ CŀŎǘƻǊ ǎƘƻǿ (Greenhough, 2009).   

¶ Sponsorships (themes here are about 

competition and reaching a very large 

audience with discretionary income) 

ü In 2008 Guitar Hero® Aerosmith 

started to get additional 

visibility by both Activision and 

Target through sponsorship and 

association with NASCAR. 

Sponsorships have continued in 

2009 as well, with Earnhardt-

Ganassi Racing cars in multiple 

NASCAR Sprint Cup Series races, 

including the Daytona 500 (Los 

Angeles Business, 2009). 

¶ Events & Community Building (themes 

here have been about fostering 

individual and group competition, 

Guitar Hero® AeroSmith Themed NASCAR racecar 
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increasing communication, creating buzz and disseminating creative copy about the games) 

ü Over the years Guitar Hero competitions and tournaments have occurred whether 

sponsored directly by Activision, independent franchises, businesses, or restaurants. The 

brand sparks spontaneous competition instincts. For example in April 2009, Southwest 

Airlines and JetBlue employees started a fence-off on social networking platform Twitter 

to plan a Guitar Hero challenge between airline representatives (Verger, 2009). The 

¢ǿƛǘǘŜǊ ǘŜȄǘ όƛΦŜΦΣ ŀ άǘǿŜŜǘέύ ǊŜŀŘΣ άJetBlue RT: @SouthwestAir: ...wondering if @jetblue 

ƛǎ ǎǘƛƭƭ ǳǇ ŦƻǊ ŀ DǳƛǘŀǊ IŜǊƻ ŎƘŀƭƭŜƴƎŜ ƛƴ aŀȅΧ -.ǊƛƴƎ ƛǘ ƻƴΗ LΩƭƭ ƭƻƻƪ ŦƻǊ ŀ ƎƻƻŘ ǾŜƴǳŜ Υύέ 

ü In early August 2009, the Guitar Hero® Community (an Activision website) ran a 3-day, 

online high-score tournament (supporting Guitar Hero World Tour, Guitar Hero 

Metallica, and Guitar Hero Smash Hits) to determine the most skilled players and groups 

(Tour Group Tussle (Aug. '09) - 8/7 - 8/9, 

2009). A key value proposition for playing in 

ǘƘŜ ǘƻǳǊƴŀƳŜƴǘ ǿŀǎ ǘƻ άǿƛƴ ǘƘŜ ǳƭǘƛƳŀǘŜ 

brŀƎƎƛƴƎ ǊƛƎƘǘǎΦέ 

ü As of August 16, 2009, the Guitar Hero 

Community links to a number of social 

networking and media venues that Guitar 

Hero and associated brands participate in, 

including Twitter (with developer Neversoft 

at 2,509 followers and following 152 

accounts), Facebook at 874,890 fans, and YouTube with 35,812 subscribers (Guitar Hero 

Community). Users and the company are able to interact with each other and peer to 

peer. 

¶ Rumored Brand Extension (rumored themes are about going big media) 

ü Though unconfirmed from Activision, Reuters triggered rumors in May 2009 about a 

Guitar Hero TV series (e.g., reality TV) and a concert tour based in part on comments 

from the CEO during a quarterly conference call and on Activision BlizzarŘΩǎ ²ƻǊƭŘ ƻŦ 

Warcraft being adapted for feature films (Cavalli, 2009).  

Competitors  
As mentioned previously, the competitor to Guitar Hero is primarily from the Rock Band offering 

developed by Harmonix and published by MTV Games and distributed by Electronic Arts. At a high-level 

some key differences in the Rock Band brand are that 1) Rock Band entered the market as a multi-

instrument gaming console (and viewed as the pioneer) versus Guitar Hero as a single-instrument guitar 

platform which later added on multi-instrument gaming, 2) market perceptions seem to be (based on 

survey of articles cited in this document) that Rock Band is perceived as more of a platform that is 

expandable by downloads versus Guitar Hero which tends to push more SKUs (although the newest 

Guitar Hero releases permit downloads). From these perspectives, the Rock Band offering appears to 

have lost some advantage in terms of core product innovation lead and differences at the product level 

JetBlue RT: @SouthwestAir: 

...wondering if @jetblue is still up 

for a Guitar Hero challenge in 

aŀȅΧ -.ǊƛƴƎ ƛǘ ƻƴΗ LΩƭƭ ƭƻƻƪ ŦƻǊ ŀ 

good venue :) 
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may have more to do with brand positioning and demographic targeting with respect to packaged song 

content. 

In terms of unit sales, revenue, and revenue trend, Rock Band does not seem to be faring as well as 

Guitar Hero, and both brands are under severe pressure (although it is not clear to what extent the 

overall economy is contributing versus usersΩ potential saturation with the music gaming genre as a 

whole). See  Figure 2 which includes some select data on the two brands. Without getting caught up in 

the details of the numbers, Guitar Hero appears to have an overall advantage. To put things in additional 

ŎƻƴǘŜȄǘΣ ƛƴ aŀȅ нллфΣ !ŎǘƛǾƛǎƛƻƴΩǎ aƛƪŜ DǊƛŦŦƛǘƘ ƛƴŘƛŎŀǘŜŘ ǘƘŀǘ άWe ended the quarter with a 55% share 

of all rhythm and music-based games in North America and Europe, up 10 full points from the prior year 

as we took share from Rock Band in both North America and Europeέ (Breckon, 2009). 

Moving away front the macro-view of the Rock Band brand, if one takes a look at some of the 

advertising for the original Rock Band or Rock Band 2, one of the most noticeable things relative to 

Guitar Hero advertising is the change of focus away from the guitar player and either towards a 

balanced view of the band and/or shift to the vocalist. The commercials often do not use celebrities, but 

the faces and personas of anonymous, potentially everyday people. Rock music is clearly a theme, and 

high-energy is also key theme. Two notable ads that reflect this are the AC/DCΩǎ άLet There Be Rock 

(AC/DC's Let There Be Rock) and Deep PurpleΩǎ άIƛƎƘǿŀȅ {ǘŀǊέ (Deep Purple's Highway Star). ά{ǘŀǊǘ ŀ 

ōŀƴŘΦ wƻŎƪ ǘƘŜ ǿƻǊƭŘέ ƛǎ ŀ sample tagline from a Rock Band commercial where an unknown band is 

ŘƛǎŎǳǎǎƛƴƎ ŀǎǇŜŎǘǎ ŀōƻǳǘ ǿƘȅ ǎƻ Ƴŀƴȅ ōŀƴŘ ƴŀƳŜǎ ōŜƎƛƴ ǿƛǘƘ ǘƘŜ ǿƻǊŘ ά¢ƘŜέ (Rock Band TV Ad - 

"The"). This type of commercial also reinforces the brand image that everyday people can άrock 

togetherέ. 

Various Rock Band Creative Images 
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Figure 2 {ǳƳƳŀǊȅ ƻŦ {ŀƳǇƭŜ /ƻƳǇŜǘƛǘƛǾŜ 9Ǿŀƭǳŀǘƛƻƴ 5ƛƳŜƴǎƛƻƴǎ ŦƻǊ DǳƛǘŀǊ IŜǊƻϯ ŀƴŘ wƻŎƪ .ŀƴŘϰ 

As for some of the community-building activities on the web, a visit to Rock Band website (at 

www.rockband.com) on August 17, 2009 highlights downloadable songs, and the community subpages 

encourage folks to check out scores and stats, find out about upcoming band challenges, and create 

your own merchandise. On Facebook, Rock Band has 292,727 fans (Rock Band's Facebook Page, 2009). 

The community forum also lists 319,919 registered members (Rock Band Community Forum). It is 

noteworthy to point out that the number of Guitar Hero forum members did not seem readily accessible 

from the Guitar Hero forum pages. 

{ŀƳǇƭŜ /ǊŜŀǘƛǾŜ LƳŀƎŜǎ CƻǊ ¢ƘŜ .ŜŀǘƭŜǎΥ wƻŎƪ .ŀƴŘϰ ŀƴŘ [ŜƎƻϯ wƻŎƪ .ŀƴŘϰ 

 












