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Introduction
Activision Blizzardnc.(NASDAQ: ACTHereafter referred to as
Activision Blizzards aworldwide pureplay online, personal

computer, console and handheld game publisher. The company ha

$5.0 billion in total 2008 net revenues a ron-GAARcomparable
basis(Activision Blizzard, 2008jd publishes (via Activision
Publishing, Incdne of the most welknown brandsn gaming history,
Guitar Her&}. CEO Bobby Kotick indicatedlorO G A @A & A 2 y
v M Qn ¢ gSdalNdatsafes for the Guitar Hero franchise have
passed $2 billiofActivision Blizzard, 200Q)urportedlymaking Guitar
Heroone of only three franchises to hapassed this marklhis
document provides an external, ntibrand audit of Guitar Hero and
covers analysis items such as brand imagtr&tegy,brand-building
activities, competitors, antirandsystem evaluation.

ACTIVEIoN
DLZARY

General Background & Disclaimers

The purpose of 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 year
This minibrand auditwasperformed over a period of two weeks and

was funded byand on behalf oSteve Shu Consulting Services for the

purposes otonsultingpractice development & marketing activities.
The minibrand audit focuses primarily on U.S. markats the Guitar
Hero brand and subbrands as partAddtivision Bkzard All research
was performedn good faith without intent of biaandindependent of
ActivisionBlizzardand the Guitar Herorganization andbrands. Public
information sources were used foesearch(primarily secondary
research)and the author neither had access to confidential
information of the subject company under study nor its competitors

This brand audit reflectthe external research perspectives$ Steve
Shu Consulting Servicesly and neither the perspectives ony
affiliated entities noithe independentcompanies rentioned within.
Steve Shu Consulting Services presido warranty for the

! 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 limitationsreearchcontent, and
scope

The Activision and Guitar Hero brands, subbrands, and marks
(whether registered or notare either thepropertiesor rightfully
licensedpropertiesof ActivisionBlizzard The brands, subbrands,
and marks of\ctivisionBlizzardand all othercompanies mentioned
in this reportremainwith their respective owners and are in no
way affiliated with Steve Shu Consulting Services.

Executive Summary of Brand Audit Findings
The findings of this mirbrand audit indicate that

9 Activision and Guitar Hero master brands are very strong
and weltknown

1 Relative tathe main competitive brand (Rock Bantt)e
Guitar Herdbrand effectively positions itself as
competitive, individual, and hard rock platform, whereas
Rock Band brand positions more around the band
experience

1 TheGuitar Herdorandimageand identity are mostly
aligned, although there are some potential warning areas
buildingwith respect to negtive customer perception of
the Activisionbrand as it relates to downloadable content

1 While there is some tactical confusion with brand name
usage this could be cleared up through additional naming and value communication tactics

1 The company is effectivg using brand energizeend brand flanking techniques as the market
grows into new subsegmentalthough there could be some brandmeconfusion by use of
the Band Hero brand name relative to the competitor, Rock Band.

9 StrategicallyActivisionwill need to address ongoing trends in social networking and user
generated contents it does not have a clear leadthese areas

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

by innovating in areas like it @ing with DJ Hero

Brand Inventory
ActivisionBlizzar@ & D dzA lirandNihven® s 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

ActivisionBlizzardKey brands are depicted kigurel below and cover the Activision Blizzard brand,
core Guitar Hero brand, associated publishing and game designer braddscae loosely associated
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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.

Activision Blizzard Corporate Brand ﬁﬂém

GHMR Guitar Hero® Master Range Brand

fleRO
Single- Multi-Instrument Expansion Games Portable Games - Mobile Games

Instrument Console Games “Guitar Hero® 80's *Guitar Hero® On Tour *Guitar Hero® lll Mobile
Console Games *Guitar Hero®Aerosmith Decades™ *Guitar Hero® World
*Guitar Hero ® *Guitar Hero® On Tour Tour Mobile
Metallica® Modern Hits™ _*Guitar Hero® 5 Mobile
*Guitar Hero® Smash
Hits
*Guitar Hero® Van
Halen (TBR)

*Guitar Hero® *Guitar Hero® World
*Guitar Hero® Il Tour

*Guitar Hero® IIl: *Guitar Hero® 5 (TBR)
Legends of Rock Arcade Games

*Guitar Hero® Arcade

B
Publishing Brands “Various” Hero™ Brand Extensions
*Activision =

*Red e —
edOctane = HH"{H Band Hero™ Range Brand Single-Instrument

Console Game
Multi-Instrument Portable Games on Ames

Game Designer Brands Console Games . b
+Band Hero™ (TBR +Band Hero™ (TBR) *DJ Hero™ (TBR) HERO
~ ————

*Neversoft
*Vicarious Visions
*Budcat Creations

Competitive Games Brands (published by Electronic Arts and *not* owned by Activision Blizzard)

Gaming Master Brand Gaming Designer Brand Publishing Brand

*Rock Band x. \ | ,‘1\ *Harmonix (subsidiary of Viacom) HARMONIX *MTV Games

Notes: TB e released
Sources: Guitar Hero and related extension websites by Activision, various Internet sources, and analysis by Steve Shu Consulting Services

Figurel{ dzY Yl NB 2F . NI yR&a ! a4a20AF0SR 2AGK ! OQGAGArarzy . ¢

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 Blizzsla firsimajor point, the original Guitar Hero

was designed by Harmonixth RedDctaneas publisher. RedOctane was acquired by Activision in June

2006(Tor Torsen, 2006)n October 2006, Harmonix was acquired by Via¢barm 10K Annual Report

for fiscal year ending December 31, 20@@) created the competitive offering with MTV Games,

Syidaidt SR Ranficationaf the/s&ardie acquisitions of RedOctane and Harmonix are that

some mixof the intellectual property, knovihow, and brand equity of Guitar Hero transferred to each of

the acquirers As a secondhajor point the Activisionbrand associated with publishing Guitar Heand

the Blizzardbrand, associatedvith massively multip@ SNJ 2y f AyS NRfS LI [ @Ay3a 3l Y
4dz00SaafdzZ 3 YS 3combingdForn thie BualZodardoNpaRyiAttivision Blizzaial




merger of Activision and Viven@iamesentities in July 200@Activision Blizza, 2008) Activision
Blizzards 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 produdtslude(as classified by the author and not necessdnjty
Activision Blizzar&)

9 Singleinstrument console gameg These are pmarily guitaronly, base ganes on major, in
home platformssuch adlayStation 2, PlayStation 3, Xbox 360, and #idpersonal
computers (such as PC and Magjten base, physical equipment (e.g., guitar) is included in
stockkeeping unit (SKU) bundles.

1 Multi-instrument console gameg These aranulti-instrument, basegames (e.g., guitar, bass,
drums, vocal) on gaming consolegdgrersonal computersOften base, physical equipment
(e.g., guitar, drums) is included in SKU bundles.

1 Expansion games These games are typically softwadescs that expand the base games with
new songs from famous bands. Special edition equipment is to@e bundled asaSKU.

1 Portable gameg, These games are
provided onportable (e.g., can be taken
outside of the homeplatforms such as
the Nintendo DS, whichfen include or
require specidy equipment(e.g, finger
operated drum pads) to fit small form
factors.

1 Mobile games; These games are
provided on mobile phones with players
using keys on the phone.

1 Arcade gamesg These physically durable
and sizeable games are often
competition-style, coinoperated games
found in arcades, restaurants, etc.

1 Publishing brand ¢ These brands serve
asvarious types oéndorser brandso
Guitar Hero with Activision playing more
of therole of larger company endorser
and RedOctane leveraging its historical role as publisher of the first Guitar Hero.

1 Game designer brargic The brands here are equivalent to resea&lkevelopment
laboratories, andjamers often recognize which developmemnganizations are building the
game contentlf a game designer has developed a blockbuster game in the past, the use of the
game designer brand can help to energize and enhancgdh®e brandffering.

YR I SNEu 2y bAyGSyR2 5{

The brand analysis here is intended to provide an executive overview. Note that a variety of gyoddiitg 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.
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&+ NR 2 degasnd exteBsib@sc The Hero
brand extensions attempt to leverage off of the Band Hero Creative Images
GNIAfAY3 a1l SNRE g2NR ||
G DdzA G I NJ |aBddiBasésocinthnd thfeR
brandextensionfrom guitars somewhat and
moving towards associations with other
instruments(e.g., company website indicates
oBand Hero is the ultimate party game where
players of all ages will be able to experience the
signature, easyo-learn but difficultto-master
DdzA G NJ | SN@BandHeyoS LI | & £ 0
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

LIX I G F2N)Y 0Dl ¢ dzy Sgenematedsénys. a
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 uphis 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
asevere issue but could be improvethe second is
related tobrand extensionsnd is an exciting topic given
that the overallmusic gamingnarket is likely to grow and evolve significantly beyond what we have
seen to date. These two items are briefly aglsbed next.

Note: Teenage country music star, Taylor Swift, depiotettle

On the first point, he 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
I SNBEt hy ¢2dzNJ 5SSOk RS @nmebiatélycBnnaiedzbad tilde ¢f Braduckags isy 2
involved unlessone isa gamer in the know and/or immediately looking at a particular product. This can
cause some confusion when trying to communicatth othersabout particular products. Anecdotally,

the author was able to survey some moderately heavy gamers familiar with the GuitaeXpendence
Somehadassociated théWorld Toug designation as being a multistrument offering, but the
nomenclatureis not obvious especially given that numericalimbering of releaselsad been

reintroduced with Guitar Hero.Similarlyuse of the termsy h y  ¢d@ deNa&ways connote specific
useonly on the Nintendo DS platform and targeting at the 18HE(intended target) versus TeeSIB
(typical of thenon-DS games).
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Various Guitar Hero Subbrand Creative Images

On the second pointhie Band Her@xtensionoffering maycreateboth clarity and confusion for
O0dzai2YSNE® hy (G(KS 2yS KIYyRXZ OfFNAGE Aa ta®ONBFIGSR Ay
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 focusBdnbdeHerdorand

seems to be more on pop rock versus classik avchard rock of the Guitar Hero geniut confusion

may be created in that purchasers may think that they need to specifically to commit to a particular
music style when purchasinghaulti-instrumentbundle.For example, should a person buy Guitar Hero

or Band Hero for aserthat likes balanced, band competition with rock music? Rock music is suggestive
of the Guitar Hero brandjet band competition may be suggestive of the Band Hero br@atsumer
decisions to purchase may be delayed because ofusiori. In any casehis paper will revisit the topic

of brand extensions later in the document when more foundai®huilt around the competitive

landscape.

Brand Image and Strategy

Narrowing in on the Guitar Hero range brand a bit more, the brandgeiery heavily on its pioneering
role, #1revenueposition, and proverfranchisestatusin the music gaming are$ichael Griffith,

President and CEO of Publishing for Activision Blizzard articulated the Guitar Hero strategy as follows:
oOur strategy for growing the Guitar Hero franchise remains the same, with a focus on expanding our
audience, growing international salesd improving operating margia$Seeking Alpha, 2009)

Thebrandimageof the Guitar Heo brandis heavilyassociated wittpremiereguitar players and hard
rock bandgincluding metal rock musichs exampleshree of the cebranded titles Guitar Hero®
Metallica, Guitar Hero® Aerosmith, and Guitar Hero® Van Halen involve some of the theistgand
bandsof all time with Kirk Hammetrom Metallica rated as #11 greatest guitarist of all time by Rolling
Stone("The 100 Greatest Guitarists of All Time", 20@&rosmith rated by VH1 as #11 greatest hard
rock arists of alitime ("VH1: 100 Greatest Hard Rock Artists", 20@@p Eddie Van Halédrom Van
Halenrated as #2 guitarist of alime (second only to Jimi Hendrix) by 330 current and former rock
guitarists as recently dast yar ("Eddie Van Halen #2 guitarist of all time, as voted by rock guitarists”,
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2008). SAy3a GKS a0 Sai thatis histoddally toneftodhe &uditaf Barokbkaydwhether it

be through the coolest playing, estreen dess, or orscreen equipment. Some of the game modes

encourage guitar solo duels withwlly 2 gy 3JdzA G NR &G a f A (S8mekdylmagés TNRY LT
from the Guitar Hero artwork and the game are incluaedthis mgeand illustrate the energy,

flamboyant, hard rocking, and individualistic nature of the Guitar Hero biattte Guitar Herdorand

was a person that | met at a club party, | think he would be in his2®édto mid30s, fit, coolyight-

handedand 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
leatheror luxury brand deni® | S Qd® erffour@g8 with himandone of themwould have his

flamboyant,Gibson Fying V guitaready at handecause someone at the party would inevitably

challenge him to guitar soloRdzSf @ | SQR I OO0SLIi GKS OKIffSy3asS O2yTA
Did | mention that his guitar went to volunievel 11 on the dial?

The Guitar Hero brand connotes highality in terms ofnteractive musigaming.Beyond the#1

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

67 million lifetime unitg"Guitar Hero World Tour drops 61% from Guitar Hero Ill, and other October

sales news", 2008D dzA G F NJ | SNRPQ&a aONBSy Lileésxs y2S NBIFRAy3aA:
Gt SOSNI 3SR I ONRBaa LINE R dzO (irARodk BardVGild the/GuitaeHerb fioke LINR Y I
AGNBIFY 06KAOK NBIFIRa FTNRY o02GG2Y G2 G2L) +a adl NBASQ
(which reads from left to right on a traditional music score) and the gaming equipment does not match

in weigh or quality to traditional musiequipment never before has this author seen professional
YdzaAOAlya RA&AOdzaa aGdzRSyda FRIFELIAY3I gKFG (KSeQ@dS
timing or drum patterns) to real instrument situations (regardless of kdferent gaming versus real
instrumentplay really is)When Activision introduced its first muitistrument game, Guitar Hero®

Word Tour, the company did run into some game peripheral compléidgeOnline, 2008)althoudh

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 lago or
SEOS&aaAr@®S dzaS 2F aDAZAGEINI I SNR oeé ! OGABArarzyé GeLlsS
game isowned byActivision.There also seems to be a clearer articulation on the part of customers and
industry constituents that Activision has higtally promoted an SKU push strategy as opposed to chief
competitor, Rock Banfindustry Gamers, 2009lthough dollars spent on games is a litmus test, brief
inspection of gaming bulletin boards such as the Escépssiapist Magazin@)dicatethat not an
insignificant number of folks prefer the more, pdownloadable nature of the Rock Band system, where
the system is treated more like a platforms opposed to an experience that cannot be expanded
without additional, substantive purchas€hese may be early warning signs, particularly in a weaker
economic environment and in an environment where downloadable characteristics are prevalent in
MP3 must players, cellphorg etc.If Activisionhas not done so already, it would be good foe t

company to both survesegularlythe subsegments ofJ2 G Sy (i A I { & WodesliheipOréhSshid and
monitor competitivetactics of Rock Band with respect to playiothe benefits of downloadable

content and related serviceat a macrdevel, this area seems like one potential weak spot that could

9



be attacked particularly guxiliaryequipment is more compatible from Guitar Hero to Rock Band but
less so vice versahe other area that Activision should monitor is ovesaltbrand confusioramong

the numerous SKUs. In particulproviding excessive choice options has been shown in various
situations toparalyze consumers (which could potentialiguce sales and leanistomer prospecto
competitorg, particularly undepreconditions when consumsihavean inability to experimentost
effectively and learn when they have made either good or bad ch¢iRestrel, 2005)

. FASR 2y GKS 0FO1RNRBL)I 62@3S3 DdzA (| N3gahdphEBn@ hatLJ2 & A G A
value hard rock music and natiolent games, Guitar He®providesleading,interactive gaming outlets

that are exciting, visuallgich, andchallenging and that enable users to unleash their enargyobtain

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

highlevels of competitin.

Various Guitar ero Advertising Themes

I

Brandbuilding activitiesn the pastsurrounding Guitar Hero and related extensiémdude:

1 Promotions(themes here are geared towards forwasdllingthrough discounts and value
bundlingand creating awareness in the target demongraphic)

U In preparation for the holiday season, Activision is making albggt-1-free-type order
by taking preorders fospecially marked copies of Guitar H&®that will include
unique codes that can be redeemed to redeermmopy ofGuitar Hero® Van Halen
(Dutka, 2009)

U In2008Y St t233Qa Ay QlurdiRgSHRoughisd §f 200With yedealsand
breakfast foodor disposable minGuitar Hero games, hats anghirts(Kellogg's)

U Retailers, suchsaToys R Us, promote steageA RS Z &/ KNA a & Y I dtemsy Wdz & ¢
like Guitar Hero are $90 off (nearly 50&@resumably a result of weak economic
forecasts for the natiorfMartinez, 2009)
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In October 2008, Activisiondla crospromotionand set up a James Bond 007 website
NBf SIFaAy3a GKS GNI O théa¥F ¥i2Yi KEWNdAzR ¥ @@ar22 B ASET T
2008)

9 Advertising(themes here are about having fun, unleashing energy & inhibitiorspaimg sex

appea)

i

Some of the memorabl&Vadvertising themes that Activision usatithe end of 2008

for Guitar Hero® World@our include the use of sports superstars lany Hawk, Kobe

Bryant, Michael Phelps andRod& supermodel Heidi Klum tommercials that are

themed after the movie Risky Busingsgs 1 K G KS . 20 {S3ISNJ GdzySz ah
w 2 f Theécommercials play to the themes of havingflay f S| a KAy 3 &2y SQa Sy
inhibitions to rock musicandcreatingassociations od S A y' 3 (i tkrBugtutiie Sise (i ¢

of top superstars

LY WdzZ & wnndg I GANIf GARS2 SydAaidf SR dabl {SF
webto 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 peoplegoing through their normal busines#l about The women are joinedyba
substantivelyless fit man who strips off his overcaatdtakesstrutting position in the

center screeralong with the boom box. The video makes no reference to Guitar Hero or
Activision, but the black censor bdwhichare strategically placed to coveip 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 Heo8.Sy . Aff hQwSAf §
presumably opposed to the shameless promotion, gave the video attention by criticizing

AG 2y (0KS h Q\{Bekrthdugh, 200900 2 NJ a K2 &

1 Sponsorshipgthemes here are about

competition and reaching a velgrge

audience with discretionary income) Guitar Hero® AeroSmith Themed NASCAR racecar

1 Events & Community Buildirfthemes
here have been aboubstering
individual and group competitign

i

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, witfearnhardt
GanassRacing cars in multiple
NASCAR Sprint Cup Series races,
including the Daytona 50QLos
Angeles Business, 2009)

11



increasingcommunication creating buzand disseminating creative copy about the gajnes

U Over the years Guitar Hero competitions and tournaments have occurred whether
sponsored directly by Activision, independent franchises, businesses, or restaditaats.
brand spark spontaneous copetition instincts. For exampia April 2009, Southwest
Airlines and JetBlue employees started a fentfeon social networking platfornTwitter
to plan a Guitar Hero challenge between airline representatfvesger, 2009)The
¢CoAGGESNI GSEGl &ENetBlORT: ®@SodthivgsE\B: (i &andeh iF @jetblue
Ad alAff dzLd F2NJ I DANEYRI ASNR2YBOKLQtéSyas2py T

U In early August 2009he Guitar Hero® Communifgn Activision websitean a 3day,
online high-score tournament (supporting Guitar Hero World Tour, &uiero
Metallica, and Guitar Hero Smash Hitsfletermine the most skilleglayers and groups
(Tour Group Tussle (Aug. '0%8/7 - 8/9,
2009) A key value proposition for playing in ~N
GKS G2dz2NYyIFYSyid ota (2 aseAy GKS dzZ GAYFGS
bt 33Ay3 NRAIKGEDE JetBlue RT: @SouthwestAi

i As of August 16, 2009, ti@uitar Hero ...wondering if@jetblue is still up
Communitylinks toa number of social for a Guitar Hero challenge il
networking and media venuehat Guitar ab &XNRYy3 Al 2y
Hero and associated brands participate in good venue )
including Twitter (with developer Neversoft \S )
at 2,509 followers anébllowing 152
accounts)Facebook at 874,890 fans, and YouTube with 35,812 subscfibeitar Hero
Community) Users and the company are able to interact with each other and peer to
peer.

1 Rumored Brand Extensigrumored themes are aboutaing big media)

U Though unconfirmed from Activision, Reuters triggered runiroiday 200%bout a
Guitar HeroTV series (e.g., reality TV) and a concert tiaged in part on comments
from the CEO during a quarterly conference call and\ctivision BizaR Qa 2 2NX R 2 F
Warcraft being adapted for feature filnf€avalli, 2009)

Competitors

As mentioned previously, the competitor to Guitar Hero is primarily from the Rock Band offering
developed by Harmonix and published by M3&mes and distributed by Electronic Ais$.a highlevel

some key differences in the Rock Band brand are that 1) Rock Band entered the market as a multi
instrument gaming consol@nd viewed as the pioneeversus Guitar Hero as a singhstrument guitar
platform which later added on mulinstrument gaming2)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 teagmish more SKUs (althoutite newest

Guitar Herareleases permitlownloads) 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

12



may have more talo with brand positioning and demographic targeting with respect to packaged song
content.

In terms ofunit sales, revenue, and revenue trend, Rock Band does not seeenféibg as well as

Guitar Hero, and both lands are under severe pressure (although it is not clear to what extent the
overall economy is contributingersususerg<potential saturation with the music gaming geras a

whole). See Figure2 which includes some select datda the two brandsWithout getting caught up in

the details otthe numbers, Guitar Hero appears to have an overall advantageut things in additional
O2yGSEGEZ Ay al & BDNADPIALRIAERIDEN Qatervki afb5%ishare

of all rhythm and musibased 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 Edi(Bpeckon, 2009)

Various Rock Band Creative Images

Moving away front the macrwiew 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 noticeableréfatige to

Guitar Hercadvertisings the change of focus away from the guitar played aither 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 peBplek music is clearly a theme, and
high-energy is also key them&wo notable ads that reflect this are the ACDd et There Be Rock
(AC/DC's Let There Be RomhyiDeep Purpl@@ | A 3 K ¢ |(Beep{PurplesiHighway Stai){ 0 | NI |
o yR® w201 sakfe tagldeNidorRad RodkBant commercial where an unknown band is
RA&AOdzaaAy3a FalLlSoia Fo2dzi sgKeé a2 RbcKkBandVydR yI YSa o
"The"). This type of commercial also reinfoscihe brand image #t everydaypeople carrock

together.

13



Sample Evaluation Stronger Brand Guitar Hero® Rock Band™
Dimension

Sales Units (Note Wii) Guitar Hero® Sales on Wii (2008) - 3.4 Sales on Wii (2008) - 1.7

million million
Sales Revenue (Feb- Guitar Hero® Estimated Feb-June Sales Estimated Feb-June Sales
June) (2008) ~ $275 million and (2008) ~ $225 million and
Sales (2009) ~$175 million Sales (2009) ~$75 million
Sales Trend (Feb - June) Guitar Hero® Down 34% (approx.) Down 67% (approx.)
Song Downloads Neck and neck 40+ million professional & 50+ million and soon to allow
14+ million user-generated user-generated content to be
sold

Sources: Nintendo World Report (January 28, 2009), Gamasutra (May 8, 2009 & July 21, 2009)
Figure2{ dzY Y NB 2F {FYLX S /2YLISGAGAGBS 9@l fdad A2y 5AYSyarzya

As for some of theommunity-building activitieson 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 chajlandecreate

your own merchandise. On Facebook, Rock Band has 292,72RfanksBand's Facebook Page, 2009)

The community forum also lists 319,919 registered memfRoxk Band Community Forunit)is

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

{FrYLXtS /NBFEGAGS LYIF3ASa C2NJ ¢KS
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