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Mattel’s Barad Calls It Quits

Learning Company red ink leads to resignation

By Andy Eddy

Fortune 500 company, Jill Barad has

been under the microscope on a num-
ber of occasions during her tenure as
Mattel’s chairman and CEO, particularly as her
company suffered surprising financial losses.
Those losses apparently took their toll because
earlier this month, the 48-year-old Barad
stepped down from the helm at Mattel, imme-
diately following the company’s statement that
revealed poor results for Fiscal Year 1999.

In its combined fourth-quarter and annual
financial earnings announcement, Mattel indi-
cated that it had net sales for the quarter of
$1.8 billion with net losses of $18.4 million of
$.04 per share—especially surprising given
that the average estimate in a poll of financial
analysts by First Call/Thomson Financial
before Mattel’s announcement showed
expectations of a 25 cents a share profit.
Annual net sales were $5.5 billion with earn-
ings of $182.1 million or $.43 per share.

As one of only four women heading up a

Barad and Mattel firmly indicated that heavy
losses from Mattel subsidiary The Learning
Company (TLC)—due to “a slowdown in CD-
ROM sales...[and] inventory problems and
discounting”—dragged the entire company
down and resulted in Barad’s resignation
from the company and its board of directors.
Mattel put TLC’s pre-tax losses for the
fourth quarter at $183 million and its pre-tax
losses for the entire year at $206 million.

In retrospect, many saw Mattel’s purchase
of TLC—a stock-swap deal that cost Mattel
approximately $3.6 billion—as a pricey trans-
action, even with TLC’s standing as one of the
biggest consumer software publishers; the
purchase price was more than four times
TLC’s revenues. While TLC brought the toy
giant some established software franchises,
such as Reader Rabbit, Myst and the Carmen
Sandiego property (in 1998, TLC acquired
Broderbund for about $420 million and
Mindscape for about $150 million), the 1999
holiday season offered no prominent
releases from those brands.

U.S. $3.95

, Mattel’s former chairman and CEO.

LONG STINT AT MATTEL
Barad started at Mattel in 1981, as a product
manager. She was named CEO in January 1997,
and added the title of chairman of the board in

(continued on page 6)

Nyko Fights to Protect
Intellectual Property

By Ben Rinaldi

By Jason R. Rich

Nintendo Continues to Support
Pokémon, Strong Push at Retail

/ CYBERACTIVE hen Nyko first introduced its snazzy Worm Light onsumers and retailers alike are

- Wperipheral in September 1999—which was Cpoised for the next wave of the

designed to aid Game Boy Color players by shed- Pokémon invasion in America.

o \ \ ding more light on the tiny screen—its success guaran- Pokémon Stadium for the Nintendo 64

: } teed that other peripheral manufacturers would try to (MSRP: $69.95) ships March 6th and is

< Hl copy the ingenious design and functionality. Now, almost being accompanied by a $4 million product

; M six months to the day of Worm Light’s release, Nyko finds specific advertising and marketing cam-

I ‘ itself in the precarious position of having to defend its paign (with heavy in-store PO.P. support),

1 95883 intellectual property from unscrupulous competitors combined with a 20-city mall tour, called
E4 Febiruainy 2%, 2000 T — The Pokémon 2000 Stadium Tour.

In total, Nintendo of America plans to
spend over $25 million during March 2000
to promote Pokeémon Stadium and the
simultaneous release of the six new col-
ored N64 systems (sold separately).
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During the same timeframe, the first
Pokémon motion picture will be released
on video, adding to the Pokémon hype that

(continued on page §)
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Planned Q4 Launch of Game Boy
Advance Gets Mixed Reaction

Is Nintendo fixing something that isn’t broken?

By David Ward

publicly and privately within the

videogame industry as Nintendo plans
to roll out its next-generation Game Boy
Advance portable system in the U.S. while
the current Game Boy Color is still going
strong.

Nintendo of America (NOA) Marketing
Vice President George Harrison said the
parent company in Japan is still intent on
launching the 32-bit Game Boy Advance in
Japan in August followed by a Q4 launch in
the U.S. and Europe. Harrison said the Game
Boy Advance price point will be under $100,
adding that the Game Boy Color MSRP will
probably be lowered from the current $79.99
when the successor is launched.

While little is known about the software
that will accompany the Game Boy Advance
launch, development tools for the new
portable system are being sent out
this month (Feb.), leaving little time
for third party publishers to ready
games for Christmas 2000. “If it’s a
cartridge-based system, you only
have six months to do a good game,”
noted THQ President/CEO Brian
Farrell. “On a new system, that doesn’t
feel very right.”

Compounding the issue is that
Nintendo has said the Game Boy Advance
will have some sort of wireless online
component, which Farrell notes publishers
have yet to see.

All this is raising concerns that publishers
and retailers may be forced to deal with a
new portable system before the market is
ready. “We're a big supporter of Nintendo
and we'd love to see Game Boy Advance, but
[ hate to see it too early,” Farrell said. “I hate
to see us ruin one of the real vibrant mar-
kets in this year 2000.”

Certainly Game Boy Color has emerged as
the biggest surprise of the past year. Driven
largely by the Pokémon craze, NOA is on
track to sell 8 million hardware units for the
fiscal year ending in March. That number

That’s the concern being voiced both

could have been higher except for hardware
shortages during the holiday season that
have continued into the first months of 2000.

In many ways, the Game Boy Color busi-
ness model right now is as close to a sure
thing as this industry gets. Development
costs are low, price points for both hardware
(879.99 MSRP, $69.99 street) and software
($19-$29) are stable, and the Pokémon
license drives hardware sales, giving third-
party publishers and retailers a steadily
increasing installed base.

Given all this, it's no wonder many are
worried that Game Boy Advance may end up
killing the proverbial goose that lays the
golden eggs.

“No one is quite sure why Nintendo is
doing this,” said one retail channel source.
“Given the prospects for the N64, we know
they’re counting on portables for a lot of rev-
enues next year. But it really could end up
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hurting Game Boy Color. And $99 may be
too high a price point for a portable system.”

Not everyone feels that the timing is
wrong for Game Boy Advance. “I don’t think
that having GameBoy Advance out there
is going to kill the Game Boy Color plat-
form,” said Funco Senior Vice President
Jeffrey Gatesmith. “Whether consumers
are ready and want Game Boy Advance,
they’ll have an opportunity to vote on. I
always feel like when new technology
comes out and companies resist that tech-
nology—rfor whatever reason—in favor of

the status quo, they end up making a mistake.”

But with PS2 and Game Boy Advance, and
possibly even the Nintendo Dolphin, joining
PlayStation, N64, Sega Dreamcast and
GameBoy Color on the market, stores will
face some difficult decisions next holiday.

“With all the new formats there will be a
shelf space problem for certain retailers,”
noted Electro Source Senior Vice President
Steven Kleckner. “It gives an advantage to
the retailers, like a Best Buy, that have a good
amount of shelf space. But for some of the
mass merchants, it will make it very difficult
because nothing else is going away and
you're adding PlayStation2, you just added
for Dreamcast and you're adding acces-
sories for all these formats. So it does make
it very tough for some retailers to correctly
merchandise everything.”

There is also the question of whether NOA
will be able to meet demand for both Game
Boy Color and Game Boy Advance. The com-
pany projects it will sell six million Game
Boy Color units and one million Game

Boy Advance during the next fiscal

year ending March 2001. That will

end up putting a lot of pressure on

Nintendo’s manufacturing partner

Sharp, which makes the LCD and

other components for the Game

Boy Color, and will likely do the same
for the Game Boy Advance.
“The Game Boy Color is such a great
product that it has never been able to
supply the hardware to keep up with
demand,” added another source.

But Harrison pointed out that trying to
time the launch of a successor to a phenom-
enally profitable platform is a problem that
any hardware company would love to have.
He also said NOA realizes that regardless of
when the Game Advance reaches shelves,
the bulk of the videogame revenues in 2000
will be from the older platforms. “We've
been out briefing retailers and trying to keep
them focused on the existing systems,” he
said. “We believe that 85% of the business in
the year will be on the N64, PlayStation,
Dreamcast and Game Boy Color.” GW
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EDITORIAL

By Jim Loftus,
GameWEEK Managing Editor

Too Much Power
Is Never Enough

ne thing before | jump in here. | received
Oa call a few weeks ago from an industry

big-leaguer (who shall remain name-
less) that was offended by the “Burger King
Has No Balls” headline we ran in the 1.17
issue. The thought never occurred to us that
someone would take it as anything more
than intended. We deliberately chose those
words not to be disrespectful, but as a way
to scold the corporate burger-slapper for its
hesitant recall of hazardous Pokéball con-
tainers which at the time resulted in the
death of an innocent child (now another
infant has died of a similar tragedy.)
Perhaps if the person read the entire article
and gave it some thought, they would have
understood what that headline really meant.

Okay, on to more pleasant thoughts. Here
we are, less than two weeks away from
what is sure to go down as one of the most
successful product launches the world has
ever withessed. Sony will be one step clos-
er to total entertainment dominance on
March 4 when its powerful PlayStation2
blazes to life in Japan.

PS2 is powerful, but just how powerful?
One developer was overheard saying it
packs “enough juice to do just about any-
thing we want.” Could this be true? Every
system has cranked uber impressive tech
demos; take Dreamcast for instance. Back
in '98, Sega wowed a lot of us with mind-
boggling realtime graphics demos and
pledged its new system would put an end to
clipping and slowdown problems once and
for all. That's hardly been the case. As more
advanced technology becomes available,
graphics and gameplay goals become high-
er and the strains increase accordingly. It
will be no different with PlayStation2.

When Namco’'s Ridge Racer hit the
PlayStation five years ago, how many of us
wondered, “Can it get any better than this?”
It has. Just look at Ridge Racer V.

It’s a never-ending cycle, of course. Each
and every time the curtain is lifted on a new
piece of hardware, everyone stands around,
slackjawed at the thought of taking part in
the end-all, be-all gaming experience, and
I'm as guilty as the next guy. When the
smoke clears, it's on to the next box. Our
thirst for gaming nirvana will never be sati-
ated. Ever. We will always want more power,
and then when that’s not enough, we’ll want
even more power, until one day we enter the
Matrix and our heads explode.

Where’s Scotty when you need him? GW

Coming next week:
Ben Rinaldi discusses how to attract
women by playing videogames....
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Nintendo’s Lincoln Exits Stage Left

Former chairman ends career with company, moves on to Seattle Mariners

By Ben Rinaldi

(NOA) former chairman, has ended

his long tenure with the Big “N” to
take an active role in the day-to-day busi-
ness operations of the Seattle Mariners
baseball club (of which Nintendo owns
a fifty percent stake). Lincoln first
announced his resignation last year, but it
became official in mid-February. Before
Lincoln could take his game to the friend-
ly confines of Safeco Field, however,
select members of the media had the
opportunity to catch up with him at NOA
headquarters where he talked about his
departure.

Lincoln said he would miss working in
the interactive entertainment industry,
explaining that he is particularly disap-
pointed about not being around to see the

H oward Lincoln, Nintendo of America’s

launch of Nintendo’s next-generation con-
sole, code-named “Dolphin.”

“I'm excited because the more I see of
Dolphin, the more | see how we will be
able to market the product at a very com-
petitive price point—both hardware and
software,” said Lincoln. “Mr. Arakawa
(NOA president) and I have had to listen
to some third-party publishers over the
years talk about the “economic model” of
N64 with cartridges. The idea that we're
going to be competing on a worldwide
basis on a DVD software format is really
music to my ears, and [ have to tell you
that Dolphin is going to be the great sys-
tem. [ think it’s going to get tremendous
support from third-party publishers and I
think we’re going to give Sony a run for
its money.”

He went on to say that Nintendo has pur-
posely kept details about Dolphin under

wraps, but promised that the gaming com-
munity would be pleasantly surprised
when Nintendo finally unveiled the super-
console. He gave no further details except
to say that the console may make an
appearance at the E3 Expo in May.

When asked what his most memorable
moment had been with Nintendo, Lincoln
replied that a grueling trip to Russia with
Mr. Arakawa in the early '90s stands out
most in his mind. The trip was taken in
order to secure the rights to the Tetris
license (the hottest videogame property
around at that point in time). Lincoln con-
cluded that it was his most fulfilling expe-
rience and one he will not soon forget. The
entire story behind that historical excur-
sion can be found in CyberActive Media’s
Game Qver: Press Start to Continue, a fas-
cinating book that chronicles Nintendo’s
rise to power in the videogame industry.

Howard Lincoln, traded to the Mariners

The staff of GameWEEK would like to
wish Mr. Lincoln the best of luck in his
future with the Mariners. We offer one bit
of advice as he begins his new career:

Sign Griffey! GW

Continued from the Cover

intent on introducing knockoff products
into the U.S. marketplace.

The problem was first brought to
Nyko’s attention when retail buyers
around the country began relaying infor-
mation of products with an identical
design—and in some cases even carrying
the same name—as Worm Light. Bob
Rienick, Nyko’s vice president of sales
and marketing, said most major retailers
have been very supportive, telling him that
they are very happy with Worm Light’s
sales performance, and that they have no
intentions of carrying the cheaper, inferi-
or products. Just the same, Rienick indi-
cated that the company will fight to make
sure people understand that Nyko’s prod-
uct is the only one they need.

GameWEEK has learned that Nyko is
taking swift legal action to protect itself
and its products by filing suits against
several distributors, claiming both
infringement of intellectual property and
unfair competition. “Imitation is the sin-
cerest form of flattery, but we are con-
cerned because now there are a lot of
inferior products on the market,” Rienick
said. He went on to explain that “com-
petitors can come out with an adjustable
light source [for Game Boy], but it does-
n’t have to look like our Worm Light.
Every single one of them looks identical
to our product.”

While Nyko would not divulge the
names of the offenders for obvious legal
reasons, GameWFEEK did its own investi-

Nyko Fights to Protect Intellectual Property

Above: Some of the Worm Light clones
proliferating the market.
Top and right: Nyko’s original product.

gation and found various international
distributors out of Hong Kong and Taiwan,
in addition to two U.S. peripheral manu-
facturers selling similar products.
Amazingly, these Game Boy lights seemed
to do their best to match Nyko’s Worm
Light, right down to the spiral cord design

Revalat anpry pateatnd
‘wheir b seerve
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and similar packaging. A quick test of
these products proved that looks could
be deceiving: While they may look identi-
cal to Worm Light, most failed to work
properly or in some cases not at all.
Retailers would be wise to steer clear of
these cheap imitations. GW

Linux Expo Shows
Little Support

By Joel Easley

e Linux operating system still has a
T\:ery underground feel to it. Perhaps

that feeling is perpetuated by the lack
of support from software publishers. Not
too long ago the same cloud hung over the
head of the Macintosh OS, but recently, the
Mac platform received a significant boost
from software publishers when it made
announcements regarding product releas-
es. Much of the success is due to the
release of the company’s futuristic, fruity
colored iMac and iBook.

Linux, on the other hand, doesn’t have
the benefit of translucent housing and a
huge marketing budget. During the recent
Linux Expo in New York City, GameWEEK
combed the halls of the convention center
searching for publishers or developers of
interactive entertainment and had a hard
time finding anyone who was supporting the
OS. The only publisher on-hand was Loki
Entertainment, which recently ported over
popular PC titles such as Activision’s Quake
III: Arena and Bungie’'s Myth II: Soul
Blighter.

Supporters of the system are very loyal,
as one show go-er pointed out; “Microsoft
is a dirty word around here.” However, even
with the positive buzz surrounding the
show, acceptance by the mainstream user
still isn’t strong. To find out more regarding
the development of entertainment products
for Linux check out the GameDaily at
www.gamedaily.com. GW
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ARK Came

In the 21st Century terrorism reigns supreme in
an ever eroding environment. Aboard the
Heimdal Aircraft Carrier, survival is all that
matters! Its a new world - savage, deadly,
wasteland where you save whoever is still alive
and to hell with the dead.

To control Earth, the Southern Cross bombs the
Heimdal, setting free ARK - a prehistoric
organism. ARK implants itself in humans making
them hideous, monstrous drones that carry ARK
seeds and infect others determined to eliminate
ALL of humanity. ARK breeds, mutates, and
insanely lusts for the end of human life.

Even if it looks human, it may be an ARK drone.

You are part of an elite unit chosen to isolate
and destroy ARK on the Heimdal before it reaches
land. You must blast your way through a gloomy
labyrinth of hallways, flooded control rooms and
security levels, battling sinister mutants, while
gaining clues and power as you advance.
You never know whats lurking in the murky
water or around the next corner. Meanwhile, ARK
is gaining power after attaching itself to the
nuclear core of the Heimdal. Sheer wit and brute
force are all that can save you.
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Lara and Nike “Just Do It”

Animated commercial rings-in celebrities

By Joel Easley

with Nike to produce a new commercial
featuring the first lady of interactive
entertainment, Lara Croft. The ad, which is
limited to European markets as of now, first
aired on the Internet and featured not only
the buxom Ms. Croft but also Nike’s digital
spokesperson, Leo.
Aside from the fictional characters, real-

Eidos’ marketing machine has teamed up

life athletes also appear in digitally animat-
ed form to hock more of Nike’s shoes and
athletic apparel. The commercial takes place
in “cyber game-land” and has the 50,000 poly-
gon Leo wearing the new Nike Air Cross
Trainer 2 while evading all sorts of peril and
messing up the games of several athletes.
Among the familiar faces, consumers will
recognize Michael Jordan, Pete Sampras and
Andre Agassi. Along the way Leo has a run in
with Eidos” mascot and star of the Tomb

By David Ward

demographics of game consumers,

national retailer Sears, Roebuck and Co.
will shift its videogame hardware and soft-
ware department out of the boys clothing
section of stores and into the chain’s con-
sumer electronics-oriented Brand Central
department, GameWEEK has learned.

The shift in all 845 domestic Sears stores
will take place “sometime in the middle of
the year, obviously before the fall selling
season,” said Charles Cebuhar, vice presi-
dent/general manager for Brand Central.
“From our perspective, that’s where the
customer expects to find it. We think with
the advent of products like PlayStation2,
that it makes a lot of sense. It reflects (the
category’s) complexity.”

In many ways, the videogame depart-
ment at Sears provides an interesting
glimpse into how the console industry has
evolved. Videogames began in the retail-
er’s toy section, but in the early 1990s,
Sears renamed it Funtronics and relocated
it as a standalone department in the boys
clothing section of stores.

In a move that reflects the changing

Sears to Relocate
Videogame Department

The theory was to provide the chain with
cross-selling opportunities aimed at boys
and their parents. But in reality, the loca-
tion proved as much of a detriment as it
was a benefit. While videogames have done
well as a category for Sears in recent years,
Funtronics’ limited shelf space meant the
chain couldn’t match the depth of the soft-
ware library that its competitors carried.

Cebuhar was unsure whether the
Funtronics name would survive the move,
but insisted the chain is very committed to
category. “We are going to re-fixture it,” he
said. “We're in discussions with all the
players—Nintendo, Sony and Sega—obvi-
ously not only looking at where the current
business is, but also looking forward.”

While Sears has carried relatively high
software price points in the past, Cebuhar
said, “We solved some of the price issues.
I think the biggest issue we faced was com-
petitiveness in assortment—having the
right titles at the right time.”

Sears recently announced that same
store sales for the four weeks ending Jan.
29 rose 1.7% compared with the same peri-
od a year earlier. Total sales increased 3.5
% to $1.83 billion. GW

3D0 Powers Up with LithTech Engine—Two
days after announcing a licensing deal with
Interplay’s Black Isle Studios, LithTech Inc. has
signed another licensee. The 3DO Co. has commit-
ted to using the LithTech game-development engine
in the development of multiple installments that are
being created for the Might & Magic series. LithTech
speeds up the development process by enabling the

console and PC games reached a new high in
1999, with a 20.7-percent increase from 1998.
Console videogame software accounted for 50.5
percent of the industry’s total revenue, while con-
sole videogame hardware made up 30.9 percent
and PC game software 18.6 percent. The biggest
growth was seen by Nintendo's Game Boy Color,
which increased revenues 226 percent from last

newsbits

design team to concentrate on content rather than
the engine to get the game running. The engine has
been used by Monolith Productions, LithTech Inc.’s
parent company, in such titles as Shogo: Mobile
Armor Division and Blood /I

Industry 1999 Sales Exceed $7.4 Billion—PC
Data reports that the U.S. retail sales of interactive

year. In the PC area, Havas Interactive was the
year's leading publisher, thanks to games like Half-
Life and StarCraft

Creative Launches New Music Products—
Creative Labs has used this week's NAMM
(National Association of Music Merchants) trade
show in Anaheim, California to spin out a couple of

Raider series, Lara Croft.

Adding more insight into how
the merging of Nike and Eidos
properties came together is
Sutton Trout, director of licens-
ing and creative affairs for Eidos
Interactive; “We started talking
with Nike probably nine months
ago now, maybe closer to a year,
about teaming Lara with the Nike
brand; whether it was Nike sign-
ing Lara as a cyber athlete or
cyber model, there were a lot of
combinations that were going on and are
going on. For the first opportunity to test
the two brands together, we came up with
this plot where she’s paired up with. . .real
athletes in cyber space.”

Like many interactive entertainment
companies, Eidos hopes to take advantage
of in-game branding and advertising in the
near future. “I see a lot more potential
coming out of this spot with Nike. You see a
lot of games these days that are doing
movie-style partnerships and promotions
and also product placements, so it only

Leo and Lara’s close encounter.

makes sense that eventually you'll see your
favorite game with people wearing the
newest Nike clothing or DKNY clothing the
same way you have product placement
in movies.”

Further discussing the possibilities of
the Eidos and Nike television spot, we
questioned Trout about the chance of see-
ing a Nike commercial featuring Lara Croft
here in the U.S. He responded by saying,
“Not at this point,” also adding, “We're not
sure what the next step is going to be.
We're just going to wait and see.” GW

Continued from the Cover

October 1997. During her time as
Mattel’s leader, she was aggressive in
building the company from “a toy compa-
ny into a premier global family products
company. As well as its software acquisi-
tions, Mattel merged with Tyco Toys in
March 1997 and purchased the Pleasant
Company (along with its American Girl
brand) in July 1998. It also picked up the
assets of Purple Moon, a girls software
company, in March 1999, not long after it
closed its doors.

Undoubtedly, the company has built its
own share of brand-name success sto-
ries, such as Hot Wheels, Fisher-Price,
Matchbox, GI Joe and Barbie. It has also
licensed strategically, with such affilia-
tions as Disney and Nickelodeon, bring-
ing to its catalog such franchises as
Mickey Mouse, Donald Duck, Winnie the
Pooh, Rugrats and Blue’s Clues.

Mattel’s Barad Calls It Quits

With Barad leaving the company, a com-
pany statement indicated that operations
will be managed by key executives in what
the company is calling the “newly formed
Office of the Chief Operating Officer.”
That group includes recently hired presi-
dent of Mattel Interactive and former
Sega of America COO, Bernard Stolar.
Mattel also announced that it had
retained Korn/Ferry International to
“actively [conduct] a search for a new
chief executive officer.”

Meanwhile, the statement went on to
say that Stolar is working to “identify
substantial opportunities to improve
operating productivity and realize cost
savings.” Undoubtedly, his history in the
interactive  entertainment industry
should prove beneficial to Mattel as it
works to swim out of the red ink TLC has
brought. 1]

new products. The Creative Blasterkey MP3 is “the
industry’s first Internet-centric, low-cost MP3 key-
board,” which features 49 touch-sensitive keys,
compatibility with MIDI (musical instrument digital
interface) and easy connection to the Sound
Blaster Live! audio card, as well as a bundle of
software. The company has also set up a dedicat-
ed website as a repository for related information,
support, files and upgrades. The Blasterkey key-
board has a suggested retail price of $99, and is

slated to be available this spring.

For Up-To-The-Minute

The company has also introduced Lava!
Producer, an authoring tool that comes out of
Creative’s Lava.com division. The software enables
the user to create animated videos for MP3 music
files without the need to leam extensive program-
ming, as well as offering the ability to integrate video
from Creative’s Video Blaster WebCam. Lava! Player
is available now;, offering users to check out the type
of animations that are capable under this system,
and Lava! Producer will be available for online down-
load and purchase next month at a price of $29.95.

News, Check Out GameDAILY-. com
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Nintendo Continues to Support Pokémon, Strong Push at Retall

will be sweeping across the entire country.

In addition to offering gamers the first
opportunity to see all 151 of the Pokémon in
full-color and in 3D (within a fighting game
that expands upon the adventure offered by
Pokémon Red, Blue and Yellow for the Game
Boy), Pokémon Stadium is bundled with the
new N64 Transfer Pak, which allows the
Game Boy versions of this popular game
franchise to link up with this N64 title.

Pokemon Stadium is also compatible with
the sticker machines (introduced in con-
junction with Pokémon Snap) that are now
installed at Blockbuster Video locations.
Through an intensified marketing effort,
Nintendo hopes to boost interest in these
machines, which are specifically targeted to
younger gamers.

Pokémon Stadium offers several one
player and multiplayer game play modes.
The graphics and animations in this game are
a vast improvement over what gamers have
already experienced on their Game Boys. This
N64 title offers turn-based Pokémon battle
action (which follows a very similar format to
what gamers are already familiar with from
the Game Boy versions of Pokémon).

In conjunction with the release of what
could easily become Nintendo’s biggest
selling game for the year (although Perfect
Dark may ultimately earn this recognition),
the company is releasing the limited-edi-
tion Nintendo 64 Pokémon Stadium Bundle
Set (MSRP: $149.95), which includes an N64
system, two controllers (one gray and one
atomic purple in color), the Pokémon
Stadium game, one N64 Transfer Pak, a
Pokémon battle guide and a full-color
poster. Available starting March 27, this
hardware/game bundle will also include a
special Pokémon Wizards of the Coast
trading card.

Perrin Kaplan, Nintendo’s director of cor-
porate affairs, stated, “A lot of what we’re
doing to launch Pokémon Stadium revolves
around the 20-city tour. Each time we've
done a Pokémon-related tour at malls
across the country, we've attracted thou-
sands upon thousands of attendees.” For
several weeks now, retailers have been par-
ticipating in various pre-sell campaigns for
this title. Kaplan stated that by early-
February, before the promotional tour and
advertising actually began for this title, the

Bay Area
Clyde Grossman
(510) 865-9464

INTERACTIVE STUDIO MANAGEMENT, LLC
Congratulates Our Client

SPACE

on the release of

DIE HARD TRILOGY 2"‘
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international
Stewart Kosoy
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Pokémon Stadium
will also be released
in a limited edition
bundle set.

pre-sell campaign
had been excep-
tionally successful,
resulting in what
could be record-
breaking sales by
the time the game
actually ships.

“Pokémon Stadium isn’t just about col-
lecting Pokémon. It’s about evolving things
to a whole new level, allowing the Pokémon
characters to compete against each other.
The game play is a bit slower than tradition-
al fighting games because of the turn-based
element, but the consumers who have
already played Pokémon Stadium are highly
engaged by the title and very excited about
it. The game combines interactive action
with some of the excitement of watching
the Pokémon movie or animated TV series,”
said Kaplan.

Pokémon Stadium is being targeted to
gamers between the ages of six and four-
teen; however, it’s very likely this game will
also attract older gamers due to the mass-
market popularity of Pokémon. “Pokémon is
sort of like the Super Mario Bros. games;
there are no age limits. The Pokémon fran-
chise is truly amazing.

There are now over 100 Pokémon
licensees and over 1,000 licensed Pokémon
products,” said Kaplan.

While the Pokémon franchise is clearly
popular, the challenge Nintendo of America
faces with the launch of Pokémon Stadium
is educating consumers about the N64
Transfer Pak and how this N64 title can be
used in conjunction with the existing
Pokémon Game Boy titles (Red, Blue and
Yellow versions). “Nintendo continues to
be a pioneer in how gaming occurs and in
introducing new ways to interact with
games. The N64 Transfer Pak adds game
play value to the existing Pokémon Game
Boy titles while expanding upon what can
be done when playing Pokémon Stadium,”
said Kaplan.

It’s not necessary for a gamer to own (or
have played) any of the Game Boy-based
Pokémon games in order to enjoy Pokémon
Stadium. All 151 of the Pokémon characters
are already built into the game. However, if
a gamer wants to catch and train their own
Pokémon on the Game Boy, they can do so
and then transfer those custom-trained
Pokémon to Pokémon Stadium to see them
perform in battle.

“Up until now, a lot of the marketing
focus in regard to Pokémon games has
been to educate consumers on the collect-
ing and trading aspects of the games. Our
marketing message for this game is to

promote the battle elements of Pokémon. |
believe consumers already know what
Pokémon as a whole is all about. This game
focuses on how the Pokémon characters
engage in battle,” explained Kaplan.

There are many reasons why Pokémon
has become such an incredible worldwide
phenomenon that shows no indication of
slowing down any time soon. “Pokémon
offers a mental and emotional challenge.
It’s complex, and it’s owned by the player.
The Pokémon universe is a totally imagi-
nary one, but it’s very deep and involves
an intricate and neverending storyline,”
said Kaplan.

The popularity of Pokémon has been a
tremendous boost for videogame retailers,
but for Nintendo, this franchise has
allowed the company to open up new dis-
tribution channels, such as through The
Warner Bros. Stores. “Videogames are a
permanent form of entertainment in
American households. They're no longer
something you buy at one specific type of
store. With the number of licensees we
have, I think a wide range of different
companies want to jump on the bandwag-
on, so we're bound to see the evolution
and growth of Pokémon spread even fur-
ther. This has become a $1.6 billion fran-
chise, which, even after 53 months, con-
tinues to be a huge business in Japan,”
said Kaplan, who strongly believes the life
cycle of the Pokémon franchise will have
similar success in America.

Nintendo believes the launch of
Pokémon Stadium will breath new life into
N64 hardware sales, just as the release of
Donkey Kong Country helped to sell sever-
al million additional hardware units near
the end of the Super NES’ product life
cycle. According to Nintendo’s research,
approximately 42% of all Game Boy
Pokémon players don’t own a N64 system,
so offering an action-oriented Pokémon
title on this 64-bit system could easily
generate renewed interest in the aging
gaming platform.

Whether it’s Pokémaniacs who purchase
an N64 system to play Pokémon Stadium
or excited N64 users, it’s clear that the
popularity of this franchise has created an
unprecedented demand for this much-
anticipated game. GW
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iEntertainment Network Back on Its Feet

Company claws its way back into arena with partnerships and mainstream gamers

By Paul Palumbo

ver the past few months, iEntertainment

Network (iEnt) has managed to turn

company fundamentals around and
emerge as a pure-play Internet content
provider. The job now is to continue to build
on that success and consistently communi-
cate the operational vision to analysts and
investors. It’s still early, but iEntertainment
Network is on its way to completing a market
position transformation as profound as those
undertaken by pogo.com and Hearme.com.

However, initiating the transformation
from a niche supplier of CD-ROM-based
military flight simulations to mainstream
game destination online met with a lot of
investor confusion and outright skepticism
early on and the company’s stock dropped to
a low of $0.50/share late last summer amid
the reorganization.

But, on the strength of key distribution,
development and e-commerce relationships
put in place over the past three months—
and a growing ad impression base—
iEntertainment Network’s stock has jumped
back up into the $3.50+/range.

The company is not trading at the lofty valu-
ations of many Internet companies, but it is
trading at about 5.2x forecast fiscal year 2000
revenue (see table right), which is more than
twice what an average publisher of retail prod-
uct is going for publicly.

“We’re building the airplane as we’re head-
ed down the runway,” says Michael Pearce,
CEO of iEntertainment Network. “The positive
Is we are an Internet company with a com-
pelling valuation. The negative is that the com-
pany has undergone a transformation and
there are some legacy issues on the percep-
tion side.” Prior to his job as CEO at
iEntertainment Network, Pearce was Sr. VP of
sales and marketing for VocalTec, an Internet
Telephony firm, so he comes to iEnt with an
deep understanding of Internet networks.

NUTS AND BOLTS FINANCE
After joining iEnt, Pearce’s first job was to
meet minimum eligibility of listing require-
ments for NASDAQ, and from a purely opera-

tional and practical point of view,
iEntertainment Network had to be re-capital-
ized before moving forward, he says.

IEnt did raise fresh equity through a debt for
equity swap with a convertible debt holder,
with principal, interest and penalties that
were in the $4 million dollar range. The bal-
ance sheet was then cleaned up, and revenue
has begun to grow again.

iEnt was able to head into January with
three key fundamentals in place: 1) Debt
free;2) On track for run-rate (current year)
revenue of $10 million in pure online sales;
and 3) Moving toward break-even on cash
flow from opera-

network has driven up ad impressions to 135
million for the Q4., an increase of 43.6% over
the 94 million registered during the Q3. That is
partially the result of distribution arrange-
ments with WB Online’s Entertaindom.com
site, hosting Earthlink’s game service (a co-
branded site inside the iEntertainment
Network domain) as well as AT&T’s game site.
The issue for iEnt, and everybody else trying
to make a living from ad banners, is the down-
ward pressure on ad banner CPMs (cost per
thousand). Right now, advertising revenue is
growing quickly, but ad banners are being sold
and served by third parties such as 24/7 and
AdSmart. So, what-

tions by early Q2.

The re-capitaliza-
tion was complicat-
ed by the fact that it
did not fit the clas-
sic model of seed
money, VC money
and then [PO all in
succession. [t was a
company that had
already had an [PO
and then fallen on
hard times.

“The play was to
reconstitute the
company and hit
the ground run-
ning with a NAS-
DAQ listing and
some good growth

“The play was
to reconstitute
the company and
hit the ground
running with...
some good growth

prospects...”

Michael Pearce, CEO
IEntertainment Network

ever the CPM, those
third parties siphon
off a large percent-
age of the CPM or
revenue essentially.
“We plan to contin-
ue to use third par-
ties, but we would
also like to sell a
certain component
of our inventory
directly.” As for
improving  banner
rates in the mid to
high single digits,
Pearce  says it
comes down to tar-
geting. “The way out
for everyone to
improve CPM rates

prospects in online

gaming. On the organizational side, the fore-
most objective was to get people believing in
themselves and the company again. We had to
have a restoration of confidence.”

That confidence level has been boosted by
the hiring of new Java programmers and a
direct advertising sales force. The company
now has about 52 full-time employees.

GROWING IMPRESSIONS AND CPMS
iEntertainment’s business model is a hybrid,
with about 50% of Q3 revenue generated from
advertising and 50% from its Pay per Play ser-
vice, including its arrangement with AOL. The

is to profile traffic.
We have been making all the necessary invest-
ments in the tools to do just that. If you can
profile traffic, that is the solution to get the
$20 CPM rate.”

Athird component is e-commerce, although
revenue from that categoryis not built into this
year’s business plan. The company partnered
with ADATOM.com for e-commerce back-end
and facilitation services. “We really don’t need
to chase any businesses that require scale. We
may not generate huge amounts of e-com-
merce revenue, but the revenue we do gener-
ate will be high quality because it will be high
margin money,” he commented.

iEntertainment
Network Valuation

Forecast fiscal year 2000

Revenue $10,000,000
Shares outstanding 14,600,000
Share price as of 1/25/00 $3.56
Market Capitalization* $51,975,996
Multiple of revenue 5.2x

* = Minus positive working capital
Source: Analysis by Paul A. Palumbo.

UPBEAT PROSPECTS

With the merger between AOL and Time
Warner taking place, and considering the
migration of Electronic Arts into the online
gaming business in a big way, not to mention
the success building traffic at the online
only sites run by Microsoft, Yahoo and
Pogo.com, the business looks to be headed
for real revenue.

“I've been floored by the growth
prospects for this sector,” says Pearce.
“We’re a small company, but can participate
in all three Internet revenue streams” {Pay
for Play, advertising and e-commerce].“We
are generating $2 per hour via AOL's premi-
um game service (Warbirds and Dawn of
Aces), and that business has shown surpris-
ing legs, and we are continuing to reinvest
in the franchise.”

What’s on everyone’s mind is that while the
market for online games is growing, the
mainstream gamer has shown up, and while
there is a lot of buzz going on inside the
industry about it, it’s a new concept for many
PC owners. “There is an education process
going on. We’d like to think game options are
understood by everyone, but the reality is
that the vast majority of people online are
just now becoming familiar with the opportu-
nity to play games.”

If that’s true, then this industry’s challenge
will be to grow at the rate of or beyond that
of the Internet at large, and that is going
to require money and partnerships.
iEntertainment Network has the financial
breathing room along with the solid partner-
ships (and more on the way) necessary to
carve out a business of value. The hard part in
this business is executing on a 24/7 basis, but
that’s the bar everyone has to hurdle. GW

NTN, Michelob Partner—Interactive game devel-
oper NTN Communications Inc. and Michelob
Amber Rock announced recently that they have
entered into an advertising and sponsorship agree-
ment. Under the agreement, the Michelob brand will
be broadcast on NTN's network of about 12,000
television screens in almost 3,000 restaurants and
sports bars. Michelob will sponsor NTN's trivia title
Spotlight that is played live on Friday nights.

Acclaim Offers Vanishing Point—Acclaim
Entertainment announced that its PlayStation title
Vanishing Point, currently in development, will offer
stunt-based and realistic racing with over 30
licensed road cars. Vanishing Point is scheduled

newsbhits

for a spring release. A Dreamcast version of the
title will be available in the fall.

NewKidGames.com  Arriving Soon—
NewKidCo. International and Kaon Interactive
Company announced today the formation of a new
company. NewKidGames.com will develop an
interactive videogame website and portal aimed at
children under 12. The site will offer “safe” con-
tent, and will carry multiplayer games, advertising
and products. NewKidGames is scheduled to
launch in the second half of next year. Both
NewKidCo. and Kaon have made equal capital
investments in the company, and plan to provide
technology, management and marketing support.

GameCom Moves—GameCom Inc., manufactur-
er of entertainment system Net GameLink,
announced today that it has completed the change
of the company’s domicile from Nevada to Texas.
L. Kelly Jones, chief executive officer of GameCom,
stated, “This change in the company’s domicile is in
accord with the directors” intent to position the cor-
poration’s infrastructure in a manner to take this
company to a new level. This intent is also mani-
fested in our efforts to become fully reporting,
and our appointment of Continental Stock
Transfer & Trust in New York City as the compa-
ny’'s transfer agent.”

Zany Brainy to Open New Stores—~Zany Brainy
Inc. announced that it has signed leases for 13
more stores. The new stores, in states including
Pennsylvania, California, South Carolina and
Arizona, are aimed at strengthening the retailer’s
presence in states where it already has a market
position. The company is also tapping into new
markets in states including Oklahoma. Zany
Brainy will open three stores in the first quarter
and announce later store openings as they occur.
Zany Brainy has doubled its store base from
1997 to 1999.

For Up-To-The-Minute News, Check Out GameDAILY com
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DEVELOPER'S CORNER

By Joe Sislow

Shareware: Is It Viable As a Business Model?

elcome, lucid readers! This issue,
Wwe’re going to take a look at the viabili-

ty of shareware as a business model.
Most developers dream of developing a game
where they have total control over the content,
and most publishers dream of an environ-
ment where most of the money paid by con-
sumers for a game goes directly to them. Is
shareware the magic answer to everyone’s
dreams? Well, let’s not go overboard, but let’s
take a look. . ..

STAR WARS: TECHNOLOGY-

WING VS. CONTENT FIGHTER
The three magic terms for successful share-
ware are fast, cheap and small. Fast because
most of the time, the development cycle will
be on someone’s own dime. Cheap because
that dime usually is a nickel, and small
because the team, as well as the program
size, need to fit that nickel. Where does this
leave the current development mentality of
the technological arms race?

Basically, the game has to be fun over
everything else. You hear this said during
normal development, but unfortunately,
larger development projects must compete
with the technology of the day. These pro-
jects are really concerned with impressive
technology first and gameplay second. The
shareware developer doesn’t have the time
or resources to get into a contest with larg-

‘“-i‘*’ »" .1! g m : ;i’l

Doom Il set new standards in

er developers over technology. They have to
choose their battles wisely. They have to go
back to the old style of development and
make the game fun within heavy technologi-
cal constraints due to budget and time
requirements. Thus, in shareware games,
it’s the play that’s important. Granted, there
are always exceptions with games like
Doom, but for the most part, unless the cool
technology already exists, it’s best to start
with the game.

multiplayer gaming.

SHELF LIFE: OPPOSING FORCE
Having known that, for the most part, share-
ware doesn’t play the technology game, this
gives it another distinct advantage: a longer
shelf life. Realistically, most shareware never
reaches the shelves, but the concept of shelf
life applies more globally to the sales life of
the game. Most shareware titles can continue
to sell for years as opposed to the typical
number of months for normal games.
Because there are (for now), a constant sup-
ply of new gamers reaching the Internet,
these users will see these shareware games
for the first time. This contrasts the fact that
even if there were new visitors to Best Buy or
Babbage’s each week, they couldn’t afford to
keep your product on the shelf forever. The
Internet is one big shelf that, for now, can’t
fill up. Of course, helping users find your
game is another matter entirely.

PROFIT MARGIN & COST

OF GOODS HIT THE ROAD
Another great advantage to shareware is the
larger margins that such sales can provide.
Even the biggest publisher still must sell
through retail, and that cuts heavily into
the profit margin. With the advent of online
sales, the ability to get 90% of the cost of
the product isn’t unheard of. Such a profit
margin can mean that in order to make the
same amount of money, less than half of the
normal sales are necessary. With
such margins, it can be easier to
justify testing smaller products and
engines without worrying about as
high of a breakeven point.

Also, with online distribution, the
cost of goods for manufacturing a
product goes away. For smaller
games and concepts, this is great
because the only risk to the pocket-
book is the cost of development,
and if companies can keep that
small, then for only a small amount,
game engines can be tested and dis-
tributed to amortize other costs. Sure, maybe
the sales aren’t great, but when you've got
ten or so small titles with a two year income
stream, it’s no laughing matter anymore.

SUCCESS STORIES: YODA’S RETURN
Sure, these all sound great, but who’s actual-
ly done it? Well, as was mentioned above,
Doom is the granddaddy of shareware
success stories. The downloads alone sup-
posedly jammed the Net, and the Net wasn’t
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even close to popular at that point! Doom was
an exception, however, as it was a build up of
technology for a long time. id Software had
released the impressive Wolfenstein 3D prior
to this, so Doom wasn't its first try. But other
companies have succeeded in building their
company through shareware. Chicago’s own
Bungie Software was successful early on
the Mac side (a very shareware friendly
platform) with a shooter of its own called

®
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Marathon. And a sneaky little company
called Spiderweb Software has been suc-
cessful with solid RPGs from the £xile line.
In fact, Spiderweb has even built up to a new
engine with its new game Nethergate. These
games have shown that with patience and
thought, the shareware market can be use-
ful to help start-up companies grow.

But what about the publishers? Well,
Apogee and Epic MegaGames haven’t done
poorly with this model, and I'm sure this

Spiderweb Software has created a new RPG engine for Nethergate.

£ o Ok o f ",( v .
Jazz Jackrabbit, one of Epic MegaGames early games.

won’t be the last we see of companies
using shareware as a model. Epic started
out with smaller games such as Jazz
Jackrabbit and Epic Pinball. These titles
allowed them to grow into such hits as
Unreal and Age of Wonders.

DISADVANTAGES

Ok, so it does sound like a dream come true
so far. But I would be remiss unless [ men-
tioned the downside to shareware.
It's by no means easy. Hundreds, if
not thousands, of self released
shareware games wallow in obscuri-
ty never to see the light of day. It can
be hard to get anyone to play your
games when you're just one out of a
countless number of titles out there.
Without press, having people just
find your game can be a chore. And
sales are no guarantee, either.
Gameplay doesn’t just grow on trees,
so even if you think you've got a solid
game, you may not. Even if people find your
game, they may not like it.

It's not an easy path, but it’s definitely one
of the cheaper and less risky paths you can
take. Companies may not all run out and con-
vert to shareware games, but it would defi-
nitely help them to have smaller shareware
teams to A) allow green team members to
grow on less important projects, and B)
amortize the costs of larger projects. Either
way, shareware definitely makes sense. Until
next time, keep playing! 1]
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The Retailers Guide to Game Related Publishing

Sponsored by:
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TAKE YOUR GAME FURTHER -

Guerilla Guide to Graphics
with The Gimp

Publisher: Prima Tech
Platform(s)

Covered: Linux
Availability: Now
Author(s):

David D. Busch

Price: $39.99

ISBN: 0-7615-2407-X
Website:
www.prima-tech.com

Bring out the GIMP. But what is the GIMP? The
GNU Image Manipulation Program (GIMP) is the
rival to Adobe’s ever-popular PhotoShop. Prima
Tech’s guide covers both basic and in-depth func-
tions of the program from a standpoint that can be
understood by the common person. The book out-
lines techniques for improving images and manip-
ulating tools for use with web design.

Iinstall, Configure, and
Customize Red Hat Linux 6.1

Publisher: Prima Tech

Platform(s) - g —
Covered: Red Hat Linux 6.1 [l ==- *

Availability: Now =i

Author(s): Brian Profft, et al. ll — =

Price: $39.99 =k

ISBN: 0-7615-2306-5 = E AT
Website: s—_ P

www.prima-tech.com

This book covers the latest version of Red Hat
Linux and informs the reader of everything he/she
will need to know to properly install and run the
operating system. Checking for compatibility with
existing hardware configurations, even partitioning
hard drives to handle multiple operating systems
is covered. Consumers will also be able to trou-
bleshoot common problems and configure soft-
ware packages using the Package Selector. The
bundled CD includes the full version of Red Hat
Linux 6.1.

integrating Your Network
with Caldera OpenLinux 2.3

Publisher: Prima Tech

glatfor:in(é) " E’? g ml‘.?...'f.':
overed: Caldera =

OpenLinux E E F

Availability: March = oy =

Author(s): ﬁ ;

Joseph W. Cheek ~N E

Price: $49.99 =t

ISBN: 0-7615-2301-4
Website:
www.prima-tech.com

i
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Prima Tech once again explores the world of Linux.
This time, consumers will learn how to build a suc-
cessful network using Caldera. The book includes
information on security and the construction of
firewalls. It offers step-by-step guidance on config-
uring the squid proxy server and Radius for opti-
mum operation. An enclosed CD features VNC for
Linux, Saint and many other utilities.

Prima’s Official Strategy
Guide: Grandia

Publisher: Prima Games
Platform(s)

Covered: PlayStation
Availability: Now
Author(s): Adam Pavlaka
Price: $14.99

ISBN: 0-7615-2652-8
Website:
Www.primagames.com

‘J' FFICIAL STRATEGY GUID

GRENPI

Yet another guide from Prima’s Premier Series by
Dimension Publishing. This guide provides the
reader with the low down on the world of Grandia.
Featuring over 1,000 full-color screen shots, con-
sumers will be able to follow the guide’s instruc-
tions more clearly. A complete listing of items,
weaponry, magic and equipment is offered along
with the step-by-step walkthrough to help players
complete the game in no time.

by Joel Easley

Prima’s Official Strategy
Guide: Diplomacy

Publisher: Prima Games

Platform(s)
Covered: PC

Availability: Now
Author(s): Rex Martin and
Michael Knight

Price: $19.99

ISBN: 0-7615-2634-X
Website_:
Wwww.primagames.com

PRIMA’S OFFICIAL STRATEGY GUIDE

World domination has always been a popular sub-
ject with interactive entertainment. Diplomacy has
actually been around for over 40 years in other
forms. This guide includes insights from the mas-
ters of the game and features general strategies
for advanced and beginning players. It offers com-
prehensive coverage of each “Great Power,” and
teaches negotiation tactics for multiplayer gaming.

Prima’s Official Strategy
Guide: Half-Life:
Opposing Force

Publisher: Prima Games
Platform(s)

Covered: PC
Availability: Now
Author(s): Kristy Junio
Price: $19.99

ISBN: 0-7615-2590-4
Website:
Www.primagames.com

This guide is designed to help the consumer clear
his/her way through alien infested levels. In-depth
walkthroughs for all levels, complete with maps of
the Black Mesa Research Facility, are included.
The guide even offers tips from developers for sin-
gle and multiplayer games. Other essential infor-
mation is included for enemies and items to
ensure survival.

GameWEEK Print Report is an overview of game books that are written for the consumer. Print Report is meant to provide current information regarding the book and its potential at the time of its release. It also represents the status of
the book's genre and current marketability. While Print Report might be critical, it is by no means final judgment on a book and should not be solely used by retailers to base buying decisions on, as the final outcome of a book already
previewed here could be completely different at its time of release, if previously unavailable.
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The Best Games.
The Best Guides.

Microsoft® Age of Empires 11°:
The Age of Kings™

Official Scenario Design Toolkit
ISBN: 0-7821-2771-1 « $24.99
Exclusive ¢ Available

II-“F"‘Il

Contact your-sales

representative
or call Customer Service
at 1-800-227-2346.

SIEN

www.sybexgames.com

Planescape®: Torment™
Official Strategies & Secrets™
ISBN: 0-7821-2585-9 * $19.99
Exclusive * Availal '

Messiah™

Official Strategies & Secrets™
ISBN: 0-7821-2479-8 * $19.99
Exclusive « Available March 2000

\\V/[L

I | STAR B her

STRATEGIES
SSECRETS.

MDK 2

Official Strategies & Secrets™
ISBN: 0-7821-2675-8  $19.99

Exclusive  Available April 2000 D
& FREEDOM WON'T BE OURS

Icewind Dale™ D E \  UNTIL THE COALITION
Official Strategies & Secrets™ D . 15 Caussien:
ISBN: 0-7821-2784-3 + $19.99 S sccson BN 2
Exclusive « Available May 2000 P ——

: o fiade St Starlancer :
:,a,":,';;;sf::if,nmy"'mate g Official Strategies & Secrets™ e
ISBN:0-7821-2671-5 * $14.99 ISBN: 0-7821-2663-4 * $19.99 ‘ B
Exclusive ¢ Full color Exclusive * Available March 2000 , G
Available June 2000 » 1

r Trek®: Klingon Academy™ Official
D trategies & Secrets™
ISBN: 0-7821-2416-x * $19.99
D Exclusive ¢ Available May 2000
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The Retailers Guide to Game-Related Peripherals

Sponsored by:

Dream Shock

Manufacturer: Pelican Accessories

Contact: 323.234.9911
www.pelicanacc.com

System(s): Dreamcast
MSRP: $24.99
Availability: Now

Dreamcast’s user-base is growing at
a surprising rate that has left a lot of
peripheral manufacturers scrambling
to keep up with the demand for new
DC products. Pelican is more than
happy to oblige hungry consumers by introducing the Dream Shock, a high-
quality, low-cost replacement DC pad. The thing that makes this pad such a
steal is that it has built-in shock support. Essentially, it costs about the
same as Sega’s Jump Pack peripheral—that alone makes it a true bargain.

GM2 Action Pad
and Mouse

Manufacturer: Saitek Industries

Contact: 310.212.5412
www.saitekusa.com

System(s): PC

MSRP: $49.95

Availability: March

Thanks to games like Quake 3 Arena and Unreal
Tournament, the popularity of first-person shooting games is
at an alltime high, so it's only natural that peripheral mak-
ers are designing alternative playing devices to the cumber-
some keyboard/mouse combination. The GM2 pad and
mouse combination is just such a product. Designed with FPS
games in mind, the GM2 offers unprecedented control. GM2 is
ergonomically built with two hat switches and nine programmable buttons
that come with pre-defined setups for popular 3D games.

JT226 Steering Wheel

Manufacturer: Logic3/SpectraVideo

Contact: 513.336.1370
www.spectravideo.com

System(s): PC

MSRP: $49.99

Availability: Now

The JT226 is Logic 3's entry into
the competitive and crowed PC steer-
ing wheel market. Among the fea-
tures that will help this wheel stand
out are analog wheel and pedal
controls, self-centering technology,
built-in sequential stick shift and
selectable wheel angle rotation. Despite these
plentiful features, the JT226 will have a tough time com-
peting against the more proven racing wheels on the market.

by Ben Rinaldi

Sound Blaster Live!
X-Gamer

Manufacturer: Creative Labs

Contact: 800.998.5227
www.sblive.com

System(s): PC

MSRP: $99.95

Availability: Now

The X-Gamer combines SB Live's excellent sound features and
game support with an outstanding game bundle that includes

Descent 3, Need for Speed: High Stakes and <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>