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ADDED VALUE AND B.I.G. WILL MAKE YOU TAKE A NEW LOOK AT COMPUTER GAMING

· ‘Brands & Gaming’  opens the computer gaming phenomenon to new marketing ideas

· First academic study of how gaming can work as a branding tool

Mention computer gaming and what springs to mind? A niche market? Teen grunge? Think again…

The computer gaming industry is bigger than the film and music industries put together – and doubling every five years! It is also changing fast. The typical computer gamer is in his mid 20s and female gamers account for one of the fastest growing parts of the market. New developments in sociability and interactivity are also transforming the industry. Brands & Gaming is the first major study of the alliance between consumer brands and computer gaming and shows huge opportunities for brand development.
Written by consultants from Added Value and B.I.G., the book studies the impact of computer gaming on business and brands and offers an insight as to how marketers can maximise promotional opportunities such as sponsorship and  product placement with optimal targeting.

Since its early days gaming has changed beyond all recognition. Three generations of players have fallen in love with gaming – moving from battling it out with basic bat and ball games to creating and starring in their own universes, and living in online worlds with upwards of 100,000 likeminded gamers, from across the globe. And once they’ve been bitten by the gaming bug, all the signs are that it stays with them. 

The latest developments positively encourage sociability (online and multiplayer games), activity (dance mats and cyber bikes) and on-the-move entertainment (mobile gaming). Gaming is getting up off the couch and interacting socially –  and while it’s still in its infancy, it’s growing-up fast. If you hadn’t already noticed it, you had better look out. It is now one of the key global passion points, making it something no business targeting six–60 year olds can afford to ignore.

This brave new world of sociable, interactive gaming offers huge opportunities for brands, but it comes with unique rules of engagement which you break at your peril.  Do you know your EyeToy from your GameTrack? Your MMORPG from your FPS?  If not, and you want to understand the opportunities for your business offered by the world of computer gaming, ‘Brands & Gaming’ lays it out in 10 pithy chapters.

 
Authors: David Nichols, Tom Farrand, Tom Rowley & Matt Avery. 

Brands & Gaming is available from 18th November 2005 at an RRP of £25.00 via Amazon and leading bookstores.

Product Details:
Hardcover 200 pages (November 18, 2005) 

Publisher: Palgrave Macmillan 

Language: English 

ISBN: 1403998973

Chapter List:

· Introduction


· The cutting edge of gaming (trip to S. Korean LAN arena)

· Market size

· Scale of the opportunity 

· Who are today’s / tomorrow’s gamers?

· Analogy – birth of TV 

· Scoping the map

· Key players (Sony, Microsoft, Nintendo)

· Gaming styles and genres

· Gaming peripherals

· Which types of gaming are big today?

· Latest brands in gaming

· Who’s doing what: Nike, Mountain Dew, Fiat, McDonalds

· Lara Croft: her story

· In-game advertising

· Event sponsorship

· People’s reaction to brands in gaming

· Cultural Perspective

· Why people game

· How it has developed

· Cultural issues arising 

· Demonisation of gaming – debunking the myths

· Cultural mega trends in the rise of gaming

· Pathways to friendship

· Who are Gamers?  

· Mapping the gaming needs

· The main types of gamer

· Gaming occasions

· Conclusion – couch potato no more 

· Key Growth Areas/Where’s the excitement?

· Mobile: consoles, games, occasions … future development

· Online gaming

· Active gaming

· Professional gamers

· Augmented-Reality gaming

· Industry Structure

· How the gaming industry will evolve

· The value chain

· Developers, publishers, retailers

· New business models and channels

· Strategies to leverage Gaming for your brand

· Developing a vision

· Protocols

· Key opportunity areas

· Who to target

· Brand activation: where gaming fits

· Equity matching

· FAQs


· Is gaming truly global?

· Will it replace TV?

· Will it make us obese?

· Will it make us violent?

· Will it replace Hollywood?


