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Mobile Games analyst

velopment of such games is usually
rushed for release in time for the
movie premiere. Mobile operators
and content portals are starting 1o
notice the shortfall in revenues -
and to act.

O; Germany has decided thar it
will focus primarily on game quality,
with a brand being a secondary con-
sideration, says Martens. The celleo
will first determine whether a game
is of a high enough standard to in-
clude in its catalog, based on reviews
from mobile games magazines, such
as airgamer.de or wgamer.com.

The third consideration for O; -
after quality and brand — is whether
the game can be played on ar least
two-thirds of the handsets the cellco
offers. “This means that even if you
have a high-quality title with a big
brand, we probably won't launch it if
you, for example, suppore only 40%
of our handsets,” Martens explains.
Such a game will nor generate
enough revenues to cover Os's costs
for testing, launching and marketing
the tide.

Bur the cellcos will also offer and
promote good-quality, original [P -
provided it meets their criteria for
handset support. Germany is the
only market in Europe — with the
possible exception of Spain - in
which homegrown content tends to
do best, Maglione asserts.

For instance, HandyGames strate-
gy title Townsmen performed so well
that the German celleos launched
Towmsmen 2 within several days of
HandyGames making it available o
them, says Kassulke.

Meanwhile, complex straregy
games as a whole are popular in Ger-
many — a progression from its PC-
gaming heritage — and both Elkware
and HandyGames are known for
their strategy titles (MGA, 21 Jan,
2005). Sports and eroric titles are also
popular among O; subscribers, says
Martens.

The process of gerting a mobile
game onto a celleo’s deck is a well-
structured process in Germany, for
both cellcos and games companies.

Assuming the games company has
delivered a quality game thar has the
required handset coverage, Martens
says the time berween O; receiving a
game and launching it depends on
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the theme and brand of the ricle.
Games based on movies or new con-
sole releases are usually published
within a week, he says. while others
are released on a monthly schedule
that provides Oy's customers with a
good mix of titles,

Meanwhile, Garanin says it can
take three months from the rime
the company first mentions a ritle
to an operator, as part of regular
road-map discussions, to the rime
the game goes live on the cellco's
game deck. "You have to accept
that there is a preprocess,” Garanin
says. That process includes testing
on the part of both Living Mobile
and the cellco, and the cellco's
scheduling of the game into its own
launch road map.

Pay-per-download
remains the primary
pricing model

Also, O constanty refreshes its
deck, a process that involves releasing
new ports of older, already published
games in order to extend their life cy-
cle, as well as rereleasing poorly per-
forming games either at lower prices
or bundled with other games. “As a
last measure, the weakest games are
unpublished,” says Martens.

Pay-per-download remains the pri-
mary pricing model for most cellcos
in Germany, though Vodafone Ger-
many recently introduced a sub-
scription  that  allows users 1o
purchase three games a month. O,
also plans to offer subscriptions in
the near future, says Martens, while
in 2006 it plans to launch i-mode,
which will also offer monthly sub-
scriptions to mobile games channels,

Mulriplayer and 3D are both
nascent markets. O; Germany of-
fers one title, Macrospace’s Fasal
Force, which has a Bluetooth multi-
player mode, but Martens says the
mobile games market is still too
voung and the customer base too
small for the cellco to invest signif-
icantly in multiplayer infrastrucrure
and markering.

Vodafone and T-Mobile both of-
fer some multiplayer features on cer-
tain titles, but do not provide a good

business model for developers or sac-
isfactory pricing models for gamers,
says Kassulke. Vodafone gamers, for
example, must resubscribe every 30
days to play the cellco’s multiplayer
g;lm:ﬁ.

It seems, however, that cellcos
and games companies are more en-
thusiastic abour 3D games, with al-
mast all of the cellcos offering ac
least one 3D ritle (sce stats, pp. 7-
14). 3D games are also proving
popular enough with subscribers
who own more-advanced handsets,
such as the Motorola V980. Two
3D ticles appear in Vodafone Ger-
many’s top 10 list for the Motorola
device (see fig. 2).

But not all games companies are
enamored with 3D, Kassulke says
that offering 3D games is more of a
marketing exercise for celleos and
handset manufacturers, rather than a
proven business model.

Content portals, including Jamba!
and PinkerTune, are also playing in-
creasingly important roles in the val-
ue chain, particularly since
publishers are questioning whether
the cellcos can continue to justify
the typical 50% revenue share they
receive by saying they spend more
on marketing than the games com-
panics do.

“Two vears ago thar was true, but
now they are not doing any market-
ing for games,” Andresen says,

Compared with the cellcos, con-
tent portal Jamba! has spent about
€60 million (US$78.18 million} on
advertising its mobile content in Ger-
many, of which about 10% has gone
toward advertising mobile games,
Andresen estimares. Even though the
games companies will likely ger only
a 20-25% revenue share on the pur-
chase price, the lower cut is more
palatable because Jamba! is investing
in marketing,

Meanwhile, Switzerland-based
technology provider PinkerTune is
advertising Living Mobile games on
German TV channel RTL II.
PinkerTune has run TV spots for
five of Living Mobile’s games, in-
cluding MegaMan, which was ad-
vertised during RTL I1's screening of
a Manga series called MegaMun:
NT Warrior.
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