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Reciting the entire history of computer games in detail here would be redundant given
how meticulously it has been documented elsewhere, but looking at the industry’s firsts
could provide perspective necessary in the age of media’s short attention span. This brief
retrospection highlights key technological developments that shaped the games both as
the multi-billion industry and its product as well forces that influenced the composition
of the medium’s audience. The second part of the chapter examines the early points of
collision between games and consumer and media brands that led to formation of the
in-game advertising industry known today.



Theroots of games

As any other invention, computer games did not carmend overnight but instead were
a product of what Brian Wilson, a historian of teclogy, calls “a concentration of
generalized social forces which [...] have been deitéing the process of innovation.”

In other words, many stars had to be aligned jgbt;relectricity, displays, transistors,
computers and many other pieces had to be invemedhave found their place in the
society before the games could come into existereg.when the games ultimately did
happen, it was hardly a revolution. The inventonself didn’t quite realize what he had
just unleashed.

A scientist at the Department of Energy’s BrookhreMational Laboratory was looking
for a way to spice up the lab’s static exhibitd thare drawing numerous visitors.
William Higinbotham, then a head of the instruméptadivision at the laboratory,
hooked up an oscilloscope to an analog computér twiv brick-like controllers each
equipped with a knob and a button. The screen sit@dla tennis court from a side view
— that is, it showed a horizontal line and a pedpariar dash that symbolized the edge of
the net. The game was call&ennis for Twand the year was 1958 he oscilloscope
and the computer were soon dismantled and usatddaboratory’s other needs, and
Higinbotham has never patented the invention. $rolarn words, “If | had realized just
how significant it was, | would have taken out égpé and the U.S. government would
own it!""

Four years later, three MIT students found thenesehaarveling at a newly arrived
computer and thinking about all the fun things thewld do with it. PDP-1 was more
compact than its predecessor TX-0, had a CRT displ&eyboard, and in the words of
one of these students, “It was the first computet did not require one to have an E.E.
degree and the patience of Buddha to start it permorning.” The fun thing they
thought up wa$pacewar!a game with two armed spaceships trying to sbnet
another with an accurate representation of a rsightas the backdrop. Besides being fun,
Spacewarturned out to be a good diagnostic tool for theagoter and the monitor, and
the PDP-1 manufacturer decided to use it for fadiesting and shipped the machine
with the game already loaded into the memory pgftimto the hands of curious if
slightly bored experimenters in computer labs axraserica’

It was at this point when the future video gameustdy branched out in two directions,
one leading to the emergence of personal compateesg, the other -- to digitalization of
arcades.

Some time after thBpacewar!programmers around the country began writing text-
based gameslamurabj a game simulator of economic processes, alloviagefs to

type in tax rates and other parameters to cortiokingdom’s healthHunt the Wumpuys
a predecessor of the Dungeons & Dragons gevas,a textual maze of tunnels and
rooms inhabited by a mysterious monstd@ihese games, initially developed for
mainframe machines, were later rewritten and dhigted by hobbyists for the first home
computers of the 1970s. In 1977, Apple began sgfinogram cassettes with games for
its increasingly popular Apple | computer; oneludte games wasamurabi™ The



market for home computer games was expanded wetmtroduction in 1977 of a
competing PET system by Commodore. Just like Apphaputers, Commodore’s were
compact, user-friendly and comparatively cheapcbusidered inferior in scientific
circles and sold primarily to gamers pubfic.

One person influenced [8pacewarwas Nolan Bushnell, a student at the university of
Utah, one of the few schools equipped with PDP adeig at the time. In 1965, Bushnell
got a job at a carnival arcade and wondered whmaight take to create a computer-
powered game, but the bulk and cost of the equipmenld make any such attempts
unfeasible. In 1970, when the components becamapcand small enough, he built
Computer Spagean arcade game basedSpacewar!.Bushnell sold it to an arcade
maker Nutting Associates that a year later manufadtthe first 1,50€Computer Space
machines” The machine consisted of a dedicated computéhtizked up to a
television set and was equipped with a coin catleanhd a set of controfsBushnell can
be credited with making computer games on proftaiterprise, especially after his
next gamePong became a smashing hit. At the same time, by degj@omputer
Spaceas an arcade he made it part of the coin-op bssitiat had been in existence for
decades and that had acquired certain social baggagwould later influence popular
perception of all computer games.

Amusement arcades have a long history that godstbdhe 1880s, when “saloon

owners began installing coin-operated machinesdopatrons to compete on, or place
bets on, as well as vending machinésMutoscope, a coin-op hand-crank device that
flipped through a reel of cards to create an ilnsf a moving image, became a staple of
the arcade parlors almost immediately after bemtgmied in 1885 and for the good part
of the century that followed. Much of the mutoscapatent was a peep-show matter and
is well described in a letter printed bjie Timesn 1899: “nude female figures i}
represented as living and moving, going into andodbaths, sitting as artists' models.”
Gambling and nudity earned penny arcades a repntafiplaces that were corrupting

the society’s morals in general and that wheresnaéble for women in particular.

Public campaigns against the arcades culminatddanitrecking party and a photo-op

by New York’s mayor Fiorello La Guardia posing wahammer next to a pile of
wrecked machines. Video game arcades, argues Htkikkiamo, a media archeologist,
were direct descendants of the game parlors anelinberited their negative reputation.
He writes, “The widely publicized prejudices agaiascade video games and the arcades
themselves were probably one of the reasons fdoreskthrough of home gaming:
parents bought video game consoles for their aldo keep them away from those
diabolic places.™

Computer games owe to arcades more than theirdpadation. Many of the concepts
found in today’s popular games were implementeah@og machines in the first half of
the 20" century. For example, many modern arcade gameddgsasr console and PC
games) -Shooting Maste(Sega, 1984Y or Wing Shooting Championsh{Sammy,
2002)" -- employ a toy gun as a control device, an ithea tan be traced as far back as
1894 to theAutomatic Game Shootepin-op maching&'. The more modern version of



the gun that relied on light emission for targetedgon appeared in the 1930s and was
incorporated into the first arcade shooting gameb8egh Ray-O-Lite in 1938

Similarly, today’s driving simulators bear strikingsemblance to the early electro-
mechanical driving games complete with a steerihgetand a gas ped&hfve Master
by Chicago Coin, 1969) that boasted a “revolutigmaw realistic windshield view:™"
Perhaps one of the most amusing early driving @sadsTurnpike Tournament USA
(Uknown, 1950s). The machine had seats and steetegls for two competing players
sitting next to each other and the two screens stdiim footage of a real rodt.

Game consoles, the third pillar of the gaming indusvere developed simultaneously
with arcades. Just as Bushnell was pursuing hisryian engineer at a military
electronics development company was pursuing his @d dream of making TV sets —
of which there were over 40 million in the Ameridammes at the time - capable of more
than just showing broadcasts. The idea to add ganwtionality to a standard TV came
to Ralph Baer in 1949, but it wasn’t until 1966ttha put down on paper what he
describes as “a small "game box" that would do tteags and cost, perhaps, twenty-five
dollars at retail® Initially, he had planned for a system that wottdnbine the
interactive functionality of a set-top box with theh visual imagery delivered by cable
companies into the living room TV sets:

“The idea was to have the cable company providerttdlbackgrounds for our
games. As can be appreciated now, the state @frthe the ‘60’s simply did not
allow us to generate good background graphics mwaHow-cost game box.
However, | thought, any cable operation could tmaibghe top view of a tennis
court complete with spectator stands, all in "lgzcolor” by simply pointing a
studio camera at a graphic illustration tacked m@avall. Our white player and
paddle spots could then be superimposed on thisfablcomplex background
and the result would be a rich-looking screen pregmn.”™

Had the cable TV industry not experienced a downatrthat very time, the future of
gaming and perhaps of TV advertising would havenlzbierent. Yet, the project
between Baer and TelePrompTer, then the large& oglerator, fizzled out due to lack
of funding. It would take the game industry morartla decade to develop graphical
capabilities rich enough to allow for a visual regentation of a simple logo.

Ultimately, Baer signed the deal with a TV set nfanturer Magnavox and in 1972 the
company unveiled the first video game console Caly$8L200. The console came out
with a set of game cartridges (that altered theudiry of the machine but didn’t carry

any software), a light rifle, plastic overlays wjhe-drawn pictures that stuck on the TV
screen and provided the context for different ggnae®l a wide range of accessories that
included stick-on numbers, secret message carcks, @d play money.! One of the
games for Odyssey w&ng-Pongthat inspired Bushnell to create his wildly popula
Pongversion for the arcade. Magnavox sold 100,000swfiits console in the first
season, and the home gaming industry kicked othémext 30 years, the world would



see seven generations of at least 50 differentotesisilong with their countless
variations and clon€e®"

In 1979, Milton Bradley Electronics released Midsiwn, a portable gaming device with
a built-in screen and swappable game cartridgesgtablished the forth -- handheld --
pillar of gaming whose true popularity would comédezade later with Nintendo’s
release of the Gameboy console in 1989. In 1991gheld gaming branched out into
console and mobile gaming when Nokia began seiténg100 series of phones with the
gameSnakealready built in?"

Brand invasion

The late 1970s and the early 1980s were the fomnétnes for the gaming industry
defined by the same kind of artistic experimentatimat marked the early years of film
and television. Advances in computation and reprtasien technology had allowed
designers to experiment with spaces and charaetedsnuch of this experimentation
and progress “was due to the desire to measure tne tstandards of visual realism set
by film and television*¥ The medium acquired and continued to perfectdpun
designers were learning to program music to respomttgame events. In 1978lajor
League Basebalbecame the first game to feature commentary mngpater-generated
voice™ It was this period when most of the genres tRit éoday were borf{."

The ideas flowed freely from one platform anotligally’s Midway, a pinball
manufacturer, went to become one of the leadinduwrers of video game arcades. After
a conflict with Nutting Associates that made hrstigameComputer SpacdBushnell
founded Atari that quickly established a quasi-mpwip on the video game arcade
market and then also became one of the biggesbleopsducers. Prior to creating
Apple, Steve Jobs had worked as a technician fehBell. 1t was a small world.

The exact moment when third-party brands beconteopéine games is hard to pinpoint.
The Internet Pinball Machine database that lis882 different units contains images of
theMustang(1964, Chicago Coin) machine. It is unclear whethe makers licensed the
brand name of the Ford’s new sports car that apdeaarApril of the same year but the
website describes it as being about car culture tfae game’s playing field and
backglass art incorporate images of cars that $omKar to those early Mustang
models™""

One of the early games that appeared on mainframguters together witHamurabi
andHunt the Wumpum the late 1960s wdaunar Landerlt was a text-based simulation
where a player piloted a spacecraft by typing icedaration values. In 1973, Digital
Equipment Corporation (the same company thaSpaicewar'on its PDP-1 machine)
commissioned a graphical versionbonlanderto demonstrate the capabilities of their
new GT40 graphics terminal. One of the game vessiocluded a hidden feature:



If you landed at exactly the right spot, a McDorsadghpeared. The astronaut
would come out, walk over to the McDonalds and pedBig Mac to go, walk
back and take off again. If you crashed ON the Muddds, it would print out
“You clod! You've destroyed the only McDonald'sthe Moon!™*"

While this cameo was most likely a joke of an amooys programmer and wasn’t
sponsored by the fast food empire, the “only McDdseon the Moon” was probably the
first instance of a brand integrated into the gdmept is not clear whether this Easter
egg (as hidden features are known) survived theesjuent commercial adaptations of
Lunar Lander(the game was made an arcade by Atari and waslaistuted on tapes
for Apple I), but for McDonald’s it marked the baging of a long involvement with the
medium. Arcade cabinets would become commonplads restaurants; the company
recently initiated a trial of Mclmagination gamegks shaped to resemble corporate
characters™ In 1982, McDonald’s teamed up with Atari for ainatvide contest in
which the restaurant gave away 12,000 video gamsotes and home computers worth
over $4 million” In 1983, Parker Brothers was working on a McDoisaldemed

game with Ronald feeding hungry aliens with shakéss and hamburgers and with the
aliens biting into the Golden Arches, but appasetiite game failed to generate interest
outside the 8-9 year-old demographic and the prajeeady advertised in the catalog
was scrapped™”

Regardless of whether the lunar McDonald’s wasa@izld, by the early 1980s video
games had become a large enough part of populareub attract at least a few
marketing minds at mainstream companies. Aroun,188ca-Cola approached Atari to
produce a game to be given away as a gift to thiecjpants of Coke’s sales convention
in Atlanta. Atari came up with a special versiorSplace Invadersa blockbuster game
that had sold millions of copies since its releasew years earlier. The rows of aliens
were replaced by the letters P, E, P, S, | an@dn@mand ship above them was replaced
with a Pepsi logo. The player controlled a ship séhgoal was to shoot down as many
enemy characters as possible within the three-milmit, after which the game would
end and the message Coke Wins would flash acresscteerf™" Only 125 copies of
Pepsi Invadersvere made, but the game eventually trickled davim the broad gamer
community.

At least three other promotional games were prodlacel offered to the general public
through mail-order by consumer goods companiesyteat. One wagooth Protector
from Johnson & Johnson, a bizarre game in whichrtam character, the Tooth
Protector, was armed with a toothbrush, floss adal rinse to protect teeth from the
cubes dropped by Snack Attackers. The manual read:

The game ends if 3 teeth disappear or if 3 T.RRcarrried away and eliminated
by the Snack Attackers. When you are successfulatecting the teeth, valuable
points will be accumulated, and there will be nd @mthe fun you can havé!”

The other game was by Ralston Purina whose comatefor Chuck Wagon dog food
featured a tiny wagon rolling out from a bag of dogd and across the kitchen floor. The



commercials apparently were so popular that thepemy decided to turn it into a
computer game with the wagon as its main charatlter.game was appropriately titled
Chase the Chuck Wagdtt’

Finally, there wa¥ool-Aid Manmade by M Network for General Food¥" It, too, was
tied to a commercial in which a giant pitcher wasaing through a brick wall and

served Kool-Aid to everyone in the vicinity; thenoept was reiterated on the game’s box
art and in the opening sequence. In the game, dloé-Kid Man fought evil Thirsties

who were stealing water from a swimming p8of.

Whether these three games were a marketing suisdeasd to tell. Distributed for free in
exchange for proofs of purchase, they are now densd collectible rarities unlike many
other Atari titles of that period, so the comparpesbably didn’t send out too many
units. One of the reasons why these games didnkedois their bad fortune of being
released during the unraveling of the game industown as the Video Game Crash of
1983. In 1982, when these titles were probably casioned, the industry was at the
peak of its popularity and profitability; that ye#tne American public bought $3 billion
worth of games (over $6 billion in today’s monelyipling the previous year’s
amount™" The news media sensationalized the boom and n@npanies rushed to
open video games division to capitalize on thel tickave; Quaker Oats, for instance,
acquired US Games and presented eight titles, yndisthes of the existing hits, at
Chicago’s Summer Consumer Electronic Show of 882The market became
saturated with bad games and numerous variatiotiteecfame concepts, and the next
year the sales dropped to $2 billion, and therBt@%million in 1984 and $100 million in
1985. Quaker Oats’ game division lasted one year.

The arcade industry was even bigger and it, tagaed its share of marketers’
attention. By 1982, Americans were spending 75/888-years and $5 billion a year
playing video game arcades. In its January 18 csteey, Timewrote: “For comparison,
$5 billion is exactly twice the reported take ie tlast fiscal year of all of the casinos in
Nevada. It is almost twice the $2.8 billion gro$she U.S. movie industry. And it is
three times more than the combined television negemmnd gate receipts last year of
major league baseball, basketball and footBall.”

One of the hottest games wRac-Manthat alone swallowed four billion quarters in the
first 15 months of existenc® Riding the wave oPac-Man’spopularity, Midway
released yet another sequel — its fourth — ungenémePac-Man PlusThe game
differed little from the original but one of thewer-up fruits was replaced with an item
that looked conspicuously like a red can of Cokaplete with the trademark wave.
Incidentally, Pac-Man, the game’s lead charactarred in a TV commercial for a rival
product 7-Up the same year.

Around 1983, Midway released an arcade gdiaqgpetr whose main character was a
bartender who had to serve drinks to a crowd e$typatrons and pick up empty glasses
sliding back his way. Budweiser’s logo was promiheimtegrated into th&apper’s
artwork and appeared on beer mugs, the wall behmtbar, umbrellas, a blimp hovering



over a stadium in one of the game’s levels, andalssmade part of the artwork of the
arcade machine itseff’ George Gomez, a Midway veteran, gives a rare hinsigo the
making of the deal:

TheTapperconcept was intended to leverage the strengtheoBtidweiser brand
at Budweiser locations. The idea was to get Budsvdiars to put the product at
their locations the same way that they install Beider icon art, point of
purchase displays, and tap handles. If we coulé restalled one game at 1/3 of
all Budweiser locations, the sheer numbers woule llaade the game a
blockbuster game. The thought had been that wel@agture the imagination of
the Budweiser distributors and get their suppdneyiwere a fanatical group with
tremendous influence on the brand. These are ty®that were painting
Budweiser logos on the floors of their Olympic sizsvimming pools and
decorating their yachts with the logo.

The marketing idea was born at Bally-Midway whichans that Bally-Midway
approached Bud and not the other way around. Bultid@ve cared less; to them
it was just another promotion. They liked the fioett it was a topical approach
since vid games were a hip and growing elemenbaftyculture at the time. To
Bally-Midway it meant potentially taking a game thauld have yielded 10k
units through normal channels into PAC MAN stylentners approaching 100k
units. The Bud guys approved every piece of arttaadentire implementation as
licensors typically dd"

Unfortunately, the beer-themed game that was swggbtasbe placed only in bars soon
found its way into the mainstream arcades. Paxgats not happy about having their
kids exposed to alcohol advertising, a public guasrsued, and soon the game was
stripped of all Budweiser references and renamedammore innocuouloot Beer
Tapper

While advertising was entering the new medium,piaee occupied by games in the
marketing plan was different from what it is todawe right third-party games that
would lend themselves to seamless product integratere already on the market. Such
games a8urger Time(M Network, 1982§" or Pressure CookefActivision, 1983}"
seem to have been a perfect fit for McDonald’spmgany that was already actively
targeting gamers. Yet, even games by Quaker Qats$ntiuded such cereal-friendly
titles asPiece O’'CakeGopher andEggomaniadidn’t bear any brand mentions.

In 1983, British CRL Group releas€drmula Onefor the ZX Spectrum home computer;
the game put the player in the role of a managarrating teanf-ormula Onefeatured
real-life automotive brands -- Ferrari, Renaultfius-- and the race tracks were
surrounded by billboards for Marlboro (cigarettd3yinlop (tires), Agip (gas stations)

and Fiat (cars). A Goodyear blimp was hoveringimsky. The interface of the pit stop
screen prominently featured Mobil's and Goodyeagmes™ We don’t know whether
the brand placements were paid by the respectivgpanies or whether game developers



used them as decorations, but other sports ganaegenre that is now hard to imagine
without billboards and branded uniforms -- woulcheen ad-free for much of the decade.

It seems that the marketers who did publish proonali games regarded them as a bait to
move their core product and overlooked whatevendireg opportunities the medium had
to offer, much like McDonald’s that gave away Ateonsoles to sell more burgers.
Consider also the nature of the relationship betwearketers and media producers in
general. Product placement, a form of paid advedithat had been practiced since the
media’s dawn was largely neglected in the 1980sieMy marketers agreed to provide
their goods to be used on the set, the initiataugally came from the studios looking to
cut production costs. After all, 1982 was the ywehen Mars infamously declined an

offer to have its chocolates featureds. The same attitude was reserved for games and
remained dominant for years. Timothy Price, amegmeneur who attempted to broker
in-game advertising in the late 1990s said thatnwieeapproached Pepsi about featuring
its products in a video game, the company offeogolty with cases of their Mountain

Dew soft drink. “We were at the point when we wsegiously considering taking the

cans and returning them for the deposit chargepenay a can, to come up with some
cash revenue,” Price safy'

Yet, what the game industry lacked in its relatl@dpsvith consumer brands it made up
with its close Hollywood ties that go all the wagch from the flippers to video arcades
and ultimately to home console and computer games.

In October of 1978, D.Gottlieb, the company thad lmvented the coin-up pinball
industry in the 1930s, launché&iiose Encounters of the Third Kitldemed after Steven
Spielberg’s award winning sci-fi drama that hadthé screens a year earff&}.
Columbia Pictures, which had acquired Gottlieb 972, was behind both the machine
and the film. In 1979, a competing pinball mamtdiger Bally produced a four-player
Star Trekmachine based on the popular franchise and featitr. Spock, Captain Kirk
and other characters. The backglass boasted that¢diate recognition of characters
draws players directly t6tar Trek™

In 1980, the company launchBalling Stonesa flashy flipper with an image of a bare-
chested Mick Jagger behind the display glass. Bineegflyer promised that “Rolling
Stones' hits, Satisfaction, Jumpin' Jack, FlasissMiou and When The Whip Comes
Down, echo throughout the game's playMore machines built around licensed content
followed. Austin PowersBatman Star Wars Terminator and their respective sequels
were all “flipperized”, and so where many populdf §hows, includingrhe Simpsons
The X Filesand in 2005The Sopranas

Some other Hollywood companies with game divisimese 28' Century Fox that sold
games based on ifdien, Planet of the ApesandM.A.S.H.franchises, CBS Electronics,
Universal Pictures’ parent MCA, and of course Wa@emmunications that had bought
Atari from Bushnell in 1976. Film makers’ interéstthe emerging game medium and
game publishers’ expectations for a healthy returticensed content ensured a steady



supply of movie-themed games across all platfofrosy arcades to the cassette-loading
home computers.

In 1982, Midway publishedlron, a game based on the Disney movie of the same,name
and followed up witiDiscs of Trorsequel a year later. The same year, Sega produced
Star Trek: Strategic Operations Simulaftotlowing the theatrical release of tBear

Trek: The Wrath of the Kh&npaving the way for the long series of the StakTgames.

A year later, Atari published &tar Warsvideo arcade, a 3-D vector game that put the
pIayerIl_in the cockpit of an X-wing fighter and feid digitized voices of th&tar Wars
actors.

One of the more interesting license-based gam#sabperiod wasourney EscapéData
Age, 1982) made both for arcades and Atari conselese a player had to guide the five
members of then-popular rock’n’roll group Journ@gipthe crowds of groupies,
promoters and photographers. Like Raling Stonedlipper before itJourney Escape
featured digitized songs of the bdhd.

The second coming

Whatever plans advertisers might have had for gamees put on hold after the crash of
1983-84. While games were becoming more complexiagid more detailed graphics
potentially allowed for richer brand integratiohettitles of the immediate post-crash
period are remarkably ad-free. The sports titlethaf time provide a good illustration of
the situation in mid-1980s.

Sports games traditionally have been consideredbtiee most suitable genres for in-
game advertising, in part because of their wideeappnd in part because they were
based on the real-world environments already satirgith brand messages. Even in the
games of early 1980s one can find signposts aldagsicing tracks and billboards that
are either empty or advertise the game’s publishéleveloper; Midway'$ole Position
(1983), for example, featured a blimp with Atarit#azoned on one sidé. By 1985

these placeholders become a familiar siBlailey Thomson’s Decathlqi984), a game
licensed after the Olympic champion (and one ofddudiest person-licensed games in
general) prominently displays billboards for Ocete, developet. Nintendo’sTennis
(1984) -- a billboard for Nintend8.US Gold’sWorld Cup Carniva(1984), the first in

the long, successful and subsequently very adsecies of FIFA-licensed soccer games -
- billboards for US Gold"

By 1987, as the hardware further improved and deasolution allowed displaying
finer images, the number of billboards grew anthany games house billboards were
augmented with ads for imaginary products or humemop-culture references. The
colorful Skateboard or Di€Electronic Arts, 1987) had ads for the fictiodalst Jive and
Skate Straight™ while its sequel that takes place on a city stnétt stores with such
names as Wumpus World, Healthy Nutritious Food, \Wademouse Records, the last
two, of course, being nods in the direction of hBbods and Warehouse Recols .

10



This was a turnaround year for the gaming indusitly the Nintendo’s NES console
picking up market share and advertisers’ intereghé medium rekindling. A racing
gameF-1 Spirit: The Road to Formuladame out featuring billboards for Dunlop tire
makers; however the game was not published in &% U

More significantly, Ford Motor Company releasgte Ford Simulatof1987),a first-
person driving simulator for DOS that came withadletl information on the company’s
current line-up, a buyer's guide and an order f8ffhe Ford Simulatowas more of an
interactive demonstration than a game since ireffeo racing competitors and kept no
scores, but the idea caught on. The SoftAd grdwdeveloper behind the original
software and one of the companies that pioneetedgictive marketing (it was founded
in 1985) went on to produce a series of sequels.

The advergames were back. In 1988, Pepsi laurfebpsi ChallengéMad Mixon some
platforms, by Topo), a branded Pac-Man variaffbA more original advergame was
Avoid the NoidShareData, 1989), a game commissioned by DomRiaza to
complement the ongoing advertising campaign thetfed a pizza-destroying Noid who
looked like a gremline in a tight rabbit costum&eTgame’s protagonist was a pizza
delivery boy on duty who had to find his way thrbugoid-infested buildings. The box
art featured Domino’s boxes and offered a coupom fioee pizza topping" A year

later, Capcom redesigned its JapaneseMitdsked Ninja Hanamarinto aYo! Noid
sequel for the American market; the game featurezhgderrorist as the game’s main
charactef®

Another game based on a popular advertising theasd lae California Raising1988)
published by Box Office. In the ingenious campdmnthe California Raisin Advisory
Board, the Raisins were a fictional music bandmgiag and dancing raisins that took on
a life of their own and spawned TV specials, a ba@mme and a cartoon seriesThe
California Raisins the player controlled one of the band membeiadrio rescue his
buddies locked up in a cereal fact8¥yApparently, a sequel was produced a few years
later but was never publish&4.

Music tie-ins were beginning to appear as well.e88&lglichael Jackson’s Moonwalker
(1989) was based on the moM@onwalkerand featured the King of Pop saving
kidnapped children and dancing to his own hitghla ingenious piece of cross-media
execution, Michael’s moves were also his secrepara- he killed the baddies by
making them dance along. The game was releaseddyatbnsoles and arcades, and a
variation with a different gameplay was produceddersonal computefé”

Teenage Mutant Ninja Turtles(Ronami, 1989) had a similarly complex cross-media
relationship. The turtles were born in 1984 in enmobook by Mirage Studios and three
years later they became toys and a world-wide pinenon. They went on TV in 1987,
first as a cartoon series and later as a livesacimw. In 1990, Turtles went on a real-
life music “Coming Out of Their Shells” tour. Théeggvas sponsored by Pizza Hut and
the company gave away posters, tapes, and touegaglpart of the promotion. Pizza
Hut’s posters were scattered throughout the elgenage Mutant Ninja Turtlesgame
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and were often uses as covers by the baddiesa plires were added as health power-
ups to aid the protagoni¥f" (Also that year, Pizza Hut pizza’s appeared in the
microwaves of 2015 featured in tBack to the Future linovie)

A decade after the crash that had all but buriecetherging medium under the rubble,
the game industry was doing so well that it onc@ratpund itself on the cover @ime.
Life was definitely good, the magazine wrote. “Whate seemed like a passing fad for
preteen boys has grown into a global moneymakinghima that is gobbling up some of
the most creative talents in Hollywood and tapphegcoffers of media and
communications conglomerates eager to get in oadtien. Video games rake in $5.3
billion a year in the U.S. alone, about $400 millimore than Americans spend going to
the movies.” Hollywood was once again games’ basid, and in many cases this
friendship would be cemented with wedding vows wherery major Hollywood studio
either bought a video-game company or startedatsio-house interactive
department® This time, the licensing relationship was a twoypwaad. Jurassic Park,
Aladdin, and Bart Simpson were made into gameshermther hand, Sega’s Sonic the
Hedgehog became a cartoon series and Nintendaigeiubrothers Mario and Luigi
starred in a feature film. Mario first appeared 881 in Donkey Kong and became a
celebrity who was largely responsible for the sgsa&f the Nintendo’s NES in the late
1980s, who was more recognizable than Mickey M@amskwhose face smiled from the
boxes of Ralston’s cereal and after whom Kraft skafs noodles.

By mid-1990s, in-game ads and games based on boardivertising mascots have
become ubiquitous. Colgate-Palmolive publiskiedald Hardtooth and The Fight Of
The Clean Teetfil992) reminiscent of Johnson & Johnsohieth Protectofrom a
decade earlier. Harald, an anthropomorphic tdotight monstrous oral bacteria with,
what else, Colgate toothpadte.

McDonald’s had at least two games to its name 9821 Virgin Games published.C.
Kids that put players on a quest to find Ronald’s bamagic bricks stolen by
Hamburgla™ A year later, kids would play Ronald himself ing&&s Treasure Land
Adventurd™

The 7-up’s mascot Spot rode the branded bottledadscue of his buddies in the 1993
title Cool Spof™™ Two years later he returned to staBpot Goes to Hollywood
game that showed him trapped in a movie projectopjng from one film to anoth&"

Frito-Lay’s Chester Chitah was the protagonistod Cool to Foo[1992§* and
Chester Cheetah: Wild Wild Que&993)™" In the UK, Uniliver took their award-
winning ad campaign “Peperami: It's a Bit of an ual” and made it into a 3-D puzzle
adventure titlecdAnimal (1996) where the “psychotic spicy sausage” Peperami
investigated the sudden disappearance of the tawai®r Peperenstefff""

Marketers began to embrace and experiment witkeraifit formats of brand integration

and developed new ways to make and distribute géoreshieve a wider variety of
objectives.
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The UK version of thdames Pond Bame (1991) featured penguins of the McVitie’s
biscuit company’s Penguin Biscult8" Zool (1992), a platformer game about an ant-
looking ninja, was lavishly studded with Chupa Céigilipops and logo¥™* Model kit
maker Revell-Monogram put its toy cars on the artacing tracks ifcuropean Racers
(1993). Germany'’s Dresdner Bank publisi@aptain Zing1994), an adventure game
about a geek kid charged with guarding DresdneriGeCard<™

A German department store Karstadt created a &tiilm8pace Jolgame (1993) whose
world was set in the Karstadt interplanetary empfr2350 and whose main character
had to work his way up to the management leveldsjopming menial tasks and gaining
reputation points. The game was designed both agenactive ad for the company and a
recruiting tool™™

Ralston Purina, a company that had pioneered thergaming genre a decade earlier
with Chase the Chuck Wagomodified the popular Doom game to create its Glex
Quest(1996) that promoted the company’s Chex ceread. arithropomorphic piece of
cereal — the Chex Warrior — replaced the origipalce marine to liberate a distant
Bazoik planet from the Flemoid invasion. The powps were naturally Chex-branded —
a Supercharged Chex Breakfast replenished theavarhealth and the Super Chex
Armor provided protection against Flemoid'’s firepawThe game was distributed for
free as a prize hidden in the cereal boxes andihas spawned an official sequel and a
large number of fan-made variatioff§ >

Some brands had a more covert in-game presenceof@me secret sparring partners in
Sega’sFighting Vipers(1996) was Pepsi-Man, a character from Pepsi'siding
campaign in Japan. Pepsi-Man appeared when a pleagekilled by game’s first
antagonist®" Pepsi-Man later scored an entire game of his @epsiman1999) with
a mission to run around providing Pepsi reliefiosty citizeng®

Coca-Cola, of course, had its own share of gam&epee. The most openly “Coke”
game of early period was probal@lpca-Cola Kid(1994), a platformer released in Japan
that came with the red Coke-branded GameGear hikhdbesold*™" Coca-Cola made
numerous in-game cameos throughout the decade tfremed street signs that featured
the familiar white wave but didn’t actually say @ok Ninja Gaiden(Tamco, 1988§*"!

to the full-fledged billboards in thEop Skatearcade (Sega, 1997), a game that also
featured real-brand shoes from Airwalks and VX&'

In 1998, BrandGames, working on an order from GBo&, launched thg-D

Interactive Mr. Pibb Gamas part of the company’s back-to-school campdige.game
was sold at participating stores and fast-foocargsints at a cost of between $0.99 and
$1.99 with a purchase of a meal and a cup of Mib Erink. The advertising industry’s
BrandweeMlater would write: The ramifications of this are staggering: consumesse
actually being asked to pay hard earned cash yogptmme that starred a major brand
character. In two months, Coca-Cola sold 750,0@0esoof the game™ ™
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BrandGames was among the companies cropping @sjonse to marketers’ newly-
found interest in games:

"BrandGames is a New York-based marketing complaatygioneered the use of
branded games (now called advergaming) as a méadfanm in 1995,"
[company’s VP Jim] Wexler explained. "Early on, developed the idea that
custom videogames featuring integrated brand messdmdouble duty -- as
promotional incentives that drive sales and as atdit deliver hours of brand-
building awareness. The first branded games iptheveb era were issued on
floppy disk, for Chef Boyardee, Coca-Cola and SargsiVe created the first-
ever advergames for clients including General Millaco Bell, GAP and
Reebok.*

Self-promotion aside (the company that began deusdobranded game experiences a
decade ahead of BrandGames was the SoftAd Groupgéal in 1985, this quote
reveals an important shift in marketers’ attituoward the games that happened in the
1990s: games could be a viable advertising meditwse power stretched beyond the
toy baits of Happy Meals.

In 1999, a Pittsburgh company Adaboy filed a patétit the USPTO for a method for
“advertising within the virtual environments of gasn Default images of games are
replaced by alternative textures having advertisgsmienplemented therein. An ad server
coordinates the matching of ads to demographicafatee game player and properly
accommodates ads in formats from game informatiodiged by game sources. The
game player is visually influenced by advertiseraexs he or she views the virtual world
of the game, as plug-in software replaces the dtafaages with virtual pictures and
figures utilizing an advertisement. View statistare retrieved from the game player's
computer or console to rate viewing effectivenessafl placement confirmation and
billing purposes.™ Adaboy and many other companies — Conducent adéE, for
example -- that carried the light of advertisingpithe darkness of virtual worlds were
soon buried under the rubbles of the dotcom bustlaa collapsed advertising market.
Their innovative plans were to put ads on splashleading screens and into freely
downloadble game demos, to enable, 8slanarticle of that time put it, Hot product
placement within games -- so that a click on adfdg&Ms in a game, for example,
could take you to an M&Ms Web sit&™

They, it turns out, were ahead of their time.

' Brian Wilson,Media, Technology and Society. A History: FromTetegraph to the Internet.
Routhledge, 1998. p 6

" The very first game to run on a computer was gobb@XO or Noughts and Crossedeveloped by a
PhD student at the University of Cambridge in 1852n illustration for a doctoral thesis. Becabige t
computer the game was running was proprietaryedaittiversity, the game never spreads outside iis.wa
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v http://www.elfqrin.com/docs/SpaceWar/spacewar.html
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