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Did you know that the first 
video game was created way 
back in 1947? It was a missile 

simulation game and it ran primarily 
on university mainframes. This grew 
to include a version of Tic-Tac-Toe in 
1952, and Tennis for Two in 1958.

By the 1970s, video games were be-
ing created for bars and taverns in a way 
to keep patrons from leaving the joint, 
and sticking around for another drink. 
In fact, the first coin-operated video 
arcade game was Computer Space. This 
led to the first mass-market popular 
game called PONG, which rolled out 
in 1972. This was a silly game of trying 
to hit the ping-pong ball (or green dot) 
back across the net by moving a paddle 
up and down on the screen. The longer 
you played, the faster it moved.

Then came Atari, and Intellivision, 
and Colecovision. I remember before 
I had my driver’s license, my parents 
would drop me off at the local video ar-
cade and we played Pac-Man, Donkey 
Kong and Galaga for hours with our 
friends until we ran out of tokens.

Then we experienced Nintendo, 
which created Mario Brothers and Su-
per Mario. In 1989 Nintendo rolled 
out GameBoy, and a few years later 
Sony rolled out PlayStation. Both com-
panies used 32-bit technology, which 
opened up the advent of 3D games. 
Then in 1996 Nintendo released a 64-
bit product and sold over 1.5 million 
units in three months.

Evolution
The competition heated up over the 
next few years, with Sega Dreamcast, 
GameCube, and eventually Xbox. 

Each new release launched another 
round of games, characters and com-
petition. And more kids, pre-teens 
(and some adults) were immediately 
hooked onto the newest game.

By 2004, PC games sales had 
reached $1.1 billion, and console/por-
table software sales surpassed $6 bil-
lion. What a market!

Many of these games are of the mul-
tiplayer nature, which uses the Internet 
to allow players the opportunity to 
compete with other gamers around the 
world. In 2005, Turner Broadcasting, 
a division of Time-Warner, launched 
GameTap, a games-on-demand system 
that includes 300 different games. It 
is an “all-you-can-play” subscription 
service, which consists of a software 
download that acts as a gateway to the 
game library. Other companies, such 
as Yahoo and Comcast, have made the 
same type of service available.

Now we are seeing the franchise 
cable companies begin to offer inter-
active video games as a way to differ-
entiate their product. The MSOs are 
not looking to compete with consoles 
from Nintendo or Sony, but rather use 
the set-top boxes as the interface for 
numerous games such as poker, offer-
ing subscribers the opportunity to play 
against other subscribers. If the trend 
continues, its likely that they will offer 
more sophisticated games on a per-use 
fee basis.

When I think about my kids, 
they are already hooked on games 
such as Super Mario, Madden 2007, 
and MLB. And they have always en-
joyed going to Playhouse Disney to 
play a variety of games offered on its 

Website. So interactive video games 
could be a real driver of a new rev-
enue stream for cable providers, or a 
great product differentiator.

And with all of the young fami-
lies and twenty-somethings in apart-
ments today (who grew up with video 
games), I believe this could be an at-
tractive opportunity for Private Cable 
Operators. We have a prime target 
market for offering a number of video 
games to our residents – whether on a 
fee or free basis.

The Majors are Already Playing
Many companies, including venture 
capitalist and software sponsors, have 
noticed the trend. In fact, there are 
at least three gaming leagues already 
formed, including Major League 
Gaming and World Cyber Games. 
The USA Network will even be airing 
seven hours of gaming tournaments 
this fall. Some companies are even 
trying to get competitive video gam-
ing added as an Olympic Sport at the 
2008 Beijing games!

Hmm…that may be a stretch. 
But it’s not a stretch to begin thinking 
about how PCOs can use this well-de-
veloped trend of interactive gaming as 
part of its program in the future. BBP
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