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Nickelodeon/Viacom | Rise of the TMNT: 
Power Up!

Rise of the
TMNT: Power 
Up! CHALLENGE:

Creating a new and dynamic game for today’s audience but 
making sure to pay-off the investors. Allow monetization safely 
and avoid hacking. Currently, advertising is dependent on data 
collection so transparency was vital to the creation of the game.

BACKGROUND:
Viacom had in the past been accused of in-proper data mining
and security breaches on their games and VOD options.

Title:
TMNT was a re-imagined classic. It’s another ”old is new-again” 
approach that was successful not only from a monetization stand-
point but from a longevity-play. It will be able to be re-played 
again. However, it is not timeless and language and cultural 
nuance must be considered when re-upping future development.

INSIGHTS IN-ACTION:
Honesty is the best policy with parents. Tell them what you are 
going to do and let them decide is something is right for their 
child. They have the control.
BONUS: teach them in the process about what they are 
agreeing to.

THE NEED:
Help get the game greenlit into the app stores but with 
transparency as data-collection is heavy and the brands’ tie-ins 
are many and vast. Translation: Viacom will not be sued or in a 
class-action for data-collection.

• Create a smart, safe and fun game for the 9+ age group. 
• Allow for monetization but multi-partner relationships are key. 

SOLUTION:
Transact off-platform. ALL in-game purchases will be made off-
app. Within the app, “points” are collected and can be 
converted into points-for-product options, however, the actual 
conversion and transaction of the PFP Option does not happen 
on the property of any Viacom-based titles. In other words, the 
ownness of any personal or financial data by parents is captured 
by a third-party. 

In addition, we suggested a clear and transparent in-app 
message under their T&Cs as well as a very clearly written 
message on the app store. This will allow not only Viacom to be 
ahead of the cover in compliance but it will allow them time to 
begin to be more transparent about what type of data they are 
capturing from a user and why. 

Age: 9+
Platform: iOS, Android

Arcade

2018-2019

Media Consulting, Regulation, 
Marketing & Promotions & 
Children’s Media Planning

Classic arcade-style game reimagined for 
mobile. Task-based, levels increase in 
complexity, speed and pattern recognition. 
Free download with in-game points for partner 
redemption model through Playmates. AVOD.

Features:
- Pizza Party game:

The Turtles are hungry! Score as many points 
(and earn as many stars) as possible before 
the time runs out by making pizzas, drinks, 
frozen yogurts and more in all sorts of 
combinations. 
- Start off slow with two Turtles and two items 

and work your way up to all four Turtles with 
multiple food items and toppings.

** You can collect Pizza Points (while supplies 
last) and join the Sewer Squad at 
Playmatestoys.com. Get your parents’ 
permission.**



TMNT
Rise of the TMNT Power Up! collects personal user data as well as non-
personal user data (including aggregated data). User data collection is 
in accordance with applicable law, such as COPPA. User data may be 
used, for example, to respond to user requests; enable users to take 
advantage of certain features and services; personalize content and 
advertising; and manage and improve Nickelodeon's services. For more 
information regarding Nickelodeon’s use of personal user data, please 
visit the Nickelodeon Group Privacy Policy below. Our Privacy Policy is 
in addition to any terms, conditions or policies agreed to between you 
and Apple, Inc., and Nickelodeon and its affiliated entities are not 
responsible for Apple's collection or use of your personal user data and 
information. Additionally, this App may use “local notifications.” Local 
notifications are sent directly from the App to your device (you don’t 
need to be connected to the Internet) and may be used to notify you of 
new content or events within your App, among other reasons. Use of this 
app is subject to the Nickelodeon End User License Agreement.
Rise of the TMNT Power Up! may contain in-app advertising.
For users residing in the EU, Rise of the TMNT Power Up! may include 
the use of persistent identifiers for game management purposes and 
installation of this app constitutes your permission to such usage of 
persistent identifiers for all users on your device.

Nickelodeon/Viacom | Rise of the TMNT: 
Power Up!

‘Rise of the TMNT Power Up!’
Age: 9+
Platform: iOS, Android

Join the TMNT in a new multi-level game, 
serving up pizza and other tasty treats at the 
Turtles’ 360 degrees Pizza Party. Not only 
will users unlock new levels and decorations 
for their virtual sewer lair “hangout,” but 
they can also win Pizza Points that can be 
redeemed for real prizes.



Sanrio | Hello Kitty Orchard & Cafe

Hello Kitty It wasn’t a new model but it was a popular one and combining 
the brand of Hello Kitty with the ownership of say, “Farmville” 
allowed Sanrio to take a soft-dive into a new type of mobile 
game for their customers. 

CHALLENGE:
Hello Kitty Orchard, and it’s follow-up, Hello Kitty Café, which 
were originally developed for both iOS & Android 
simultaneously, had a challenge to stay true to their fans which 
can range from 3-years old -20+ while needing to create an 
“Everyone” game that children would love and adults would 
relate to.

RESEARCH:
Playing on nostalgia, Arcade Consulting and Sanrio combed 
through a series of user-profiles and proprietary information to 
determined that the common thread of ”acceptance” and 
“nurturing” were the concepts that really connected the multi-
aged fan-base.

INSIGHTS IN-ACTION:
Kids and tweens want to belong. Their age-group alone speaks 
to the beginnings of individuality but leans heavy on the sense to 
be accepted. 
Secondly, the concept of “attention-based” gaming (the player 
has to care or tend to their avatar and gameboard in order to 
advance in the game) spoke to the natural human-modeling of 
nurture-based play (dolls, playing mom, interest in cooking etc.) 
as a concept that begins in childhood but is finessed as an adult. 

THE NEED:
SDE needed the help really understanding:

• how to reach the multi-age group and then the partnership on 
product expansion such as mapping the game to the real-life 
cafes and having the Hello Kitty Truck do stop-overs for 
adoring fans with merchandise for purchase in-side. 

• In-game promotions that spoke safely to kids and in-app store 
notifications creating an additional paywall so children could 
not spend without permission was paramount. 

NOTE: Compliance and International Distribution was not an issue as 
Sanrio and their brand had been in business since 1974.

‘Hello Kitty Orchard’
‘Hello Kitty Café”
Rating: E, Everyone
Platform: iOS, Android

MMORPG
Social-Simulation
In-game Commerce Driven
2D

2015, 2017, 2018-19
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Hello Kitty, the ubiquitous brand from Sanrio 
Digital Europe wanted to create a mobile-
based game that brands like Nintendo and 
even Zynga had enjoyed for years: a social-
simulation game that has multi-role-playing 
aspects with a revenue driver that is goal & 
peer based: a FREE game with in-game 
upsells. 

Features:
- Familiar but challenging gameplay. Keep 
your eyes open for pesky bugs and birds who 
also want the fruit
- 8 different Sanrio characters to upgrade and 
equip, making your basket and ball the perfect 
tool for collecting fruit
- Nearly 200 challenging levels
- 30 unique, and super cute items to decorate 
your garden with
- Compete with your friends on Facebook, and 
share pictures of your garden

https://theculturetrip.com/asia/japan/articles/why-is-japan-so-obsessed-with-hello-kitty/


Hello Kitty Welcome to Hello Kitty's Orchard. Hello Kitty and friends are looking to 
get their garden in order, but need your help decorating it.
The friends need your help to collect fruit which they can sell. With the 
money earned from collecting fruit, the garden can be filled with the 
cutest chairs, flowers, and decorations available!
Join the fun and see familiar faces, like My Melody, Bad Badtz-Maru, 
and much more!

Gameplay:
- Use the basket to direct the ball so that it knocks fruit from the trees
- Complete levels to progress towards new farms, gardens and orchards
- Buy furniture to unlock the new farms, gardens and orchards to play
- Compete against the pests and the timer to get high scores and coins.

Sanrio | Hello Kitty Orchard & Cafe

‘Hello Kitty Orchard’
‘Hello Kitty Café”
Rating: E, Everyone
Platform: iOS, Android

** Please note that while the app 
is free, please be aware that it 
contains paid content for real 
money that can be purchased 
upon users' wish to enhance their 
gaming experience. **



Mightier | Platform

Mightier Mightier is only one of a handful of companies that are working 
on ways to help children control their emotions when it comes to 
a negative stimulus. Through biofeedback it teaches the user how 
to calm down when their heart rate increases due to a 
challenging level or a game defeat. Through repeat use, the user
will begin to automatically slow their own heartrate in response
to negativity both in-game and in the real world. 

THE ASK:
Work with Mightier to reach out to game developers to 
contribute titles to the platform and to develop games which 
encourage repeat gameplay but that diminish gaming-
dependence overtime.

THE BARRIER:
Teach a group of scientists, social workers and Harvard 
Professors why and how marketing to children’s parents can help 
them start to get users, but a larger push was going to be 
needed if they wanted to see mass-adoption.

RESEARCH:
Marketing for kids is tough. Designing and attracting game 
designers who are also able to work with the neuroscientists is a 
new challenge. Intense research was needed just on
interdisciplinary cooperation on-top of learning about game-
design for a less-hyper-stimulating response.

REASEARCH INSIGHTS:
Experiencing a negative reaction to a negative stimuli is 
considered normal. Exhibiting oppositional behaviour can vary 
from what is considered normal to abnormal. All children
whether those with complex needs or hyperactivity to those who 
are deemed neurodivergent in addition to those who are 
considered the norm will and can benefit from emotional 
response training.

CONSUMER INSIGHTS:
All kids want to be able to be in control whether its during 
gameplay and in other parts of their lives. 

THE SOLUTION: 
Create a series of in-house videos, briefs and questionnaires that 
can each be distributed to staff, parents/consumers, vendor 
game developers, researchers/clinicians and marketers in an 
effort to speak to each group’s unique needs. 
Assist Mightier is hiring a marketing team and staff to facilitate 
the growth of the platform, including social media managers and 
digital & experiential marketing teams.

‘Emotional Regulation-
bio-feedback game play’
Age: 6-12
Platform: iOS, Android

Emotional-Physical-based mobile 
play
Regulation of emotional response

2019-2020

Partnership Development,
Staff and In-house Placement, 
In-house training, Marketing & 
Promotions & Children’s Media 
Planning

Mightier, by Neuromotion Labs is a bio-
feedback gaming platform that allows for the 
physical training and the controlling on an 
emotional response to an increase in a heart 
rate in direct-response to game-play.

Features:
Multiple game designers and developers 
contribute to the platform to create a rich 
world to explore from arcade-style gaming, to 
quiz-based challenges and time-based battles!

The app includes access to all Mightier games, 
an online hub for parents to access a 
dashboard of the child's progress, ongoing 
one-on-one support from licensed clinicians, 
and tools and information to help parents 
navigate their parenting journey.



Mightier Mightier uses the power of video games to help kids 6-14 build 
emotional strength and resilience. Mightier helps kids who have a 
tough time with tantrums, feelings of frustration, anxiety, or even 
a diagnosis like ADHD learn to manage their emotions.

Kids wear a heart rate monitor while they play that controls the 
difficulty in the game. As their heart rates go up, the game gets 
harder to play. Through the program, kids learn skills to bring 
their heart rate down and earn rewards in the games. Over time, 
kids can draw on those skills in life outside the game.

Mightier | Platform

‘Emotional Regulation-
bio-feedback game play’
Age 6-12
Platform: iOS, Android

“Your skillset is something that 
we are really lacking at Mightier. 
We understand complex children 
but not how to make something that can 
actually get into the app store and sell.
I love your enthusiasm for the project 

and your continued partnership with us.”

Jessica Ragnio, MSW, LICSW
Clinical Service Director


