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Filed by Activision, Inc. pursuant to Rule 14a-12 under the Securities Exchange Act of 1934

On Tuesday, February 26, 2008 at 2:40 p.m. Eastern Time, Robert A. Kotick, Activision�s Chairman and Chief Executive Officer, gave a
presentation at the Goldman Sachs Technology Investment Symposium 2008 Conference. The following is a transcript of the presentation.

Note: The transcript below may contain inaccuracies in the reporting of the presentation. A playback of the presentation is available at
www.activision.com and should be considered the authoritative source of this content.
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Activision

February 26, 2008
2:40 PM ET

Mark Wienkes: Thanks, Kristin.  So good morning.  First, thank you and welcome.

Bobby Kotick: Thanks for having me, here.

Mark Wienkes: We are pleased to have Bobby Kotick, CEO of Activision with us, today.  I�m Mark Wienkes, a media analyst from
Goldman Sachs.

I thought we should start out here today with � easy � anything new?

Bobby Kotick: Not much � I�ve learned a lot about unsolicited takeovers in the last few months.  I think the most important thing is that
our own transaction is � is moving forward � we expect will be complete by the end of June.  The inspiration is going well.  So from our
perspective, things are going well.

Mark Wienkes: We�ll get to the activity in the marketplace, I guess, in a little bit.

To start off, just a broad base � what do you think are the key issues that investors need to
know about Activision and the industry, and where you plan to take the Company over the next few years?

Bobby Kotick: Well, I think, you know, it�s an industry that�s changing, in terms of its demographic appeal.  I think for the first time,
we are genuinely seeing television audiences � future film audiences � people who are spending their leisure time in ways other than video gaming,
start to appreciate video games as a new form of leisure time.

And I think that it�s really the combination of the new hardware.  The Wii, the Xbox 360,
the PlayStation 3, and products like Guitar Hero and World of Warcraft, that are changing the landscape of our audiences.
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Guitar Hero � we�ve seen in some markets � as high as 40% of the audience being female,
which is not something we�ve seen before in video games.  I think the Wii has been a great catalyst for expanding the demographic.

For the first time, you�re seeing video game hardware that is really well differentiated.  So
the Xbox 360 online play and multiplayer play is something that is unique.  It�s appealing.  It�s social, as compared to the historical very solitary
experience that you�ve had in gaming.

PlayStation 3 � I think now that we have a clear video standard in Blu-Ray � they�ve done a
great, great job in terms of embracing things like some of those new technologies.  They need to get the price point down, but they�re a very
viable alternative.

And then, products like World of Warcraft.  You�re really starting to see it.  Blizzard
announced over 10 million subscribers.  These are subscribers that are spending many hours a day, on average, consuming the product.  It�s
become their social network in a lot of respects.  As a social network, you�re seeing amounts of time consumed that are in orders of magnitude
greater than what you see in something like a FaceBook or MySpace, in terms of the time consumed.

So I think you�re going to continue to see expansion of the demographics, and expansion of
the audience.

Mark Wienkes: Strategically, what do you think are the most important benefits of the Activision-Blizzard transaction, from both your
point of view and the venue�s point of view?  And then, why are you better positioned globally, going forward?

Bobby Kotick: There are so many.  But starting with the combination of these businesses, it�s resulting in the most profitable � and not
with a close second � the most profitable independent video game publisher in the world.  As you continue to see the model shifting to more
online play, as we start to capitalize on downloadable content � as we start to get leverage in the international markets, where there�s no
incremental significant cost of development � we�ve given an outlook for 2009. 
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But you really are starting to see what I would consider much more software industry
margins or online industry margins than what we�ve ever seen before in the packaged goods business.

And the combination of these two businesses positions us geographically in a place that we
wouldn�t ever have been on our own.  So, penetration in China.  Penetration in Korea.  More opportunities in Europe and emerging markets,
where there are no consoles.

Getting the institutional leverage that Blizzard has online, and applying that to franchises
that we control.  And then in our own businesses, being able to leverage franchises like Call of Duty and Guitar Hero to a much greater degree. 
So, but, the combination has really created something that is unique in the video game world.

Mark Wienkes: You mentioned the geographic dispersion, I guess, of revenues.  And also, the margin structure changes of the business. 
One of the other operators in the industry last week or the week prior, I guess, talked about transitioning their business from the packaged goods
toward the non-packaged goods.  There�s a target of 40% of the revenue coming from non-packaged goods sales.

So, I guess, could you talk about the implications that you see of that shift on the industry
and then on the cycle?  Do the peaks have lower highs and higher lows?  Does it flatten the transition?

Bobby Kotick: It�s not a target for us.  We have 40% of our operating margins, and I think this is where I always will draw a distinction
between us and our competitors.  We are an operating margins-focused company.  And, you know, some companies, I think, are a little bit more
focused on share.  But we�re definitely a margin-focused company.

And when you look at the percentage of our operating margin that comes from
non-packaged goods today, I think Blizzard reported something like $540 million of operating income last calendar year.           So we�re already
at that place.  Now the question is, how do you � in those environments � World of Warcraft is a good example.  How do you increase ARPU? 
There�s tremendous opportunity, there.  How do you increase ARPU on our Guitar Hero audiences?

Downloadable content is really an inconsequential part of our business, today.  I think that
when you look out 3 or 4 years from now � especially with our relationship with Universal Music Group � you�re likely to see downloadable
content and music of a variety of kinds playing a more integral role in margin expansions for that franchise.

And then I think we�ve developed the capability to selectively introduce new intellectual
property � not where we�re trying to do a half dozen or a dozen a year, which we think is a recipe for failure, but one or two very selectively in a
year.  Where you have focused development resources, focused marketing activities, you�ve taken the time to really make sure that there�s an
audience need and a well-defined audience opportunity.  And, so we�ve built processes that are very good accomplishing that objective.
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I think for us, prioritization of opportunity is going to become our � it has been a challenge,
but will continue to become the challenge.  There is a lot of low-hanging fruit remaining in the video game business.  It�s a very fragmented
business, still.

We still have close to 45% of the industry revenues coming from other than the 5 main
publishers.  And I think that what you�ll continue to see is less company consolidation and more developer and intellectual property
consolidation.

And I think that�s where, over the long-term, having the platform that we have � where we
have the geographical reach that no competitor has.  So if you own intellectual property rights, and you want to leverage those intellectual
property rights in every gaming category and in every geography, it�s difficult to find anybody other than an Activision Blizzard combination to
do that effectively.

And then if you�re a developer and you want to be able to participate in bonus programs or
incentive programs, you�re going to have a geographical footprint with us that�s going to allow for better participation.  We have a model that
we�ve developed over a very long period of time that favors the independent, decentralized development studio.  We have
compensation-and-reward metrics that we�ve developed over many, many years that are very tailored towards that system.

So, when I think about the business over the next 5 to 10 years, I think we�re better
positioned than any of our competitors to capitalize on the growth that you�ll see in games over the next decade.
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Mark Wienkes: So, I�m not the brightest guy.  Just give me a second to paraphrase.  Something you said about resource allocation in this. 
So, the issue is the constraint, then � you talked about resource allocation being more important.  The constraint would be basically development
talent.  Not life of ideas.

And then you saw that the industry is solving it�s via a consolidation of developers inside
larger infrastructures.  Is that fair?

Bobby Kotick: We were talking about consolidation.  What I was saying is, you�re more likely to see consolidation continue through
developer and intellectual property consolidation than company consolidation.

I had a separate thing I said, which was about prioritization of opportunities.  I don�t think the opportunities are necessarily just limited by lack of
development talent.  There is development talent available.  It�s figuring out how to allocate those development resources to appropriate projects. 
Not getting caught up on share gains at the expense of profitability.  Making sure that you can enter into categories for growth, where you have
the ability to be the Number 1 company in the category.  And, where those categories are going to deliver you high-quality, high-operating
margins.

But we have a pretty good framework in place to do that.  And I think our � the � track
record�s getting better.  The DNA of the Company is continuing to develop more toward being able to prioritize those opportunities.  But that will
remain the challenge.  There�s so much opportunity in the video-game business.  Making sure that what you�re focused on and where you�re
putting the resources is maximizing your operating margin return on invested capital � that continues to be the challenge.

Mark Wienkes: World of Warcraft, you mentioned, is now over 10 million subscribers.  Probably the second-most popular question
we�ve gotten from investors is, �What�s going to keep World of Warcraft relevant?�

Bobby Kotick: For starters, they have probably half a billion dollars invested in the franchise over 15 years.  They have hundreds of
people involved in refreshing the content every year.  So remember � when we first started looking at it, it appeared to us like a game in an
insurmountable product category where EA, Microsoft, Sony, scores of venture-capital investments had been put to work unsuccessfully in
trying to develop massively multiplayer games as a profit opportunity.  But we still thought of it as a game.

I think one of the things we realized as you get much deeper into it is that it really is a
social network that has an entertainment component to it.  And so it is part of the fabric of that consumer base.  There are 10 million people
around the world for who it is an integral part of their lives.  The way that they conduct their lives.  The way the communicate.  How they
communicate.

So, the challenge there is, how do you keep it fresh, engaging and interesting � which they
have a big infrastructure set up to do.  Whether it�s the 2000 game masters that they have that are monitoring game play.  Whether it�s the
hundreds of people they have enhancing content, or the things that they�re doing with expansion kits.
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They have a model that�s very well developed.  They have a very keen understanding of
their audiences.  And they�re just scratching the surface of opportunity in a lot of areas, like increasing ARPU.  The franchise has grown so much,
and the business has grown so much that they � like us � have tried to prioritize opportunities.  And that probably has been at the expense of
expanding ARPU to the few million hardcore, rabid hobbyists, enthusiast World of Warcraft fans who would pay substantially more than
probably what they�re paying today for enhanced services like character transfers in something like this.

But these guys are among the best in the world of developers � of game development.  They
really understand their audiences.  When you look out 5 years at their product plans � whether it�s for Warcraft or Starcraft or some of the other
franchises they control � they have a very good, and I think one of the reasons why this transaction was made much easier, is a very similar view
of the world and the opportunity, and how you�ve maintained maximized operating margins over the next 5 years or longer.  Within the
franchises that they control.

Philosophically, we�re incredibly well aligned.  It didn�t take much to see that. And I think
we�ll get a great benefit from operating philosophically in the same way.
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Mark Wienkes: Is the gaming demographic growing fast enough in MMO space, to have enough room for all these other MMOs that are
coming in the next year or two years?

Bobby Kotick: Again, it�s a tough business to try and get into.  One of the motivations for us in doing this deal was our own
recognition that even as a multi-billion-dollar company with billions of dollars of capital access and franchise access, we would be playing an
unbelievable amount of catch-up.  And that even if we were willing to invest the $500 million that it would take to just get the standstill with
Blizzard, it would result in declining operating margins and huge risks.

We don�t think that even if we made the 500 million or billion dollar investment to get a
product out that would be competitive with Warcraft, that we would actually be successful doing it.

And when you look at people like Lucas and EA and Microsoft and Sony and � you pick the
venture capitalist � but all of the money that�s already gone into these businesses that have failed, there didn�t seem a likelihood that even a
well-managed company like Activision would have the prospects for profits anytime soon in this category.

And so, that became very apparent to us.  And yet we looked at this as a growing category. 
It presented a great opportunity for the future.  It�s not one that we could easily participate in on our own.  So what would be a way for us to
participate in this business?  This transaction happens to be a great one, but short of this transaction, I think we would be very hard pressed to
figure out how to be successful in this category.

Mark Wienkes: I�m getting to addressing these elephants in the industry.  Your thoughts, generally, on consolidation.  What do you think
is driving industry consolidation, the recent moves?  And then any comments on the transaction announced this week?

Bobby Kotick: Yeah, with Microsoft?

Mark Wienkes: It�s very similar.  Can you talk about that one?

Bobby Kotick: I can�t.  [Inaudible] So, on the Take 2 front, I think we�ve had � as we�ve said for a very long time, now � well-stated
criteria for what we�re interested in in an acquisition.  We�ve said that we need a history of profitability, good management, the proprietary
technology for a franchise, history of multimillion unit sellers.  They would have to be non-dilutive and operating margin accretive.  And, for us,
Take 2 didn�t fulfill those requirements.  Maybe it does over the long-term for EA, but it doesn�t, for us.

So, I do think you�re seeing that some of our competitors are reacting to what we�ve done.  If
you step back and you�re an industry competitor, and you see this company that�s going to have � be � the market leader, with the highest operating
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margins, with a balance sheet like we have, with the proven ability to motivate and manage development talent, with a successful track record of
realizing franchises � both owned and controlled franchises � in every geography in the world.

Mark Wienkes: Fastest growth?

Bobby Kotick: Fastest growth.  You�re going to start thinking about what you need to do to maintain your lead.  But again, our focus is
on our lead as profitable participants in the space � and not share-for-share space.  Without getting into too many of the details of Take 2, we
really like businesses where if we take the risk, we get the reward.

Where you see businesses where you�re taking all of the financial risk in the
product-development investment or in the franchise fees, and then the reward is going to the developer or the licensor.  That doesn�t really make
for a great margin expansion strategy, in our view.

But EA has some unique insight into that business.  They said they�ve been looking at it for
a long time.  I�m sure they have a good sense of what its prospects are for the future.

Mark Wienkes: Do you think that subscale publishers are actually wasting assets?  And if so, then why not just bid away licenses?  To
sort of accelerate the demise?

Bobby Kotick: Sounds like a good strategy.
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Again, to get back to what I was saying earlier.  Franchise licenses and development talent
will consolidate to the places where you have the best prospect for realization.  So over the next 10 years, if there are companies that have
intellectual property rights or development talent, or there�s external development talent that we can use to complement franchises we own or
control or enhance our portfolio � we do that.

We�ve been � I think James Bond is a great example of a franchise that was not
well-managed by one of our competitors.  It wasn�t a priority.  Instead of having to buy a company to acquire control of the franchise, you get the
license.

And I think we�ve done a very good job of being custodian for other peoples� intellectual
property rights, and helping particularly people with movie-like franchises build value in their own IP, and we�ll continue to do that selectively. 
As long as it meets our margin expansion objectives.

Mark Wienkes: I think it�s fair to say that the acquisition of Red Octane has been a mild success or better.  Can you talk to what
Activision brought to bear on Red Octane and Guitar Hero to make it such a big success?  Again, the same questions � World of Warcraft � how
does it grow from here?

Bobby Kotick: So, I think Red Octane is a great example of all of the things that we bring to the table in an acquisition.  We bring an
ability to increase production capability.  I think an added dimension of strategic thoughts.  When you look out the next 5 years at the Guitar
Hero franchise and related products in that Red Octane business, we brought a rigor in the strategic planning process that they wouldn�t have had
on their own.

The global footprint.  We�re now bringing the relationship that we have with Universal
Music on the development front.  Red Octane was not in a position to develop the software on their own.  We took our Neversoft studio, and
within a year, created Guitar Hero 3.

We�ve got many of our studios working on things like note tracking, new platform
implementations.  New versions of the product.  Expansion of the franchise in a variety of different ways.

The resources that we have are unique in our industry.  I think that you�ve seen the results. 
It was a business that on its own was about $30 million standalone when we acquired it.  When you look at where its potential is for the future,
it�s a multi-billion-dollar business.

Mark Wienkes: We have 8.5 minutes left.  There will be no break-out session.  I can�t remember Kristin has said that or not.  But owing
to the transaction, there�s no break-out session.  I wanted to make sure that everybody has a chance to � not everybody but � the audience here has a
chance to ask questions.
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So is there a microphone that�s being passed around and could you pass that up front?

Bobby Kotick: So it�s an 8.5-minute break-out session?  Is that what you just said?

Mark Wienkes: Yes., its just condensed � it�s a condensed break-out session.  So, does anybody want to start?  Or do you think as we reach
for some inspiration for a question, we�ll start on margins, I guess.

How much � you mentioned on the last quarterly conference call that we have not yet been
able � I think I spoke with Thomas, not you, I don�t want to put words in your mouth � but we have not yet seen the full leverage of the model on
the margins.

So I guess could you talk to how many more margin points are there over the cycle?

Bobby Kotick: Yes.  My recollection was, it was something like � we have not yet reached the leverage on the model, but we will. 
Yes.  Look.  I think you�re definitely seeing � and I don�t want to single out the 360 as the only example of this, but let�s take it as the example,
here.

So you look at the model, how it shifted from packaged goods only.  We sell you a $50
product.  And we actually � at the end of the experience � we sell you a $50 product.  And now, three months later, we get some downloadable
content revenue.  Six months later, we get some downloadable content revenue.  Some day in the future, we get some in-game
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advertising and sponsorship revenue.  The dynamic, we now have the ability to generate
more in-game advertising and sponsorship opportunities than we did in the past, because the installed base is growing.

There is continued consolidation of the product flow.  We have not seen a lot of sensitivity
to pricing.  So it�s not inconceivable you could see higher pricing.  The Wii is a great example of where we made a mistake.  We put out Guitar
Hero 3 on the Wii, at $89.95 instead of $99.95.  We had product shortages almost immediately.  But we would have been able to have $10
higher wholesale price than what we sold it for.  So that was our mistake.

But I actually think that when you look at the value-per-hour of entertainment in video
games, there�s no reason why you couldn�t see premium products, as we�re starting to see the consolidation of the business to more premium
products continuing,, to demand more premium pricing.

And you�ll see that in places that I can�t really talk about today.  But you�ll see that over the
next couple of years in some of the new products that we�re releasing, and where you see pricing moving up the price curve.  So I think that�s one
good example.

Mark Wienkes: On the regular product � the $59.99 � I think Mike Griffith on the last call stated that it was the company�s expectation that
will hold through the year.  I guess what gives you the confidence it�ll happen?  There�s no vote on it yet.

There is nothing that we�ve seen that would suggest that there is price sensitivity for the top
20 titles.  And so as long as you are delivering consistently on product quality in an in-demand category, there�s nothing to suggest from it � and
we do a lot of audience testing � but there�s nothing that would suggest that there�s a reason to take your prices down.

If anything, I think you�d look at what�s happening with collector�s editions, enhanced
content, the willingness for people to pay for downloadable content.  You are seeing people willing to pay more money for really valuable
entertainment.

Mark Wienkes: In aggregate?

Audience: Quick question.  There�s a perception that this year�s lineup of titles is kind of light.  Or maybe the perception is
that it�s light.  So my question to you � Are you happy with the lineup for �08 versus the big year of �07, considering that �07 was such a big year?

Bobby Kotick: Yes.  I�ve gotten that question pretty much every year for 15 years.  And we�ve grown every year for 15 years.  I think
when you look at  � there�s macro-dynamics that will positively affect growth for us and then the specific product slate issues that would positively
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affect growth for us, but you�re continuing to see a growing installed based of next-generation hardware, which we will capitalize on.  All the
products that we successfully sold last year � like Guitar Hero and Call of Duty � are still selling today.

And then we have a really strong slate of new products.  When you look at things like Call
of Duty 5, new Guitar Hero products � we�re going to kick off the fiscal year with Kung Fu Panda, which looks fantastic.  Going for the backhalf,
we have a really rich slate of products that, some of which we�ve announced, others that we�ll announce on our next conference call.

But we feel great about the product that we�ve scheduled for fiscal �09.  And I think Blizzard
feels similarly enthusiastic about their release schedule.

Mark Wienkes: You can feel free to actually go on to release, now.  The new releases for the fall.

Bobby Kotick: I would, but then Kristin would have to file an 8-K, and she doesn�t have one with her.

Mark Wienkes: So I guess if you�re an investor � which, I guess, you are an investor in the stock � where do you spend your time and
attention, sort of looking past this cycle?  Where do you spend your time and attention, thinking about, �Is there another console cycle?  If there
is, is there a fixed disk drive in that next new console?� Lik
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