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SAN FRANCISCO—Zynga Inc.
wants to get many more people
playing online games together.

The company, known largely
for casual games such as “Farm-
Ville” and “Words With Friends,”
on Tuesday laid out plans to of-
fer a central hub for players of
online games.

Zynga, stepping up efforts to
grow beyond its beginnings on
Facebook Inc.’s service, said the
new offering it calls “Zynga With
Friends” will connect players of
multiple game titles on different
websites or mobile devices.

On Facebook, for example, us-
ers will more easily be able to
play against other interested
gamers—not just their existing
friends on that social network.
Zynga gamers will eventually be
able to maintain lists of friends
they play with and access them
on any of the company’s games.

By expanding gaming-related
friendships across its website,
Facebook and mobile devices,
people will want to play for lon-

ger periods of time, Zynga said,
which could increase sales of
virtual goods within the game.

“It’s not about the number of
friends you have, it’s how many
friends you have actively play-
ing the game you’re playing,”
said Manuel Bronstein, who
heads Zynga’s consumer net-
work products.

Zynga has been working to
lessen its reliance on Facebook’s
social network. In March, the
company launched its own web-
site, Zynga.com, as a way for
gamers to play its popular titles
in addition to Facebook. Gamers
were also able to connect
through this website, but those
connections didn’t show up in
Facebook or mobile devices.

More than 253 million people
per month have played at least
one game through Zynga.com,
Facebook or mobile games that
allow people to connect the
game to their Facebook ac-
counts, according to industry re-
searcher AppData.

The Zynga effort comes amid
general concerns about social

networking, exacerbated by
Facebook’s troubled initial public
offering, and a sharp slide in
Zynga’s stock price, which fell
nearly 5% more after the event
Tuesday to close at $5.76, well
below its initial public offering
price of $10 in December.

Investors have expressed con-
cerns that Zynga’s portfolio of
games is too narrow, focusing
too heavily on casual and casino-
type games, while eschewing
war simulation shooting games
like Activision Blizzard Inc.’s
popular “Call of Duty” franchise.

Mark Pincus, Zynga’s chief ex-
ecutive, said he is focused on
making games that reach the
largest set of users, and that as
the games get more advanced,
they will inevitably begin to at-
tract more discriminating play-
ers used to playing games on a
videogame console.

“It’s not about diversifying,”
Mr. Pincus said. “It’s about taking
the path to get our games in front
of the largest possible audience
and then deepen the value.”

To get ahead, Zynga plans to

give game developers access to
tools that allow them to both tap
into the company’s pool of active
players, keep track of their high-
est scores and use Zynga’s new
head-to-head gaming features.
That collaboration should help in-
crease the number of people ac-
tively playing games and paying
for social goods, Mr. Pincus said.

“The value to you as a con-
sumer is liquidity of friends and
other interesting people,” he
added. “The value to us as a
business and soon third parties
is a ready audience for the next
great game we release.”

Zynga said the new network
is an example of the next wave
of social technology, moving be-
yond friendships to personal
networks built around people’s
interests. Activity within those
networks tends to be higher
than in a generalized setting,
such as Facebook, said Zynga.

Zynga also said it would also
be releasing new games like
“ChefVille,” a food and recipe-re-
lated game, and “Matching With
Friends,” a mobile puzzle game.
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Facebook Inc. acknowledged
that it could have made a better
effort to educate the social net-
work’s users about changes to
the way email addresses are dis-
played with profiles.

Facebook users began to notice
on Monday that the email address
shown in their profiles had been
switched to an @facebook.com
address, and many started com-
plaining. Apparent shortcomings
in the company’s communication
of the changes appeared to aggra-
vate what may otherwise have
been a minor issue.

The company said users had
been notified of the impending
move. In April, the company an-
nounced it would start updating
addresses “to make them consis-
tent across our site.” The an-
nouncement, however, failed to
mention how the company
planned to implement the change.

A Facebook spokeswoman
said Tuesday that “in hindsight”
the company probably should
have better explained the email
switchover. Asked if the move
was made to bolster Facebook’s
own messaging and email pres-
ence, she said, “We want people
to use whatever service is most
effective for them,” adding that
the move was made to add con-
sistency to the site once every
user was assigned an @face-
book.com address. The change
also affected all Facebook em-
ployees, she said.

Still, Facebook’s move
spawned an array of angry on-
line comments. Blog posts began
to appear almost immediately
after the email change was im-
plemented, advising users how
to undo it.

“Clearly, their notification
leaves a lot to be desired,” said
Ray Valdes, an analyst at Gart-
ner Inc. He said Facebook is
likely banking on the notion that
many users won't bother to re-
verse the change to their dis-
played email, thereby leaving a
Facebook address in place.

“What Facebook is doing is
basically trying to weave itself
into the fabric of every users’
online experience. They have a

history of basically making
changes to their services that
bring users to the edge of their
comfort zone—and sometimes
beyond that,” Mr. Valdes said.

Facebook has made clear that
users can reverse the switch and
restore their previously listed
email as a default address. They
also have the option of not pub-
licly listing any email address.

The firestorm over a rela-
tively minor change to user pro-
files illustrates the palpable in-
fluence of Facebook on its
audience of more than 900 mil-
lion users.

It also demonstrates the fine
line Facebook must walk as a
high-profile—and now public—
company likely to absorb criti-
cism as it updates its services
and aims for an even broader
sphere of influence on the Web.

Facebook first announced its
internal messaging service,
which involved distributing an

@facebook.com email address to
users, in late 2010. The Menlo
Park, Calif., company touted its
service as a more evolved form
of email that could reduce clut-
ter while focusing on messages
sent among social contacts con-
nected on the site.

But Facebook’s initiative gen-
erally attracted scant attention
from users mostly content to
maintain their profiles on the
site, while separately keeping
their email services from provid-
ers such as Google Inc., Yahoo
Inc. or Microsoft Corp.

According to the most recent
available data from comScore,
Microsoft’s Hotmail was the
most popular Internet-based
email service globally as of May,
with about 325 million unique
visitors. Yahoo’s service ranked
second, with roughly 298 million
users, while Google’s Gmail gar-
nered about 289 million users.
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Facebook Raises
Hackles on Email

Facebook’s email
switchover spawned
an array of angry
online comments.

Zynga Chief Executive Mark Pincus said
Tuesday he is focused on making games
that reach the largest set of users.
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