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GAME DEVELOPERS CONFERENCE

MOSCONE CENTER
SAN FRANCISCO, CA

FEB 27-MAR 3, 2017
EXPO: MAR 1-3, 2017

Register by

February 25

to save up to $300

gdconf.com

Join 27,000 game developers at the world’s largest
professional game industry event. Learn from experts
in 500 sessions covering tracks that include:

'))) Advocacy M Monetization

*)3 Audio . Production & Team Management
. Business & Marketing . Programming

!’( Design . Visual Arts

Plus more than 50 VR sessions!
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NEW YEAR y NEW GAMES, NEW BEGINNINGS!

is about 1.5
months old,
and just
within these
few weeks it
seemed that

one news followed the other. The first big
conferences and events like Global Game
Jam, PAX South, GIST, Casual Connect or
White Nights in Prague are over, but the
planning for the next events like QUO
VADIS and our very own Making Games
Festival, which will take place simulta-
neously for the first time, as well as the
German Computer Game Awards are still
under way, with the latter one making neg-
ative headlines due to frozen funds by the
German parliament at the end of last year.
In the meantime, the federal associations
BIU and GAME have come to an agreement
with the Federal Ministry of Transport; the
pure fundings will even increase to 550,000
euros in 2017, excluding material prizes. The
FFF Bayern (Bavarian Film/Television Fund),
too, kicks off the new year with good news:
While the Bavarians supported newcomers
and young developer talents with about
600,000 euros until recently, the funds will
be tripled by 2018!

In the meantime, Goodgame, Deep Silver
Fishlabs and Crytek, too, made headlines
with further job cuts. And while Capcom is
giving us pleasant chills since January 24,
thanks to their latest Resident Evil installa-
tion, the new President of the United States
even has alead time of four days, keeping

the world on edge with never-ending ques-
tionable decisions. Recently, Trump’s Muslim
ban for entry into the United States caused
mass protests and numerous reactions by
the international games industry which is
negatively affected by such a ban in a not-to-
be underestimated way. Will 2017 be another
troublesome year? Before Christmas, we
asked acclaimed experts and minds of the
German games industry to name their tops
and flops, desires and predictions — for both
last and this year. From page 64 you can read
how different their opinions were.

Wonder weapon indie developers

That said, our focus this issue is on indie
developers who never fail to surprise us over
and over again, who are a constant breath of
fresh air for the industry, and never cease to
make us veterans aware of the fact that the
creativity of newcomers all over the world is
seemingly endless. Not only did we manage
to get KING Art Games to enrich our cover
story with their expertise on the topic of
Kickstarter campaigns; we also feature studi-
os and teams who are still at the beginning
of their career and share a look with us at
their first major projects. We're particularly
happy about Josuhe Pagliery’s title »Savior«
—Cuba’s first and so far only indie game.

In the meantime, we are busy preparing
the next issues and wish you all the best.

Enjoy the latest issue!

Your Making Games Team

Dirk Gooding
Editor-in-Chief of
Making Games Magazin
Ll . & ‘ﬁ‘
d@h
Nico Balletta
Managing-Editor of
Making Games Magazin
»In this issue, our
focus is on indie
developers who never
fail to surprise us veterans
over and over again.«
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Timm Walter

Head of Operations of the GAME
Bundesverband der deutschen
(Games-Branche e.V. (German

Timm Walter is a political scientist and as Head of Operations in
charge of the operating business of GAME. Prior to his position in the
association, he gained comprehensive experience in politics and the
media industry as well as clubs and associations.

In May 2016, Stefan Marcinek (Assemble
Entertainment) gave the industry a free
conference: the GermanDevDays. The event
will be held for the second time in 2017

FOKUS GAME

HOPE IN THE POST-FACTUAL ERA?

Timm Walter embarks optimistically on the new year and tells us
why he thinks 2017 has been quite positive for the industry so far.

his is going to be quick — which
may be due to the fact that the year
has only begun and there isn’t too
much to discuss yet. Okay, contrary
to common logic, Donald Trump
has actually been elected the 45th
President of the United States and
is now happily spreading his »alternative
facts« (already my favorite term of the year).
And of course, the new Berlin airport »BER«
still won’t be opening its doors this year —
literally. But as long as gamescom doesn’t
move to Berlin, this fact will not affect the
games industry too much. And with regard
to Trump... well, I guess we don’t have to

worry that he will be closing down PAX or E3.

So what to talk about? Clearly that there’s
hope for the German industry. Because apart
from a controversy at the very beginning
of this year, 2017 actually started quite well,
both on a small and on a large scale.

The German Computer Game
Awards and more money for the
industry

Take the German Computer Game Awards,
for instance. Despite the negative and
rightfully criticized decision by the German
government to freeze the prize money;, it
was raised again this year after all. This
was possible because the organizers —and
yes, dear critics, the Federal Ministry of
Transport and Digital Infrastructure is one

of them - sat down together, absolutely
determined to raise the prize money against
all odds. But material value aside, the
industry also makes a contribution through
mentoring and media achievements.
Something that’s happening for the first
time this year and deserves utmost respect.
But the German Computer Game Awards
aren’t the only funding tool which raises the
available means. Bavaria, e.g., raises funds in
three steps to 1.8 million euros by 2018. Now
there’s a strong message!

Events from and with the industry

Strong messages are also coming from

other areas. The individual associations and
networks are collaborating more and more
as recently demonstrated by gamearea-FRM
joining both BIU.net as well as GAME. On a
regional level, too, the interconnection of the
industry is progressing. There are more and
more game jams or network events, not only
organized by the usual suspects, but directly
by the industry. The result are not only
traditional, but rather more creative formats
as shown by, e.g., the »Talk and Play« series
in Berlin or the GermanDevDays.

What do things look like nationwide or
online? There, too, more and more formats
emerge which address the industry and keep
it informed. Be it »Der Reichart« with his
regular videos on current topics or the »Talk
in der Alm« video series — sometimes also
starring guests.

It seems that the industry has become
more active again. Apparently, we feel the
urge to talk to each other, connect, stay in
the loop, and thus - sooner or later — make
progress. Let’s hope that this upturn is
not only owed to the annual New Year’s
resolutions, but will last for longer. Because
one thing is clear: a lot more can be achieved
when working together.

And in case Mr. Trump does close down
PAX, a functioning scene which could then
take it to Germany, isn’t that wrong after all.
Maybe by then, the doors at BER can finally
be opened...



DEVCOM - EUROPE'S NEW

GAME DEVELOPER EXPO

n an official press release from Feb-
ruary 3, 2017, Computec Media GmbH
in cooperation with Aruba Events
and Koelnmesse GmbH announced
anew developer conference called
»devcome« (www.devcom.global),
consisting of a traditional conference
part with key topics of the developer
scene and high-profile international
speakers as well as summits, master
classes, workshops and networking
events. devcom, which is closely linked to
gamescom in terms of content, will debut
on August 20, 2017 and will be completely
integrated into the gamescom week.
devcom will be kicked off by »Respawn
— Gathering of Developers« (August,
20-21) which will also be integrated into
devcom location-wise since it will be
moved to Congress Center West of Koeln-
messe and be launched with an Indie
Game Summit, a Newcomer Summit
as well as the new format »Late Night
Talks«. From August 22 on, devcom will
also feature the »gamescom business
keynotes« and the »gamescom public
keynotes«. The business keynotes are
addressing the international specialist
audience of gamescom, while the public
keynotes feature high-profile speeches
by popular faces of the games and media
industry and address consumers.

Eventkalender

FEBRUARY 2017

D.I.C.E. Summit

Location  Las Vegas, Mandala Bay Convention Center
Date February, 21through 23, 2017

Topic Conference

Fee 2,070 to 3,482 euros

Homepage  www.dicesummit.org

Mobile World Congress

Location  Barcelona, Fira Gran Viia and Fira Montjuic
Date February, 27 through March, 2, 2017
Topic Conference

Fee 799t04,999 euros

Homepage  www.mobileworldcongress.com

GDC San Francisco

Location  San Francisco, Moscone Center

Date February, 27 through March, 3, 2017
Topic Conference

Fee 1870 2,258 euros

Homepage  www.gdconf.com

devcom
developer conference

The devcom project team

Aruba Events as the organizing body has the
economic responsibility; BIU and Koeln-
messe are the commissioning bodies of
devcom. Computec Media GmbH will closely
accompany the conference as a media part-
ner. Frank Sliwka (International Business
Media) will support the project together
with Stephan Reichart and the Aruba team
and carry out essential tasks. The strategic
orientation and content-related design are
taken over by two boards. The strategic
Advisory Board (representatives of Aruba,
International Business Media, BIU, commis-
sioning bodies of gamescom, Koelnmesse,
organizers of gamescom) determines the
strategic focus, the key topics and speakers,
which are particularly important in combi-
nation with gamescom.

The Content Advisory Board consists of
individual people from diverse areas of
game development and is in charge of topic
identification, contact to the speakers and
organizational aspects with regard to the
conference, the summits or workshops.

WWW.makinggames.hiz

Online event calendar with search function and event infos

MARCH 2017

Independent Games Festival

Location  San Francisco
Date March, 1through 3
Topic Award Ceremony
Fee tha

Homepage  www.igf.com
(Gamify Conference

Location  Munich

Date March, 9

Topic Conference

Fee -

Homepage  www.gamify-con.de/
PAX East

Location  Boston

Date March, 10 through 12
Topic Expo

Fee sold-out
Homepage east.paxsite.com

Hans Ippisch
Managing Director, Aruba Events
GmbH and Computec Media GmbH

»We're proud that BIU and
Koelnmesse have entrusted us
with this wonderful project. We're
committed to establish ‘devcom’
as anew, contemporary generation of a developer conference which
is hound to become a must-attend event for game developers from
all over the world.«

Tim Endres
Project Manager of gamescom
(Koelnmesse GmbH):

»We're convinced that with
‘devcom’ we present a top-level
international developer conference
and are thus able to offer added
value for our audience. Since devcom is closely linked to gamescom
interms of concept and content and is integrated into the gamescom
week 2017, we create synergies and strengthen gamescom’s position
as Europe’s leading business platform of the games industry.«

Lars Vormann
Head of gamescom (BIU - German
Games Industry Association):

»devcom’ is the next important
step with regard to the continuous
evolution of gamescom, with a
concept that's unique in the world.
gamescom is thus not only the world's biggest event for computer

and video games and Europe’s most important business platform of
the games industry; it's also bound to become a must-attend event for
game developers from all over the world.«

APRIL 2017

CeBit

Location  Hanover

Date March, 20 through 24
Topic Expo

Fee 26 101,990 euros
Homepage  www.cebit.de
QUOVADIS 2017

Location  STATION, Berlin
Date April, 24 through 26
Topic Conference

Fee 99 to 749 euros
Homepage  www.qvconf.com
Making Games Festival

Location  STATION, Berlin
Date April, 24 through 26
Topic Festival

Fee 13.95t0 39.95 euros

Homepage  www.makinggamesfestival.com
(German Computer Game Awards

Location  Berlin
Date April, 26
Topic Award Ceremony

Homepage  www.deutscher-computerspielpreis.de
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NEW DATES FOR »BIU ACADEMY«-
WEBINARS SAVE

The webinar series »BIU Academy« initiated by BIU, the German Games 50%!

Industry Association, in cooperation with Making Games in January 2016 A
will dedicate its next session to the topic »Crowdfunding. D|SCUU(§|TI‘_;SODE-
/_
IU Academy« in cooperation = Duration: 60 minutes TO he redeequ at:
with Makiri[g Game;3 isawebinar = Monthly; Tuesdays at 5pm https: biu.edudl .com

series for developers, founders = Fee:19.00 EUR

and all those who are interested (free for BIU members)

in its topics; a training scheme = Register once at: www.edudip.com

without travel expenses about = Book a webinar at: https://biu.edudip.com

all topics surrounding game de- = Current information at:
velopment and sales, like business models, www.biu-online.de
design, management, legal, marketing, and Facebook: BIUeV ecome
much more. Twitter: BIU eV

A Speaker!
Dates in 2017 You're an active member of the games

industry and there’s a topic you know all
about and you would like to present in a

webinar? Wonderful - BIU is always look-
February,21 | Crowdfunding Jan Theysen (KING Art Games) ing for speakers.

Adrian Goersch (Black Forest Games)

Termin Thema Referent

For more information, please contact:

March, 7 Design and Gameplay Martin Sahlin
Development of Unravel (ColdWood Interactive)
Stephanie Lang
March Brand Management Claudia Kiihl Services Manager /
Consultant For Funding Programs
April Visual Effects Christian Zilliken

+49 30 240 8779 0

Mackevision Medien Design GmbH
(Mackevision Medien Design GmbH) lane@biu-online de

Subject to change



Crowdfunding - Tips and Tricks

Date and fee
= Duration: 60 minutes
= Tuesday, February, 21 at 5pm
= Fee:19.00 EUR
(free for members of the BIU network)

Well-presented projects can still generate mo-
ney and attention and help their developers
become more independent. Those who want
to use crowdfunding as a finance or marketing
option, need to know the traps and risks and
devote a great deal of attention to the subject.
Adrian Goersch of Black Forest Games (»Giana
Sisters«) and Jan Theysen of KING Art (»The
Dwarves«) talk about their long-term expe-

Development/Game Design of Unravel

Date and fee
= Duration: 60 minutes

= Tuesday, March, 07 at 5pm
= Fee:19.00 EUR
(free for members of the BIU network)

This talk is about the development process of
»Unravel« —how frustration and chaos was
turned into something absolutely beautiful
and heartfelt.

Unravel was a game borne out of a need
to create something more personal and
meaningful; it was a revolt against games

Jan Theysen
Co-Founder and Game
Director at KING Art Games

rience with various Kickstarter projects and
provide tips on what needs to happen before,
during and after a campaign to make it profi-
table for the developer and a good experience
for the players. This includes determining the
right funding goals, attractive rewards, mar-
keting and the building of a community prior
to the campaign, a realistic assessment of the
workload and of the profits to be expected. The
two experts provide an overview of the status
quo of crowdfunding, take a look in the future
and are happy to answer your questions.

Adrian Goersch
Co-Founder and Managing

Martin Sahlin
Creative Director at
ColdWood Interactive

without heart, games that just waste people’s
time. Making this game was a weird and wild

Partner at Black Forest Games

journey, with many highs and a few lows,
and it really revitalized our studio.
This talk is about that process —how it all

started with an inspired camping trip, where

I created the initial concept out of wire and
some borrowed yarn, and how Unravel grew
from there into a fantastic little game.

It’s a talk about showcasing the beauty in
the ordinary, and about trying to turn empa-
thy and caring into game mechanics.

Past topics at BIU Academy

Termin Kosten Thema Referent

Jan 2017 €19,- |, The Game Must Go On: Live Service Localization* Michaela Bartelt (Electronic Arts)

Dec2016 |€19,- |,Indie Games Publishing: Eight Years of Independent Publishing | Dieter Schoeller (Headup Games)

Nov 2016 | --- »How to Apply for EU Funding?“ Anne Le Rolland (Enterprise Europe Network)
Nov 2016 |€19,- |,Practical Experience in Game Writing“ Falko Loffler (Freier Autor)

Oct 2016 €19,- |,Ups & Downs of Studio Foundations* Stephan Winter (Limbic Entertainment)

Sept 2016 |€19,- |, Monetization of Free2Play Games“ Christopher Hecht (Game Design Geek)

July 2016 | €19,- |,Shaping your pitch* Martijn van Doorn, Mat Morlock (DDM)

July 2016 | €19,- |, Game Development and Publisher Contracts“ Konstantin Ewald (Osborne Clarke)

Juny 2016 |€19,- |,Corporate Financing in the Games Industry“ Dr. Lutz Anderie

May 2016 |€19,- |, Virtual Reality Development Insights David Bowman (Crytek)

April 2016 |€19,- |,Game Design“ Prof. Sabiha Ghellal (Hochschule der Medien)
March €19, |,Pros and Cons of Agile Project Management Methods in Video Ralf C. Adam (Tiger Team Productions)

2016 Game Development“

Feb 2016 €19, |,Brand Management* Ronald Kaulbach (Ubisoft Blue Byte)

Jan 2016 €19, |,Business Model Canvas fiir Online Gaming“ Kamil Barbarski (MAK3it GmbH)
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It happened on

makinggames.hiz

At the end of December, Crytek
announced that it would split from all

Crytek shrinks to a profitable size
studios, apart from Frankfurt and Kiev,

N
(« )
XY T=K
~ —
including their employees. Besides, in

January, the Mail.ru subsidiary My.com took over publishing of the free-
2play shooter Warface. Prior to that, there were rumors for weeks about
Crytek’s new financial difficulties when one of their employees revealed
that salaries hadn’t been paid at all or paid very late for months.
According to Crytek’s co-founder Avni Yerli, the goal of the downsizing
is to focus again on »premium IPs« and the development of CryEngine.
Those who are mainly affected by the shutdown are the offices in Buda-
pest, Sofia, Seoul and Shanghai. In a press release from February 1,2017,
Crytek then officially announced that another 15 jobs would have to be
cut in Frankfurt, too. Unfortunately, it wouldn’t be possible to accommo-
date all team members in other projects, but the people affected would
be compensated and supported in their hunt for new jobs.

Star Citizen switches to
Amazon Lumberyard Engine

One day before Christmas, Cloud Imperium
Games announced that it would no longer
use CryEngine, but Amazon’s Lumberyard-En-
gine for »Star Citizen« and »Squadron 42«.
Reason for the switch was that Amazon’s
engine put a lot more focus on network technologies and was thus
better suitable for online games like »Star Citizen«. So far, Star
Engine, developed by Cloud Imperium Games, was based on Crytek’s
CryEngine and customized solely to the needs of Chris Roberts’team.
Since Amazon Lumberyard is also based on CryEngine, the switch of
the basic technical framework could be completed within just one
day with the help of two developers on the engine team, as Roberts
explained in the official game forum. So, no further delays were
caused by this step.

Why Epic Games are focusing on PC again

In mid-January, Tim Sweeney, co-founder of Epic
Games, explained in an interview why the company
is now focusing mainly on PC again and not so much
on consoles any more. Epic Games made a name for
themselves in the gos, particularly with the Unreal
series which made shooter fans on PC marvel in amazement. The
now popular Unreal Engine is based on those games. Later, in times
of »Gears of War, their focus was on consoles. The reason for that
was that before the breakthrough of Steam, PC sales plummeted

since too many pirated copies per legally purchased unit were
circulating. The first part of the »Gears of War« series which was first
released for Xbox 360 cost Epic Games around 12 million dollars to
make, but made profits of around 100 million dollars. Later, the costs
for console games increased, so that »Gears of War: Judgment« cost
as much as 60 million dollars while generating roughly the same
profits. With the upcoming release of Xbox One and PlayStation 4,
the management of Epic Games feared that production costs would
soar again, which is why they decided to focus on PC again.

Sony shuts down Guerrilla Cambridge

In mid-January, Sony announced that the development studio Guer-
rilla Cambridge is going to be shut down. Guerrilla Games Amster-
dam, currently working on »Horizon: Zero Dawng, is not going to be
affected from the closure. According to Sony, the reason to shut down
the branch in the UK is that the group wants to restructure its studios
in Europe, and Guerrilla Cambridge isn’t
fitting into these plans. At the same time,
they promised though that they would try
to get the employees concerned involved
in other projects and move them to other

10

locations accordingly. Also, they want to support those colleagues as
best as they can in their hunt for jobs at other studios. After all, there
are quite a few developers in the greater Cambridge area, like Frontier,
Ninja Theory or Jagex. Guerrilla Cambridge was founded about 19
years ago and was recently working on the PlayStation VR title »RIGS:
Mechanized Combat League«. Further pro-
jects included the »MediEvil« series, »Primalc,
»Ghosthunter« and »Killzone Mercenary« for
PlayStation Vita.



Polish industry veterans found development studio

With the foundation of the studio Strange New Things in mid-January,
Poland proved once again that it is more and more turning into a games
hotspot in Europe. Techland’s former COO, Pawel Zawodny, is joined by
former employees of Techland, IO Interactive and CD Projekt Red to create
»emotional gaming experiences« from now on. Zawodny confirmed that
each team member has years of industry experience, having worked on
games like »Hitmanc, »The Witcher« or »Call of Juarez«. The team already
consists of producers, artists, writers, programmers, level designers and other positions
which are all said to have had a »major influence« on said AAA projects. After years where
the developers behind »Strange New Things« tried to adapt to the so-called market condi-
tions they now want to do something completely different. Therefore, the first step was to
give up on a set hierarchy or positions on the team.

Apple’s App Store earned developers $ 20 trillion in 2016

At the beginning of the year, Apple announced that App develop-
ers generated total revenues of 20 trillion dollars in 2016 — about
40 percent more than 2015. According to Apple, this growth is
primarily owed to game apps, with »Pokémon Gok, »Clash Royalex,
»Monster Strike« and »Fantasy Westward« being the top sellers.
Nintendo’s »Super Mario Run« claimed the top spot as the most
downloaded app on Christmas Day and New Year’s Day. Besides,
Apple broke another record: On the first day of 2017, the company
registered purchases (both apps and in-app purchases) worth 240
million dollars, with the US, UK, Japan and China being the markets where most money
was spent on apps. China recorded an increase of 9o percent within one year, taking the
number one spot of the top markets from the US. Since the start of the App Store in 2008,
the developers of those programs earned a total of 60 trillion dollars.

The biggest game disappointments
m of 2016
www.hit.ly/MG_Disappointments

INDUSTRY TWITTER

The development costs of a VR game

www.hit.ly/MG_VRCosts

other genres

How roguelikes can also influence

www.bit.ly/MG_Roguelikes

Warner reopens Avalanche
Software

When Disney decided

in 2016 to withdraw

from the business of

game development,

not only the Disney In-

teractive Studios were

closed, but also Ava-

lanche Software in May

when around 300 employees lost their jobs.
At that point, Disney had decided to license
its brands to other publishers and developers
instead of producing games themselves. At
the end of January, Warner Bros. announced
that the publisher would reopen the studio
Avalanche Software and that a major part of
its former employees, including founder and
General Manager John Blackburn, would be
on board again. Avalanche’s first project is —
ironically — the implementation of the Pixar
movie »Cars 3« which is coming to theaters in
June 2017. The team is experienced in imple-
menting Disney and Pixar material after all,
since after the takeover by Disney, Avalanche
was working on »Cars 2« and »Disney Infin-
ity«, among other things. On the long term,
Avalanche is to work on other projects, too,
though. Prior to that, the studio had made

a name for itself with game adaptions of
»Dragon Ball Z« or »Mortal Kombatx.

The secrets of a long career in the games
industry

www.hit.ly/MG_CareerlnGames

@MAKINGGAMES _DE/INTERESTING-PEOPLE

(‘.",.. = (@megganpez ) = @locustg
i i"\ | don't have room in my suitcase for shoes because
| promised my mom |'d bring home the PSVR.

Meggan Scavio, General Manager der GDC David Goldfarh, Game Director von Payday 2

When people figure out that America is the Empire
and not the Rebels they're gonna be pretty upset.

= @grumpygamer i | = @therealdiffyb
| don’t want to live in a world where a USB dongle > Love that as we are getting the start of dreary
needs a software update. weather | can put on a VR headset and spend 10

minutes on a beach somewhere and feel better.

Ron Gilbert, Erfinder von Monkey Island Cliff Bleszinski, CEQ von Boss Key Productions

A = @DanielVavra

/ Have to say, that the huge praise we are getting
for reporting honestly about the development gi-
ves kinda scary picture about game industry.

Daniel Vévra, Creative Director von Kingdom Come: Deliverance

~ e ibogost
'P*% What do you do? Unh, I'm a writer. | guess. What

do you write about? Uhh, well, my latest book is
about play. Plague? Sure.
lan Bogost, Autor und Game Designer

= (@georgeb3dr

If you're a game developer or artist, your desk and
workspace is basically your Bat Cave.

(George Broussard, Erfinder von Duke Nukem

"4 = @mikeBithell
"0 Hi. Don't enter competitions in hope of winning' a

publishing contract. A contract is not a cash prize,
it's an exchange of services.
Mike Bithell, Entwickler von Thomas Was Alone

+ = @BenjaminCousins
~ Just noticed Super Mario Run uses 30fps rendered
sprites for enemies rather than 3D skinned models?

Is this 19967
Ben Cousins, Mitgriinder und CEQ von The Outsiders

JOIN THE CONVERSATION

1
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Cuba is known for quite a lot of things: its famous cigars, the Cuban Missile

Crisis, Castro - but video games? No. At least not yet!

Josuhe Pagliery
gl| is the Creative Director
of Savior.

Josuhe s the director, art designer and screenwriter of Savior.

He graduated in fing arts from the »Academia de Bellas Artes San

Algjandro« and the »Universidad de las artes 1.S.A.«

He has experience as an animator and founded and directed the
performance group »Golden Theory Popeye« from 2003-2013.
- @saviorindiegame
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avior is a special game. Some might
see it as just another platformer. It
is, however, not only one of many
indie games, but the first one ever
to be developed in Cuba. Just so you
get an idea of the circumstances
Josuhe and his colleagues work
under: All pictures in this article were taken
from his website, Facebook or his campaign
video, as he wasn'’t able to send us material
due to the nightmarish internet connection.

Hi Josuhe, thank you so much for taking the

time to tell us a little about yourself, the game

you are working on and of course what makes
it so incredibly unique. But first things first:
Would you please introduce yourself and your
team? Where do you guys come from?

Hi, my name is Josuhe Pagliery and I am the
creative director of Savior.I have a degree in
visual arts from the Superior Institute of Arts

in Havana (ISA). My partner in this adventure

is Johann Hernandez. He is our programmer,

a graduated computer scientist from the
Havana University. We are the true core of
Empty Head Games and we worked com-
pletely on our own for almost a whole year.
Besides that we collaborate with a very small
group of friends and professionals when it
comes to certain tasks as animation, VEX, SEX
and music. Some of them come and go, others
like Ruben Cruces (SFX and everything else!),
German Carrasco (musician) or Tony Nodarse
(animator) are staying with us as fundamen-
tal parts of the team.

The game you are working on is called »Sav-
ior« - but before we talk about what makes
the development process so uniquely special,
please tell us more about the title itself and
about its basics like the genre, the core me-
chanics and the player’s goal? And of course:
What is the game’s story? How did the idea
behind it come to life?

I always felt very interested in the idea of a
»game inside a game«, and how you could



deconstruct the whole structure of what a
video game really is from this particular per-
spective. Savior is created under very different
layers of concepts that co-exist together:

The first layer is what I call the »literal
background« of a history in which the player
interacts with the sort of classic video game
fable. Our main character (intrinsically a
hero) tries to save his own world after the
Great God - some kind of anonymous and
very powerful, supreme being — disgraced it
by leaving it.

At this point I explored some ideas about
what a savior really is. Maybe a hero -1 go
very close with Carlyle’s conception of what
a hero is (»On Heroes, Hero-Worship, and
The Heroic in History« is a book by Thomas
Carlyle, published in 1841 in London, as a
collection of six lectures, given in May 1980;
source: Wikipedia https://en.wikipedia.org/
wiki/On Heroes, Hero-Worship, and The
Heroic in History ) - or maybe some kind of
egocentric figure focused on himself and in
his personals goals.

The game itself is closely related to the
Judeo-Christian mythology. I started with
the theological concept of God equal to
reality, and from that point I translated this
logic into a videogame: If God is equal to
reality, then a video game (what is a self-suf-
ficient reality by itself) could be a genuine
manifestation of what God is. And when
these questions over what reality is arose,
you could not miss the tension that imme-
diately erupted between reality and fiction
and therefore the player and the game itself.
Savior tries to emulate the human process
of personalizing the »global« conception of
reality into a very personal one.

Finally I have the game mechanics and
they are something I feel extraordinarily
proud of, because we managed to create
a very particular mix between a classic
2D platformer control and a timing-based

Atits core Savior is a timing-based 20 platformer
and the first independent videogame ever to be

1 hanic. Th lay itself
gameplay mechanic. The gameplay itse created entirely in Cuba.

will be constantly evolving during the pro-
cess of playing, but that is something I don’t
want to spoil for our future gamers.

Who composed the excellent soundtrack? The
atmosphere it generates in combination with
the visuals is amazing.

The musician working with us is German
Carrasco who is already studying compo-
sition in fifth year at the Superior Institute
of Arts in Havana (ISA). His tendency as an
artist to this sort of melancholic sadness in
sound is present in almost the whole game,
solidifying my goal in recreating a deep
emotional experience with Savior.

So, Savior is actually a video game about char-
acters being part of a video game. Looking

at the art of your game, the graphics, the
characters and monsters range from mythical
to even a little disturbing. Would | have to
guess, I'd say it’s a mixture between Egyptian
and Greek, with an oriental touch. But what
exactly were your main inspirations?
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Over eight stages the player is on his journey to
find the »Great God of the Universe« so he can
save the protagonist's crumbling world.

Savior's story is closely related to the
Judeo-Christian mythology, its artistic influences
range from Disney to Art Noveau.

14

Well], for sure I have a lot of cultural references
in Savior. The concept, as I mentioned before,
comes from a theological background, so in
terms of history I think we are very related to
the Judeo-Christian mythology. In terms of
visuals I have a lot of influences from symbo-
lism-artists such as Brocklin or Millet, some of
Art Noveau and Deco style in the way I deal
with the backgrounds, steam glass aesthetic
in general (all of the heavy black lines around
every single element come from the idea of
emulating that iconic religious look), a lot of
Japanese artists as Akiman or Yoshitaka Ama-
no mixed with some of the old Disney movies,
European and even Russian animation as well.
Sorry man, but I could keep going and going
when it comes to this subject!

I love the moments when levels

» Sometimes it

used many if not thousands of historical, phil-
osophical, political and artistic references as
well as, of course, typically Cuban references.
Simply because you could never escape that
»real« reality of everyday lifel Then you have
the pieces but you have to put them together
on your own, and depending on what kind
of person you are, you have your very own
perspective of what kind of game Savior is.
But don’t worry, if you don’t want to »suffer«
too much from any intellectual process, you
can still simply play that silly and superbly
animated video game of a »hero« with a
white mask and horns trying to save »anoth-
er« ruined world.

Apart from being an indie game with
beautiful graphics, a cool story and a
formidable soundtrack, there is one

become totally surreal, e. g. when was I|ke haVIng other thing that makes Savior such
there are lines of code shimmer- to remvent wdeo- a unique title: It actually is the first

ing through in the back of the indie game to be developed in Cuba
stages, making clear the world games over and which kind of makes you pioneers
your character is trying to escape over again.« for an industry that’s been growing

from actually is a video game. It

reminds me of Kratos from »God

of War« having to escape Hades,

with a little bit of »Matrix« mixed in. | have

to ask: Considering the circumstances under
which the title is being developed, Savior
seems like one huge metaphor. If so, would you
talk about what it stands for?

A metaphor should never be revealed. Know-
ing about the concrete idea kills the fun and
the important mental process of actually
getting into what you are playing on your
own. Still, we have a lot coming from our
very distinct reality in Cuba, and as I told you
before Ireally enjoyed this kind of philosophi-
cal analysis, the interpretation of what reality
is. The symbols are there, and in Savior I have

immensely over the last decades.

What makes developing a game in

Cuba so difficult? Is it the politics? Is
it the infrastructure?

It is a mixture of all those factors. Back in
the 80’s or 9o’s video games in Cuba were
very uncommon among regular people. If
you could afford an SNES in ‘92 with four
cartridges you were kind of a very wealthy
person. At that time people in Cuba weren’t
allowed to have a personal computer of their
own, so all the games back in those days
were exclusively on consoles. Besides that
negative fact, the Cuban government saw
video games in general as this American
imperialistic way of brainwashing the new
generation. Believe me, those weren'’t cool



times for Cuban gamers! Right now the
government invests at least some resources
trying to create a national video game in-
dustry in Cuba, aiming at the kind of boring
historical and/or educational video games
of poor quality. And it’s still like before, they
wish to create a monolithic structure in
which all developers work under only one
direction - good luck with that s#§%!

What were, from a developer’s standpoint
(programming, design, etc.), the most difficult
hurdles to master?

We struggled a lot with the animations when
we first started the production. Keep in mind:
Cuba is so much different to other countries,
especially when it comes to accessing infor-
mation. Therefore many, many times we were
confronted with a lot problems concerning
video games, that had actually already been
solved looooong ago, but we had to solve
them all by ourselves! It was like having to
reinvent video games all over again!

For example, the idea of having different
and individual game mechanics sounds —at
least in this case - cooler than it actually is,
because you need triple the iterations com-
pared to working with classical and already
established gameplay. You could always end
up doing something »new« that still wasn't
fun or good. Let’s just hope this will not be the
case, but — you know — »new« isn’t necessarily
a synonym for »goodx ...

How do you finance your work? What is the
most expensive part of developing Savior?
And are there ways for interested gamers to
support your project? You had a campaign on
Indiegogo.com - is it still going?

And are there any other campaigns

job as a web-programmer, so he could focus
entirely on the game. We still depend on the
Savior-campaign at Indiegogo, and luckily
for us, there are still a lot of amazing folks
all around the world supporting us and our
project. Let me take this chance to express
my deepest gratitude to all of them!

In your interview with Kotaku you said, it took
you almost 30 minutes to open the website
and read their article about Savior. Exactly
how badly does the lack of internet slow you
down? And how badly does it affect the most
important factor of developing a game besides
the actual development: getting people to
know about your game?

Know that you are a really lucky guy! You
could have this really slow internet-modem
in your house, which hasn’t enough power to
let you see anything in motion —no videos,
no Youtube, nothing! Here it is, for example,
impossible to open the Indiegogo-page.
Imagine that you don’t have a bank account,
imagine that you have hardly any idea what
other people like you are developing at the
moment. Forget access to press, festivals,
crowdfunding campaigns (we were only able
to do that with the help of the Innovadores
Foundation based in America).

When we started the campaign we had
200 followers on Facebook and 36 on Twitter;
it was a heartbreaking moment for us when
we read about the necessary numbers that
people and even Indiegogo suggested for
starting a campaign. Imagine, they talked
about 8.000+ followers and things like that!
How could you promote yourself in a country
where even having a simple video chat

requires a hideous travel to some
sunny Wi-Fi hotspot, where you are

as well or do you all have regular » 'New’ isn't surrounded by hundreds of people
jobs, with Savior being a project . sitting in the streets like they are
you can only work on in your necessa"ly d homeless? Because of that I always
spare-time? Syﬂonym for insisted that we aren’t indie devel-
‘good' « opers. We are indie-undergrounds

All the things we've accomplished
so far we exclusively financed
ourselves and that is something
Iam really proud of! Believe me,
it’s particularly hard in a country in which

we experienced the conversion towards a
capitalist way of living but under the same
old socialist-based society over the last five
years. For me as an artist it is extraordinar-

ily difficult — sometimes you have money,
sometimes you simply don’t, the production,
however, never stops running. The Indiego-
go-campaign seriously came in at the perfect
time, a genuine »savior« so to say. At exactly
that point we started to run out of money and
that put us and the project itself under a lot
of pressure and stress. Me, I've always been
working on Savior full time. Just now —again
thanks to the campaign —Johann left his prior

because our working conditions are
far worse than almost anywhere in
the rest of the world. Our equip-
ment, for example: Until my recent
trip to the US, I was drawing with an old
Wacom bamboo model from 2009, the same
with my I-3 computer I got on a distant trip to
Canada within the same year.

Our programmer is working with an I-5
from 2012, he doesn’t even have the »luck«
of having a modem so his only chance to
go online lies at one of those few Wi-Fi hot-
spots! For Cubans, Cuba isn’t exactly a cheap
place to live, you have to struggle with all
sorts of difficulties - financing a game and
still making enough for a normal living. And
what about your personal life? Hey man, I
am lucky enough to still have a girlfriend.
All the money I have flows directly into the

IR B3 B3 I3 Josuhe and his partner
Johann are the heart and soul of Empty Head
Games. Their dream is to finish Cuba’s first
indie game, no matter the cost.
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production of the game. The expectations
and the feedback of all people prior to the
campaign was almost completely negative:
»You're crazy, how are you ever going to
recover from all this money you spent? Who
will play this game anyway?« Suddenly
you're no longer a professional or even an
artist, you're just some isolated weirdo who
is stupidly dreaming of making a video
game no one’s ever going to see anyway.

On Indiegogo.com it says that you initially
tried to collect just enough money to produce
a playable demo. How about the stretch goals?
What’s the actual status - of the campaign and
of the game itself?

As far as I can tell you we are now listed
under »on demand« on Indiegogo and we are
still receiving some money from there. Our

IE3 I3 A For most people in Cuba
public wifi-hotspots are the only way to
access the internet. It's circumstances
like that what make developing a video
game in Cuba such an extreme challenge.

next goal is to launch the playable demo of
Savior in late March 2017, maybe April. That
could help us reaching and finding more peo-
ple interested in future collaborations, but I'm
telling you: For us, the demo will be the real
game changer! At the end of the day a game
has to be played and tested for his value. If it
fails at this point already all the wonderful
history, graphics, visuals and music were in
vain.

I would imagine that your interview with
Kotaku gave you and your game quite a solid
push? Did it actually help making a greater
deal of people aware of Savior? Promoting a
game nowadays often seems to be more of a
deal-breaker than developing the game itself.
Do you get the chance to attend many events
to promote the game?

Yeah, that is something I had to learn the
hard way. I really hate the entrepreneur
part of being a businessman. It’s a necessary
evil I am simply not good at. Plus, it’s really
sad when people who don’t know anything
about you or your life instantly think of that
stereotype of the poor Cuban guy struggling
with his »colorful« socialist reality. On hand
it becomes really annoying, on the other
hand you need to pursue every chance you
get to make your project visible to others.
That’s the price and my personal rule. It
doesn’t matter if it’s an interview with Poly-
gon, Kotaku, you or that really cool girl from
Turkey -1 go into every interview with the
same enthusiasm.

When it comes to gaming events - well,
no, we didn’t have the opportunity to
attend even a single event in our lives as
developers so far.

Have you ever thought about moving to
another country, even if it’s just for developing
Savior under different, more comfortable cir-
cumstances? Or do you actually say: »No, even
if it’s hard, I'm going to stay here, develop this
game here in Cuba and show the people, what
is actually possible!«

The future is always uncertain but I think
that it is fundamental that at least the
playable demo comes completely from Cuba
—»Made in Cubac.I see that as a statement,
proof that you can make a really good game
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no matter how many resources you have at
your disposal. That’s the beauty of art and
sometimes less is better. Viewing the whole
situation from that angle probably puts us as
developers in a better position than almost
anybody else in the world. It’s really hard
thinking of another video game developer
who has less than we do.

Are there any bigger events, maybe even in
Europe, that you are going to attend in 2017?

Not at the moment, but I'm quite optimistic
that with the playable demo in our hands we
could reach a whole new level of possibilities
that may even bring Savior to Europe.

When do you plan on finishing Savior?
Inlate 2018, but I don’t want to set it in stone.

Should Savior become a success, what are your
plans for the time after?

Man, let’s hope your words come true butI
don’t want to have any expectations towards
»future success« and things like that. We have
to stay realistic and respect what we have
now. In that order you need to focus on your
immediate next steps, and for me this next
step is the demo. After that I will put up an-
other close milestone and another, until you
suddenly find yourself finishing the whole
game. If you don’t work t that way, at least
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here in Cuba, you could end up getting lost in
a vacuous world of wet dreams and illusions.

What are your personal wishes for this year
and the following - for Savior itself, but
also for Cuba’s gaming community and the
industry?

I wish that we could have the same opportu-
nities every other developer has in this world
—no more, no less. My biggest expectation
with Savior is that at the end of the day peo-
ple from the rest of the world will say »Hey,
check out this wonderful game« and maybe
that guy never knew that this specific video
game came from Cuba. My point is: I don’t
want to be the Cuban guy who made a video
game. I want to be the guy who simply made
a great video game. Period.

Is there a game - besides Savior - you always
dreamt about developing?

That’s easy: »Final Fantasy 6«, in my modest
opinion, is the best video game ever made.
Even if Ireincarnate a million times with the
only purpose of making video games, I still
couldn’t get even close to the perfection of
this incredible work of art!

Josuhe, thank you so much for your time - we
wish you all the best and lots of success for
Savior!

Interview: Nico Balletta

! Support
the Savior

Savior is clearly more than a game —it’s
a statement, a piece of art and possibly
a milestone for a whole industry just
waiting to flourish within the borders
of Cuba. If you want to support Josuhe
and his ambitious project, visit their
campaign on Indiegogo.com:

https://www.indiegogo.com/projects/
savior-cuba-s-first-indie-game#/

IEX IE0 20 0 On his way through the stages
the ‘Savior’ discovers that he is nothing but a
character in a videogame.
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KING Art Games from Bremen have been in the industry for about 17 years now and, over this time,
have gained a lot of experience about how the industry works. Jan Theysen, one of the studio
founders, provides 10 tips for long-term success.

Jan Theysen
Game Director at KING Art
Games

Jan is Game Director and one of the co-founders of KING Art Games,
having worked on all of the studio’s projects, like »The Book of
Unwritten Tales 2«, »The Dwarves« and »Battle Worlds: Kronos«.
He plays on all platforms that he can lay his hands on, from PC to
console to mobile. <»*@JanTheysen

hen I was asked, for the

purpose of this article, how
to survive as an independent
game developer for 17 years,
my first thought was: »How
on earth should I know?«
What worked for us, might
not work for someone else. Times change. A
decisive competitive advantage ten or just
five years ago, may be irrelevant today... or
are there actually some timeless tips that
may not guarantee success, but maybe make
it more likely? Let’s give it a try.

1. It’s a business

Reason number one why small developers
go bankrupt is the lack of a strong leader in
the team with a business background. Some-
body to take care of finances and contracts.
Somebody who keeps an eye on budgets
and schedules and knows how to push them
through, even if there is resistance.

Many of the successful developers have
at least one founder with expertise in this
area. Game development is a business,
and if there’s nobody on the team with the
required know-how, stop reading and do
something about it. Right now.

My co-founder Marc is our business man,
and I'm pretty sure that without him, KING
Art may have had a few more quick success-
es — but would have also gone bankrupt four
or five times.

2. Don’t do what others are success-
ful with

This sounds like some horrible advice, but it
hopefully makes sense at second glance: If a
game is really successful, the temptation is
big to do something similar. When »World of
Warcraft« broke records, one MMO after the
other emerged practically overnight. How
many people tried to copy »Minecraft« or
»Clash of Clans«? And who remembers the
popular »Flappy Bird« clone no. 131?

Exactly. Nobody. Because most copies
aren’t successful. First of all, there’s the orig-
inal game, so why play a copy? Second, there
isn’t only one copy, but a lot of them which
have to share the remaining players among
them. And third, those copycats are usually
too late to the party: The ship has sailed by
the time they have completed their game.
And fourth of all, there are others who can
clone better and at lower prices. And fifth...
Oh well, enough for now.



| »Stupid
Money«

When we say under point 2 that one
should not swim after a ship that has
sailed, and under point 3 that one should
not join in every hype, we refer to the real
world. Obviously, anyone can immerse in
the world of investment funds and ven-
ture capital, which are mostly unaffected
by real market conditions.

They’re usually either too late or too
early, but still invest a lot of money —
something every developer appreciates;
however, in that case you should keep
point 4 in mind and not miss the time to
say good-bye.

It gets really annoying when too much
»stupid money« leads to market distor-
tions which are harmful for everybody
—especially for those who can’t or don't
want to burn money.

[EW KING Art today uses Unity in all teams and for all projects. Here's a screenshot from the physics prototype of their upcoming
real-time strategy game »lron Harveste. JEl KAPE is KING Art’s state-chart tool for the scripting of game logic. KING Art used the
tool for almost ten years and constantly developed it further until the team now finally set up kAPE 2.0 from scratch. JEN [ The
self-developed process management tool kABA maps the processes in the company, provides all employees with jobs as well as the
controllers with current data. JE3l »The Dwarves« Facebook page with a respectable 36,000+ fans. Set up by KING Art, managed by

KING Art and THQ Nordic.

Instead of jumping at every new trend or
»doing what everyone else does«, we think
it’s a better strategy to either make »time-
less« games or to develop games for a target
group which hasn’t been served in a while.
After all, target groups which are too small
for AAA publishers don’t just cease to exist.

3. Keep a sober view

Release parties aside, it’s important to keep
a sober view. In a hype-driven industry it’s
sometimes hard to assess chances and risks
objectively. But it’s inevitable if you don’t
want to get on the wrong track financially.
Those who have the financial means,
can try out a lot of things at once, gain
experience and invest more in those areas
that proved solid. But as a small developer
with limited means you have to think twice
before making an investment.
It’s also important to not only look at the

potential benefits, but above all to think
through a potential negative scenario as
well: What will happen to us, in case we fail?
And also: Will we lose out at all if we're not
on board from the beginning?

A current example for this is VR. Apart
from the fact that there were and are good
reasons not to believe in a breakthrough in
the coming years, we never fully understood
what benefits it should bring to be a part
of it from the start. The install base is very
small, tools have to be developed and experi-
ence needs to be gained first.

So why engage in it early? Why not
wait and see how things will develop and
possibly jump onto the bandwagon later?
Admittedly, this is highly unromantic (after
all, which developer wouldn’t want to be
a pioneer of innovation and dance on the
cutting edge of a new technology?), but
rationally speaking, it is still the only right
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I I 10 M e of KING
Art's current projects: the
real-time strategy game »lron
Harvest«.

decision (see box »Stupid Money«).

4. Work on several projects at once

Those who have already witnessed the bank-
ruptcy of a publisher know how problematic
it can be to be dependent on individual
partners. Since we try to use appropriate lan-
guage here, we can’t possibly comment on
insolvency administrators or the insolvency
process in general. But it’s easy to imagine
for everyone how hell breaks loose when a
developer’s only source of income becomes
insolvent and the new, unwanted business
partner shows little interest in regulating
things.

We learned our lessons from
this and have three internal

necessary. And since we start and complete
developments on a regular basis, experi-
ences we make from one project immedi-
ately benefit other current projects. A high
throughput of games ensures a fast progress
of the team, its tools and the workflows.

5.Think about the marketing

In our industry, you don’t earn money by

developing games, but by selling games. No

matter how well the development process is

optimized... the smoothest development is

worth nothing if the game doesn’t sell.

In the last few years, it has become more

and more important for developers, too, to
think about the market, target
groups, social media, PR and ad-

teams today working on three vertising. Visibility is the biggest
y wordng »What worked for & v €8

different projects for three

challenge these days. It's simply

different partners. Should one of us, m|ght not Work no longer enough »just« to make
the partners be facing problems, for someone elsel« a good game.

it’s not necessarily that big a
drama yet.

Besides, we work in various
genres on various platforms and
for various target groups. The chance that
all markets we're active in are ailing at the
same time, is quite small.

Since we're using the same technolo-
gies and tools for all projects, we can quite
easily shift resources within the company, if

Assigning all these tasks to
a publisher and hoping for the
best isn’t a good idea. Publish-
ers don’'t have a magic wand
either to give them insight into the soul of
the players. At the end of the day, they don’t
know your target group as well as you do -
and they certainly don’t know your game
as well as you do. They don’t run around all
day with your game in their mind like you

2 The turn-based strategy game
»Battle Worlds: Kronos« from the
year 2013 was KING Art's first
Kickstarter project.
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hopefully do.

That’s why we would recommend to take
action yourselves. Talk to your publisher
and get involved. Maybe you can take over
the community work. Present marketing
ideas. Take part in trade shows. We made the
experience that both players and the press
alike appreciate when developers speak
for their game themselves and show their
enthusiasm about it. Authenticity is often
more important than professionality. And
good publishers appreciate developers who
get involved in the marketing process.

6. Find good partners and make
sure to keep them

We are proud of having cooperated only
with a rather small number of different
companies over the years. For almost every
partner we developed several games, for
some even half a dozen or more. For us, this
means that both sides were happy with the
partnership.

Regularly entering new partnerships -
including new contracts, new structures and
production processes — may be the right way
if you want to make it quickly to the top.
However, once you slip and need a helping
hand, it’s better to have a long-term partner
by your side.

In the daily work, too, one should not

underestimate the saving potential resulting

from established processes and direct lines
on a business level. So, our motto has always
been to look for mid- and long-term partners
instead of picking the next best one if you
hit a rough patch or somebody offers a little
more money. The basis for a long-term part-
nership is mutual respect (which involves
being honest and, if necessary, clear words)
and a decent contract (see box »Contracts«).

The basic rule is: Life is a lot easier if both
parties pull in the same direction.

7. Keep an eye on the costs

If a developer or publisher survived the
first few years and still hits rough times, it’s
mostly because they became too confident
and took too big a risk financially.

Markets change and developments get

delayed. And is any game ever doing as well
as one had hoped for? Those who make too
optimistic plans will quickly get into trouble.
Best-case scenarios should be a nice surprise,
not part of the planning. Business has to go
on, even if things are not going well.

High costs in the games industry are most-
ly caused by a large headcount. Therefore,
we try to work »as much as possible« with
external freelancers and external teams and
only start hiring people when we’re very
sure that we can employ them on a mid- and
long-term basis.

The other big topics are realistic planning,
good controlling and efficiency. As a German
developer, you simply have higher costs than
others, so tasks need to be completed faster
while retaining the same level of quality.
This is where having experience, tools and,
above all, an established team pays off.

T Successful marketing stunt: Initiated by Julian
Strzoda (left) of KING Art, a song was recorded for
»The Dwarves« in cooperation with Blind Guardian.
The video of the song was watched almost a million
times. By the way, KING Art’s CEO Marc Kanig
(right) played the drums. [EZH KING Art with »The
Dwarves« at various trade shows. [EZl Part of the
»Dwarves roome« in KING Art's offices in Bremen.
[E KING Art's Head of Programming Philipp
Kolhoff (left) and Technical Director Thomas Jahn
(right). Both have been with the company for about

ten years.
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| Contracts

B, D

We enjoy a certain reputation with
regard to our contracts. Our contract
negotiations are just as comprehensive as
our contracts, regularly driving our future
partners crazy.

We're not doing this because we enjoy
it (one of the reasons why we prefer to
work with long-term partners is that we
don’t want to set up a new contract all
over again). We're doing this because we
want to make sure that both sides fully
understand what they’re about to engage
in. We discuss all sorts of contingencies
and prefer to clarify matters in advance
than in case of dispute.

We think that contracts are written, so
they never have to be looked at again. It’s
about both sides making clear for them-
selves what they actually want and what
they don’t want.

Contract negotiations are the perfect
time to put the brakes on euphoria and
also look at the bigger picture with a
pessimistic scenario in mind. You get
to know each other and learn to assess
whether you really want to create some-
thing together for the next few years, or
maybe not. Once the contract is signed,
there’s no turning back.

[EE1 28 One example for a long-term partnership. Top: »My
Free Zoo«, the first game KING Art made for Upjers in 2011.
Bottom: »Upjers Wonderland«, KING Art's seventh game for
Upjers (currently in closed beta).

MY FREE

el 1B

&3 The point&click adventure »The Book of Unwritten Tales 2« was KING Art's second successful Kickstarter (followed by the third one
»The Dwarves«). KING Art developed the title for as many as ten () platforms.

8. Build a team for the long run

Bremen isn’t exactly the center of global
game development, and we’re neither Bliz-
zard nor Naughty Dog, who can offer a great
name, top projects and high salaries. So, how
do you get experienced talents to work for
your company long-term and for a reasona-
ble salary? You »raise« them yourself.

Almost everybody who works for us did
an internship first and proved to us that
they would be beneficial for the team in the
mid-term. Mind you, they »only« showed
their potential; we're not expecting young
talents to already have the know-how that
we're eventually looking for. But as long as
they have the skills and the will to learn for
the rest of their career, we're happy to teach
them what they need to know.

This takes time and money. But after all,
we don’t hire someone just to fire them
again after one or two years. We bind good
workers to us for the long-term by giving
them challenging tasks they can grow with,
and by possibly using them in areas they're
interested in.

This approach means that we can’t quickly

upscale our team. It takes every employee
a few years to get where we want to have
them. But the result are competent and
loyal employees who work together more
efficiently than any team put togetheron a
»hire & fire« mentality could ever do.

9. Develop cross-project technolo-
gies

kAPE is a state-chart engine which can be
used to script logic for story-driven games.
We developed kAPE 2007 for »Black Mirror
2« and then used the tool for »The Book of
Unwritten Tales 1 + 2«, »The Critter Chroni-
cles«, »The Raven« and »The Dwarves«. This
means, we used the same technology for
almost ten years, while constantly improv-
ing it.

Whenever we can, we prefer to tackle a
problem »properly« rather than »quick &
dirty«. Often, this means building a solid
technical solution once - and then again
after the first solution ends up in the trash
and we know how to actually do it.

We're constantly working to improve these
tools, technologies and workflows across
all projects. When a solution has become

2



obsolete (like kAPE for a current project), we
develop it again based on the experience we
gained previously.

Everyone in the company knows the tools,
and everyone can provide their feedback to
the respective developers (who either sit in
the teams or work on several projects). So,
we never start a project from scratch, but al-
ready have a number of proven components
to work with. And, of course, we can use our
tools quite efficiently since our employees
often have long-term experience with them.

10. Be lucky

KING Art will celebrate its 17th anniversary
this year, and in the first ten years, we were
on the brink of bankruptcy a few times. We
also had a bit of luck to always make it back.
You can do your job properly, you can be flex-
ible and you can improve your chances for a
positive outcome - and so you should -, but
nobody can be successful without occasion-
ally having luck, chance, or whatever you
may call it, come to your aid.

If you keep that in mind, it will improve
your awareness of those who »made it« as
well as those who didn’t make it.

Sometimes, the simple difference is to »be
Iucky« or not. We wish everybody who tries
to make it in our difficult, but great industry,
the former. Your KING Art Team.

Jan Theysen

ORCS KILLED T
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CAN'T DRIVE THIS

Game jams are a true source of creative energy - something the Pixel Maniacs from Nuremberg can
tell a thing or two about. After all, their multiplayer fun racer is a result of such a game jam.

Andreas Scholz

Together with Johann, he’s in charge of the programming and the

quality of the games made by Pixel Maniacs.
< @AndiSpunkt

CEO at Pixel Maniacs

L

Benjamin s in charge of tiresome office chores, marketing and making

sure that things run smoothly and on time.
< @BLochmann

Programmer at Pixel Maniacs

Benjamin Lochmann

e’re the Pixel Maniacs, a small
indie development studio
from Nuremberg. Originally
named »Benjamin Lochmann
New Media GmbH«, we've
been developing mobile apps
since 2011, and are proud to
say that we have over 150 apps in the App
Store and on Google Play. The apps which
were originally characterized by their style
and their quick development time, were
often available for download in the store
after only a few days. Over the years, the
apps grew in size until we eventually focused
on developing multiplayer games like chess,
nine men’s morris or battleships, and were
nominated for the German Design Award
with »Sudoku Champions«. But being a
company consisting of gamers, we’ve been
itching for a long time to go beyond the
scope of mere app development. So, last year
we joined the club of desktop and console
developers, and on February 16,2016 we
celebrated our debut with the release of our
first PC game »ChromaGun« on Steam. Today,
almost a full year later, our second game is

about to be completed. »Can’t Drive This,

a crazy party multiplayer racing game, also
resulted from a game jam and is currently in
Early Access on Steam.

Game Design

In Can’t Drive This, two players compete
against each other. One player drives a car,
while the other one builds a race track -

at the same time! It’s hard to assign the
game to a certain genre. It's probably best
described as a sort of asymmetric »split-
screen co-op arcade-building-racing editor«
game. Each match starts with a road tile of
just about 20 x 20 meters (approx. 65 x 65

ft) in size, which the driver is placed upon;
the »builder«, on the other hand, now needs
to build a race track for the driver. It’s not
that easy though, since each additional 20 x
20 meter tile which the builder can place is
selected randomly — similar to Tetris. It may
be a straight tile, a 9o-degree curve or a min-
iature golf-like windmill which makes the
driver’s life hell. Now, the driver could just
drive really slowly in order to keep control of
the track, but obviously, the game is hardest



—and most fun — at high speed! That’s why
we based the game on the movie Speed,
featuring Keanu Reeves and Sandra Bullock,
and make the car blow up, if the driver is

too slow. The driver is now faster, leaving
the builder less time to place the tiles. As

a consequence, the track isn’t optimized,
which makes it harder for the driver to keep
control. The driver who now loses more and
more control of his vehicle, now makes it
harder for the builder to assess where to best
place the tiles. Thanks to carefully balanced
parameters, the game dynamics resulting
from this so-called »positive feedback loop«
guarantee a series of short, challenging and
scream-filled rounds and - for our benefit -
an enormous »just one more round!« effect.
In order to increase the replayability, the
driver can choose among a number of differ-
ent and customizable vehicles, e.g. a monster
truck, a stroller or an ice cream truck. The
builders, too, can customize their tracks and
adjust the colors and patterns to their liking.
In online matches, the driver drives the car
on the track of the builder.

Customization Techniques
& Artwork

Customizing vehicles with fun accessories
like spoilers or hats is no problem at all from
a technical point of view: A new object is
added to the vehicle object — done. Adapting
the color of a vehicle or track tile is a differ-
ent story though. Traditionally, 3D models
get their look using just one material. Mate-
rials usually consist of a shader and several
textures which, e.g., describe the color or
plasticity of the model. Since we wanted

to use different colors for different parts

of a model, we couldn’t use Unity’s default
solutions. We had two options: One would
have been to write a shader which would get
information from several textures and colors
and offset them against each otherin a
certain way. This would be repeated for each

frame and could potentially kill the perfor-
mance of the game. A fast-paced game like
this needs a frame rate as high as possible, so
we decided against this method and instead
went with procedural materials, so-called
substances. Substances are materials which,
similar to a shader, offset several inputs —
like colors or textures — against each other.
Unlike a shader, substances produce textures
though which are saved as a file. Although
it takes longer to produce such a texture

file than to just render the end result of the
calculation onto a model, it only has to be
done once. This means: Every time a player
colors their street or their car, a new texture
is being generated, saved and can then be
used without any major performance issues
without having to calculate each frame
individually. In order to generate this proce-
dural material, we used the »Allegorithmic
Substance Designer«. The Substance Design-
er uses a node-based system to generate
and display the mathematical operations
between textures, parameters, colors, etc.

Driving Physics

The original car from the game jam version
was sluggish and slow because the driving
physics were set up physically correct. For
the later game, we tried and tested several
driving physics and combined the best of
all of them to create an arcade behavior
similar to games like »Mario Kart«. The new
car physics as they exist in the current state
of the game, have little to do with actual
physics. Physically speaking, the tires are
balls, the colliders of the vehicles are simple
blocks, and the only reason why the car can’t
accelerate in the air, too, is an IF in the code.
Sometimes realism just needs to step aside
and let the fun prevail.

Marketing

Being a small indie studio, our marketing
budget is tight, which is why we try to

The Substance Designer uses a
node-based system to display
and create the mathematical
operations between textures,
parameters, colors, etc.

Johann Bauer
Programmer
at Pixel Maniacs

Johann s one of the programmers, and he makes sure that the games
are bug-free and run with good performance.
< @ZumJohann

Steve Crouse
Creative Director
at Pixel Maniacs

Steve’s job is to make sure that the Pixel games are fun to play and
that they look the way they do.
< @SteveCrse
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One is the builder, the other the driver - the mix of fun-racer and track editor, garnished with a trace of miniature golf, is not

only unusual; it also quickly creates a »Just one more round!« factor.
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generate the biggest impact possible with
minimal resources. Hence, we focus our mar-
keting mainly on social media campaigns
and influencer marketing; here are a few
examples:

Ludum Dare

Ludum Dare - for all those who haven'’t
heard of it - is a regularly held game jam
which we participated in three times so far

and gained extremely positive experience
from every single one of them. At the event,
thousands of developers around the globe,
both pros and amateurs alike, develop a
game within 72 hours. At the start of Ludum
Dare, a topic is announced which is usually a
bit vague — »Shape Shifting«, for example, or
»An Unconventional Weapon«. The last two
times we participated, we streamed the en-
tire process live on Twitch - from the brain-
storming sessions to the respective concept
phase up to the actual development of the
game. Not only did we have a lot of fun
making the game, we also received direct,
unfiltered input by the audience. The game
jam was also followed by journalists from a
number of gaming magazines: Within those
72 hours, an article on Kotaku was published,
which also gave Can’t Drive This a lot of at-
tention. Friends on Twitch drew attention to
our game jam participation in their streams,
providing us with another platform for even
more fan contact. When the time is up, the
winners of the game jam are selected. For
this procedure, all participants evaluate the
submissions by other participants. In order
to be able to win the Ludum Dare at all, a
participant must have evaluated at least 15
other titles. Only then their title will be pre-
sented to other participants for evaluation.
This system opens the door to a massive
community of enthusiastic developers who
often become good friends later.

Greenlight

We took advantage of the game jam’s
marketing boost by submitting our game
to Steam Greenlight while Ludum Dare
was still running. The resulting article on
Kotaku was so popular that Can’t Drive this
passed the Greenlight phase within just
one week. We also regard Greenlight as an
important marketing factor since it creates a
discussion, stimulates input from outsiders
and generates significant hype early in the
development phase of a game.

Early Access

Our loyal local gaming colleague, Christian

Dickert, gave us the advice to use Early

Access, not only as a platform for early

user feedback, but also as a marketing tool.

Gamers who are interested in Early Access

titles often differ from gamers who prefer to

wait for the finished product. Due to these

slightly different target groups, we saw the

potential to reach more people and thus take

advantage of the obvious benefits of Early

Access:

= faster monetization of the project (at least
to some extent)

= fast evaluation of user feedback (does the
concept have potential at all?)

= detailed user feedback and the foundation
of a solid fan base, provided the proposals



by the community are consequently real-
ized and implemented

Viral Campaigns

The marketing experience we had made in
the apps department so far (more than 150
launched apps) were limited to mere per-
formance marketing campaigns. We usually
tried to buy as many installs as possible in
the shortest possible time to conquer the
respective platform charts on iOS or Google
Play. We took the exact same approach with
our first game ChromaGun and failed mis-
erably. None of our performance campaigns
generated a positive ROI; in most cases, we
even missed it by several hundred percent,
although the target group apparently
couldn’t have been more fitting (e.g. Google
Adwords for keyword »Puzzle Game Steam
Linux« or similar). In the following weeks,
we talked a lot to our gaming colleagues
who were much more experienced in

this area, and we learned that in order to
promote a game, unlike a small free app, it’s
important to have as many »brand touch-
points« as possible. Essentially, a potential
customer must have heard about a product
a number of times first until he eventually
decides to buy it. Other factors besides the
actual product also play a role, like the game
studio or a positive reference to the game
from a respected authority. This authority
doesn’t necessarily have to be a big (print)
gaming magazine; a popular streamer or
YouTuber may also be an authority for their
target group. So, in order to create as many
of such »brand touchpoints« as possible for
our rather low budget, we moved our focus
to viral campaigns. We tried to make up for
the money we were lacking through creativ-
ity. Two of these campaigns were:

Save the Penguins!
For the launch of the Linux version of Can’t
Drive This we kicked off a campaign in

cooperation with a penguin rescue center
in South Africa and invested 100 percent

of the revenues from the Linux version of
Can’t Drive This in the adoption of penguins.
In addition to articles in a South African
magazine, we also received prominent rank-
ings in the /r/linux Subreddit and a lot of
fun tweets. The penguins themselves were
named after the best players of the game -
we're really looking forward to meeting our
little TheRealHellcat and the agile Pony-
punch in the Arctic Ocean.

Like a Wrecking Ball

During the first streams of Can’t Drive This
we realized that a lot of streamers associated
the wrecking ball-style tile in the game with
singer Miley Cyrus. The video of her song
»Wrecking Ball«, where she’s swinging back
and forth on a wrecking ball naked was a
huge success. We took advantage of that
and implemented a small server-side switch
to spawn a naked woman on our wrecking
ball. The feature lay dormant in the code for
weeks until we were live during a bigger
stream where the (female) streamer was
also singing the chorus of the song — »I Came
In Like A Wrecking Ball«. In the next round,
Miley spawned, and the streamer complete-
ly freaked out. We were perfectly able to use
this part as a snippet on Reddit, Twitter and
the likes, which brought us an incredible
amount of impressions and thus further
brand touchpoints.

Our Own Twitch Stream

A few weeks ago, we started to expand
our own Twitch stream on twitch.tv/
pixel maniacs. Every Tuesday at gam
and every Thursday from 6pm we offer a
behind-the-scenes of game development.
This offers a number of benefits for us:
We keep in touch with the players and
get direct feedback, and also a lot of good
suggestions for improvement. We use the

The Pixel Maniacs not only

made headlines with Can't Drive
This. In addition to around 150
apps, the excellent color puzzle
ChromaGun, too, was made by the
Nuremberg-based studio.

Creativity meets
Charity: The total
proceeds from the
Linux version of the
game were donated
to an African rescue

The Real HELLCAT
RESCUED FROM: Kalk Bay
DATE: 6 November 2018

SANCCOR

saves seabirds

- GRIND HE‘D

-.'-;1 the blue fund

WILDLANDS
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[N Easter egg hidden in the code: The
streamers were just singing along to Miley
Cyrus’ »Wrecking Ball« when they spotted the
naked lady on the track wrecking ball.

[EX Rewired for Unity does all the hard work
and supersedes annoying code-checks for
reconnected controllers.
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Thursday stream to try out games which
every game dev should know. We try to
analyze these games from a developer’s
point of view and to learn what'’s been
implemented well and not so well. For us,
the partnership with Twitch generates
additional revenue (if not much) since the
viewers have the chance to subscribe to
our channel for a fee.

Make Contact

with Other Developers

Our most important advice for everyone: Get
in touch with other developers. While we're
not profitable with our games yet (we're
cross-financed through our previously cre-
ated apps), our gaming revenue is growing,
and a relevant part of this growth is owed to
valuable tips from the developer commu-
nity. Hence, we're happy about any form of
exchange and any cross-promotion!

Technology

We actually don’t want to talk too much
about Unity itself since the readers of
Making Games are probably familiar with
the benefits and disadvantages. We noticed
that we can create fast-working prototypes
with Unity, which are also playable without
download thanks to the WebGL export -
perfect for a small game that’s to be created
during a game jam. After Ludum Dare was
finished and we had only received positive
feedback to the »innovative game idea«, we
wanted to go ahead and publish the game.
Strictly speaking, we basically started from
scratch and revised and scrutinized every
single component.

Online Multiplayer

One of the significantly bigger challenges
was the fiercely requested online multi-
player mode. A multiplayer game consists

of finding a fellow player (matchmaking)
and connecting the game to exchange game
data. For the matchmaking in the lobby we
use the eco-system each game is started

in. In the current case, for example, we use
Steam and its infrastructure. This way,

the game can be played with both invited
friends and opponents filtered by region. The
code is abstract, so that it’s possible to quick-
ly use other eco-systems, like that of PlaySta-
tion instead of Steam Matchmaking. In the
game itself, data is exchanged via the Unity
Relay Servers. Since a game round is played
by two players, we decided against dedicated
servers. It’s a classic host-client system
where one player acts as the host and both
players are clients, too. Due to latency issues,
in Can’t Drive This the driver is always the
host of the game, while the builder is always
the client. Since version 5.4, Unity offers its
own multiplayer stack with its own Relay
Servers, which is paid for based on traffic
used. Our first step was to keep the costs

at a minimum by trying to create a direct
connection between the two players and use
the Unity Relay Servers solely as a backup.
With techniques like NAT punch-through
and specifically hosted Relay Servers, this
procedure worked quite well; however, there
were constant problems with some internet
providers and the connection between IPv6
and IPv4. In the end, we decided to go with
just the Unity-hosted UNET solution.

Assets Used

Rewired

Our friends at Klonk Games who developed
the award-winning »Shift Happens«, among
other games, recommended Rewired to

us for the gamer input. The library offers
keymapping for all current controllers on
almost all operating systems and consoles,
and also deals with special cases like the de-/
activation of controllers. Since the players



are assigned different roles, it is possible to
switch the keymapping between driver and
track builder during runtime, without hav-
ing to use a large number of IF statements.

Data Bind for Unity

During development, we wanted to establish
a kind of design pattern in Unity for the

user interface, and while doing so, we came
across Data Bind for Unity, an excellent

asset to counter the UI chaos and to use

the MVVM pattern. After a familiarization
period, everyone on the team was thrilled -
it’s the perfect interface between code and
Ul design.

Temporal Reprojection Antialiasing

Unity itself offers a lot of post-processing
shaders, most of which cause considerable
performance losses though. An article about
Playdead’s indie hit »Inside« made us aware
of their antialiasing shader which boasts an
excellent performance. The method behind
it is called temporal reprojection. Simply put,
with this kind of antialiasing, the camera
makes each frame shake very slightly, and
several of these slightly blurred images are
then aggregated to find edges in the image
and blur them. This creates a pleasant and
unique antialiasing.

More Tips

We're constantly working to improve our
workflow in Unity and are writing our own
editor scripts to test the start of the game,
to better manage assets or prefabs and also
to develop interfaces with our online tools.
In order to receive a homogenous build

and avoid using a work computer, we use a
computer which analyzes, builds, tests and
uploads the current project with Jenkins. We
wouldn’t want to live without it any more.

Benjamin Lochmann, Johann Bauer,
Andreas Scholz, Steve Crouse
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Amodel of the »network state machine« shows that
online games are no trivial matter.

Antialiasing creates smoother edges and a
more pleasant look for the game.
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AROUND AND IN CUBIVERSE

What started out as a student project eventually turned into a tricky, fun puzzle for fans of Rubik’s
Cube and all those who may become them!



he development of a game is
usually a rocky road, even the most
successful developers and designers
can confirm that. And even with
a lot of experience and several
shipped titles you sometimes stum-
ble upon some smaller or larger

obstacles.

The nine developers of »Cubiverse« have
a thing or two to tell about how young
students still in their learning phase need
to start all over and fight for success even
more often than that. What started out as
a semester project in the third semester at
Mediadesign Hochschule Munich, eventual-
ly — after some smaller breaks and a restart
—turned into a game which won the German
Newcomer Award.

What is Cubiverse?

In Cubiverse, the player assists the main
character Euler to collect crystals to power
his spaceship. You travel through a colorful
galaxy of planets which are arranged based
on the principle of Rubik’s Cube and contain
a number of challenging puzzles.

The player turns and rotates the whole
planet and everything that’s on it and thus
solves tricky puzzles. The charming art style
and the intuitive controls encourage the
player to work with the cube, without the
frustrating moments of the classic Rubik’s
Cube. Cubiverse is set to be released on iPad
and on Android tablets.

The goal in every level is to collect the en-
ergy crystal and take it back to the spaceship
using the fewest turns possible. The high-
score is made up of the number of segment
rotations and tiles travelled. The player has
to solve various puzzles, among other things,
like moving tiles next to or below each other,
activate pressure plates or take patrolling
animals to their respective tile. Cubiverse is
perfect for all those who enjoy puzzles, love
colorful worlds, are fans of Rubik’s Cube, or
simply for those players who couldn’t find
access to Rubik’s Cube so far and were rather
frustrated by it.

Every beginning is hard
The original idea for Cubiverse was a totally
different one. The color tiles of the magic
cube were to play a big role and were to have
different values and effects (e.g. blue = water,
costs a certain amount of points to cross). Also,
the entire game principle was more oriented
towards an RPG with turn-based gameplay.
Quite a contrast to today’s version of Cu-
biverse, where you puzzle your way through
planets and go on adventures with a rocket.
For one, we realized pretty early that this
idea was far too much for a six-week univer-
sity project. Plus, we also realized that the
actual Rubik’s Cube mechanics were much
too hard for beginners. It proved too complex
with all the color effects to also think about
where certain enemies or items would be
hidden and how to move the character there;
it dampened the gaming experience con-
siderably. So, we discarded the first idea and
reduced everything to the basic mechanics
of the cube. Even then the final result of
those six weeks still differed a lot from the
current version. The player had to interact
more with NPCs and items and solve less
puzzles, which still limited the possibilities
for more complex levels.

New beginning, new energy, new
gameplay, new style

By restarting the project in the last college
semester, the game was to get a complete

The first concept art of the game
Cubiverse, still featuring colorful tiles

and items.

Simone Méndl
Art Director for Cubiverse

Simone is currently working as a Freelance lllustrator and Concept
Artist for various game projects. As Art Director for Cubiverse, she's
responsible for the visual design of the game and the complete 2D art
department. < @Simonemaend|

Caroline Flesch
Level Designer for Cubiverse

Caroline works as a Junior Producer at aesir Interactive and is one
of the organizers of GameCamp Munich and the Games/Bavaria
Vernissage. For Cubiverse, she’s mainly in charge of the level design
and everything that's related to it.
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The new settings options can easily
simulate different times of day.

| Atmosphere
and shaders

Something I always dreamed of as a fan
of colors was an adjustable (colorful) light
and a variable skybox behind the cube.
This simply wasn’t feasible with the old
engine and our limited know-how. After
switching to Unity, we had a lot more
options, and after just a short amount

of time we managed to adjust the Unity
lighting to our needs (read more on this

on page 35).
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Simone Mandl

makeover. Not only did we want to improve
the art style, we also wanted to completely
reiterate the gameplay which still wasn’t
properly homogenous. Also, by switching
the engine to Unity, we wanted to optimize
and simplify a lot of workflows and above all
make the game more performant for mobile
platforms.

This meant a complete restart for the pro-
grammer, but it also allowed for all sorts of
game mechanics to be radically overhauled.
Luckily, the amount of experience everyone
had gained by then expedited this initial
phase considerably.

For the A-team, the engine change in
theory didn’t mean throwing everything
overboard. However, all assets, textures and
artwork dated from the third semester, and
the artists, too, had considerably improved
their skills over the past two years (e.g.
through the practical semester).

So, the Art department, too, discarded
old relics. The new style was going to be
plainer: less details, big color fields and a
lot more atmosphere. In the first step, all
sorts of smaller assets were weeded out.
Where there used to be thin tree trunks and
small flowers on the fields, there were now
massive rocks or bushy trees. We originally
assumed that more detailed game worlds
with lots of items would be more interesting
for the player. However, it turned out that
testers associated meanings or functions
with some details which they actually didn’t
have. Plus, it also made it harder to keep an
overview of the level and to reach the goal.

So, when all of the small models of the
cubes were gone, it was time to work on
the large models, filling out the surfaces a
lot more. The goal was to clearly show the

player when a tile is blocked and when it is
accessible. In the last step, we then adapted
the textures.

With the first version of Cubiverse, we
overwrought things and created a texture
library; there was a texture for each »materi-
al«, and the 3D artists had to »unwrap« their
objects on several textures and hope that
there'd be something suitable.

In order to avoid these problems, all
models were unwrapped performantly
and textured manually from then on.
Special emphasis was always put on the
upper side of the object since that’s the one
facing the player. Side parts of the objects
are unwrapped smaller and textured with
less details, while bottom sides are only
one-colored areas.

Status quo

Cubiverse is still an evening or a weekend
project. All team members have proper
jobs since they graduated, which is why it
is harder to determine milestones and core
work times. The basic version of the game

The high level of detail (left) wasn't visible enough on
the small cube. The reduced version (right) is clearer
and better arranged.
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has progressed a lot and is nearly completed,
there are only a few final assets and levels
missing. What remains is the final polishing
and testing, and depending on how quickly
we progress there and how many bugs need
fixing, the game will be approaching its
release sooner or later. We haven't set a date
yet, but the game will definitely be available
from the App Store in 2017.

How to build a Cubiverse level

One aspect that’s always been on top of the
list during the development of Cubiverse, is
the intuitive controls and an easy-to-under-
stand game design. During the first proto-
type phases of the game, it quickly became
clear that many players had great respect of
Rubik’s Cube and were easily discouraged
by its complexity. Although everyone loved
playing with the cube, hardly anybody was
able to do more with it. So, the challenge
was to come up with mechanics and build
levels which would make the player think,
and yet wouldn't be too complicated and
cause frustration. Also, the mechanics were
to be logical and graphically designed in

a way that the player would know how to
basically solve a level, without having to do
too much thinking. So, a player can solve all
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The empty cube (left) is the
basis for all following concept
drawings.
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levels without knowing anything about the
algorithms of Rubik’s Cube, and with a little
practice then find faster solutions.

1. Thoughts for the game design

The goal was to link the puzzle mechanics to
the basic game principle of Rubik’s Cube: the
rotation of the cube. This was the basis for the
puzzles where two tiles need to be rotated next
to each other and one tile below another. Then
there was the addition of blocking elements
which, e.g., make tiles inaccessible or combine
tiles, so that two or more cube segments rotate
together. In order not to make it too easy for
the player, all puzzle mechanics can be com-
bined and constructed modularly in different
orders. The mechanics are introduced one by
one, so that the learning curve isn't too steep
and the players can learn and practice new
mechanics first, before another one is added.

Concept cubes at Easter. There's even
an interesting »Let’s Draw« on YouTube

(goo.gl/04v4IW).

2. Devise settings, create concept
art and commission respective 3D
models

Since we wanted to offer the players not
only challenging puzzles on their journey
from planet to planet, but also graphical
variety, we always planned settings which
would go hand in hand with the gameplay
mechanics.

In order to speed up the concept art pro-
cess and avoid having to create a new cube
all over again, we made a »plain cube« - a
cube that would only show grass areas, the
character and the rocket.

The grass and the sky behind the cube are
set up in Photoshop, so that they can easily
be recolored and thus quickly change the
basic atmosphere on the cube.

Subsequently, elements from other cubes,
which had already been drawn, were copied
onto the cube to avoid having to draw things
like rocks or flowers all over again every
time.

And last but not least, the fun part: the de-
sign of new objects! These are always drawn
from scratch and represent those elements
which make each cube so special. We would
draw a traditional sketch, add color to it and
finally adjust the light and shadow of the
object, so it would fit the rest of the cube.
Once the concept artwork is finished, we
determine what else is needed to make the
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cube look like the artwork. This may be an
effect (fog), a new color variant of the trees
(retexturing for fall), or a completely new 3D
model.

3. How to build a level

Each level is designed, built and tested with
the Lego prototype (see right), before it is im-
plemented in Unity. The advantage of this is
that we can play around, discard and revise
ideas without much effort.

First, we set the parameters for the level. In
each case, that’s the player character, rocket
and crystal. The player always starts off with
his rocket on the upper side, the area that’s
also seen first in the game. The crystal, on
the other side, can be placed randomly on
the cube. Step by step, additional puzzle
mechanics will be added. This means that
the crystal is blocked and can be unlocked
by solving a puzzle. Depending on how
many different mechanics there

are, the level is filling up bit . .

by bit. While the cube is being »CUbwerse IS use a lot is the Atmosphere

turned, the order of the puzzles perfect f(]r a" those Controller. This script allows
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way isn’t obvious straight away. Worlds!« for a color gradient. The stars

That’s even more important the

more puzzles there are in a level.

In addition to the Lego prototype, there’s a
simple tool where the positions can be di-
rectly inserted to make the eventual transfer
to Unity easier. Also, the ideal solution needs
to be constantly documented during the
building process. Because even if you build
the levels yourself, you quickly forget a move

With this script, the colors of the
space around the cube planet
can be arranged.

Why Lego?

In order to test the game mechanics, we
needed a prototype which we built from
Lego. This way, we had the possibility
from the start to get external feedback,
before we tackled the technical side. The
background for this was that, being in
the third semester, we were still noobs,
knowing that some things would be tak-
ing longer than expected. The prototype
actually turned out to be one of our best
ideas; even today I use the Lego cubes to
build levels, before implementing them
in Unity. Plus, it’s always good to explain
the game with something haptic, and
anyway: Who can say ‘No’ to Lego?
Caroline Flesch

with increasing complexity. The moves are
documented by the common Rubik’s Cube
algorithms, i.e. abbreviations like R, Ri, L, Li,
D, (right, right inverted, left, down, etc.). This
system assumes that the cube is always held
in a default position, the center tiles don't
move and the sides aren’t rotated. The »i«
stands for »inverted« and refers to whether
the segment/the row is rotated clockwise or
anticlockwise.

In order to optimize the process with the
prototype in terms of planning and other
departments, the individual mechanics were
assigned colors which are found both in the
Lego blocks as well as in the documents. That
way, the puzzle content of the individual
levels can be derived, even if no assets have
been used yet. In the end, everything’s trans-
ferred to Unity and can be played digitally
from then on.

4. Atmosphere Shader

The last step is to put everything together
in Unity, with the concept art serving as
reference material for the final
cube. One tool artists like to

il

in Cubiverse can be colored in

any way and also be switched
on and off, and even the foggy atmosphere
directly surrounding the cube can be colored.
If you're still not happy, you can still modify
the strength, direction and color of the light
on the cube and also add an ambient color
to the cube.

Level design with Lego: First,

the basics are placed (top)

and then being added to.
Simone Mandl, Caroline Flesch
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STEAM

GREENLIGHT"

When taking screenshots of your game for a Greenlight campaign (or in general), look at how the big boys do it as they usually turn off features like the Ul for better immersion.

STEAM GREENLIGHT
BEST PRACTICES

With Steam Greenlight any indie developer nowadays has the chance to enter Valves ecosystem,
reaching millions of players. That at the same time means, that Steam gets flooded with new pro-
jects. The following best practices might help you to get your game noticed and a lot of them apply
not only to Greenlight, but to indie game marketing in general.
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team Greenlight is a place where
Steam gamers can check out
upcoming projects and concepts
that want to be on Steam and help
support these developers. Players
can vote »Yes, I'd like to see this on
Steam« or »No, I wouldn't want this
on Steam« when they see your game, as well
as leave comments.

Valve reviews Greenlight submissions
manually, takes the top voted titles and
pushes them onto Steam for the developers
to publish! It seems like it should be a simple
process, but over the years it’s become harder
and harder to get noticed on Greenlight.

Some people argue that »as long as your
game is good, it'll get Greenlit«. The sheer
volume of games that are on Greenlight
makes this a naive proposition. It’s vital
to have a solid strategy when it comes to
trying to get noticed and get on Steam, and

we’re here to help you identify a plan of
action to ensure your success.

What kinds of games do well on Steam?
According to SteamSpy, the overwhelming
majority of players on Steam do not buy
many games. In fact, they buy four or fewer.
If they're in this demographic, you're not
trying to market your game to them.

Based on data presented online, hardcore
gamers (the ones that play major hits or buy
amultitude of indie games) are very rare
when compared to the overall audience.
One percent of Steam gamers own a third
of all copies of Steam games, and 20 percent
of Steam gamers own about 88 percent of
games. There are over 700 million PC gamers,
but if you're making a game for Steam,
you're only striving for the attention of only
about 1.3 million gamers that are buying the
majority of games.

If you're selling your game on Steam, you



should appeal to the hardcore demographic if
you want to get any traction whatsoever. This
means ... roguelikes, RPGs, super niche visual
novels if that’s your target audience, or even
meme-inspired games that may appeal to the
right crowd. But, don’t do casual. That’s more
of a mobile thing. Before you even consider
Greenlight, make sure you would be a good fit!
How far along should my game be?

Your game should have a polished verti-

cal slice of gameplay. Slick visuals, slick
gameplay, slick production values. Nothing
seemingly unfinished or unpolished, and

no placeholder »programmer art« graphics.
These will put players off and discourage
them from even trying the gameplay. No-
body wants to play an ugly game.

You can go extra light on the content, but
absolutely do not skimp on the presentation.
Take to Twitter or ask friends for their honest
opinions. Find out what qualms people have
with the game, and focus on eliminating any
that are presentation or visuals-related.
What should | prioritize in development?
Prioritize the visual aspect over everything
else. If you're horrible at this - find an artist
and partner up, buy some asset packs, or con-
tract a graphics person. After the visuals are
polished, focus on refining the core gameplay
loop. Make sure that the game is fun. Test it
out yourself or with your friends. It doesn’t
have to be a super long, immersive experi-
ence —just enough to give people an idea of
what they'd be buying.

If you and other players who test the game
are not enjoying it ... chances are it’ll look
bad in a trailer and won't be fun overall for
players who check it out. You're trying to
convince both Valve and the Steam player
base that your project is worth being sold
and played by the masses on Steam, so
make sure you have a project that lives up to
Steam’s standards!

Protip: Play some of your favorite Steam
games and have a pen and paper handy. Jot
down your thoughts on what makes them
so fun and compelling. Is it a neat mechanic?
Polished visuals? A quirky hook? Try and
identify what inspires you on Steam, and
follow the footsteps of developers who have
succeeded before you. Read developer blogs
for other studios and find out how they
refined their games, then see what works for
you personally.

Polish, polish, polish

There’s a saying in the game development
community that for every hour that gets
spent implementing a new feature, 10 hours
should go into refining, polishing, and iterat-
ing on the new feature. This isn’t just a joke
or a gross misrepresentation — this is reality.

Polish doesn’t mean what you think it
means, however. It doesn’t mean doing what
you think looks good. It means doing what
the audience wants. You're making a game

for Steam, which means you want the mass-
es to enjoy it. Get feedback from others, draw
inspiration from games in similar genres,
and make sure that you watch a lot of videos
about game feel. Jan Willem Nijman from
Vlambeer has some great videos on YouTube.
Be critical of your own design, and be sure
that your game feels and looks »alive«
visually. Build visual interest with enough
special effects, and when in doubt: add more
screenshake.

Optimizing for trailers and screenshots

Make sure to take clean and well-framed
screenshots. Bad screenshots will gimp good
games. Make sure to remove unnecessary
graphical interface and heads-up-display
elements from all screenshots. A lot of major
games publishers and creators do this for all
of their projects, and it really immerses you
in the world framed by the screenshot.

For trailers, don't do it yourself unless you
have a good eye for that kind of thing and
have done trailers before. Pay someone else
who has experience with the craft to do it for
you. Your trailer is one of the most important
marketing materials for your game, and you
only get one first impression — make it count.
Having a sloppy trailer has single-handedly
ended many careers for budding game de-
velopers. Trailers show off your game quickly
and efficiently. If it’s bad, your game will
most likely flop. Don't let that happen to you.

Your Presentation

The importance of quickly hooking players
When it comes to the Greenlight process,
players aren’t looking to sit around and
examine games in-depth for hours on end.
They're looking to do a quick topical scan and
quickly ask themselves questions in their
heads: How do the screenshots look? How
enticing is the logo? Does the description
make the game sound enjoyable? How much
pleasure would I get out of this game? Why
should I care?

If you fail to answer these questions by
having a super polished Greenlight page,
they’ll vote no or ignore you instantly. A lot
of viewers won'’t even watch your video or
read your text in entirety. It’s all about quickly
hooking people who visit your page, and
convincing them to keep reading. If you can
convince someone to check out your project in
its entirety, you can more than likely convince
them to vote positively for you. Here’s some
advice for making sure your initial presenta-
tion is as polished as can be:

Screenshots

Protip: Remove the UI elements from your
screenshots, and instead just focus on the char-
acter and the environment. It's one of the oldest
tricks in the book, but removing the UI will psy-
chologically hint to the viewer that it's an area
to be explored, and less of, »I'm just looking

at a screenshot of a gamex«. It’s very similar to

Daniel Doan
is Co-Founder
of Black Shell Media.
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looking at a photograph of a location in the real
world and inspires much more wonder.

Make sure screenshots are carefully
selected and curated. A good strategy is to
play through the game for a few hours and
just take as many screenshots as you can.
Then, go back through and edit the best ones.
Make sure you are prudent with how many
you post —too many and it bores fans, too
few and it looks suspicious, like you're hiding
something. Show off enough of the game
and the core gameplay loop that people get
a taste for it, and make sure you highlight
some awesome scenarios and inviting
settings to convince players that they need to
experience it for themselves.

Trailers

People always ask: theatrical or gameplay?
Well this depends on your goal. We rec-
ommend both if your game has both story
elements and strong repeated gameplay ele-
ments. Think about the message you want to
give and the players you are trying to relate to.

Theatrical trailers are a good way to show
off game features such as story, graphics, and
music; they create a marketable dramatiza-
tion that will pull in players that prioritize
these features. Gameplay trailers show off just
that — awesome mechanics, moves, abilities
and scenarios. They’re great for showing off

Think about how to design your Greenlight page. GIFs are a good idea as they draw attention to your
game (like the ones with the blue frame on the main page do). On the detailed page a trailer (1), some
screenshots with typical gameplay scenes (2), again the GIF (3) as well as a short description text
(4) and bullet points (5) are a good idea. Responding to feedback and questions (6) is a must.

quick little snippets of what the player will
actually be experiencing in the game.

Consider hiring a studio to help you with
the trailer creation. A lot of developers try to
make their first trailer themselves without
considering the fact that there are a lot of
trailer artists who specialize in making trail-
ers for the Steam audience, and do it every
single day. They know the playing field and
are familiar with gimmicks and flow that
optimize trailers for player enjoyment.
Description text
Write as best you can about the game, the de-
velopment process and the features it boasts.
Draw comparisons to similar games or games
that inspired you, and explain what elements
you took from them. Highlight your plans for
Steam and what features you intend to add.
Talk about what state the game is currently
in, and what more you plan to add.

Be sure to mention any past projects or
development experience you and your team
have — players are reassured when they feel
like someone with experience and knowl-
edge is creating a project, as it is less likely
you will fall through.

Just be genuine and tell players what your
game is about at its core! Story, gameplay,
design philosophy, scope, amount of content
and setting are all vital to discuss. Give



players a holistic view of the experience

they are about to immerse themselves in by
supporting your game!

Feature lists

Use bullet point features. Many times viewers
will skip the longer paragraph description and
go straight to the features list. Why? People
are lazy. Feature lists go straight to the facts
and are meant to be short and sweet. Using
long sentences will completely deter the read-
er and defeats the purpose of feature lists. Five
to ten bullet points is a good sweet spot.
Protip: Turn every »feature« of your game
into an actionable activity for gamers.
Convert each feature into a command using
a simple little verb and your feature list
suddenly reads like the recipe for an amazing
gameplay experience. For example, instead
of »6 different weapons to choose from, say
»Choose from 6 different weapons to kick ass
withl« or something similar. It makes players
feel like they’re the ones in control of the
game, and it lets them imagine exactly what
they will be doing in the game - in this case,
kicking ass with 6 different weapons! If you
can get the player visualizing themselves in
the game and playing it, you've got yourself
a YES votel!

To GIF or not to GIF?

GIFs are a marketer’s best friend. There are
some awesome GIF-creating tools out there
like GIPHY. Use them to create short GIFs
(less than 15 Megabytes in size for Twitter
and most other social media) showing off
juicy combat, interesting gameplay or just
cool visuals! GIF and video content really
does well when it comes to Greenlight, as it is
a super-efficient way for players to see some
interesting aspects of your game in a short
period of time.

Protip: Sit down with a recording software
like Bandicam or Hypercam, and just record
gameplay for five to ten minutes. Then, use
Photoshop or other tools that can do GIFs,
and cut out little snippets - five to fifteen sec-
onds is a pretty sweet spot for GIFs. The more
footage you have to choose from, the more
options you have for creating awesome GIFs!

Another cool idea is to add text overlays
highlighting the primary features of the
game in your GIFs. This can help direct
players’ attention, and tell more of a story
than just the visuals alone. You can turn your
trailer clips with text overlays into neat GIFs
if you need some easy content.

Quotes

If you've been showing your game to a lot
of players, journalists, content creators or
mentors, chances are they’ve shared their
thoughts with you about the game. If you
have something juicy someone said about
the game, show it off on the page!

There’s a really cool copywriting lesson
they teach in a lot of sales and SEO seminars
—use your customers’ language to write your
product description. If you have a lot of com-
ments, reviews or feedback that love a certain
feature and talk about it in a certain way, try
and replicate or copy and paste that selection
into your game’s description. This way,
players feel like they can relate more to what
you're saying. Plus, if you highlight some-
body’s personal quote on the page, they're
more likely to share it with their friends and
increase the viral reach of your game!

Your Marketing

Why marketing?
It's a dog-eat-dog world out there when it
comes to Greenlight and indie games in gener-
al. If you don’t do any marketing and sit there
wondering why you're not getting any traction
...Thave a simple answer for you. You need pro-
motion to ensure success, because that’s how
everybody gets noticed! From car companies to
musicians, it's all about things like social media,
sponsorships, outreach and press coverage.
You, as a developer, have two jobs to do—
you need to not only create a badass game,
but also help push that badass game out to
the masses! Here are some pieces of advice
for an effective marketing campaign.
Starting early
Too many developers make the mistake of
waiting until the game is about to launch
online to start thinking about marketing or

About Black
Shell Media

Black Shell Media is a publishing and
marketing firm dedicated to helping
independent video game developers reach
massive audiences, publish financially
successful titles, and turn game develop-
ment into a career.

We publish over 55 titles with over
1.1 million players worldwide, and we
have business partnerships with Valve,
Microsoft, Amazon, Intel, Logitech and
Alienware.

It’s our mission to help game developers
get more of what they want out of a re-
warding opportunity in the game indus-
try: more fans and sustainable revenue to
keep them moving forward.

&€& BLACK SHELL MEDIA

If you want to know how chances
are for your game on Steam,
SteamSpy is always a good
source for information. Here are
two examples from a report.
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Setting up a development blog is a good
way to keep your fans and players up

to date (like Yacht Club Games, Shovel
Knight) does for example. To spread the
word, sites like Gamasutra can be a good
place to cross post your blogs.
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promotion. The second you have a solid idea
and a plan to flesh it out, you should start
marketing. Throw a quick website together
in Wordpress, or even just make a Twitter
handle for your game. The sooner people
hear about your project, the better.

Big franchises do this all the time —as soon as
they have concept art, trailers and initial screen-
shots to show the public, they do so. Granted,
they have fan bases they spent years growing,
and the twenty followers you'll snag being a
new game on Twitter will pale in comparison
to the size of the audience at an E3 launch an-
nouncement, but it’s still the same principle.

Passionate gamers will follow projects
from inception to launch, and support you
all the way. Start early and make sure you
post occasional updates and screenshots of
development. Be honest!

Run a developer blog

Developer blogs — devblogs for short —have
become a staple when it comes to indie game
production nowadays. In an age where any-
body can start a Tumblr or Wordpress site in a
matter of minutes and with zero cost, there’s
no excuse for keeping your fan base in the dark.

Try and write posts at least once or twice a
week updating fans about development. Share
screenshots, anecdotes, funny bugs, new builds,

-
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videos ... pretty much anything and everything
you can get your hands on! Fans will really
connect with your message and vision for the
game, and give you great engagement.

Plus, if you need beta testers or want to do
a soft launch, who is more excited about your
game and more willing to test it out than some-
one who has been tracking it since day one?
Twitter
Use popular and trending hashtags to raise
awareness about your game and studio. En-
gagement is a two-way street; to receive com-
ments, re-tweets, and followers, you'll have to
do the same in return. Post daily! Video and
GIF content are proven to receive much more
engagement than a static image. Twitter is
another medium to easily gather player feed-
back of the game for improvement.

You can promote new updates and content
on Twitter as the short-form nature of the
platform lends itself more to self-promotion.
Don’t get arrogant though! Twitter is a plat-
form where just one retweet by a prominent
influencer can get you lots of attention - be
that good or bad. Try and Tweet at big influ-
encers like YouTubers, journalists and indus-
try veterans to get them to notice your game
and give you a shoutout. It may not always
happen as these people are very busy, but it’s
worth trying to get on their radar! Worst case
scenario, they just ignore you. In which case
... try again!

Facebook

Facebook is a great place for long-form
content and deep engagement with fans. As
I'm sure those of you who have added your
parents on Facebook know, the network
lends itself greatly to deep discussions and
debates in the comments of posts. The Shar-
ing feature is also a very powerful way to
build legitimacy and gain traction.

Experiment with things like polls, O&A
sessions, blog posts and other deeper content.
Facebook is a place people go to for finding
and connecting with friends, so try and post
something they would talk about with a
friend! Don’t be overly promotional either.
Twitter is more forgiving when it comes to
shoutouts and promotions, but Facebook will
leave you with no traction and a lot of people
ignoring or blocking your posts if all you do
is promote repeatedly. Think about posts
before you share them — »Would I personally
share this to my profile?« If the answer is no,
re-think!

Protip: Facebook’s front page algorithm
favors video content heavily. If you have
trailers or another video, make sure you post
them directly to Facebook instead of sharing
them via YouTube, Vimeo or any other app.
You'll get much more attention! Facebook
Live is also an important tool, as all people
who like your page will get notifications if/
when you go live, so consider the platform
for live video Q&A or development look-ins.



Other networks

Social media has become a varied landscape
with endless amounts of tools. Establishing an
identity on Facebook and Twitter is important,
but there are so many other social networking
platforms out there that you can use to build a
dedicated and informed audience throughout
your Greenlight campaign. Networks like Ins-
tagram, Snapchat, Pinterest etc. will diversify
your social outreach and give your game

more spread out attention. Try to diversify the
content you share on these varied platforms
as well, giving your fans incentive to follow
you on multiple networks.

Steam

There are a lot of Steam groups out there, and
many are quite prolific especially when it
comes to promotion. Explore the Steam com-
munity hubs and seek out groups that focus
on bringing attention to new developers and
games. It is highly recommended that you

do not do giveaways of copies of the game in
these groups, as a trend of giveaways before
the game is even launched can really hurt the
game’s sales upon release. Just do some gen-
tle shoutouts, or maybe consider purchasing
a copy of a more popular game and hosting a
giveaway to promote your game!

Reddit

Reddit it a good place to get feedback on your
game, to find out what players want to see,
and improve features that respond to market
demand. It’s also a great place to find trolls.
When you come into contact with a really
ugly one, just grit your teeth and take the
backlash. Lashing back will only hurt your
brand’s image. It takes longer to repair a
reputation than it does to create one.

Try and stay patient if you get negative
feedback. Remember that all criticism should
be seen as constructive criticism - if someone
is pointing out something they dislike about
your game, and it’s gaining traction, don’t
just brush it aside as someone being mean
to you. Learn from what players dislike about
the game, and use that information to your
advantage. Having no feedback is so much
worse than having bad feedback —how do
you know what to improve on?

Some awesome communities are: game-
dev, gaming, indiegames, gamemarketing,
gamedesign, games, playmygame and
genre specific subreddits (i.e. roguelikes,
rpg_gamers, JRPG). It may even be worth it
to post onto bigger legacy games subreddits
that your game is similar to, but be aware of
specific subreddit rules and make sure that
self-promotion is allowed! Otherwise, mods
and users alike will bury your game in obscu-
rity through the power of downvotes.

Videos

Video content is one of the most increasingly
important parts of a game’s early identity.
Videos are easy for fans to engage with and
the quickest way to showcase what your
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Titelthema: Best Practice
Making Games 03-04/17

On Reddit you can get feedback or
promote your Greenlight campaign. But
be aware of the rules of each subreddit
before posting there.

game has to offer if no one else has their
hands on the game. Whether video produc-
tion happens within your studio or is done by
someorne else, videos are an important part of
the marketing process in today’s landscape.

Videos could be simple »Let’s Play« experi-
ences where you and your team play chunks of
your game to showcase the fun of playing your
game or they could be complex behind-the-
scenes videos to showcase the development
process. Throughout a Greenlight campaign,
video may be the only way gamers get to truly
see what your game has in store, so while you
don’t want to take too much away from the
ongoing development process, spending some
time on video production is key.

If you're going to do unfiltered video, make
sure the game’s production value - visuals
especially —is polished down to a T. Grab a nice
vertical slice and record lots of footage. Be espe-
cially prudent if your game is not complete yet.
You don’t want to give people a bad impression!

Twitch and other live streaming services
are also available to you as a developer,
though it is risky to stream too much
gameplay if the game is still early on. You
can stream development, do Q&A sessions,
or just show off brief sections of gameplay
to build hype. Or get creative and integrate
Twitch APIs into the game — a lot of develop-
ers actually allow Twitch chat to help control
and affect in-game events!

Journalists
Big journalists get over 100 pitches a day.
So don’t get discouraged if you send out a
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dozen emails and do not receive any cover-

age. Just keep trying! In order for the »big

fish« to cover your game, the small ones will

need to bite first. Send out press releases

often, especially on big events such as

launching your Alpha, Beta, Greenlight, and

Full Release. Coverage is coverage, as your

game and community grows the more likely

you'll be seen by more popular journalists.

Keep your press releases short and to the

point. Make sure you feature:

= 3to 4 images of gameplay

= A marketable banner

= Description of the game

= Bullet point features

= Social Media Share/Follow Buttons

= Greenlight, Steam and other store links

= Alink to a presskit with images, videos
and other assets

YouTubers

YouTubers are your best friends. YouTube has
become one of the biggest gaming platforms
in recent history and people who create
content on the platform have grown to have
subscriber bases larger than some countries
(read: Pewdiepie!). Utilizing the outlet is

key and really interesting demos featuring
the best vertical slice of your game can do
extremely well on the platform. People only
want to watch about 10 to 15 minutes of video
at a time and if you have a demo that can
hook people in that amount of time, send it
out to as many YouTubers you can.

Find the niche market of content creators
that fit the genre of game you're developing
and give them a look at your game. Try to
ignore subscriber numbers and instead focus
on the personalities you think would love
your game! You might just get lucky and find
your game going viral and being covered by
some of the bigger names on YouTube!

There are also a number of interview shows
and podcasts that have a presence on You-
Tube. Obviously again, we don’t want to take
away from development time, but offering
your time up for interviews and videos of
the sort will help your Greenlight campaign
through promotion and through developing
your outward-facing personality. If gamers
can tell you're just a person like them with
a love for the industry, they’ll feel even more
likely to support you!

Responding to feedback
Communicate with the community. Feedback
is extremely valuable and can be used to your
advantage. Gather feedback about your game
in order to improve it. Don’t put out a game
that has no demand! As mentioned under
the Reddit section: there will always be trolls.
Be the bigger person, backlash will only hurt
your studio’s image. If anything, just agree to
disagree. Keep calm and develop.
Daniel Doan, Raquel Hayner,
Nathan Hermanson, Raghav Mathur



ast February 10th, we excitedly

launched a Greenlight campaign

for »Wincars Racer«, our game at
which a team of eight people have
been working for two years, to be
released on Steam.

Wincars Racer is a fast-paced online
arcade racer game, which pays homage to
classic titles like »OutRun«, »Burn Out,
»Mario Kart«, and »Sega Rally«, where
strategy also plays a role. The aleatory item
system is dropped in favor of the player’s
ability behind the wheel and the use and
configuration of the special skill that he/she
chooses. Before reading this article I advise
you to have a look at the campaign to have
a better understanding at www.making-
games.biz/wincars.

»Wincars Racer« is a »Mario Kart«-like racing game, which
passed Greenlight on Steam and is currently in Beta.

HAT
ON'T

WORKED WELL,

To succeed in a Greenlight campaign on Steam can
be tricky. Javier Bargueio from DragonJam Studios

explains how the team got greenlit within 16 days
and what worked for them and what didn't.

Everything went Ok

Not that I thought this would go wrong for
us or that our game didn’t deserve to be
greenlit by the community, but truth is the
result was remarkably good achieving it on
February 25th, ending 24th place after being
in the Top 100 nearly through all the two
weeks. After reading so many articles while
I was preparing my campaign, I thought

it was fair to analyze it publicly and draw
some useful conclusions.

First of all: Matching

your Game and its Marketing

Since I published the first version of this
article, many developers have asked me for
advice about their campaigns on Greenlight
or Kickstarter. It is always a pleasure to lend

Javier Bargueiio

is Online Marketing &
PR Manager

at DragonJam Studios.

Javier Barguefio is in charge of designing and putting into practice
the marketing plan for »Wincars Racer«. Specialized in managing so-
cial media and the growing of online communities, his main challenge
is to maximize the impact of the campaign in the game's promotion.
Passionate about videogames and communication, Javier was part of
the QA department at Electronic Arts for two years and is currently
focused on materializing what he learned working for a big publisher,
translating that work into an independent studio about to launch
their first title.




Post Mortem
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This is how the Greenlight page for Wincars
Racer looked on Steam.

a hand by contributing with my vision about
what is not working. Facing the analysis of
other game’s campaigns, allows me to con-
tinue learning and it fills me with pride see-
ing that some of the advice I gave did work.
Everyone has been really nice and grateful,
and to be honest I also ask for advice whenI
face a new challenge for the first time.

Yet, I can’t help but notice that most of
the times the problem was not how the
campaign had been planned or executed.
The problem had its origin way back, from
the game’s conception itself.

Moved by an unbridled passion, independ-
ent developers focus most of their strengths
and resources on the game meeting their ex-
pectations regarding the fun, the innovation,
or even the polishing and finishing of the
game. And this is great, don’t get me wrong,
but few are those who in this first stage take
into account how they will promote and do
the marketing of their game, leaving it for
later on or thinking that someone else will
do it for them. And there’s the problem ...

... Nobody buys a Game
which is just Ok

It is vital for you to answer this question from
the very first day: »Why would anyone buy
my game?«, and put the biggest part of your
resources into polishing that »something spe-
cial«, which will make your game stand out
over the rest. If you are not able to find a good
answer to the question, maybe you should
adapt the design of your game until you do.
Don't be obsessed, though. Your game does
not need to be a true revolution with never
before seen mechanics or extraordinary vis-
uals, but it should stand out due to a different
graphic style, an original setting or because
of a premise which is attractive enough to
call the attention of the press and players.
Something that usually works really well
with indie games, is rescuing a formula
from the past and updating it with present
day mechanics, mixing aspects of different
genres in an original way or being inspired
by a current successful title and creating a
game with your own vision potentiating
some of its aspects. Like, for instance, for

»Enter the Gungeon« by Devolver Digital or
»Nuclear Throne« by Vlambeer both devel-
opers did seek inspiration in »The Binding
of Isaac« by Edmund McMillen.

Test it before taking the Plunge

As important as endowing your game with
something that makes it stand out, is to
check that people out there perceive it that
way. It is useless giving it a personality if
people don't see that.

You need to get out of your ivory tower and
show your game to strangers, preferably to jour-
nalists and players who haven't heard of your
game before. Examine their reactions and the
level of enthusiasm that you manage to cause.

Listen to their feedback, retouch your pitch
and first images until you see that your
communication is truly working. If you have
modified your elevator pitch several times
and you still don’t get good results, consider
changing aspects of the game design and try
again until you succeed.

| was there

They say, you're not a good entrepreneur
until you bankrupt at least three times. Be-
hind this flashy statement lies a big truth:
With the right attitude, failure can be the
key for future success.

Indeed, when we started working on
Wincars Racer (before we changed it, the
name of the game was »Formula Wincars«)
we had the idea of launching a Kickstarter
without having polished our marketing and
failed badly.

In an attempt to call the attention about
the online aspect of the game, the hook and
the elevator pitch which we used was:

»Formula Wincars — MMO Racing Arcade:
Manage your own race squad, increase
your skills level, team up with friends and
compete to win tournaments prizes on wild
circuits.«

Both the message and the images and
video, which we had at the time, didn’t
manage to connect or arise real interest on
the game beyond friends and acquaintanc-
es. Even the public, who did find the idea
attractive, focused on discussing the term
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»MMO Racing« more than anything else.
Sincerely, our old pitch was not a good one
and revolved more on what the game could
get to be rather than what it really was at
the time.

This is how we promoted our game when
we achieved the Greenlight:

»Wincars Racer: An arcade online racer
with a strategy twist. Instant racing fun in
the vein of arcade classics with modernized
mechanics and special skills to use intelli-
gently. No random power-ups mess.«

A much more persuading pitch, which
truly highlights what makes our game
special and different.

Preparation of the Greenlight Page

Once your game and your marketing are
ready so everything goes as planned, expos-
ing it to the public in a reduced circle and
achieving the best possible version of the
pitch and images, you will be ready to take
the plunge. From this moment I will tell you
all the tricks that I learnt organizing and
launching our Greenlight campaign. I hope
they are as helpful for you as they were for
us. I will focus on what worked:

Description

We went for an approach as similar toa
elevator pitch as possible. Then, a hook phrase
which defines your game, and at the same
time explain what makes it special. After this,
a list of main features, a link to play the demo
(Twill talk about this later on) and a flashy
little section for press mentions and awards.
Filling the description with images, GIFs and
headings for each section has been a good idea
for games which have done well on Greenlight.
We went for something simpler and we saved
alot of time to be used on other tasks.

Images

Same approach as before: We used the best
six images we had and it was enough. Valve
makes you use a minimum of four images
and we had many more available in the
press kit, but we want to go straight to the
point. Most of the players who check Green-
light devote a very small amount of time

to each game so it is best to highlight your
best features: »There’s no second chance to
make a good first impression.«

Choosing your Branding Image

We devoted more time to this task and we
think that the number of visits increased
for this reason. We made an animated

GIF with some of the most spectacular
moments of the game which were rep-
resentative of the gameplay and we also
interspersed the logo.

Although Greenlight lets you upload a
bigger GIF, we decided to optimize it at 150
by 150 pixels, which is the size shown in the
page where you compete with other games
to get people’s attention. In your page’s
profile the resolution will look like crap, but

Views and votes over time

that’s where people will mainly pay atten-
tion to the video and the images.

Views and Votes over Time

The graph in figure 1 says it all. From day 21
on, the organic traffic practically dies. The
upturn from day 15 shows our maximum ef-
fort giving it visibility in the threads we had
opened on forums as well as having a bigger
activity on Twitter, Facebook groups etc.

It is clear that the best thing to do is to
try to concentrate your resources on a good
launch and letting Valve’s system keep you
visible for as long as possible. Never try a
long term »leak« campaign, as you will lose
most of your options.

Press/YouTuber Mailings

Today, an independent studio launching

a Greenlight campaign is no big news. It

is very difficult to get the media publish-
ing your press release unless the game is
extremely polemic or original. Our plan was
to launch an open Beta version of the game
the same day we kicked off the Greenlight
campaign.

The mail we sent had the following sub-
ject: »Wincars Racer launches a campaign on
Greenlight and announces open Beta«

A much more appealing headline in order
to get a journalist, a YouTuber or any stream-
er interested in your game and publish a
post or record a video about it, which on
top of that means added value giving their
readers and followers the chance to play and
try the game. It worked. Figure 2 are some
examples of pieces and articles written
about Wincars Racer:

Some publications like IGN Spain directly
titled »Wincars Racer launches its open
Beta« and talked about and recommended
the Greenlight campaign inside the article.

It’s always advisable to write each email

h Week Month Lifelime

Figure 1: This graph shows the
views and votes over time.

The Press

Figure 2

Indiegames.com: »A free open beta is available on the game’s
site for anyone, who wants to try it out. 'm down for any fun
racer that doesn’t involve me getting blue shelled, so I'm in.«

MMOS.com: »Wincars Racer Enters Open Be
Greenlight«

IGN Spain: »Wincars Racer launches its open Beta«
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2 Comparison
of Votes ...

This is the ratio

we had 4 hours after
launching our
(Greenlight campaign.

It began decreasing
8 hours later.

This is what it
looked like 24 hours
after the launching.

The data
after a week.

Finally, the ratio we
ended up with when
the game got greenlit.

»Ask me again later«

individually, but if you can’t afford to do
this for lack of time there are great tools
which will help you.

We used Mailchimp to send these automated
press statements. A great tool, which guar-
antees your mails will reach their destina-
tion. It doesn’t make spam filters go off and
provides data about who actually opens your
mails and even the links which they click on.
If your emails are not opened, you can try
sharpening your aim and drawing conclu-
sions about what you are doing wrong - it
has A/B tests integrated in the mails.

However, do not forget that there are peo-
ple at the other end opening mails. Person-
alize them the most you can, with the recipi-
ent’s name and surname, personally answer
each journalist, who writes to you, and make
things as easy and straightforward for them
as possible. Don’t forget having a press kit
ready and include it in your mail.

Don’t worry, if there are people who open
your email, but finally don’t post anything
about your game. This can be due to a thou-
sand factors and not because you did some-
thing wrong or your game is not attractive
enough (you will be aware of this in many
other different ways).

Journalists usually follow many games
until they decide that it’s time to talk about
them or that they fit into their publishing
agendas. Having them periodically updated
with the most important events relating
the development of your game, will help to
make yourself a name and it can be the first
step to build a stronger personal relationship
for the future.

Mailings for Players,
who signed up at our Site

Since we started our development blog,
we added an option so those players who
wished so could join a Wincars Racer
mailing list. In exchange we offered them
exclusive content like early access to Beta
Tests and invitations to participate in tour-
naments where we had prize draws and we
gave away gaming headsets, t-shirts etc.

We have more than 3,000 registered players
and the statistics say that more than 600

opened the email the same day we sent it,
and that 200 clicked on the Greenlight link.
We can assume that means 200 positive
votes, can’'t we?

Besides, many players told us they had
received the email but hadn't had the

chance to vote on Greenlight in that precise
moment, and that they would do so later. For
this reason, we assume that the number of
positive votes coming from the mailing list is
substantially bigger.

Google Analytics:
Where the Visits came from

Once you launch your campaign on Green-
light, you get access to a basic analytics site
on Steam. If you want more detailed infor-
mation, it also allows you to synchronize a
Google Analytics account. I recommend to
do this, because it gives a clearer view about
where do people come from to your page. It
will also help you to make future decisions
about how to approach your marketing
strategy for the game, the launch or even to
decide into what languages should the game
be translated. Figure 3 shows shows the
Google data.

As you can see, they’re not exactly the
same but don’t give it more importance
than it has, this is due to the different
criteria used to determine which user is a
unique user and which one is not.

Do not worry either about the rebound rate,
conversion, or the ratio of first time users vs.
users who come back. This data can be very
useful for your site’s analytics but not for a
Greenlight.

Google’s statistics includes statistics on
which country people, who are visiting
your page, are from, which is indeed impor-
tant information, if you are thinking about
what countries or languages your launch
campaign should be focused on, even
more so, if your game has a strong online
approach as ours, as it can also help you to
optimize your servers.

Another important graph at Google An-
alytics is the statistic about where people
came from: Up to this moment, I had read
in other post mortems that usually 70 to

@ Sesiones
1.000
B New Visitor B Retuming Visitor
Sesiones Usuanos Midmero de visitas a phpnas | Piginsssesidn Duracidn meda de ls sesidn | Porentaje de rebote
9.343 5.760 11.157 1,19 00:00:37 90,12 %
o ——
% de nuevas sesiones
56,18 %

Figure 3: The final statistics according to Google Analytics.
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80 percent of your traffic would come from
Steam itself. Although the graph in our case
says 30 percent comes from Steam, most of
the 53 percent of direct traffic also corre-
sponds to clicks on the game icon on Steam.
Crosschecking this data with the one from
Mailchimp regarding people who clicked on
the link in the emails we sent (which is also
included in direct traffic), we could deduct
that 60 to 70 percent of our traffic came
from Steam.

The referrals graph is a bit disappointing.
Despite being featured and recommended
on many sites, the number of visits is not
very big. Although the sum of all of them
has been of great help spreading the word
(adding the ones we don’t know about, dis-
guised among direct traffic). Social networks,
mainly Twitter and Facebook, also helped
with 500 visits, a § percent of the total.

Building a community around our game
from the beginning of its development was
the key. Keeping and taking good care of the
relation with journalists was also helpful
in order to get more visibility, but not so
much as we expected. I think that this would
be different if we were discussing a game
release and not a Greenlight campaign.

The positive/negative Votes Ratio

First, I would like you to have a look at the
ratio between positive and negative votes in
figure 4.

We had a yes/no ratio close to 50 percent
among the players who got to know our
game for the first time through Steam
Greenlight. However, we managed to
increase this percentage to our favor thanks
to all the votes we received during the first
days from our followers, who got to the site
through our emails and social networks as
well as from articles published in the press.

The site Green DB (greendb.net), as well
as indicating your rank position on Green-
light, also awards a maximum of 5 stars to
each campaign. Ours got 4 stars from the
beginning to the end.

No one knows exactly, how Steam does
work in order to decide how many people
it will show your Greenlight to, but I
suspect having a ratio above the average
was beneficial in order to get thousands
of extra organic traffic. Trying to achieve a
good initial »momentumc, can be the key
to manage to prolong those first days of
maximum exposure.

Events and Trade Shows

Iassume everyone knows already, how
important it is to attend game fairs and to
show your game to the public first hand. We
couldn’t, in economic terms, afford to attend
trade shows which are held abroad, but we
did take the chance to make our Greenlight
campaign coincide with an event, which was

going to be celebrated in our city: »The Japan
Weekend«. We also organized our own event
at Telefénica’s Flagship Store as a release act
for the open Beta and the Greenlight where
we invited the press.

These events allowed us to win more
followers, positive votes on Greenlight,
plenty of photographic material to share on
social networks and above all to have the
chance of having the press play our game
and answer their questions.

This is not an action to be synchronized with
the first day of your launch on Greenlight
(you will have too much work to pay atten-
tion to and preparing for a fairis a hell of a
lot of work), but without a doubt it helped
prolonging the exposure in the press and
social networks.

Finally, as highlighted by Thomas Brush,
the creator of »Pinstripec, in his article »Why
your Kickstarter Will Fail«, attending fairs
will help you establishing new relation-
ships with the media and other videogame
creators besides reinforcing the ones that
already exist.

Summary

As a general rule, only show the best about
your game. I know how great it is to have lots
of content, but if you have to choose, do not
hesitate to go for quality over quantity. Steam
Greenlight is not Kickstarter and there’s no
need to show everything you have to justify
the economic support. You better focus on
making a good impression shooting your best
shot in a clear, simple and straight way.
What didn’t work
= We didn’t manage to appear in almost any
of the big videogame publications.
= It may be useful in order to get the media
to know and follow you, but we are not
sure, if we didn’t get a lot of visits through
the media that covered our campaign,
probably not.
We hardly attracted any traffic from
Reddit. My advice is that if you are not a
regular user of some successful subred-
dits, don’t even try it. You'll be marked by
the punishing cross of spam.

What worked

= Optimizing the Greenlight page to the
maximum (video, GIF and texts) to keep a
good yes/no ratio.

= Building and keeping a good community
of followers from the beginning of the
development was the key.

= Concentrating all the most important
marketing actions in one day to create
momentum to achieve exposure rocketing
organic traffic.

= As with the community, working on build-
ing quality personal relations with jour-
nalists, streamers and fellow developers.

Javier Bargueiio

As the team could not go to big events abroad,
they organized an event on their own when the
Open Beta was released.

Hosting events not only helps to generate followers, but also to
make photos that you can use for promotional reasons on e.g.
social networks.
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ENVIRONMENT LAYOUT
AFFECTS DIFFICULTY

Pete Ellis from Guerilla Cambridge explains how different uses of a level environment can be used
to change the difficulty level for the player without just adding more or harder enemy types.

Pete Ellis
is a Senior Designer at Guerrilla
Cambridge.

-

Pete is an experienced level designer with a passion for narrative
driven AAA single player games, currently working at Guerrilla Cam-
bridge on »RIGS: Mechanised Combat League« for PlayStation®VR.
He has experience working on first-person shooting games, having
also worked on »Killzone Mercenary« for the PlayStation®Vita, and
»Killzone: Shadow Fall« for the PlayStation®4.

- @PeteEllisGames
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ecently I gave a talk at GDC
Europe 2016 titled »Creating
Conflict: Combat Design for AAA
Action Games, alongside fellow
designers Mike Barclay (Naughty
Dog) and Sam Howels (Deep Silver
Dambuster Studios). The talk is
available on the GDC Vault (albeit currently
for members only) but I thought I would
share the content of my part in an article
that can be easily referenced quicker than
searching through sections in a video.

I'm going to take a look at how we go
about creating a level’s geometry arrange-
ment with reference to how the environ-
ment informs the difficulty of your encoun-
ter. We know the standard and most basic
way of changing difficulty is by adding and
layering in different enemy types (figure 1).
These are macro changes; bigger increases in

difficulty that make noticeable steps up for
the player. But what about micro increases
in difficulty, rather than just big sweeping
changes? How can you balance difficulty
without relying on Al numbers or character
types; especially when you may be restricted
to certain character types for your narrative?

This can be done by using the environ-
ment to influence the behaviour of the AI
and how the player combats them (figure 2).
This is good for maintaining that the
difficulty raises as the player’s skill level
increases and allows us to closely match the
challenge to the player’s skill to ensure lev-
els don’t become stale before new character
types are introduced.

This is achieved through the design man-
tra »form follows function«; that a shape of
a building or an object should be primar-
ily based upon its intended function or



purpose. In our case, that a level’s arrange-
ment of geometry needs to support and
influence Al behaviour and that different
arrangements inform different outcomes.
In this article, I will be covering:

= How an environment can be built to en-
courage or suppress movement, and how
movement affects difficulty.

= How manipulating cover can affect
difficulty without artificially altering Al
behaviour.

= How an arena layout can affect the
positioning of the enemy and what this
means for challenge.

How an Environment can be
built to encourage or suppress
Movement, and how Movement
affects Difficulty

Firstly, why would we want to affect the
movement of enemies? Simply put »mov-
ing enemies are harder to hit«. In our case,
it’s far easier to hit a static enemy, than one
who is running around the environment.
Suppressing enemy movement is useful
for creating easier encounters, such as

at the start of the game when the player

is getting used to the game’s mechanics.
Whereas allowing enemies to run around
a lot means the player has a lot more of a
challenge to deal with, such as if narrative-
ly you wanted the player to feel over-
whelmed.

So why can we not just artificially restrict
Al to stop them moving? Well it’s good not
to do this so you don’t have strange behav-
iours that go against what the player has
already learnt; it’s important not to break
patterns of Al behaviours so that it’s easy
for the player to read and plan against.

=
a”
T

For example, if you created a refuge space
that you populated with enemies (figure 3),
perhaps because they guard the exit, or
you didn’t want the player to be able to
leave without conflict, but they weren’t
allowed to leave the area then you can risk
muddying the understanding of the combat
situation for the player. If the player has a
»go there« mechanic, like throwing a rock
or other items for the enemy to investigate,
or even if the NPCs investigate areas where
they thought they saw an enemy, then it
breaks the gameplay pattern (and the use of
any mechanics themselves) if the Al don’t
react accordingly (figure 4).

In this situation the player can feel cheat-
ed, and in extreme cases you could also end
up with situations where AI won'’t be able
to run away from grenades or other danger
areas, thus breaking the illusion of artificial
»intelligence« (figure 5).

So how do we restrict or promote move-
ment by using the environment? We have to
arrange the environments to support the Al
classes which are being used. For example,
the assault trooper in Killzone, when in a
combat state, moves between cover posi-
tions and will only pick other positions that
are within a maximum distance. They will
also try to maintain certain distances from
the player so that they can occupy a mid-
range. This is because of the type of enemy
class they are, compared to the short range
of the shotgun trooper, or the long range of
the sniper. They will only engage in melee
combat if the player has closed in to within
a short enough distance, otherwise they
will always try and move away into mid-
range cover, should there be any available.
So, if you wanted the enemies to be able to
traverse smoothly you would position cover
within their movement ranges (figure 6).

[EB The most basic way of changing difficulty is by adding and
layering in different enemy types.

I3 Using the environment to influence the behaviour of the Al
and how the player combats them, is good to make sure difficulty
increases accordingly to the players skill level increase.

[EJ Allowing enemies to run around a lot means the player has a
lot more of a challenge to deal with them.

I8 17 you create a space that the Al is not allowed to leave, you
can risk muddying the understanding of the combat situation for
the player.

IEJ Another problem of a space that the Al is not allowed to
leave is that it might break the illusion of intelligence, if enemies
don't flee from a grenade for example.

IE0 1f you wanted the enemies to be able to traverse smoothly
through the level, you would position cover within their defined
movement ranges.

A i you wanted to discourage movement you would not place
any cover here and the troopers would have no other choice but
to occupy one area of cover.

ol
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IEX One way to discourage movement is the use
of a»No man’s land«, which is an area without
cover that is both dangerous to move along for
the Al as well as the player.

[EX No man’s lands are a way to stop the player
from moving onwards through the level.

[T Enfilade is good to encourage the player to
move so that they don't experience the entire
combat sequence from just one position, which
could become repetitive.

If you wanted the enemies to be able to
traverse smoothly through the level, you
would position cover within their defined
movement ranges.

If you wanted to discourage movement
you would not place any cover here and the
troopers would have no other choice but to
occupy one area of cover (figure 7). How-
ever, should the player either close in to
within melee distance, or throw a grenade
to move them, they will react normally and
as their standard behaviour dictates, so
they don’t break any behaviour patterns.
Level layouts and cover arrangements will
be influenced by your game’s Al metrics.

Another way to discourage movement
and progression both for the player and the

enemy is to use a »No man'’s land« (figure 8).

This is an open area devoid of cover soit’s a
dangerous place for players and the enemy
to cross as they are completely open and
easy targets.

This psychologically makes people refrain
from moving through it until the area is
clear and it’s safe to do so. In terms of Al
these no man’s lands will be further away
than their cover movement distances when
using Al classes that use cover. It's a way
to stop the player from moving onwards
through the level, without artificially
restricting them or holding them back
in a noticeable way. For example, in the
first encounter of the opening mission of
Killzone Mercenary the player’s immediate
goal is the climbable pipe at the back of
the arena. To stop the player from dashing
on ahead, I used a small no man’s land
between the player’s front and an enemy
front. The depth of this area was more than
the distance an assault trooper would seek
a new cover position within (figure 9) and
it encouraged the player to stay at the orig-
inal cover positions until the enemies were
defeated. This was to ensure they were
facing towards the climbable pole behind
the enemy at the end of combat, which was
the next part of the tutorial.

The troopers’ movement was reduced by
not giving them any flanking routes, which

also ensured it was an easy battle for the
player to have at the start. If we provided
routing and cover within the movement
distances according to the metrics, then
this would encourage the troopers to move
more (and thus be harder to hit than a static
target) and they would have been able to
move to more advantageous positions,
where they could potentially surprise the
player with an attack. If an enemy can get
closer to the player, then it’s assumed their
accuracy and damage is increased (depend-
ing on their weapon of course).

Allowing for the enemy to flank the
player is a harder case than remaining in
one position. Further to this, an even harder
case is allowing the enemy to »enfilade« the
player (figure 10). Enfilade is a military term
that refers to flanking an enemy so that they
are positioned with no cover from the side
and are thus exposed and vulnerable. If done
to the player, this causes them to have to
move from their current position to a safer
position which they can defend from. They
are often rushed into a new position that
they haven’t necessarily planned out first
and this scenario can be quite panicky, so
coupled with receiving fire whilst exposed
it makes this a very hard case. It is good to
encourage the player to move though, so
that they don’t experience the entire combat
sequence from just the one position, which
could become repetitive. Reversing these
roles would make it an easier case for the
player in which the player has a flank route
that they can enfilade the enemy from; an
easy case and a satisfying one when you are
able to cut down the enemy without them
being able to defend themselves.

How manipulating Cover can affect
Difficulty without artificially alter-
ing Al Behaviour

The thing to consider with cover, and one of
the fundamental thoughts behind its form, is
that »Knowledge is Power«. If you as a player
know the movement and position of the
enemy, you have an advantage. For example,
providing only low cover options allows the




player to track enemies within the environ-
ment because enemies are generally fully
upright when running between cover islands.

In one of the earlier sections from Gears
of War (figure 11), as the enemies run into
the arena from the side, they run behind
predominantly low cover. This allows the
player to track them all as they cross the
area to their cover positions. The player
knows where all the enemies end up and
can strategise their plan of attack accord-
ingly — Knowledge is Power.

When in low cover, enemies tend to be at
a height where the player can see the top of
their heads whilst they move, which means
that when enemies move to a new position
whilst still in cover, the player is able to see
and track this movement (figure 12). This
means the player is not caught in a situation
where they don’t know the location of the
enemy and thus won't get flanked or sur-
prised with an attack. When the player uses
low cover, both in 3rd person and 1st person,
they can see over the top and track the ene-
my from a safe and, depending on how your
game’s rules work, a hidden position.

Low cover is a harder case for targeting the
enemy as they generally expose less of their
body when they attack. Whether they peek
over low cover or do blind firing or if they
stand up to take a more accurate shot, they
only expose half their body, as the lower half
is blocked by the cover (figure 13). The up-
side, meaning it’s not too tough to combat,
is that the area that the player is targeting
includes the head, which traditionally is the
»one shot kill« location on the target’s body.

High cover, on the other hand, doesn’t
reveal any of the enemy to the player; you
won't be able to see their heads moving as
the taller cover will block their entire body.
This means the player either has to move
to another location to get a better angle
on them or wait for the enemy to expose
themselves out of cover when they try to
take a shot at the player. This inherently is
more risky as it means the player has to risk
exposing themselves to fire at the enemy
whilst the enemy is firing at them. How-
ever, in comparison to low cover, when an
enemy leans out from the side of the high
cover, they show their full profile; or if they
step out of the cover completely they reveal
their full body, which is an easier case than

only showing their heads. The balance here
is that although the enemy is hidden when
not firing, when they do attack they are ful-
ly exposed and are a larger target to attack.
High cover as line-of-sight blockers are also
beneficial for enemy types which don’t use
cover, as when they move behind it they
can’t be shot at and can potentially be lost.
These considerations also go for the player
as well and additionally how we can layer
them together; for example, castle crenel-
lations work by providing low cover next
to high cover (figure 14) to create a much
more protected and safe cover arrangement

[0 In one section of Gears of War, the enemies run
behind predominantly low cover. This allows the player
to track them all as they cross the area to their cover
positions.

A When in low cover, enemies tend to be at a height
where the player can see the top of their heads whilst
they move and so won't be surprised by an attack.

1 Low cover allows for the player to shoot at their
enemies and even though they are harder to hit, aiming
for the head provides an effective mean against them.
7 Crenellations of low and high cover together are the
safest arrangement for the player.

& How much of an enemy is revealed from cover is
also affected by the elevation of the player.
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I3 Ina scene like this alot of line-of-sight blockers hinder the
player to track enemies, which allows the Al to flank the player.
I8 The line of sight blockers stop the player from shooting the
enemy to stop them from progressing any closer.

for the player. They neither have to step out
from high cover to reveal their full body,
nor only have low cover which isn’t as fully
protective as full cover - especially for 1st
person shooters.

How much of an enemy is revealed from
cover is also affected by the elevation of the
player (figure 15); fighting down towards an
enemy will reveal more of the enemy from
the height advantage, making them easier to
hit. Additionally, less of the player can be hit
from the enemy fighting upwards. From this
elevated position the player can also see and
understand more of the arena layout; if the
player can see more they have a combat ad-
vantage —it’s back to »knowledge is power«.

How an Arena Layout can affect the
Positioning of the Enemy and what
this means for Challenge

One of the fundamental thoughts for
enemy positioning, like an eye gouged in a
fight, »what you can’t see, you can't hit«. So
in games losing sight of the enemy means
you're unable to shoot them and thus
defeat them.

Having line-of-sight blockers in the
environment not only mean it’s more effort
for the player to track enemies but they can

» ... off screen enemies are a hard case especially

if they are above the player. And the hardest example?
If you want to be nasty, you can spawn enemies in
behind the player! «
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also stop enemies being tracked altogether.
Enemies can get closer to the player more
easily (so you're an easier target for them
to hit), or into more advantageous positions
for themselves which make it tougher for
the player, such as flanking.

In The Last of Us, after the hunter ambush
in Pittsburgh, an enemy runs across the
central view of the shop entrance from
right to left (figure 16). This enemy is a me-
lee class of enemy carrying a plank of wood
and attempts to get close to the player in or-
der to attack. The tall cover on the left hand
side with the car and pillars, along with the
line-of-sight blockers across the windows,
blocks the player from tracking this enemy,
allowing him to get close to the player and
flank them.

Whilst the player is occupied with shoot-
ing the enemies that they can see behind
low cover, even if the player has a radar, or
in this case a »listen« mechanic that reveals
enemies’ locations, the line of sight blockers
stop the player from shooting the enemy
to stop them from progressing any closer
(figure 17).

If lines-of-sight blockers funnel enemies
into a chokepoint, then this is an easy case
for positioning. Imagine one corridor, even
if you used the harder case of cover; the
high cover mixed with the low cover for re-
vealing the least amount of the enemy, this
is an easy case in terms of »aim movement«
(figure 18). This is because the player has
everything in this one window and doesn’t
need to move the reticule much to defeat
the enemies.

When developing Killzone Mercenary,
we created arenas, rather than it being a
corridor shooter, so we had to consider ave-
nues of fire. Imagine if you had a situation
with split enemies so the avenues of fire
were more than a screen width apart, be
it because a wall (a line-of-sight blocker)
in the centre splits the enemies or there
are spawn points behind each of the doors
(figure 19). This is much harder to tackle
as the player has to divide their attention
and balance their focus between two fights
(figure 20), allowing the »unseen« enemy
to do what they want (figure 21), such as
fire at you unhindered, or advance towards
you without you knowing. They could even
move position altogether so when you look
back they've completely gone and now
you've turned your focus away from an en-
emy you could see and were shooting at, to
an empty space, now facing away from two
enemies who can shoot at you unhindered.

Furthermore, off screen enemies are a hard
case especially if they are above the player.
And the hardest example? If you want to be
nasty, you can spawn enemies in behind the
player! But do this sparingly as it can feel
unfair. In summary, the further apart the
avenues of fire, the greater the difficulty.

Summary - Greybox Example

To summarise we can take a look at an ex-
ample of setting up a simple combat arena
with everything we’ve looked at here.



If you had a narrative, where you wanted
the player to hunt out a unit of enemies and
get the drop on them, launching a surprise
attack on them, you could incorporate these
factors:

= Limit the enemies’ movement options, so
they will move less and be easier to hit
(figure 22).

Incorporate a no man’s land around the
enemy area to stop them from moving
(figure 23).

Allow the player to enfilade the enemy
(figure 24).

Use small avenues of fire allowing the
player to track and target all the enemies
without losing sight of them (figure 25).
= Lower enemies so the player can shoot
down at the enemy and see more of them
exposed (figure 26).

Position line-of-sight blockers in favour of
the player to allow the player to »disap-
pear« and break lines of sight from the
enemy (figure 27).

Include only one spawn point at the back
(in the field of view) where enemies can
be tracked entering the environment
(figure 28).

And what's great about this is that whatever
you do to make it easy for the player, you can
then invert to make it difficult for the player.
For example a hard case would be:

Having many movement options for the
enemy, making them harder to hit.

= Using a no man’s land around the player,
discouraging them from moving.
Allowing the enemy to enfilade the player,
forcing them out into this no man’s land.

= Having multiple spawn points for the
enemy on opposite sides of the map, off
screen from each other.

= Having multiple avenues of fire which
means the player has to balance many
focus points.

= Giving the enemy the height advantage
on the player.

= Positioning line-of-sight blockers to break
lines of sight to the enemy, allowing them
to be lost.

Pete Ellis

[ Having all the enemies on one screen is the easiest option

in terms of aim movement as the player doesn't have to move the
reticule much.

21 1f the enemies are split far away from each other, this

is harder to tackle for the player as they have to divide their
attention between two fights.

21 1f the player focuses on one enemy, ...

[E2] ... the second one can do whatever he wants, e.g. flank the player.

1 Limit the enemies’ movement options.
2 Incorporate a no man’s land.
EZ1 Mllow the player to enfilade the enemy.  [EZ Position line-of-sight blockers.

3 Use small avenues of fire.
2 Lower enemies.

21 Include only one spawn point at the
back.
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Jason Rubin is known for creating the classics Crash Bandicoot and Jak & Dexter. Now he is the
head of content at Oculus and in charge of creating what might become the future of gaming.

Jason Rubin

Jason Rubin is the head of
content, the team at Oculus
responsible for collaborating
with developers to build games
and experiences for Rift and
Gear VR.

A 30-year veteran of game development, Jason was the co-found-
er of Naughty Dog where he created the hit games »Crash
Bandicoot« and »Jak & Daxter«. He also co-founded the media
mashup tool Flektor, which he sold to Fox Interactive. He also was
president of THO, inc. < @Jason_Rubin
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R - the hype is real! Or is it? Going
into 2016, a lot of players talked
about it being »the year of VR«.
Now that all of the three big head-
sets are available - was it really?

New technologies follow a curve.
There’s the pre-hype, then there is reality.
When you launch you actually have to
deli- ver. People make incredible promises
before something comes out. Oculus was
always saying we believe this is the next
compu- ting platform but it will take a
while for it to take off. There were others
out there making huge statements about
how overnight it was going to become a
massive success. What we were saying is
»This is the future’. And 2016 was our big
step in launching that future. We launched
Gear VR, May 28th we launched the Rift and
December 6th we launched Touch. We now
have a full suite of what we call »Entry Level

VR« and »High-end VR«. Now we are in the
stage of improving the software and making
it consumer friendly. We are very cognizant
of the fact that the price is expensive and
not everybody has these PCs, but we know in
the long run this all fixes itself. Technology
works its way through. Remember the first
big flatscreen TV you saw, and the price tag
on it and you said »Cool, but not right now!«
Now everybody has one at home. We
believe VR will follow the same path. When
people try this out, whether it's in Media
Markt or Best Buy, the surveys at the end
say »This is huge. This is part of my futurel«
But actually taking out your wallet and
making the jump is something enthusiasts
are doing. We are absolutely positive VR will
follow that curve. Now we’re in that reality
phase, and everyone comes out and starts
picking at the thing that wasn’t doing your
taxes, curing cancer and all the things peo-
ple might be saying. In a year or two or three,
whatever it takes, the price, the software and



the intensity hit, all of your friends have it
and you have to own it, too.

The same with smartphones. Almost every-
body’s got one, even though they are still
pretty expensive.

Iremember all the articles
saying »I don’t need to surf the
internet on my phone! Does

of smartphones and people will decide what
price quality fits them. We decided that we
wanted to have an entry level VR device
with a really high quality - the best on the
market, at a reasonable price, although

still expensive. We didn’t want to shoot for
10.000 or 5.000 dollars, but somewhere in

the range of 500 to 1.000 dollars.

Really high-end and driven by a

» VR W|" take time processor that could create the

it do phone calls? I don’t need to reaCh mass graphic fidelity and framerate
touch screen!« Cutting to a few ’ for what we believe is neces-
years forward: [ use Uber, I use market hUI we " sary to get presence. There is
Airbnb, I do all my banking on get therE! « a threshold below which VR

my phone. We think VR will fol-

low the same path and in a few

years we'll be doing everything

in VR. Right now it’s an enthusiast machine
and for that we think it’s a really good
launch. With more than 50 titles on day 1
with Touch and over a 100 titles in store al-
ready on Rift it’s a huge first year when you
compare it to any other hardware launch. It
will take time to reach mass market — but
we'll get there.

Did the technology achieve the impact you
expected it to have? Or would you rather say
‘Well, not in total numbers, but now we have
a more than solid base to build upon.’

If you had to choose between a technology
that didn’t deliver the promise, but a lot of
people bought it as of the hype, or a techno-
logy that absolutely delivers on the promise,
but will take a while to adopt because the
price point is too high, you choose the latter
—you want to have a product that makes
consumers happy. And if you look at the
people who were taking it home, the satis-
faction level is very high, so we are really
happy with the way that we launched.

At Gamescom | enjoyed the Rift for the first
time myself. They had me play »Wilson’s
Heart« and I never expected this quality.
Oh, and | screamed like a girl. After that |
just thought ‘If they keep going, this might
become huge!’

And it’s only the first generation. Things just
get better in a technical way. It’s the first
attempt for all of these companies at soft-
ware and our first attempt at the hardware.
You can only imagine what things are going
to be like in four or five years.

How do you look at PSVR which is much
cheaper and has less power but has been pur-
chased by a lot of people - are they getting a
bad experience which might rather harm VR
in general?

I'think there’s going to be many levels of
quality in VR, just like there are many levels

doesn’t make you truly believe

you're there but is still very

cool. We believe that barisata
minimum of go FPS. Then you want to have
the graphic fidelity in each eye at 9o FPS to
create great visuals and we think that the
Rift is right at that space.

Would you see PSVR as competition or rather
as a chance for VR as a whole? In a way it
gives people the chance to try out VR with
less of a financial risk.

Definitely the latter. We consider ourselves
all marching in the same direction. PSVR is
good for VR as it’s getting a large number of
people excited about its potential. And just
like Gear VR we believe there will be people
who enter into many levels of VR below

the Rift and say »This is what I like, with

the software getting better and better.« We
believe that we have the best hand-tracking,
the most comfortable headset and the best
ergonomics in the business. And we believe
if people want VR, wherever they entered,
their next step will be into an Oculus
product. We don’t have side businesses, we
are a 100 percent dedicated to making VR
successful. Right now VR is a test for a lot of
people. Strapping their mobile phone into
something or using the console they already
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VR offers a whole new dimension of what is possible
in puzzle games like »Lunac.

After only one year Oculus’ store contains already more
than 100 titles, including a lot of tech demos. Huge games,
however, will still take another few years in the making.
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High-level entry into VR: Oculus is aware of
the Rift being a product for enthusiasts but
convinced of its yet unmatched quality.

o8

have. And when they say »Yes, this is for
mel«, we think they’ll come to us, so it’s all
good for Oculus.

Like a drug dealer (laughs): A first cheap shot
to try it out and as soon as you’re hooked, you
go and get the good stuff - in this case from
Oculus.

(giggles) And this is all we do. The amount of
dollars and attention we are spending to im-
prove our business, hardware and software
is unmatched. Over time that will give us the
distance from our co-conspirators and we’ll
do really well.

There has been a lot of talking about platform
fragmentation in VR: Steam games just on
Vive, Oculus on Rift and now Sony brings in
PSVR. Is it your main strategy to create this
Oculus-only cloud to put yourselves ahead of
your competitors?

Well, with over 250 million dollars we've
spent more than any other hardware compa-
ny to date on software. And while everybody
waves their hands and talks about how
they've invested in the business, I think —
especially after Touch launch — anybody who
goes and looks in the stores will realize that
we have the fullest, deepest, largest bank of
VR software out there. That is a lot of money
to spend and we believe it’s only fair that we
reap the rewards by having people come to
our store. Google and Sony are investing in
their own software for their own stores. We
applaud them for doing that — we are doing
the same. I know there are people out there
who don’t understand that, but we feel it’s
perfectly natural to do that. Certainly if you
ask Microsoft, who will enter the business
soon, they won't be saying »Ah, no, we are
just going to spend money and give it to
everybody«.

With the creators update in spring 2017,
Microsoft revealed it’s going to enter the
VR market and that there will
be additional headsets from

going to go below that bar, something like
Gear VR is the right space. 99 dollars —that’s
an awesome »Can't be beat«-price, so some-
thing in-between that fails to reach the bar
of presence and has a higher price-point ... I
can't judge something I haven’t seen, but I'm
dubious.

People seem to be afraid of VR headsets
following the same trend as smartphones,
having to acquire new hardware every two
years. Do you believe those are valid doubts?

I think they will be upgrading without obso-
leting, but it's hard to answer that question.
I'd say if you're buying a 99 dollar headset
like the Gear VR, it isn’t a bad consumer
experience to expect annual quality updates
—it’s a 99 dollar device. We believe in the Rift
and Touch as they are right now. The next
generation of innovation is going to come
from software.

There are many bells and whistles you
can add on to the hardware but every time
you do so, developers have to start over and
customers say »Well, where’s the software
that takes advantage of this new feature?«,
when people are just catching up with what
it means to make VR games. So I don’t think
you will see annual updates on the high-end
VR market, certainly not at the price points
we're at. We are very considerate of the con-
sumer at the same time as we’re considerate
about our development community that
really needs time to figure out what to do in
VR just with the stuff we've given them.

With Touch on the market, would you say the
Oculus experience is kind of complete? Or are
you planning on putting out other gadgets?
I’'m thinking of fun features like the »Nosu-
lus Rift« or the headsets used for the »Mass
Effect« amusement park attraction which
spurts water into your face.

Really?! (laughs) Ok, I can tell you — PR-side
—we are not launching anything that is
putting water into your eyes
or makes foul smells. We think

’
companies like Dell, Asus, HP and » I d never'say that the headset, the earphones
others, with a starting price of anythmg wont Wﬂrk and the controllers are the fun-
around 299 d.olllars. .Ho.w do you hecause I W|" he damentals of tb1s genergtmn of
feel about this ini- tiative? Simply f Il « VR. At some point we will take a
more competition or do those pmven arook: step forward but not in the near

devices aim for a completely dif-
ferent user base? And: Are there
any plans for a lower priced Rift
to broaden the customer base?

We don’t have any plans for a lower priced
Rift. We believe, as I said earlier, there is a bar
that needs to be reached to get presence and
that the Rift is above that bar. T have yet to
use any of those Microsoft devices soIcan’t
comment on whether they meet it. If you're

future.

A lot of people criticize length
and re-playability of numerous current titles.
Many are more like demos you experience
once or twice and maybe show to some
friends. What about games following the
usual standards?

We have a bunch of games with average play
sessions of over an hour, so the idea of a 30



minute limit is absolutely not true. I recently
found the time to play a long session of
»Dragon Front«, which I don't get to do very
often, for four and a half hours straight.

So Iknow that there are titles where you
can physically stay in for a very long time.
Anecdotally people online have talked about
playing »Elite Dangerous« or »Chronos« for
six to eight hours at a stretch. Chronos will
take you about ten hours to complete. Elite
Dangerous is an infinite game that you can
play forever, so is »Project CARS«. The thing
about them is, that they were released into
the 2D-market. When VR came out, titles like
these just ported themselves over. Anything
that uses hand controllers, however, couldn’t
be thought about before we gave hand
controllers to the market. Those titles are

up against a couple of challenges. The first
challenge is they have only had their hand
track controller prototypes for about a little
over a year now, regardless of who you were
working with.

The average console title takes two to
three years to make — we all know that. So
even if they had gotten their controllers
and immediately set out to make the type
of title you are talking about, we'd still have
another two years to go before this came
out. Likewise there’s an installed base issue.
For an independent developer to make a title
of that scale they have to expect a certain
number of people to purchase it, but all of
us started with zero installed base in 2016.
This is one of the reasons that Oculus has
been so aggressive investing. We wanted to
jump-start the market by making multimil-
lion dollar investments in titles like Chronos,
»Dead and Buried« or »Robo Recall« to
attract people so that after that people could
do bigger titles. That’s a long way of saying:
Invariably there will be the titles that you
want in VR. To expect those titles to be there
today kind of ignores the practical devel-
opment challenges that VR is up against,
to deliver a multi-year title without having
multi-years of hardware to build upon.

Are there any genres, you'd say will never
really work in VR and others that are predes-
tined to take place in Virtual Reality?

After 30 years of watching game develop-
ment I never bet against game developers.
Anytime you publically say »Uhm, this won't
workl«, some genius figures out a way and
makes you look like a fool. So I never speak
against the creativity, ingenuity and resourc-
es of the development community. Too many
people, too smart — they’ll figure it out. There
are challenged genres like 1st person shoot-
ers. Then there are genres like RTSs where

it just works. Now you're looking down at
this toy set and you put your hands in there
and move things around. It improves what

already exists. And then there are genres
that we don’t know anything about yet, and
perhaps they will end up being the killer
genres for VR. It might take some years but
I'd never say anything won't work because I
absolutely will be proven a fool!

That might be your chance: Name your
favorite game and genre that will \NEVER
WORK«.

(laughs) Well, I've actually been doing that
with shooters. We initially thought nothing
will ever work, so we worked on »Damage
Core«. The next generation is Dead and
Buried, followed by Robo Recall and »Ark-
tika.1«. And the beauty of the development
community is that every time someone
does something brilliant, everyone else just
grabs it and steps on the shoulders of the
geniuses before them. Everyone wants 1st
person shooters in VR — the more we invest
in them, the farther and faster we think we
can push them.

A lot of people say »Wow, VR is cool« but in

many cases - after a while - they think it’s also

just a regular game, only with lower resolu-
tion and limited controls. Any plans to keep
up the »WoW!«-effect?

When I started at Oculus two and a half years

ago, my challenge was to put out software for

With the launch of
Oculus Touch, the Rift
experience is complete.

1st person shooters like
»Robo Recall« are a
challenging genre and the
risk of motion-sickness is

enormously high.
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B B3 Genres like RTS transport perfectly into VR, like
Force Field's title »Landfall« proves.

[EX A quick consult in Force Fields open plan office in the
heart of Amsterdam. Force Field is one of the world’s largest
development studios dedicated solely to developing state of
the art Virtual Reality (VR) and Augmented Reality (AR), cre-
ating high-end games, innovative TV & video content, unique
interactive experiences and groundbreaking applications.

I3 Force Field producer Robert Abercrombie checks the
[atest build of the Oculus VR game Landfall.
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VR. Everybody said »Make stuff that’s only for
VR!« The problem is: No one had ever made
VR-games before. To go to a developer and
say ‘Figure something out’is great, but that
wouldn'’t have brought stuff to the launch
market place. The same is true for indies.
They wanted to be first and they want money
coming back into their coffers, so they take
the low hanging fruit - things they already
knew and adopted to VR.It will take a little
longer for developers to have that brainstorm
and say »This can only be done in VRl« »The
Climb« is a perfect example.

It just gets your heart pumping!

Exactly! A game that could never
be done in another medium.
Go try to make The Climb work
on a Playstation in 2D — it just
doesn’t have the same impact,
right? And our stats show that
people came back to it contin-
ually to play and demo it for
their friends. Good for Crytek
for coming up with that genius
piece of software.Idon’t disa-
gree that a lot of these games
are also playable in 2D. Dragon
Front is a perfect example. I could probably
play it on an iPad but playing it in VR and
sitting across from someone and seeing
their head-motion is awesome.

I was playing against a guy, and he was
one of those gamers you immediately dis-
like. He took all the time he could to take his
cards out, did things that he knew would egg
me on. He was also clearly a very good player
and he was beating me. My fort had three
health left, his fort had been untouched and
his champion was about to kill me.Thad my
champion who was invisible and hit him
for 20 points of damage. I'd guess one of
the highest hits that ever happened in this

» At least for the
next five years it's
W|Id West and dEVEI' accent because people looked
opers Iove |t because at them and asked »Why are
it reminds them of
their youth «

game, it’s a single kill for his fort — one move
before he would have killed me. And I saw
his head do this (shakes his head around).
In this moment I knew, that a human being
was feeling it and Iloved that moment
(laughs)! I couldn’t have gotten that on any
other medium other than VR, the satis-
faction of seeing the human agony of me
smiting him in a single smash. It was one of
those moments where I was like »Yeah, this
really is different!«

In many current games we teleport around
which feels very unnatural and breaks
immersion. Meanwhile in many 2D games

we have the ability to move extraordinarily
unnatural, in addition to superhuman senses.
Playing a racing game, | have the whole road
in my active HUD, which is actually very small
compared to what | can see in total. In VR,
however, | can see like in the real world, which
would constantly shift my attraction. So the
possibilities we have in 2D-games cannot be
translated into a realistic VR-environment. On
the other hand, a perfectly realistic setting
can’t also be transported from 2D to VR. Are
there any solutions to these problems?

It’s a matter of »language«. When radio was
out, people said »How do we use radio?« And
over the time that radio became more and
more popular with people, it changed. There
was a very specific radio speaking voice

that we think of as the 4oies accent. But

it’s not the 4oies accent, it's the g4oies’ radio
(!) accent. Radio quality was very low back
then, the accent was created to
help fix this problem. When TV
came out, people who were in
radio started working on TV and
they quickly had to change their

you talking like that?« It totally
made sense in radio, but it didn’t
in television, which then figured
out its own language. If you look
at old TV-shows now, they're
almost unwatchable, even old
movies. Think of »Dirty Harry«:
Guy goes to his car, opens it, sits down, the
engine goes on. You see him drive over a hill,
around a corner, he gets out of the car, then
the action continues. Movies were very slow
until they figured out how to get so much
more going on. The technology, the language
of telling a story changed over time. The lan-
guage you are speaking of is the language of
the 2D-screen and we’ve had 30 or 40 years
of gameplay development on it. We figured
out how to get 1st person shooters to work,
that happened about 20 years ago. John Car-
mack never would have imagined the whole
‘You're in a helicopter, you punch a guy, he
punches you back, you fall out and see your



hands and feet, then you hit the ground and
see the guy jump’. The whole way that they
do that in »Call of Duty« or other games
makes no sense if you take it out of its space.
But you believe it, because of the technology
and the language of the 2D-game.

Now we're at the beginning of the VR-
era and we have all these people that are
versed in only the 2D-era of gaming, coming
into VR, and they’re bringing with them the
»bad accent«. It’s going to take them a while
to figure out the right way of doing things
in VR, maybe years, but as they do they
are going to create a new language. You
probably won’t run at 25 mph like in most
1st person shooters. And driving games
probably won’t work the same way - deal
with the fact that you really are looking
360° around you. A lot of the tricks we are
pulling in games simply won’t work! But I
am absolutely positive, after watching tech-
nology from my lifetime, and then thinking
and looking at the technology like the radio
or TV transition, which none of us lived
through, that we’ll figure out that language.

Do you have any examples?

In Ubisoft’s »Eagle Flight« you're an eagle.
When you're up in the sky and things are

far away from you, you don't tend to get

sick from motion. When it tends to be a
problem, is when you're zipping in and out
of buildings, so they bring in black shutters
on the side that impede your periphery. That
helps with locomotion problems. Flattening
3D and going to 2D is another trick they pull.
So, 3D and moving fast in 3D is part of what
contributes. It’s the disconnect between you
inner ears and your eyes, what fundamental-
ly creates the motion sickness,
just like being on a boaton a
stormy sea. Flattening the 3D
to 2D tends to mitigate that,
because your brain knows it’s

very interesting things. It has to adjust for
the depth of the thing that isn’t behind it.

So if Tam looking at you the cursor is right
on your nose. If I look over to the book stand,
the cursor has to move back in 3D-space to
hit the news stand, stays there until it gets
on your forehead, jumps forward in front of
your forehead, then jumps back again. When
it does that it can’t change size because if it
changes size, it’s very annoying. So it has to
stay the same size, yet change in depth. And if
it doesn’t I'm dealing with a 3D-cursor that’s
in front of your face but behind you in space,
and my brain is like »WHAT IS THAT?!«

It took us a good six months to come up
with a cursor solution and that’s just the
cursor! I could rattle off 5o things like that
that are so fundamentally not part of the
game but necessary for every single one.

So you don’t only have to create a virtual
reality that seems as real as it can get, but
you also have to make what’s unrealistic even
more realistic. That’s mad!

(laughs) It’s a bitch, exactly! And I can tell
you that the developers I'm working with
—like Insomniac, Ready at Dawn or Crytek
who are top of their game story developers —,
they feel like they’ve gone back twenty years
in their learning because all the things they
know aren’t facts anymore, so they have to
re-learn them.

And you would think they'd be frustrated,
but it makes them feel alive. Things aren’t
changing as fast anymore in 2D-games. So it
makes them feel that drive that created their
urge to be game developers in the first place
and it’s addictive. Twenty years from now,
ten years from now, maybe some of that

goes away, because we have that
language learned. But at least

» What | |0ng for is for the next five years it’s Wild
massive worlds to

West and they love it because it
reminds them of their youth.

not real — another trick nobody Walk around Ill! «

tried in an FPS.

I don’t know if it works. What
1 know, is that a lot of smart
developers banging at this will
solve it! Not by solving the problem, but
by creating a language, that makes their
games totally digestible and entertaining.
People will take steps, put it in and then
they’ll say »We've figured something out.
That whole blinder-thing? Get rid of it, that
was only temporary.« That’s how game
development works.

Some issues are also very subtle. Even
something as simple as a cursor on the
screen — you would think people have been
doing cursors forever. If I'm moving my
head around, just put a cursor wherever I'm
looking and I can select with a button what
I'm looking at. But this cursor has to do some

What game would you personal-
ly wish for in VR, no matter if it’s
possible or not?

What I'long for is massive worlds to walk
around in, with a significant number of
artificial NPCs as well as real players and
social interaction. Think of something like
»Skyrim« or »World of Warcraft«. Those
games are going to take a long time to hap-
pen because of the scope.

It took five years to launch WoW, four
years to make Sykrim, six years to make
»GTA 5«.1look forward to the day that we
get to do that stuff. It's not going to happen
tomorrow, but we will get there invariably.
And those are the games where you say
»How long are you going to be in there?« For
alooong, long time!

»VR Sports Challenge« offers a wide
range of activities like Baskethall,
Foothall or Hockey, fist-fights included!
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Unlike »Elite Dangerous«,
which was ported from
the 2D screen, »EVE
Gunjack« was directly
built for VR.

The potential of VR is gigantic and all but
limited to gaming, with education, architecture
and therapy being only three alternative
application possibilities.
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When | first tried out the Rift | was afraid I'd
walk into a wall and | was glad the promoter
was there to tell me where | was within this
room. | knew | was moving, but somehow
wasn’t - like when you walk with your eyes
closed, without knowing what angle your
body’s at.

We now have a guardian system that’ll help
with that. You go around with your Touch
controllers in your room and put the walls
up. When you get too close you'd see the
guardian come in and tell you to stop. We
totally agree with that, also the angle-issue,
there are going to be fixes, but right now
we just don’t have the language, yet, how to
break immersion when you need to.

Looking at titles like The Climb and games
where you dive with sharks or get buried
alive ... games that - let’s say - trigger primal
fears. Is there a possibility to establish VR as a
therapy tool?

Absolutely! VR is already being used
heavily in therapy. We get a lot of incoming
requests for hardware and help, treating
all kinds of ailments. I actually brought in
one doctor, a favor to a friend. The ailment
he was trying to treat is a significant pain
in your leg that has no bearing, no physical
manifestation, it’s a mental thing and it
sounds horrible to people that are afflicted
by it. But he had done a bunch of studies
where in VR the person hit a button to
move a virtual leg like this (moves his leg
upwards), while their real leg stayed still.
They found that after doing that people
with that affliction were far more flexible
and capable with their legs than they were
beforehand. Like any other technology,

VR opens up huge possibilities for posi-
tive impact. That's why we announced 10
million dollar funds for education, as well

as diversity, architecture and human and
social interaction.

That said, do you see VR’s main focus in gam-
ing or does its true potential lie elsewhere
like in interactive movies and/or series? Or in
promotional use, like at Audi?

Sitting inside your car and designing it, as
you like it to be? Sure! Mark Zuckerberg has
said he believes VR is going to be the next
computing platform. And if you want to be
a computing platform you're not all about
games. They will be be a large portion of
what people do with VR, because people
like games. There will be a lot of entertain-
ment in VR, including movies. But to be a
computing platform you have to be broader
than that —just look at what your phone is
capable of. We fundamentally believe that
the key power of VR is social and the ability
to interact with somebody in a way that you
can’t do through a screen.

Just think of Facebook’s interest in VR.
Facebook is not a company that would try
to acquire a new game technology. It’s a
company that tries to acquire things that
are broad-spanning and generally speaking
social. That’s the future of VR, non-gaming
already is the majority of usage. Over time
people who develop for VR will figure out
other things to do. The most amazing thing, I
think, is that the game development commu-
nity and people who understand real-time
graphics, real-time engines, 3D-interaction
and the things that have made games for the
last 20 years or ten years, will be the people
building floral shops, social interactions and
all of the things we’re talking about.

IfThad a child that was interested in
videogame-making right now, I'd be all in
on learning 3D-graphics, 3D-programming,
all of these things because it is the future in
the same way that knowing how 2D-website
design and 2D-graphics is a massive industry
around mobile phones. We believe in all of
that stuff.

Any practical advice for developers new to
VR? The two or three golden rules of VR
development?

We still don’t know what works and what
doesn’t, so test! And not only on yourself,
because developers tend to always like what
they've created. Look at what other success-
ful properties have done, most developers do
that. Play everything, look at everything but
be willing to fail for a while. It’s going to be
harder than it is to do the things you've done
in the past because you don’t understand
the language we don’t even really have yet.
Be open to experimentation and failure. It’s
been challenging to a certain extend for

my team at Oculus to tell people that they
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»Superhots« stop-and-go mechanics
lower the risk of getting motion-sick,
even though at its core it is a »1st person
shooter«.

are doing things wrong. But the ones that
are most open tend to end up with the best
products in the long run and most of them
have been open. One reason why indies are a
huge part of VR’s future.

What’s the next big step for VR and Oculus
in particular? Larger play-areas, playing
cable-free, even stronger immersion? And
what would be your personally biggest
wishes for VR?

Ithink with the launch of the third camera
or the third sensor we’ve covered all of the
scale issues we need to in terms of the size
of the space you're playing in. There are
arguments that bigger is always better. This
here is a massive room. Most of the world
doesn’t have this kind of space to dedicate to
VR.Ionly have a few meters by a few meters
to dedicate to it and if I start moving the
furniture in our living room my wife is not
going to have much of that.

We think we've got the right size. Ca-
ble-free is alluring but we have not seen
the technology yet, that doesn’t take the
high-end machines that are above that
presence-level and moves them towards or
below that level because of compression
and other issues. Then there’s the struggle
between wireless and resolution. We all
want high-resolution screens, but as soon
as you have those, you've got to opt the
bandwidth of your streaming and that
breaks it again. So to go wireless and then
opt the screen resolution enforces wires
again, which seems like a bad back and
forth to go through. In the long run wireless
is inevitable. We have shown an inside-out
tracking-system at OC3. It does all the
computing in the headset. You can just go
as far as want to go, as long as you don'’t hit
something, which has its own challenges.
Personally I don’t have problems with the
cable. In some way it’s nice because it tells
you where the PC is.

... like a leash.

(laughs) Exactly. And you're pretty good

at understanding when it’s pulling in
different directions. Losing that, which I've
experienced when we use our stand-alone
test-kit, is interesting. You can pretty much
remember where you are in any given room;
I've taken a step this way, two steps that way
—you kind of know where you are. Kind of!
As soon as you warp to another point you're
gone and you have no idea where you are in
the original space. Cordless has its challeng-
es and it'll be interesting to solve them. It
opens up another language-thing we have
to deal with. This is going to be the way VR
is for the next few years. It’s going to be like
»Great, no cable! Uh-oh, low resolution, we
need a cable, what do we do?«

Last question - is there going to be a UFC
game on Rift? I'd love to get beaten up by
Conor McGregor in VR.

(laughs) Well, let’s step back from the brand
and talk about a fighting game.I've seen a
bunch of those, they’re a lot of fun. VR Sports
has hockey fighting. And punching the virtu-
al guy in the face is awesome! You can grab
his shirt, pull him in, then he punches you.
Fighting is doable, but there are challenges.
You will never feel the punch, we'd never do
that to you. When you get punched you also
can’t have your head turned like this (turns
his head sideways) artificially, because that
would make you very uncomfortable. Your
head would say it’s not moving, your eyes
would say it is.

But generally speaking fighting can be
done and there will be fighting games
coming. When you go to the UFC specifically
you'd have to speak to EA. We have a history
of making boxing and fighting games —a lot
of that doesn’t work in VR, for the reasons
we talked about. Those games like The
Climb are infinitely impactful when they
get created but they require a long time to
create because you have trial and error, and
it’s going to take a while to get to language
of fighting. But they’re coming, they're defi-
nitely comingl!

Thank you so much for your time, it was a
pleasure having you.

Interview: Nico Balletta

» We still don’t
know what
works and what
doesn', so test.
And be open to
experimentation
and failure! «

VR-only? »Dragon Front« could easily be
played on an iPad. The social aspect, is
what makes the big difference.
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THE GERMAN GAMES INDUSTRY “16/17:

YESTERDAY & TOMORROW

Shortly before Christmas last year, we asked a number of veterans of the German games industry
about their personal tops and flops 2016 and what they wish for in the new year.

»Shift Happens« won the cat-
egory »Best German Game«
at the German Computer
(Game Awards 2016.
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Robin Kocaurek
»Klonk Games«

Highlight 2016:
That would defi-
nitely have to be the
A German Computer
Game Awards. We were nominated three
times with »Shift Happens«, even for »Best
German Game«.
Istill haven’t quite grasped it today, but the
two trophies on the shelf are real. The Indie
Arena Booth we organized took the Jury
Award home - it was an awesome evening.
It was unreal to celebrate with our industry
peers and enjoy their respect and appreci-
ation.

Disappointment 2016:
It was bitter to see so many colleagues lose
their jobs. It goes hand in hand with a few
projects that just didn’t hit it off. »Consoli-
dation of the market« sounds so dull. I think
about the number of people affected, and it
makes me really sad.

My wish for 2017:

I'm looking forward to a lot of projects which
will hopefully be crowned with success. We
will have launches on PS4 and Xbox One; a
lot of studios we know well
will also be releasing titles

proven concepts and ideas from the past,
sometimes with a twist. It’s hard to stand
out from the crowd this way — generic ideas
don’t cause enthusiasm, they're merely liked.

Additionally, it’s often the international
indies that consist of veterans from big AAA
companies, having access to a lot of know-
how and contacts. It’s slowly happening
here, too, if you look at Maschinen-Mensch
with »The Curious Expedition«. However,
most of them are founded by students
straight after leaving university with no
experience of working in the real world, just
like us. And only a few studios actually made
it to their second game. But I'm convinced
that this is changing now. Mimimi Produc-
tions with »Shadow Tactics« are proof for a
studio that has grown up. This development
and preservation of seniority is really im-
portant for the German developer scene, no
matter whether indie or AAA.

The number of young developer talents
and newcomers is growing and growing,
while it feels like the market has less and
less to offer.

Do you think there’s a danger that the indie
market could be flooded in the future - sim-
ilar to the music or mobile sector -, so that
it needs to be downsized
again?

P ’
this year. I hope we will »Gene”c Ideas don t I don’t think it needs to be
all make a breakthrough cause enthusiasm' downsized, but I do think
on the international ’ that the desire to buy has
market. The second title is theyre merEIV dropped a little, while
supposed to be the hardest. I|ked.« there’s a high availability

And then the third... and

the fourth...

With the Indie Booth at gamescom, you have
become an essential contact point for all sorts
of indies - above all probably indies from Ger-
many, but also for international developers.
What do you think are the main differences
between the German indie scene and in other
countries?

Personally, I think that a number of German
indies (including us) were too cautious in the
past with regard to game ideas and concepts.
Maybe we were a bit insecure and relied on

of new games. This makes
it hard for start-ups to posi-
tion themselves, especially due to their lack
of experience and maybe also the courage to
do something unique.
I always like to draw a comparison to
the music industry. I don’t think there are
more or less great bands based on what the
market size allows. There will always be
newcomers, and maybe they will have a hit
one day. In the meantime, they play as cover
bands at weddings to finance the studio
time for their album. Probably no band is



economically promising in the early days,
but that’s certainly no reason to stop making
music.

' ‘ Jan Klose
-y »Deckl3«
= Highlight 2016:
Nobody sued Deckis.
And if so, I pushed it
aside!

Disappointment 2016:
People with the empathy of a jellyfish, who
wish the plague upon others just because
they didn’t like some computer game. And
platforms that enable these people to molest
others with their emotional outbursts.
My wish for 2017:
A successful release of »The Surge«. Also,
some games will be released under our
publishing branch Deck13 Games, which will
hopefully hit it offl

With The Surge, Decki3 has a potential
contender for a hit. But the feeling still
remains that German studios need to deliver
a lot more quality to have a fraction of the
success of the international competition
and to be able to survive. Is this impression
deceptive? If not, to what extent does this
pressure affect morale — yours in particular
and that of a German studio in general?

I'think it doesn’t make a difference which
game is to hit the market in 2017: It has to be
of very high quality to withstand the compe-
tition, and obviously not only on a national
level, but across the globe.

I don’t think the country of origin still
plays a major role, both as far as employees
and the customers are concerned. Every Ger-
man studio has to compete with teams from
all over the world, and budgets will always
be tight. That’s a challenge for any company.
What fundamental advice would you have for
a newcomer?

Don'’t put all your eggs in one basket, but
allow yourselves the freedom to hit rock
bottom, without having to close down the
studio straight away. Practice makes perfect,
and in most cases, the first game isn’t going
to become a big hit. Lower your goals first
before tackling your dream game. After all,
it would be too bad if the dream of your own
studio would be over before it really began!

Teut Weidemann
»F2P & Online Games Consulting«
Highlight 2016:

The German Dev Days
in Frankfurt, combined
with the person of
Stefan Marcinek. You

have to imagine this happening in Germany:
Somebody is selling off his company (Ka-
lypso) which he has successfully built over
the years, and in return he gives something
back to the industry by hosting a fantastic
conference — completely free of charge for
the participants and for a good cause, too -
supporting the family of a deceased industry
colleague.

»The financial winners in our industry
should give something back —this is the only
way to make progress«, he says.

[ haven't met many people like him in
Germany - the country where everyone is
just functioning, not helping a lot and taking
everything for granted, while giving only lit-
tle. T hope this will set an example for many
in the industry.

Disappointment 2016:

The hype surrounding VR/AR. Everyone
knows that you can’t make money with
games yet, and this won’t change in the near
future either. It seems the only way is to take
money out of the investors’ pockets, who
believe in the hype from sci-fi novels. Yes, I
do know a few small teams who made good
money with their apps, and yet nobody can
make a breakthrough with it. Not yet. When?
Maybe in five years or so.

My wish for 2017:

Innovation, more freedom for creativity —on
all platforms. I want awesome new games!
Not old ones in a new dress with different
scenarios or just better graphics.

This happened a lot in 2016, and some of
the top hits promptly felt the consequences,
even »Call of Duty«. To some extent it makes
sense since, after all, you want to sell your
IPs every year, only in 2016 it was slightly ex-
aggerated. And why the big ones all decided

»The Surge« s
going to be the next
big hit from Deck13.
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2016 saw the release of »Infinite
Warfare«, another installment of
the »Call of Duty« series, which
wasn't spared from decreasing sales
figures.
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to throw their top hits on the market in the
same genre within four weeks’ time, still
remains a mystery.

Oh, and I want to be the first one to grab a
Nintendo Switch. Yes, I'm a fanboi! ;)

The end of the year was quite rough for the
games industry. How would you evaluate
the year 2016, and what’s your prognosis for
2017?

Iwouldn't say it was too dramatic, just a
normal development. Some of it was fore-
seeable, other things not so much, and it's a
shame of course, but the games industry is
one that always reinvents itself again. And
those who aren’t dynamic enough or want
too much too soon are left behind. Germany
wasn’t hit as bad as the US, but over there,
people don’t pity themselves so much.
Instead, they say »Too bad, but hey, let’s do
something else then.«.

2017? It’s going to get even worse. Unfor-
tunately, the hiccup from 2016 shows its full
effect with alag — and it’s going to hit some
teams who primarily live from contract
jobs. Those who don’t have other sources of
income or make money independently of
publishers, e.g. with an online F2P title, will
struggle to survive.

You're an expert for free2play and mobile,
among other things - two highly competitive
markets. How do you think business models
and user behavior will change in 2017?

Not much is going to change, F2P is taking
over more and more market shares, genres
and platforms. One should always keep in
mind that F2P is over 15 years old. So, by now
you can find F2P mechanisms even in AAA
titles which are sold at a retail price of 60
euros. This mix is surely going to be very

interesting — as well as becoming a standard.

In general, there’s a trend towards »games as
a service« —which, funnily enough, derived

from MMOs — and will affect all genres and
top IPs. Because now, it’s no longer about
good games, but about the players and how
to keep them on a long-term basis. That’s

the center of all online games, and may I
remind you that I already said at Quo Vadis
back in 2006 that all games will be online
games in the future. It may seem like I have
to say it only because I'm a consultant in this
area, but I just feel that many don’t realize
this yet, but run away in fear, even if they
haven'’t achieved anything with F2P for once.
It’s as if failing with my first game means I
don’t want to make another one. As far as
the user behavior is concerned, not much is
going to change. The core group remains and
will keep getting good games which we all
love. This group is going to get bigger since
there are more and more players —howev-
er, those come from F2P and are curiously
watching how the core market will adapt
itself to them. 2017? The market share of F2P
will keep growing and be dominating other
formats, too. 95% of mobile is already free-
2play, PC is getting there, too, and console is
on the rise. That’s nothing new though; we
all saw this coming years ago.

Markus Wilding
»remote control productions GmbH«

Highlights 2016:

My personal highlight

was the German De-

veloper Awards. It was

so nice to see not just
the many veterans, but also lots of young
developers attend this »family gathering«.
And I generally really like that the event isn’t
just an award ceremony, but one that both
honors the social engagement of its mem-
bers and supports it through a huge raffle
and auction. Business-wise, the highlight
was the ongoing internationalization of
1cp, which started twelve months ago with
the founding of rcp Finland and continued
with the first Finnish studio, Rockodile,
joining our group.Ilove that our idea of a
European family of developers is starting to
become reality.
Disappointment 2016:
The decision by the Budget Committee of the
German government to not only freeze the
prize money of the German Computer Game
Awards, but also to demand from the games
associations to cover at least half of the costs
was a big blow. Last April, I attended the
German Computer Game Awards and was
positively surprised by the professionally
organized event as well as the encouraging
and promising speeches by the attending
politicians. Unfortunately, it looks like those
intents only lasted half a year...
My wish for 2017:
Game development has always had its ups
and downs, and 2016 surely won't go down



in history as one of its best years. That said,
all of us are working in one of the most
exciting, most creative and most innovative
industries there are, and my wish which
goes out especially to the younger develop-
ers is to not letting bad news get you down.
There are many great games that are just
waiting to be created!

With your experience of having worked for a
major international publisher: To what extent
did the German games industry catch up/lose
to the international competition in 2016?
The German games industry still suffers
from a huge lack of awareness. When I re-
turned to Germany after living abroad for 10
years, I was very positively surprised about
how professional the German developer
scene had become in many ways... but a
large part of my surprise was owed to the
fact that as a member of a large internation-
al publisher you don’t even know about this.
Apart from a few names like Crytek or Yager,
Germany is still largely seen as the »King-
dom of Adventure Games and F2P«. One of
the reasons for this is of course the previous-
ly mentioned lack of support from politics
to support up and coming studios by public
funding, which leads to a lack of presence at
international conferences and trade shows,
among other things. Poland is currently
showing us how it’s done: just a few months
ago, the Polish government awarded the — by
German standards — humongous amount

of 27.5 million euros to local developers.

A large number of projects were founded
and still 6 million went to the biggest and
most renowned Polish developer, CD Project
Red. Those sums dwarf the public funding
we're used to around here, most of which

is limited to six-digit sums (if that!). And
these kinds of fundings then allow so much
more than just the development of a single
prototype which then still has to be funded
further by a third party. Enabling companies
who have already shown promise to take
this »second step« is completely absent in
Germany. If nothing happens about this in
the foreseeable future, the German devel-
oper scene will fall behind even further and
will withdraw in its established niche.

You guys have a lot of experience with
free2play, among other things: Why was 2016
good/bad for mobile and free2play?

There’s no doubt about it: 2016 was an ex-
tremely challenging year for everybody who
makes their money on mobile and especially
on F2P. Two points proved to be the most
problematic: the lack of visibility and the
dwindling willingness of consumers to pay
real money for mobile games. The bigger of
those two problems is the visibility: Eight
years ago, 250 games were published per
month in Apple’s App Store, now it’s 500...
per day. To stand out from this vast crowd,
you either need an absolutely fantastic

game, extremely deep pockets or a powerful
IP. And as recent years proved, these days
you really should tick at least two of these
three boxes to achieve sustainable success.
Aggravating this issue is the fact that
consumers are less and less willing to pay
for mobile games, especially in the Ger-
man-speaking area. To a certain degree, this
is a home-grown problem due to the huge
number of F2P games! On the other hand,
gamers who spend more time with a F2P title
are still spending money on it, even over a
longer period of time. Our most successful
game »Angry Birds Epic«, for example, was
developed by Chimera Entertainment and
published by Rovio in the summer of 2014. 2.5
years later, it’s still being played by hundreds
of thousands of gamers daily, a significant
amount of which are still paying money for
it. To make this happen though you need
to consequently stick to the »games as a
service« principle — these days there’s no way
you're going to be successful without contin-
uous updates and community care.

Carsten
Fichtelmann

»Daedalic Entertainment«
Highlight 2016:

The night of the
German Developer
Awards: 23 nomina-
tions, winning a total of g awards! With
»Silence«, »Skyhill«, »Deponia Doomsday«
and »Shadow Tactics«, as much as four of our
games were among the winners. In a lot of
categories, we even had to beat ourselves.
Disappointment 2016:

The year was marked by a number of diffi-
culties. The many negative press releases of
the last few months showed that it seemed
to have hit all competitors alike. And that’s
only the tip of the iceberg; after all, who
would say for no reason that the market and

With »Deponia« and »Silence«,
Daedalic adds another two strong
titles to their portfolio.

b7



Interview
Making Games 03-04/17

»Shadow Tactics: Blades of the Shogun«
by Mimimi Productions was the biggest
winner at the German Computer Game
Awards 2016, besides »Silence«.

68

its business models are extremely under
pressure.Idid just that and got into a lot of
trouble for being honest.
My wish for 2017:
That things will get better again. We are
developing some great games, but we did so
in 2016 as well. And many games are strug-
gling or failed not because of lacking quality,
but because of the current market situation.
T hope the market will ease and customers
will realize that quality has its price.Talso
hope that our titles that are geared towards
long-tail sales, can tap their full potential in
2017 and thus compensate for the rather me-
diocre sales launches of some titles from 2016.
How would you judge 2016, both for your-
selves and for the German games industry in
general?
It was a very difficult year which Daedalic in
the end managed to turn around, above all
with Shadow Tactics: Blades of the Shogun
by Mimimi Productions. 2017 is going to be
even harder and more companies will have
to cut jobs or go out of business.
Daedalic today features a broad spectrum of
in-house developments and publishing on
PC, console and mobile. In your opinion, what
were the trends in 2016, and what can we
expect business-wise in 2017?
Our themes are more and more targeted
towards core markets. In the past, we had
mix of midcore and core titles. The players’
willingness to spend money and the visibil-
ity in the core section are better than in the
midcore section where you quickly get lost
in the crowd among many other indie titles.
Apart from the PC business, we will main-
ly continue to push further into the console
market. There’s no special plan for mobile;
we will react to sensible opportunities only
with very small budgets. In order for the pre-
mium segment of the mobile platforms to be
eased, the platform providers would have to

make significant modifications. And it will
take some time for VR to seriously provide
plannable revenues.

Thorsten Hamdorf
»Head of Services - Bll«
Highlights 2016:
One of the highlights
in 2016 and something
“\ \ that’s made us, the
German Games In-
dustry Association, particularly happy is the
growing and improved interconnectedness
of the German games industry — whether
that’s federal states, colleges, indies or our
network for game developers, BIU.Dev,
which has over 100 members now and is
developing positively in general. More real
highlights for me were our gamescom activ-
ities, like the Pitch & Match, which brought
together 79 developers and 16 publishers
from 17 countries, or our support of the still
growing Indie Arena Booth. Personally, I was
also excited about the first published Virtual
Reality games as well as the much-awaited
release of »The Last Guardian« in Decem-
ber.
Disappointment 2016:
Unfortunately, there were also some not so
good news coming from the German games
industry: The fact that in 2016 in particular,
several German developer studios had to
cut jobs, but also the decision by the Budget
Committee of the German government
not to increase the funds for the German
Computer Game Awards, but instead to only
cover half of the costs of the prize money.
My wish for 2017:
I wish for a lot of »C«: Companionship, Cour-
age and Creativity! I wish for high-quality
games from Germany to be internationally
successful and for developers to grow again
over here.
The last few weeks were quite rough for the
German games industry. How would you eval-
uate the year 2016, and what’s your prognosis
for 2017 for the German games industry?
As the German Developer Awards recently
demonstrated, some top-quality games
were developed in Germany again in 2016,
all of which will hopefully gain a big share
in the international market. 2016 saw a lot
of positive and also important initiatives for
the determination of a course and for course
corrections for the German games industry,
which we should now all tackle together.
One of these initiatives is surely our concept
for a tax incentive of game development in
Germany, which we presented in Novem-
ber. We, the games industry, all need to
work together now on its implementation.
2017 will have both numerous and exciting
opportunities and potentials to offer. One
major topic will be the German parliamen-
tary elections 2017 with all their questions




surrounding the foundation and financing,
the funding with a potential tax model or
the progress of the digital agenda.

The best example: the broadband expan-
sion! On the entrepreneurial side, we will
hopefully witness exciting start-ups with
courageous concepts by both new and expe-
rienced minds of the games industry. Plus,
2017 will also offer the chance to further de-
velop and leave our mark on hot topics and
technologies which dominated in 2016, like
eSports and Virtual & Augmented Reality.
But 2017 will also be about taking advantage
of potentially attractive niches, like Shadow
Tactics did recently, and to further strength-
en the transmission of

countries in terms of fundings and the
recognition of computer and video games...
We're far behind in this respect. It’s high
time - otherwise we're running the risk of
completely losing out.
The last few weeks were quite rough for the
German games industry. How would you eval-
uate the year 2016, and what’s your prognosis
for 2017 for the German games industry?
The industry was hit hard indeed in 2016...
however, this isn’t anything completely
new. We're facing a painful consolidation
phase every few years, according to the
motto »been there, done that«. But the show
must always go on. So, everyone who is now
predicting »the end of the

preese ohtofgnes e
»Applied Interactive Tech- fa||9d not because been there before.
nologies«. Of Iacking quality’ Warga'ming"s spec.trum of
LS, butbenaseofthe P
funding model. What’s your current market »Master of Orion» in 2016,
prognosis for 2017 - how Situation.« or also as a publisher and

will politics deal with com-

puter games as an economic

factor and cultural asset?

We will do everything we can to make sure
that games will gain more recognition as

an important economic factor and modern
cultural asset, especially in politics. We had a
number of great discussions in the last few
months, e.g. at our summer party and the
parliamentary evening, and we feel there’s
now a lot more understanding and readiness
for improvement. In order to successfully
work on the approach already taken, we
need as much support as possible.

Tom Putzki

with the cooperation with

Creative Assembly. What do
you think are the relevant trends in 2017, and
how will they affect your business?
For a long time, we were a one-product
company, but those days are definitely over.
From our complete »World of« series, with
the flagship »World of Tanks» on PC, mobile
devices and consoles, to »Master of Orion»
up to our creative workshop and think tank
WG Labs and the cooperation for »Total
War: Arena» via our third-party publishing
branch WG Alliance - our future is looking
quite bright. We have our own brands; we
breathed new life into a legendary franchise,
and acclaimed developers and publishers

Driving a tank through London: For

| our point of view
were, of course, the
releases of »World of
Tanks« on PS4 as well as »Master of Orion,
plus the announcement of our cooperation
with SEGA and Creative Assembly on »Total
War: Arena«. Besides that, it was quite
amazing having Trafalgar Square in London
blocked for our tanks.

Disappointment 2016:

That would definitely have to be the passing
of two personal industry buddies... In this
respect, 2016 was like the plague anyway:
Lemmy (I just count that as 2016, too), David
Bowie, Prince, Alan Rickman, Bud Spencer,
Leonard Cohen ... the list goes on and on.
Then Brexit and the US elections... Thank you
very much - enough now!

My wish for 2017:

Please be better than 2016. Plus, it would be
much appreciated if the German politicians
could learn from some of our neighboring

Nadia Zaboura
»Laboura Consulting«
Highlight 2016:
»Playdead’s Inside«. A
sensational gaming
experience —a mini-
malist gem in terms of
design, sound and immersion.
Disappointment 2016:

I will skip the disappointments to leave
more space for the next category. There’s
plenty to wish and ask for.

My wishes for 2017:

That would clearly have to be a considerably
bigger, serious and long-term commitment
by our politicians. The games business has
serious arguments to be recognized as a
leading industry and to be funded accord-
ingly. Growth, revenues, innovation activity
and innovator rate - the meaning of the
industry still isn’t reflected in adequate po-
litical recognition and above all its support.

»Wargaming« trust our competencies. 2017 — we're ready Wargaming’s celebrations in 2016, even

- X | )
H'ghl'_ghts_ 2016: foryou! Trafalgar Square was blocked off.
The highlights from
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After their successful release of »The
Dwarves«, the Kickstarter experts at KING
Art Games have their next big project in the
pipeline.

10

My second wish in this respect would
be an industry which continually, clearly
and constructively demands this political
commitment together with the games
associations. An industry which doesn’t
get frustrated or discour-
aged by the often lengthy,
opaque political processes,

»| think that

possible to do everything right and still lose.
I'wish my colleagues a speedy recovery and
that the show goes on for them.

Beyond the games industry, it would
certainly be the new rise of the populists. It
leaves me speechless when
in times of unlimited infor-
mation, the most appalling

but which remains strong, necessary correc- lies are still being spread.

persistent and creative in tions have taken My wish for 2017:

its solidarity. : I'm not overly keen on
My third wish goes out place ina numher wishing. »Doing« is what

to private and public inves- Uf areas.« helps.

tors: We need more courage

to invest by German capital providers. If we
mean business with Germany as a digital lo-
cation, more capital needs to go to founders,
medium-size companies and the big players.
Also, networks which enrich the games in-
dustry with their important networking and
information activities are worth funding.

An often-discussed subject is whether the
German games industry can withstand the
international competition or not. How do you
think the industry performed in 2016, and
what’s your prognosis for 2017?

Due to my occupation, I look at this from a
certain angle: There’s still room to grow for
the German industry in terms of interna-
tional visibility and international location
marketing. I see a particular need for action
among the public economic and foreign trade
agencies, cluster managements and business
developers. Those include not only contem-
porary campaigns, but also the statistical
investigation of the games industry with a
detailed breakdown of value-added chains
(like the Federal Ministry for Economic Affairs
is currently offering in its monitoring report
of the culture and creative industries).

Jan Theysen
»KING Art Games«

Highlights 2016:

As a gamer, my high-
light was that a lot of
awesome games were
released. It's been a
while since I wanted to check out so many
games. Some of them have also surprised me
in a positive way. As a developer, my high-
light (as almost every year) was to see the
development of the teams and the individual
people here at KING Art. In the last 12 months,
we did a lot of things for the first time, and
I'm already looking forward to learning new
stuff again in the next 12 months.
Disappointment 2016:

With regard to the games industry, this
would certainly have to be the many job
cuts and the problems a lot of developers are
currently facing. When it comes to invest-
ment-driven bullshit, my pity is limited. But
I'm truly sorry for all those teams who hang
in there with all their heart and passion. It is

Since »The Dwarves« have
now been released - your third production
with a Kickstarter campaign - and the next
project is about to be kicked off: Will you be
using Kickstarter again? And what’s your
prognosis in terms of crowdfunding for 2017?
With »Iron Harvest« we have announced
our next project, which has caused quite a
stir. Several publishers would like to make
the game with us, but Kickstarter would
also be an enticing option for us. Our three
campaigns so far went well, and we enjoy
being close to the community. We will make
a decision at the beginning of the year
about which road to take. My prognosis for
crowdfunding is that 2017 is going to be
pretty similar to 2016, meaning that really
good projects with well-executed campaigns
which establish confidence in developers
still have a chance. There will be less success-
ful Kickstarters, but the successful projects
aren’t necessarily going to be smaller.

How do you evaluate the past year, and
what’s your prognosis for 2017? After all,
you’ve been successful for quite a while now.
I'think that a necessary correction took
place in some areas, and this is only going to
continue. The free2play/mobile sector is not
just facing problems since 2016. Those who
can’t control their costs or are investor-driv-
en and expecting or promising who knows
what are now getting the bill for it. T actually
expected this to happen years ago, but it
seems that »stupid money« has been inject-
ed in the market for a longer time already
than I thought was possible. I think this is a
healthy development since it dampens some
market distortions and maybe gives smaller
developers or publishers, who invest their
own money and whose operations are often
more innovative, more air to breathe.

In the pay2play section, the market will
remain difficult in 2017, but probably not
get worse. One of the lessons we learned
from the past few years is that it is no longer
enough to just make a good game. You also
have to know how to attract players. This
may not be a core competency of a game
developer, but whoever wants to survive
must be a good salesperson as well. For many
years, it became easier and easier to develop
games, but harder and harder to sell them.



I'm sometimes flabbergasted at how little es-
pecially young developers are aware of this.

Wolfgang Walk
»Walk Game Productions, MD.H«
Highlights 2016:

My personal highlight
was that a few of my
former students have

won a number of
awards for Shadow Tactics at the German
Developer Awards ceremony — and rightfully
so. And also that I was able to contribute to
the work on »Phoning Homex«.
Disappointment 2016:
Surprisingly, it wasn’t the omnipresent,
and in my opinion unjustified doomsday
mood. Some unsustainable business models
showed their limits. The lack of sustainabil-
ity was apparent already quite some time
ago. Those who act surprised now have kept
their eyes shut for too long. But there will be
new, exciting studios making games with
international appeal and featuring fantastic,
original design ideas. I think the slowly
improving education in games in Germany
is starting to bear fruit.

The real disappointment is the inability
of our political representatives to point out
the great significance of game technology
and game design know-how for the future
of Germany as a location for business and
science to our politicians.
My wish for 2017:
I guess peace in the Middle East is asking
for too much? Alternatively, I'd like to see a
wake-up call for our two games associations
and the politicians.
From a game designer point of view, which
trends did you like the most/the least in 2016?
What Iliked the most is that especially the
indie sector again and again shows a lot of
(sometimes rewarded) courage to leave the
beaten paths and try something new. What
Iliked the least is that the AAA sector is still
predominated by the same old same old.
If nothing changes, I fear for an economic
bloodbath in 2017.
Since you’re active in educating young tal-
ents, what do you wish or hope for in 2017?
Iwish for motivated students, an even closer
collaboration between research, education
and the industry — and for a small, charitable
project Iwork on and that’s also related to
the topic to become successful.

Adrian Goersch

»Black Forest Games«

Highlights 2016:

The participation of

our eSports team as

Black Forest Games

at the »Call of Duty«
World Championships in Los Angeles. It was
a lot of fun, the community feedback was

amazing and tens of thousands of gamers
followed the matches. The fact that this was
my highlight already says quite something
about the year 2016.

Also with regard to the German-speaking
games industry, it’s hard to think of a specific
highlight. On the other hand, some things
are going quite well basically. Rockfish, KING
Art and Mimimi made it to the top of the
Steam charts. Yager, Piranha Bytes, Deck13
and us, too, are working on larger projects
with international potential. THQ Nordic is
making an extremely positive development,
Flaregames is established as a successful
mobile publisher, Headup Games always has
a good sense for business. »The Long Journey
Home« (Daedalic), »Dropzone« (Gameforge),
»Drone Swarmc (stillalive studios) are really
great projects which I'm expecting to also
be commercially successful. The indie scene
just made a mark with Jo-Mei’s »Sea of
Solitude« by getting EA to sign the project.
These are just some examples which inspire
great hope.

Disappointment 2016:

The first half of the year was extremely
challenging for Black Forest Games and
made great demands on our team. We had to
tackle many challenges, and between part-
ner projects and pitches of new concepts,
our own project »Rogue Stormers« lost out
in the end.

The result was that our eventual Steam re-
lease went quite wrong. Even worse, console
versions were only completed during the
blockbuster season and got lost in the crowd
when released. The result: 50,000 units sold,
where there should have been 150,000. That
was really bitter since we wasted a lot of
potential there.

My wish for 2017:

No mass dismissals and studio closures in the
German-speaking games industry for just

one year. Daedalic successfully leaving their
niche, becoming an international powerhouse
and financing all sorts of German AA and
AAA projects. Carsten to then be promoted

to become Governor of California. Crytek
surprisingly publishing »Crysis 4« which
exceeds »CoD« and »BF« in sales figures. For
the first time in history, Best Game of E3 being
shared by two games, »Elex« and »The Surge«.
Gronkh who had just shaved his head and
beard to get more privacy being mixed up
with Bjorn Pankratz and stalked by hundreds
of Piranha Bytes fans. In the US, a press release
to be issued regarding the German Comput-
er Game Awards, and Black Forest Games
winning the developer award for Studio of the
Year, although we aren’t even nominated. Just
because everyone loves our coffee mugs.

You recently started sponsoring an eSports
team. How do you think the relevance of
eSports changed in 2016, and what can we
expect in 2017?

In 2016, Black Forest Games took part in the
World Championships in Los Angeles with
their own »Call of Duty« team.

BLACK
FO!?___EST

KRAQZ

NICKLAS BRENDEN
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»Elex« by Piranha Bytes combines sci-fi
and RPG elements. The game is scheduled
to be released this summer.

In 2016, a lot of players from outside the
industry jumped onto the eSports bandwagon,
like the soccer clubs Schalke o4 or Paris St. Ger-
main. For the first time ever, there were more
eSports spectators than at the classic sports
heavyweights. Alot is going to happen, pri-
marily at the base, in 2017. Local eSports clubs
are going to be established and start becoming
a part of our society. In no time, parents will
not only be driving their kids to soccer training
or ballet classes, but to training in eSports
clubs, and the bedrooms of German teens will
be decorated with posters of eSports stars.

You used Kickstarter for »Giana Sisters« and
nRogue Stormers«. When looking back on
2016, how important is Kickstarter still for
game projects today, and how is the platform
going to develop in 2017?

Something happened that a lot of people
—including me - had predicted three years
ago. The hype has faded, but Kickstarter has
established itself as a potential financing
option. We have seen some successful Ger-
man campaigns like »The Dwarves«, »Lost
Ember« of course, but also »Fox'n'Forest«.

To be honest, I don’t expect major changes
or developments in 2017. There’s probably
going to be one product or the other again
which will get a lot of attention, but more
due to the gameplay than the fact that it

is financed through crowdfunding. There
would only be a stir if Cloud Imperium
ceased the development of »Star Citizen«.
But I'm sure that’s still going to take a while.

Felix Falk

»Managing Director BllU«
Highlights 2016:

There are plenty, e.g,,
the German govern-
ment’s commitment to

computer games as a cultural asset through
the financial support of the planned Inter-
national Collection of Computer Games (»In-
ternationale Computerspielesammlung«)
which the USK (the German Entertainment
Software Self-Regulation Body) is substan-
tially involved in.

Disappointment 2016:

The increasing amount of bad news particu-
larly in the second half of the year regarding
the situation of German developer studios.
My wish for 2017:

I wish for a substantial promotion of Germa-
ny as a business location for gaming, with
more political commitment, recognition and
support, as well as for the entire industry to
work together towards one common goal.
When looking back on 2016 from the USK’s
point of view, were there any particularly
positive or negative developments?

2016 was a very good year for the USK. As far
as the classic assessments, the memberships
and the IARC are concerned, we managed to
take further important steps and intro-

duce innovations to prepare USK for future
challenges.

Since early 2017 you are head of BIU (the Ger-
man Games Industry Association). What do
you expect from the new year and how will
the association be set up under your lead?
I'm looking forward to a very exciting year
for the industry, for BIU and for me person-
ally. BIU has a fantastic setup, and I will tell
you more about the marks I want to make
once I've settled in my new job.

RS Bjorn Pankratz
=80 u_fE P24 Piranha Bytes«

Highlights 2016:

As a developer,I'm
always tied to my
desk. However, in 2016
we travelled quite a
bit with the team and visited lots of trade
shows. My personal highlights were Mos-
cow, LA and Warsaw. I was blown away by
meeting so many new colleagues and peers
and by learning that being far from home is
sometimes closer than you'd think.
Disappointment 2016:

I'wasn't really disappointed by anything in
particular since 2016 was a very exciting and
good year for me. However, I'm finding it
hard to see a lot of industry peers not doing
so well and many sadly losing their jobs.

My wish for 2017:

I hope that we as an industry can focus on
our own strengths and get to work with re-
newed momentum. The market is still huge,
and I'm expecting some positive surprises
and a few hits from Germany in 2017.
Traditionally, you have strong ties to the PC
as a platform: Why was 2016 a good/bad year
for the PC as a gaming platform?

There’s now a lot of competition for the PC.



Playing on the couch with your controller is
just more comfortable than in a computer
room. But every platform still has its own
right to exist and we should adapt accord-
ingly and stay in the loop.

The best/worst development of the games
industry in 2016?

Alot of German developers worked together
more in 2016 and initiated some great
projects. It’s nice to see how supporting
each other and socializing is helping us all.
I'm looking forward to 2017. Onwards and
upwards!

Christopher
Kassulke

»HandyGames«

Highlights 2016:

My personal highlight
was the birth of my
fourth child at the
beginning of the year. A healthy family and
a thriving company — what else is there to
wish for? As far as business is concerned,
we tapped into several new markets with
HandyGames. Those who are familiar with
us know that we called out our »Beyond
Mobile« strategy a while
ago. Last year, we stepped
up implementations of our
IPs on Xbox One, PS4, PC,
Mac, VR, Tizen, Android
TV, Wearables, etc. Our
investments in the future
went well, and I'm sure we

»The hype has

fadEd, but KiCk' fragmented.
starter has estab-

lished itself as a
potential financing

and we're already developing new block-
busters which will be setting innovative
benchmarks again. I see great opportunities
for VR, also for German developers in the
near future. However, every studio needs to
decide for itself which VR
hardware to support. The
market is once again highly

When looking back on the
last 12 months, how do you
think business models and
user behavior will change

will benefit from them in Option « in 2017?

the years to come. A broad

portfolio and our own

strong IPs are only a part of our company’s
winning formula, so we're well prepared for
the future.

Disappointment 2016:

2016 was a tough year for our industry, with
lots of ups and downs. But I can’t really
make out an actual disappointment for me
personally. However, I am worried about
the games industry as a whole when I read
about certain issues.

My wish for 2017:

As arealist, I believe that most wishes don’t
come true if you don’t do anything about

it yourself. That’s why we at HandyGames
thought about how we could substantially
support the industry. Some have already

discovered our »Talk in der Alm« video series

on Facebook and YouTube. I'm sure we’ll try
out a few more things in 2017.

2016 was the big year for VR. Since you
traditionally have your finger on the pulse,
how do you evaluate the development of this
technology so far, and what’s your prognosis
for 2017?

HandyGames was one of the first companies

to bet on VR. Some products have already
been successfully positioned on the market,

Customers always want to

have more for less money.
The developers themselves who rush from
one »sale« to the next bear part of the blame.
This has reached particularly extreme
dimensions in the PC and console sectors.
In the mobile sector, the F2P model will
continue to establish itself. However, there’s
life beyond the usual App Stores, and things
may look different there and we may be
looking at various models like subscriptions
and premium markets.

Questions: Nico Balletta, Sebastian Weber

“The company HandyGames is not
only successful in the mobile mar-
ket, it has also been active in the VR
sector since its heginnings.”
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THE INDUSTRY AT A GLANCE

COMPANY INDEX

Forget about the directory assistance! Here you will find all known
publishers, developers, service providers, educational institutions

and unions of the German speaking games industry.

Compan Street/Street Number Postal Code Cit: Phone number E-mail

3d-io Albrechtstrafe 46 65185 Wiesbaden 0611/ 5829602 info@3d-io.com

5d lab Giiterhallenstrafie 4 79106 Freiburg 0761/ 28533385 info@5dlab.com

Adrastea Bielefelder Str. 5 90425 Niirnberg 0700/ 42300000 info@adrastea.com

Aesir Interactive Grafingerstrafie 6 81671 Miinchen w.emmer@aesir-interactive.com
Animation Arts Creative Ankerstrafoe 3a 06108 Halle (Saale) 0345/ 4700274 info@animationarts.de

AntMe! Milleranger 7a 82284 Grafrath info@antme.net

Bad Monkee Grindelallee 100 20146 Hamburg info@badmonkee.de

B-Alive Panoramastrafie 23 88444 Ummendorf 07351/ 441307 admin@b-alive.de

Beardshaker Games Wartenau 16 22089 Hamburg 040/ 28471900 contact@beardshaker.com
BIGITEC Theaterstrafte 22 531 Bonn 0228 | 42976585 info@bigitec.com

BIGPOINT Drehbahn 47-48 20354 Hamburg 040/ 8814130 info@bigpoint.net
b-interaktive Lohbachstrafbe 12 58239 Schwerte 02304 3382391 info@binteraktive.com

Bit Barons c/o Wailua Games Schellingstrafte 35 80799 Miinchen 089/ 41617744 info@bitharons.com

Black Forest Games Maria-und-Georg-Dietrich-Str. 2 771652 Offenburg 0781/ 31057910 info@bfgames.biz

Black Pants Studio GmbH Thiemannstr. 1, Tor 4 Haus 5 12059 Berlin 0160 / 6529506 mail@blackpants.de

Blazing Badger Niddastrafe 64 60329 Frankfurt am Main info@blazingbadger.com

Blue Byte =™ Adlerstrafe 74 4021 Diisseldorf 0211/ 338000 info@bluebyte.de

Blue Byte Mainz =™ Rémerpassage 1 55116 Mainz 06131/ 554470 studio-mainz@bluebyte.de
Bongfish Am Eisernen Tor 32 A-8010 Graz +A3/676 /7822203 info@hongfish.com

Brainseed Factory [ET® Theaterstr. 22 53 Bonn 0228 | 42976585 studio@brainseed-factory.com
Bright Future Gustav-Heinemann-Ufer 56 50968 Kéln 0221/7898211 info@brightfuture.de
Brightside Games Am Studio 2 A 12489 Berlin 0177 3354447 info@brightside-games.com
Broken Rules Interactive Media Johann Strauss Gasse 20/8 A-1040 Wien hello@brokenrul.es

Bronx Studios Entertainment Olof-Palme-Strafe 13 60439 Frankfurt 069 / 870050660 info@bronxstudios.com

BSS web consulting Savignystrafoe 74 45147 Essen 0201/ 5200044 info@bss-consulting.de
Buntware Games Wentzingerstrasse 20 79106 Freiburg 0174/2038044 contact@buntware.com
Bumblebee. Gerresheimer StraRe 7 51674 Wiehl Merkausen 02261/ 4795001 tassilo@bumblebee-games.com
ByteRockers Schivelbeiner Strafbe 1 10439 Berlin 030/ 232573390 info@byterockers.de

Bytro Labs = Tirkusweg 2 20359 Hamburg 040/ 36905400 info@bytro.com

Caipirinha Games Kiefernweg Ta 24161 Altenholz 0431/ 324540 info@caipirinhagames.de
Chasing Carrots Hornbergstrafbe 94 70188 Stuttgart 0711/ 64519353 info@chasing-carrots.com
Chimera Entertainment Karlstrafbe 68 80335 Miinchen 089/ 210205790 info@chimera-entertainment.com
CipSoft =™ Prifeninger Strafte 20 93049 Regenshurg 0941/ 6308280 kontakt@cipsoft.com
Cliffhanger Productions Mariahilfer Strafe 103/Stiege 1/Top 25 A-1060 Wien office@cliffhanger-productions.com
ClockStone STUDIO Claudiastrafe 14 A-6020 Innsbruck +43 | 512 | 890371 info@clockstone.com

Cooee Europaallee 7-9 67657 Kaiserslautern 09001002273

Crafty Studios Lichtenworthergasse 112a A-7033 Pitsching +43 /664 | 2143121 info@craftystudios.com

Crazy Bunch Billhorner Réhrendamm 8 20539 Hamburg 040 / 23624592 team@crazybunch.biz

creatale Mérikestrafbe 30/4 71636 Ludwigsburg 07141/ 2399563 contact@creatale.de

CreaTeam Software Siinderup 6 24943 Flenshurg 0461/ 64808

Crenetic Kreuzstrafbe 3 45468 Miilheim an der Ruhr 0208 / 4442142 info@crenetic.de

Crytek Griingburgweg 16-18 60322 Frankfurt am Main 069/ 21977660 info@crytek.de

Cyber Arena Entertainment Group Carola-Neher-Strafie 12 81379 Miinchen info@c-arena.com

Dachshund Games Turmstrafe 48 10551 Berlin team@dachshund-games.com
Daedalic Entertainment Papenreye 51 22453 Hamburg 040/ 43261270 info@daedalic.de

Decane Marienhoehe 157 25451 Quickborn 04106 / 1282400 info@decane.net

Deck13 Interactive Gutleutstrafbe 82 60329 Frankfurt am Main 069 / 71671660 info@deck13.com

Deep Silver Fishlabs GroRer Burstah 50-52 20457 Hamburg 040/ 8888000 business@fishlabs.net

Destrax Entertainment Merkurstrafie 10 33739 Bielefeld info@destrax.de
Digitalmindsoft =™ Wichernstrafe 10 89073 Ulm info@digitalmindsoft.eu
Doublesmith Wiener Strafbe 20, EG Haus 4 A-3100 St. Polten +13/699/19447880  mail@doublesmith.com
dreiNET Bergedorfer Strafe 96 12623 Berlin philip@dreinet.org

Dutyfarm Oranienstrafte 6 10997 Berlin 030/ 30368430 info@dutyfarm.com

East Forge Entertainment Baumannstr. 3 04229 Leipzig 0341/ 5940359 info@eastforge.com

eelusion Feldstiege 78 48161 Miinster contact@eelusion.com

Egosoft Heidestrafbe 4 52146 Wiirselen 02405 | 4239970 egoinfo@egosoft.com
Elements of Art An der Eickesmiihle 23 41238 Monchengladbach 02166 / 9156789 info@eoa.de

Enter-Brain-Ment Rigaer Str. 29a 10247 Berlin 030 / 55872445 interesse@enter-brain-ment.com
Envision Entertainment Binger StraRe 38 55218 Ingelheim 06132 / 8995068 info@envision-entertainment.de
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Compan

eos interactive

exDream

exozet

extra toxic

eyefactive

FAKT Software

Fairytale Distillery UG

Far Away lllustration & Design
FDG Entertainment
flaregames

Frame6

Fried Bytes

funworld - S&T AG
GameArt Studio

GameDuell

Gameforge

Gaming Minds Studios
Gbanga

German Railroads

GIANTS Software

Goal Games

Goodgame Studios
Greentube Internet Entertainment Solutions
HandyGames

iLogos Europe
Independent Arts Software
InnoGames

Instance Four

Island Games

it Matters Games

Jo-Mei

keen games

King Art

KORION Simulation

kr3m. media

Kritzelkratz 3000
kunst-stoff

Lemonbomb Entertainment
Limbic Entertainment
Looterkings GmbH

MADE

MaDe Games GbR Neetix - Reichl
McPeppergames

Media Seasons

Mex IT

Mimimi Productions
mobivention

Moonbyte Games

NeoBird

Neopoly GmbH

netmin games

northworks

Nurogames GmbH

OFM - OnlineFussballManager
Outline Development
Pappuga

Phobetor

Piranha Bytes
pixeltamer.net

Pixon

Playnik

playzo

Plazz AG

Ploonymoon Studios

Pop Rocket Studios GmbH
Procontis

Promotion Software - Studio Tiibingen
Promotion Software - Studio Potsdam
Rat King Entertainment
Ravenshurger Digital
Reality Solutions

Reality Twist

Realmforge Studios
REDOX Game Labs

remote control productions
RockAByte

Sandbox Interactive
Scorpius Forge

Secret Item Games UG
Serious Games Solutions
Sharkbomb Studios
SilentFuture

Simlity

Street/Street Number
Carl-Zeller StraRe 16
Buchholzer Str. 24e
Platz der Luftbriicke 4-6
Offenbacher Landstrafe 368
Feldstrafe 128
Dufourstrafe 28

[E™™® Grafinger Str. 6
Im Goldberg 42
Romanstr. 7-9
Kaiserstrafe 146-148
Heyestrafe 41a
Papestrafbe 12
Industriezeile 35
Bismarckstrafe 107
Taubenstrafe 24-25
Albert-Nestler-Strafbe 8
Georgstrafie 6
Hardstrafbe 301
Robert-Koch-Strafbe 1
Riitistrasse 18
Lindenstrafie 24

=% Theodorstrafe 42-90, Haus 9
Wiedner Hauptstrasse 94
i_Park Klingholz 13
Pezolddamm 98a
Minsterstrafbe 5/ HAMTEC Haus 2b

[T FriesenstraRe 13
Unterm Schrick 7d
Vahrenwalder Strafe 7
Am Studio 2A
Monumentenstrafbe 35, Aufg. C
Dreieichstrafbe 59

ST Tiefer5
MompelgardstraRe 16
Kaiserstrafe 158
Dieselstrafe 2-6
Kottbusser Damm 73
Graf-Adolf-Strafbe 41
Heinrich-Hertz-Strafbe 21
Lindenstrafie 20
Tiibinger Strafte 27
Joseph-Veith-Strafbe 20
Nikolaus-Molitor-StraRe 11a
Liviastrafie 6
Mallinckrodtstrafe 320
Berg-am-Laim-Strafbe 64
Gottfried-Hagen-Strafbe 24
Martin-Luther-StraRe 63-65
Siidwestpark 37-41
Hellweg 5-7
Philipp-Reis-Strafte 6
Waterloohain 9
Schaafenstrafe 25
Eupener StraRe 60
Hauptstrafbe 122
Obere Seitenstrafe 22
Wiesentalstrafe 5
Ruhrallee 63
Nuthestrafbe 67
Jaffestrafbe 10
Im Derdel 17
Nina-Simone-Weg 7
Maximilian-Welsch-Strafte 2b
Akazienstrafe 3
Forsmannstrafbe 8b
Am Bauhof 18
Karlstrafe 3
August-Bebel-Strafe 27
Robert-Franz-Ring 3
Kaflerstrafe 8
Adalbert-Stifter-Str. 8
Franz-Joseph-Strae 11
Hofer StraRe 15
Jakob-Haringer StraRe 5/E06

[ KarlstraRe 68
Schaafenstrafe 25

[ET™8 Pappelallee 78
Harvelsinger Weg 25
Himbeerenweg 10d
August-Bebel-Strafe 27
Durlacher Allee 53
Triebelsheide 37b
Moritz-von-Rohr-Strafbe 1a

Postal Code Ci

75015
30629
12101
60599
22880
04107
81671
63571
80992
16133
40625
6619
A-4021
10625
10117
16131
33330
CH-8005
22680
CH-8952
29223
22761
A-1050
97232
2175
59065
20097
44191
30165
12489
10829
60594
28135
71640
16133
97082
10967
40210
63225
50674
10178
41334
97102
04105
Ana7
81673
51105
67433
90449
44781
55129
22769
50676
50933
57074
90429
90419
45138
12301
2109
48161
64297
99084
86438
22303
64807
12012
14482
06108
81241
70437
80801
81737
A-5020
80335
50676
10437
89081
44532
14482
16131
4m
07745

Bretten
Hannover
Berlin
Frankfurt am Main
Wedel
Leipzig
Miinchen
Gelnhausen
Miinchen
Karlsruhe
Diisseldorf
Saarbriicken
Linz

Berlin
Berlin
Karlsruhe
Giltersloh
Ziirich
Wedel
Zilrich-Schlieren
Celle
Hamburg
Wien
Giebelstadt
Hamburg
Hamm
Hamburg
Bochum
Hannover
Berlin
Berlin
Frankfurt am Main
Bremen
Ludwigshurg
Karlsruhe
Wiirzburg
Berlin
Disseldorf
Langen
Kaln
Stuttgart
Nettetal
Miinnerstadt
Leipzig
Dortmund
Miinchen
Kaln
Neustadt/Weinstrafte
Niirnberg
Bochum
Mainz
Hamburg
Kaln

Kaln
Siegen
Niirnberg
Niirnberg
Essen
Berlin
Hamburg
Miinster
Darmstadt
Erfurt
Kissing
Hamburg
Dieburg
Tiibingen
Potsdam
Halle
Miinchen
Stuttgart
Miinchen
Miinchen
Salzburg
Miinchen
Kaln

Berlin

Ulm

Liinen
Potsdam
Karlsruhe
Wuppertal
Jena

Phone number
07252 | 957751
0511/ 37077675
030 / 2465600
069/ 48440040
04103 / 903800
0341/14990564
0163 / 6852365
06051/ 7004970

07211831540
0211/95763955
0681/ 68819141
+43 | 7662 | 67850

030/ 288768210
0721/ 3548080

+41/43 5366701
04103 / 9034028
+41/ 44 | 5082176

040/ 2198800
+43/1/901M
09334 | 97570
0171/ 6246160
02381/ 488818
040 / 78893350
0234/ 83038971
0511/ 35313898

030 81494080
069/ 66058838
0421/ 322760
07141/ 3898230
0721/18395918
0931/ 3536091
030/ 23457178
0211/ 92416956
06103 / 5019780
0221936825101

09733 / 781006
0341/ 26316011
0231/ 58680722
089/ 809115070
0221/ 6778110
06232 | 8774482
0911/ 3092097
0234 369171-0
06131/ 507896
040 / 78107075
0221/ 38880840
0221/ 88892920
0271/ 3131331

0911/9389292
0201806720
030/ 66932212
040/ 33399430
02534 | 9733530
06151/ 62931111
0361/ 2169460
08233/ 389458
040 / 68878691
06071/ 4306925
07071/ 91670
0331/ 23189660
0345 | 6141741
089 /12228180

089/ 380129500
089/ 55069134
+43 662 | 273213
089/ 21020570
0221/ 80147950
030/ 40045181
0731/ 14112105

0331/ 23189680
0721/ 97698422
0202 | 3935366
036413279684

E-mail
info@eosinteractive.de
info@exdream.com
games@exozet.com
info@extratoxic.com
info@eyefactive.com
info@fakt-software.de
info@fairydist.com
info@faraway-illustration.com
info@fdg-entertainment.com
info@flaregames.com
contact@frame.de
hello@friedbytes.de
info@funwin.com
kontakt@GameArtStudio.de
impressum@gameduell.de
info@gameforge.de
contact@gamingmindsstudios.com
matthias@ghanga.com
kontakt@german-railroads.de
mail_us@giants-software.com
info@goal-games.de
pr@goodgamestudios.com
office@greentube.com
info@handy-games.com
info@ilogos.biz
info@independent-arts-software.de
info@innogames.de
support@instancefour.com
kontakt@islandgames.de
info@itmattersgames.com
info@jo-mei.com
info@keengames.com
contact@kingart.de
info@korion.de

info@kritzelkratz.de
info@kunst-stoff.de
info@lemonbomb.de
info@limbic-entertainment.de
admin@looterkings.de

info@madegames.com
info@mcpeppergames.com
contact@mediaseasons.com
info@mex-solutions.com
info@mimimi-productions.de
info@mobivention.com
info@moonbytegames.com
info@neobird.de
info@neopoly.de
info@netmin.de
info@northworks.de
info@nurogames.com
office@onlinefusshallmanager.de
webmaster@outling-development.de
info@pappuga.com
wendt@phobetor.de
info.nospam@piranha-hytes.com
info@pixeltamer.net
welcome@pixon.de
info@playnik.de

info@playzo.biz

info@plazz.ag
mail@ploonymoon.com
info@poprocket.com
sales@procontis.de
mail@promotion-software.de
mail@promotion-software.de
mail@ratking.de
tellme@ravenshurger-digital.com
contact@realitysolutions.de
mail@reality-twist.com
info@realmforgestudios.com
info@redox-labs.com
info@r-control.de
info@rockabyte.com
info@sandbox-interactive.com
info@scorpius-forge.de
info@secret-item-games.com
mail@serious-games-solutions.com
contact@sharkbombs.de
info@silentfuture.de
info@simlity.com

I



Company Index

Phone number
02238 | 4785813

07112375143
0361/ 215301
03050915356
0700 777464325
+43/1/ 60430280
+43 650 | 3468942
0177/ 7887699
07141/ 9323866
022116823466
02402 | 8663048

0511/ 9409208
022116894248
089 /74809570
030692054321
089/ 3249150
0385 / 64105688
0951/ 510908100

08921020570
03032505294
+43/1/ 89080090
0/4035730010
030/ 69597660
0221/ 30191824
07141/ 5050565
0231/ 33015031

0176 / 61615291
0163 / 4841841
0178 / 5223697
0152/ 04004143
07429910793
0172 4311243
0178 / 2375418
0221/16916844
0211/17838926

030/ 31801899
0761/ 66947
05341/ 2886036
0176 | 23844655

E-mail
info@snapjawgames.com
hi@socialspiel.com
contact@solidwhite.de
info@solimedia.de
mail@sparrowgames.de
info@springwald.de
office@sproing.com
info@stillalive-studios.com
info@stratosphere-games.com
hello@studio-fizbin.de
kontakt@sunlight-games.com
apps@symblcrowd.de
office@teamvienna.at
mail@tg-nord.com
hello@thegoodevil.com
info@therabytes.de
hello@thoughtfish.de
mail@traviangames.com
info@unikatmedia.de
mail@upjers.com
team@v-play.net
contact@wolpertingergames.com
info@wooga.com
office@xendex.com
info@xyrality.com
contact@yager.de
kontakt@yeps.de
contact@zeitland.com
contact@z-software.net

mail@casparsiebel.com
ck@ckuechmeister.de

mail@fbpsound.com
jochen.hammer@fantastic-realms.com
J.beilschmidt@creatown.de
lange@eins2design.de
mail@marcosowa.de
kontakt@cubicity.de
mnerurkar@sharkbombs.com
nno@menintext.com
contact@nielshauergames.com
pinkypills@arcor.de
contact@szart.info
contact@polyforming.com
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Compan Street/Street Number Postal Code Ci
Snapjaw Games Dieselstrasse 7 50259 Pulheim
Socialspiel Entertainment Schmalzhofgasse 26 | Top 1 A-1070 Wien
SOLID WHITE design digital media ManchhaldenstraRe 27A 10191 Stuttgart
Solimedia Productions Kramerbriicke 19 99084 Erfurt
Sparrow Games WegenerstraRe 1 13088 Berlin
Springwald Software Alter Eistreff 36 44789 Bochum
Sproing Interactive Media =™ Fernkorngasse 10 A-1100 Wien
stillalive studios Rosengasse 1 A-6020 Innsbruck
Stratosphere Games Gormannstrafe 14 1019 Berlin
Studio Fizhin Hoferstrafe 20 71636 Ludwigsburg
Sunlight Games Im Klapperhof 7-23 50670 Kéiln
symbICrowd Cockerillstrafe 100 52222 Stolberg
Team Vienna Games KornstraRe 7a A-4060 Leonding
TG Nord Erna-Blencke-Weg 6 30559 Hannover
the Good Evil Gilbachstrafe 22 50672 Kaln

Thera Bytes UG Tielstattstrafbe 10a 81379 Miinchen
Thoughtfish GmbH Friedbergstrafe 9 14057 Berlin
Travian Games Wilhelm-Wagenfeld-Strafe 22 80807 Miinchen
unikat media Eckdrift 41 19061 Schwerin
upjers Hafenstrafte 13 96052 Bamberg
V-Play Kolonitzgasse 9/11-14 A-1030 Wien
Wolpertinger Games KarlstraRe 68 80335 Miinchen
wooga Saarbriicker Strafte 38 10405 Berlin
Xendex Goldschlagstrafe 172 | Stiege 4 / Unit 5 A-1140 Wien
XYRALITY Friedensallee 290 22163 Hamburg
YAGER Development [T Pfuelstrafbe 5 10997 Berlin
YEPS! GmbH Methweg 22 50823 Kaln
zeitland media & games Mathildenstrafte 10/1 71638 Ludwigsburg
I-Software Lindemannstrasse 81 44137 Dortmund
Caspar Siebel Theresienhihe 1 80339 Miinchen
Christian Kiichmeister (30 Artist | Game Design) Lauensteinstrafbe 9 22301 Hamburg
Eric Jannot (Game Design, Game Writing) Sonnenallee 70 12045 Berlin
Filippo Beck Peccoz Amalienstrafie 77 80799 Miinchen
Jochen Hamma (Producing) Wehinger Weg 9 78583 Boettingen
Jiirg Beilschmidt (Game Design) Berliner Ring 20 21406 Melbeck
Kim Lange (Full Service Agency) Landwehr 192 46045 Oberhausen
Marco Sowa (Producing, Development) Postfach 420566 50899 Kéiln
Martin Linnartz (3D Artist, Game Developer) Achenbachstrafte 19 40237 Diisseldorf
Martin Nerurkar (Game Design) Durlacher Allee 53 16131 Karlsruhe
Nico Nowarra (Storytelling) Friedbergstrafe 9 14057 Berlin
Niels Bauer Games (Game Design) Sickingenstrafe 37 9117 Freiburg
Pinky Pills (2D-Grafik, Game Design, Concept) Swindonstrafe 162 38226 Salzgitter
Sebastian Zimmermann (3D Character Creation)

Thomas Obermaier (Programmierung) Kapellenstrafbe 1 86869 Gutenberg
Wolfgang Walk (Full Scale Producing) Karl-Leopold-Strafe 6 76229 Karlsruhe

0170/ 3815144
0721/ 48399963

wolfgang.walk@t-online.de

PUBLISHING/DISTRIBUTION

505 Games Brunnfeld 2-6 93133
Activision Blizzard Deutschland Fraunhoferstrafe 7 85737
ad2games ™™ Rosenstrafe 17m 10178
Aeria Games Europe Schlesische StraRe 27, Aufgang C 10997
Aerosoft Lindberghring 12 33142
ak tronic Software & Services Am Steinkreuz 65 48369
Application Systems Heidelberg Eckenerstrafe 5 69121
AppLift Rosentrafe 17 10178
astragon Software "™ Limitenstrasse 64-78 41236
Bandai Namco Entertainment Germany Carl-Benz-Strafbe 21 60386
bhv Publishing Langenhecke 17 53902
Bigpoint Drehbahn 47-48 20354
hitComposer Interactive Mergenthalerallee 77 65760
Capcom Entertainment Germany GmbH Borselstrafe 20 22765
Covus Crobo Schwedter Strafbe 263 1019
Crimson Cow Valvo Park - Haus 5, Tarpen 40 2419
Crytek ™™ Griineburgweg 16-18 60322
Daedalic Entertainment 2 Papenreye 51 20453
Deck13 Interactive Gutleutstrafbe 82 60329
dreamfab Domplatz 3 93047
Electronic Arts Im Zollhafen 15-17 50678
European Games Group Wiener Platz 7 81667
EuroVideo Medien Bavariafilmplatz 7 | Gebéude 33 82031
flashpoint Tarpen 40 2209
62A.COM Limited =™ 36/F, Tower Two, Times Square, 1 Matheson Street
GameDuell Taubenstrafte 24-25 1om7
Gameforge [ Albert-Nestler-Strafbe 8 76131
GameTwist Wiedner Hauptstrasse 94 A-1050
GamesInFlames Karlstrafie 68 80335
gamigo =™ Behringstrafte 16b 22765
Halycon Media An der Autobahn 24 23858
Headup Games Nordstrafe 102 52353
HitFox Group Rosa-Luxemburg-Strafbe 2 10178
IME - Interactive Media & Entertainment GmbH Lerchenstrafte 28a 221671
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Burglengenfeld
Ismaning

Berlin

Berlin

Biiren

Saerbeck
Heidelberg

Berlin
Ménchengladbach
Frankfurt am Main
Bad Miinstereifel
Hamburg
Eschborn
Hamburg

Berlin

Hamburg
Frankfurt am Main
Hamburg
Frankfurt am Main
Regenshurg

Kéln

Miinchen
Griinwald
Hamburg
Causeway Bay, Hong Kong
Berlin

Karlsruhe

Wien

Miinchen
Hamburg

Reinfeld

Diiren

Berlin

Hamburg

09471/ 3088792
0899998170
030/ 319880224
030/ 340600666
02955/ 760310
02574 /9210
06221/ 300002
030/ 240886200
02166 / 146450
069 / 24449100
02131/765200
040/ 8814130
06196/ 7733810
040/ 6965620

040 / 59355237
069 / 21977660
040/ 43261210
069/ 71671660
0941/ 569591520
0221/ 975620
089/ 44449318
089 /96244442
040 /710060
dach@g2a.com
030/ 288768211
0721/ 3548080
+13 1494 | 5056
089 /210205715
040 / 4118850
04533 / 61090
02421/ 4868700
030/ 240888200
040 /28472903

support@505games.com
info@activision.de
info@ad2games.com
info@aeriagames.com
info@aerosoft.de
info@aktronic.de
kontakt@application-systems.de
info@applift.com
info@astragon.de
de.info@bandainamcoent.eu
info@bhv.de
info@bigpoint.net
info@hit-composer.com
info@capcomeuro.de
info@crobo.com
info@crimsoncow.de
cryengine@crytek.com
info@daedalic.de
info@deck13.com

contact@gamesgroup.eu
info@eurovideo.de
info@flashpoint.de

impressum@gameduell.de
info@gameforge.de
3rdparty@gametwist.com
info@gamesinflames.com
info@gamigo.com
infomail@halycon.de
info@headupgames.com
info@hitfoxgroup.com



E-mail

info@innogames.de
info@kalypsomedia.com
office@kochmedia.de
support@konami.de
support-de@mecgame.com
contact@mediatest-digital.com
kunden@microsoft.com
info@mixtvision.de
info@morphicon.com
info@nbg-online.de
info@nintendo.de
info@playa-games.com
tellme@ravenshurger-digital.com
mail@reality-twist.com
info@fettspielen.de
kontakt@s-a-d.de
info@seru.de
info@simplaex.com
scee_presscentre@scee.net

info@take2.de

mail@tivola.de
info@topware.de
mail@traviangames.com
info@ubisoft.de
info@usm.de
mail@upjers.com
kontakt@yeps.de
kontakt.de@zenimax.com

info@biu-online.de
info@biu-online.de
filmfoerderung@fff-bayern.de
info@filmstiftung.de
info@game-bundesverband.de
info@gamearea-frm.de
info@gamecity-hamburg.de
info@frankfurt-business.net
games.net@medianet-bb.de
info@muelheim-business.de
info@hessen-it.de
info@leipzigesports.de
info@medienboard.de
info@mfg.de
info@mdm-online.de
info@nordmedia.de
office@ovus.at
kontakt@stiftung-digitale-spielekultur.de
kontakt@usk.de
info@werkImuenchen.de

info@acagamics.de
berlin@btk-fh.de
info@colognegamelab.de
info@designschule.de
info@designschule.de
info@ec-europa-campus.com
info@ec-europa-campus.com
info@ec-europa-campus.com
info@fh-ooe.at
info@technikum-wien.at
press@fh-salzburg.ac.at
info@games-academy.de
info@games-academy.de
info@gph.de

info@hs-harz.de
dackermann@hs-harz.de
kontakt@hs-mittweida.de
sek@informatik.hochschule-trier.de

info.b@macromedia.de
info.kh@macromedia.de
akademie.koeln@macromedia.de
info.muc.akademie@macromedia.de
bildungsberatungstuttgart@macromedia.de
info@media-hs.de
info-ber@mediadesign.de
info-dus@mediadesign.de

Compan Street/Street Number Postal Code Ci Phone number
InnoGames Friesenstrafie 13 20097 Hamburg 040 / 78893350
Kalypso Media Group =% Wilhelm-Leuschner-Strafe 11-13 67547 Worms 06241/ 5061900
Koch Media Lochhamer Strafbe 9 82152 Planegg/Miinchen 089 / 242450
Konami Berner Strafbe 103-105 60437 Frankfurt am Main 069 /9855730
McGame.com Mansfelder Strafbe 56 06108 Halle (Saale) 0345 51646001
medialest digital Goseriede 4 30159 Hannover 0511/ 35399422
Microsoft Walter-Gropius-Strafbe 5 80807 Miinchen 089 / 31764900
mixtvision Digital Leopoldstrafe 25 80802 Miinchen 089/ 383770920
morphicon media AG Lindwurmstrafoe 88 80337 Miinchen 089 / 452354610
Brunnfeld 2-6 93133 Burglengenfeld 09471/ 70170
Nintendo of Europe HerriotstraRe 4 60528 Frankfurt am Main 06026 / 9500
Playa Games Alstertor 9 20095 Hamburg 040/ 33313375
Ravenshurger Digital Kaflerstrafe 8 81241 Miinchen 08912228180
Reality Twist Franz-Joseph-Strae 11 80801 Miinchen 089/ 380129500
Rumble Media KriegsstraRe 5 16131 Karlsruhe 0721/ 2018020
SAD. Leibnizstrafe 5 89231 Neu-Ulm 0731/ 8803300
SERU Industriestrafbe 8 24589 Nortorf 04392 / 84900
Simplaex Klosterstrafbe 62 10179 Berlin
Sony Computer Entertainment Frankfurter Strafbe 190a 63263 Neu-Isenburg 06102/ 4330
Square Enix Domstrafe 17 20095 Hamburg 040/ 30633400
Take-Two Interactive Ganghoferstrafie 70 80339 Miinchen 089278220
THQ Nordic LandstraRer Hauptstrae 1/Top 23 A-1030 Wien +43 /720 518790
Tivola Publishing ™™ (QeverseestraRe 10-12 22769 Hamburg 040/7070063
TopWare Interactive RittnertstraRe 36 16221 Karlsruhe 0721/ 9151010
Travian Games Wilhelm-Wagenfeld-Strafbe 22 80807 Miinchen 089/ 3249150
Ubisoft [ET8 Adlerstrafe 74 A021 Diisseldorf 0211/ 338000
United Soft Media Verlag Thomas-Wimmer-Ring 11 80539 Miinchen 089 / 29088175
upjers Hafenstrafe 13 96052 Bamberg 0951/ 510908100
YEPS! GmbH Methweg 22 50823 Kaln 0221/ 30191824
ZeniMax Germany Schillerstrafbe 15/17 60313 Frankfurt am Main 069 /450924500
BIU ™2 Charlottenstrafbe 62 10179 Berlin 030/ 24087790
BIU.Dev/BIU.Net [E™® Charlottenstrafbe 62 om7 Berlin 030/ 24087790
FilmFernsehFonds Bayern %™ SonnenstraRe 21 80331 Miinchen 089/ 5446020
Film- und Medienstiftung NRW Kaistrasse 14 4021 Diisseldorf 0211/ 9305000
G.AM.E. Franzdsische StraRe 48 017 Berlin 030/ 346550980
gamearea-FRM e.V. Gutleutstrafe 82 60329 Frankfurt am Main 069/ 71671660
gamecity:Hamburg E™® Im GauRhof, GauRstraRe 136 22765 Hamburg 040/ 80004630
GAMEplaces Hanauer Landstrafe 126-128 60314 Frankfurt am Main 069 /21236209
games.net berlinbrandenburg ™™ Ackerstrafte 3A 10115 Berlin 030/ 24628570
Games Factory Ruhr WiesenstraRe 35 45473 Miilheim an der Ruhr 0208/ 484848
Hessen-IT Konradinerallee 9 65189 Wieshaden 0611/ 950178600
Leipzig eSports e.V. Postfach 301507 04257 Leipzig 015754 359223
medienboard berlin-brandenburg August-Bebel-Strafe 26-53 14482 Potsdam-Babelsberg 0331/743810
MFG Medien- und Filmgesellschaft Baden-Wilrttemberg Breitscheidstrafe 4 10174 Stuttgart 0711/ 90715300
Mitteldeutsche Medienférderung ™= Hainstrae 17-19 04109 Leipzig 0341/ 269870
nordmedia ™™™ ExpoPlazal 30039 Hannover 0511/ 1234560
fvus Mauerbachstrafte 160 A-1140 Wien +43 /1810 / 328912
Stiftung Digitale Spielkultur Torstrafbe 6 10119 Berlin 03029049290
USK = TorstraRe 6 1019 Berlin 030/ 24088660
WERK1 Miinchen ™™™ Grafinger Strafte 6 81671 Miinchen 089 /99529922
eoCATON
Acagamics e.V. Otto-von-Guericke-Universitat 39106 Magdeburg
BTK - Hochschule fiir Gestaltung Dessauer Strafte 3-5 10963 Berlin 030/ 338539500
Cologne Game Lab | TH Kaln SchanzenstraRe 28 51063 Kéiln
Designschule Leipzig Nordstrafe 3-15 04105 Leipzig 0341/ 35540841
Designschule Schwerin BergstraRe 38 19055 Schwerin 0385/ 5559775
Europa Campus Frankfurt/Main Lyoner Strafbe 34 60528 Frankfurt am Main 069 / 66056680
Europa Campus Karlsruhe Bliicherstrafte 20 16185 Karlsruhe 0721/ 8600390
Europa Campus Mannheim Janderstrafe 1 68199 Mannheim 0621/ 8425660
FH 00 Studienbetriebs GmbH Franz-Fritsch-Str. 11/Top 3 A-4600 Wels +43 /508 / 0410
FH Technikum Wien Mariahilfer Strafe 37-39 A-1060 Wien +43 1/ 588390
FH Salzburg Urstein Siid 1 A-5412 Puch/Salzburg +43 /50 22110
Games Academy Berlin [E™™® Rungestrasse 20 10179 Berlin 030/ 29779120
Games Academy Frankfurt ™™ Hanauer LandstraRe 146 60314 Frankfurt 069 / 42696460
Gesellschaft fiir Personalentwicklung und Bildung Beuthstrafe 7-8 10m7 Berlin 030 /9339480
Hochschule der Medien Nobelstrafte 10 70569 Stuttgart 0711/ 892310
Hochschule Harz - Standort Halberstadt Domplatz 16 38820 Halberstadt 03943 | 659400
Hochschule Harz - Standort Wernigerode Friedrichstrasse 57-59 38855 Wernigerode 03943 | 659100
Hochschule Mittweida (FH) Technikumplatz 17 09648 Mittweida 03727580
Hochschule Trier Schneidershof 54293 Trier 0651/ 8103345
HTW Berlin Treskowallee 8 10318 Berlin 03050190
Macromedia Akademie Berlin M33 Hafe, Mehringdamm 33 10961 Berlin 030/ 20215120
Macromedia Akademie Hamburg Gertrudenstrafie 3 20095 Hamburg 040/ 30030890
Macromedia Akademie Koln Briiderstrafe 17 50667 Kéiln 0221/ 3108223
Macromedia Akademie Miinchen Sandstrafe 9 80335 Miinchen 089/ 5441510
Macromedia Akademie Stuttgart Naststrafbe 11 10376 Stuttgart 0711/ 2807380
mAHS, media Akademie - Hochschule Stuttgart Tiibinger Strafbe 12-16 10178 Stuttgart 0711/ 925430
Mediadesign Hochschule Berlin [E™™® Franklinstrafbe 26-29 10587 Berlin 030/ 3992660
Mediadesign Hochschule Diisseldorf ™™ Werdener Strafte 4 40227 Diisseldorf 0211/1793930
Mediadesign Hochschule Miinchen &2 Claudius-Keller-Strafte 7 81669 Miinchen 089 / 4506050

info-muc@mediadesign.de
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Compan

S4G School for Games

SAE Institute Berlin

SAE Institute Bochum

SAE Institute Frankfurt

SAE Institute Hamburg

SAE Institute Kdln

SAE Institute Leipzig

SAE Institute Miinchen

SAE Institute Stuttgart

SRH Hochschule fiir Kommunikation und Design
SRH Hochschule Heidelberg
Ziircher Universitiit der Kiinste

Street/Street Number
Gubener Strafe 47
Cuvryspeicher, Cuvrystrafbe 4
Springerplatz 1

Homburger LandstraRe 182
Feldstrafe 66

Medienzentr. Ost, Carlswerkstr. 11c
Dittrichring 10
Bayerwaldstrafe 43
Stuttgarter Strafte 23
Prinzenstrafe 84.1
Ludwig-Guttmann-Strafbe 6
Pfingstweidstrasse 96

E-mail

info@schooldgames.net
berlin@sae.edu
bochum@sae.edu
frankfurt@sae.edu
hamburg@sae.edu
koeln@sae.edu

leipzig@sae.edu
muenchen@sae.edu
stuttgart@sae.edu
info@design-akademie-berlin.de
Daniel. Goerlich@Hochschule-Heidelberg.de
hs.admin@zhdk.ch

BUSINESS SERVICE

4-REAL INTERMEDIA (Lokalisation)
adjust

Anakan (Lokalisation)

Aruba Events

arvato Bertelsmann

Beiten Burkhardt Rechtsanwaltsgesellschaft mbH
Brehm & v. Moers

Die Hobrechts (Game Thinking)
Buschbaum Media & PR

Clans.de (Network)

Computec Media GmbH

Conflutainment (Consulting)
CULTURETRANSLATE

DELASOCIAL Berlin

DELASOCIAL Hamburg

Digital River

Effective Media

Frankfurter Buchmesse

Freaks 4U Gaming

Friedmann Kommunikation

Géirtner PR

gameshusiness.de

gamescom

Games Foundation

Games Quality

Gamify Now!

GAMINSIDE

Ganz & Stock (Personnel Consulting)
GDC - Game Developers Conference
Globaloc

GRAEF Rechtsanwalte Berlin

GRAEF Rechtsanwélte Hamburg
HoneyTracks (Game Analytics)

IEM Consulting (Business Development, Finanzierung)
IHDE & Partner (Rechtsheratung)
INPROMO

iVentureGroup

LaterPay (Zahlungsdienstleister)
L0V00

Making Games

Marchsreiter Communications (PR)
Medienachse (Full-Service, Businessplanung)
M.LT. - Media Info Transfer
MOTHERSHIP - free2play Agency GmbH
MOTION AREA

Oshorne Clarke (Anwaltskanzlei)
Partnertrans (Lokalisation)
paysafecard.com Deutschland

Phénix Noir Productions | Patrick Nevian
Pixel Vienna | G Computergrafik

Poppe Rechtsanwilte (Rechtsberatung)
Quinke Networks (PR, Marketing)
Rechtsanwalt Marian Hartel

remote control productions (Producing)
ROESSLER PR (Marketing, PR, Consulting)
S&H Entertainment Localization (Lokalisation)
Schulte Riesenkampff (Rechtsheratung)
Selected Minds (Personalberatung)
Serious Games Conference

Sputnic Consulting

swordfish PR (PR, Marketing)
TigerTeam Productions

Turtle Entertainment (eSport)

Two Pi Team

Visibility Communications (PR, Text)
wazal

Webedia Gaming

Ludwigstrafe 32
Saarbriicker Strasse 38a
Pfuelstrafbe 5
™= Marsiliusstr. 36

Carl-Bertelsmann-Strafbe 270
Westhafen Tower, Westhafenplatz 1
Anna-Louisa-Karsch-Strafe 2
Weigandufer 45
Emanuel-Leutze Strafbe 21
Pinnasherg 47

ET% Dr.-Mack-Str. 83
Rodenberg StraRe 9
Niederurseler Allee 8-10
Chauseestr. 49
Christoph-Probst-Weg 31
Scheidtweilerstrasse 4
Jung-Stilling-Strafe 61
Braubachstrafe 16

™% An der Spreeschanze 10
Schanzenstrafe 36
Miihlenstrafbe 10

= Dr.-Mack-Str. 83

™2 Messeplatz 1
Lessingplatz 1
Zum Wasserwerk 15
Karlstrafe 68
MariahilferstraRe 93/2/20
Kappellenweg 11a

[E™® 303 Second Street, Suite 900, South Tower
Revaler Strafte 100
Einstein Palais, Friedrichstrafbe 171
Jungfrauenthal 8
Grafinger Strafe 6
Jaegerstrafie 12E
Schoenhauser Allee 10-11
Grofe Elbstrafbe 160
Wendenstrafbe 21b
Sonnenstrae 23
Prager Strafe 10

"% Dr.-Mack-Str. 83
Guldeinstrafe 41a
St.-Paul-Strafbe 9
Holstenwall 10

™™ Oskar-Jager-Strafe 173
Sommerstrafbe 3
Innere Kanalstrafe 15
Neuer Zollhof 3
RoRstrafbe 92
Postfach 110136
Favoritenstrafie 9/186
Riibekamp 14-16
Bei den Miihren 70
Kantstrafe 98
Karlstrafe 68
Walter-Leiske-Strafbe 2
Weidenstrafe 10a
An der Hauptwache 7
Walther-Rathenau-Strafte 16
Expo Plaza1
Kolde Pst 76-76
Hahshurgerplatz 2
Am Katzengraben 37
Siegburger Strafte 189
Otto-Hahn-StraRe 8
Wichertstrafte 16/17
Borsigstrafbe 9

=™ RidlerstraRe 55

{

Postal Code Ci Phone number
10243 Berlin 030/ 96595244
10997 Berlin 030/22066210
44793 Bochum 0234 /93451310
60435 Frankfurt am Main 069 /543262
20359 Hamburg 040/ 23688080
51063 Kaln 0221/ 9541220
04109 Leipzig 0341/ 3085160
81737 Miinchen 089/ 5506860
70469 Stuttgart 0711/ 81473690
10969 Berlin 030/ 6165480
69123 Heidelberg 06221/ 882790
CH-8031 Ziirich +41/ 43 | 4464646
63067 Offenbach 069 /8090880
10405 Berlin 030 /91460083
10997 Berlin 030 /531420450
50937 Kaln 0221/ 96026057
3331 Giltersloh 05241/ 5276000
60327 Frankfurt 069 /7560950
10178 Berlin 030 / 2693950
12059 Berlin 030/62901232
40547 Diisseldorf 0211/ 5988140
20359 Hamburg 04078800990
90762 Fiirth 0911/ 2872100
10439 Berlin 0171/ 6486720
65760 Eschborn 06196 / 9549355
10115 Berlin 030/ 35510180
20251 Hamburg 040/ 87979890
50933 Kaln 0221/ 310 88614
44867 Bochum 02327/ 22310
60311 Frankfurt am Main 069 /21020
13599 Berlin 030/ 41719113
51063 Kaln 0221/ 45580210
85567 Grafing bei Miinchen 08092 / 3379980
90762 Fiirth 0911/ 2872360
50679 Kaln 0221/ 8210
24116 Kiel

16537 Erkner 03362 / 885688
80335 Miinchen 089 210205715
A-1060 Wien +43 | 0676 | 5379776
63654 Biidingen

CA-94107 San Francisco +1/ 415/ 9476000
10245 Berlin 030/ 46995338
10m7 Berlin 030 / 9203830776
20149 Hamburg 040/ 80600090
81671 Miinchen 089 /28723995
63322 Roedermark 0172 | 5856780
1019 Berlin 030/ 403680000
21671 Hamburg 040/ 23881771
20097 Hamburg 040/ 8081250
80331 Miinchen 089/ 416137310
01069 Dresden 0351/ 41889939
90762 Fiirth 0911/ 2872100
80339 Miinchen 089/ 51919942
80336 Miinchen 089/ 53297965
20355 Hamburg 040/ 30066890
50825 Kaln 0221/ 95437305
65197 Wiesbaden 0611/ 56597577
50823 Kaln 0221/ 51084000
4020 Diisseldorf 0211/ 22059150
40476 Diisseldorf

46121 Oberhausen 0208 / 3042216
A-1040 Wien +13 /1/5880118698
25421 Pinneberg 04101/ 5600
20457 Hamburg 040/ 43093949
10627 Berlin 030319984920
80335 Miinchen 08921020570
60320 Frankfurt am Main 069 / 514461
82110 Germering 089/ 80076290
60313 Frankfurt am Main 069 /900266
64521 GroR-Gerau 06152 / 1871830
30539 Hannover 0511/ 1234560
EST-10321  Tallinn

80801 Miinchen 089/ 96160840
63546 Hammersbach 0152 /5173 0000
50679 Kaln 0221/ 8804490
40721 Hilden 02103 / 9295550
10439 Berlin 030/ 44714527
10115 Berlin 0178 / 5223697
80339 Miinchen 089/ 244136600

info@4-real.com

contact@anakan.de
info@aruba-events.de
info@arvato.de
bblaw-frankfurt@bblaw.com
berlin@bvm-law.de
info@diehobrechts.de
presse@buschbaum-media.com
info@clans.de
info@computec.de
arg@conflutainment.com
info@culturetranslate.com
contact@delasocial.com
contact@delasocial.com
sales@digitalriver.com
info@effective-media.de
servicecenter@book-fair.com
info@freaksdu.de
support(at)fr-k.de
info@gaertner-pr.de
gameshusiness-red@computec.de
info@koelnmesse.de
info@gamesfoundation.com
info@games-quality.com
info@gamify-now.de
office@gaminside.com
info@ganz-stock.de
info@gdceurope.com
info@globaloc.de
berlin@graef.eu
hamburg@graef.eu
info@honeytracks.com
info@iem-consulting.com
info@ihde.de
kontakt@inpromo.de
info@iventuregroup.com
info@laterpay.net
contact@lovoo.net
info@makinggames.de
dm@marchsreiter.com
info@medienachse.de
info@mediainfotransfer.de
contact@mothership.de
info@motionarea.de
info@oshorneclarke.de
info@partnertrans.com
info@paysafecard.com
info@phenix-noir.de
info@pixelvienna.com
info@kanzlei-poppe.eu
mail@quinke.com
info@rahaertel.com
info@r-control.de
communicate@roesslerpr.de
stefan@shentloc.com
schulte@schulte-lawyers.de
info@selected-minds.de
sgc@nordmedia.de
media@sputnic-consulting.com
info@swordfish-pr.de
info@tigerteam-productions.com
info@turtle-entertainment.de
info@two-pi-team.de
hi@visi.bi
contact@wazagames.com
info@gamestar.de



Company

Ahmet Iscitiirk

Anja Weiligmann

Anne-Petra Lellwitz (Marktforschung)
Christiane Gehrke

Elisabetta Corapi

Falko Loffler (Autor)

Kerstin Fricke

Prof. Dr. Malte Behrmann

Marc Huppke (Projektmanagement)
Marc Oberhéuser (Consulting)
Stefan Kahler (Lektor | Autor)

Street/Street Number

Postal Code City

FREELANCER BUSINESS SERVICE

Phone number

texte@me.com
kontakt@spielworte.de
info@apl-mafo.de
cg@tom-putzki-consulting.com
info@corapi-translations.com
mail@falkoloeffler.de
info@kf-uebersetzungen.de
mb@malte-behrmann.de
marc@make-projects.com
marc.oberhauser@freelancer-games.com
stefanclemenskoehler@web.de

TECHNICAL SERVICE

Akamai Technologies
Augenpulver (Grafik)

Augmented Minds, Ambrus & Lonau GbR
BiteTheBytes (Middleware)
B.TON Medien (Audio, Musik)
Chromatrix (Mobile Gaming)
Codecult (3D-Engine)
ContenTainer (Leveldesign)
Creature Factory

Crytek (3D-Engine)

DICO Deutschland

Doublesmith (Art/Animation)
Dutyfarm

Dynamedion (Sounddesign)
eurosimtec

Exit Games (Network Engine)

Eye Rock Media (Design, Animation)
fadeout (Audio Design)

Games Quality

Glare Productions (Grafik)

Goal Games
GreenMamba-Studios (Animation)
Hans HiScore (Audio)

Havok

Intulo (3D, Animation)

Keuthen

Konsole Labs

Lingoona (Lokalisations-Middleware)
Living Liquid Software
metricminds (Grafik)

MobileBits (Mobile Engine)

morro images (Grafik)

Nevigo (Tools & Middleware)
Periscope Studio (Audio)
Phenomatics (VR, simulations)
PiXABLE STUDIOS

Polyce (Grafik)

Polygonfabrik (Grafik)

Project-C (HYDRA)

Rabcat Computer Graphics (Grafik)
Razer (Hardware)

Spinor (3D-Engine)

The Light Works (Grafik)
ToBringAlive (Animation, Design)
TON & SPOT audiodesign (Sound)
Toygardens Media (Grafik, Video)
Virgin Lands (Grafik, Cinematics)
Z-Ground lllustration (Grafik)

sy

sy

contact-germany@akamai.com
info@augenpulver-design.de
info@augmented-minds.com
support@hitethebytes.com
mix@bton.de
info@chromatrix.com
info@codecult.com
info@contentainer.de
info@creature-factory.com
cryengine@crytek.com
info@dicou.com
mail@doublesmith.com
info@dutyfarm.com
info@dynamedion.com
info@eurosimtec.de
business@exitgames.com
contact@eyerock.de
info@fadeout.ch
info@games-quality.com
contact@glare-productions.com
info@goal-games.de
carsten@greenmamba-studios.de
info@hanshiscore.com
info@havok.com
info@intulo.de
info@keuthen.net
info@konsole-labs.com
info@lingoona.com
info@livingliquid.com
info@metricminds.com
info@mobilebits.de
info@morroimages.com
info@nevigo.com
info@periscopestudio.de
office@phenomatics.com
info@mastersolution.ag
info@polyce.de
kontakt@polygonfabrik.de
kontakt@project-c.eu
mail@rabcat.com

spinor@spinor.com
info@thelightworks.com
angerbauer@tobringalive.com
post@ton-und-spot.de
info@toygardens.com
info@virgin-lands.com
jz@z-ground.com

FREELANCER TECHNICAL SERVICE

Alexander N. Ostermann (Animator)
Andreas Adler (Audio)

Arne Lanzelot Meier (Environment Artist)
Calined (Audio)

Daniel Pharos (Audio)

Johan Weigel (Music)

Max Schulz (Artist)

Olaf Bartsch (Sounddesign)

Sabrina Heuer (Audio Production)
Sound4? | Lukas Hasitschka

Help us!

Is there anything wrong in this index or are you

missing a company? Write us:

info@makinggames.de, Subject: Company Index

Kernstrafe 37 90429 Niirnberg 0911/ 27472885
Kirchbrede 1 48291 Telgte 02504 | 7399601
Fichtestrasse 65 63303 Dreieich 0160/ 2014364
Friedrich-Wilhelm-Strafte 15 12103 Berlin 03072010080
0176 / 99763431
Lindenstrafbe 8a 36305 IIbeshausen 06643 / 918577
Wissmannstrafbe 9 12049 Berlin 030/ 20059246
Ganghoferstrafe 4 12163 Berlin 030/ 65214472
Frankfurter StraRe 5 64521 Gross-Gerau 06152 / 9614432
Berzbuirer Strasse 98 52355 Diiren 02421/ 51547
Am Salgenteich 34 38259 Salzgitter 0176 | 22512273
Parkring 20-22 85748 Garching 089 /94006308
Dotzheimerstrae 164, 4.06 65197 Wieshaden 0611/ 94574340
Koniginstr. 9 80539 Miinchen 089 /909002233
Mainzer StraRe 9 36039 Fulda 0661/ 90010676
Maisinger Weg 24a 82319 Starnberg 08151/ 9713582
Kalkofenstrafbe 2 m Bodelshausen 07471/ 740828
Kemnastrafe 21a 44866 Bochum 02327 35474
EichelkopfstraRe 17 63584 Griindau 06058 / 9178150
Weberstrafbe 51 28203 Bremen 0421/ 84736895
Griineburgweg 16-18 60322 Frankfurt am Main 069/ 21977660
Freiburger Strafe 5 5107 Kéiln 0221/ 20430504
Wiener Strafe 20, Haus 4 A-3100 St. Péilten +43 | 699 [ 19447880
Oranienstrafie 6 10997 Berlin 030/ 30368430
Késtrich 6 55116 Mainz 06131/ 5847895
Miindelheimer Weg 37 40472 Diisseldorf 0211/ 3018560
HongkongstraRe 7 20457 Hamburg 040/ 4135960
Riisterweg 10 46147 Oberhausen 0208 / 74127515
Gilterstrafte 187 CH-4053 Basel 01/ 61/ 51171
Zum Wasserwerk 15 15031 Erkner 03362 / 885688
Herner Strafie 67 45699 Herten 02366 / 9502120
Lindenstrafie 24 29223 Celle
AMoysstrafe 7 48249 Diilmen 02594 7928217
Kohlbrandstrafe 20 60385 Frankfurt
Arbachtalstrafe 6 72800 Eningen 0712 /1986993
Lindholz 89 31139 Hildesheim 05121/ 2944022
Justus-Liebig-StraRe 3¢ 55129 Mainz 06131/ 880890
Gritznerstrafte 42 12163 Berlin 030/ 23634838
Hildastrafbe 38 68723 Plankstadt 06202 / 4095030
Langer Weg 15/1 A-6020 Innsbruck +43 0512263535
Riisselsheimer StraRe 22 60326 Frankfurt am Main 069/ 7593380
Buchholzer Strafbe 24e 30629 Hannover
August-Bebel-Strafe 27 14482 Potsdam 0331/97996610
FeldstraRe 26a 44867 Bochum 02327/96021M
Holstenkamp 46a 22525 Hamburg 040 / 89726590
Am Schigsslberg 8 A-4060 Leonding
Buchenstrafe 16b 01097 Dresden 0351/ 56341360
Max-Beer-Strafbe 5 10m9 Berlin 01775016930
Criisemannallee 69 28213 Bremen 0421/ 22293882
Dorfstrafe 50 29336 Nienhagen 05144 | 6988871
Fernkorngasse 102 A-1100 Wien +43 /15231425
Winterhuder Weg 82 22085 Hamburg 040 / 419299300
Agnes-Pockels-Bogen 1 80992 Miinchen 089 / 54043980
Otto-Hahn-StraRe 7 50997 Kaln 02236 | 967322
Heeremansweg 57 48161 Minster 0251/ 3944778
ImmanuelkirchstraRe 15 10405 Berlin 03092129721
VoRstrafe 12 30161 Hannover 0511/ 33659800
Gneisenaustrafe 10/11 97074 Wiirzburg 0931/ 8049000
Hegelstrafe 27 55122 Mainz 06131/ 5708701
Breite Strasse 45 14199 Berlin 0176 / 10365759
GroRe Barlinge 11 30 Hannover 0511/ 3889163
Koppelweg 15 22 Ritterhude 0176 / 32569816
Lange StraRe 22 58089 Hagen 01577 | 9508456
Rudolf-Diesel-Strafe 7a 83021 Haag 0179/ 5210100
Christburger Strafte 28 10405 Berlin 0176 | 41446494
Silltstrafbe 42 10408 Berlin 0170/ 7743432
Maienweg 108 22291 Hamburg 0163 / 8604004
Kulmgasse 38/8 A170 Wien +43 | 6641059157

WWW. makinggames.hiz

Searchable online index: For every Key Player company
you can find the detailed company profile online.

nico@nico-ostermann.com
info@adler-audiopictures.de
meierdesigns@googlemail.com
business@calined.com
daniel@knightsofsoundtrack.com
johan@sonic-gallery.com
info@xocol.com
info@olafbartsch.com
sabrina@froschtatze.de
lukas@sound42.com

If not otherwise indicated all phone numbers and
addresses are German ones, therefore please be aware
that the national code for phone numbers is +49.
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A day in the life of...

PIRANHA BYTES

RocketBeans TV pays the Piranhas a visit to
bring a few of the characters to life.

Our artists create

a great atmosphere
inside and outside
the game.




The makers of Gothic and Risen have their offices in a detached house in the German town
of Essen. The team invited us to visit their sacred halls where the RPG experts are busily
working on their latest project: the sci-fi RPG Elex.

S
The level department. Random fact:
Every Wednesday they have bread rolls
with ground raw pork for lunch.

Quest mastermind |
Harry designs
fascinating quests
for the players.

Jennifer Pankratz is in charge of PR,
Story and Game Design. For her,

focus is everything. % »

on making sure %5
every location &
in ELEX looks _ y

spectacular.

e

: o L " . (dETILIEN cutscene specialist, |
Brainstorming for battles ) y mosphere is the basis of creates cineastic moments.
with the help of coffee. " good results and fun at work. C

g

still proudly Our Lt_ead Game Desine jiin
displayed in Pankratz is busy.
the hallway. —

Our Managing
Director Michael
»Magic« Riive at
’ work.
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PREVIEW

Ubisoft goes
eSports

While »Rainbow Six: Siege«, Ubisoft's first
genuine multiplayer title that's been esta-
blished in eSports, will soon be presented
with new content, the next PvP spectacle is
already lining up with the much awaited
»For Honor«. We take a look at the creation
of both titles, talk with the developers about
obstacles and an educational exchange

of experiences, and we also chat with pro
gamers about their experiences online and
during Ubisoft's eSports event in Montreal.

Further topics

Early Access Baest Practice

The team behind the indie RTS title »Subsiege«
grants fascinating insight into the final steps
before the start of the »Early Access« phase.

Social Media Case Study

Felix Janzen explains how InnoGames ana-
lyzes data on Facebook to draw maximum
benefits from advertising campaigns.

Post Mortem to Paperverse

On the search for an individual look, Thing
Trunk decided in favor of a papercraft style —
Maciej Biedrzycki explains why.
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® JOIN OUR CONFERENCES

e BECOME A SPONSOR
® BE A SPEAKER
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gathering of game developers SUMMIT
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MOGI

Group

International

Experience

80+ In-House Player Support Agents and

50+ Native Speaking In-House Translators dovetail

GAMES
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CREDITS HOME INTERACTIVE

40+ Languages Covered in
6 Offices across Europe

Talent /

_TILTING PRINT
40+ Million Words

Localized in 2015 games
h; NCSOFT" netmarble

Contact us today' www.mogi-translations.com
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