HERE TO HELP YOU

Contrary to appearances, making your
First game can be a difficult prospect.
There are more people involved than
you might first realise.

Here's a helpful guide with some
Advice to get things rolling.

STAGE
The best place to start is with a game
you have already played that captured
your attention; one with a compelling
mechanics, perhaps. Or narrative.
If there is a particular facet of your research
you want to reach wider audiences, think
about how it can be translated into or effectively communicated
through a set of pre-existing game mechanics.

Are you confronting players with tough decisions?
Maybe a piece of interactive fiction with branching narratives
would convey the irrevocability of their choices.

Are your research people-powered?
Consider examples like Foldit, an online
crowdsourcing puzzle game launched in 2008 by
the University of Washington. about protein folding;
or EteRNA, a game developed with support
from the Bill and Melinda Gates Foundation
and the United States' National Institutes of
Health which allows players to solve puzzles
related to the folding of ribonucleic acid (RNA).
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This is the version of the game you ﬁrst place in front of players.
It doesn't have to be beautiful; in fact, the more stripped back it is, the
clearer an idea of the core rules and game concepts players should have.

Whether you're making an analogue or digital game,
starting with pen and paper is always a good
starting point & will help all involved
comprehend the game in tangible terms.
If a team of you are working on the pen-and-paper prototype remotely,
Google Docs and Google Slides can be good to use for writing rules and
creating cards, respectively. Just be sure to number each iteration of the
game while testing so nobody gets lost.
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This is arguably the most crucial
step because it will tell you what
players ﬁnd most interesting about your game,
sometimes to your surprise.

With an educational game, the temptation may be to remain steadfast
in the face of criticism for fear of compromising your vision; however,
the truth is that game design is by necessity user focussed.

Without
players,
a game
has no
purpose.

There are any number of gaming clubs, within and without your academic
institution, where you can take your game and receive valuable feedback;

for instance, how players observably
behaved while playing your game,
whether the game was completed within
the time you expected, whether the pedagogical focus of the game had
any impact upon them or disrupted their enjoyment, even the order they
provide their feedback in. The latter should tacitly tell you what they
found most important.

The vital thing to remember here, however, is the
importance of playing with impartial players.
While introducing your game to your seminar students or a class of
school children might be the obvious options, playtesting the game in
an environment where the players feel socially compelled to play,
regardless of whether you are physically present or not, will often
deprive you of the most valuable information you can receive
abandonment rates.

When do your potential
players abandon your
game and go do literally
anything else?
At what point in playing
the game do they decide
to stop or get bored?
How can you rectify that?

These are especially pertinent concerns if you intend on commercialising
your game because nobody, from Kickstarter pledgers to publishers,
is going to invest money or time in a game that is unenjoyable.

STAGE
Do I have the right to develop a game
or do I own the Intellectual property (IP) ?
This question is very important to answer ﬁrst as an academic.
Intellectual property (IP) is important and who owns your ideas.

There are
a lot of
questions to
consider?

Q. Have you designed the game
alone or with others?

Q. What IP is there (e.g. copyrights,
design rights, trademarks)
Q. Do you or the University or
a funder or an external partner
owns the IP?
Q. Do you have the freedom to develop and commercialize your game,
which meansselling to for money to someone.

All these questions should be addresses by your IP team
within your organization.

https://www.gov.uk/intellectual-property-an-overview
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DECIDING BETWEEN

STAGE

Many established board game publishers especially
will be taking game submissions, and each has
their company speciﬁc guidelines.

In these instances, you can generally send over your materials and they
will decide if they want to publish it or not.

Be warned

If you're making your game from within your academic
institution, you will need to allow ample time beforehand for the
intellectual property to go through university bureaucracy.
This can cause a signiﬁcant delay and can deter publishers if you
contact them prematurely. Companies like these receive a steady
stream of submissions, and unless your game is especially compelling,
they will not wait.

Self-publishing is the other option;

However, it can also be quite diﬃcult.

For instance, you will need to source a graphic designer and an
illustrator to ensure your game has polish. While freelancers are not
hard to come by (ﬁverr.com & upwork.com are reputable candidates),
building a Kickstarter campaign and launching the game can be long
and intensive processes with
no guarantee of success.

Whichever you choose, know that both have
their foibles; although, the licencing route
(provided all is opportune) removes the concern you have when
managing manufacturing and shipping by yourself.

STAGE
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FOR YOUR GAME

Identifying the right funding mechanism for your game
can be daunting and arduous but if you know where to
look and you know how to make your game resonate
youhave already taken the ﬁrst step.
Sometimes your game is not suited to mass-market audiences,
but it does resonate with a particular niche. Here, Kickstarter
is your friend, albeit a demanding one. Success on the tform
requires a mix of professionalism and serendipity.

So whether your game is digital or analogue,
here are some tips on meeting your funding goals.

STAGE

6.1

Sometimes your game isn't suited to mass-market audiences, but
it does resonate with a particular niche. Here, crowdfunding is your
friend, albeit a demanding one.

KICKSTARTER
is a funding platform

for creative projects- movies, games, music, art- you name it.
Creators retain total control and responsibility over their projects
and set their funding goal and deadline. If the projects reaches its
funding goal, all backers are charged when the time expires. If
not, no one is charged. Funding on Kickstarter is all or nothing,
but since 2009, Kickstarter has enabled 20 million people to back
projects, $5.9 billion pledged and over 200,000 projects have been
funded. Yours could be next.

OR INDIEGOGO

Indiegogo is another leading
crowdfunding platform, but is also
the only full lifecycle platform. It provides
expert support and exclusive partnerships to boost your campaign,
but also additional support beyond your initial crowdfunding goal
as a bridge to market.

OR Go Fund Me’
GoFundMe’ community is over 50 million
strong and has raised over $3.5 billion. Their resource centre oﬀers
fundraising ideas and tips to help set you up for success, all
organised by cause.
Success on any of these platforms requires a mix of professionalism
and serendipity. Whether your game is digital or analogue, here are
some tips on meeting your funding goals.

MAKING YOUR GAME
Investing in what your game looks like is critical to securing your
funding. You'll need to ﬁgure out your niche and what about it is
distinct from the competition on and oﬀ Kickstarter.
Nobody will have played your game, so they'll be entirely reliant
on your photos and videos to convey exactly what your game is about,
how it plays, and to captivate them. You'll want to set an appropriate
tone with your scripting, lighting, and performances
to sell what you're oﬀering.

Don't be afraid to recruit a professional
photographer; it's a worthwhile investment.
Video editing needn't be expensive either - footage can be captured on
your smartphone and edited later in Adobe Premiere (from £19.97/mo.)
& freelance voice actors can be commissioned from sites like Fiverr.com
Just remember that the bulk of your Kickstarter traﬃc will be internal;
in other words, they won't ﬁnd your game through advertising, press
releases, or word of mouth. They'll likely discover it through related
searches on Kickstarter itself, so knowing how your game ﬁts into a
niche will really help.

A.

READY PROTOTYPE

Using sources like Cartamundi or Panda Games, make sure
to show backers what the game will look like.
Remember: people are taking a risk on your game, but will
be more conﬁdent knowing what they are investing in.

B.

AS INSIDERS
Telling the story behind your game (i.e., what point it
illustrates, what games inspired you) will help personalise
your campaign. On Kickstarter, people are buying into
a story as much as they are a product.

C. ABOUT WHEN YOU LAUNCH

Make sure not to launch your campaign
on a holiday when people are less likely
to see it. Similarly, rather than launch
on a Monday or Friday, start on a Tuesday
or Wednesday lunchtime and end on a Thursday early afternoon; that way, people will be less likely to forget your
campaign during the busy week start or rush for the weekend. Launching around payday will also help, as will ensuring your campaign does not overlap with another similar
project. Knowing where your game ﬁts is key in this respect,
so that backers are not forced to choose between campaigns.

STAGE

6.2

UNIVERSITIES

Universities often have internal pots of funding held by Technology
Transfer Oﬃces, which can help bridge the gap between research and
external investment. While initially used as a mechanism to advance
the readiness of novel technologies, increasingly these are being used
to support any help develop any viable
commercial or social proposition arising
out of research. Details will vary greatly
between institutions but will usually
fall under two categories:

1. IMPACT ACCELERATION ACCOUNTS
Are funds that have been devolved from Research Councils to Universities
to help develop the early stage impact of research. Often taking the
form of open competitions, these funds will oﬀer relatively small
amounts which can be used to develop a minimum viable product to
help external investment.

Check if your institution holds an IAA
on the relevant Council website or via
your technology transfer oﬃce.

2. TRANSLATIONAL FUNDING
Is the umbrella term for funding that bridges a gap between early
stage development of University research & its eventual commercialisation.
Some institutions may hold funds for speciﬁc purposes such as market
assessment, or oﬀer support in accessing funding from other sources.
Speak to your institution’s Technology Transfer Oﬃce about what
backing they can oﬀer. This funding is usually allocated through
open competition, and panels will be
viewing your application alongside many
others. Here are some tips to stand out:

HAVE CLEAR MILESTONES
AND A LONG TERM PLAN
Translational funding generally oﬀers smaller amounts than what
can be accessed through crowdfunding, and as a result applicants
will often present their project as a standalone activity.

It is important to remember that these funds are intended to
bridge a gap to further investment, and evidence of suﬃcient
planning & viable sustainability will
often be a key criteria.

Beyond a workplan for the project itself, include a draft plan which
sets out each stage of your proposed development all the way
through to market, even if the application will only cover 10% of
this. This will demonstrate to the panel that you are serious about
your game & can credibly push through the challenges to making
your game a success.

BE CLEAR ABOUT THE LINK TO YOUR RESEARCH
These funds are explicitly intended to take your research out of the
University and used by the people who need it, but the money itself is
generally provided by Research Councils as a means of maximising the
beneﬁts of what they have funded. Many funds will make it a
condition that you can provide a grant reference code.
A common pitfall is to focus too much on describing the fun and
exciting dynamics of your game, and the potential beneﬁts it can
bring to those who play it, and forgetting to explain the insights
that led to its creation. Use this as an opportunity to demonstrate
the unique selling point of your game.

STAGE

PHYSICAL GAMES

If you are going down the self-publishing route for physical
games, you will need to factor in manufacturing and shipping.
Having done that, you will need to contact a factory and notify them
about what pieces you need. They will then oﬀer you a quote for
how much each component will cost. They will also tell you how
many game copies you must order for them to produce it (usually
around 1,000 units). Some manufacturers for new designers to work
with include Panda Games (pandagm.com), Longpack, Gameland, and
Whatz Games. Panda Games have a quote builder on their site you
can use to better understand what materials you will want to use,
potentially to cut costs.

Cartamundi provide a comprehensive service running from
pre-production to fulﬁlment. With their Make My Game platform,
you can easily turn your unique game concept into a high-quality
personalised game prototype. Simply select your components,
upload your personalised art to the editor, place your order for
shipping, and showcase to publishers and distributors through
their secure online showroom.
You will want to create a professional-looking manufacture-ready
copy of your game if you want to build a Kickstarter campaign.
This will be representative of the ﬁnal product and give pledgers
a ﬁrm idea of what they are backing.
Once you have successfully backed your game, it is time to manufacture
it. By this time, you will have sent your chosen manufacturer and
be in close contact with them to ensure the smooth production and
consistency of your game.

Communication is key here, and James Mathe's blog on industry
parlance and technical terms is very useful in that regard

(http://www.jamesmathe.com/the-art-of-the-rfq/).
In discussions with factories, you will have to factor in minutiae
like GSM ('grams per square metre weight'; i.e., the thickness rating
or card and paper stock), pantone, chipboard, punchboard, grey-board,
saddle stitching, and 4/4C (four, full colour printing on both sides
of the paper).

Once production is complete,

it can take anywhere from six to eight weeks to freight your game
to a packaging warehouse (shipping costs will have to factored in,
too, when setting up your Kickstarter goals).
Whilst you can handle shipping yourself, it is easier to approach the
likes of Spiral Galaxy Games, Games Quest, or Esdevium Games in
the UK who can get better postage prices. Once again, James' blog
provides a useful list of UK distributors

(http://www.jamesmathe.com/hitchhiers-guide-to
-game-distributors/

STAGE

Here are some great sites where you can order
prototype components for your game:

Ivory.co.uk

Cambridgeshire-based specialists in playing
cards. Have an in-browser Playing Card Maker that allows you to
import images onto card templates to see what they look like
before getting a quote and ordering.

Printmygame.com Company based in a satellite

city of Delhi distributing worldwide. Specialise in producing printed
materials including, inter alia, custom game cards, gameboards, &
telescope boxes. Able to source plastic parts like dice, hourglasses,
playing pieces, counters and tokens, plastic stands, acrylic gems, etc.,
from appointed suppliers. Free shipping to Europe on large orders.

3dhubs.com Headquartered in Amsterdam with a

factory in the UK. Ideal for printing unique playing pieces, though
the quote will depend on their intricacy. Simply upload your CAD
(computer-aided design) ﬁle online to get an instant guaranteed
quote and automated DfM (design for manufacturability) feedback.

Inkedgaming.com US-based company specialising

in custom playmats, dice bags, gameboards, mat bags, etc. Upload
your image or download a template to edit on Photoshop and
Gimp 2.0 beforehand and make your order. Free shipping on international orders over $99 USD. Shipping costs are dependent on
shipping method, weight, and destination, and are viewable here.

Panda Game Manufacturing

Headquartered in Vancouver with a primary manufacturing
facility in Shenzhen, China. Produce anything from packaging to
printed and plastic game pieces.
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UK GAMES EXPO'S PUBLISHER
/ DESIGNER TRACK

The annual UK Games Expo (UKGE), hosted at the NEC Birmingham,
runs a series of events during the show aimed at ﬂedgling designers
and publishers to get advice on how to make their games a reality.
Having a stall at a tradeshow is a great way of exhibiting your game
to the public and getting feedback from players.
The biggest UK tabletop gaming convention is UK Games Expo (UKGE),
hosted annually at the NEC & the NEC Hilton Metropole Birmingham,
usually in the last weekend of May or ﬁrst weekend of June.
UKGE is also a great opportunity to
network with game designers, publishers,
and distributors. You may even be
able to sell a few copies of your
game and spread the word.
Dedicated Children’s and Family Zones at UKGE with trained
facilitators present another valuable chance to playtest your games
with children of primary school age in an environment where they
are not socially compelled to play.

A starter stand at UKGE is of a set size and conﬁguration
e.g., (4m², 6m² or 9m²), & are priced at £33 per square metre
e.g., a (2mx3m costs £198 + VAT).

UKGE PUBLISHER / DESIGNER TRACK
This year is a reduced show due to COVID and needing to abide by
regulations and ensure safety. UKGE are still planning on running
Pub/Des events but not as many as in a normal year.

These are their Publisher / Designer events:
https://www.ukgamesexpo.co.uk/whats-on/publisherdesigner/
UKGE are gradually collating case studies of people who have used
Expo as part of the platform to get their game made:

https://www.ukgamesexpo.co.uk/whats-on/publisherdesigner/publisher-designer-resources/
Some of these are long journeys and some are very quick. Even at
the Virtual show UKGE ran in 2020, one attendee purportedly had
a conversation with an American company in August and had their
game as part of the Kickstarter with the company by September.

SPEED DATING
AND PLAYTEST
Getting your game pitched to
publishers or getting it playtested
is one of the aspects of the
UKGE Pub/Des track.
More info about this year’s speed dating between established
publishers and ﬂedgling designers along with info about getting
your game playtested at the show can be found here:

https://www.ukgamesexpo.co.uk/content/news/get-your-game
-play-tested-or-pitched-to-publishers/

UNIVERSITY GAME
DESIGNER CHALLENGE
SET IN 2020
UKGE collaborated with Asmodee (the UK’s largest game distributor
and UKGE show sponsor) and Mojo Nation (A company supporting
inventors and designers from all backgrounds) to set a brief to
reimagine current popular titles of boardgames. This was supposed
to be a physical exhibit at the Expo last year but given that we had
to take the show online this ended up being a virtual gallery instead.

Initial brieﬁng
https://mojo-nation.com/asmodee-mojo-nation-uk-games-expousher-next-wave-tabletop-art-talent-new-university-initiative/

Mojo Nation Gallery
https://mojo-nation.com/art-tabletop-gallery-check-art-stud
ents-revamped-versions-asmodees-codenames-concept-mysteri
um-splendor/
UKGE is a great opportunity to network with game designers,
publishers, and distributors. You may even be able to sell a few
copies of your game while exhibiting it.
Dedicated Children’s and Family Zones at UKGE with trained
facilitators present another valuable chance to playtest your
games with children of primary school age in an environment
where they are not socially compelled to play.

A starter exhibitor stand at UKGE is of a set size and conﬁguration
(e.g., 4m², 6m² or 9m²), and are priced at £33 per square metre
(e.g., a 2mx3m costs £198 + VAT).

DOODLEMEEPLE
Looking for an artist? A designer?
Somebody to proofread your rules?

DoodleMeeple is a creative collaboration platform that

provides professional creative talent connecting artists, designers,
rules editors, and other professionals to help you make your board
game. Best of all: registration for a proﬁle is free!
List your project on DoodleMeeple
and invite professionals from their
creative roster to help make your
game design a reality. Some of the
best creative talent in the board
game industry will provide you
with quotes for your work you
can then discuss the project, agree a payment structure, sign
the contract, and let the work begin.

CREATE A PROFILE
Both Creatives and Creators on
DoodleMeeple need to have a proﬁle
to showcase themselves, their projects,
and their skills. Make yourself or your
company an attractive and reliable
prospect for potential creative partners.

SUBMIT A BRIEF
Each project requires a brief that
describes what the work entails, any
deadlines and what you expect from
your ideal creative. Is this a Kickstarter? Is it funded? Are
there strict deadlines? An accurate and honest description
at this stage will facilitate a great working relationship
with your chosen contractor.

CHOOSE YOUR CREATIVES
You will be able to check out our Creative roster, ﬁltered by the
role you need for your project and add a handful to your brief. This
means you are not going to hear from hundreds of underqualiﬁed,
or irrelevant applicants. Get quotes from the people you want
to work with.

SIGN THE CONTRACT
Accepting a quote from a creative will generate a binding contract
between both parties. Start making games Once all is agreed, your
Creatives will begin making your game a reality!

