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Brand Development for Video Games

Oly Wright
Senior Graphic Designer
Sony Computer Entertainment Europe
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~ Massive Teams
—~ Colossal Budgets
~ New forms of gaming & entertainment

—~ Means...
—~ Higher risks than ever before

GameDevelopers
Conference



Next Gen Games
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— Communicating what your product is about will be
more iImportant than ever

—~ The days of 3D artists creating the game’s logo are
over

—~ Today it's not just a game, it's a brand
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Presentation Overview

—~ Brand Identity Creation
- What is Brand Identity and why is it important
— Forming a Brief
-~ A good creative process
— Brand Management
—~ Case Studies from Sony Computer Entertainment
-~ SingStar® Brand
- Working with existing IP’s (24: The Game™|
-~ EyeToy® Logo

—~ Conclusion
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—~ Traditionally it's visual devices that identify ownership
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What is Brand Identity?

—~ Today branding is everywhere we look

— As well as identifying ownership it also symbolises
the values behind the product

—~ Brand Identity is the symbolic embodiment of all the
Information connected with a company, product or
service
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=~ Typically the brand identity of a video game Is a
combination of Logo, Typography, Key Colours &
Imagery
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Why is a products Brand ldentity
Important?
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—|t's the face of the product

“Image means personality...
Products, like people, have personalities, and they can
make or break them in the market place”
David Ogilvy (US advertising executive, b.1911)
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Why is a products Brand ldentity
Important?
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—Communicates what the brand is
about
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Communicates what the brand I1s about
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Why is a products Brand ldentity
Important?
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—Brand ldentity often forms the first
Impression

GameDevelopers
Conference



6 O O Amazon.co.uk: PC & Video Games, Categories, PlayStation 2 : Type of G._tinum Games, Children's Games, Games under £10, Hardware & Accessories
: 4 » || & || + | B nttp:/ 'www.amazon.co.uk/exec /obidos /tg/browse/- /5267 76/ref=amb_vg_h__nav_526776/203-4623726-5640) = Q- t

® TOCA Race Driver 3 (P52) Used Price: £22.00 (ur Price:£25.99) L)
® Fifa Street 2 (PS2) Used Price: £25.92 (Our Price:£29.99)

® Black (PS2) Used Price: £24.95 (Our Price:£29.99) Top Sellers

Updated Daily
» More Used Game:
1. Buzz! The Big Quiz solys (PS2]
Sony PSP Giga Pack bundle in stock now Our Price: £17.99 You Save: £7.00 (28%) Used & New
must-have gadget of 2005: Seny’s PSP from £17.99

¢, (PloyStation Portable) is & super-ddvanced handheld

=5 console with power on a par with the PlayStation 2.

¢ Use it to play games, watch films, listen to music and
browse the internet. Build your own bundle in our PSP

Pick '’ Mix.

2. 24 the Game (P:
M OurPrice: £29.99 You Save: £10.00 (25%) Used & New
from £28.95

PlayStation 2

3, Fifa Street 2 (P52
Our Price: £29.99 You Save: £10.00 (25%) Used & New
from £24.95

4, Black (PS3)
Our Price: £29.99 You Save: £10.00 (25%) Used & New
from £24.95

29.99 ur Py 29,99
Used & New from £24.95 Used & New from £27.99
5. Buzz! The Big Quiz with Buzzer (PS2)
Qur Price: £29.99 You Save: £10.00 (25%) Used & New
from £29.95
l .

» More Top Sellers

v "

Ico Console & Buzz) (PS2) The Godfather (PS2)
Our Price: £17.99 Our Price: £114.99 Ralaieioia
Used & New from £12.50 Used & New from £98.50 On the face of it The Godfather Isnt an obvious movie to

W=

b marde intn s widen mame_what with it helna moee than
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Why is a products Brand ldentity
Important?

—~We're told never to judge a book by
It's cover... but everyone does

—Consumer’s will make assumptions
on the perceived value of a product
from what the packaging looks like
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How to get the brand identity right
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—~ The project brief
—~ A good creative process
— Brand Management
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Forming a brief
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— Forming a good brief is half way to success

— Without a designer is simply shooting In the
dark
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The form of a brief
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—~ Briefing occurs in many ways
— In a formal meeting
-~ Via Email
— Verbally
—~ In a document

GameDevelopers
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—~ Introduce the game and sum it up

~ Don't be tempted to simply refer the creatives to the
game design documentation
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—~ Reason behind why the project is being developed
—~ It's planned lifespan
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Target Audience
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~ Who are we aiming at?
—~ Try using examples/references
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The Task
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—~ Keep it short

—~ Use Indicative words

~ Avoid terms like 'something that says wow!’
—~ Qutline a creative process...

GameDevelopers
Conference



T

Practical Requirements
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—~ Screen sizes for example
—~ Deadlines (which allows for changes)
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—~ Final Tip; Make sure you circulate the project brief to
others before the creative process starts

—~ Avoid Creative differences at the end of a project
(have them at the start!)
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Summary of a good Brief
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—~ 1. Project Description
- High-Level Explanation of the game

i
N
-

= 2. Background Information
- The project’s history and why it's being made

= 3. Target Audience
- What kind of person are we aiming at

2 4. The Task
- A statement of what is required

= 5. Practical Requirements
- Any technical considerations, deadlines etc
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An effective Creative Process
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— Creativity rarely just happens. It's a process
—~ Create a framework for success
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—~ Researching informs the designer

—~ Provides focus

—~ Offers an understanding of the competition
—~ Helps to form an appropriate direction

—~ Provides opportunity for discussions
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Initial Concepts

—~ Broad concepts are a good place to start
—~ Try to get the weaker concepts eliminated

—~ Recognise they are conceptual and look past the
rough edges when presented

— Don't be afraid to say when more initial ideas are
required
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Concept Development

—~ At this stage the hard work should have been done
—~ Try to avoid having multiple ideas being developed
—~ The designer can focus on working the idea up
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Final Design and Approvals

—~ Getting the final 1% of the project right can take
longer than the rest of the project

—~ |t should be easy to get approval from all concerned
at this stage owing to the circulation of the brief
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Summary of Creative Process

—~ 1. Research
- The building blocks of a successful outcome

— 2. Initial Concepts
- Get a range of focused concepts

—~ 3. Development
- Have the strongest concept worked up
~ 4. Final Design & Approvals
- Leave time for changes at the end of the process

[(Remember to place deadlines for each stage of the
process in the project brief]
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—~ Most of your products are global brands

—~ As such other people will be involved in representing
It, often without your awareness
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Brand Guidelines Example

[CRGNS] Visual Identity: Home ==
w W 0 hitp: f fweerw. heinekenidentity, com/ helway fviwebs ite.ns fiwawwVwContent/| 1 home. htm Q- Google B 'Ll_|
Forward Reload Swogp Location Search Bookmarks
il
ma search contact
International

our corporate identity:
one look worldwide

° base

© applications
e hestpractloe Emdlskmi?gmy:mbr@a_ i 2 L
Read more_..
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Brand Guidelines Example

eoe Welcome to the Visual Identity Website (=]
QwOOew = h B-Cooge )
Back Reload <100 Location Search Bookmarks

home ssarch contact

International

© base

» Company versus Br.__.
» Naming an OpGo

+ Hortzon

»Logo

Extended palette.

camprises a number of heavier shades

> Photography
 Typefaca famay
» Golours

% % mow 0w

» Writing style.
o applications
@ best practice

© O emw = z B-Cooge p)

Reload i Location search

International

© base

© zpplications Trinidad & Toboge Ltd.
@ best practice
u
Helneken ettt
ok tta Oowroagers
Univarsty
Heinoken gonssscre
Univers Dowikiad All formats.
usa
Oounkss GIF
Dowrkist P
B =R

eoe

Welcome ta the Visual Identity Website =)

QW OwEw

Back Forward Reload Sion

International

© base

»Company versus Br...
Opco

» Photography
»Typeface family
» Colours

»writng style
@ applications
@ best practice

Location

Heineken

9 Q- Google
search Bookmarks

home sesrch contact

Company Name

Welcome to the Visual Identity Website (=]

eoee

Welcome to the Visual Identity Website o

@ O

4
Back Fowad Reload oo

International

© base

> Gompany versus Br_.
»Naming an OpGo
o
sLoge
2 Photography
2 Typeface family
> Cotours
3 wrting sty
© applications
@ best practice

Location

Heineken Serif Reqular
Heineken Serif Italic
Heineken Serif Bold
Heineken Serif Bold Italic

Q- Google
Search Bookmarks

heme ssarch contact

Heineken Sans Regular
Heineken Sans Italic
Heineken Sans Bold
Heineken Sans Bold Italic
Heineken Sans Black
Heineken Sans Black Italic

Henscen S and Hengken Sens & Henek 1 BrOwerien B.Y, 20001 nghi reserved

Normal OSF

Heineken Sans Regular
Heineken Serif Reqular 1234567890

1234567890

1234567890
1234567890

GameDevelopers
Conference



Brand Guidelines Example

ene About Our Brand - Edinburgh City Region Brand (=]
- Brand basics — Campag logo
0 w X © hitp:/ /www.edinburghbrand.com/about_our_brand/ Qr Google m

Back L Reload J Location Search Bookmarks

Z I
EDINBURGH

ABOUT OUR BRAND
INTRODUCTION

In this section you willfind al the basi

ABOUT OUR BRAND
The Edinburgh City Region Brard is a public private parinership. The public

sector partness are (ne City of Edinburgh Counci, Scotish Erte(prise
Edinburgh and Lothian and VistScotiand Edinburgh Network Offce.

Go o About Our Brand >

BRAND ELEMENTS

Having established and agreed EdinburghVs postioning and values we now
Moed 10 bring them 1o ife with a visual and verbal dentity. The brand
elements described in these guidelines express our positioning in a rich,
beautitul and inspiring way. The folowing pages explain mare about tha
brand slements and how 1o use them consistently across all media and
communicators.

Go to Brand Elements >

©2006 EDINBURGH BRAND | TERMS & CONDITIONS | PRIVACY POLICY | SITEMAP | infofedinburghbrand.com  Sie bui by

“greerparka

Transport for London o

w
Relesd Locaton

< ; Transport for London

ESTY Tube | DLR | Buses | River | Sirets | Cycies | Cabs | Cosches | Trams

 Transport for London

Transport
for London

©
S

Dalaide
Tax Prvata Hra
Othors

Becut of T and the modes

X
Rail | Diska-fide |

©
©
©

©
A4

famous roundsl

[ Searen TIL-

logo. Devloped since tho urm of the ast century the
oundel has har many and vasod manifestations. Tha rucerly
T and

raundel
appicatons, such as MY,

e
Advanced Search | Sta map | | ™o 27 BS-

The contrlled and consistent appicaton of the coporate deniy

oles upon Conlrl of s istibution and use. TIL ows alldesign and

copyrghts for il runcels and applcatin fo copies s only avaiablo
o

via the folowing
MAYOR OF LOND /_Getting London Moving

© Transportfor London

NCC

Compaq logo —dos and don'ts

COMPAQ
COMPAQ

COMPAQ COMPAQ

ahways be clear o
orsralling the backgrosnd on

gukde when you are
 choasing an emvdnoement
the Compag loge wil s

‘o masirize readiabiity, it is steon gly recomenended that the Campag
g anlyappear on solld backgrownds such a5 white, Dack o ted Avoid
Busy backgrounds such as phatos, illustrations or patterns,

Please do not use ¢
352 read thiough

t s colors
slementsta

the atection sone quideines. Piease do
Dargs acc baunding bewes or csher graphk
rws, filters or effects,
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EyeToy Brand Bible
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His nature can be described as:
Playiul, Maive, Simple, Curious, Enthusiastic, Friandly, Imaginative and Excitakle
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EyeToy Brand Bible
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EyeToy Brand Bible

heuld T we?

Wy Frvred wd aver 1 bl e gu the fyprtaees usd Buey ppicrtion,
ity bk chaisn " iy oy

Helvetica ABCDEFGHIJKLMNOPQRSTUVWXYZ
e abcdefghijkimnoparstuvwxyz
== 1234567890 17()/ @ES%E()™

L
w

I_
b
I
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1234567890 !?ngf@ £8%80O™

Helvetica ABCDEFGHIJKLMNOPORSTUVWXYZ

auaded Cordensed Bod

s @DCOEFGHIjKIMnopgrstuvwxyz
1234567890 1?7()/@£$%&()™

chgtbucpipdioey
1224567890 170/@L3%8O™

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopgrstuvwxyz
1234567890 !?()/@£$%&()™
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Brand Management Summary

— Set up usage guidelines for your brand identity
elements

—~ Consider having these translated

—~ Consider placing them online
—~ Remember they don't have to read like a rule-book
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— Examples of some of our projects
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SingStar Case Study
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—~ SingStar is a performance-rated Karaoke game which is
very popular in Europe
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SingStar Case Study

— We wanted it to appeal to a broad audience
—~ Including a female audience

—~ To do this traditional video game branding
offered little or no Iinspiration

— Existing Music based games were too Arcadey,
too technical or too japanese in influence
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The Task

—~ Design a universal product that reflects the visual style of
the music industry.

—~ The look had to be user friendly and simple to use.

—~ The look had a requirement for a style that could work

well with other genres, such as rock, pop, 80s, 70s ...etc.
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The Solution
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—~ To display and communicate information clearly, by
keeping information to a minimum and the screen clear of
distracting devices.

—~ Colour coding to distinguish each future release.
—~ An illustration style that complimented this look

—~ A generic shell that could house different genres under
the one brand identity.
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¥ screen positioning

» @ navicate @ sack & seLect

Home
Penthouse Suite
Sunset Heights

choose activity
mobile phone

& 02:10

105100 cmmm:

~~
~

Want to thank - - you
For giv - ing me the best day - -

The Orange Club
23 Ocean Parade
Harmony City

Dido Jamelia
Thank You

Superstar
Westlife Roy Orbison
World of our Own Pretty Woman
Elvis

Suspicious Minds

select destination € The Orange Club »

@ NAVIGATE () SELECT (@) BACK

® @ NAVIGATE () SELECT (&) BACK
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™ @ NAVIGATE (Z)BACK () SELEGT » @ NAVIGATE  (Z) BACK () SELECT

(KT 01:0 se—

201210 eam

The Foundations
Build Me Up Buttercup

15/30

¥ choose your song ==== You're just like a p|||
@ navicare M speep up () BACK (5 SELECT NN CHANGE DISC 'Stead of mak-ing me bet-ter
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choose mode
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Take-Away points

—~ Aim for a look which is consistent from packaging,
logo through to in-game

—~ Be sure to plan for potential sequels

—~ |f we want to appeal to new audiences we need to
look outside the games industry for inspiration

GameDevelopers
Conference



D
o
-
-
D

Working with existing Brands

»
i
in
-
T
<

—~ Adhere to Brand Guidelines
—~ Build a catalogue of reference material

~ Recognise the value of aligning your product with the
existing identity

GameDevelopers
Conference



GameDevelopers

Conference



-_— -—
p s
A | = 1
THE GAME THE GAME
| START GAME
LOAD GAME

START GAME
OPTIONS

OPTIONS

O BAGK X SELECT A SELEGT

O BACK X SELECT A SELECT
loading data do not remove memary card
(8mb) {for PlayStation®2), controller
or reset/switch off the console.

1

'—
THE GAME

AUDIO

OPTIONS
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EyeToy Logo Case Study
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—~ We need a logo for EyeToy...
—~ ... for tomorrow morning
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Use in the real world
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— We commissioned Nexus Productions
—~ Brand ldents

—~ Brand Bible
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—~Designing was 1% of the overall project

~Brand management should start before the logo was
rolled out

~Using a 3rd party to help establish brand identity was
very successful
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Conclusion

— When developing a new brand identity from
scratch insist on research and following a good
creative process

— Remember that the brand look needs to explain
what the product is

—~ It needs to be a coherent message and
guidelines are the best way to ensure this
happens

—~ Brand Identity is a vital component of any
successful video game today
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