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Thomas BIDAUX

183 backed projects on Kickstarter

3 campaigns managed (2 Kickstarter, 1 Ulule)

Advised on more than 20 campaigns
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Funded Video Game projects in 2016:

Average amount raised $46,000

Median amount raised $15,000 

S TAT E  O F   P L AY



2 .  BAS ICS
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It is not about likes 👍 it is about love ❤

Momentum principle  20% in 48h 🕒
Games needs gameplay and/or demos 

The 3 things that don’t work

C ROWD F UND I N G   B A S I C S

Free-to-Play
Mobile
Kids
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3 .  Rewards
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Make Projections. 
Lots of different projections.

R EWA RD S

Average pledge / Median pledge
Number of backers to reach the minimal goal
Distribute backers to reach the Average Pledge

Assess the distribution and project yourself (minimal orders; 
projected workload; distribution of the rewards)
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Rewards are excuses.

Make good excuses.

R EWA RD S
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Don’t let rewards take over 

your campaign

R EWA RD S
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Most likely your best ROI
Be creative

Under your costs, and distribution
Project yourself (again)

Digital rewards

R EWA RD S
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How to add Digital Rewards/Perks to a story 
driven, holistic game experience?

3,563 backers

R EWA RD S

Digital rewards - The “Perk Bucket” Challenge



@icotom

Physical rewards

R EWA RD S

Under $100,000 don’t bother

Project yourself through the required steps:

Find a production and fulfilment partner before you 
launch your campaign

- Design
- Production
- Storing, Packing & Posting



4 .  STRETCH GOALS
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What are stretch goals?

S T R E T C H  GOA L S
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Rule #1

You don’t Announce your Stretch Goals

S T R E T C H  GOA L S   C LU B   R U L E S

Rule #2 

You don’t Announce your Stretch Goals!
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You need to plan 3 scenarios

You need to understand the drive for new backers 
and old backers 

You need to measure the goals appropriately

Do you need Stretch Goals?

S T R E T C H  GOA L S   S T R AT EG Y
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Straight additional Stretch Goal

 Adds to the project for all backers, present and future.

S T R E T C H  GOA L S   T Y P E S

Incremental Rewards Stretch Goal

 Adds to the project for some backers. Drive higher pledges.

Segmented additional Stretch Goal

 Adds to the project for some backers. Will mostly motivate future backers.
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Use the Goals to drive virtuous behaviours

Make sure some Goals are not pure channel recruitment

Use the Goals as a way to celebrate the campaign

Don’t reveal all the milestones from the get go

Don’t do them if you are not a certain scale

S O C I A L   S T R E T C H  GOA L S
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Treat stretch goals like mini-campaigns in themselves

Focus on what the community wants

Think through how would-be backers interested in 
them will hear about their existence

S T R E T C H  GOA L S



5 .  Not -K icks tar te r
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NOT ‐ K I C K S TA R T E R

Functions like Kickstarter:

Ulule Indiegogo

Rewards + Equity crowdfunding:

Fig.co

Recurring crowdfunding:

Patreon



6 .  L i s t  o f  th ings
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Kicktraq - Check similar campaigns

BackerKit - Better backer management post campaign

ThunderClap.it - Crowd source your message (start or end of a campaign)

Stonemaier Games  - Lots of great advice (board game blog)

Cliqist - Website following crowdfunded games, interesting lessons are often 

shared there

merchandise.game - Full solution for merchandise (there are many 

others)

@bloomwatcher – Tweets when projects pass milestones

7  U S E F U L   TOO L S
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1. Rewards can’t be edited

2. … but quantities can be edited

3. … and new rewards can be created

4. Last 48h of a campaign, no-one can “troll” the result

5. You send only a survey once

6. Each reward tier can have its own survey

7. Campaign page can’t be changed once it’s over

8. After the campaign, customize your “landing page”

8   K I C K S TA R T E R   T R I C K S
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It is not about likes 👍 it is about love ❤
Momentum principle  20% in 48h 🕒
Games needs gameplay and/or demos
No Free-to-Play games / No Mobile games / No kids Games 🚫
Project yourself past your campaign
Consider your rewards outside the campaign
No physical rewards for campaign under $100,000 🚫
NEVER, EVER announce your stretch goals at the beginning 🚫
Plan stretch goals like mini-campaigns
Drive positive actions from your backers 
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W W W . I C O P A R T N E R S . C O M
B R I G H T O N  

U N I T E D  K I N G D O M

t h om a s@ i c o p a r t n e r s . c om

www. s l i d e s h a r e . n e t / I C O P a r t n e r s

w ww. i c o p a r t n e r s . c om / b l o g

@ i c o t om

www. f a c e b o o k . c om / i c o p a r t n e r s


