
Don’t Make My Job Easy
Effectively Pitching to Publishers

by August Brown (he/him) // Armor Games Studios
@augustjbrown



A Bit About Me
● Almost a decade of experience in indie publishing
● Most work done in production, but heavily involved in 

sourcing and evaluations
● Have personally reviewed thousands of pitches for 

mobile, PC, console, and VR 
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● Re-examine the pitch as a sales funnel

● Real-life examples!
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About Conventional Wisdom
● Most pitching advice comes from publishers & scouts

● Usually packaged as a checklist with an emphasis on 

clean organization

● This is a fair approach (you shouldn’t try to be fair)
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Unfortunate Truths
● Publishers get a lot of pitches

● Most demos don’t get downloaded, let alone played

● Decisions get made before the pitch deck is opened

● Maybe 10-30 seconds of video gets watched

● This all sucks
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How Decisions Get Made
● Computers don’t process pitches

● Easily-manipulated human beings with feelings do
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Thinky-Brain vs Feely-Brain

● Potential audience size
● Team experience
● Marketing challenges
● Budget
● Space in launch calendar
● External risk factors

● Haha fuck yeah!!! Yes!!



Thinky-Brain vs Feely-Brain
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Optimizing for Feely-Brain
● Evocative email subject

● Best gifs above the fold

● Short description that gets right to your USP

● Easily found link to a video

● That’s really it
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Optimizing for Feely-Brain
● The more my feely-brain is driving, the less work your 

deck and demo have to do

● Your goal isn’t to get signed, your goal is to find a 

champion and get them amped



Hooking the Feely-Brain: Case Studies

●  Real-life examples of games we signed

●  How they organized their pitches

●  How our feely-brains reacted
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Case Study 1: The Tartarus Key
● It doesn’t have to hit with everyone, just with one who 

can become your champion

● Front-loading feely-brain bits gets us talking about it 
before we’ve had the chance to watch the video

● Thinky-brain bits important, but don’t build excitement

● Take big swings
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“Metroidvanias are always going to be a saturated market”

“It feels like every metroidvania is going to be facing an uphill climb 
right now and I’m not sure what separates this one from the pack”

“This is a very competent game, but I have no idea what would make 
me excited to sign a metroidvania”

- Me
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10:23: Email received from developer

10:24: 

10:25:
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Case Study 2: Islets
● Front-loading great art works

● Good email subjects prime the pump

● Short trailers are golden

● Less is more

● Enthusiasm is infectious
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Conclusion
● Front-load your pitch

● Don’t go broad / own your vision

● Most publishers won’t have your champion (that’s fine)

● Break your pitch down point by point and prioritize the 
hookiest bits



Thank you!!

august@armorgames.com

@augustjbrown

mailto:august@armorgames.com

