
How to get started
with marketing your
indie game

Joel Dreskin and Justin Woodward
Media Indie Exchange



Speaker Backgrounds

Justin ”ICJ” Woodward

Founder, Creative Director
Interabang Entertainment
The MIX

Joel Dreskin

Independent Marketer
Indie Marketing book author



Overview

• Marketer Perspective – Larger Studios and Small

• Developer POV

• Converging Experiences



Marketer Perspective 

• The Basics

• Where, When, How to start

• Creating a Marketing Plan

• The Marketing Mix





Getting Started

• The Fundamentals

• Messaging

• Positioning

• Mapping out plan

• Who will drive marketing



Fundamentals

• Release Plan – Broad Strokes

• “Four Ps”: Price, Product, Place, Promotion

• Platform(s), Channel(s), Timing

• Who’s my game for

• Your game pitch

• Release landscape



Key Considerations:

1. When to begin communication plans

2. Timing for building to peak 

3. Launch timing

Building Interest



Creating the Plan
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Plot out key tasks, milestones and activities, just as 
you do for game development

• Developing the plan

• Announcements

• Asset releases

• Trailer

• Shows

• Game previews outreach

• Game reviews outreach

• Game release date / activities / support

• Post Launch

Factor in seasonality, 
holidays, category events, 

release plans for other 
notable games, etc



The Marketing Mix
(emphasis on vehicles for indies)

• PR

• Audience Development

• Events

• Promotions

• Playable Code

• Channel

• Videos

• Awards

• Paid

Integrate multiple vehicles into plans

Plans vary depending on key factors –
type of game, audience, platforms, etc.



The Marketing Mix (continued)

Different kinds of vehicles and variations develop

• YouTubers/Twitch streams

• Game Jams

• Social Media

• Screenshot Saturdays

• Reddit

• Early Access

• Promos

• Animated GIF assets

Stay vigilant, nimble, active – and creative



Developer Paradigm

“There is only so much you can contol. It takes 
time to establish the emotional and mental 

facilities needed to make your marketing reflexes 
automatic.”



Chapters

• The Plan

• The Journey

• The Training

• The Hustle

• Launch Status



STRUGGLES!



The Plan

• Development Plan structure day 0

• Marketing working around development strategy

• Platform marketing opportunities and visibility

• Funding or The Janky Way, Publishers etc.



The Plan

• Determining the audience on each platform

• Visibility mechanisms

• Market research

• Personal story









The Journey

• Team Story – Moving to SF for IOH

• Partnering with folks

• Strengthening Mentor and Advisor relationships

• Creating your games story that captures 
attention emotionally

• Use your personality to articulate your story





The Training

• Interview Struggles

• Losing team members

• Finding our target market

• Pitching to your mother

• Networking is key

• Adding value is super key





The Hustle

• Second fund raising campaign

• Showing at multiple events (Free)

• Pitching, Pitching, Pitching

• Building rapport

• Editor outreach

• Building a thick skin to rejection

• Failing early and often





SUPER STRUGGLES!





Launch Status

• Timing, Timing, Timing

• Publisher support 

• Changes with publisher

• Shipping a game

• Reviews and reviewers

• Launch Struggles

• Establishing influencers



Relationships

• Importance of socializing

• Add value to people’s lives

• Cultivate mentors

• Be persistent and tenacious – pursue visibility 
and traction







Examples

PR

Events

Promotions

Playable Code

Advertising



Plan for 
the long tail



Flippfly

PC, Mac, Linux

Aug 2013 Launch

Now on Steam, GOG, Humble

Coming to PlayStation and  more



Additional details, information, links and 
resources

blog.mediaindieexchange.com

theindiemarketer.com

interabangent.com



Your Questions!



Thank You!


