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WHY UNDERSTAND YOUR PLAYER?

Games  are  for  everyone  



WHY UNDERSTAND YOUR PLAYER?

But  your  game  is  for  a  segment  of  the  gaming  audience.  

Just  because  everyone  could  play  your  game,  doesn’t  
mean  they  want  to  play  your  game.



WHY UNDERSTAND YOUR PLAYER?

If  you  don’t  have  a  specific  player   in  mind,  how  do  you  make  
the  right  design  decisions?

Do  you  understand  their  desires  and  mo6va6ons?



WHY UNDERSTAND YOUR PLAYER?

Understanding  your  player  becomes  more   important,   the  further  
they  are  from  yourself.  



WHY UNDERSTAND YOUR PLAYER?

YOUR  game  is  not  for  everyone



WHY UNDERSTAND YOUR PLAYER?

“Your   job   is   to   help   your   team   ship   the   right  
product   to   your   users.  Your   job   is   to   figure   out  
who  your  users  are,  what  they  want  to  be  able  to  
do,  and  what  the  right  products  are  to  help  them  
do  that.”

Design  



WHY UNDERSTAND YOUR PLAYER?

Top  reasons  products  fail:

2.  Flawed  product

1.  Target  audience  didn’t  want  it  /  react  to  it

“It’s  the  assembly  language  programming  game  you  never  asked  for!”  -­‐  TIS-­‐100



WHY UNDERSTAND YOUR PLAYER?

Wrong  game  for  the  wrong  people.  FAILURE.  

This  talk  is  about  how  to  stop  this  happening.



WHY UNDERSTAND YOUR PLAYER?

In  the  3  secNons  of  this  talk  I  will:  
-­‐Show  you  how  to  understand  your  target  audience  
-­‐Explain  why  this  is  important  to  making  great  games  

And  also:  
-­‐Discuss  why  this  makes  you  a  beGer  game  designer  
-­‐Improve  your  game  development  process



THREE PHASES TO BETTER GAMES

1.Understand  your  target  audience  

2.Define  your  audience  type  

3.Design  for  your  target  audience



GAMES WE’VE WORKED ON

of  our
100%

iOS  games  featured
45+

FRONT  PAGE
on  the  Apple  App  Store



STUDIOS WE WORK WITH



UNDERSTAND YOUR PLAYER



UNDERSTAND YOUR PLAYER

Uncertainty



1. UNDERSTAND YOUR AUDIENCE

1.Understanding  your  audience  
2.Defining  your  target  audience  
3.Designing  for  your  target  audience



1. UNDERSTAND YOUR AUDIENCE

In  this  secNon:  
1.When  in  development  can  you  start  to  understand  
the  audience? 

2.What  can  you  find  out? 

3.Why  is  this  useful? 

4.How  to  do  it?



WHEN TO START UNDERSTANDING

You  really  should  be  starNng  before  design  begins.  

Take  learnings  into  the  design  phase.
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WHAT CAN YOU FIND OUT

-­‐AJtudes   -­‐   what   do   people   think   about   certain   genres,   pla\orms,  
publishers,  etc.? 

-­‐Percep6ons   -­‐  what   do   players   think   and   say   as   a   result   of   playing   a  
game  or  seeing  assets? 

-­‐Behaviour  -­‐  what  have  players  actually  done  in  the  past?  Made  an  IAP?  
Completed  a  game?  Abandoned  early?    

-­‐Memory  -­‐  What  experiences  do  players  recall  from  previous  games?  



HOW THIS HELPS GAME DEVELOPMENT

-­‐Confirm   any   assump6ons   -­‐   your   game   design  may   be   built   on  
assumed  knowledge,  validate  this  early.  

-­‐Fail  early   -­‐   learn  at  a  stage  when   it’s  easy  to  throw   ideas  away,  
not  commi]ed  to  them.  

-­‐Uncover  new  issues  you  weren’t  aware  of.  

-­‐Understand  differences  between  audience  groups.



METHODS TO UNDERSTANDING

1.Concept  Tests  

2.Diary  Studies  

3.QuanNtaNve  methods  

4.PlaytesNng



QUANTITATIVE METHODS

Useful  for  stronger  evidence.  

But   late   in   development,   carefully   structured,   and   it  
doesn’t  tell  you  why.  



CONCEPT TESTS

Done  in  small  groups  (4-­‐5  people)  

Groups   should  be   similar,   e.g.   5   female   teens,  5  male  CCG  
players  35-­‐45  who  have  made  IAPs  etc.  

At  least  8  groups  (40  people  in  total)  

Stats  is  not  the  aim,  insight  is.



CONCEPT TESTS

Good  for  gedng  feedback  on  mul6ple  alterna6ves.



CONCEPT TESTS

Video  of  Po6on  Pop



POLISHING THE PLAYER EXPERIENCE - CONCEPT TESTING



CONCEPT TESTS

Consensus  on  one  art  style  

Even  a  descripNon  of  the  
animaNon  was  effecNve

Video  of  poNon  animaNons  



CONCEPT TESTS



CONCEPT TESTS

“We  had  an  early  
theme  based  around  
the  French  Art  Deco  
style  -­‐  it  didn't  work  

out  ”



CONCEPT TESTS

What  can  you  do  in  a  concept  test?  Not  just  concept  art.

AJtudes  to  a  genre,  brand,  franchise,  pla\orm  

Game  features    

Gauge  expecta6ons    



DIARY STUDIES

Assessing  long-­‐term  gameplay.  

Most  qualita6ve  (text),  some  quanNtaNve.    

Time-­‐consuming,   but   only   way   capture   qualitaNve   feedback  
long-­‐term.



DIARY STUDIES



DIARY STUDIES

QuanNtaNve  measures



DIARY STUDIES

Qualita6ve  measures



UNDERSTANDING - SUMMARY

1.Q.When   in   development   can   you   start   to   understand   the  
audience 
A.  immediately. 

2.Q.  What  can  you  find  out?    
A.  AJtudes,   percep6ons   towards   art   style,   theme,   story,  
characters,  features,  expecta6ons,  prototypes  etc.

What  you’ve  discovered:



UNDERSTANDING - SUMMARY

3.Why  is  this  useful? 
Test   assump6ons,   confirm   target   audience,   priori6se  
development   

4.How  to  do  it? 
Quan6ta6ve  methods 
Concept  tests 
Engagement  diaries



TOWARDS BETTER GAME DESIGN

This   informaNon   is   great,   we   now   beGer   understand   our  
target  audience…  

…  but  how  do  we  use  it  to  design  beGer  games?



2. DEFINING YOUR TARGET AUDIENCE

1.Understanding  your  target  audience  
2.Defining  your  target  audience  
3.Designing  for  your  target  audience



2. DEFINING YOUR TARGET AUDIENCE

Based   on   all   the   feedback   from   the   previous   phase,   this  
informaNon  is  grouped  into  PERSONAS. 
 
Important   to   remember   this   informaNon   emerged   from  
real  people,  they  are  not  ficNonal.



HISTORY OF PERSONAS

Came  from  the  soZware  industry  -­‐  Alan  Cooper  

Programmers  are  the  problem,  ‘designing  for  yourself’.  

Needed  a  way  of  making  beGer  design  decisions.  



CREATING PERSONAS

Collate  the  informaNon  from  the  ‘understanding’  phase. 

IdenNfy  and  prioriNse  who  your  target  audience  is. 

IdenNfy   key   behaviours   and   assump6ons   about   that  
audience.



CREATING PERSONAS

Examples  of  Personas



PERSONAS

BBC 
Persona



PERSONAS



PERSONAS



PERSONAS



PERSONAS - SUMMARY

The  team  now  agree  who  the  game  is  for. 

Make  them  visible  around  the  studio.  
 
Use  them  …



3. DESIGNING FOR YOUR TARGET AUDIENCE

1.Understanding  your  target  audience  
2.Defining  your  target  audience  
3.Designing  for  your  target  audience



3. DESIGNING FOR YOUR TARGET AUDIENCE

Examples  of  using  personas  to  make  
be]er  games:  

1.Making  design  decisions  

2.Priori6sing  Features  

3.Evidence  for  new  features  

4.Acceptance  of  new  ideas  

5.Team  agreement



MAKING DESIGN DECISIONS

Assess   the   decision   against  
each  persona  type.  

Evidence-­‐based   decision  
making.



PRIORITISING FEATURES

During  the  concept  tests,  you  could  
ask  each  group  to  rank  features.  

When  adding  features  to  your  game,  
do  you  know  who  they  are  for? 

Primary  Persona

Secondary  Persona



EVIDENCE FOR NEW FEATURES

When  making   decisions   on   potenNal  
new   features,   assess   against   likes/
dislikes.  

‘Zoe  (11)  doesn’t  play  online  as  much  
anymore.’  



ACCEPTANCE OF NEW IDEAS

Pitching  new  ideas  can  oZen  be  
met  with  resistance.  

The   idea   can  be  presented  as   if  
it   comes   from   the   users,   not   a  
member  of  the  design  team.  

‘We   should   use  more   audio   for  
our  younger  audiences’  



TEAM AGREEMENT

There  may  oZen  be   a   difference   in  
opinion.  

Personas   are   oZen   used   to   focus  
the  team  on  the  player  perspec6ve.  



VALIDATION OF DESIGN

But  design  decisions  needs  to  be  validated  ….    



VALIDATING DESIGN DECISIONS

1.Understanding  your  target  audience  
2.Defining  your  target  audience  
3.Designing  for  your  target  audience 

4.Playtes6ng



4. VALIDATING DESIGN DECISIONS

Personas  help  when  the  player  isn’t  around.  

However,   once   a   version   of   the   game   can   be  
played,   (even   a   rough   prototype)   design  
decisions  should  be  validated  with  a  playtest.  



4. VALIDATING DESIGN DECISIONS



4. VALIDATING DESIGN DECISIONS



SUMMARY

Summary



SUMMARY

1.Understand   your   target   audience   -­‐   methods   used   in   industry   by  
Bungie  and  Riot 

2.Define  your  audience  type  -­‐  Personas  

3.Design  for  your  target  audience  -­‐  and  help  team  comms



SUMMARY

These  approaches  have  been  used  for  over  20  years   in  the  
soZware  industry  with  success  …

…  they’ll  help  to  improve  your  game  also.



Q&A

graham@playerresearch.com  

@grmcall  
@playerresearch  


