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● A Sociopath
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Choices
● What is the game about? 
● How will people find my game? 
● How will I make money from my game? 
● What makes my game remarkable?



How do I want my game to be 
perceived?



Every choice you make is a choice 
about how public should perceive 
your game.  



Every choice we made was 
deliberately focused on tailoring 
the public perception of FRAMED. 



#1: 
Had to be recognised in a single 

screen shot. 





#2:  
Had to be one-of-a-kind for our 

chosen platform.



#3: 
We were going to focus our PR 

efforts on winning awards on the 
Festival Circuit.



The Festival Circuit



* image of expo / lots of 
ppl *
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Goals of the Festival Circuit
1.  You add that coveted wreath to your 

marketing materials. 
2.  You are marketing directly to taste-

makers.
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PR 1-2 Punch
1. Increase hype and expectations by 

attending festivals and award shows. 
2. This hype translates into higher success 

rates of being selected for shows and 
awards.



The Festival Circuit
• PAX East 
• GDC / IGF 
• SXSW 
• AMAZE 
• IMGAwards 

• Gamescom 
• Eurogamer 
• TGS 
• BAFTA 

• PAX Prime 
• Indiecade 
• IGF China 
• E3

http://www.gameconfs.com/ 
https://www.promoterapp.com/calendar

https://www.promoterapp.com/calendar
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Festival Benefits:

1. Gauging public perception of your game. 
2. Free interviews! 
3. Free play-testing! 
4. Measuring the competition.



Festival Focused 
Development Methods



You must always have a 
submission quality build on hand, 

no matter what.



#1: 
Your imagination is the  

best prototype. 



#2: 
Assume everything is ‘final’. 

Don’t create placeholder assets. 



#3: 
The only milestones are 
submission deadlines. 



10 weeks is the magic number.



#4: 
Develop your game episodically. 

Regardless of if it is. 



FRAMED’s 10 week Turnaround:
● 3 weeks carefully designing all content.
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FRAMED’s 10 week Turnaround:
● 3 weeks carefully designing all content. 
● 6 weeks creating ‘final’ assets. 
● 1 week for review and polish.



#5: 
Everyone’s a Hipster 



#hashtag bonus: 
Visual polish is important.. 

but not as important as Audio. 



The Show Floor



#1: 
Crowd Control. 

Cycle your devices. 



#2: 
Always have one more  

spare build. 



#3: 
Know who’s on the show floor. 



#4: 
Be a member of the crowd. 



#5: 
Open critical dialogue with  

each player. 



Awards



*show awards*



FRAMED Release Numbers

● Localised to 14 languages.  
● Apple were ready, and made it clear that 

we should hit mid-November. 
● FRAMED releases November 13.



FRAMED Release Numbers

● Top banner spots in China, Japan, AUS. 
● Featured top-of-the-fold everywhere else. 

● 20k paid units first weekend. 
● 35k paid units first week.



FRAMED Release Numbers

● Underperforming expectations. 
● Budget of half a million Australian dollars 

(half of which was salary sacrificed). 
● Core team of 4. Extended team of 8. 
● Investors to pay back.



Luck



*pic of casino table*



*pic of storm*



pro tip: don’t make a game 



PR is not a silver bullet. 

It is about tipping the odds of 
success in your favour. 



The Long Tail



*party time image*



*sad time image*



Quality is Insurance. 





Long Tail



*image of awards on movies* 





*image of post launch success* 



*image of kojima comments* 





FRAMED 18 months later

● FRAMED has made 10x as much off its 
long tail than its large launch spike. 

● 400k paid units. 18 months after release. 

● Regularly featured in bundles with Apple.



Premium still works

● Premium speaks the language of quality. 
● All your messaging needs to speak that. 
● Niche audiences. Fill Gaps. 
● Different scale of measurement.



It’s not about quantity, 
it’s about quality. 
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