(note – some table numbers might be messed up!)

TABLE 1

· Look at various aspects of government funding for technology – esp in Europe and Australia and Germany
· In-game use of tech being developed outside of industry

· Partner with non-traditional organizations outside industry ie universities and research organizations
· Independent game developers collaborate with each other to reduce risk
TABLE 2: alternative financing to own own IP
· Traditional publisher advance against royalty
· Find limited partners to invest directly in content

· VC

· Use your own cash

· Angel investors

· Strattegic investment – a la Naughty Dog with Universal

· Get bonded so your paper is bankable

· Get bank loans
· Government funding

· Conclusion: gap financing combined with limited partnerships pre-alpha, converting to a trad’l pub deal post-alpha
TABLE 3 preproduction planning
· Preproduction is a sample of game’s eventual playability – actual content is dependent on genre

· Components: engine w/mods, key characters, gameplay elements

· End result: visual slice of gameplay

· Good enough to use as E3 demo

· Goal: use this to answer all questions and calibrate all risks, gain management approval, use as proof of concept, creat schedule for rest of game

· Target schedule: 6 mos +/-

· Break down phase into minor milestones concentrating on components of the game
· Team should form the core group of the final larger team with all disciplines represented.
· Team size: small (8 – 10 people)

TABLE 6  Issues in digital distribution
· Channel conflict with trad’l brick-and-mortar retailer
· If you don’t have publisher funding, how can you get your game to completion?
· Approach broadband providers or B&M retailers, or pogo.com. yahoo.com, itunes.com – as potential distribution partners
· Digital rights management issues: make sure the consumers are OK with their “ownership”

TABLE 7  Alternative distribution models for indie developers

· Direct sales through 800# or own website

· Go directly to retail channels – but not likely
· Sell directly to local mom&pop stores on consignment

· Get OEM deals with local computer hardware providers

· Partner with another external organization with similar goals – for endorsement of product or comarketing
· Make your company the story and use it for PR with local press

· Cross-licensing and merchandising – comic book based on your game or local TV show
· Digital distribution and new payment models
TABLE 8   International PR and marketing
· Addressing from angle of not just maximizing int’l PR and marketing but also adding value to publisher partnership “at home”
· Issue of not knowing local PR and marketing opportunities if your company isn’t in-region
· Not enough to just localize the package!  Must localize the business model behind the game.
· Example: shipping packaged goods in high-piracy regions – most companies don’t bother, but instead, incorporate an online unlock for those regions
· Foreign press is very receptive to hearing from game developers!  Only issue is finding them.
· Marketing and PR in ROW is cheaper than it is here – DIY is possible.
· Solution: “CIA Factbook” for marketing in various regions – list of local contacts, opportunities and know-how written by people in-region
TABLE 10 – Company growth and ability to scale
· Outsourcing – what to farm out and what to keep based on core competencies
· Matrix organization with key service roles underlaid – HR, finance

· Contracting free resource as a service to others
· Define recruiting process and structure it for scaling
· Comprehensive orientation for new recruits

· Right people in right roles

· Carry culture throughout organization – build organizational consensus/understanding
· We’re not reinventing the wheel!  Use proven methods and learnings from other industries and general business knowledge.
TABLE 10 – creative solutions to dev-pub relationship

· Increased transparency in developer-publisher relationship.
· Solution: earn-outs that match investment levels

· Solution: reversed royalty structure: higher early earn-out tapering off

· Next-gen should increase the size of the pie.

· Establish evaluation criteria up front – no perpetual prototyping.
· Splitting scope of next-gen content – episodic content? Smaller deliverable chunks? Downloadable?
TABLE 11  Legal aspects of IP submissions
· Internal submissions aren’t a problem – publisher owns internal content via work-for-hire agreements
· Defined submission process: 1) team (who is on the team and what have they done?) 2) talent (any big names?), 3) treatment (what’s the game? Least important) 4) tech (don’t send/show it in the pitch, but describe what it does)
· Recommendation: if you think your tech is really cool, patent it!

· Create our own trade union before another organization does – the Writers Guild, DGA, etc.
· Make the IGDA our solution for this before a solution is imposed on us from elsewhere.
TABLE 12  best practices for licensing in/out IP
· Hire lawyers whose specialty is entertainment IP or even better, game IP 
· When licensing IP, have an opt0out clause if the movie etc. doesn’t do well

· For own IP, plan how to un-bundle various rights for maximum impact

· For licensing movies, make sure your release timeline matches the movie release timeline

· Build relationships that can carry you through a long or arduous licensor approval cycle
· Insert mutual consent clauses into contract to balance contentious issues
TABLE 13  how to market non-violent games, and how do people perceive the game industry
· Only two people showed up at the table – get the industry itself more interested in the issue!
· Nonviolent games: any game that doesn’t require death or killing as condition of proceeding in the game
· Lack of pre-ship buzz efforts for nonviolent games – build online communities to support the games at least 6 months in advance
· Standard marketing venues or media for marketing messages are inadequate for marketing these kinds of games
· People either love or hate this industry as an arms’-length perception – most people are in the middle, but it’s the folks at the poles that drive most of the discussion

TABLE 14    managing downtime between projects
· Staffing: managing headcount by outsourcing as well as fixed contract employment, find small projects for available team members, either revenue-bearing or internal contributions.
· Business practice:  Choose follow-on contracts with an eye to core competencies – do you really need to do your own expansion packs?
· Grow to more than one team and schedule projects to stagger ship dates
· Quick prototype process so the company always has something in the hopper to pitch.
· Budget accurately – do you really know how much your current project is costing? And its effect on cash flow?
· Make the hard decisions about projects that won’t bear fruit.
TABLE 15  how to spot and avoid burnout?
· Per QOL survey, most people define “crunch” as 60 – 80 hours/week.
· Symptoms of burnout: repetitive work, excessive hours, change in personality, reduced quality of work, disorganized work, missing personal deadlines
· Solution: better employee assessment – know what your folks can do.
· Solution: use temp/contractor for menial labor or routine tasks
· Effective project management
· Regular company social events

· Making sure employees do take vacations

· Make fundamental changes in corporate culture to improve the way the company treats and thinks about 
TABLE 16   Outsourcing – when where and how
· Slides will be available on IGDA website

· Start planning for outsourcing at beginning – plan during preproduction

· Build contingencies in agreements to accommodate outsourcing deliverable timelines

· Almost everything can be outsourced
· Process improvements an facilitate outsourcing: feedback integration system, making sure outsourcee has right tools, we-based visualization tools, audit trail

· Make sure the outsourced company is protecting your IP as you would

· Due diligence on prospective partners – do it!

· Quality, timeliness and cost are key drivers in considering outsourcing.
TABLE 17  Protecting company on IP issues

· We are in the IP business!  Not only monetary considerations but also creative freedom inherent in controlling/owning your IP.
· Protecting IP is an ongoing process.  Continually evaluating title progress for IP considerations.  Part of company’s business and development process.
· Register it, and defend it!

· International issues affect how strongly you can do this – consider international IP issues from the get-go.

· Research all IP issues to make sure you’re not infringing someone else’s!

· Re: outsourcing, have a pro-forma structure so you’re not required to track various IP situations with various parties.

· In protecting IP, “nothing more expensive than a cheap lawyer.”

TABLE 18   How to build relationships on the industry if you’re not on the inside?

· Join IGDA an other industry orgs

· Attend events and make a point of meeting people.
· Research research research!  The Internet is your friend.  Read industry books.
· Know your core competency as a company.

· Find or join centralized lists or orgs.

· Be proactive – once connection is made, show up and follow up.
