[08343] “It’s a Hard Ants Life” Game Proposal
Word Count: 2152

Section A
Initial Concept Design
Objectives of Game

The player is an environmentalist who has been given the task of protecting a much endangered species of ant. This ant has been found to cure certain infections with the venom contained within it. Unfortunately, these ants live in a very hospitable environment which could mean the end of this rare species. The objective of the player is to guide and protect these ants through greater levels of danger by using items to guide them to safety, each level that the player completes means scientists get that one step closer to a cure. 
Functionality

Progression through game

Each stage that the player successfully completes means the cure is developed further. The player will be shown a graphic which shows this cure slowly being made. This will also act as a way of showing the different levels to the player. Giving the player a tangible goal will encourage them to progress further into the game and ultimately lead them to finding a cure for the infection.

Visual Aspects of the game

The players will see a top-down view of the environment. The ants will start to walk in out of the initial nest after a short time. The player will be able to see items which they can drag onto certain areas of the map to move the ants towards particular directions (shown in Appendix D, figure 1 and 2). The player will be also able to remove any items they have placed on the map, but they will not be able to use them again. The items could be such things as:

Direction sticks – Will either move the ants left or right
Path-blocking rocks – Will block up entire paths and cause the ants to turn back around
Ant Attracting cakes – Will encourage the ants to turn a particular direction
“Bridge Builder” pheromone – Will encourage the ants to build a bridge over obstacles like water

When a player successfully guides the ants to safety, they will be given a score depending on a multitude of factors such as how many ants are left still alive etc (shown in Appendix D, figure 3). This score will be shown on screen at all times and will build up over progression through the levels.



Even though the overall goal of the game is serious, the soundtrack will consist of playful and light-hearted music. This is to work with the aesthetics of the game which will be in a cartoon style, being bright and colourful. A real-world comparison would be the visual style of the angry birds series, however there should not be any problems with violating its IPR or copyright as it’s not a copy of the visual style only similar.
Analysis of How the Game Meets the Clients Needs

The game has been primarily designed to highlight a particular career that can be chosen from biology. The game also encourages children to look further into biology careers as after every level is completed by showing snippets of information and facts about biology and future careers (shown in Appendix D, figure 3). 

The specification also requires that it is suitable for 13-16 year olds, so it should have varying levels of difficulty. My game has a sloped difficulty curve, so it allows players of any age to play and progress though the game. 

The game needs to take only a few minutes to play and as my game is a top-down puzzler this allows me to create levels which will fit the time restraints perfectly. There will also be a feature which allows the player to speed up time to complete levels quicker. This enables players to get through to harder levels faster and ultimately give the game replayability as they can progress further into the game each time without having to spend long amount of time on old levels.

Another requirement is that it can appeal to both genders. It will appeal to girls as they will like the characters contained in the swarm that they are trying to save (explained later). It will give them more impotence to play the game as they will want to see more characters in the swarm (which completing each level reveals). It will also appeal to boys as they would enjoy the challenge of completing each level, each level can also be completed in different ways also which again adds to the replayability value.

The client also requests that the game will be a windows application and that it can be easily downloaded over the internet, I have specifically designed the game to be easily created in XNA which can easily made to be downloadable. The client has also asked that the game could support any special needs. The game has been designed so that it does not need any sound to be playable; the gameplay is also very simple to understand so there is not very much text the user needs to read. This should accommodate any children who are hard of hearing or have sight problems.



Section B
Market Analysis and Business Plan
Equivalent Games already in Market

Searching through the game market, there are quite a few similar games that already exist. Harking from the retro market, the most famous game which spawned many similar titles would be Lemmings; this is where my game takes most of its influence from.

Even briefly searching the market for similar products brings a whole array of games such as:

Sandman – Direct sleeping “gnomes” to a certain goal by dropping sand to build slopes
Little Soldiers – Take direct control of a group of soldiers who use special abilities to reach a goal
The Lost Vikings – Take control of three Vikings and use their unique skills to reach a goal

Looking into the market I see there should be no threat with violating the IPR or copyright of other similar games. This is due to the game being influenced by them but different in gameplay, such as the player uses items to guide the ants, instead of directly affecting them like in games such as Lemmings. 
Analysis of Game Market

The computer games market in 2010 was valued to around 2.1 billion (shown in Appendix C, figure 5); this is mainly due to new interest from technology advancements like the PS Move and Kinect. The same year the market has made a shift towards software sales rather than consoles with sales around 70% of the entire gaming market at around 1.3 billion (shown in Appendix C, figure 6).

Going further into detail, the edutainment sector has a relatively small share in the market and is not popular with consumers with only 4% choosing this as their favourite game genre. However, as my game could also be considered a puzzler this opens a much larger area of the market and is the most popular genre of game with consumers (shown in Appendix C, figure 7). 

The UKs current population of 13-16 year olds is just under 3 million (data taken from UNESCO’s world statistics) with an overwhelming 96% of these playing computer games. With all this information gathered I would say that the potential market for my game would be around 3.5 million pounds (shown in Appendix E, figure 2).

Possible Methods of Maximising Revenue

Franchising

The visual design could branch out to include characters in the ant swarm. These characters could then be developed to be products in their own rights specifically collectable figurines, an example of this is Gogo’s Crazy Bones which sold around 23 million figurines in the UK. The UK toys market is estimated to grow to steadily till 2013 when it will be worth around 2.2 million (as shown in Appendix C, figure 1) and specifically the collectable figurines market is worth around 130 million (as shown in Appendix C, figure 2).

Internet site

With a limited budget developing an internet site would be an excellent way to promote and sell products to a wider market. Even though internet sales only account for around 7-8% of the market value, the growth is very promising with a 40% increase sales through the internet from 2005 to 2007 (shown in Appendix C, figure 3). Another option would be to sell through an already well-known internet company, as they could sell and promote the product more effectively. Selling the game and products to either Amazon or Play.com who together share an overwhelming 65% of the market sales for game software (shown in Appendix C, figure 4) could be a wise move. 

Diversifying the product

The project brief states that the game only needs to be playable on the PC. This however could be extended to include other platforms such as mobile phones. A staggering 94% of kids aged 11-15 own a mobile phone and 65% of these play games on them (stated in Edutainment - UK - March 2009 report). 
Ethical Aspects

To avoid ethical issues the infection that the ant’s venom cures is unspecified. This is to avoid claiming something that does not really exist. This would be especially bad if a player has someone they know which has that infection, giving them false hope that there is a cure here and now. Also the designers must be careful with stereotyping when creating the individual characters in the swarm, so they will create very generic characters like a “rocker” ant or a “princess” ant. 


Development Schedule and Project Management Plan
Development Schedule

Development Costing

This will be based on a team of around 6 people working 37 hours a week over a 6 week period. The wage will be around £10 an hour (shown in Appendix E, figure 3). The office space costs are equivalent to a location in Hull which costs from around £500 a month; this includes costs of utilities. The extra calculations are for tools such as Visual studio (£1400 for two copies) and Microsoft office (costing £429). If other avenues of revenue were implemented then this would be the additional costs of that (shown in Appendix E, figure 4).

Potential Profit

From the research I have done I have broken down the games market into relevant figures (shown in Appendix E, figure 2).

Using these figures I will aim to achieve 2% sales of the whole market in the first year, the next year the product will sell 5% of the market as the customer base become more aware of the game through websites and a £10,000 advertising campaign. This would again increase another 5% to 10% for the third year as the game is developed for the phone market and the £20,000 franchising campaign is implemented.

	Year
	Sales
	Outgoings
	Profit/Loss

	1
	£69,888
	£15,899
	£53,989

	2
	£174,720
	£27,099
	£147,621

	3
	£349,440
	£32,779
	£316,661


 
These final figures do seem a bit speculative and should be taken with a pinch of salt, but the sales achieved from each of the years even when trying to achieve 2% percent of the market are encouraging. 

Roles and responsibilities of development team

The roles of the team would be as follows if the team is based on five people:

Role 1 Planning\Managing (1 members) – I see this person as the team leader; they will be involved in all stages of the project and will guide the rest of the team. Responsibilities would be:

· Manage entire project from start to finish, this means contacting\supporting team members, keeping SharePoint up to date, meeting minutes, arranging meetings etc
· Planning of the structure of the program, this means the team member will sit alongside the programmers and develop class diagrams etc. The rest of the team will also be present but it’s the responsibility of this team member to officially write up the documents

Role 2 Visual Design\Marketing (2 members) – These members will work with the whole team to get a general overall consensus of how the game will look and feel. Their responsibilities are: 

· Research about the market and give meaningful conclusions about how the game should look visually and  develop these aspects into an overall visual style
· Supply the implementation team with any/all artwork that they may need
· Create marketing plans and strategies which will promote the product effectively

Role 3 Implementation (2 members) –Their responsibilities would be:

· Plan and implement the game following the class diagrams developed by the planning
· Write up weekly work reports to show overall progress
· When overall program is completed, to work closely with the testers (if available) to both show them how the system works but also to fix bugs that are found

Additional role 4 Testing (1 member) – Responsibilities will be:

· Playing through the game, use black box testing initially then white box testing to try and find any bugs. These bugs will then be put into an official report for the programmers to fix
[08343] Commercial Games Development Process
Phillip Tunnicliffe


	
	Page 1
	

	
	
	



Appendix A – Project Time Plan
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Appendix B – Pert Chart
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    Figure 1: This is a pert chart of my time plan; the boxes highlighted in red are the critical path of the project
Appendix C - Market Research
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 Taken from Toys and Games - UK - November 2008 report
   Source: Mintel
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  Taken from Computer and Video Game Retailing - UK - September 2006 report
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  Taken from Video Games and Consoles - UK - October 2010 report
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  Taken from Video and Computer Games - UK - August 2008 report
  Source: GMI/Mintel 
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  Taken from Computer and Video Game Retailing - UK - September 2006 report
  Source: GMI/Mintel



Appendix D - Concept Art
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[image: ]Figure 1: Concept art of main game screen, yellow orbs indicate where items can be placed, example of an easy level as path is shown to the player





 













Figure 2: Concept art of another level that could be developed, this level is slightly harder and there is no path for the player to follow this time 
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Figure 3: Concept art of the level screen, here the scoring of the last level will also occur and facts will be displayed about biology to the player 

Appendix E – Development Costs
	Job\Role
	Total hours worked
	Cost

	Artists (1 member)
	(37 * 6) * 1 = 222
	222 * 10 = £2220

	Programmers (2 member)
	(37 * 6) * 2 = 444 
	444 * 10 = £4440

	Testers (1 member)
	(37 * 6) * 1 = 222
	222 * 10 = £2220

	Marketer (1 member) 
	(37 * 6) * 1 = 222 
	222 * 10 = £2220

	Manager (1 member)
	(37 * 6) * 1 = 222 
	222 * 10 = £2220

	Fixed Costs e.g. rent, support, tools etc
	Not applicable
	(500 * 1.5) + (700 * 2) + 429 = £2579

	Total 
	1332
	£15899


Figure 1: Shows internal development costs of the project

	Description of demographic
	Amount

	Software sector
	£1.3 billion

	Edutainment sector has 5% of this market
	£65,000,000

	Puzzle sector takes has 23% of the market
	£299,000,000

	Total demographic to aim for
	£364,000,000

	
	

	Total UK population
	61,838,154

	Total population between 13-16 (5% of the UK)
	3 million

	Target market is 5% of the total sector
	5% of 364 million is £18,200,000

	
	

	Factor in that 96% of those 13-16 year olds play computer games
	£17,472,000 or 2,968,230 consumers

	
	

	Take into account average price of computer game
	£25

	Price of my game is £5 so divide the market by 5 to get the real potential market of my game
	£17,472,000 / 5 = £3,494,400



Figure 2: Shows market calculations and potential market size

	Avenues of revenue
	Cost

	Website implemented
	£1000 plus £200 a year maintenance and support

	Outsourcing to established companies
	30% of product sales

	Diversifying the product
	Xbox360 game around £30k and £300k. Mobile phone game £5k –£20k

	Franchising
	From £995 up to £100k depending on budget


Figure 3: Shows additional costs if other avenues of revenue were implemented 
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after product recalls.

+ Growing challenges from consoles and kids looking for more
sophisticated amusements are also playing a part.

« " Consumers will now be looking for better playing value - not
necessarily the cheapest buys but toys and games that will deliver lasting
pleasure.

+ Inthelonger term manufacturers need to maximise their chances by
focusing on the creativity and quality of their ranges and standing out in a
crowded marketplace.

Growth and slowdown

FIGURE 1: UK sales of toys, 2003-13

£m Index £mat  Index €m Index
2008
prices
2003 2054 59 1,756 85 2963 105
2004 2081 100 1850 5 3067 109
2008 2100 101 1sss 54 3072 109
2008 2142 103 2085 s 3142 1
2007 2187 105 2143 103 3197 13
2008(esH) 2,078 100 2,078 100 2,826 100
2009 (fore) 2,023 o7 2,055 55 2710 96
2010 (fore) 2,073 100 2,143 103 2819 100
2011 (fore) 2,123 102 2,239 108 2887 102
2012(fore) 2,158 104 2,347 13 204 104
2013(fore) 2,201 106 2,493 120 2583 108
‘sousce: Mintel
The period to 2007
" The market has enjoyed steady growth over the past decade, continuingin

‘good health until 2006. Sales o that point proved resilient despite stronger

This report = suppliedin sceordance with Uit terms and condion. Suppliedto Univeriy ofHull
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than one lst of course.

" Examples of the more commonly cited toys and games include Lego,
Manopaly, Rubik's Cube, the Scrabble anniversary edtion, the Doctor Who Dalgk.
helmet voice changer, Sylyanian Families, Ben 10 Ompjtei, Leapfrog's Tag Reading
System, Character Group’s Cupcake Maker, In the Night Garden's Upsy Daisy in Her
Bed, the Indiana Jones hat and whip set and the High School Musical dancing mat.
« " “The larger companies’ products have most mentions as would be expected.
The TRA list, which is the most comprehensive, aiso includes products from smaller
names but the larger players’ greater promotional resources and control of
Successfullicences give them dominance. Those smaller companies cited include
Meceans, John Adams, Jumbo and Drummond Park.

Where is stronger growth at present?]
F1GuRe2: UK sales of toys, by sector, 2005 and 2007

2005 2007 % change
Em Em 2005-07

Infant/pre-school 455 485 +2.2
Games/puzzles 265 275 438
Outdoor & sports 265 7 425
toys

Dolls 255 258 +12
Arts & crafts 170 175 425
Vehicles 145 150 43
Action figures & 130 135 +38
Construction toys 110 118 +7.3
Plush 115 112 25
Youth electronics 95 57 +2.1
Allother toys 130 130 -

Total 2,135 2,187

Thi repar s sugplidin accordance with Uil temms and conditons. Suppliedta University of Hull.
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Keypoints
+ Thealready fragmented market is becoming still more diverse and
competitive in distribution, 5o putting extra pressure on the specialists
particular.

" Stronger competition for share is coming from online, supermarkets
and assorted others such as museums. In addition, increasing price
competition is squeezing margins.

« " Against this, many specialist toyshops have continued to prosper,
usually strengthened by a consistent focus on their depth of productrange.
" Argos too maintains its share of market with a very broad product
offer coupled with competitive pricing and an extensive distribution
network.

Fragmented and competitive
“This section gives a brief overview of retal distribution only since it will be covered
‘comprehensively in Mintel’s folthcoming report Toy Retailing - UK, Retail
Intelligence, December 2008.

FIGURE 3: UK sales of toys and games, by type of outlet, 2005 and 2007

2005 2007 % change
Em % Em %

Toyshops 771 3 749 £
General retailers™ 865 875

Grocery 215 268
Department 64 &

stores=*

Internet-only 64 s0

Other*== 156 138

Total 2,135 2,187

* ingl. Argos, Woolworths, Boots, Hathergare, WH Smith
== excl. Hamleys and ELC concessions in House of Fraser and Debenhams
=== incl. market stalls, gift shops, museums, mail order

Note: percentages may not sum due to rounding

Source. Mintel

«  The market’s already fragmented pattern of distribution is becoming more
diverse. In addtion to the mainstream toy specialsts, mixed retailers, Argos and the
department stores, sales are growing not only through the internet and

Thisrepor s supalied i accrdance with gt temms and condiions. Suppliedio Uniersiy of Hull
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‘Supermarket - those buying from Tesco, Asda and Sainsbury's
‘Source: GMI/Mintell

FIGURE 4: Stores used to purchase video game consoles or game software n the last
12 months, by region, presence of children, income, media usage, preferred
‘supermarket and mobile phone provider, July 2006

Base: 649 Intemet users aged 15+ who purchased video game consoles or game
Software inthe last 12 months

Amazon Play.com eBay  Other  Game
Internet

% % % % %
Al EY 20 22 10 12
East Anglia/Midlands 42 32 14 6 12 i
Greater London a4 25 24 ° B
North/North 31 29 26 5 12
West/Scotland
Scotland 35 26 26 7 16
South East 35 22 25 1 14
Midlands/South 39 36 16 15 12
West/Wales
Own children in
household:
Aged0-1 35 39 2 1 1
Aged2-4 29 2 21 10 °
Aged5-9 E 2 29 B 14
Aged 10-15 39 19 24 12 12
None EY S 21 10 1
Gross household

come:

Under £15,499 31 31 28 1 13
£15,500-24,999 27 £ 20 14 1
£25,000-49,999 39 30 18 ° 14
£500000rover 41 23 26 ° 6
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Market Size and Forecast

Keypoints
e salesfell sharply in 2009, hit by the recession, a lack of blockbuster
titles, and the point in the main consoles’ lifestage.

« Thefall in sales should be less pronounced in 2010, as the likes of
Halo Reach and Medal of Honor boost software sales, while PS Move and
Kinect could help support console sales.

«Aswould be expected, software sales have become more important to
the market as the main consoles have aged.

Another tough year in 2010

Ficuress: Video game and console market size, 2006-10

£m Index
2006 2,055 04
2007 2,476 114
2008 2,700 124
2000 2,295 105
2010 (est) 2,180 100

Data based on trade research, Mintel’s market size database and company results
‘Sounce: Mintel

2008 was widely recognised s being 2 bumper year for the video game industry.
Buoyant consumer spending helped drive sales, while the mainstream success of the
Wi drew new gamers into the market. Blockbuster mass-market titles such as Wi Fit
and Mario Kart Wi ensured that sales bmong casual gamers were high, while Grand
Theft Auto IV had huge appeal across the more traditional gaming demographic.

Sales for 2009 were never likely to match this high point. Even without the pressure
‘on budgets brought abot by the recession, the market would probably have fallen
back. The console market is strongly cyclical, with hardware sales tending to tail off
as consoles age and ownership startsto approach saturation poirt. Price cuts for the
‘major consoles helped support volume sales, but hit value.
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S
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Software growing in importance

FIGUREs: Hardware/software split in the video game and console market, 2006-10

Consoles Software Total
£m £m £m
2006 690 1,365 2,055
2007 820 1,656 2,476
2008 200 1,800 2,700
2000 709 1,586 2,295
2010 (est) 593 1,587 2,180

Data based on trade research, Mintel’s market size database and company results
‘Sounce: Mintel

As consoles age, sales become driven more by replacement than by consumers new
to the machine, leading to a natural tendency for software to grow in importance
laterin the console’s lifestage. Mintel estimates that software sales accountedfor
around 70% of the total value of the market in 2010.

This report is supplied in accordance with lintals terms and conditions. Supplied to Universityof Hull.
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Game Genres

“Please rank your three favourite types of PC and video games, 1 being your top
choice.”

Ficure7: Favourite video game genres, May 2008

Firstchoice  Second choice Third choice

% % %
Puzzle 23 17 2
Role playing/strateay 17 16 15
First person shooters 15 8 B
Sports simulators 13 B 10
Platform games 10 14 13
Vehicle simulators 6 7 10
Construction & 5 B 7
‘management simulation

Educational 4 o 10
Fitness 3 4 6
Beat'emup 2 5 4
Hack & slash 1 2 5
Total 100 100 100
‘Source: GMI/Mintel

Themore controversial hack and slash’ games on the market - some of
‘which, like Manhunter 2, garner much of the negative press surrounding video
‘games - was considered to be the favourite type of game of just 1% of gamers, with
Just 5% giving them a grudging third place.

+  Themuch more innocent and child-friendly puzzle games were the first choice
foraround a quarter, with role playing/strategy second.

Favourite genre by static console ownership
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FIGURE 3: Most important factors influencing source of purchase of computer and
video games, by gender, age and socio-economic group, July 2006

Base: 649 Intemet users aged 15+ who purchased video game consoles or game

Software inthe last 12 months
Lowest  Wide
prices choice of

games
% %

88 64

86 60
71

53
63
64
65
76
86

62
65
70
63

pounes GMI/Mintel

Availability Offersfree Stocks
delivery
games

% %

27 23

28 23
26 22

31 17
40 20
26 26
23 27
20 22
5 10

29 21
28 10
22 20
28 34

Low prices most attractive towomen and heavy Internet users
Women, those in the C1 group, those with children aged 10-15, those shopping from
‘supermarkets and those buying from Amazon and other online specialists are
espedially sensitive to low prices (see What Infiuences Where They Buy - Detailed

Consumer Demographics).
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