
Releasing an indie game 

looks more like a 

marathon than a sprint

Analysis on Hundred Days release and post-release data 
and the process we went through taking decisions
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Is there a market for this game?

How big it is?



WISHLIST GROWTH PROCESS



Expectation

Reality

SADNESS



EXPECTED SCENARIOS

We had plans even for a 
surviving mode:

we took down the company costs and 
estimate how many copies we should 
have sold to keep the boat floating…

Wishlist / follower ratio

Wishlist first month sales

First month first year

Full price

Launch discount

Launch price

Wishlis

8,35

0,35

5

€ 20,99

10%

€ 18,89

WISHLIST FOLLOWERS FIRST MONTH UNITS PRICE STEAM REV. TOTAL STEAM REV. NET

50.450 7.000 20.457,5 € 18,89 € 386.462,63 € 162.314,31



STEAM RELEASE NUMBERS

WEEK 1
9.624 copies

STEAM
May 2021

june 2021

july 2021

August 2021

September 2021

october 2021

november 2021

december 2021

january 2022

february 2022

11.156

2.403

2.109

816

1.642

1.877

969

2.167

1.013

434



REALITY CHECK

Top sellers games 
build their numbers
over time. 

We cannot reach
AAA numbers if we
don’t get together
the first 10, 100, 
1000 copies.



AND THEN WHAT?

Sales
planning

Even if lower then
expected, we were
still in a positive 

scenario

Able to afford
further

development



POST RELEASE TIMELINE

May 21

Game release
Pc + stadia

jun – sep 21

Weekly updates: 
content + fix

oct 21

Mobile
release

nov 21

Stadia
pro start

Jan 22

Stadia input 
touch

dec 21

Napa
dlc

Feb 22

Discord minigame

Nintendo switch
release

mar 22

Ps4 + ps5 
release



SALES SCHEDULE

MAY 2021 JUN. 2021 JUL. 2021 AUG. 2021 SEP. 2021 OCT. 2021 NOV. 2021 DEC. 2021 JAN. 2022

STEAM

EGS

STADIA

Launch
-10%

Summer sale

-15%

Week Sale
-20%

Halloween
-20%

Tabletop Fest

-20%

Autumn sale

-25%
Week Sale

-25%

Lunar New Year

-33%

Winter sale
-30%

Launch
-10%

Launch
-10%

Summer sale

-15%

Summer sale

-15%

Sale
-20%

Indie Sale
-20%

Autumn sale

-25%

Autumn sale

-25%

Lunar New Year

-33%
Holiday Sale

-30%



MAJOR SALES vs SHORTER SALES

Weeklong
deal

Tabletop
fest

Halloween
sale

Autumn sale

Week sale

% start end
Total
sales

First day Conversion %
First day

Avg. Sales
Per day

Wishlist
conversion

% wishlist
To sales

Wishlist
bALANCE

-20%

-20%

-20%

-20%

-20%

Sep 6

Oct 21

Oct 28

Nov 24

Dec 4

Sep 13

Oct 25

Nov 1

Dec 1

Dec 15

993

1024

458

673

928

374

537

210

220

303

37,66%

52,44%

45,85%

32,69%

32,65%

141,85

256

114,5

96,14

84,36

685

683

347

487

604

68,98%

66,70%

75,76%

72,36%

65,09%

-150

1667

-348

-710

146



LOOKING AT DATA CLOSER: MacOS

Mac OS Store is 
definetly a new 
possible marketplace, 
due to the relatively 
small cost of porting and 
the potential already 
proven on Steam.



PC STORES and CLOUD GAMING

• Total copies sold > 40K

• Stadia PRO sessions 4 months
>70K

• Steam represents 92% of PC 
sales, EGS+GOG = 8%

• Mobile = 25% of sales



CROSS PUBLISHER BUNDLES
Cross promotion between games when they participate to different sales.



CONSOLE PORTING, DLCs, OPPORTUNITIES

● 150 copies of bundle from Dec 22 to Jan 5 (149 copies of the 
DLC package), Winter Sale 

● 753 copies of the DLC (604 copies of the DLC package)

● 47 copies of bundle from Jan 27 to Feb 3, Lunar Sale

● 146 copies of the DLC

DLC activated a region that is not
in Top10 for the main game: 

Australia



MOBILE



NINTENDO
Stadia players saw the mobile version as
an opportunity to get a new feature

Nintendo players immediately compared the 
pricing and they didn’t compare the Switch 

version to PC but to the only portable platform



KEEP COMMUNICATING YOUR GAME

Stadia PRO sessions:

+25% 

Dec. 2021 vs Jan. 2022



KEEP ENGAGING YOUR COMMUNITY



(not that obvious) DATA THAT MATTERS

Avg. time played: 9h
Median time played: 3h 42m

41% of users played 5+ hours
23% of users played 10+ hours
9% of users played 20+ hours



PLANNED vs NOT PLANNED

Release with a 
good amount
of wishlist

Sales

Porting to 
mobile and 
consoles

Possibility to 
get a deal 

down the line

Smaller sales 
worked like a 

charm = more
like them

Cultivating a 
community that

we didn’t imagine
could exist = $$$

Cross publisher 
bundles

Taking the game 
to marketplaces 

that weren’t
planned



CONCLUSION

If D1, D7, D30 sales are not as you expected and as a developer you can afford it, try to 
keep following your release daily and check numbers to see what affects them. 

Poor sales at D1 doesn’t necessarily mean you will not sell some decent copies in the end.

Prepare yourself for quite a marathon, a good start is good, 
but make sure your legs will last for the whole journey.



THANK YOU!

Elisa Farinetti
Business Developer and CoFounder

farinetti@brokenarmsgames.com
farewell87


