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FROM
SUBCULTURE

TO
POPCULTURE



HOW
IT ALL
BEGAN.



VISUALLY COOL
EMOTIONALLY, MEH



ONE YEAR IN HELL.



INSPIRATIONS
our history | word of mouth | news 



FULFILLING EXPERIENCE
HARD TO MARKET
NEW IP = NO TRACKRECORD



WAR IS COMMODITY
WAR173 | MILITARY129 | WORLD WAR II174  

(chosensteamtags)



STRONG PROTAGONIST
SINGLEMINDED POV
LACK OF EMPATHY



STRATEGY



THERE
ARE TWO
SIDES TO
EVERY
STORY



MARKET OVERVIEW:
War-themed games as well established

yet single-minded trend.

INSIGHT:
Every conflict happens
at someones doorstep.

USP:
One of a kind

perspective on war.



THINK > WRITE > REPEAT



TITLE:

WAR OF MINE
(?)



TITLE:

THIS WAR OF MINE
We are not native speakers

And it doesn’t make our work easier.[ ]



EVERY WAR HAPPENS 
AT SOMEONES DOORSTEP

AT WAR THERE ARE THOSE WHO FIGHT 
AND THOSE WHO TRY TO SURVIVE

SOME FIGHT FOR GLORY. 
SOME, TO SEE ANOTHER DAY.

IN WAR NOT EVERYONE IS A SOLDIER

AT WAR SOME PEOPLE KILL, 
SOME WANT TO STAY ALIVE

THERE ARE MOMENTS 
YOU WOULDN’T LIKE TO SEE A SOLDIER

CLAIM



TONALITY:
SERIOUS | NON-MILITARY | APOLITICAL

INSIGHTFUL | HUMAN-CENTRIC



INSPIRATION
VS RECREATION

POLITICS ARE SUBJECTIVE 
HUMAN CONSEQUENCES ARE UNIVERSAL



COHERENCY
PAYS OFF





IN WAR
KIDS ARE
STILL KIDS.



ZOMBIES?
THANKS BUT
NO, THANKS



MEANWHILE
IN THE STUDIO





WHAT ABOUT
THE FUN FACTOR?



„I wondered if Miechowski worried 
about whether the game is fun.

"No," he said. "Absolutely not. 
It doesn't really matter. 
It's an experience. (…)
The game should engage players (...) 
If the message is important 
and the gameplay is shallow, 
it would be absolutely devastating"



IMPLEMENTATION



KV

VIDEOSOCIAL

PR EVENTS

FOLLOWUP
INITIATIVES

POSTERS
DIGITAL ART

PROMO ASSETS

TRAILERS
GAMEPLAY
PROMO ASSETS

BOOTH
PRINTS & FLYERS
MERCH

ORGANIC FB/TWITTER
NO PAID ACTIVITIES

INTERNAL DOs/DONTs
REGULAR COMMS

USER-GENERATED CONTENT
BOARD GAME



WRITING & PRODUCING

TRAILERS



SHARP MESSAGING & PUNCHLINE
CLEAR STORYTELLING STRUCTURE
OVERARCHING NARRATIVE



LONG TERM

MARKETING



32000 ACTIVE FANS
creating living community

not a ‚consumer base’

30-60% COVER BY 
ORGANIC REACH

STEADY GROWTH
no paid aquisition

at any given moment

IMAGE BUILDING
& CUSTOMER SUPPORT



WE ENSURE BRAND 
CONSISTENCY

WE DO NOT 
INTERFERE IN 

CREATIVE FREEDOM

WE ARE HAPPY WITH 
THE ACTIVITY OF 
OUR COMMUNITY 

AND TRY TO 
EMPOWER IT.



RESONANCE





COVERAGE



AWARDS



SALES

STRONG & STEADY LONG-TAIL SALES
(PREMIUM PRICING, STRONG CUSTOMERSUPPORT, POST-RELEASE DEV)

Strong product

1,384,887COPIES @ STEAMSPY

BREAK EVEN IN FIRST TWO DAYS ON THE MARKET
SUPRISINGLY HIGHINITIALNUMBERS Strong marketing

(HIGH AWARENESS& CONSIDERATIONBEFORE THE LAUNCH OF THE GAME)



WE LEARNED A LOT.



THE SURVIVOR
EMIRREACHED TO US
& SHARED HISSTORY
THAT INSPIRED US TO
CREATE NEWTRAILER



ALWAYS MAINTAIN ART DIRECTION
TRUST IS GOOD / LACK OF CONTROL NOT SO MUCH



TORRENT ISSUES
It's Karol from 11 bit studios, the developers of This War of Mine.
We are really happy to hear that you like our game. 
They prove, that spending 2 years on it was worth it.

I would like to say thank you to everyone, who decides to buy 
the game and support us — because of that we'll be able 
to develop TWoM further and create even better games in the future.

If because of some reasons you can't buy the game, it's ok. 
We know life, and we know, that sometimes it's just not possible.
Here are some codes for the steam copy of the game, 
so some of you can take a look at it. And if you like the game 
after spending few hours in, then just spread the word, 
and you'll help us a lot.

’’



„The comment thread has already turned positive, 
with fans lauding the game and offering to tell others about it. 
That sense of good will was one of the goals of giving away 
copies of the game to the pirates.”



TRY TO AVOID GIMMICKS & FOCUS ON IMPACT.
IF YOU DO NOT HAVE A HUGE IP, YOU’VE GOT 5 MINUTES.

TRANSPARENCY USUALLY PAYS OFF.





KEY TAKEOUTS



ONCE YOU HAVE PINPOINTED YOUR STRATEGY
STAY STRONG & STICK TO IT.

TREAT MARKETING AS A PART 
OFYOUR DEVELOPMENT PROCESS.

MEDIA-WISE PUT ADEQUACY OVER QUANTITY
HIGH NUMBERS ARESWEET BUT NOT CRUCIAL.

PLAN AHEAD BUT DON’T BE AFRAID 
OF SLIGHT CHANGES ALONG THE WAY

GOOD MARKETING IS IMPORTANT
GOOD GAME IS A MUST.



THANKS!
@akawist


