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Executive Summary 

EndoEpic is offering Games Workshop the opportunity to expand the number of new customers 

entering stores by introducing new people to take up the hobby.  

Our proposal is to release a branded application for Facebook which provides 

users with a light introduction to the hobbies that make up Games Workshop: 

collecting, modelling, painting and gaming. Users select a warrior (collecting), 

customise the equipment (modelling), colour the armour (painting) and then fight 

battles with their Facebook friends (gaming).   

Games Workshop already makes a significant investment in training staff to engage with new 

customers entering stores; we are offering the opportunity to build on that investment and extend the 

reach to customer‟s homes. EndoEpic strongly believes this is a viable and cost effective method of 

improving on the great services already provided by Games Workshop. 

1.1 Introduction 

Throughout this document, we aim to propose a new strategy of 

brand expansion. Our proposal will help establish brand awareness 

to customers who are new to the products of Games Workshop, 

and also offer an exciting, cutting-edge product for both new and 

existing customers to enjoy every day. 

1.2 Context 

Games Workshop stores offer a welcoming environment to players, 

new and existing, with the great services offered in store being 

offered to them. Services such as the modelling and painting area where people can create unique 

versions of their figurines and the available gaming tables, where players can enjoy battling with 

friends.  

1.3 Market Opportunity 

We believe there is an opportunity to expand the number of new customers through greater brand 

awareness, building on the investment that Games Workshop already make when engaging with new 

customers who enter hobby centres. 

Games Workshop currently focuses on getting people into the hobby after they walk through the door 

of a store. Trained members of staff approach potential new customers and attempt to encourage 
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them to take up the hobby. We are offering to provide another link in the chain and encourage more 

people to enter the door of hobby centres. 

Our approach is inspired by the Ansoff Grid (Kapp, 2009), which provides four distinct strategies when 

targeting business growth.  

Figure 1: The Ansoff Matrix 

We have chosen to take existing products and move them into a new market by focusing on people 

who would not have considered picking up the hobby or entering the store. 
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1.4 Innovation Pentathlon Framework 

To assist us in choosing that an ideal solution we employed a system developed by Goffin and 

Mitchell at the Cranfield School of Management, called the Innovation Pentathlon Framework. (Goffin 

& Mitchell, 2010) 

This framework works by taking a large amount of ideas and filtering them down to one final 

implementation. We filter the solutions down by grading each idea against agreed criteria; for the 

purpose of our filtering we will use a DIFA evaluation. (Moon, 2011) 

This four part process starts with a brain storm of ideas and those ideas feed into the „Prioritisation 

phase‟ where we narrow the selection down using the DIFA marking scheme. With our final solution 

we begin the „Implementation phase‟, which is a highly detailed planning stage. Finally comes the „To-

Market phase‟, which is the process completion.  

Figure 2: Innovation Pentathlon Framework 

2.1 Idea Generation Phase 

This section discusses the ideas that were considered during our project. 

2.2 Considered Solutions 

In the idea generation phase we came up with three possible products that solve the criteria set out in 

the Market Opportunity section. 

2.2.1 Foiled Sweets 

We began researching into collection with the aim of bringing something new to the collection side of 

Games Workshop. We recognised that a small percentage of Games Workshop consumers were only 

interested in collecting figures and did not entertain the idea of table-top gaming with them. 

To Market 
Ideas Prioritisation Implementation 
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Many companies have great success with targeting people that prefer to simply collect things. 

Typically, the target audience is a younger age group. Examples of such products are Merlin‟s annual 

Premier League Football sticker book (Merlin, 2010) and Wizards of the Coast‟s hugely popular card 

games, Magic: The Gathering (Wizards of the Coast, 2011). 

We contemplated creating a new range of wrapped sweets, where the wrapper of each sweet 

contains a collectable art piece of key characters from any of the Warhammer series.  

We discovered that children in the UK receive an average of £6.24 per week (BBC, 2009), therefore 

our pricing strategy that would offer an equally affordable alternative to regular sweets, giving the 

customer more enjoyment from their purchase. 

2.2.2 Magnetic Attachments 

We wanted to explore was the customisation side to Games Workshop and develop a product 

facilitates the creative personalities of Games Workshop‟s customers. 

Such products already exist in other forms, for example The Sims, developed in 2000 by Maxis. The 

series proved to be massively popular and The Sims is credited among the best-selling PC games of 

all time (Walker, 2002). Some social networks owe their success to a highly customisable interface 

such as MySpace.  

A range of customisable figurines could be developed and sold with interchangeable limbs or other 

accessories alongside regular Games Workshop products.  

These parts would attach using embedded magnets, allowing buyers to have more freedom when 

posing or assembling their figures. There is potential for a wide array of customisable parts, like 

armour, weapons and clothing, which could be sold separately.  

These figures have the added bonus of being more decorative and expressive which will appeal to 

customers who enjoy the modelling side to Games Workshop. 

2.2.3 Facebook Application 

Another solution to emerge from our group discussions was a Facebook Application that would 

leverage the viral marketing techniques of Facebook to enhance public awareness of Games 

Workshop. 

The first unique selling point (USP) is a 3D model customizer much like the one seen in Relic 

Entertainment‟s 2004 title, Warhammer 40,000: Dawn of War. Users select and customize a warrior, 

choosing armour, colours, weapons and body parts. 
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Users can post pictures of their warrior to an album on Facebook and to their Facebook wall for all 

their friends to see. The intent is to tempt their friends and family into making their own custom 

warriors. These people may otherwise overlook the Warhammer franchise. 

The second USP is to allow users to take part in duels with their friends‟ warriors. In game incentives 

would be offered to encourage regular play and for recruiting new friends. 

The third and final USP is allowing users to take the step from virtual into the real world. The 

application will provide the ability for users to automatically purchase all the required components to 

construct their warrior directly from the Games Workshop catalogue. By directing users from the 

application directly to the Games Workshop online store, we increase the web traffic that website 

receives as well as the amount of commerce. 

3.1 Prioritisation Phase 

To help assist the comparison of our ideas we are employing the DIFA Opportunity Evaluation system 

(Moon, 2011) where you divide our proposals into categories that will demonstrate the strength of our 

idea. Those categories are Investment, Risk, Length of Return, Change and Expertise.
1
 

Investment 

Investment is the measure of investment required to take the proposal forward. Having to make a 

small investment to develop a successful product is more desirable. 

Risk 

When taking the proposal forward, risk represents the danger of something going wrong, therefore a 

smaller value is better. 

Return 

This is a measure of return provided by the proposal; for the sake of area comparisons 1 provides an 

excellent return and 10 provides a poor return. 

Degree of Change 

Degree of Change measures of how much the proposal changes Games Workshop from how they 

operate currently. The product should aim to require as little change as possible. 

                                                     
1
 To help with area based comparisons, all scales positives must be low and negatives must be high. 
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Time 

Time measures the amount of time required to see a return on investment, or how long the product 

takes to create (Or perhaps some mix of both). The product should aim to achieve its goals in as little 

time as possible. 

Table 1: Wrapped Sweets 

Investment Risk Return Degree of 

Change 

Time 

7/10 8/10 6/10 9/10 8/10 

 

Table 2: Magnetic Attachments 

Investment Risk Return Degree of 

Change 

Time 

4/10 6/10 5/10 4/10 2/10 

 

Table 3: Facebook Application 

Investment Risk Return Degree of 

Change 

Time 

3/10 4/10 5/10 3/10 4/10 

 

Table 4: Totals 

Wrapped Sweets Magnetic Attachments Facebook Application 

38/50 21/50 19/50 
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Figure 3: Solution Comparison 

 

3.2 Comparison Conclusion 

From the diagram above we can see each idea has its own strengths and weaknesses.  

The Foiled Sweets proposal clearly is the weakest of the ideas, as the scoring system gave that idea 

a high 38 from a possible 50. We discarded this idea because of its obvious draw backs; the idea 

would require Games Workshop to enter a new market and to begin selling foodstuff. Businesses 

trading in the food market have to abide by strict regulations and therefore the planning required is 

beyond the capacity of EndoEpic. 

The alternate solutions, the Magnetic Attachments and the Facebook Application, scored very 

similarly, 21 to 19.  

The Magnetic Attachments however, we feel is an inferior solution to the Facebook Application. The 

downside is that it cannot easily take advantage of Games Workshop‟s existing moulding and 

production process, unlike the Facebook Application (The 3D models in the game can be downscaled 

versions of the original CAD designs).  
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Also, veteran enthusiasts have been known to modify existing models into something similar to the 

concept behind this product for as little as $10, and guides on how to do it are readily available on the 

Internet.  

That reason suggests that the service is already in the 

market, so therefore it may not increase Game 

Workshops market awareness or provide any new 

potential customers. 

The Facebook application scores the lowest of all the 

DIFA evaluations. This is due to its simplicity to develop 

and maintain, its minimal risk and its minimal change. Similar ideas are being deployed by other large 

companies, suggesting that there is scope for success in creating these Facebook applications. Such 

an example can be seen the appendices item „Case Study – Dragon Age Legends‟.  

The strongest of our ideas, the Facebook application, has been evaluated against the „Diffusion of 

Innovation‟ (Rogers, 1995) in the appendices item titled „Diffusion of Innovations Evaluation‟. 

4.1 Literature Review 

The following section illustrates the research that we carried out into the necessary areas for the 

deployment of our business proposition. 

4.2 Games Workshop 

Games Workshop‟s history and current standing can read about in the appendices item titled „Games 

Workshop – Past and Present‟. 

4.2.1 Target Audience 

Games Workshop targets a young male audience of the age range of 13 to 16 years old and a slightly 

more mature audience of 21 to 25 year olds (Games Workshop Online Brochure, 2005). They mainly 

target the younger players to get them hooked on their merchandise.  

Their user base fades away during the college and university years and comes back again in a more 

mature audience - this is most likely due to the material goods they provide. Something a user has 

purchased will still be playable and part of the game thus making re-entry into the market reasonably 

easier for the returning customer. 
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4.2.2 Online Retail 

Games workshops recent profits are down as of a year ago, an interim financial report from games 

workshop highlights that this is due to staffing changes in their Europe and American stores in order 

to reduce overhead (Interim Management Report, 2010). During this time only 16 hobby centres were 

opened though in the report they also claim that their web sales were settling in after major upgrades 

in the recent years. 

Games workshop has not published how much profit it makes from its Global online store; however it 

does state in the 2010/2011 interim report an operating cost of £991,000 over six months whilst their 

website operating costs are £1,937,000 of the prior twelve month period (Interim Management Report, 

2010). This would make their web costs fairly static and stabilised.  

Games workshop CEO stated that their web-store has also helped reduce the amount of stock kept in 

warehouses by £2.2 million by forcing them to move their warehouse systems to an automatic 

restocking system. Written further on in their report the CEO praises the ability to remove slow selling, 

but vital stock off the shelves and sell them via their web-store making room for faster selling products 

in the hobby centres.  

To mitigate the problem, it seems, of some customers being unable to purchase online Games 

Workshop introduced a computer sales point into each of their hobby centres so that customers are 

not put off from their purchase and they still come into the hobby centres to do the purchase. This 

also helps with out-of-stock items at local stores, as customers can still make the product purchase 

and await home delivery.  

In short, their web-store has become a vital tool in reaching more customers and moving stock faster. 

Their web-store already attracts a lot of web sales from around the globe – though the actual sales 

figures are embedded into regional sales figures of stores and is unattainable.  

4.3 Facebook 

Facebook, created in 2004 in a Harvard dorm room now has an international reach with over 500 

million active users spread over more than 130 countries worldwide. According to official Facebook 

statistics over 700 billion minutes per month is spent on Facebook. There is no sign of its growth 

slowing down, according to their timeline, they reported that they had 400 million active users in 

February 2010 and within four months alone; they had climbed to 500 million active users. 

In August 2006 the Facebook Platform was released which allowed independent developers to 

develop applications that could integrate with the Facebook site and use user information to help 

make their applications richer. 
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There have been many entrepreneurs who have made their claim to fame by developing applications 

on the Facebook platform. Perhaps, most the most notable and recognisable company to claim fame 

from the Facebook platform is none other than Playfish. 

Playfish is a British company founded in 2007 by a team of four, and by October 2008 they secured 

$17 million in venture capital funding to extend their business (playfish, 2011). The companies first 

biggest hit entitled "Who has the biggest brain?” was a social game where players could challenge 

friends to a quiz and see weekly rankings. In early November 2009, Electronic Arts, predominantly a 

competitor in the video game market, acquired Playfish for $400
2
 million (Johnson, 2009) (Kane, 

2009). Playfish currently attracts 55 million users a month, with over 37 million being attracted from 

their Facebook games alone. 

Another benefactor on the Facebook platform is Zynga, the creators of Farmville (O'Neill, 2009). 

Farmville has reached international acclaim with over 51 million active users despite claims of lack of 

unoriginality
3
. Zynga, founded in 2007 acquired $10 million in funding by February 2008 and a further 

$28 million in funding in July 2008 recently published total revenue of $600 million for the year 2010 

(Zynga, 2011). 

4.3.1 Viral Marketing on Facebook 

We can leverage viral marketing via the nature of Facebook (Viral marketing is defined in the 

appendices item „Viral Marketing Definition‟).  

A recent US study shows that the use of social networks is 17 billion minutes per month (NielsonWire, 

2009), 22.7% of time spent on the Internet thus far outstripping the mere 8% of time spent emailing 

(Kafka, 2010). Another US study by Pew Internet backs the idea that the world is shifting to an online 

distribution of news and media stating that 37% of surveyed people stated that they receive news 

through postings on social networking sites (Pew Internet, 2010).  

Thus, by leveraging the application posting ability on Facebook we can easily make our application 

“go viral”. Facebook is the platform for making viral applications, as demonstrated by a number of 

published documents explaining how to make your own application viral (Arrington, 2008).  

Several of the most commonly repeated concepts are: to used forced invites (users must refer other 

users to use the application); frequent updates and posts (users will feel that the application is worth 

returning to) and even posting of results or data (to publicise the results of the application).  

Interesting to note, there is that 40% of total time spent on Facebook is spent playing Facebook 

games (Siegler, 2010). 

                                                     
2
 £275million in cash, $25million in equity and an additional $100million in performance targets 

3
 http://www.allfacebook.com/zynga-farmville-2009-06 

http://www.allfacebook.com/zynga-farmville-2009-06
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5.1 Methodology 

The design for our product is based on our findings in the Literature Review and the culmination of the 

ideas that were discussed in the Idea Generation Phase. Leveraging the Facebook platform and 

creating a game/application is the most cost-effective method of achieving our goal; finding a market 

opportunity for Games Workshop. 

5.2 Key Features 

The application will be designed such that it will integrate directly with the Facebook user interface, 

exploiting the features and capabilities that it provides. For example, the application will be able to 

post updates to the user‟s wall that others will see in their news feeds, and generate notifications 

when an event has occurred concerning the application. Through this method, the application will 

spread virally. The design of this application is explained in the Appendix item: Design Overview. 

Because the colours and parts available in the application reflect what Games Workshop actually 

produce, a sales opportunity can be introduced to leverage this. When users unlock new parts for 

their character by reaching certain milestones (such as levelling up their character, performing certain 

feats in battle, or spending a certain amount of time using the application), they could be granted 

discount codes to be used directly with the Games Workshop website, and actually purchase their 

character, or any parts that they have unlocked in the application, with minimal or no extra cost to the 

manufacturing process. This process could even work the other way if Games Workshop were to 

include codes with models, which could be entered into the application to reverse-engineer the code 

and generate a character from it. 

The application consists of two modes; “Customisation Mode” and “Combat Mode”. For a technical 

description of how these areas would function, refer to the Appendix item: Technical Overview; and 

our estimate for the development costs of this application can be found in the Finance section of this 

proposal. 

6.1 Marketing 

In this section we will be discussing key marketing strategies based on research we have conducted 

for Games Workshop as well as critically evaluating how we can use this to maximise our marketing 

potential. 

A section on the products direct competitors can be found in the appendices titled „Competitor 

Analysis‟. 

Porter‟s Marketing Mix Model (Burns, 2001) provides a tool to describe our marketing strategy. The 

customer buys the marketing mix as a single item, built of four key elements, all of which must 
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consistently reinforce each other in harmony for the product to be considered viable. These elements 

are described in the following sections. 

6.2 Product 

Facebook users have a desire to spend their time socialising with both new and existing friends. As 

discussed previously in the Literature Review, they also often spend their time playing online games.  

An online social application would provide existing players another avenue to be involved with Games 

Workshop as well as extending the enjoyment to new players. 

6.3 Price 

The application itself is distributed through Facebook for free; however, it features mechanics used to 

encourage players to purchase in game items and abilities. The pricing ranges have been broken 

down into three categories based on which type of market segmentation would be likely to consider 

the cost of these items as an important factor. The market segmentation analysis is presented in the 

appendices item: „Market Segmentation‟. 

6.4 Place 

The Facebook social network has over 500 million active users, spanning 130 countries (Gonzalez, 

2011), making it one of the most visited websites on the Internet. 

With the addition of the notification system, we can attract new players across the network, increasing 

the commercial range of the product and introducing the Games Workshop intellectual property (IP) to 

more customers. 

6.5 Promotion 

Promotion can also be achieved through the Games Workshop online websites, as well as in the 

actual high-street stores themselves. The promotion is bi-directional, in such that the application 

promotes the Games Workshop brand to Facebook users, generating new customers; and the stores 

can promote the new application to existing customers. 

Through this advertising strategy, Games Workshop as a brand can accomplish wider global-scale 

recognition, thus presenting new sources of distribution currently unknown to the company. 



G450 BSc Computer Games Programming  

University of Derby  

Small Business Start-Up  17 

6CC050 

7.1 Finance 

Our current estimate is that it would take a team of three or four developers about three months to 

produce an application to a reasonably high standard. Refer to appendix item: Facebook 

Development for technical details on the Facebook development platform.  

At the time of writing, the average salary of a Web Designer ranges from £23,000 to £35,000 by 

county in the UK (ITJobsWatch, 2011), whereas a Web Developer earns between £28,250 and 

£42,500 (ITJobsWatch, 2011). The bulk of the production time would be spent producing the 3D art 

assets for the application, so additional artists would be able to complete the work quicker, but the 

development costs would be higher over the short-term. A 3D Artist earns an average salary of 

£32,500 (ITJobsWatch, 2011), meaning that hiring a team of one designer, one programmer and two 

artists to develop the application over three months can be expected to cost as little as £28,000.  

 

If successful the Facebook Application could be expanded to cover the collectable series, such as the 

Lord of the Rings. Doing so would require significantly less investment due to the reusability of the 

programming code used.  

Maintenance costs of the application are expected to be minimal with funds only needed to provide 

web storage for the Facebook Application and its assets. Those costs would be returned through the 

market growth provided for Games Workshop by the application. 

8.1 Conclusion and Recommendations 

EndoEpic believes we are offering Games Workshop an excellent proposal, one that offers them the 

chance to increase their market share and revenues with minimal investment and risk.  

As pointed out in the appendices item: Case Study – Dragon Age Legends, we are seeing more 

companies investing in Facebook games to increase the awareness of new products, brands or 

services, this is down to projects, like ours, requiring little investment and maintenance.  
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EndoEpic will recommend the following to Games Workshop, based on our research and 

development completed to submit this proposal: 

 Games Workshop to utilise the massive potential of social networking to bring new customers 

to their products and services – either through our proposed solution or a compromise of 

ideas between EndoEpic and Games Workshop. 

 Evolve your products to the demands of the digital age we live in. 

 Continue producing new ranges of collectable characters, expanding your already rich 

fictional universe and remain at the top of your marketplace.   

A final exit strategy is proposed in the appendices item titled – „Exit Strategy‟.  
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Appendix 

The following items expand on information that is found in the body of our proposal. 

Diffusion of Innovations Evaluation 

In this section, the proposed Facebook application is considered through the scope described by 

Everett Rogers in his book titled „Diffusion of Innovation‟ (Rogers, 1995). 

The „Diffusion of Innovation‟ is a theory that seeks to explain the factors that spread new ideas, 

technology and products across societies and marketplaces.  

The author suggests that ideas spread when a consumer completes a five step process with that 

idea: 

1. Knowledge – The consumer becomes aware of the product and what it offers. 

2. Persuasion – The consumer forms a favourable opinion of the product. 

3. Decision – The consumer begins to adopt the product. 

4. Implementation – The consumer uses the product. 

5. Confirmation – The consumer evaluates the product after uses, and passes that evaluation 

on. 

The factors that affect the success of the above five step process as follows: 

Relative advantage 

The greater the perceived advantage, the faster the spread – EndoEpic games are experienced game 

developers and believe we can tailor together a very enjoyable and accessible Facebook application. 

We believe players would be very satisfied with the product and would be more than happy to tell their 

friends about it. 

Observability 

The easier it is to observe the advantages, the faster the spread – The Facebook application will be 

built from the ground up with the aim for this game to incentivise its players to encourage more 

players to join, whether that is through Facebook wall posts or game photos. 

Trialability 

The easier it is for users to test the innovation, the faster the spread – Developing for the Facebook 

platform means any computer user with an internet connection can trial our product. Additionally, the 

full product will have no cost attached, meaning anyone can try for free. 
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Compatability 

The closer the match to the existing product, process or service, the faster the spread – Our 

Facebook application is being developed for both new and existing customers to the Games 

Workshop franchise. It is very important that our game caters for even the most hard-core of 

enthusiasts.  

Complexity 

The simpler the innovation appears, the faster the spread – Our Facebook application is being 

designed to be as easy to pick up and play as possible.  

Perceived Risk 

The lower the risk the faster the spread – Our Facebook application will be free to play, therefore any 

one can come and trial the game, no strings attached. 

Conclusion 

This review highlights that our product performs very well under the scrutiny of the „Diffusion of 

Innovations‟ (Rogers, 1995) and we hope this further proves that our Facebook application will be a 

success. 

Games Workshop – Past and Present 

The History of Games Workshop 

Games Workshop was founded in 1975. Drawing inspiration from Dungeons and Dragons which had 

been imported into America at that time, Games Workshop went on to create a magazine named The 

White Dwarf. As of 1991, after a management buyout (IGN PC, 2008), the company reduced its 

product lines down to just a handful of titles; Warhammer Fantasy Battle and Warhammer 40,000. 

Aside from these main franchises, Games Workshop also owns the license other pop-culture fiction 

such as Doctor Who, Judge Dredd and 2000 AD. 

Games Workshop have begun to licence out their intellectual properties to other companies who wish 

to leverage the selling-power of the Warhammer Universe. Games such as Mythic Entertainment‟s 

2008 title, Warhammer Online: Age of Reckoning et al, have created popular computer games with 

the Warhammer licence. 

Games Workshop’s Current Standing 

Games Workshop currently owns over 380 Hobby centres in more than 3,600 independent outlets 

internationally. The hobby centres are their ground to allow new and old players alike to experience 

building, painting and playing of the miniatures they produce. The Games Workshop Group also own 
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publishing companies that allow it to produce novels, graphic novels, art books and background 

books set in the Warhammer world. 

In the last financial year of 2010 the Games Workshop Group, operated at a profit of £16.1 million, an 

increase from £9 million the previous year (Games Workshop Group PLC, 2010). The financial report 

showed that Games Workshop's sales peaked in 2004 at over £140 million before showing a drastic 

decline to a 6 year low of just over £100 million sales in 2007. Since which, their sales per year have 

been showing a slow increase. 

Facebook Application 

This appendix item describes how the Facebook application‟s “modes” would function. 

Design Overview 

The Combat Mode focuses more heavily on the social interaction side in a similar way to FarmVille, in 

that users can challenge their friends who also have the application to pitch their characters in battle, 

or invite new friends who haven‟t got the application yet to join in. The Customisation Mode builds on 

the core concepts that we liked about our other ideas, collection and personalisation; but with the 

Facebook application the notion is much more feasible. Since the players have a virtual rendered 

image of their character in our application, Games Workshop does not need to make any new 

physical parts, the characters are simply modelled by a 3D artist. This allows the player to easily 

change the colours and parts on their character. 

The application would make liberal use of meta-gaming and micro-achievements. This mechanic 

ensures the user is rewarded little and often, building up a positive stimulus relationship with the 

application in order to encourage them to keep coming back for more. This is reinforced with the news 

feed posts and notifications. Furthermore, the user should experience a strong sense of ownership 

over their character through the heavy use of customisation, which should keep them interested for a 

prolonged period of time. This feature will be the principal driving force behind getting more people 

using the application. 
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Figure 4: Application Flow 
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Technical Overview 

This section describes how the application would be implemented and how it functions from a 

developer standpoint. 

Customisation Mode 

Customisation Mode is specifically designed to hook users and make them feel involved with the 

Warhammer 40,000 Universe by giving them ownership over an individual character that they can 

customise in any way they like, then show off their character to their friends. In this mode, the 

application window is split into two panes. One half would contain a simple 3D view of their chosen 

Warhammer 40,000 character, which can be rotated and zoomed in or out using a few basic buttons 

that the user can click on. The other half of the window has a collection of drop-down list-boxes from 

which the user can make various selections in order to customise the appearance of their character. 

These list-boxes would be arranged in logical categories, such as helmet, shoulder-pads, armour, 

weapons, accessories and adornments. Adjacent to each list-box there would be three coloured 

buttons, labelled “Primary”, “Secondary” and “Detail”, showing the currently selected colour scheme 

for that part. Clicking on these buttons would expand them into a colour palette so that the user can 

choose a new colour for their component. 

Both the available components for customising the appearance of the character, and the colours that 

can be chosen for them, reflect the actual model parts and paints that are already in production by 

Games Workshop for the Warhammer 40,000 series. 

Finally, beneath the list-boxes would be a pair of images that show a “badge” and “banner” design 

that can be applied to the character. For example, a “badge” would be the graphic worn on the 

shoulder pad of a Space Marine, whereas a “banner” image could be used for a flag carried by an Ork 
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Warboss. Ideally, a user should be able to use both a badge and a banner graphic with their 

character, regardless of what army or race their character belongs to. 

Clicking on the badge or banner graphic would open a new tab where the user can edit the image or 

choose from a selection or pre-made ones. These images would essentially be vector art, i.e. simple 

shapes are layered on top of each other to create the final appearance. This would make the editor 

highly efficient, since each layer in the image would only need to store the type of shape that it 

contains (e.g. a triangle), the colour, the position, the orientation and the size, which is much less 

information than what is required to store a texture, while still allowing for maximum user 

customisation. 

Combat Mode 

Combat Mode is found on a separate tab in the application from Customisation Mode. In short, it 

allows the user to pitch their character in battle against a friend or a random AI-controlled opponent. 

The combat mechanics are extremely simple and boil down to almost rock-paper-scissors style 

gameplay, although this could be expanded if necessary. 

The user selects a friend from a list-box to challenge their character to battle. If they accept, combat 

begins. Combat is a round-based process where the participants can respond in their own time (i.e. it 

is not played in real-time). During each round, the players perform two actions: choosing a stance and 

choosing an attack. When both players have done this, the round is played out. Because the game is 

not played in real-time, the player might choose their actions and then log out or come back later, it 

doesn‟t matter. When they choose their actions however, the other player receives a notification, 

prompting them to complete their own turn. The outcomes of battles would be posted to the news 

feed. 

The stances that can be chosen are aggressive, adaptive or defensive; and the attack types are high, 

middle or low. 

 A high attack beats a middle attack. 

 A middle attack beats a low attack. 

 A low attack beats a high attack. 

The stances modify the final outcome of the round. 

 An aggressive stance does double damage if it hits, but receives double damage if hit. 
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 An adaptive stance does a standard damage counter-attack in the event of a tie. If both 

players are in an adaptive stance in the event of a tie, then the attacks just cancel each other 

out as normal. 

 A defensive stance does half damage if it hits, but receives half damage if hit. 

Players receive “experience points” for fighting, even if they lose, but they earn more by winning, 

especially against higher-level opponents. Playing against an AI opponent just gives the user 

something to do when not fighting against their friends, but they earn less experience that way. 

Characters would have an “endurance” stat which increases each level, which basically determines 

the number of times that they can fight each day. 

Players can also equip augments in Combat Mode, which provide various benefits like “extra 

experience”, “extra health points”, “extra endurance” or a special move that they can use once per 

fight, for example. Augments would be unlocked by performing certain feats in battle, like landing 

three aggressive hits in a row. 

Facebook Development 

Developing for Facebook is very straightforward. The application must be registered with Facebook‟s 

core experience, which establishes basic information about the application. Facebook then provides a 

blank “canvas” with which the interface of the application can be designed. There are some limitations 

imposed in order to make the application to integrate smoothly with Facebook, but generally the 

developers can immediately begin writing code or producing art assets in one of the wide variety of 

supported languages/formats (Facebook, 2011). 

The Facebook platform provides support for several Software Development Kits (SDKs, 2011), 

including: 

 JavaScript SDK 

 iOS SDK (iPhone/iPad) 

 Android SDK 

 PHP SDK 

 Python SDK 

There are also a number of tools available for developing, testing and monitoring the application being 

developed. 
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The platform offers advanced APIs such as dialogues for displaying messages to users; FQL 

(Facebook Query Language) for use with creating graphs when storing information on Facebook; an 

Internationalisation API which takes advantage of Facebook‟s Translation Framework to make 

applications available in over seventy languages; a Credits API for use as a method of purchasing 

digital/virtual goods within the application; an Ads API for creating and managing ads on Facebook 

without having to use the Facebook Advertising Manager tool; and a Chat API, meaning that 

Facebook Chat can be integrated directly into the application (Tools, 2011). 

Case Study - Dragon Age Legends 

This appendix details a case study for the Facebook game Dragon Age: Legend. 

What is it?  

Dragon Age: Legends was developed by publisher Electronic Arts as part of the marketing campaign 

for Dragon Age II.  The game is a direct sequel to Dragon Age Journeys which was released shortly 

before the original game in the series Dragon Age: Origins. The purpose for the game is to build and 

maintain a high level of interest in the Dragon Age universe whilst simultaneously providing interested 

fans a glimpse into the new areas and new game play mechanics which are in Dragon Age II.  

The game is built around the concept of periodically being updated by its developers to provide 

players with new game play over a long period of time, essentially being drip fed content to keep fans 

interested. Players can unlock equipment for Dragon Age II simply by playing Dragon Age: Legends 

with items such as helmets, weapons, belts and so on being exclusively available for unlock via the 

game - thus encouraging both people who already have Dragon Age II to play the game and people 

who might simply have a passing interest to play. 

Why? 

Electronic Arts are leveraging the huge marketing power of the Facebook platform as a piece in the 

jigsaw of their overall marketing campaign. AAA titles typically have marketing budgets in the range of 

tens, sometimes hundreds, of millions of dollars and developing a relatively simple Facebook 

application takes up an extremely small expense in comparison whilst reaching a potential audience 

of half a billion people. 

Who? 

Already mentioned was that it was developed by Electronic Arts themselves and not Bioware (the 

developer of Dragon Age II). This is a deliberate choice by Electronic Arts as evidence suggests that 

the developer of such a relatively simple application does not need intricate and detailed knowledge 

of the universe they are working to market. A simple team of a few developers can get away with only 

a few documents provided by a central source and still provide enough intrigue in the market to 
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encourage Facebook users to download the application and get a taste of the game ultimately 

resulting in a success for the marketing campaign. 

Viral Marketing Definition 

A way of spreading a marketing message indirectly through "word of mouth" and referrals. (FatCow, 

Undated) 

Facebook Stock Quote 

Games workshops stock quotes have generally been on the increase from December 2009 but suffer 

their biggest hit in January 2011, following income shortfalls after staffing changes in North America 

and North Europe. Despite this, their stock has been on a stable incline back to normal over the first 

three months in 2011. 

Figure 5: Stock Quotes 

 
December 2009 to January 2011. 

Table 5: Operating Profits 

OPERATING PROFITS 

June 2006 4.2m 

June 2007 -2.1m 

July 2008  2.5m 

August 2009 9.0m 

August 2010 16.1m 
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Market Segmentation 

The top section of the following table defines the three segmentations of our market and Porter‟s 

marketing mix used to describe the key areas for each. Finally, a critical fact is determined for each 

area: 

 Product – The game itself, its model editor and the Facebook platform. 

 Price – The identification of which market segment is likely to pay more for our product. 

 Place – In terms of the environment for our product, i.e. Facebook, what criteria is the most 

important. 

 Promotion – Identifies which market segment is likely to find access to our product. 

 Critical factors – The most important feature of the segment. 

Table 6: Market Segmentation 

Segments Non-GW Facebook Users GW Facebook Users 
Non-Facebook GW 

Users 

Product Model Editor Game 
Model editor, Game, 

Facebook 

Price Medium High Low 

Place Distinctive, Competitive Branded Branded, Distinctive 

Promotion Facebook 
GW Official Site, 

Facebook 
GW Official Site, Shops 

Critical 

Factors 

Ease of learning/use, Visually 

appealing 
True to original IP 

Incentives/Promotions 

to play 

Competitor Analysis 

Games-Workshop does not currently have a competitor that can match it in terms of scale of 

operation. There are alternative miniature figure collectible companies such as Reaper Games 

(Reaper Miniatures, Inc., 2010) and Avatars of War (Avatars of War, 2011) however most of these 

companies operate on a much small level usually through online-only retail.  

A bigger threat to Games Workshop is the longevity of the table-top gaming hobby and how the 

company can broaden its demographic by attracting new players. Collectible card games such as 

Magic – The Gathering (Wizards of the Coast, 2011) and the Pokémon series have already 

established themselves as competition towards a similar target audience and with the new Pokémon 

online browser-based game (GAME FREAK, Inc., 2011) due to launch in April 2011, Games 

Workshop may lose pace in the online gaming market.  
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Our application is Facebook based, and is therefore able to explore various avenues for customer 

segmentation. The Pokémon online game is unlikely to attract new people to it and furthermore will 

not be exposed to a million-strong audience. This is a key benefit to consider if Games-Workshop 

intends to strengthen their current audience as well as cater for potentially new players. 

We appreciate that Games Workshop is a specialised market; however feel that through its IP and by 

using our market analysis, the brand can be marketed to more people through our application.          

Exit Strategy 

As an enthusiastic group of software development students with collective experience in game 

development, we believe we would be the best candidates to provide a high quality implementation of 

the suggested software. With direct access to the required tools and resources needed to create such 

a product, we believe that we can successfully manage the design, development and maintenance of 

the product and would be willing to negotiate a product-cycle and related costs appealing to both 

parties involved. 

If Games Workshop can negotiate a licensing for the use of our software with their IP we can offer 

many additional options exclusive to that agreement. We can offer many flexible solutions which are 

discussed in the following section below. 

With detailed knowledge of the application and the related tools required to maintain it, we are more 

than willing to continue the upkeep of the product ensuring that customer satisfaction is adhered to at 

all times. We can provide for additional content being produced at after product launch as well as 

constant routine security, performance and error related updates. 

Should Games Workshop wish to incorporate new or existing IP into our application we can provide 

fast integration of this content to our application due to the flexibility in its design both quickly and 

efficiently. This allows for cost effective marketing of new IP with little risk of developing content 

unlikely to be financially successful at trade level. 

Alternatively Games Workshop are given the option able to license our software under contract 

without our system management should they wish. This reduces their maintenance costs however 

reduces their options in terms of future growth and expansibility. Our product can then be licensed to 

them under the Copyrights, Designs and Patents Act 1988 granting them full written permission to use 

our software as they desire. 

 


