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There’s a new Playa in town

what it takes
to become...

and he’s itching for a Pimp Fight!

Do YOU have

America’s Next Top Pimp is a dangerous game of manipulation. 
Be wary of other pimps trying to take control of Pimp Island.  
Players must use everything at their disposal to become the 
Ultimate Pimp Daddy!

SPECIAL OFFER for Casual Game Insider Readers:  
Limited Time Only! FREE SHIPPING* on America’s Next Top Pimp 
when you order from inappropriategaming.com   Use the code: 

 CGIPIMPSHIP

inappropriategaming.com

facebook.com/inappropriategaming

@InapproprGaming

google.com/+inappropriategaming

* Free Shipping available in Continental U.S. 
(excludes AK & HI) and Canada only.



Now you can read more great issues of CGI on the go!
CasualGameRevolution.com/magazine

Visit us online
for even more great content!

•	 Up-to-date	news
•	 Exclusive	reviews
•	 Kickstarter	previews
•	 Casual	gaming	forum

Enter the code on the box for a chance 
to win our Big Box O’ Games Giveaway!*CasualGameRevolution.com

*Void where prohibited, U.S. only, 18+
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SPONSORS

Bezier Games is the publisher of several highly-rated and award-winning family-friendly games, 
including One Night Ultimate Werewolf, Suburbia, Ultimate Werewolf, and Ultimate Werewolf 
Inquisition. New for 2014: build the castles of your dreams with Castles of Mad King Ludwig and 
create the perfect place to live with Subdivision!

BezierGames.com

Lamp Light Games was founded in 2013 to bring new, creative board games to life. Our 
mission is to design and publish a variety of games that are both fun and challenging. 
We strive to build a business on the principles of integrity, service, and ingenuity. Games 
bring people together!

LampLightGames.org

Wiggity Bang Games was founded on the belief that a sense of humor is the key that unlocks the 
universe. The creators of the original Quelf, FURT, QUAO, Crazy A’s, and Alpha Bandits games, the WBG 
team is always hard at work developing completely random and entertaining games that encourage 
friends and family to come together and talk, play, laugh, and most importantly, have fun.

WiggityBang.com

Flying Frog Productions is dedicated to making fun, fast-paced, and exciting games! Each game is rooted 
in a particular genre and conveys a cinematic gaming experience. First and foremost, we are gamers, 
ourselves. We are making the games that we want to play with all of the features that WE would want in a 
game. Our games have an emphasis on fun, fast gameplay with strong theme, and maximum replayability.

FlyingFrog.net
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Founded in 2013 by Greg Cozza, Inappropriate Gaming publishes board games for 
adults based on hilariously inappropriate topics. No subject is safe when it comes 
to our games. We strive to provide quality games that you can enjoy while laughing 
your @$$ off.

InappropriateGaming.com

Looney Labs offers a small line of fun, award-winning family games. Our mission is to create fun — 
but it isn’t just that we make fun games — our games create fun times! Our biggest hit is Fluxx, the 
card game with ever-changing rules. Pick your favorite theme (from Zombies to Pirates to Cartoon 
Network) and get together with your family and friends around the table for a game today!

LooneyLabs.com/our-games

MAGE Company has been publishing games since 2011 and is growing rapidly. We design 
games for all ages, for both families and gamers. Our purpose is to create unique games that 
will be enjoyed for a lifetime! Some of our award-winning games include Wrong Chemistry 
and 12 Realms.

MageCompany.com

U.S. Games Systems has been producing award-winning family games and specialty playing card decks 
for over 40 years. We offer a colorful array of products that are attractively packaged and affordably priced. 
Our wide selection of cards and games has something for every age and interest including word games, 
card games like Wizard, Banana Split, and Mystery Rummy, and military history games like HOOYAH!

USGamesInc.com/cards_and_games.html

Goldbrick Games publishes games that are challenging, exciting to play, and most of all...fun! And 
because we believe it’s the little victories that fuel our days, our games are guaranteed to release 
the competitive spirit that exists in all of us. Our line includes Perpetual Commotion, Rumble 
Pie and Skōsh, the trivia game for people who have more fun figuring it out than knowing it all.

GoldbrickGames.com

Dice Hate Me Games is committed to bringing entertaining, innovative, and challenging games 
to the table and beyond. Our passion for board games, dedication to quality, and guiding life 
philosophies are reflected in the innovative designers, keen developers, and talented artists 
with which we choose to work.

DiceHateMeGames.com
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Dark Gothic is a brand new deck-building card game that offers an exciting theme, new mechanics, and accessible gameplay. 

Set in the same world as the popular A Touch of Evil board game, Dark Gothic allows 2-6 players to each take on the 

role of a monster-hunting Hero in post-Colonial America, tracking down Gothic creatures such as Werewolves, Vampires, 

Ghosts, and Gargoyles that are terrorizing the countryside!

But beware! These Villains are deadly, gathering all manner of minions to do their bidding and working hard against the 

Heroes to plunge the world into the Shadows! The Heroes must use their Cunning, Spirit, and Combat as resources to 

acquire Gear and Allies to aid them in their fight, exploring Locations and keeping the forces of darkness at bay.

Dark Gothic can be played competitively, where all of the Heroes race to defeat the Villains and become the top monster 

hunter before the Shadows consume them all. It can also be played cooperatively, where all of the Heroes work together 

to overcome the creatures of the night as the Shadows move even faster.

With simple and fast gameplay, Dark Gothic is easy to learn and fun to master! Playtime runs from 20-60 minutes and no 

two games are ever the same, as there are 8 different Heroes to play and 9 different Villains to hunt (3 random Villains 

are used per game).

45



There are three different resources in the game: Spirit (blue), Cunning (green), and Combat (red). These different resources are used 

to acquire cards to add to your deck and make your Hero stronger over the course of the game. These resources are also used to 

defeat creatures and minions that you come across on your hunt for the big bad Villains themselves. In addition, there is a wild 

card resource called Honor (silver) that allows you to choose what color it is whenever you encounter it. Having three resources 

dramatically changes the depth of the game without becoming complex. This allows for greater variation in how the Heroes and cards 

play, and brings the theme to life as the Gothic horror feel and narrative unfolds.

Each Hero has a different starting 

deck breakdown, allowing them to 

specialize, as well as a unique ability 

that makes them different from 

each other. The Villains also scale 

in difficulty over the course of the 

game, and many have global effects 

to change the game while they are 

wreaking havoc across the land until 

the Heroes can defeat them. 

To add an element of chance, the fantastically 

sculpted, custom Omen Die is occasionally rolled for 

certain card effects or character abilities.

 

The shadowy towns and inhabitants have many secrets of their own to hide, 

and can often find their way into a Hero’s deck, acting as a time bomb waiting 

to go off when it is finally drawn into hand and revealed.

SPONSORED COVER STORY 5 5



GAME REVIEWS

Camel Up
Camel Up is the newest winner of the Spiel des Jahres (Game of the Year) award in Germany. As the most 
popular tabletop game award in the world, it can increase sales of a game to half a million or more over its 
lifetime. For Camel Up, this is a well-deserved accolade for a fantastic casual game.

Chris  James
Editor - in-Chief  and Award-
Winning Game Designer

In the game, 5 camels race around a desert track that surrounds 
an Egyptian pyramid. Camels move when a player decides to 
turn the pyramid upside down to drop one of the dice it 
contains. Camels that land on the same spot stack on top of 
each other, and when a camel moves, it carries with it all of 
the camels above it.

As the camels race, players try to anticipate which camel will 
win each leg of the race. A player can “bet” on his camel of 
choice by selecting a betting tile for that camel, or try to affect 
the camels’ movement by placing a special tile on the board. 
A player can also bet on an overall winner or loser by playing 
a card face down from his hand. After each leg and at the end 
of the race, players are rewarded for betting correctly, and 
the earliest bets earn more money. The player with the most 
money at the end of the game wins.

If fun and surprises are what you’re looking for, you’ll find them 
in Camel Up. The game has the feel of going to the racetrack, 
complete with cheers and moans when bets are won or lost. 
Plus, with support for up to 8 players, a large family can all 
join in. While the race itself is based on chance, a player who 
reads the race carefully and places bets at the right times is 
more likely to succeed. The artwork and components are top-
notch, and the game is filled with originality — where else 
can you find a pyramid contraption for rolling dice or wooden 
camels that stack on top of each other? Nowhere.

2014 
WINNER

MSRP: $40 
Designer: Steffen Bogen 
Publisher: Z-Man Games 
2-8 players, ages 8+, 30 mins.
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Gravwell
Gravwell is a space-themed game with a simple goal: move your ship around a spiral-shaped track to the 
Warp Gate at the end. However, it has a twist that will blow your mind: rather than always moving toward the 
goal, your ship moves toward the nearest object. In other words, all players’ ships are interdependent as they 
slingshot past one another trying to reach the Warp Gate.

At the beginning of each round, players take turns selecting fuel cards, which contain elements that will propel 
a ship a certain number of spaces. Special cards are also included to alter movement in different ways. During 
each round, players simultaneously select a card from their hand and place it face down on the table. These 
cards are then revealed and resolved in alphabetical order. The round continues until all cards have been 
played. Once during each round, a player may use his “Emergency Stop!” card to cancel his ship’s movement. 
The winner is the first player to reach the Warp Gate, or the furthest player after 6 rounds of play.

Gravwell is a mind-bending game that really draws you in. After learning a few key concepts about the unique 
movement style (for which there are many examples in the rulebook), the game is elegantly simple. Yet, the 
psychology of trying to predict other players’ actions so you can slingshot past them is far from easy. There is 
no such thing as a “runaway winner” in this game, since moving far ahead will inevitably bring you back to 
where the rest of the group is. If you’re looking for a fascinating game that truly makes you feel like you’re lost 
in space, be sure to pick this one up.

MSRP: $35 
Designer: Corey Young 
Publisher: Cryptozoic Ent. 
1-4 players, ages 15+, 20-35 mins.

C a s u a l  G a m e  I n s i d e r    F a l l  2 0 1 4 7 5



Relic Expedition
Startup game publishers often commit many errors on their first game. This is not so 
with Foxtrot Games — in fact, their debut game Relic Expedition is now high on our 
list of favorite “casual strategy” games. In this game, players are jungle explorers 
trying to collect a set of ancient relics while avoiding the pitfalls of the jungle.

On a turn, two dice determine if the current player can move an animal (which can 

inflict damage on players) and how many actions he can take. For each action, a 

player can choose to move his explorer in various ways or draw a supply token 

from a bag. As an explorer approaches the edge of the board, new tiles are drawn 

to fill in the empty spaces next to him, revealing more areas of the jungle. The tiles 

may reveal relics, quicksand, poison ivy, animals, and more. Some tiles also reveal 

a whole section of the jungle, including a river, cave, or mountain, which require 

special supplies to explore them. Supplies and relics that are retrieved by a player 

are stored in his backpack, but only 8 total items can be stored at a time. The first 

player to collect 4 matching relics and leave the jungle by helicopter is the winner.

There is so much to like about this game — light strategy, great production value, 

interesting theme, lots of surprises, fast pace, tough choices, great competitive 

play — in fact, it’s tough to come up with any criticism at all. The rules may be a 

bit long and detailed for the uninitiated casual gamer, yet the gameplay is quite intuitive and the clever “Field Guide” booklet makes you feel 

like you’re getting ready to explore the jungle. If you’re willing to put in some time to learn the ropes and you like games like Survive, Settlers 
of Catan, or Eruption, you should definitely give this one a try.

SET
SET is a small card game published many years ago, but it still has amazing momentum and we were recently sent a review copy to try. 
The premise of the game is simply to retrieve the most cards by identifying sets of similar cards. It sounds so basic that it’s not even worth 
your time, right? Wrong!

To play, 12 cards are laid out on the table face up and players 

simultaneously search for sets. Each card contains 4 distinct features: 

a shape, a color, a number of icons, and shading. A valid set consists 

of exactly 3 cards where each feature is either alike on all of the cards 

or different on all of the cards. These criteria allow sets to vary wildly 

and be quite hard to spot. When a player finds a set, he calls it out and 

collects the cards. If the set is not valid, he loses a point.

SET proves to be a challenge for even the smartest of players. Only 

rarely is a valid set obvious — most of the time, each card must be 

carefully considered on an individual basis to find common or uncommon 

characteristics. The pressure of doing so faster than the other players 

provides a tense but fun experience. By today’s standards, the box and 

card backs are due for a makeover — nevertheless, this is a game that 

deserves a spot in any casual game collection.

MSRP: $50 
Designer: Randy Hoyt 
Publisher: Foxtrot Games 
2-4 players, ages 10+, 30-60 mins.

MSRP: $13 
Designer: Marsha J. Falco 
Publisher: SET Enterprises 
1+ players, ages 6+, 30 mins.

C a s u a l  G a m e  I n s i d e r    F a l l  2 0 1 45 8



RANDOMonium 

RANDOMonium is a party game that is best described as a mix between Dominoes 
and word-association games like Apples to Apples. Players choose a hand of 10 
double-sided tiles containing a wide variety of words and phrases, from funny 
adjectives to celebrities. Each player then takes turns setting the 20-second timer 
and placing as many tiles on the table as possible.

Tiles are placed next to existing ones so that two words are associated together. 

The player must state the association out loud as the tile is placed. Examples 

might include “toes are nasty,” “Toy Story and Dirty Dancing are movies,” or “I 

have chest hair.” If there are any disputes about an association that was made, 

they are resolved after the timer expires, and the player draws a new tile for each 

one that is rejected by the group. The first player to get rid of all of his tiles wins.

Even after a stressful day (or perhaps because it was a stressful day), we found 

this game to be very entertaining — we simply did not want to stop playing. The 

tiles are plentiful, the associations can be very funny, and the possibilities are 

almost endless. The time pressure of the game causes players to blurt out the 

first thing that comes to mind, which can be surprising. We had a blast debat-

ing nonsensical associations for tiles that didn’t seem to fit anywhere. While the 

game can technically support large groups of up to 16 or more players, it seems 

ideal for smaller groups in order to reduce the time between turns.

MSRP: $20 
Designer: Uncredited 
Publisher: Wiggles 3D 
2+ players, ages 10+, 30 mins.

C a s u a l  G a m e  I n s i d e r    F a l l  2 0 1 4 9 5



Forbidden Island
Forbidden Island is a cooperative game in which players are trying to gather 4 
sacred treasures that can control the elements of fire, wind, water, and earth. 
However, the island on which these treasures are hidden is cursed! As players 
roam around collecting treasures, the island is continually sinking into the ocean. 

The board consists of 24 island tiles, which are arranged randomly. On 

each turn, 2 or more Flood cards are drawn that specify which tiles 

become flooded (flipped face down). If a tile is already flooded and the 

corresponding Flood card is drawn again, the tile is removed from play. 

To capture a treasure, a player must land his pawn on one of the tiles 

with a treasure symbol and discard 4 matching Treasure cards. Treasure 

cards are drawn on each turn — however, mixed in with the treasure 

cards are “Waters Rise!” cards, which increase the number of Flood cards 

that players are required to draw on each turn. To win, players must 

work together to collect all 4 treasures and escape the island before it 

is too late.

Forbidden Island has managed to garner incredible success since its 

debut in 2010, and rightly so — it packs a challenging cooperative game  

with brilliant mechanics into less than 30 minutes. The tiles and sculpts 

are beautiful and nicely organized in a quality tin box. The production 

value and gameplay experience simply can’t be beat at this price. 5

MSRP: $18 
Designer: Matt Leacock 
Publisher: Gamewright 
2-4 players, ages 10+, 30 minutes

Get Lucky
In Get Lucky, players are gathered at Lucky Mansion, where Doctor Lucky 
resides. But unbeknownst to him, everyone is out to get him for one reason or 
another. However, his remarkably good luck will help him escape many deadly 
encounters until one player can finally deal a fatal blow.

Each player controls two characters, which can be upgraded with Weapons, Motives, 

and Opportunities. Doctor Lucky visits each of the characters in ascending order 

(his pawn is placed on the card) and the player who controls that character takes 

a turn. He can choose to draw a card, play an upgrade card, swap a character with 

one from a common area, or attempt to kill Doctor Lucky. If a kill attempt is made, 

the number of kill points for that character and all upgrades is totaled. All other 

players take turns optionally discarding cards containing luck points — if the total luck 

equals or exceeds the total kill points, the attempt fails and Doctor Lucky gets away. 

Otherwise, the attempt succeeds and the player who made the kill is the winner.

Get Lucky is a fantastic card game that we do not hesitate to recommend for teens 

and adults. It is very easy to learn, but there is much more than meets the eye — subtle strategies and trade-offs keep the game interesting. 

For instance, the order of play is not clockwise, but is based on card numbers — swapping a card can actually change the turn order mid-

game. There is also a constant balance of trying to prevent other players from winning while also creating a good winning opportunity for 

yourself. What’s more, each card contains a back story — while optional, we found it amusing to read the stories from the winning cards.

MSRP: $17 
Designer: James Ernest 
Publisher: Cheapass Games 
2-6 players, ages 12+, 20 minutes
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For a complete l ist ,  v is i t  CasualGameRevolut ion.com/games

Publ ishers :  would you l ike 
to see your games reviewed 
or added to this l ist? Please 
send 2 sample copies to:

Casual  Game Revolut ion 
1000 N.  Beel ine Highway #259 
Payson, AZ 85541

Anomia
Aztack*
Bang! The Dice Game
Batt le Sheep*
Bazaar
Blockers!
B lokus
BraveRats
Bugs in the Ki tchen
Camel Up*
Can’t  Stop
Carcassonne
Cast le Panic
Chocoly*

Cover Your Assets
Doodle Dice*
Dread Curse
Erupt ion
Farmageddon
FITS
For Sa le
Forbidden Is land
Four in a Square*
Get B i t !
Get Lucky*
Going,  Going,  GONE!
Gold Mine
Gravwel l*

Gunrunners
Hanabi
Hey Froggy!
Hey Waiter !
Hive
Incan Gold
Indigo
King of  Tokyo
Kulami
La Boca
Mars Needs Mechanics*
Match St ix*
Niya*
Quartex

Rel ic  Expedit ion*
Scheming and Skulk ing
Scot land Yard
SET*
Six*
Smartr ix*
Su r v i v e :  E s c ape  f r om 

At lant is !
Ticket to Ride
Tsuro
Walk the Plank
What the Food?!
Zombie Dice

Casual  Games

Party Games
20 Express
Apples to Apples
Att rAct ion
Awkward Moment*
Buffa lo*
Choose One!
Last  Word

Loonacy
Mad QUAO
Off  Your Rocker
Pluckin’  Pai rs
RANDOMonium*
ROFL!
Say Anything

Smarty Party
Spot I t !  Party
Snake Oi l
Taboo
What’s I t ?
Wits and Wagers
Word on the Street

*Newly added

RECOMMENDED GAMES 11 5



T ableTop is the award-winning,  smash hit  v ideo ser ies created 
and hosted by Wi l  Wheaton and produced by Geek &  Sundry. 
Each episode features Wheaton playing tabletop board games 

with h is  ce lebr i ty  f r iends and has become a fan favor i te s ince i t 
debuted in Apr i l  2012.  With over 30 mi l l ion v iews to date,  TableTop 
has changed not only the industry,  but also the publ ic perception of 
what i t  means to be a gamer.  We reached out to one of  the show’s 
producers and game industry veteran, Boyan Radakovich,  to learn 
more about what goes on behind the scenes.

Q&A With Producer Boyan RadakovichQ&A With Producer Boyan Radakovich

Chris  James
Editor - in-Chief  and Award-
Winning Game Designer

125



CGI: Thank you for taking the time to speak with us, 
Bo! Please tell us how TableTop got started and how 
you got involved. 

BR: Thanks for supporting the show! Essentially, Wil 

called me right after he got off the phone with Felicia 

Day and asked if what-would-become-TableTop was 

possible to create. And I was absolutely convinced 

that with a) Wil’s genuine passion for tabletop 

gaming and his celebrity gravitas powerful enough 

to change the perception of what a gamer is, plus b) 

my industry experience and connections to all the 

national retailers, top publishers, and hottest game 

designers, and c) a kickass crew coupled with the 

rising tide of the digital movement in entertainment, 

we could definitely create something amazing. I just 

didn’t know then how massive it would become. But 

I’m convinced Wil believed all of this was possible 

from the very start and had the clear vision to find 

success for our team.

CGI: What has been your favorite episode to produce 
so far, and why?

BR: In Season 1, Castle Panic is my favorite episode. 

It clearly demonstrates what TableTop is all about: 

friends bonding over gaming. The chemistry was 

great, the jokes were hilarious, and everyone had a 

great time. I couldn’t have written a better episode 

if I tried. Star Wars X-Wing and Ticket to Ride had a

very similar feeling. Maybe I just love the episodes 

where couples get to play games together — Tara 

and Yuri, Seth and Clare, and Wil and Anne. Seeing 

families gaming together is truly rewarding and 

inspiring for me.

CGI:  Capturing each key moment during the game 
must be a challenge. How does your film crew keep 
up with the dynamics of gameplay behind the scenes?

BR: Simply put: the crew is amazingly talented. 

Our First AD, Adam Lawson, put together a super 

professional crew for TableTop, filled with award-

winning talent. Also, I sit in the control room right 

next to the director, Jenn Arnold, helping predict 

the behavior of the players so that we can get 

the cameras in position before the action actually 

happens. Jenn is very sharp and can keep five 

cameras all perfectly framed at a moment’s notice. 

I’ll say things like, “She’ll probably buy a building, 

so get ready for a wider shot with the actor and 

the board,” or “He’s about to play a card on Wil,” 

and she’ll get a two shot of both actors for the 

reaction. It’s this really careful attention to detail 

and awareness of the actual game state that lets 

us catch all the action. TableTop is not rigged or 

scripted at all, so we have to be really sharp and 

stay ahead of the players in production. You can 

watch the extended edition versions of the show on 

YouTube.com/geekandsundry and see for yourself.

Also, a very important part that people really 

overlook is the editing. We have amazing editors 

for TableTop that take all this wonderful chemistry, 

beautiful footage, all of our interview segments, 

careful notes, and game component scans and craft 

a story that people will find fun and engaging. 

Steve Grubel is our main editor and he’s brilliant 

at his job and part of my regular gaming group, as 

well. I spend a lot of time with all the editors going 

over each game before they go into the footage, 

and then Wil, Felicia, and I will help give comments 

during early viewings by making suggestions to tell 
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the overall story of the episode. Editing the show 

is a real challenge and I truly want to thank all of 

our great editors for making the show possible!

CGI: What is your process for selecting games to appear 
on the show? What qualities do you look for in a game?

BR:  A few months before we begin production, Wil and 

I make a list of around 80 to 100 games. We then filter 

the list based on several factors: a game must look 

really good, have a high ratio of luck to strategy, and be 

something that Wil actually enjoys. Most importantly, 

the games have to be introductory in nature. TableTop 

is designed to bring new gamers into our community. 

We do this by bringing them through “gateway” games 

like Ticket to Ride, Alhambra, Qwirkle, and King of 
Tokyo. Then, from there, they can venture forth into 

games like Smash Up, Lords of Waterdeep, and Betrayal 
at House on the Hill. But once you’ve got players at 

that level, they’re in the deep and ready for Agricola, 

Arkham Horror, and all the wonderful deep strategy 

games in our hobby.

Wil and I are opposed to gatekeepers in our community. 

These are people who say, “You can’t enter because 

of X,” where X is some made-up criteria. TableTop is 

the opposite of this. It proclaims loudly, “You are all 

welcome at our gaming table.” I also find it incredibly 

hypocritical that all these gatekeepers forget how they 

got started in this community. They didn’t start off 

playing Eclipse and Ora et Labora. They started at level 

1 just like everyone else. So, we are firmly committed 

to the only approach that will guarantee the long-term 

health of our community: a) always be inclusive of all 

people regardless of age, gender, and social group, 

and b) actively seek games that serve as gateways to 

introduce new members.

I love playing tabletop 
games because they’re 

powered by friendship ... 
With TableTop, we have 
the ability to share that 
powerful bond created 

at the gaming table with 
every viewer.

Boyan Radakovich
Producer  of  Tabletop 
Photo Copyr ight  © 2013  Steven Bustamante
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CGI: Wil and Felicia are big celebrities to many board 
game fans. What are they like off-camera?

BR:  Wil and Felicia are pretty much the same when 

the camera is off. That’s why the show is so powerful; 

everyone knows it’s genuine. Well, except for the fact 

that Wil tends to win a LOT more at games when 

the cameras aren’t on. Wil’s a very strong gamer and 

people often forget that when they play against him at 

our promotional events. He actually won the Star Trek 
Catan tournament and beat Takenoko designer Antoine 

Bauza at his own game during Gen Con in 2013.

CGI:  Congratulations on a fantastic Indiegogo campaign, 
raising nearly $1.5 million for your third season! Could 
you tell us why you chose to be independent rather 
than continue your relationship with Google?

BR:  Thank you! The response was overwhelming! But 

going independent wasn’t a choice so much as a 

necessity. Google canceled the funding for all chan-

nels, including Geek & Sundry, the company that 

makes TableTop, without an alternative. The danger 

of relying solely on Google money was something I 

warned about early and suggested we get off plat-

form and go independent, but why change things if 

they’re not broken? Unfortunately, Google’s experi-

ment did end and we were left with a real challenge 

in funding Season 3. We knew that the fans wouldn’t 

accept that the show was simply cancelled, because 

the support has been so strong for both years. I was 

not surprised that the fans would come out and help 

crowdfund Season 3. But I was truly amazed at how 

far beyond our expectations the campaign funded! It’s 

a tremendous honor to have such a loyal fan base for 

something you make. TableTop fans are truly the best!

CGI: Gathering a truly dedicated fan base is no easy 
feat. How did you manage to do it, and what is it about 
the show that keeps them coming back for more?

BR: TableTop fans are super dedicated and there’s 

a contingent that will camp online refreshing every 

minute until videos post. As to the how, there are 

probably two key points to engaging our fan base. 

One, we actively engage and interact with our fans 

directly, especially on social media. Fans can message 

us personally and we’ll respond with funny stories 

or pictures. I’ve even live-coached people through 

games on Twitter before — fans will take pictures of 

the games they’re playing and ask, “Hey @tabletop, 

what should I do?” and I’ll give some strategy tips. 

We share lots of behind-the-scenes videos, so fans 

know we’re authentic. And we travel extensively to 

many comic conventions and gaming shows where I 

give panels, game with fans, and talk to the retailers 

personally. At Gen Con, fans can play games on the 

actual Geek Chic table from TableTop with Wil himself. 

We try to give back as much as possible to fans and 

stay focused on growing the community.

But I hear the cynical reader saying, “Oh, that’s just 

basic marketing and community management. Where’s 

the secret sauce?” The second answer is a bit more 

metaphysical, but I believe it’s the source of our strong 

connection to the fans. When players come together 

around the gaming table and share the excitement 

and tension of the game, a powerful emotional bond 

is formed between those players and a strong lasting 

memory of the event is created by each player. It’s the 

sharing of this memory and the retelling of the epic 

nature of the game that further strengthens the emo-

tional bond between the players. With TableTop, we 

have the ability to share that powerful bond created 

at the gaming table with every viewer. It’s as if the 

viewer is the fifth player, and we all share in the same 

common experience. Watching Anne slam the table in 

Ticket to Ride is like having the shock of that experi-

ence happen to you, and you can share this memory 

with your game group just like all your other gaming 

memories. Everyone reconnects to their own personal 
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memory of the event and the common bond grows 

stronger. It’s this very powerful connection of friend-

ship that keeps fans coming back. Neil Gaiman says that 

he “loves paperback books because they’re powered 

by sunlight.” Well, I love playing tabletop games 

because they’re powered by friendship. 

CGI: The second annual International 
TableTop Day reached over 80 coun-
tries on all 7 continents. How did 
this get started and what feed-
back have you received?

BR: TableTop Day was a 

holiday I originally created 

in 2013 to help promote 

the gaming community, 

strengthen brick-and-

mortar retai lers, and 

really spread the word 

about the show, but 

also to get the fans 

excited and organized 

into gaming groups. The 

amazing thing about 

gamers is that we love to 

share our passion for gaming with others. TableTop 
Day is that shining ornament around which our 

community can hopefully organize and grow each 

year. The response to our first two years of TableTop 
Day is honestly the fire that keeps me motivated and 

moving forward — scientists gaming on Antarctica, 

kids playing with their families in far-off countries 

I’ve never visited, students starting gaming clubs on 

campuses all over the world, churches opening their 

doors specifically for gaming with people outside 

their congregation, and just the sheer number of 

people playing tabletop games in coffee shops, 

libraries, and game stores worldwide. It’s an amazing 

feeling having helped create and promote a real 

holiday. In many ways, TableTop Day has a great 

chance of having a permanent positive effect 

on the community. It’s truly humbling to 

think of how many lives our passion 

for gaming has affected.

CGI:  What is in store for 
the future of TableTop? Any 
secrets you can share? We 

won’t tell anyone!

BR: The big news is that 

we’ll be doing a TableTop 

RPG spin-off show. Wil and 

I have been asking for this 

since the beginning. You’ll 

notice that in Season 2, 

there aren’t any role-

playing games. This is 

because I argued that the 

format deserved its own show dedicated to the 

storytelling form. This is also more in line with the 

original concept Felicia had for the show TableTop. 

She wanted an RPG-focused web-show, and we 

tried to do a bit of blended show in Season 1 with 

RPGs and traditional board games. But we’re super 

excited about getting a chance to make a new show 

now! I can’t wait to get into pre-production!

Boyan Radakovich is  a producer for TableTop and the creator of  the gaming hol iday TableTop 
Day.  Bo is  a lso an Or ig ins Award- final ist  game des igner,  the creat ive d irector for Gamesmith, 
sought after creat ive consultant ,  the former market ing d irector of  one of  the largest games 
distr ibutors ,  valued community organizer,  and an outspoken advocate for the cognit ive and 
soc ia l  benefi ts  of  tabletop gaming.  5
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Don’t Be

Player
When it comes to board games, I think we all would like to consider ourselves 

great players with a healthy dose of  sportsmanship, strategy, and fun. But let’s 
face it – we’ve all played in a game or two (or a dozen) where our behavior 

might not have been the most pleasing to the other players. And should those other 
players bring their own unwelcome behaviors to the table? There’s a TV show idea right 
there: “The Real Boardgamers of  Atlanta.”

James Floyd Kel ly
Ful l - t ime Technology Writer , 
Part -t ime Swashbuckler
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Bad behaviors abound in our wor ld,  and the gaming table is  not immune. I ’m not point ing f ingers here, 

e i ther — I ’m just  as gui l ty when i t  comes to occasional ly exhib i t ing a bad behavior or  two between dice 

ro l ls  and card reveals .  That sa id,  here are a dozen rogue behaviors that I ’ve seen (or exhib i ted) over the 

years .  When you’re done reading,  maybe i t ’s  t ime to ask yoursel f ,  “Which of  these behaviors might I  be 

exhib i t ing at  the game table?” As they say,  the f i rs t  step to f ix ing a problem is admitt ing you have one.

1. The Lawyer
“Per paragraph 3, section 2, I believe that move is a 

violation. No, we don’t need a vote — the rules are 

quite clear.” This player can be a real nitpick when it 

comes to the rules. He may even have a PDF copy of 

the rules on his mobile phone, complete with keyword 

searches. Nothing is off limits, including posting a 

fast question to the Board Game Geek forums or even 

emailing the game’s designers to clarify a point — the 

game can wait until the issue is resolved.

Crime: Forgets that the letter of the law can sometimes 

be ignored in favor of the spirit of the game.

Sentence: Five games of Chutes & Ladders with two 

5-year-olds and a promise to “lighten up.” Loss of 

mobile devices during the game and no access to the 

rules for the next four board games.

2. The General
“You really need to play all your red pieces on your 

next turn — it will set up a perfect power play for later 

in the game.” This player must always be in control. 

She knows how best to win the game and will “help” 

other players with in-game decisions. Want to buy 

two torpedoes and a watermelon seed cannon? Expect 

resistance as you’re told that’s not a smart decision 

for the group. (And no, it doesn’t matter that it’s not 

a co-op game.)

Crime: Prevents other players, especially novices, 

from discovering the twists and secrets for themselves.

Sentence: The next five games are played blindfolded. 

May peek during her turn, but blindfold goes back on 

for other players’ turns.

Il lustrat ions by Brad James
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3. The Multitasker
“Did you guys know that 

Justin Timberlake is being 

considered for the role of 

The Riddler? Yeah, he... 

WOAH! Did you see that 

interception?” In addition 

to the game, he has his 

attention focused on his 

Facebook app, the score 

of the game on TV, and 

reading the latest issue 

of Casual Game Insider 
(hey, there’s a time and 

a place). 

Crime: Lack of focus ruins the social interact ions 

enjoyed by most players during gameplay.

Sentence: Loss of a turn for each instance involving 

checking a phone, viewing a television show, or any 

other activity not directly related to the game.

4. The Fanatic
“Yeah, th is game’s okay,  but 

i t  rea l ly doesn’t  stand up to 

Sett lers  o f  Catan .  Hey!  Let ’s 

p lay Sett lers !”  There is  only 

ONE game. No other game can 

compare.  This guy wi l l  never 

s top  compar ing  the  cu r ren t 

game’s mechanics to what has 

to be the Best .  Game. Ever. 

Crime: Aggravating players who are looking to sink 

their teeth into a new game and discover its particular 

joys and wonders.

Sentence: Loss  o f  one in -game asset  fo r  each 

comparison made to the currently-played game. Also, 

must sing the words on the back of the game box to a 

tune picked by the other players.

5. The Daydreamer
“Oh, it’s my turn? Who’s winning? 

Wha t  was  the  p r i c e  on  tha t 

upgrade, again?” If a player can 

be said to really be “in the game,” this person is the 

opposite. Whatever is going on upstairs in her head, 

it doesn’t involve the dice, cards, and events playing 

out in front of her.

Crime: Slowing down the game and being oblivious to 

the other players’ glances and subtle nods of agreement 

to remove her from the game.

Sentence: Player is given a blank notebook to document 

the actions taken by every player on every turn. Failure 

to document a turn requires X number of push-ups, 

with X being determined by the sum of two 6-sided 

dice for each violation.

6. The Engineer
“We should change that rule and double all rewards. 

It’ll make the game more fun.” Engineers...they love 

to change things. (Heaven forbid your game should 

have an Engineer AND a Fanatic at the table.) Beware 

— give them an inch (“okay, we’l l start al l players 

out with double the funds”) and they’l l  ask for a 

mile (“how about instead of co-op, we change to 

every-man-for-himself?”) 

Crime: Ignoring the fact that the most popular board 

games have been tested and balanced for  ideal 

gameplay.

Sentence: Prior to playing any new games, must play 

a full game of Monopoly AS THE BANK, using the official 

rules...with four 10-year-olds.
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7. The Conqueror
“Really? That’s your move!!??” Must. Win. Every. Game. 

Trash talk is her only valid form of communication. 

She’ll go out of her way to single out and intimidate 

anyone she sees as a weak player. For her, a true victory 

often involves showing her superiority by destroying 

another player rather than just winning the game.

Crime: Stealing the fun from a game and risking never 

being invited to play with that group again.

Sentence: All other players are given a token. A token 

may be turned in immediately after any trash-talking 

to change her dice roll or card play to a value (or card) 

determined by the player cashing in the token.

 

8. The Mute
“Why is everyone talking? 

Why can’t we just play in 

silence? All this joking and 

storytelling is unnecessary. 

Let ’s  just  p lay the game, 

folks!” Half the fun of playing 

a game is the laughing and 

storytelling, so while this player isn’t really causing 

problems, he’s not adding to the enjoyment, either. 

Crime: Not participating in one of the best parts of 

any board game — a good story that generates some 

good laughs.

Sentence: Must tell one fictional, 45-second EPIC TALE 

for each player playing the game. Story must include 

a hero, a vil lain, and a vegetable selected by other 

players. I f  he can’t share a story, at least he can 

make one up.

9. The Analyst
“It’s simple math! We’ll win the game in six turns if 

we each pick a corner of the board and only upgrade 

on the fifth turn.” Time truly can run in reverse when 

it’s her turn. She will discuss (out loud) the next three 

turn iterations and all the possible outcomes (including 

the 56 shuffled random power cards). 

Crime: Not  a l lowing other  p layers  to  en joy the 

unpredictable nature of a great game.

Sentence: Be fore  be ing a l lowed 

back at the gaming table, must 

win three games of Yahtzee 
a g a i n s t  a  g r o up  o f 

retirees and two games 

o f  War  (w i th  J oke r s 

inc luded in  the deck) 

against a 6-year-old.

10. The Destroyer
“Are  these cards  waterproof ?  Oops . . . guess  not . 

Sorry about that.” He has no regard for the game’s 

components, and did he actually peel back the sticker 

on the game board to see what was underneath? His 

nervous biting of the cards in his hand and his tendency 

to get greasy cheese powder all over the components 

is the reason so many board game fans buy two copies 

of their favorite games.

Crime: A complete disregard for other people’s property 

and basic hygiene.

Sentence: For the next three games, 

must wear a pr is t ine pai r  of 

gardening gloves and a 

strip of duct tape 

over his mouth 

while playing.
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www.magecompany.com

In Höyük each player represents a clan which will settle with 
other clans to erect a village. A replica of a Neolithic 
settlement will be built on the Höyük board using tiles to 
represent houses. Many additional pieces, such as ovens, 
shrines, and pens, will also aid a player in building their 
settlements. 

AnAn awarded tile laying game for 2-5 players. The purpose of 
the game is to build the best settlement and score the most 
victory points. There are multiple paths to victory with many 
choices along the way. The best Clan will prevail in Höyük! 

Robin Hood, Snow White, Red Riding Hood, and the 
other heroes of the 12 Realms are being reunited for 
one last epic adventure. The Dark Lords have joined 
forces to conquer and subjugate all the known Fairy 
Lands, and only the combined efforts of all the 
greatest heroes can halt their nefarious plan. 

1212 Realms is a coop, miniature game for 1-6 players 
including a variant for a 7th player. 12 Realms was 
awarded as Best Thematic Game by Fantasci Club 
The reprint of the game is available via MAGE 
Company and our distributors.
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visit facebook.com/dicefestgames 
for more info and a free preview.

Outrun, outgun, and outlast your opponents in this 
fast-paced tactical game of motorized mayhem.

DiceFest 
Games

OUTRiDERWARZONE
INTO A POST-APOCALYPTIC

TURN YOUR KITCHEN TABLE ...

KICKSTARTINg 

THIS NOVEMBER!

11. The Psychologist
“Are you SURE you want to do that? I’m not saying I 

have the Phlogistic Capacinator card, but if I do...what’s 

your best move?” She doesn’t care about winning so 

much as messing with the other players’ heads or 

secretly controlling the outcome of the game. If you win 

the game, it’s only because she planned it that way. 

Crime: Causing too much second-guessing among the 

other players.

Sentence: Mind games can be called out by each player 

once per game — she must show all hidden assets or 

a player may decide the outcome of her next dice roll. 

12. The Saboteur
“Yeah, the ship may have reached 

the edge of the board, but it’s space, 

remember? The rules don’t explicitly 

state you can’t move off the board.” 

This guy wants to break the game 

by doing things the designer never 

imagined and certainly didn’t cover 

in the rulebook. Expect to play the 

most frustrating game in existence if 

a Lawyer is also at the table.

Crime: Annoying other players by debating the meaning 

of words such as “edge” and “diagonally.”

Sentence: Must leave the table and can only return by 

winning 30 games of Rock-Paper-Scissors and 30 coin 

flips against a 14-year-old. You do like your rules clear 

and simple, right? 5
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eXciTiNg VidEo! 

cOmIng soOn:

vIsIt Us on fAcEboOk!



Before our company started, another publisher asked me if  I knew how to make a small fortune 
in the game business. I said I didn’t know. He then produced a wry smile and quipped, “Start 
out with a large fortune!” I laughed. He was right, of  course, at least partially. Although it 

does take money to make money, there’s more to the story of  a successful business than that. Out 
of  the Box, a producer of  great family games, is a case in point.

Al  Wal ler
President  of 
Out  of  the Box Publ ishing

OUT OF 
THE BOX:
Apples, Oranges, and Intuition
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The initial spark

What’s in a name?

The birth of Apples to Apples

In 1998 I  was f i red,  downsized,  and 

r ights ized f rom a company that I  had 

helped in i t iate and run for  severa l  years . 

I  had to do something e lse,  f rankly.  L ike 

many kids growing up I  had enjoyed 

playing board games, but i t  was not unt i l 

I  became an adult  that I  actual ly thought 

about making one.  My f i rst  at tempt was 

a chess var iant ca l led Chester .  I t  was a 

crude prototype with magnets g lued to 

sawed-off  Chess  p ieces.  I t  was playable, 

so I  showed i t  to a f r iend who was a real 

gamer.  He to ld me the game sucked and 

suggested I  not invest my l i fe savings in 

i t .  However,  he did say he l iked the idea 

of  basing a game on Chess  moves,  so we 

came up with a new and improved four-

player Chess  var iat ion that later  became 

Bosworth .  Af ter  much debate,  we decided 

to publ ish the game ourselves rather 

than l icense i t  to an ex ist ing company. 

As a resul t ,  a new company was born 

that would make games for  today’s fast -

paced fami ly. 

In one of our init ial brainstorming 

sessions, my fr iend asked if we should 

real ly start a game business. My response 

was that I  had recently been f ired from a 

corporation that I  had helped start ,  had 

l i t t le survival savings, and was real ly 

happy to be out of the corporate box! My 

fr iend repl ied in a moment of inspirat ion 

that “Out of the Box” would be a great 

name for our game company. We felt we 

needed something unique that would 

encourage creative thinking and Out of 

the Box seemed l ike a great choice.

We took our f i rst production of 

Bosworth to the Origins Game Fair and 

demonstrated it unti l  we were blue in 

the face. We even sold a few copies! 

During the convention, a game inventor 

approached and asked us to look at his 

game. We kindly informed him we were 

there to sel l  games, not look at new 

ones. He pol itely went away, but came 

back again near the end of show hours. 

This t ime his pitch was different. He said 

he had looked at al l  the booths and felt 

our company had the most family-fr iendly 

feel and real ly wanted to show us his 

game. I  was t ired from demonstrat ing our 

game al l  day and was ready to let the guy 

have it ,  when a l i t t le internal voice said: 

Look at this guy’s game .  I  told my partner 

that I  didn’t know why, but I  thought we 

should look at the man’s game.
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We agreed to playtest it that evening at one of the local 

cafés. During the playtest, I was so bored that I actually 

starting nodding off, which was embarrassing because I 

was sitting on a bar stool. After my head snapped back, 

my first thought was that my partners would kill me 

for wasting their time when we returned to the hotel. 

Fortunately, one of them saw the pearl in the oyster and 

said to the inventor that in its current form the game was 

decent, but if he would let us tweak a few things it might 

be more fun. The inventor immediately said, “Go for it.” 

As my partner began putting the board, the spinner, the 

troll doll and the hundred-sided dice back into the game 

box, I thought to myself, Oh no — he is about to rip this 

guy’s heart out. The man had undoubtedly slaved for 

years over the game, and I felt we had no right to change 

it. But we did it anyway. Left over were two decks of 

cards. We then playtested our first game of Apples and 
Oranges. The lights went on and the fun started flowing.

We hand-built 100 prototypes of Apples and Oranges 
and took them to the New York Toy Fair in 1999. This 

was our first dance on the big stage, and we started 

pulling people out of the aisles to play the game 

with us. Fortunately, many retailers placed orders at 

the show. We told them if they ordered six games, 

they would get one of our 100 prototypes to take 

back to their store to play with their staff. Retailers 

still come up to me at trade shows today and tell me 

they have one of the prototypes.

Just before we did our first print run, someone 

who had played one of the games warned us of a 

possible trademark infringement regarding the name 

Apples and Oranges. After a few more weeks of 

brainstorming thousands of possible names, we went 

to press with Apples to Apples.

Many people think that building a game brand is an 

overnight sensation. In reality, it took ten years for 

the game to be recognized as a successful product, 

and to this day, many people have yet to play it. 

Once a person has played a game he or she will 

generally tell other friends and family about the 

experience, both the good and the bad. This home-

grown, word-of-mouth marketing takes time, even 

years, before a product is accepted by the masses. 

We knew we had a great game and did everything we 

could to teach it to anyone who was willing to play.

Building the distribution

Barbie buys Apples to Apples 
In 2007 we were selling a ton of games, and my 

partners felt it was the right time to move on to 

other projects. I, on the other hand, felt there were 

still more games that needed to come into the world.

Through the course of many negotiations, we made 

the tough decision of selling the rights for Apples 
to Apples to Mattel. At that point, I purchased a 

majority interest in Out of the Box. 

Apples  and Oranges  prototype (only  100 copies 
were  made)
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Gather the most 
precious gems to win! 

In this exotically fun, family board 
game, players create twisting pathways 
for gathering gems and moving them 
along to an exit. Not every exit may 
belong to just one player; building 
occasional alliances with your opponents 
could be the key to ultimate success. 
Simple rules let everyone be part of 
this intriguing adventure.



I f  you have ever seen the movie F ie ld of  Dreams , 

you know about the crazy guy that bui l t  a 

basebal l  f ie ld in the middle of  an Iowa corn f ie ld. 

Everyone bel ieved he was nuts ,  but in the end 

many people saw his v is ion by v i r tue of  seeing 

i t  in l iv ing color.  My personal  f ie ld of  dreams 

after  Matte l  bought Apples to Apples  was to 

keep Out of  the Box thr iv ing so that more great 

games could be born into the wor ld.  S ince I  l ike 

enterta in ing and making people laugh, being in 

the toy and game business was and st i l l  is  a great 

p lace to be.  Everyone is just  a b ig k id and no one 

ever wants to grow up. Being in the toy business 

is  l ike dr inking f rom the Fountain of  Youth,  s ince 

we are a l l  k ids at  heart  regardless of  our age.

If you build it, they will come

Lightning strikes twice

The future looks bright to me

Finding a new social party game that could rival 

the success of Apples to Apples and fi l l the void 

in our product l ine was our next goal after sell ing 

to Mattel. We looked at l iterally thousands of game 

ideas submitted by inventors. Most were politely 

rejected up front, but we published the best ones 

and today we have a great l ine of fresh new games!

In 2012, l ightning struck for the second time as we 

were playtesting a new game called Snake Oil . The 

laughter generated during the first play was off the 

charts, and everyone at the table wanted his or her 

own copy of the game! The next day I called the 

inventor. He told me he had pitched Snake Oil to us 

back in 2009, but we had then turned it down. When 

I asked why he was resubmitting the game three 

years later, he said he and his partner heeded our 

recommendations and fixed the game. He indicated 

he believed we were the right company to bring his 

invention into the world. Two weeks later, we were 

pitching Snake Oil at a trade show!

I am an eternal optimist, believing we have the 

ability to shape the future we want. 

Many people have asked me, “Aren’t traditional 

toys and games dead as the world continues to 

move toward apps, tablets, and shoot’em up 

video games?” I agree with them that today’s new 

technology is having a profound impact on our 

society’s play patterns. However, no amount of 

technology can replace real human contact and face-

to-face social interaction. Many parents and teachers 

today see a huge advantage 

when kids play tabletop 

games to help facilitate 

creativity, communication, 

and social interaction. 

Gifted and talented teachers 

have been using games for 

years and their positive 

results are just beginning 

to trickle down through the 

entire educational system.

Snake Oi l ,  f i rst  edit ion pr int  run
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More great new games
coming soon from
Rio Grande Games

Rio
Grande
Games
will always
offer you the
best in choice
family, tactical,
and strategy games.
www.riograndegames.com



Laughing and enjoying each other’s 

company cannot be replaced by 

gadgets and artificial intelligence. 

Technology is great for some things, 

but for a real social experience, 

playing a tabletop game with friends 

and family is one of the best ways 

to have fun — even if it is a bit “out 

of the box.” 5

The Wal ler  fami ly  enjoys  a  game of  Snake Oi l .  From left  to  r ight: 
Amber  (daughter) ,  A l ,  Lor ie ,  and Joe (son- in - law).
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Matthew Rivaldi
Game Des igner  and Pres ident, 
Wiggity  Bang Games,  LLC

If  crowdfunding were a spectator sport, Kickstarter would be the modern-day 
demolition derby for intellectual property disputes. With Kickstarter, Indiegogo, 
and other crowdfunding sites providing ample cash for startups, it has never been 

easier for game publishers to get themselves into a head-on intellectual property pileup.

Whether you are a new game inventor taking your first 

game out for a test drive or you have been around the 

block a few times, it’s good to get some safe driving tips. 

Most legal obstacles can be easily avoided by carefully 

planning your campaign. And, if an accident does happen 

along the way, it’s important to think about what to do 

afterwards to make sure you still get to your destination 

safely.

Even after 10 years of publishing games, I still get into 

a minor fender bender once in a while. While launching 

my last game through Kickstarter (ALPHA BANDITS, funded 

July 2014) I got broadsided by another game inventor 

completely by accident. Luckily, we were both able to 

walk away from the crash with just a few scratches 

(and bruised egos) because we were willing to work 

together to make a win-win result out of an unfor-

tunate situation. 

Before I get into the details of my situation, let’s first 

define intellectual property and learn about how we 

can protect our property rights.

According the United States Patent and Trademark Office 

(USPTO), Intellectual Property is defined as: “Creations of the 

mind — creative works or ideas embodied in a form that can 

be shared or can enable others to recreate, emulate, or manu-

facture them. There are four ways to protect intellectual prop-

erty — patents, trademarks, copyrights or trade secrets.”*

Patents are inventions of design or process. For a game, 

this could be a new way of creating a 10-level game 

* http://www.uspto.gov/main/faq/stopfaq.htm
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board or a process of coming up with a point mechanism 

for establishing who wins a game. Patents are governed by 

the USPTO. Usually board games are safe from getting into 

trouble from patent infringement unless they knowingly 

and willingly copy another game’s patent.

•  •  •

October, 2007. Innovention Toys, LLC, sued MGA 
Entertainment, Inc., for creating a game called Laser 
Battle, which they claim infringes on Innovention’s 
game Khet (in which players use reflective and 
nonreflective pieces to direct light from a laser beam).

In March 2014, after more than 6 years of litigation, 
Innovention Toys won a judgment case against MGA, 
although MGA has contested the settlement amount.

by David Lizerbram, Attorney at Law

USING A DESCRIPTIVE PRODUCT NAME.

Some words or phrases make stronger trademarks than 
others. From weakest to strongest, you have:

• Generic terms — these can’t be protected as 
trademarks at all.

• Descriptive terms — as you might expect, these 
describe some element or feature of the product. 
“Cheesy” might be a descriptive term for pizza, for 
instance. These terms are given little or no protection 
as trademarks.

• Suggestive terms — A suggestive trademark relates to 
a quality or feature of the product, but doesn’t come 
right out and say it. Think “Chicken of the Sea” for 
tuna. Suggestive marks tend to be fairly strong.

• Fanciful or Arbitrary terms — The strongest of them 
all. “Arbitrary” applies to terms that have nothing to 
do with the goods (such as “Apple” for computers). 
“Fanciful” marks are simply words that are entirely 
made up.

USING GEOGRAPHIC TERMS AS TRADEMARKS.

Either they’re geographically descriptive, in which case 
all of your local competitors can also say that their 
product is from the same place, or they’re geographically 
misdescriptive, meaning they use the name of one place 
but they’re really from somewhere else. In either case, 
you’ve got a problem. Try to think of a name that’s more 
creative than “San Diego Games.”

NOT HONORING ANOTHER COMPANY’S TRADE NAME.

This is the worst mistake of all. Most creators don’t 
recognize that anyone who’s used that trade name (or a 
confusingly similar name) on the same or similar products 
has superior rights — even if they never even thought of 
registering their name as a trademark. A conflicting prior 
use in commerce is the single biggest challenge for a 
potential trademark. Just because you searched Google 
and USPTO.gov doesn’t mean you’ve found every potential 
conflict. Depending on your trade name, product, or 
service, and how you plan to use it, a greater level of due 
diligence may be required. Be careful how you search, and 
when in doubt (and even if you’re not in doubt), hire a 
professional.

twitter.com/LizerbramLaw • LizerbramLaw.com
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A Trademark is usually the name of your game or your 

company and it’s what you use to promote and sell 

your brand to the public. A trademark is used to protect 

consumers when buying a product so that there should 

be no confusion over which company owns the product. 

Trademarks are also governed by the USPTO.

September, 2013. Quinn & Sherry, owners of The Game 
of Things trademark sends Terrible People, LLC, a cease 
and desist notice to stop using a confusing brand name: 
TERRIBLE THINGS.

Reluctant to get into a lawsuit, Terrible People, LLC, 
agreed to change their game name to A TERRIBLE TIME.

•  •  •

A Copyright covers creative works, which can include a game’s 

artwork, instructions, or music. Copyrights are governed by 

the U.S. Copyright Office, a division of the Library of Congress.

March, 2014. Wizards of the Coast LLC sues CRYPTOZOIC 
ENTERTAINMENT, LLC, and HEX ENTERTAINMENT, LLC, for 
copyright infringement over Hex’s alleged similarity to 
Magic: The Gathering.

A Trade Secret is a secret a company keeps secret (duh) 

and is typically self-governed by the company. While trade 

secrets can also include contact lists, databases, and other 

standard company information, usually the big lawsuits for 

trade secret misappropriations arise by taking someone 

else’s idea and using it without permission or payment.

May, 2014. ZeniMax Media sues Oculus VR for alleged 
trade secret misappropriation. Oculus is the creator of 
a ground-breaking virtual reality headset for immersive 
video gaming. ZeniMax claims one of their former 
employees, while working for ZeniMax, helped Oculus 
by providing proprietary technology and know-how that 
enabled Oculus to develop their VR headset. 

•  •  •

After hearing about all these accidents — some may be more 

intentional than others — it may make a game inventor want to 

keep their idea locked up in the garage. But fear of getting sued 

or ripped off shouldn’t keep a great idea from getting made, 

especially when game designers now have amazing access to 

startup capital from crowdfunding sites.

While there is always a risk of running into a legal problem with 

your crowdfunding campaign, careful planning and research, 

combined with a willingness to work through any minor issues, 

can help you work around or walk away from most minor 

intellectual property disputes. 

Continued on page 38
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We started Grandpa Beck’s Games® to share our family’s all-time favorite games with the world. 
We hope our games will give your family many fun memories! Please see our fun “How To Play” 
videos on our website: www.GrandpaBecksGames.com

From Our Family, To Yours ...

Become the First Millionaire by making 
pairs of Assets, as well as by capturing 
your neighbor’s assets. Very easy to learn! 
Fast, interactive fun! Be ready for intense 
emotions as you capture, then Cover, 
valuable Assets. Playable with 2 or more, 
but with more players there is more  
intensity and excitement, as Asset values 
increase dramatically!

Take the helm of the ultimate 
“Trick Taking” game! But watch 
out! Jolly Roger, Tigress, or the 
all powerful Skull King may be 
skulking around to thwart your  
carefully-crafted scheme!

Improve your game each turn 
with a Birdie, Eagle, or Hole 
in One; or match cards to 
dramatically lower your score! 
Be the first to reveal all of your 
cards, to earn a big bonus… if 
you have the lowest score!

Scheming & Skulking®

Just $12.99 each from your local game store, our website, or our Amazon Prime store!

Cover Your A$$ets®

Grandpa Beck’s Golf ®

 P RODUC TS
BEST VACATION

 P RODUC TS
BEST VACATION



Here’s what happened to me:
Back in 2012,  I  was working to create a new word 

game that involves using let ter  t i les to form words. 

What makes this game unique from other word games 

is that there are specia l  t i les that a l low players to 

steal  other p layers’  let ters .

Or ig ina l ly,  we were go ing to  ca l l  the game WORD 
BANDITS ,  which makes sense for  obvious reasons — 

you make words and you steal  let ters l ike a bandit . 

Here are the steps I took to protect our intellectual property:

STEP 1: Learn to drive! Consult an attorney. 
Un less  you ’ve  been  down the  road  o f  secu r ing 

inte l lectual  property protect ion many t imes before, 

i t ’s  important to consul t  an attorney to help guide 

your journey.  Many new inventors shy away f rom 

spending the high hour ly rates for  a good attorney, 

but  the  few hours  you ’ l l  spend usua l l y  pays  fo r 

i tse l f  by making sure you get i t  r ight the f i rst  t ime. 

In th is case,  I  chose to do the legal  work mysel f .

STEP 2: Don’t pull out in the street without first looking both ways! 
Research your trade name and choose wisely. 
Unlike our other games we created (Quelf ,  FURT ,  and 

QUAO ,  which are a l l  made-up words,  or  “fanci fu l ,” 

as the lawyers say is  the strongest t rade name) we 

knew that we had to do our research to make sure 

the re  weren ’t  any  o ther  games o r  p roduc ts  so ld 

in the marketplace that would be s imi lar  to WORD 
BANDITS .  We ran count less searches on Board Game 

Geek,  Google,  Yahoo! ,  GoDaddy, B ing,  Amazon, and 

especial ly USPTO.gov to determine i f  any other game 

used the words “Word” or “Bandit ,” separately or in 

combinat ion,  which would be too s imi lar  or  confus-

ing to a consumer. We soon real ized that there were 

so many other games with “Word” in them, that this 

would be a sl ippery road i f  we went ahead with that 

name. Whi le we l ike ly could have gotten a t rade-

mark regist rat ion for  that name, we fe l t  th is word 

was too crowded in the market .

We bra instormed more names and ALPHA BANDITS 
popped up and totally clicked. ALPHA, l ike “alphabet.” 

A.B. ,  l ike the let ters in the a lphabet .  BANDITS ,  l ike 

l i t t le devious thieves that steal  your let ters .  When 

we d id the research aga in ,  there were on ly 

a  f ew games  w i th  the  word  “A lpha”  o r 

“Bandit” in them and def in i te ly no game 

we could f ind that had both in the name. 

Continued on page 40
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Bring Some Laughs
to the Table!

Fun, Funny, and
Just a Wee Bit Edgy!

Retailers: Ask your
distributors about our
demo game program.

www.gutbustingam
es.com

STEP 3: Reserve a parking spot! Register your trademark, patent, 
and/or copyright.

Once I  knew we had a name we l iked,  in February 

2013  ( 17  months  be fo re  ou r  K i cks ta r te r  l aunch) 

I  f i l ed  an  app l i ca t ion  w i th  the  USPTO to  rese rve 

ALPHA BANDITS  as  an “ In tent  to  Use”  t rademark . 

This t rademark f i l ing status is  avai lable to anyone 

that is ful ly intending to use this name in commerce 

and spend considerable t ime and money to invest 

in bui ld ing the t rade name in commerce. 

By fi l ing for this trademark application we are essen-

t ia l ly  te l l ing others to pol i te ly “Back Off” of  us ing 

th is name in commerce.  This may seem aggress ive, 

but i t ’s a proact ive tool that a lso is useful  for other 

game designers dur ing thei r  research for  Step 2.

An even better trademark protection would be to f i le 

a “Use in Commerce” appl icat ion, but in order to do 

so I  would have needed to be actual ly se l l ing the 

product through interstate commerce.  By register-

ing i t  in i t ia l ly  as “ Intent to Use,” I  have to pay an 

addit ional  f i l ing fee when I  upgrade the t rademark 

to “Use in Commerce,” but ,  consider ing what hap-

pened in Step 5, it was an investment worth making.
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www.blueorangegames.com

STEP 4: Drive! Start using your trade name.
After f i l ing the “Intent to Use” trademark, I  began 

sharing my idea with potential  consumers through 

socia l  media posts on Twit ter  and Facebook and 

to retai lers at t rade shows. In ear ly 2014 I  started 

set t ing  up the game on K icks tar te r  as  a  p lace -

ho lder  (not  pub l i c )  to  be the space to  in i t ia l l y 

launch the game in publ ic  commerce.

STEP 5: It’s your turn to go. Enforce your right of way. 
Just as I was about to launch our Kickstarter campaign, 

the accident happened. Seemingly out of nowhere 

another game designer, Joshua A.C. Newman, launched 

his own game called Mobile Frame Zero 002: Alpha 
Bandit. It’s a very cool tactical game he created using 

giant robots made from LEGO pieces, but unfortunately 

the name ALPHA BANDIT was the most prominent text on 

the box cover, which was going to cause confusion to 

consumers when I launched my Kickstarter campaign.

How could this happen? Well, as it turns out, Joshua 

was on a very similar path to my own in naming his 

game. It appears that both of us started working on the 

games at about the same time. While initially research-

ing the name, Joshua had also found no conflicts and 

proceeded to develop his game. His only mistake was 

that he didn’t apply for the “Intent to Use” trademark 

application or double-check the name again before 

launching his Kickstarter campaign.

When I  saw his K ickstarter  go up in Apr i l  2014 I  was 

f i l led with road rage.  My immediate react ion was to 

not i fy K ickstarter  and have them pul l  h is campaign, 

wh ich ,  acco rd ing  to  the i r  po l i c i es ,  was  w i th in  my 

r ights to do as the t rademark appl icant .  But I  d idn’t 

do that .  I  decided to s leep on i t  for a night and come 

back to i t  the next day when I  was ca lmer. 

By using the t rademark in publ ic ,  I  s tar ted bui ld ing 

brand recognit ion and gained more legal  protect ion 

by proving my intent to t ransi t ion the t rademark to 

“Use in Commerce.”

The or ig inal  cover  for  Mobi le  Frame Zero 002: 
Alpha Bandit  on Kickstarter
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The next day I  woke up real iz ing that I  had to see 

i t  through his eyes. Joshua, a fe l low game designer, 

was just  t ravel ing down the same road as me and 

forgot  to check h is  b l ind spot .  The acc ident hap-

pened and i t  l ike ly wasn’t  intent ional .  Coming f rom 

i t  at  a more rat ional  angle ,  I  sent him a message 

expla in ing that I  was using the t rade name ALPHA 
BANDITS ,  I  had f i led the appl icat ion with the USPTO, 

and I was planning to launch my own ALPHA BANDITS 
Kickstarter campaign. I  f i rmly stated that I  was f i rst 

in l ine as owner of  th is t rademark (my t iny s l ice 

in the big gaming wor ld pie) and we couldn’t  both 

use this name. I  was f i rm in asking him to change 

his game name, but not threatening.  I  f in ished by 

say ing,  “Can we work th is  out  so both of  us can 

benef i t  f rom this s i tuat ion?” 

He  responded  w i th ,  “#%^$ !  I ’m so r ry !  To ta l l y  a 

mistake,  but you obviously own the t rademark.  I ’ l l 

do  some more  research and swi tch  the  brand ing 

before the Kickstarter  ends!  I ’ l l  make sure a l l  my 

backers know, and I ’ l l  make sure that  they know 

about your project. I ’ l l  also make it clear that you’ve 

been a  s ingu la r l y  exce l l en t  fe l l ow c rea to r,  s ince 

we both want them to support  independent game 

product ion.”

Continued on page 44
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Whoa !  I  was  b lown away.  I  gave  up  a  l i t t l e  b i t 

because I  didn’t have him take down the Kickstarter 

campa ign ,  bu t  I  ga ined  a  l o t  because  I  made  a 

new fr iend and we both have launched successful 

campaigns.  On top of  th is ,  he was able to change 

the name of h is game to Intercept Orbit  and I  st i l l 

have the name for my game (ALPHA BANDITS) .  What 

had started out as a bad accident became a win-win 

s i tuat ion for  both of  us.

I hope that my experiences help you on your journey 

wi th  game pub l i ca t ion .  May your  t rave ls  be sa fe 

and  may  you r  t r i p  be  jus t  a s  en joyab le  as  the 

dest inat ion!  5

Matthew Rivald i  is  the owner of  Wigg i ty Bang Games,  LLC,  and is  the co-creator of  the 
or ig inal  Quel f ,  FURT,  QUAO and ALPHA BANDITS games.  He l ives in San Diego,  Cal i fornia, 
and enjoys inspir ing the next generat ion of  entrepreneurs by teaching business c lasses 
at n ight at local  col leges.  When he’s not working and teaching he enjoys spending al l  h is 
f ree t ime with his wi fe and two chi ldren.

www.WiggityBang.com • twitter.com/wiggitybang

DISCLAIMER: This article is for information purposes only — it is not legal advice and should not be relied upon in such a 
manner. Please consult with a lawyer.

TM

“A solid game, delivering 
fun competition with light 
rules, easy game play, 
and allows for meaningful 
strategy and tactics.”

— Father Geek

Video Tutorial

www.StratusGames.com
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In stores October 2014!
Visit us at www.LooneyLabs.com




