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SPONSORS

www.beziergames.com

Bezier Games Inc. publishes award-winning family-friendly strategy games including Castles of Mad King Ludwig, 
where you can build a castle one room at a time, and Suburbia, where each player manages and grows a small 
town into a booming metropolis. Their line of Ultimate Werewolf games is the most popular in the world, with 
fan favorites Ultimate Werewolf Deluxe Edition, One Night Ultimate Werewolf, and Ultimate Werewolf Inquisition.

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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p
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g

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
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
Family Favorite Card Games! That is what we are all about. Gather some friends, grab some 
snacks, and enjoy a great card game. Fresh, future classics. Something for everyone to enjoy. 
100% guaranteed to please. For about the cost of a movie ticket you will have a game that you 
will enjoy for years to come!

GrandpaBecksGames.com



Far beneath 
the ocean…
Far beneath 
the ocean…

Nemo is gone, but his machines have opened up 
a whole new world! The floors of  Neptune’s 

seas lay open to us, ready to surrender their 
bounties. Equip and upgrade your mining machines, 
then guide them to the rich 
mineral seams beneath 
the ocean. Control the 
supply of  resources 
to bend the market 
to your will. Become 
the master of  
Nautilus Industries!

The game is played in three phases: the 
Action Phase, the Market Phase, and the 
Upkeep Phase. These phases are repeated 
until game end. The player with the most 
money (cash plus stock values) at the end 
of  the game is the winner!
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During the Action Phase:
Players will take actions, in turn order, that include: 
sending mining subs to the depths for specific elements, 
upgrading their warehouse capability, changing the 
order of  the board tiles, switching resource locations, or 
investing in one of  5 companies.

During the Market Phase: 
Players will resolve the game boards in order by 
collecting the resources they mined, and either 
selling them or holding on to them. When players 
sell resources the commodity price of  that resource 
goes down to reflect the market demand, but the 
stock value of  the company using that resource 
goes up accordingly.

During the Upkeep Phase:
The game boards are each resupplied with 5 random gems from the bag, and the starting player 
marker moves clockwise one player.

The actions you can take in Nautilus Industries are simple, making the game quick to learn and 
teach. It also means there is very little downtime between turns. However, the variety of  things 
you can manipulate and accomplish with these actions makes each game a rich, involved, and 
exciting experience. Your actions are limited, so use them wisely, because there can only be one 
master of  Nautilus Industries! 5

SPONSORED COVER STORY 5 5



GAME REVIEWS

Backstab

W hen you feel like you want to take a swing at your friends, a good “take that” game fits the bill perfectly. 
Backstab, as its title suggests, gives you the opportunity to destroy your opponents until they’re all 

broken and bankrupt — but only if you play it smart.

Backstab  o ffe rs  an in teres t ing  f lavor  o f  gameplay 

— i t  combines the exper ience o f  a  dungeon c rawl 

game l ike Munchkin  wi th a  t r i ck - tak ing game l ike 

Hearts .  In each round, p layers t ravel  to a di fferent 

Zone (waste land, v i l lage,  ru ins,  etc . )  and encounter 

var ious deadly creatures .  Each of  these Encounter 

c a rd s  con t a i n s  a  numbe r  and  i s  a l s o  r andom ly 

pai red with a sui t  (axe,  b lade,  magic ,  or  range) .  A l l 

p layers choose an Act ion card f rom their  hand and 

s imultaneously reveal  i t .  Each Act ion card contains 

a number and a su i t  — i f  the chosen card t rumps 

the Encounter in i ts  number and/or sui t ,  the player 

earns a 1-cent coin and draws a new Act ion card.  I f 

mult ip le players beat the Encounter,  the player with 

the highest-valued card earns an addit ional coin. The 

current t rump values of  each sui t  are shown on the 

Zone card f rom highest to lowest ,  and the Zone card 

changes at  least  once per round.

Here’s how the backstabbing comes in:  one player 

c hoo se s  ano the r  p l a y e r  t o  b a ck s t ab ,  and  bo th 

p laye rs  choose  a  ca rd  f rom the i r  hand to  revea l 

s imul taneous ly.  The winner  o f  the backstab ( the 

player with the highest va lued card) steals 

a coin from the loser and draws a new 

Action card, while the loser gets 

no th i ng  —  even  t he  p l a ye r 

who  i n i t i a t ed  the  backs t ab 

r isks los ing.  Each player can 

in i t i a te  a  backs tab  up  to  3 

t ime s  p e r  r o und .  P l a y e r s 

who prefer not to enter into 

confl ict are not immune from 

ba ck s t abs ,  e i t he r  —  some 

E n c o u n t e r  c a r d s  c o n t a i n 

a  t r ap ,  wh i ch  f o r ces  each 

player to rol l  a die and either backstab an opponent, 

change the Zone, or gain a coin. Gameplay cont inues 

in rounds,  with a new Zone, new Encounter cards, 

and a full hand of Action cards each round. If a player 

has accumulated 25 cents at  the end of  a round, he 

is  dec lared the winner.

I f  you l ike di rect  interact ion,  you’ l l  a lmost certa in ly 

enjoy Backstab .  We found i t  to be a highly amusing 

game that is  both unique and addict ive — with i ts 

s imple gameplay,  l i t t le downt ime, and c lose scores 

throughout, we found ourselves anxious to play again. 

The theme is very l ight ,  but there is  just  enough to 

add exc i tement  and set  i t  apar t  f rom bas ic  t r i ck -

taking games. Each card features i ts  own cartoony 

artwork of  eccentr ic  weapons,  horr i f ic  v i l la ins,  etc . , 

that are both humorous and grotesque at the same 

t ime .  As  our  favo r i te  game 

from U.S. Games Systems to 

date, you should give this 

one a t ry.

MSRP: $20 
Designer: Dave Stawar 
Publisher: U.S. Games Systems  
2-4 players, ages 8+, 30 mins.

Chris  James
Editor - in -Chief  and Award-
Winning Game Des igner
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Hold Your Breath!
Given our appreciation of lightly-themed card games, Get Bit! and Walk the Plank! by Mayday Games both earned 
an easy spot on our Recommended Games list when they came out. As the third and final installment in this 
series, Hold Your Breath! features the same idiotic pirates from the previous games. After being kicked off the 
ship in Walk the Plank! and out-swimming the shark in Get Bit!, they now decide to hold a contest to see who 
can dive to the greatest depth underwater.

In the game, players swim as deep as they are wil l ing 

to go,  whi le avoiding hungry sharks and try ing not 

to panic .  Each player takes turns play ing as many 

cards f rom his hand as desired: a combinat ion of Ai r 

and Swim cards a l lows the player to dive deeper on 

the board ,  Shark cards prevent  an opponent  f rom 

swimming,  and a Kracken can ei ther remove a Shark 

or  cause a l l  other p layers to d iscard a card.  Most 

cards also contain an additional action that the player 

can choose to use instead, such as Panic,  which also 

p revents  an  opponent  f rom swimming ,  and Ca lm, 

which removes Panic or moves the Shark to another 

player.  Any player who doesn’t  p lay Ai r  on his turn 

automat ica l ly begins to Panic .  Af ter  the card deck is 

depleted,  p layers place an anchor on the board to 

mark thei r  depth,  and then begin thei r  ascent back 

to the surface. The player who dives the deepest and 

returns successful ly to the surface is  the winner — 

but not everyone wi l l  be so fortunate.

Hold Your Breath  is a l ight press-your- luck game that 

rounds out the “Get B i t  Tr i logy” wel l ,  though i t  is 

p layed standalone without needing exper ience with 

i ts  predecessors .  Whi le Get B it !  and Walk the Plank! 
dea l  more wi th b luff ing and smart  card se lect ion, 

Hold Your Breath  is  more about direct confrontat ion. 

Despi te being highly luck-based, there are enough 

strateg ic opt ions to keep the game interest ing for 

the whole fami ly.

MSRP: $20 
Designers: Christopher Urinko & 
Daniel Jenkins 
Publisher: Mayday Games 
2-4 players, ages 6+, 15 mins.

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



Kerflip!
When it comes to word games, Scrabble comes to mind first and foremost for many people. However, when 
you don’t have hours to spend contemplating those obscure words to score a record number of points, there 
are some great casual games that scratch that spelling itch without wearing out their welcome. Kerflip! is one 
such game.

In Kerf l ip! ,  players try to score the most points by 

call ing out words faster than their opponents. In each 

round, players draw a certain number of letter t i les 

to place on the board, white side up. They then race 

to cal l  out a single word found among the t i les (with 

a t imer avai lable to put pressure on the last player). 

After al l  players have cal led out a word, each player 

scores 10 points per letter used in his word. However, 

once a letter has been used, it is f l ipped to its orange 

side and is worth only 5 points for each subsequent 

use. In this way, players who are quick and players 

who use less common letters can score big points. 

Some letters contain a bonus number — the first player 

to use these letters draws this number of bonus cards 

for extra points at the end of the game. When the 

letter ti les run out, the game ends and the player with 

the highest score wins.

Kerf l ip! is a fun, fast, and frenzied word game that 

is  one of  our  new favor i tes in th is  category.  Wi th 

simple rules and scoring, as wel l  as random hidden 

bonuses for added luck, it is accessible to many kinds 

of players. While the game itself is well-designed, the 

box it comes in is just as genius. The game board is 

placed right inside the box — after each round, all used 

t i les are swept to the t i le return chutes located at 

the side of the board. After the game ends, the 

box is  t i l ted and a l l  the t i les  are instant ly 

gathered into a hidden t i le cup underneath 

the board for easy pouring back into the 

draw bag. With the cleanup happening 

so seamless ly,  there is  more t ime 

for fun!

MSRP: $30 
Designer: Damon Tabb 
Publisher: Game Salute 
2-4 players, ages 8+, 20 mins.

C a s u a l  G a m e  I n s i d e r    S u m m e r  2 0 1 55 8



Evolution
If you’re looking for a bit more “meat” for your gaming session, you might consider Evolution by North Star Games. 
With mostly light party games in their product line, this strategy game is a step in a new direction for them.

In Evolut ion ,  p layers create new species and adapt 

them with di fferent t ra i ts  to help them surv ive in a 

compet i t ive ecosystem. In each round, p layers are 

dea l t  a  ce r ta in  number  o f  Tra i t  ca rds .  F i r s t ,  they 

se lect  a card to p lace on the Water ing Hole board 

to  de te rmine  the  amount  o f  p lan t  food  ava i l ab le 

th is  round.  Next ,  each p layer  takes  turns  p lay ing 

Tra i t  cards to e i ther create new species or enhance 

e x i s t i ng  spec i e s  w i th  new t r a i t s ,  a  l a r ge r  s i z e , 

o r  a  la rge r  popu la t ion .  F ina l l y,  a l l  o f  the  spec ies 

compete to eat food and stay a l ive.  Herbivores can 

grab plants f rom the Water ing Hole,  whi le carnivores 

must at tack a smal ler  species to eat ( thus lower ing 

the populat ion of  that species) .  Af ter  the card deck 

is  depleted,  the game ends and players score points 

for  food eaten,  populat ion s izes,  and the number of 

t ra i ts  each species has.

Evolut ion  offers a fasc inat ing and 

competitive gameplay experience 

t h a t  m o r e  e x p e r i e n c e d 

g ame r s  w i l l  a pp r e c i a t e , 

whi le  not  be ing out  of 

reach  o f  the  casua l 

gamer  who i s  l ook ing  fo r  some more  dep th .  The 

game is extremely pol ished, with great components 

and a v isual ly appeal ing and easy-to-read rulebook. 

The  ru les  a re  re la t i ve ly  s imple ;  however,  the  fu l l 

spectrum of st rateg ic opt ions is  made poss ib le by 

a wide range of  Tra i t  cards that interact  with each 

o ther  in  many d i f fe rent  ways .  C lever  use  o f  Tra i t 

cards wil l al low players to enhance both the offensive 

and defensive abi l i t ies of  each species based on the 

ever-changing opportuni t ies and threats that  ex is t 

in the game’s mini -ecosystem. For the f i rst  couple 

of  p lays,  a good amount of  card studying is  needed 

to fu l ly  understand each t ra i t ,  but  a l l  t ra i ts  seem 

rea l is t i c  and make sense in terms of  gameplay.  I f 

you l ike the idea of  creat ing and adapt ing unique 

creatures in a compet i t ive env i ronment ,  Evo lut ion 

may be the r ight game for you.

MSRP: $55 
Designers: Dominic Crapuchettes, 
Dmitry Knorre & Sergey Machin 
Publisher: North Star Games 
2-6 players, ages 12+, 60 mins.

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



MSRP: $25 
Designer: James Ernest 
Publisher: Cheapass Games 
2-6 players, ages 12+, 40 mins.

Stuff and Nonsense
In London, a group of wannabe adventurers gather together to share grand tales of their travels around 
the world, sharing evidence of the items they found, the people they met, the things they learned, and the 
photographs they took. The problem is, all of these stories are completely made-up, with evidence gathered 
from various locations around London. Such is the unique theme behind Stuff and Nonsense.

The game is played on a circular array of Map cards, 

with various shops surrounding the Adventurer’s Club 

(where stories are told) and the Market (where cards 

are traded). Each shop receives various Adventure cards 

throughout the game, which are collected by players 

to create an elaborate story.  There are also Bonus 

cards that represent exotic locations for the setting of 

each story. The goal of the game is to gather sets of 

cards and tell stories in exchange for points. However, 

the point values of stories told in each sett ing are 

constantly changing — after all, how many times can 

you hear about a trip to the Amazon without getting 

bored? On a turn, the current player can choose to move 

his pawn one space and, depending on where he ends 

up, either pick up a card, trade a card for a new one, 

or turn in cards to tell a story for points. During the 

game, Professor Elemental continually moves around 

London trying to catch you in your fraud — when he 

is encountered, a small penalty must be paid. Play 

continues until one player reaches the target score to 

win the game.

Stuff and Nonsense is an all-around great casual game 

in many respects: it is easy, the theme is l ight but 

fun, and there is a good balance of luck and strategy. 

Players must carefully plan ahead to try to tell stories 

in the highest-valued settings before their opponents 

do. But not every sett ing is created equal — some 

require more Adventure cards than others, and each 

Adventure card can only be used in certain settings. 

There are a lot of unique cards, each with a whimsical 

backstory and artwork. Actual storytell ing is optional, 

but it adds a personalized touch that really creates an 

unforgettable experience. The only downside to the 

game is the potential to drag a bit toward the end.

C a s u a l  G a m e  I n s i d e r    S u m m e r  2 0 1 55 10



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

Alpha Bandits
Aztack
Backstab*
Bang! The Dice Game
Batt le Sheep
BraveRats
Camel Up
Can’t  Stop
Carcassonne
Cast le Panic
Chocoly
Coup
Erupt ion
Evolut ion*

Fastrack
For Sa le
Forbidden Desert
Forbidden Is land
Get B i t !
Get Lucky
Gold Mine
Gravwel l
Hanabi
Hive
Hold Your Breath*
Incan Gold
Indigo
Just  Desserts*

Kerf l ip !*
King of  New York
King of  Tokyo
Kulami
La Boca
Let Them Eat Shr imp!
Longhorn
Love Letter*
Ninja Dice*
Niya
Pairs
Quartex
Ratt lebones
Rel ic  Expedit ion

Scot land Yard
Sel lswords
SET
Six
Smartr ix
Splendor
Stuff  &  Nonsense*
Surv ive
Takenoko
The Hare &  the Torto ise
Ticket to Ride
Tsuro
Walk the Plank
Zombie Dice

Casual  Games

Party Games
20 Express
Apples to Apples
Att rAct ion
Buffa lo
CDMC 3000*
Choose One!
Coconuts*
Concept

Last  Word
Loonacy
Mad QUAO
Off  Your Rocker
Pluckin’  Pai rs
RANDOMonium
ROFL!
Sketch i t !

Skōsh
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

MSRP: $26 to $36 
Designer: Walter Schneider 
Publisher: Mayday Games 
2-4 players, ages 6+, 20 mins.

Coconuts
Occasionally, we run across a kids’ game that is just too 
much fun to put down, even for adults. Enter Coconuts, 
a dexterity game imported from Korea in which players 
try to catapult rubber coconuts into cups on the table. 
(Coconuts Duo, shown here, is the 2 player version that 
can also be used as an expansion for the original).

Each player controls a monkey that serves as a coconut launcher 

— load a coconut in his hands, pull down, aim, and let go to fling 

it into the air. If you land it in a cup, you take the cup and stack 

it on your player board in a pyramid formation. The number 

of cups on the table soon becomes scarce — fortunately, you 

can also land in an opponent’s cup to take it from him. Twice 

during the game, you can play a Magic card to give yourself a 

special ability or hinder an opponent. The first player to build 

a complete pyramid wins.

Coconuts is that rare gem that offers instant fun for any age 

group, whether experienced gamer or not. It requires skill 

and precision to land into the cup you’re aiming for, plus it 

has the added tactical element of playing your Magic cards 

at the most beneficial times. The components are great — the 

monkey launchers work very well and the coconuts are perfectly 

weighted to give a nice “thunk” when they enter a cup. The 

rubber material sometimes causes them to bounce out of a cup, 

or, if you’re lucky, into one, which adds to the fun. If you’re 

looking for an extra challenge, try spacing apart the cups or 

launching from a greater distance. 5

C a s u a l  G a m e  I n s i d e r    S u m m e r  2 0 1 5 11 5



GAME MANUFACTURINGGAME MANUFACTURING

 FROM CONCEPT 
TO REALITY101:

So, you’re sitting down with friends or family to play a board or card game. Have you 
ever stopped and wondered: how was this game made? Well, we know. We bring 
games to life/reality and LOVE what we do. Here at DeLano Service, a division of EPI 

Marketing Services, we’ve been producing games domestically for over 30 years, from 
the basic card game to complex board games (everything except plastic/wood pieces). To 
give you a better idea of how games are made, let’s walk through the production process 
of a simple board game.

Most board games consist of a 2-piece box, platform, 

game board,  card decks,  ru les,  game pieces (dice, 

pawns,  d ie cut  tokens,  sand t imer,  etc . )  and then 

packing/assembly of  the game. Games can have any 

combination of these components, depending on what 

the creator wants — more complex games can include 

card trays, tuckboxes for the card decks, game stands, 

score sheets,  money, spinner board/arrows, etc .  The 

who le  p rocess  beg ins  w i th  the  game c rea to r,  the 

person or company looking to manufacture a game. 

A l l  games beg in the same way,  however :  wi th the 

concept .  When a game creator decides that a game 

is ready to pr int ,  they work with a manufacturer l ike 

us to receive guidance,  recommendat ions,  support , 

and pr ic ing est imates before beg inning the actua l 

pr int ing process. 

Le t ’s  assume a l l  the  e lements  o f  the  game have 

been  de te rm ined  and  i t ’s  t ime  to  move  fo rwa rd 

w i th  p roduc t ion .  There  a re  3  ma in  phases  to  the 

product ion process:

Kim Drayer
Pres ident,  DeLano Serv ice, 
A  d iv is ion of  EPI  Market ing Serv ices

Kel ly  Graham
General  Manager, 
EPI  Market ing Serv ices

125



The game creator submits a l l  the artwork f i les and 

some real ly creat ive people wi l l  take the f i les and 

make sure a l l  the artwork “f i ts” on the appropr iate 

s ized paper.  They create the die l ines and layouts 

that wi l l  be used dur ing product ion for  each pr inted 

component ,  ensure  any  ca rds  a re  l a id  out  in  the 

preferred order,  and place the f ront and back s ides 

of each card as required. When this is completed, the 

proofs are sent back to the game creator,  who must 

review and sign off on the design. This is the approval 

to  move  fo rward  w i th  the  game p roduc t ion .  Th i s 

process can vary with the amount of  t ime required, 

as i t  depends upon the number of  rev is ions that are 

needed; however,  once the approval  is  received,  i t ’s 

t ime to bring the game to l i fe, which usual ly requires 

4-6 weeks (more dur ing the peak hol iday season).

PHASE 2: PRESS AND POST PRESS OF 
INDIVIDUAL COMPONENTS
PHASE 2: PRESS AND POST PRESS OF 
INDIVIDUAL COMPONENTS

PHASE 1: PREPRESSPHASE 1: PREPRESSPHASE 1: PREPRESS

The game artwork needs to be printed, whether i t ’s 

the artwork for the lid (box top) or base (box bottom), 

the game board, cards, rules, etc. Each component can 

be run on one of several presses and wil l  go through 

multiple finishing operations after it has been printed 

to become the final pieces going into the game. These 

components wil l  later be “married up” at the game 

packing/assembly stat ions.

Complete Board & Card Game Manufacturing 
1-800-233-5266 • www.delanoservice.com

Man Roland 700 ser ies  press  (6  color  with  in l ine  coat ing)
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THE PACKAGE (2-PIECE SETUP BOX):

Most  board  games  a re  conta ined in  a  se tup  box , 

meaning a box that has a l id and a base (box top/box 

bottom).  For a setup box,  the core of  the box that 

provides the strength is a piece of 32 or 40 point (pt.) 

chipboard that has been scored and cut out into a 

shape that resembles a cross.  I t  is  then formed on a 

Box Maker,  re inforced on the corners with tape,  and 

wrapped with a sheet of  pr inted paper to make the 

f in ished box top or box bottom. 

GAME BOARD:

A game board is generally 79 pt. chipboard, which pro-

vides a lot of strength. The board is wrapped on both 

the outside and inside with sheets of paper. Often, it’s 

just a printed sheet on the inside and a plain black 

(textured/bubble- l ike) material that is very durable 

on the outside — however, printed sheets can be used 

for both sides of the board. They are produced on a 

Board Maker and finished by being die cut with slits 

and scores that allow the end user to fold them down. 

Game boards can be no-fold boards, bi-fold, tri-fold, 

quad fold and 6 panel boards. Most game boards are 

bi-fold and quad fold.

PLATFORM:

Most  game c rea to rs  l i ke  to  inc lude  a  “p la t fo rm” 

in the game,  which is  des igned to ho ld the game 

components for safe keeping while the game is being 

stored or t ransported.  These can be manufactured 

us ing e i ther  corrugated e- f lute mater ia l  or  p last ic 

inject ion molding. E-f lute mater ial  is much l ike what 

a standard shipping carton is  made of ,  only in th is 

case i t  is  d ie cut  (a process by which shapes are 

made using the manufacturing equivalent of a cookie 

cutter)  to resemble a t ray to compartmental ize the 

components .  P las t i c  in jec t ion -mo lded inse r t s  a re 

custom-f i t ted plast ic  forms to hold the components 

mo re  se cu re l y,  and  a re  t yp i c a l l y  u sed  i n  mo re 

complex games with lots of  components.  However, 

they  a re  s ign i f i cant ly  more  cos t ly  because molds 

need to be created. 

Left :  Emmeci  Box Maker 
(used to  manufacture  box tops  and bottoms)

Emmeci  R ig id  Board Maker 
(used to  manufacture  game boards)
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CARDS:

Most games contain some quantity of cards. There are 

a variety of papers that can be utilized depending upon 

how frequently cards are shuffled, what age the player 

is, etc. Cards can be a multitude of sizes (mini, stan-

dard poker, bridge, flash card, etc.) and are printed on 

both sides and then collated (gathered) via mechan-

ical means. There are 2 ways to col late cards, and 

the number of cards in the deck really dictates which 

method is used. Rollem Slipstream collators are used 

to collate full sheets of cards. The sheet is fed into the 

Rollem unit and slit in one direction; it is then turned 

90 degrees and fed into a second set of sl i t ters to 

divide the cards into individual pieces. They continue 

on through the machine, where they are collated down 

into a single deck and ejected out of the machine. The 

print layout (submitted/approved during the prepress 

stage) is what determines the order, so cards can be 

laid out to print multiple cards on a sheet of paper and 

collate down to be A, B, C, D, etc. 

The second method of collating cards is via a collator 

sheet. Cards can be printed in multiples of the same 

card or a specific set of cards, then trimmed down into 

sheets designed to be stacked to complete the col-

lation. They are then trimmed down to the final size 

and stacked on top of each other (merged) to form the 

final deck. 

Cards can be inserted in a tuckbox — in this type of box, 

the top and/or bottom of the box is folded or tucked; the 

bottom can also be glued shut. Some tuckboxes include 

a hang tab for easy display in retailer locations. Most 

cards included in a game are typically shrink-wrapped 

(wrapped and heat sealed in plastic) or they are fin-

sealed, whereby the top and bottom of the plastic is 

pressed together to create a seal and the packaging 

is loose (not tight-fitting like shrink wrap). For some 

games, cards are bound together with rubber bands.

Rol lem Sl ipstream Col lator 
(s l i ts  and col lates  fu l l  press  sheets)

Setmaster  Col lator  (gathers  sheets)
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RULES:

Players need to know how to play the game, r ight? 

There are variations on how to produce the rulebook. 

For s impler games, rules can be printed on a thin, 

white sheet of paper and folded down to size or stapled 

(saddle stitch) into 4 or more pages and included in 

the game. More complex games with in-depth rules 

that require pictures and expanded explanations are 

manufactured as stitched booklets. Often, these are 

printed in full color on a glossier paper stock. Less 

frequently, the rules are printed on the box itself — 

the box bottom or on the inside of the box top (lid).

GAME PIECES:

Dice, pawns, tiddlywinks, tokens, etc., are also very 

frequently found and used in games. Tokens, for example, 

can be manufactured by either printing 2 sheets of 

heavier board stock and mounting them together, or 

printing litho sheets that are then mounted to chipboard 

to give the game pieces more strength in the core. In 

both cases, these are then die cut (remember the cookie 

cutter as described previously) into individual playing 

pieces with any shape the game creator chooses. Other 

items, such as custom molded plastic pieces and wooden 

components, are sourced from factories that specialize 

in these materials. Often, these factories are located 

overseas, as it is still quite cost prohibitive to obtain 

plastics and wood components domestically.

During the manufacturing process, the various game 

components are produced on many different pieces of 

equipment, in various locations in the production facil-

ity. Packing and Assembly is the process where all the 

components are “married up.” First, a single game is 

put together and approved as the master. Subsequent 

games are assembled the exact same way and quality 

checked to the master frequently. The assembly/packing 

lines (with additional components placed behind the 

lines to continuously supply the assemblers/packers) 

consist  of  actual  human beings putt ing the games 

together. The empty box bottom is placed on a moving 

belt and as it moves down the line the specified com-

ponents are placed inside. As the final step, the lid is 

placed over the top and the games are shrink-wrapped 

in plastic for display at a retail store. They are carton 

packed and stacked on pallets for shipment or storage. 

Now that you know a little bit more about how your 

favorite games are made, go PLAY and have FUN! 5

PHASE 3: PACKING 
AND ASSEMBLY 
PHASE 3: PACKING 
AND ASSEMBLY 

Bobst  Media  I I I  Fo lder  and Gluer  
(used on tuckboxes)

PMC High Die  (used to  d ie  cut  card corners)
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Visit our website to order or to use the store 

locator and fi nd a store near you!

www.ravensburger.com

caution: 

this game can 

be obsessive!

Can you stay 
one step 
ahead of the 
Labyrinth?

be obsessive!

Visit our website to learn more 

and order these great games!

www.ravensburger.com



The Mechanics 
Shoppe:
The Mechanics 
Shoppe:

Y ou’re  s i t t ing  around play ing a  new game with your  good fr iends,  l aughing 
and having a  good t ime.  I t ’s  your  res ident  r u les  lawyer ’s  turn ,  and he turns 

out  some r id icu lous  move that  makes  ever yone at  the  tab le  say  “Is  that  lega l? 
Can he do that?  What  were  they th inking when they put  THAT in the g ame? !”

Understanding the 
Building Blocks of a Game

Skyler  Nichol
Lab tech,  motorcyc l ist ,  dancer,  gamer. 
D id  I  mention I ’m ec lect ic?
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You may think that the person who designed the game is 

completely delusional and should take some advice from you at 

this point. Perhaps this is true, but you might want to get a better 

picture of why they built the game the way they did. We’re going 

to explore the nuts and bolts of games today, something many 

designers call “mechanics” (or “mechanisms”). I feel that I should 

preface: I am a hardcore gamer, and I am also hyper-competitive. 

When you crave that competitive edge, you study a lot.  

So what does this mean for the non-hyper-competitive person at 

the table? It still means a lot — once you understand the way a 

game is built, the different cogs and wheels that run the whole 

engine, you understand a game more deeply, and learn other 

games more quickly. More games equals more fun, and a better 

chance you’ll know a game (or can pick it up fast enough) that 

it will be fun for whomever you have over. 

For our purposes, we’re going to divide different mechanics into 

fields, so it’s a little bit easier to talk about them. What I call 

“Implement” mechanics are literally the things you use to play 

the game; cards, dice, the board, and “junk” are four of the 

biggest ones here. Social mechanics are usually what make the 

“feel” of the game. Is the game cooperative or competitive? Loud 

or silent? Things like this drastically change the way you think 

about the game. Lastly, Rules mechanics are what really make the 

game feel like a game — if there aren’t rules, can a game even be 

played? Usually, if you notice these, it’s a bad thing; if the rules 

are built well, they usually never get in the way of you playing. 

After today, hopefully you’ll be able to see a rule and say “Oh, 

they did that to encourage/discourage [blank].”  

Let’s talk about implement mechanics first, since they’re pretty 

universal. Each of the things you use when you play a game 

affects that game in ways that are usually quite subtle. Cards 

and dice are virtually opposites in most respects — most 

commonly, cards imply choices; you have a selection of things 

you can do and you pick one from your hand. Sometimes, you 

collect cards as a way of showing that you own something. 

Many games, especially games where you win by victory 

points, have point cards, or even sets of cards to collect — if 

you get certain cards, you can get bonus points or additional 

choices in the game.

Dice, on the other hand, imply chance or risk; you never know 

what you’ll roll, and you’re usually at their mercy. If a game is 

card heavy (or consists of only cards, like Dominion or Seven 
Wonders), you can bet that it’s probably going to have more 

choices, and thereby more thinking, involved. Dice games 

(Yahtzee and Tenzi are extreme, Elder Sign and King of Tokyo-

style are more common) make you subject to fate, and you 

may be able to do nothing or little at all if you get bad rolls. 

Most game-designers know that no one likes to do nothing on 

their turn, so they try to avoid this (see the Rules mechanics 

section), but it can happen.  

What about the board? Think about your favorite party games 

— how many of them have a board? There are probably a few, 

but not very many. Then think of your favorite strategy games 

— how many of them have a board? Probably most of them. 

A board allows for non-social interactions between players 

(and maybe some antisocial interactions, but we’ll talk about 

that later). Games with more rules usually also have a more 

complex board, and games with fewer rules may not have a 

board at all. Most games have a board, and most also have 

both cards and dice, allowing chance, choice, and in-game 

interaction, to make a well-balanced game. 

Since boards have mechanics within themselves, I’m going to 

give this a special section. Boards exist in order for someone 

to win, and the core mechanics in a game are often easiest to 

see on the board. Here are some questions to help you learn 

what the board is telling you: Is there territory you can control? 

Is there an end-goal area? Does the board tell you to do things, 

Implement Mechanics 
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e.g., draw cards or dance in circles? Each of these reveals 

more mechanics in a game. Things like territory, worker 

or troop placement, and moving pieces scream strategy. 

So what about junk? This is the “other” stuff, and it’s the 

king of dexterity games. So what if you have to balance 

a book on your head? If the game says to do it, you do 

it, but it’s something you’d probably never care about 

in the real world. Junk can be virtually anything that 

allows a game to be played, from the entire game of 

Click Clack Lumberjack and old-school favorite Marbles, to 

various portions of mini-game style casuals like Cranium. 

Junk is almost never tactical, and it’s rare to find outside 

of dexterity games. Fun and carefree, “junk” games are 

usually diversions, pastimes, or icebreakers, and can make 

an awesome mix-up for an evening of gaming. 

If there were no element of social interaction, you probably 

wouldn’t be playing a board game with your friends in the first 

place. The social aspect is usually at the heart of your decision 

to choose a certain game, even if you don’t realize it. Bluffing 

games like Sheriff of Nottingham would simply be putting cards 

in a bag if the elements of lying and role-playing were taken 

out, but the game becomes something entirely different when 

you start bluffing your way around Sherwood Forest in order to 

boost your points.  

Do you and your friends have games that you refuse to play? 

Chances are, the social (or antisocial) mechanics are proba-

bly the culprit. Trust has been torn to shreds by games like 

Diplomacy and hyper-cutthroat Cities and Knights of Catan, and 

who can ever look at their friends the same way after Cards 
Against Humanity? These games are designed to introduce social 

tension and conflict; it’s what either makes the game fun, or 

makes it banned at the table. The game’s feel and theme have 

some of their strongest influences in the social category, so 

know your group before you start including “antisocial” games 

in your library. 

Cooperative vs. competitive — this is a big distinction. True 

co-op games are a fairly recent occurrence, with games like 

Forbidden Island and Pandemic allowing players to work together 

against the board or deck. Most games are competitive or team-

based, where each player/team has an equal opportunity to 

win, but someone else loses. A very popular archetype is the 

Co-Op/Defector or All-Against-One style games, like Shadows 
Over Camelot, wherein everyone begins as a team, but someone 

turns on the rest, making the game competitive. Rules mechan-

ics tend to support the defector in some way in order to balance 

out the all vs. one basis of the game.

Social Mechanics 
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Lastly, rules. We learned a lot in the last issue of Casual Game 

Insider, so I won’t talk too much about them; if you haven’t read it, 

pick up a copy! Here’s a recap: For most people, rules aren’t cool, 

but they’re what makes a game. The most important rule is almost 

always how a person wins the game — it’s what gives each player 

a goal. Their plans for achieving that goal may be different, but the 

end goal is virtually the same: win, and have fun. Rules beyond 

winning and losing are mostly to promote order and ensure that 

the fun engine doesn’t need much maintenance. Turns ensure that 

each person can contribute and gives a deliberate “you act next” 

approach. Various “you can’t do this” rules are in place to keep 

players from abusing other mechanics; what you do when you play 

gives you clear direction on how to win, so you aren’t confused.  

The interaction between every mechanic makes the whole of the 

game. Take a mechanic and the rules that relate to it and put them 

aside — they’re much easier to analyze this way. When they’re 

isolated, it’s usually easier to see why a rule is made. Let’s touch 

back to dice games for a quick example. Many dice games, like King 
of Tokyo, have actions associated with your rolls, and often allow 

you a re-roll. Since you’re somewhat at the mercy of the dice, this 

allows a player to still make choices of what actions to take and 

whether or not to re-roll.

As another example of rule isolation, let’s look at building in 

Settlers of Catan. In this game, you win by collecting points, most 

of which come from building. The majority of the game focuses on 

gathering and spending resources and trading with other players. 

There’s a very simple rule that you have to learn even before you 

can start playing the game: a settlement (the main building that 

produces resources) has to be at least two spaces away from any 

other settlement. 

There are some immediate consequences of this. Having to move 

farther away reduces overcrowding around resources, and it forces 

players to expand their building area. Because players have to build 

out, they spend their resources without getting points, which slows 

down the game. You can zone out your opponents by placing a 

settlement near where they are trying to go and block opponents 

from other parts of the board. Each of these are made possible by 

the simple “two spaces away” rule, yet add profound tactical depth.

If the purpose of a rule still doesn’t make sense after isolating it, 

try looking at a related rule or mechanic for some clarity. It takes 

a little practice, but soon you’ll be handling table questions with 

confidence and understanding rulebooks with ease.

Rules Mechanics 
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Whether you’re trying to better understand the game designer’s 

intent or you’re designing your own game, pay attention to the 

game’s mechanics. As the building blocks of every game, they 

will give you clues and insights for learning, explaining, or 

improving the gaming experience. 5

Conclusion 
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There are many places to acquire board games: friendly local game stores, 
online stores, thrift stores, and more. But one of  the newest methods of  
buying a game is by crowdfunding it. The idea behind crowdfunding is that 
people pool their money to help fund different projects and receive rewards 
in return — usually the final product itself  along with other incentives.

With crowdfunding, anyone can attempt to get their dream 

product made and in the hands of the community. There are 

a handful of different crowdfunding sites to choose from, 

each with dozens (or even hundreds) of prospective games 

seeking backers. Backing a project is not an investment, but 

a communal experience — you are taking a risk with the other 

backers and the project creator to get a product made and 

delivered. As with any other social platform, there are mixed 

results: some projects gain viral popularity and skyrocket to 

the top, while others relaunch numerous times in an attempt 

to obtain their minimum funding goal.

Over the last three years I have backed almost 300 projects, 

with over 200 being board game related — amid all of this 

crowdfunding, I can honestly say I have no regrets, and I will 

surely continue for years to come. I have also gained much 

experience on what to look for when choosing a project to 

support with my money. But if you’re new to crowdfunding, 

how do you know which projects to support? I’m here to help! 

In this article, we will look at two of the most prominent 

crowdfunding sites for board games, and then discuss how 

to spend your hard-earned money wisely.

The first site is Indiegogo. Indiegogo was first started in January 

2008 by Danae Ringelmann, Slava Rubin, and Eric Schell. It 

began with a focus on film projects, but has added the ability 

to fund many other types of projects, as well. They claim to 

be the largest crowdfunding platform in the world, hosting 

over 300,000 campaigns with around 7,000 active at any given 

time. With its 1,000% growth over the last two years, it now 

has offices in Los Angeles and New York, in addition to its 

headquarters in San Francisco. Much of what makes Indiegogo 

stand out are the people who have supported them over the 

years. Some of the most notable ones are angel investors, 

including Sir Richard Branson, Max Levchin (Cofounder of 

PayPal), Maynard Webb (Chairman of Yahoo’s board), and 

Megan Smith (White House CTO).

When looking at the most funded projects in the area of 

tabletop games, there are a few worth noting. The first is not 

THE BASICS OF BOARD GAME CROWDFUNDING

OF THE PEOPLE, 
BY THE PEOPLE, AND 
FOR THE PEOPLE:

CROWDFUNDING SITESGeoffrey Briggs
Board Game Enthusiast 
and Kickstarter  Addict
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Now that  the  h is to ry  lesson i s  over,  l e t ’s  ge t  to  the 

real  meat .  Where and how should you choose to show 

you r  suppo r t ?  W i th  so  many  boa rd  game  p ro j e c t s , 

what  do  you  do?  He re  a re  some key  po in ts  to  keep 

in  mind when choos ing  whether  o r  not  to  suppor t  a 

crowdfunding project :

The first and foremost is that your money is a contribution 

to the creator of the project — you are not an investor in 

the company. When looking at a campaign you’re interested 

in, you really need to do your research on the creator. 

For starters, see if they have run any other projects — if 

they have, browse through the comments and updates 

sections for these projects. You won’t be able to post any 

of your own comments or view any backer-only updates, 

but you should be able to get an idea of  whether or 

not previous backers had a positive experience. Another 

place to look is in the game and publ isher forums on 

BoardGameGeek.com, where many project backers often 

discuss their experiences (both positive and negative).

COMPANY NAME SUCCESSFUL/
LAUNCHED $ RAISED # OF BACKERS FIRST YEAR 

USING KS

Cool Mini or Not 17 of 17 $12,593,573 73,481 2012
Mantic Games 9 of 9 $5,343,543 25,913 2012
Queen Games 30 of 31 $1,797,474 22,126 2012
Game Salute 56 of 66 $1,572,070 29,379 2012

Tasty Minstrel Games 18 of 21 $1,441,584 64,149 2011
Indie Boards & Cards 14 of 15 $1,180,748 38,058 2010

Mayday Games 21 of 23 $862,353 18,709 2011
Eagle-Gryphon Games 33 of 35 $619,806 12,243 2011

Crash Games 10 of 10 $265,666 11,445 2011

a game per se, but an internet show that helps promote our 

hobby: TableTop Season 3 raised $1,414,159 during a one month 

time frame, with 22,211 “funders” of the project — it can be 

viewed now on their YouTube channel. The second is Among 
the Stars, published by Artipia Games, raising $43,631 in one 

month with 621 funders. The third is Assault on Doomrock, 

published by Beautiful Disaster Games, raising $26,198 in one 

month with 446 funders. Overall, the project success rate for 

Indiegogo is approximately 34%.

The second site (and the king of tabletop projects) is Kickstarter. 

Kickstarter was launched in April 2009 by Perry Chen, Yancey 

Strickler, and Charles Adler. With an initial focus in the United 

States, the site began accepting projects from the United 

Kingdom in October 2010, followed by Canada in September 

2013, Australia and New Zealand in November 2013, and finally 

Denmark, Ireland, Norway, and Sweden in September 2014. 

As of February 2015 there have been over 227,000 launched 

projects, with around 7,000 projects active at any time, and a 

40% success rate. Project creators on Kickstarter have raised 

over $1.6 billion overall. At the time of writing, there have been 

3,046 successfully funded tabletop game projects, raising over 

$138 million in funding. One of the earlier Kickstarter successes 

to start the trend was Alien Frontiers, by Clever Mojo Games, 

which raised $14,885 with 228 backers in April 2010.

When delving into the numbers in the tabletop category over 

the last 6 years, the results are impressive. The top three 

games include Monolith’s Conan, which raised $3,327,757 with 

16,038 backers in one month; Reaper Miniatures’ Bones II, with 

$3,169,610 and 14,964 backers in 25 days; and Cool Mini or 

Not’s Zombicide Season 3, with $2,849,064 and 12,011 backers 

in 27 days. As you can see by the numbers, Kickstarter is the 

more favored site when it comes to tabletop games. Many 

prominent publishers have run, are currently running, or will 

run a project on this platform. Below is a list of the more 

consistent ones, with funding totals as of April 29, 2015.

THE PROJECT CREATOR

SPENDING YOUR MONEY WISELY
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Another important point is that your money is at risk. 

In my experience, most project creators follow through 

with their commitments, but there is no guarantee — 

there have been a few companies that have not delivered 

campaign rewards and are no longer in communication 

with their backers. Much more commonly, however, 

you face the risk of receiving products that are poorly 

designed or manufactured, are delivered late, or that 

otherwise fail to meet your expectations.

To evaluate the risk, look closely at the “Risks and 

challenges” section of the Kickstarter campaign page 

looking for any red flags. You should also determine 

how close the project is to completion — if it appears 

well-polished, has final artwork, and has been reviewed 

positively by prominent reviewers, it is more likely that 

the project’s commitments will be kept. On the other 

hand, if there is only prototype artwork available or 

there is little evidence of being playtested or reviewed, 

chances are you’ll get a poor product (if anything at 

all) or have a bad experience in general. 

When making a pledge, you select which rewards you 

would l ike to  rece ive in  re turn .  These range f rom 

al l  sorts of  incent ives the project  creator has come 

up with,  inc luding some that are added dur ing,  or 

even af ter,  the campaign (using a th i rd party pledge 

manager) .  Many projects inc lude stretch goals that 

are unlocked when cer ta in funding mi lestones are 

reached. Often,  these stretch goals are considered 

exc lus ive to project  backers ,  with some companies 

a lso using them for sa les at  convent ions.  However, 

there is a growing trend to make these items available 

to other buyers whi le quant i t ies last .

W i th  K i cks ta r te r,  you  can  a l so  choose  to  make  a 

pledge without select ing a reward. For instance, i t  is 

common to pledge $1 with no rewards to just receive 

the project updates and uti l ize the comments section. 

On Indiegogo,  you can favor i te a project  to receive 

updates and post comments di rect ly to the creator, 

but these comments remain hidden unt i l  you pledge 

towards the project .

YOUR RISK

YOUR PLEDGE

YOUR REWARDS

With Indiegogo, there are two types of projects: Fixed 

Funding and Flexible Funding. With Fixed Funding, the 

project is only funded if at least the minimum amount is 

pledged. When you make a pledge, the money is held and 

only released to the creator at the end of the project if 

the minimum was reached; otherwise it is refunded. With 

Flexible Funding, the money is released to the creator at 

the end of the project, regardless of the funding amount. 

Kickstarter uses a similar model to Indiegogo’s Fixed 

Funding — but rather than receiving a refund if a project 

fails, you are only charged after a project ends successfully. 

With Kickstarter, you can cancel your pledge at any time 

during the campaign, while with Indiegogo you cannot. A 

credit card is required for both Kickstarter and Indiegogo, 

with Indiegogo adding the ability to use PayPal as well.
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YOUR INPUT

PROJECT UPDATES

Many project creators are open to suggestions about 

the products and other rewards they are producing. As 

a project backer, it is common (and useful) to express 

your feelings and opinions about the project, whether 

it be a rule change, an additional component, or any 

other suggestion. By taking the time to be a part of the 

creative process, you will likely be happier with the end 

result. If you want to have a say in the project, look 

in the comment section to find evidence that backer 

input is being taken seriously.

Many game projects include pr int-and-play f i les to 

allow prospective backers to play a prototype of the 

game prior to committ ing to the project .  These are 

useful for reducing risk by allowing you to discover 

ahead of time whether or not you like a game. But they 

are also a great starting point for providing input to the 

project creator, as these gaming sessions will produce 

a lot of helpful feedback that can be given back to the 

creator to improve the end product.

When pledging to a project ,  you wi l l  begin receiv ing 

upda tes  f rom the  p ro jec t  c rea to r.  These  upda tes 

may inform you of  rev ised artwork or components, 

art ic les such as reviews or interviews, stretch goals , 

funding progress,  or  other project  mi lestones.  Most 

of  the updates are very informat ive and are useful 

for  keeping up to date dur ing and af ter  the project 

funding per iod. However,  be aware that some project 

creators get overzealous with these updates,  which 

can be overwhelming at  t imes.  Fortunate ly,  you can 

a lways change your account sett ings to not receive 

these updates.
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Crowdfunding is not the same as shopping on Amazon 

— other than digital files, most rewards will take some 

time to get to you, since they do not yet exist in their 

completed form. Estimated delivery dates can range from 

a few months to up to a year or more, and they can 

change based on many factors. One factor is the number 

of stretch goals met, which can cause some projects to 

deliver in waves. Other factors include the number of 

backers, the number of projects headed to the same 

production facilities, or waiting on different aspects of 

the project to be finalized. Earlier this year, many projects 

were delayed in the U.S. due to massive port congestion. 

Small delays can sometimes escalate into much longer 

delays — an extreme example is Kingdom Death: Monster, 
which funded in January 2013 with an estimated delivery 

of November 2013, but at the time of writing it is still 

awaiting production.

If the delivery schedule is important to you (a Christmas 

or birthday gift, for instance), you should back the project 

far in advance and stick with experienced companies who 

have a history of delivering on time. Avoid new project 

owners who haven’t yet fulfilled a successful campaign, 

as they are most likely to experience delays. Also, if you 

stick to casual games with fewer components, there is 

less risk of manufacturing delays.

For the most part, when you finally receive your backer 

reward, it feels like Christmas. This usually begins by 

receiving notice from an update that fulfillment has started, 

and you begin to eagerly await the delivery of a package 

on your doorstep. What adds even more excitement is the 

realization that you will be receiving this new game several 

days or weeks before it is available for anyone else to buy 

at a retail store. As you pop open the package, unwrap the 

shrink, and pull out the components, be prepared for your 

gaming group to envy all your shiny new toys.

WAITING PERIOD

RECEIVING YOUR REWARD
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vIsIt Us on fAcEboOk!

gAmEs WiTh 
hIsTorY, MysTeRy 

& mAyhEm!

gAmEs WiTh 
hIsTorY, MysTeRy 

& mAyhEm!

cHeCk OuT tHE
eXciTinG ren Wars VidEo!

cHocK Full Of CoMpoNeNts 
iNcLudInG a bOarD GamE!

cHocK Full Of CoMpoNeNts 
iNcLudInG a bOarD GamE!



Dominate
the Arena

today!
Magewars.com

Modular Arena Tiles!
Domination Scenario Rules!

Our best selling game just got better!

Order today at
413-543-3020 • sales@haywiregroup.com

When you f ina l l y  d ive  in to  the  game,  hope fu l l y  you 

f ind  i t  to  be  wor th  a l l  o f  the  r i sk  and ant i c ipa t ion , 

and that i t  meets a l l  of  your expectat ions.  However,  as 

ment ioned ear l ier,  you may want to a lso be prepared 

for  possib le disappointment — with the large amount 

of  board games being crowdfunded nowadays,  there is 

a lways the possib i l i ty of  receiv ing a less than ste l lar 

game .  The  un fo r tuna te  rea l i t y  i s  tha t  one  pe rson ’s 

amaz ing  game concept  may  no t  a lways  t rans la te  to 

someone else’s enjoyment when playing.  On the br ight 

s ide,  however,  these rare disappointments a lso make 

great white e lephant g i f ts  at  your next party !

Now, with these points in mind,  go for th and spread 

your money to worthy game projects to help grow the 

gaming hobby.  I f  you choose wisely,  you’ l l  exper ience 

the cont inua l  thr i l l  o f  c rowdfunding — and,  l ike  me, 

you’ l l  never look back!  5

EXPERIENCING THE GAME
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With an explosive start as a children’s game company, Blue Orange 

Games has begun transitioning into a well-rounded publisher that 

all casual gamers should be able to appreciate. This is their story.

GROWING :
The Blue Orange Metamorphosis

Brandan Parsons
Market ing Associate, 
B lue  Orange Games
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Gobbling a Start
Blue Orange Games was founded 

in  2001 ,  when Th ier ry  Denoual 

a pp r o a ched  J u l i e n  Mayo t  t o 

promote and sel l  his new game, 

Gobb l e t  —  a  c l a s s i c  2 -p l a ye r 

abst rac t  s t ra tegy game s imi la r 

to Connect 4 ,  but with different 

sized pieces that can be stacked 

on top of each other in order to 

“gobble” the p iece(s)  beneath 

i t .  When Thier ry showed Ju l ien 

h i s  i d e a  f o r  Gobb l e t ,  J u l i e n 

immediately came on board and 

embarked on a cross-country road tr ip, visit ing 500 

stores and sel l ing 10,000 copies of the game!

After the great success of Gobblet ,  Thierry focused on 

publishing a series of simple wooden children’s games 

(affect ionately referred to as “woody goodies”) that 

f o c u s e d  o n  t h e  k e y 

chi ldhood development 

sk i l ls  such as memory, 

v isua l  percept ion ,  and 

hand-eye coordination. 

Over the next 10 years, 

B lue Orange cont inued 

t o  b u i l d  m o m e n t u m 

wi th Th ie r ry ’s  s imple , 

c l e v e r  c h i l d r e n ’ s 

games .  Then ,  i n  2010 

we opened our doors to 

o ther  game des igners , 

p u b l i s h i n g  s e v e r a l 

t i les from outside inventors such as Shrimp Cocktai l , 
Tr igger ,  Fast rack ,  Te l l  Ta le ,  and (most  impor tant ly ) 

Spot  i t !  —  a  h i gh - speed  match ing  game in  wh i ch 

there  i s  a lways one and ONLY one match between 

any 2  cards .

Spotting a Hit
I t ’s  funny,  when we f i rs t  saw Spot i t ! ,  there were 

people at  the company who didn’t  want to make the 

game — they thought i t  was TOO s imple a concept . 

Bu t  Ju l i en  and  Th ie r r y  saw the  po ten t i a l  f o r  the 

game, and knew they had to publ ish i t .  Spot it !  is 

so straightforward that anyone can learn the game in 

less than one minute, and f inish i t  in under f ive. But 

the compel l ing exper ience of  the game keeps 

people coming back for  more and more.

When we saw our community of  fami ly 

testers play ing the game, i t  was CLEAR 

we had a hi t  on our hands — i t ’s  just  one of  those 

games that people understand r ight away. As they 

con t inued  to  p l ay  the  game ,  i t  r eached  a  po in t 

where we didn’t  even need to teach them anymore 

— they started teaching themselves. And we had seen 

the same thing with some of our other games l ike 

Pengoloo and Gobblet Gobblers .  So we recognized 

the pure contagious fun of  the game, and 

picked i t  up r ight away.

Spot it! started in its red tin containing 

55 cards fu l l  of  fami l iar  and ec lect ic 

symbo ls  and qu i ck ly  made a  name 

for i tse l f .  From there,  expansion was 

inev i tab le  and i t  g rew into a var ie ty 

of  edi t ions.  From educat ional  vers ions, 

to learn the a lphabet  or  pract ice reading, 

to l icensed games, l ike Disney Publ ishing,  MLB, or 

NHL,  we created a game for everybody’s tastes.  To 

date,  B lue Orange has re leased 27 Spot it !  edit ions, 

represent ing one-thi rd of  our game t i t les with over 

3 mi l l ion uni ts sold!

Thierry Denoual Gobblet  — the game that 
started i t  a l l
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Game Philosophy
Making st reaml ined,  intu i t ive and engaging games 

is our top pr ior i ty.  We want to make games that you 

can understand the concept of in less than 1 minute, 

learn i t  in less than 5, and play i t  in less than 30. We 

want to create a play exper ience that is  super quick 

to learn,  but a lso immersive and deep in strategy.

Recent Successes
Doodle Quest  i s  a  per fec t  example  o f  the  type  o f 

games we love to make. I t  was a huge hi t  for  us last 

year — i t ’s  a s imple drawing game where players are 

trying to complete quests by drawing l ines and basic 

shapes on a t ransparent sheet .  Each chal lenge has 

a drawing that te l ls  the player what they need to do 

(connect  the mermaids ,  draw teeth in the shark ’s 

mouth ,  e t c . ) .  The  p laye rs  look  a t  the  d rawing  to 

understand thei r  chal lenge,  and then complete the 

challenge by drawing on a separate transparent sheet. 

When everyone has completed the i r  a t tempt ,  they 

take turns placing their  t ransparent sheets on top of 

the drawings to see 

how they l ine up.

What makes Dood le 
Quest  unique is that 

you  can  l ea rn  the 

game without saying a 

word — just watching 

one turn is enough. 

E a ch  c ha l l e n ge  i s 

so s imple that  you 

c a n  l o o k  a t  t h e 

language- independent instruct ions and understand 

immediately what you are doing. Yet,  the game is 

surpr is ing ly  cha l leng ing and engag ing because i t 

draws on the fundamental human experience of visual 

perception/spatial awareness. Its surprising depth of 

We believe games are best with as few unnecessary 
complications and components as possible, and 
focus on family-friendly games that kids can learn 
quickly, but are still interesting and engaging to 
the adults who play with them. We don’t want our 
players sitting around for hours trying to learn the 
rules for a game — we want them to be able to dive 
into the fun immediately.

“ “
In  Doodle  Quest ,  p layers  use  v isual  percept ion and 
spat ia l  awareness  to  draw on a  transparent  sheet
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complexity allows for even the more hardcore gamers to 

get drawn in, as evidenced by winning second place for 

the Best Children’s Game of 2014 in BoardGameGeek.com’s 

Golden Geek Awards.

Battle Sheep  is  another recent success story for  us. 

In Battle Sheep ,  your object ive is  to b lock out your 

opponents’  sheep so that you can cover the biggest 

portion of the playing f ield. Players take turns moving 

stacks of  sheep in stra ight l ines unt i l  they reach the 

end o f  the board or  run in to  another  sheep s tack 

— p lay cont inues unt i l  no one can move any more 

sheep.  You can learn  the ru les  in  about  a  minute 

o r  two ,  but  i t  a l so  p resents  complex  cho i ces  and 

opportunit ies for strategy. Even the setup of the game 

board allows for careful thought, because players take 

turns connecting the pieces of the modular board each 

game. Each piece has 14 different points of connection, 

so there are hundreds of  d i fferent possib i l i t ies ,  and 

each one wi l l  have a subtle impact on play. Or ig inal ly 

publ ished as a 2-player abstract strategy game cal led 

Spl its by our s ister  company Blue Orange Europe,  we 

thought the game had more potent ia l  by increasing 

the maximum number of  p layers up to 4 and adding 

in the sheep theme to make the game more engaging 

for  chi ldren and fami l ies . 

Longhorn br idges  the  gap between chi ldren’s  games 
and more in -depth strategy games

Longhorn  i s  another  recent  t i t l e ,  o r iented more 

towards adults than the other games we are used 

to. We had well known il lustrator Vincent Dutrait do 

the cover and components and acc la imed inventor 

Bruno Cathala contribute the game design. Just l ike 

a l l  our other games, the rules are super s imple. 

Each turn,  a l l  p layers have to choose which color 

of cow to remove from their  locat ion, and take ALL 

of  the cows of  that  co lor,  then move that  many 

spaces away. P lay cont inues l ike th is unt i l  there 

are no more cows within reach.  There are only 9 

locat ions tota l  and 36 cows. Because the cows are 

randomly d is t r ibuted,  and the i r  va lue decreases 

based on  wh ich  cows you take ,  i t  tu rns  in to  a 

surpr i s ing ly  complex  game.  There  a re  not  many 

factors to consider (number of  cows in each color 

and which spaces can be reached by each color), so 

i t  is an easy way to pract ice thinking and planning 

ahead.  For  Longhorn ,  we have rece ived a  lo t  o f 

posi t ive feedback f rom gamer parents want ing to 

introduce their  k ids to s l ight ly heavier games that 

are st i l l  casual  enough for thei r  k ids to enjoy. 

In  Batt le  Sheep,  p layers  try  to  b lock  out  their 
opponents’  sheep so  they  can cover  the  largest 
area  of  the  p lay ing f ie ld
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Unique 
challenge!



Moving Forward
Now that  our  o r ig ina l  cadre  o f  young p layers  has 

grown older,  we want to cont inue to provide them 

w i th  wo r thwh i l e ,  en te r t a in ing  p roduc t s  tha t  a re 

interest ing to the i r  matur ing minds.  Th is  year,  we 

are  inc reas ing  the matur i ty  o f  our  games ,  add ing 

s l ight ly  more complex t i t les  f rom wel l -estab l ished 

game inventors .  We have launched the Blue Orange 

Europe collection, created specif ical ly with the Hobby 

and Specia l ty Store market in mind, featur ing games 

f rom wel l -known game designers.  Whi le you can st i l l 

p lay these games with your fami ly and k ids,  thei r 

added level of subtle complexity wil l  also easi ly whet 

the appet i tes of  the more ser ious gamer. 

Longhorn  and Batt le Sheep  were some of  the f i r s t 

games in th is col lect ion,  re leased in 2014.  Because 

peop le  responded so pos i t i ve ly  to  them,  we have 

g rown  the  co l l e c t i on  t o  i n c l ude  13  games  ( and 

growing) .  For instance,  we’ve got a cool ,  new push-

your-luck card game from Bruno Cathala called Dragon 
Run ,  in which players compete to steal the most gold 

f rom the dragon, without being burned a l ive by i ts 

f ie ry  breath !  And we are proud to  welcome Bruno 

Faidutt i  and Charles Cheval l ier into our creative fold, 

with two excit ing, new 2 player strategy games: Attila 

and Wakanda .  Atti la is  a t rap-your-opponent game 

where players t ry to maneuver thei r  p ieces around 

the board so that thei r  opponent has nowhere lef t 

to go;  Wakanda is  a totem pole bui ld ing game where 

players try to combine totems worth the most points 

for  thei r  v i l lages. 

A new breed of  products  from Blue  Orange Games. 
C lockwise  from top:  Dragon Run,  Wakanda,  and At i l la



TM

Video Tutorial

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

• Parents’ Choice Recommended
• The Toy Man eChoice Award



L aunch ing  a t  Gen  Con  2 015  i s  ou r  f i r s t  heav i e r 

board game,  ca l led New York 1901 .  Expected to  be 

a sensat ion,  th is game has been in the making for 

over a year,  with amazing i l lustrat ions f rom Vincent 

Dutrait .  I t  is a city bui lding game where players try to 

score the most points by construct ing,  demol ishing, 

and rebui ld ing skyscrapers on the famous streets of 

New York Ci ty. 

blueorangegames.com
blueorangegames.com

C a s u a l  G a m e  I n s i d e r    S u m m e r  2 0 1 55 42





The Big Picture
Blue Orange Games is actually divided into 3 different divisions. 

Blue Orange (U.S.) is the company that’s been around since 

the start. Blue Orange Editions is our creative team based 

in France, under Thierry’s direct guidance. And, in 2013, we 

partnered with Jactalea Games. They changed their name to 

“Blue Orange Europe” and now we share many of the same 

resources and games in our catalog. Several of Thierry’s classic 

wooden games have been brought to Europe (e.g., Gobblet , 
Gobblet Gobblers , and Chickyboom), and we have taken 

Longhorn, Wakanda, and Armadora from their catalog. It has 

been a great opportunity to expand our catalog and collaborate 

with some of the biggest names in European game design. 

At this point, most of the games we make are published at 

the same time. But in some cases, because of specific market 

trends, differences in opinion, or restrictions with international 

distribution, there are some games that only get published 

by one or the other.

However, what WILL remain constant for all of Blue Orange 

(the U.S. and our sister companies overseas), is our dedication 

to quick, fun, rewarding play experiences, that can be easily 

learned, and played over and over again without losing their 

appeal. We want to provide our families of gamers with rewarding 

experiences that teach them something new — about the world, 

themselves, or their friends — each and every time they play. 5

445



In
a

p
p

r op riate  Gamin
g

TM

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.




