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Game design, step by step

0. Why a game?
(Inter)active > passive
The design process itself is valuable!

1. Determine your audience + goals
Who do you want to reach and what is your message?

2. How do you translate that into a game?

- Adapt an existing game or design a new game?

- Consider: stakeholders, goals, obstacles, resources, locations, action
options, objects. How do these things translate into game elements?

- Think creatively! In Monopoly, you can go much further than adapting the
names of cities and streets. For example: cooperative vs. competive, team-
based vs. individual, can you even win at all (and if so: based on which
criteria), (more) chance or (more) strategy, do players play themselves or
do they play a role, ...
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Can you capture science communication in a game?

- Who are the main players? And what are their goals?

- Are these players in competition with each other or do they work together
towards a shared goal?

- What are the main rules of the game (what is the core ‘value system’ in the
game)?

- When do you ‘win’ the game (when are you punished and rewarded)?
And which role does the science communicator have in all this?



