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Dominik
» MU Game Studies (vice-chairman)

» Game Developers Session (volunteer leader)

» Gamer Pie (founder)

» Marketing

» Masaryk University (lecturer IM 1 47/148)

» Paperash Studio (Dark Train, Czech Art Game of the Year 2016)

» Bohemia Interactive (Vigor, 7 million players across all consoles)

» Ashborne Games (Comanche, unannounced Strategy / RPG)

Petr
» University of life (student)

» Nine Rocks Games

» Bohemia Interactive 

» LEVEL Magazine

» Games.cz

» Hrej.cz

» Bonusweb

» Secret projects



TOPICS

Petr
» Popculture data

» Think outside the box (when using 

data)

» Don’t be smart, trust the data

» Listen to your data analyst

Dominik
» Steam guesstimates crash course

» Steam sales forecast model

» Market research use case

» Tools & resources



WHY THESE TOPICS?

TO SHOW HOW GAME MARKETING NEEDS TO WORK 
WITH NUMBERS

(…and how to use the data efficiently)



STEAM GUESSTIMATES 

CRASH COURSE



Why do it?

» If you are stepping into unknown 

waters, recognize who swims there. 

Who survives, floats, and drowns…

» It is better to have a guesstimate than

nothing



WHERE TO BEGIN?

CHECK GENRE, THEN TITLES!

(…and then, check the data)



GAME GENRE MEDIAN EARNINGS VS RELEASES 2019-

Source: howtomarketagame.com

https://howtomarketagame.com/2022/04/18/what-genres-are-popular-on-steam-in-2022/


REVIEW TO TITLE SALES RATIO

Source: vginsights.com

Example

» 1000 reviews in 2013 = 7900 sales

» 1000 reviews in 2021 = 3100 sales

Why?

» More games by every year

» Steam UX changes

» Now asking for a review (Steam + Devs)

https://vginsights.com/insights/article/how-to-estimate-steam-video-game-sales


WITH SOME GAMES

IT IS A LITTLE BIT MORE COMPLEX…



REVIEW TO SALES RATIO

Source: store.steampowered.com/app/292030

Release

Discaount Sales

Season 1

https://store.steampowered.com/app/292030/The_Witcher_3_Wild_Hunt/


Before we move to another topic, let’s 
talk about the data you want to use 
for your marketing, but don’t know 

about it.

Popculture data



REVIEW TO SALES RATIO

SOLUTION? DO YEAR-BY-YEAR MATH



What does it mean „Don’t be smart, 
trust the data?“



GUESSING REVENUES?

EVEN MORE MESSY!



FACTORS AFFECTING REVENUE

» Discounts 

» Base price drop

» Region pricing

» Bundles 

» Deluxe editions

Steam gross vs. Net revenue

» Steam cut = 30%

» Chargebacks, taxes, refunds = 15 – 20%



Thing outside of the box? What?!!!

Don’t repeat all the mistakes others are doing.



WHAT IF MY GAME IS NOT RELEASED?

CHECK YOUR WISHLIST!



FIRST WEEK SALES RATIO

Median of 0.2 sales per wishlist for your first 

week on Steam. 

In marketing words = 20% conversion.

Example

» 1000 wishlists = 200 sales / 1 week

Then use long-tail prediction medians
Source: newsletter.gamediscover.co

https://newsletter.gamediscover.co/p/steam-the-new-wishlists-to-first?s=r


LONG TAIL REVENUE PREDICTION 
(GROSS)

Week 1 = 20% of Wishlist

Month 1 / Week 1 $: Median = 1.5x

Year 1 / Week 1 $: Median = 3x

Example ($19.99 Game, 200 Sales per 1 Week)

» Week 1 = 200x 19.99 = $3998

» Month 1 = $3998 x 1.5 = $5,997

» Year 1 = = $3998 x 3 = $11,994 

Source: newsletter.gamediscover.co

https://newsletter.gamediscover.co/p/steam-the-state-of-long-tail-revenue?s=r


WHAT IF THEIR GAME IS NOT RELEASED?

CHECK FOLLOWERS!



FOLLOWERS VS. WISHLISTER



FOLLOWERS VS. WISHLISTER

Follower

» all pre-release and post-release 

announcements and updates

» In Steam news section, email & 

elsewhere

» It is a fan

Wishlister

» email when the game is released, 

and every time it is discounted 20% or 

more

» Announcements in their news feeds 

only after they purchase.

» It is a customer



FOLLOWERS VS. WISHLIST RATIO

» Wishlists for unreleased Steam games 

are followers a median of 9.6x

» Use SteamDB graphs for observation

Example Company of Heroes 3 

62 424 followers x 9.6 = 599 270 wishlists

Source: newsletter.gamediscover.co

Source: steamdb.info

https://newsletter.gamediscover.co/p/steam-the-state-of-long-tail-revenue?s=r
https://steamdb.info/app/1677280/graphs/


TAKEAWAY?

1) GUESSTIMATE SUCCESS OR FAILURE OF OTHERS

2) RECOGNIZE YOUR SUCCESS OR FAILURE IN TIME, 
AND ADJUST ACCORDINGLY



SALES FORECAST MODEL
Source: fellowtraveller.games

https://docs.google.com/spreadsheets/d/1_cG9zDn_fzy6EhClcCpxKAWDVyb_SNaARCKsXChAvKo/edit#gid=0


WHY TO DO IT?

» If you are planning an investment budget 

for the X years-long development, then 

(why the hell) you don´t have a plan on 

how to get it back...



MODEL SITUATION

» $19.99 Adventure game

» 50 000 Wishlists

» 5 Man team size

» 2 Years of development

» $330 000 Project budget 
» (62 500 CZK Net wage per month for each team member) 



ADJUST WISHLIST REGULARLY 
SINCE STORE PAGE GOES PUBLIC

COMPARE COSTS TO NET REVENUES

MAKE YOUR SALE STRATEGY

BONUS: PLAN ADDITIONAL 
STORES, CONSOLES, CONTENT, 
DLC AND EXCLUSIVITY DEALS…

MAKE YOUR PLANS AND 
MARKETING ACCORDINGLY 



Any other qualitative lessons?





TAKEAWAY?

1) MAKE THE „REALITY CHECK“ 

2) COMPARE COSTS TO REVENUES

3) ADADT ACCORDINGLY

4) IF YOU ARE WAY BELOW/ABOVE – LOOK FOR HELP



COMPETION MARKET RESEARCH

Because numbers are not everything

For example…



WHY TO DO IT?

» If you spent two months on the design 

document, then (why the hell) you don´t 

spend two weeks researching of how, where, 

when, and why others succeed and failed. 

» Learn to swim from them, then dive for your 

pearls...



USE CASE

UNANNOUNCED STRATEGY / RG GAME



WHERE TO RELEASE? WHAT SHOULD BE 
PRICE?

IS A GAME GENRE  
STILL LIVING?

WHERE IS OUR 
MARKET?

DO WE MEET REALITY WITH 
OUR EXPECTED REVENUES?



GAMEPLAY LENGHT 
EXPECTATIONS?

WHICH 
LOCALIZATIONS?

CAPACITIES & 
COSTS?

PUBLISHER 
SUPPORT?

HOW STEAM 
PERCIEVES TITLE?

USERS VS. PRESS 
RECEPTION?



KEY BRAND MESSAGING & ASSETS? STEAM PAGE DESCRIPTION ANALYZE & INSPIRATION



DAY-TO-DAY 
COMMUNICATION?

WHICH OUTLETS 
ARE KEY FOR US?

WHEN SHOULD 
MEDIA CARE?

WHEN SHOULD 
WE ANNOUNCE?

WHICH INFLUENCERS 
DO WE WANT?

HOW COMMUNITY 
RESPOND?



DOES IT MAKE 
SENSE FOR US?

SUPPORT AFTER 
THE RELEASE?

PREORDERS
PACKAGE?

EXTRA TOOLS FOR 
THE COMMUNITY?

SALES STRATEGY?OR GIVEAWAY...
PR PROMOTION?



ANY OTHER QUALITATIVE LESSONS? HOW SHOULD WE OPTIMIZE A GAME FOR 
TARGET AUDIENCE?



TAKEAWAY?

1) CHECK YOUR MARKET

2) LEARN FROM OTHERS 

3) LOOK FOR THE CONNECTIONS BETWEEN NUMBERS 

AND YOUR RESEARCH



TOOLS & RESOURCES

WISDOM
newsletter.gamediscover.co
howtomarketagame.com

DATABASES
newsletter.gamediscover.co (plus program)
vginsights.co
steamspy.com
steamdb.info
steam250.com
isthereanydeal.com
steamcharts.com
gamedatacrunch.com
howlongtobeat.com
togeproductions.com/SteamScout/steamAPI.php?appID
=532290

TIPS & TOOLS
notion.so/maplethistles/Tools-Tips-
31 f7f638ce2b4aa4a9f6bdc7bacbaca2

STATISTICS
wepc.com/news/video-game-statistics



TAKEAWAY

STEAM GUESSTIMATES CRASH COURSE

1) GUESSTIMATE SUCCESS OR FAILURE OF OTHERS

2) RECOGNIZE YOUR SUCCESS OR FAILURE IN TIME, AND ADJUST ACCORDINGLY

STEAM SALES FORECAST MODEL

1) MAKE THE „REALITY CHECK“ 

2) COMPARE COSTS TO REVENUES

3) ADADT ACCORDINGLY

4) IF YOU ARE WAY BELOW/ABOVE – LOOK FOR HELP

MARKET RESEARCH USE CASE

1) CHECK YOUR MARKET

2) LEARN FROM OTHERS 

3) LOOK FOR THE CONNECTIONS BETWEEN NUMBERS AND YOUR RESEARCH
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