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“I would like to thank the (Massive Black) artists involved for their professionalism and
quality of work submitted.
It’s a pleasure to work with a team that has a passion for the work they
create, and the manner in which they deliver it.”  
Adam Parsons
Art Manager
Codemasters
 
“ From the phone call with the China team, to the fantastically creative 3D and 2D artwork, to the willingness to 
explore new business models, your team has an uncommon entrepreneurial, can-do, team spirit with a lot of 
enthusiasm.  I’ve been up and down and seen a lot of great companies as well as total dog companies and I can’t 
emphasize enough how important the optimistic spirit of a good team can overcome serious obstacles.  From my 
observations, Massive Black has that from stem to stern.  It’s something you can see in the faces of people I spoke 
with, including all the artists as well as the founding team.” 
David Ewing
President & CEO
San Francisco Consulting Group
 
“The stuff is in the game and looks great (I have already gotten some comments on how nice the new items look). “
Steve Kalning  
Producer
Blizzard Entertainment

“I’m just stunned. the most impressive batch of illustrations ever.”
Nicolas Bouvier
Senior Concept Artist
id software
  
“I cannot believe how much insanely well done concept art is created there. The imagination is just amazing!”
Jason Felix
Senior Artist
Flagship Studios

“With the talent at Massive Black, anything you guys produce will be spot on gold. I know this much is true with what 
you did for us at Z-Axis”.
Eric Kozlowsky 
Artist
Z-Axis

842 Folsom St.
Second Floor

San Francisco,  CA
94107

415-344-0069
www.massiveblack.com
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Overview
Date Founded
2003

Locations
San Francisco
Shanghai China

Number of Games
32 +

Clientele
Flagship Studios (The founders 
of Blizzard North), Neversoft, 
id software, Sony, Nvidia, 3d 
Realms, Wideload Games 
(The founders of Bungie), 
Acclaim, EA, Activision, Ion 
Storm, and Factor 5, Blizzard 
Entertainment, Z-Axis, Ritual 
Entertainment, NCSoft, 
NetDevil, Codemasters, Planet 
Moon, Secret Level, NCSoft-
Austin, Junction Point, Secret 
Level, Midway, Perpetual 
Entertainment, Nike, Edge of 
Reality and more.

Services
Conceptual
Modeling
Texturing
Rigging \ Animation
FMV \ Cinematics
Consulting

Strengths
Concept Design, High-end 3D, 
Textures, Animations, Asset 
Development, Consulting, New 
and Existing IP development.

Personnel
50 Artists including the largest 
team of veteran Concept 
Designers in the industry. 

Mission Statement
Next generation game development now demonstrates the same pedigree of art as seen in the fi lm industry. Massive Black’s adroit culture supports 
this awareness, and adds exceptional style to the quality of our products rendered. Emotionally gripping visuals and value on all layers of production are 
an absolute must in today’s marketplace. If you want to push your title to the highest level of merit and excellence, Massive Black is the most qualifi ed 
collective team existing in the industry to assist your company.
Massive Black Inc. is a premier game development and outsourcing studio that has contributed to over 30 Next-Generation titles as a team. Our high 
profi le talent, with a proven track record in both fi lm and games, has worked with an impressive group of clients. Companies like Flagship Studios 
(The founders of Blizzard North), Neversoft, id software, Sony, Nvidia, 3d Realms, Wideload Games (The founders of Bungie), Acclaim, EA, Activision, 



positions.  The team is a balance of veteran fi lm artists and veteran game 
makers.  The goal was simple.  We wanted to be the fi rst outsourcing 
studio that could deliver assets that were of and exceeded the quality that 
experienced development teams could do in-house.  
Experience with publishers\developers in the past-   As individuals,, we have 
over 120 combined  years experience in the entertainment industry working 
on projects like Jurassic Park, The Matrix sequels, LOTR, Hellboy, Blade 2, 
Metroid Prime/Sequels, Tony Hawk series, and dozens more.  

The founding members of Massive Black have a rich history together dating 
back many years.  Most of us were friends and colleagues before any of us 
entered the entertainment industry.  We are so fortunate to have traveled the 
long road through publishers, fx houses, developers and the like to fi nally 
come back together to do as we always dreamed.

News
We recently completed the training and building of our Shanghai studio.  
The San Francisco studio provides high-end assets.  The Shanghai studio 
is here to assist with general prop and asset development that publishers/
developers can not afford to create here in the states.  We have trained 
both teams for seamless integration of artworks.  Our experience teaching 
art workshops world-wide has enabled us to have a tight, refi ned curriculum 
which enables our Shanghai team to achieve the level of quality we can do 
in house.  
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Ion Storm, and Factor 5, Blizzard Entertainment, Z-Axis, Ritual 
Entertainment, NCSoft, NetDevil, Codemasters, Planet Moon, 
Secret Level, NCSoft-Austin, Junction Point, Secret Level, Midway, 
Perpetual Entertainment, Nike, Edge of Reality and more have 
come to us for help on their AAA video game titles. Their needs 
have been assisted in conceptual design, cinematics, 3d asset 
development, animation, high-end illustration, texture work, 
consulting, pitch materials, and look development. These important 
clients do business with Massive Black Inc. because we provide next-
generation assets and aesthetics that are unparalleled, within current 
industry budgets.

Vision
We have set up a three division company.  Our top division is 
Massive Black Inc.  which focus’ on character and high end asset 
development (delivered game ready from concept to model to 
texture to rig to animation as well as marketing materials and look 
development).  Massive Black Shanghai is focused on prop and item 
generation while Massive Black Games is working on our internal 
titles.  We are about to launch a new 3d forums as well which will act 
as a sister site to the thriving conceptart.org community.   Training 
is a high priority, but not just internally.  We continue to teach the 
competition how to create better art through the conceptart.org/
massive black inc. artist workshops world-wide.

History
The company was founded on the belief that next-generation titles 
would take the step toward fi lm quality production.  We pooled 
together the best talent in the industry that we could fi nd in all key 



We have successfully put on Art 
training workshops in Amsterdam, 
San Francisco, Austin, Bucharest, 
Berlin.  Prague is next.  Companies 
like Bioware, Perpetual, EA, Rhythm 
and Hues, Gray Matter, Northrop 
Grumman Defense, Corel, Gnomon 
School of VFX, Ringling School of 
Art and Design, Academy of Art, id 
software, Midway, NCSoft, ReelFX, 
and more have had employees 
attend our events. 

Through our partnership with www.
conceptart.org, we are offering 
our fi rst Artist Scholarships.  This 
January we will be giving two fi ve 
thousand dollar scholarships to 
students studying concept design 
and 3d.  Conceptart.org has become 
a primary source for information 
regarding the fi eld of concept design 
in the entertainment industry.  We 
have surpassed 300,000 unique 
visitors per month and have 28.000 
registered members.  This outreach 
into the community has given us 
un-paralleled reach into art talent 
worldwide.  

We are currently fi nishing the fi nal 
puzzle piece of our company.  Our 
new division “Massive Black Games” 
is currently working on three new 
prototypes using existing and also 
proprietary engine technology.  This 
division is led by Andrew Jones the 
visionary artist behind all current 
Metroid games for Nintendo.

Technology and 
Resources
Massive Black boasts 50 artists on 
staff with a full range of game art 
expertise, all software and equipment 
necessary to create the assets 
needed, a render farm and cinematic 
pipeline, a loyal and hard working 
community within conceptart.org, and 
some of the highest profi le talent the 
industry has to offer.  

We have a unique and fully functional 
tech pipeline that enables our artists 
to interact with clients directly no 
matter what time of day it is. 

We are currently building our own 
in-house technology.  We have all the 
bells and whistles that other engines 
offer graphically and are currently 
working on the AI and animation 
system. 

Addressing Risk
Communication \ Accessibility

How do you negotiate risks involved in communication?  We have a system in place that allows clients to communicate directly with our artists no matter 
what time of day it is.  When communication happens all parties on the project are notifi ed by email.  We have had no issues regarding this.
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Are there any specifi c processes you use to facilitate timely and smooth 
communication?  
Yes.  We use existing technology, secure forums database, and 
daily phone contact when needed.  We also travel to meet with the 
developers in person when necessary.

How many people are involved in the organizational to the daily 
communication process?  
All artists interact with the clients for personal direction.  Our 2 Art 
Directors and 2 Producers are the primary points of contact.

How does dissemination of information and direction occur?  
The Producers and Art Directors manage the artists throughout the 
process.  The clients have a primary point of contact based on the type 
of work they need done.  If it is 2d assets they would deal with our 2d 
Producer regarding scheduling and pipeline questions.  When it comes 
to Art Direction they would deal directly with the Art Director assigned to 
their project.

Management \ Organization \ Experience

How is the QA process handled?  
We have our Director of Development and the Art Director personally 
check all assets to insure quality before things are sent to the clients.  

What are the experience and backgrounds of the leads, producers, 
project managers?  
Combined, the managers have about 30 years in the games industry.  
They have worked in the trenches of development, as lead artists, Art 

Directors and Producers previous to coming to Massive Black.

What platforms and publishers do you have experience creating for?  
We have contributed to over 30 AAA next-gen titles in the past two and 
a half years.  We have worked on titles for all platforms and many of the 
major publishers.

Where is your talent located? 
San Francisco is our HQ.  We have fully trained and teams in Shanghai 
China and also Bangkok Thailand working on some of the best games in 
development.

Resources \ Skills

How do you ensure I get the same type of quality result I will\would receive 
from a test or prototype throughout the
entire partnership?  
The team meets regularly to review artworks created.  The Art Directors 
and the Director of Development oversees all quality control.

Is there capability of quickly upscaling production should the need occur?  
Yes.  We have done so in the past.

Do you provide assistance in additional areas of development?
Yes, we assist with Look Development and Shader Development with the 
tech teams building engines.  We also assist with visual development and 
prototyping for next-gen titles. 7



How do you ensure satisfaction of delivered product?  
We ensure satisfaction by only hiring and training the highest caliber talent 
in the industry.  To be honest, we have to always keep the clients happy.  
We are a service provider.  If we do not have happy clients, we do not 
have a company.  Everyone at Massive Black takes pride in pushing for 
the highest quality work possible.  

Management Bios
Jason Manley (President)

Jason is President of Massive Black 
and the Founding Director of www.
conceptart.org.  He spends his days 
refi ning our company vision and 
successful business development 

model.  He is known to also contribute his art skills to high end marketing 
materials as well as visual development. Jason worked on a variety of 
major titles in the games industry on both a management level and as 
a core team member. His illustrations have received critical acclaim on 
projects like Icewind Dale, Heart of Winter, and Icewind Dale 2 among 
others. Jason found success both within the halls of the publishers as well 
as the trenches of small development teams as a Concept Artist, Lead 
Artist and Art Director. His clients have included: id software, Activision, 
Troika Games, Interplay, Vivendi/universal, Black Isle Studios, Microsoft, 

Atari, Wizards of the Coast, Whitewolf, Sony, and more….

Jason is also President of the Non-Profi t Organization www.conceptart.org 
which now has over 28,000 students and industry professionals sharing, 
creating and learning conceptual development for the entertainment 
industry.  With 300,000 unique visitors per month, conceptart.org is the most 
popular 2d Art forums on the internet. He can be found there volunteering 
and giving back to the Art community on a daily basis.  He arranged the 
fi rst Massive Black/Conceptart.org Artist Scholarships this year and is an 
esteemed teacher in the entertainment industry.

James Zhang- Vice President
With 7 years of industry experience as both a concept artist and as an 
art director, James Zhang brings both design as well as management 
experience to MassiveBlack Inc. James was one of the original members 
of Conceptart.org along with Jason Manley, Andrew Jones, and Justin 
Kaufman. He and Jason have had a strong working relationship since 
dating back to their days running their fi rst studio together while still in 
college.  James is responsible for the successful start-up, training and 
building of the Shanghai China studio.

Petey Konig -  Master Sculptor, Animator, and Concept 
Designer
Petey Konig grew up fascinated with monsters, creatures, and the bizarre. 
Petey has contributed to over 27 major feature fi lms during his career. 
During this time, Petey sculpted, painted, molded plaster, learned to 
computer animate, became a lead animator, an animation supervisor, a 
designer, and an art director. He has played key roles in many fi lm projects 
such as Jurassic Park, (Tippett Studios won an Oscar), Dragonheart (Oscar 
nomination), Starship Troopers (Oscar nomination), Evolution and The 
League of Extraordinary Gentlemen.
Petey currently lives in Oakland California with his spousal equivalent 
Krystin, their perfect 1.5 year old son Audun, and their always shedding cat 
and dog.



Chris Hatala- Animation Director
Chris Hatala grew up in El Paso, Texas. He studied fi lm and animation 
extensively in San Francisco, CA. Chris’ fi lm projects have included 
The Two Towers, Return of the King, I-Robot, King Kong and Evolution.  
Chris specializes in key frame animation and has extensive experience 
with creatures, monsters and humanoid animations.

Ed Quintero is one of the top 3D painters in the digital industry today. 
He has worked on fi lm projects like Hellboy, 13 Ghosts, The Matrix: 
Reloaded and The Matrix: Revolutions where Ed was the character lead 
on the ‘Sentinel’ CG character. Recent fi lm work includes contribution to 
the feature fi lm ‘The Son of the Mask’ where Ed was the character lead 
of the main cg character, Otis the dog.
Aside from his artistic contributions to the company, Ed has strong 
leadership skills that are invaluable to our team. As Executive Producer 
Ed is responsible for business planning, studio development efforts and 
studio management.

Andrew Jones- Creative Director
Andrew Jones hails from the mountain town of Boulder Colorado. He is 
the conceptual designer behind Metroid Prime and Metroid Prime 2 and 
still is Nintendo’s only North American concept artist. He is a founder of 
conceptart.org and has become a respected teacher across the globe.  
Andrew is focused on the Direction of our new Division: Massive Black 
Games.  He is currently overseeing three prototypes for our internal 
development studio.

Michael McCarthy-  Director of Development
McCarthy brings over 10 years of experience to Massive Black as both a 
manager 
and an artist. He began his career when interactive projects consisted of 
very 
small teams of people. Generating art and managing personnel in this 
environment has given him a unique understanding of all phases of 
production. 
He has done work for Interplay, Black Isle, Troika Games, Treyarch, 
Microsoft, 
Rezn8, Black Dragon Productions, and Super Villain Studios.

Justin Kaufman- Art 
Director
Justin Kaufman is our man with 
the brush. He is an amazing 
painter who has mastered all 
traditional media for painting and 
drawing as well as digital forms of creating his ideas. He has contributed 
to titles for Activision like the Tony Hawk series and Matt Hoffman’s 
BMX as well as a handful of other top tier entertainment titles. He is an 
accomplished and esteemed member of the Fine Art community as well 
as within the entertainment industry. Justin’s work is key to the success of 
www.conceptart.org as well as any other project he works with. Simply put, 
Justin is one of the most creative and industrious artists we have ever met.

9



10

You don’t have a lot of time.  Typical.  The team has 
handled themselves graciously under the modulating 
whim of marketing, against painful design modifi cations, 
and other directorial demands.  They’ve even bowed 
occasionally to your insistence on prioritizing and 
addressing pertinent risks.  They’ve worked hard and are 
capable, but the time and talent scheduled for the “Escape 
from the sludge surrounded rock of Alcatraz in the post-
apocalyptic San Francisco wasteland level” has been 
spent elsewhere.  You need help, and it can’t come from 
internal sources.  You must have those concepts, models, 
textures, animations, and a pinch of fairy dust to make it 
all fl y right in just six weeks or your designers will be stuck 
drooling goggle-eyed at blank monitors.   Actually, we know 
they’d be busy mounting bio-chemical raiding chaos across 
W.O.W. with Hakkar’s infectious bile – but that’s completely 
beside the point. Did we mention you don’t have a lot of 
time?

Every producer has faced similar situations.  Fortunately, 
you’ve done your homework (using your company’s 
OutsourceReport manager login) and have a short list of 
capable external talent you feel comfortable contacting 
regarding this project.  It’s time to start entertaining bids 
and, fortunately for you, you ripped a page or two out of the 
latest OR publication which had an article on organizing an 
expedited request for bidding.  You sly dog!  

Just a couple of hours of solid preparation can put you in 
control of bid expectations and shave days off the bidding 
process - and boy do you value every day of that schedule!  
Time is your most important asset right now. Don’t let 
anxiety of approaching deadlines dull your organizational 
obligations.  Who wants to stay in control of production? 
You do!  Enough holler-back.  Let’s see if we can’t make 
clean, concise work out of the bid-request preparation 
business.  First though, let’s take a look at how requesting 
bids shouldn’t happen.

Typical Bid Request
Now, when typically faced with sticky situations and tight 
timelines, many publishers and developers might entertain 
a typical bid request scenario:
The producer, lead, or director might come up with a 
short hand-written list of possible development partners 

or contractors – preferably one they’ve had experience 
with.  Contact is limited to a couple of phone calls, some 
emails, and (if they are fortunate enough and the contractor 
is close enough to come in-house) they might even meet 
the team, the leads, see the product and get verbal brief 
of what is needed and expected.  The involved parties 
then retire to a conference room or an offi ce to speak in a 
little more detail regarding the services needed and what 
is expected. Organization is typically limited to a couple of 
notes the producer or leads have jotted down and however 
fast and well the contractor can scribble notes (over the 
phone or across the meeting table.)  Questions are fi elded 
on the fl y, as needed, leaving much room for omissions and 
misunderstanding.  The contractor is then dismissed with 
the expectation to come up with some sort of organized 
timeline, budget, deliverable breakdown, and bid on his or 
her own accord and however he or she sees fi t.  Sound 
familiar?  It should.  Do the contractors come up with the 
format, organization, and insight into necessary workings 
of the product for a clear and accurate bid?  Let’s hope 
so.  If you are familiar with a contract partner enough they 
have intimate insight into exactly what you are expecting 
on any given service request, you may not need to spend 
much time bringing them up-to-speed.  However, this is the 
exception rather than the rule.  

Proper Bid Request Preparation
You need bids.  You need them yesterday, and you need 
to move into the production of assets today. At the same 
time, you want honest assessments from your bidders, 
you can’t afford any mistakes or miscommunications, 
and you don’t want them to bend you over a barrel either.  
They more pieces you are able to put together in your 
organized bid request from our outline below, the quicker 
you can communicate exactly what is needed and expected 
from your end.  An organized bid request keeps control 
in your hands as well.  Organized requests will enable 
an expedited bid on two fronts 1) You will have already 
ironed out the majority of the vision, process, and agenda 
questions an outsource provider would have regarding the 
scope of the project.  This should result in an expedited bid 
process on their end and minimize the need for extensive 
questions and the possibilities of a tangential focus on 
unnecessary subjects.  2) This should also allow you more 
time for individual bid reviews, and increase the amount 

Preparing an Expedited Bid Request for Outsourcing
DEVELOPMENT   

The purpose of this article is to give a concise checklist to help developers 
effi ciently prepare themselves internally for quick bids and outsource efforts.

You don’t have a lot of time.  Typical.  The team has handled themselves 
graciously under the modulating whim of marketing, against painful design 
modifi cations, and other directorial demands.  They’ve even bowed 
occasionally to your insistence on prioritizing and addressing pertinent 
risks.  They’ve worked hard and are capable, but the time and talent 
scheduled for the “Escape from the sludge surrounded rock of Alcatraz 
in the post-apocalyptic San Francisco wasteland level” has been spent 
elsewhere.  You need help, and it can’t come from internal sources.  You 
must have those concepts, models, textures, animations, and a pinch 
of fairy dust to make it all fl y right in just six weeks or your designers will 
be stuck drooling goggle-eyed at blank monitors.   Actually, we know 
they’d be busy mounting bio-chemical raiding chaos across W.O.W. with 
Hakkar’s infectious bile – but that’s completely beside the point. Did we 
mention you don’t have a lot of time?

Every producer has faced similar situations.  Fortunately, you’ve done your 
homework (using your company’s OutsourceReport manager login) and 
have a short list of capable external talent you feel comfortable contacting 
regarding this project.  It’s time to start entertaining bids and, fortunately 
for you, you ripped a page or two out of the latest OR publication which 
had an article on organizing an expedited request for bidding.  You sly 
dog!  

Just a couple of hours of solid preparation can put you in control of bid 
expectations and shave days off the bidding process - and boy do you 
value every day of that schedule!  Time is your most important asset right 
now. Don’t let anxiety of approaching deadlines dull your organizational 
obligations.  Who wants to stay in control of production? You do!  Enough 
holler-back.  Let’s see if we can’t make clean, concise work out of the 
bid-request preparation business.  First though, let’s take a look at how 
requesting bids shouldn’t happen.

Typical Bid Request
Now, when typically faced with sticky situations and tight timelines, many 
publishers and developers might entertain a typical bid request scenario:
The producer, lead, or director might come up with a short hand-written 
list of possible development partners or contractors – preferably one 
they’ve had experience with.  Contact is limited to a couple of phone calls, 
some emails, and (if they are fortunate enough and the contractor is close 
enough to come in-house) they might even meet the team, the leads, see 
the product and get verbal brief of what is needed and expected.  The 
involved parties then retire to a conference room or an offi ce to speak in 
a little more detail regarding the services needed and what is expected. 
Organization is typically limited to a couple of notes the producer or 
leads have jotted down and however fast and well the contractor can 
scribble notes (over the phone or across the meeting table.)  Questions 
are fi elded on the fl y, as needed, leaving much room for omissions and 
misunderstanding.  The contractor is then dismissed with the expectation 
to come up with some sort of organized timeline, budget, deliverable 
breakdown, and bid on his or her own accord and however he or she 
sees fi t.  Sound familiar?  It should.  Do the contractors come up with the 
format, organization, and insight into necessary workings of the product 
for a clear and accurate bid?  Let’s hope so.  If you are familiar with a 
contract partner enough they have intimate insight into exactly what you 
are expecting on any given service request, you may not need to spend 
much time bringing them up-to-speed.  However, this is the exception 
rather than the rule.  

Proper Bid Request Preparation
You need bids.  You need them yesterday, and you need to move into 
the production of assets today. At the same time, you want honest 
assessments from your bidders, you can’t afford any mistakes or 
miscommunications, and you don’t want them to bend you over a barrel 
either.  They more pieces you are able to put together in your organized 
bid request from our outline below, the quicker you can communicate 
exactly what is needed and expected from your end.  An organized 
bid request keeps control in your hands as well.  Organized requests 
will enable an expedited bid on two fronts 1) You will have already 
ironed out the majority of the vision, process, and agenda questions an 
outsource provider would have regarding the scope of the project.  This 
should result in an expedited bid process on their end and minimize 
the need for extensive questions and the possibilities of a tangential 
focus on unnecessary subjects.  2) This should also allow you more 
time for individual bid reviews, and increase the amount of potential bids 
you may be able to get, even under schedule-infl icted duress.  When 
questions do arise, they should be on a much more practical or detail-
oriented level and can be addressed quickly and effectively. You remain 
in complete control, you maintain the vision, the expectations, the 
agendas, the communication, and by your example of organization and 
attention to detail, you provide an expectation precedent of the level of 
professionalism and organization you will demand from the provider.

Keep in mind we will entertain the notion of a quick organized checklist of 
information for expedited bids.  This brief checklist shouldn’t be used as a 
pre-production organizational model for the properly planned outsourcing 
initiative.  Still, if you follow these simple guidelines you will be on your 
way to the preparation process of an actual initiative, and probably more 
initially organized than many outsourcing efforts.

So let’s get moving on that checklist we mentioned.  

The Bid Request Checklist
Your will want the information you piece together for the bid request to be 
organized and easily digestible.  We recommend a simple overarching 
outline of the following:

Section A:  General Scope
Section B: Project Breakdown
Section C: Technical Details
Section D: Contracts
Section E: Appendices

This simple outline will work for light to heavy proposal requests and 
should cover all the necessary information you will need to give to the 
outsource provider. 

A little overwhelmed already?  Don’t be.  You don’t have to fi ll out every 
single section of this outline.  This process shouldn’t take more than 
several hours.  That is time very well spent.  You may be able to put 
much of this information together very quickly with the documentation 
and the management you have already.  Some of the information, you 
may not be able to complete without fi rst talking with the contractor and 

Preparing an Expedited Bid Request for Outsourcing
DEVELOPMENT   

The purpose of this article is to give a concise checklist to help developers 
effi ciently prepare themselves internally for quick bids and outsource efforts.
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some information might not be known until you are halfway through the outsource initiative.  That’s fi ne as well.  Prepare as much as you are able.  If 
unknowns are on the agenda it helps identify the higher risks for both you and the contractors.  Agenda items also help direct proactive conversations 
and help decrease the risk of assumptions.  It enables those issues to be addressed up-front.

11

General Scope: (Producers)
Product Introduction 
The fi rst item of business is breaking down the product for the provider.  What 
are the overarching vision, style, and themes for the game?  What are the 
marketing hooks?  What is the unique thrust of this individual product?  Provide 
just enough information so the contractor has a clear understanding of the 
overall product and an idea of the puzzle their piece of development will be 
plugged into. Remember, this is a general overview.  Treatments should be 
as brief as possible giving just enough information to create a picture of the 
production so the contractor knows where they fi t in to the production.
You should have a solid MDD, TDD, and DD to draw from. (That’s Material 
Design Document or Art Design Document, Technical Design Document, and 
Design Document.)  If these documents were put together adequately, they 
should have all the single-sentenced overview statements you could want.  A 
couple of well-selected sentences should be plenty to give a general overview 
of the game.  If there is a marketing concept or some in-game screenshots that 
help convey the overall feel of the game, it might be advantageous to include 
one or two of them.  This section shouldn’t take more than half a page though.  
It’s a general overview.  A couple of paragraphs to get everyone on the same 
page are plenty.

Project Scope
This is where you describe the type of services you need covered.  Again, just 
a paragraph or two will do.  This is a concise digest of the services you will 
need fi lled through outsourcing, reasons for outsourcing, and how it relates to 
the rest of the project.

Timeline and Bid Procedure Breakdown
This is your bidding timeline.  You want answers quickly and accurately.  You 
should be able to expect faster and more accurate bidding when you have 
done your part preparing this information. You have a development window you 
need results within.  
Outline the simple criteria for any bid submissions.  If bids are consistently 
organized the way you ask, you will save time reviewing and comparing them.  
Do you need a senior management sign off on the bid to ensure the proposal is 
supported by the company.
Is there going to be a need for any art\tech\design\audio tests?  Is that test 
prepared? Is it attached in the appendix?
 Itemize when you expect bids returned.   Estimate when those bids can be 
reviewed, when decisions will be made, when contacts can be signed, and 
when you need fi nal delivery of assets.  This is not a milestone breakdown - the 
contractor to prepares that.  This is a brief timeline overview.

Project Breakdown: (Producer Organizes with Discipline 
Director or Lead input)
Project Description in Detail
You may break the project down into proper disciplines or sections.  For 
example, if your general project scope called for the creation of that post-
apocalyptic Alcatraz level, you should defi ne the extent or range of the 
disciplines needed in the creation of the assets which make up that level.  If 
you need modeling, texturing, skinning, and animation but not lighting (because 
that is handled internally) mention that in this section.  If you need LOD (Level 
Of Detail) models created per task outline that here.  If your texturing network 
calls for diffuse, normal, and specular maps for each object created, defi ne that 
in this section.  You are not itemizing the actual assets needed, but you should 
be able to give the range of disciplines and help to quickly defi ne the scope of 
the workload as it relates to the assets in this section. 

Artistic or Technical Direction
If you are fortunate and organized enough to have a robust MDD, TDD, or DD, this is where your pre-production efforts will come in handy.  In 
this section you can include the directing descriptions of the assets as laid out by your leads or directors. If the services you are requesting are 
artistic in nature, you should have some concepts, style and color treatments as well as descriptions at your fi ngertips.  If you are starting out at 
the very beginning of asset creation, defi ning assets previously not conceptualized, or outsourcing pre-production work, you might still have design 
descriptions you can pull out of the DD to govern the creation of the concepts. Design needs should have descriptions, possibly fl ow charts, lists, 
or similar documents.  For technical or engineering tasks, you may have written descriptions or technical charts defi ning needed modules, memory 
specifi cations, and the like. 
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If there are development pathway or specifi c production processes that 
need to be communicated, they can be addressed here.  Such examples 
might include software and hardware setups, listing of necessary 3rd party 
or proprietary plug-ins, export processes, needed software, and hardware 
specifi cations. FMV, audio, level design, even programming tasks should 
all have some sort of documented description or direction to govern 
creation.   You can reference them in this section and append necessary 
documents to the end.   This section should be drafted by a discipline 
director or lead and approved by the producer.

Itemization of Needs
If you have actual itemization of all the specifi c needs, this is the section 
to lay it all out.   It could be as simple as a reference to an Excel or Project 
breakdown in an attached schedule.
If, as part of the bidding process, you are leaving the actual itemization of 
assets to the bidder, you may defi ne how you would like them to organize 
the itemization and you should also communicate that expectation to them 
in the Bid Procedure Breakdown section. 
If you have an actual itemization of the deliverable assets, it is possible 
you also have an estimate of how long it will take to create those assets.  If 
you have enough producing experience to adeptly break down the creation 
estimate yourself or if your directors or leads have estimated timelines 
those are great references to have.  You may wish to share those time 
estimates, or you may wish to retain them as a point of reference when you 
compare and review bids.

Technical Details: (Producer with Director or Lead 
input)
Asset Delivery Constraints
Here you should outline any technical details concerning the fi nal delivery 
assets.  You should request the fi nal assets and the source fi les as well as 
any supplemental or intermediate fi les.  If the provider will be required to 
export, integrate, or somehow test the fi les themselves those instructions 
should be laid out in this section.  If there are any additional restrictions or 
requirements the assets must meet, those should be laid out in detail in 
this section.
Are the assets going to be delivered via FTP or hard media?  Zip fi les or 
not?  Must the assets be in a pre-defi ned folder structure and\or have a 
specifi c naming convention?  Is the provider going to work externally tied 
in to a source safe solution?  Does the provider have an adequate backup 
solution?  Is security necessary or desired? These are a few of technical 
points that might be brought up and addressed under this section of the 
request.

Delivery Review and Feedback
There must be some methodology for reviewing the assets and relaying 
feedback.  A quick chart of who receives the assets, how they are 
distributed or showcased for review, and how that feedback is returned 
is certainly something needing ironing out in advance.  Who will be 
responsible for the accumulation of feedback?  To eliminate confusion 
and possible confl icting direction, a single liaison should be assigned to 
communicate feedback to the provider.  Identify timetables for reviews.  
Are they dependant upon departments, single individuals, groups, or 
panels?  Be realistic about identifying the amount of time it will take for 
those who will need to review and approve the submitted assets to do so.  
This certainly effects how much time is needed for review and revision 
before actual deliverable milestones.  The provider will be grateful for 
this information and will be able to relegate time needed for review.  In 
short, you should receive a more accurate timetable on deliverables if this 
information is a part of the bid request.

Management and Communication
A brief description of how communication can be facilitated is very 
helpful.  Red tape is necessary for organization but is also notorious for 
limiting communication.  Every outsource provider will have questions 
which surface in the process of asset creation.  For pertinent process 
and procedure questions that aren’t infl uenced by the vision or direction 
calls a producer would need to make, direct communication lines might 
be suggested to the provider to mitigate down time.  These could be 
direct email, IM, or phone numbers of leads and directors – whomever 
might know the important answers to development process questions.  
Questions may be directed immediately to those who would know the 
answer and cc’d to the producer for moderation if and when necessary.  So 
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long as approved feedback comes from one source only, these lines of 
communication should help facilitate outsource development.

Assistance Breakdown
Are there any other ways you are prepared or might be able to help out?  
Do you have access to resources or assets the provider might need or 
would benefi t greatly from?  Development kits, talent, contacts?  Outline 
any resources you think may be of benefi t to help the provider accomplish 
their job.
Are there any tricks or tips the development team has encountered to this 
point which might enhance the ability of the outsource provider to create 
the necessary assets? Though the contractor(s) are not part of the internal 
team, cooperation is synergistic and can only be benefi cial to each other’s 
abilities as well as an enhancement to the fi nal product. 

Contract Terms and Conditions: (Producer)
Assigned Budgetary Ranges
You may want to include a budgetary range in relation to the project.  
Or, you may wish to include an hourly or daily range of what your 
management estimated it would take to complete the project.  Itemizing 
this in your bid request may or may not be advantageous for you at this 
time.  If you are working with an extremely limited budget it may be worth 
pointing out.  Those who are disenchanted with the budget proposal can 
graciously decline without wasting any more time on the bid.  If you have a 
little bit of fl exibility, you may choose to not include a budget at all.  

Whether you choose to include a monetary budget, estimated timeframe, 
or neither in the bid proposal, you should do a little homework on what you 
are requesting yourself.  It is important you have a general idea of the size 
of the scope and workload of this endeavor yourself.  You may not wish to 
share these items – but you should certainly have them at your disposal 
and use them during review of the proposals for comparison and analysis.  
If many bid proposals come back differing greatly than what you expected, 
you can start investigating your own scope.  Are you asking something 
that is truly more or less complicated than you thought?  Did you have 
some oversights pointed out by the provider’s expertise?  Does the 
provider not seem to understand what you are asking?

Contractual Details
If necessary, you may suggest payment schedules.  If you would like to 
settle invoices a certain way, you may identify that in this section.  Do you 
prefer to pay pre-deliverable, per milestone, weekly, biweekly, a initial 
advance and fi nal payment, or other payment schedule.  This is where you 
may break that down for the provider.  You may also include how payment 

is expected to be handled: via cash, check, wire or other transfer.  If they 
need to have an NDA or other confi dentiality agreement in place, make it a 
bullet point and attach the NDA to the appendices of the bid request.
In this section, you should also prepare an outline of the basic information 
you may need from the company in order to move forward with drafting a 
contract;  any information the company lawyers need, or any information 
needed to fi ll out typical contracts. This may include: Company name, 
address, contact information, Tax-ID number, other guild or organization ID 
numbers, and the like.

Appendices: (Producer and Discipline Directors or 
Leads)
The appendices are fairly simple.  It should be where you stick all the 
Visio charts, Excel sheets, technical documents, pamphlets, or additional 
articles you may reference in your bid request that would otherwise clutter 
the document.  Each appendix should be clearly labeled and legible.

The Importance of a Prepared Bid Request
Spending a few precious hours to organize a bid request proposal can 
be an incredible benefi t to your bidding process and your peace of mind.  
It can be a valuable communication tool if your contractor is too far for 
a one-on-one visit to the studio to see the team, you, the producer, 
and get a feel for the product.  Without an organized bid request, it will 
most likely take several phone-calls, much back and forth shotgun-style 
communication; and there will probably still be communication holes, 
unknowns, and forgotten details when you are signing contracts.  If you 
are fortunate enough that the provider can stop by the studio for a visit 
with the team, producers, leads, and directors, this outline will serve 
as an invaluable agenda and facilitate a systematic approach to any 
prepared presentation. In addition, though you may take a outsource 
provider through a verbal run-down of the project and scope, if they are 
like most people, they will probably only retain around 20% of your actual 
conversations (If they are not furiously taking notes).  Best you have the 
important information down in writing, so they can refer to that after the 
meetings and while preparing their bid.  In addition, with the organizational 
concerns out-of the way, you can focus on evaluating your verbal 
communication with the provider --- talk about ability to see how well they 
communicate, do they ask pertinent questions, do they seem to know what 
they are talking about, are they clear and concise in their communications, 
is their body language cohesive with what they say. All may be important 
factors or helpful in making important decisions.

Reviewing your Bid:  
An Insight or Two.
Once bids have been 
received….here are some 
good tips for reviewing 
them:

Try to identify 
trouble spots and 
misunderstandings.  
Prepare questions and 
explanations for these 
particular areas.
Try to read through the 
bid a couple of times 
before assessing 
it.  After assessing 
it and all other bids, 
wait a day and go 
back over it for a 
reassessment.  Like 
portfolio reviews, your 
insight may change 
with a little time and in 
comparison to other 
bids you’ve received.
Does the bid make 
sense to you?  Does 
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it follow the organization you asked for?  From what you know of 
production, does it feel reasonable?  Try to identify exaggerations 
or pronounced risks.  Mark these on your agenda to address later 
if need be.
Note the organization and quality of the presentation itself.  This 
gives insight into pride of ownership.

Hey, if this is overkill for the bid request, do what is best for the project.  
It might be too heavy for some minute bids and a little light for other 
serious outsource requests.   It should give adequate information for the 
typical expedited bid request.  Take from it what you need and tackle 
those things you believe the request should contain.  Fight the common 
urge to call up contractors or companies to bang it out over the phone 
or face to face.  Show them you take development seriously. Organized 
request proposals will shorten the communication period necessary 
to get everyone on the same page, and protect against misaligned 
expectations and a shotgun approach to project explanation and Q&A 
sessions. Of course, you can always go back to the fl y-by-your-pants 
approach if you crave that adrenaline-fi lled, stressed-junky, anxiety 
high.  That’s why we all love this industry in the fi rst place right?  Now 
go outline that doc.

• Outsourcing?

Need to know where to start?

The 
Gaming Industy 

411

FREE PROVIDER LISTINGS

Browse the Game Industry’s most comprehen-
sive listing of outsource development companies 

and contractors in 15 categories!

Concepts
Modeling
Texturing
Animation \ Rigging
FMV \ Cinematics
Design and Writing
Programming
Audio
Consulting
QA \ Testing
Marketing \ PR \ Print
Placement \ Talent \ Recruiting
IT Services \ Web
Product \ Middleware \ Other

www.outsourcereport.com

•
•
•
•
•
•
•
•
•
•
•
•
•
•

Tell us your thoughts:
publication@outsourcereport.com

Have an executive or development outsourcing article to publish?
Contact us at:
publication@outsourcereport.com



John Edward Dickenson 
“jD”

www.jddickenson.com
jdinx@cox.net

Worked For:
 Bottle Rocket Entertainment, Interplay Productions, Image comics, Marvel & DC 
comics, Mattel Toys, Baskin Robbins, Taco Bell as well as numerous Ad Agencies 
and Book publishers.

JD’s work can be seen in Spectrum 8, 9, 10, 11, & 12, Hot Air, Illustrated Fantasy 
& Sci Fi (Chinese Pub), various Comic books, Videogame box cover art, and 
Magazine ads.
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Personal Background

So jD, where are you from?
I’m a Southern California native.

When did you decide you were going to be an artist?
I was working in a warehouse when I was 22.  My girlfriend 
that was in college had just broken up with me and I wanted 
to get her back.  So I decided to try to impress her by going to 
college myself.  It was there I discovered a true interest in art.  
I got a job in an art store off campus and started picking up 
various; small design jobs (t-shirts, logos, business cards, etc).  
I took art classes at Fullerton College from 1978 – 1981 and 
continue to attend various workshops and classes today.

Are you working with or for anyone at the moment?
I live and work in San Diego, California and share a studio with 
two other artists (Justin Sweet and Vance Kovacs) in Orange 
County, California.

What do you enjoy doing apart from work?
-Favorite pastimes include; racquetball, squash, tennis, 
ping pong, photography and music.  I enjoy the ocean, the 
mountains, the desert, gardening and animals. 

Would you like to share any deep thoughts about the gaming 
industry with us?
I’m grateful for all the talented people I have had the great 
fortune to work with over the years and the infl uences they’ve 
had on me artistically.  But even greater than their creative 
talents have been some of the phenomenal friendships that 
I’ve made.  All because of being in these industries. Scott, 
Marsh, Justin, and Vance, have blessed my life.  

Professional Background

How did you come to be a gaming industry artist?
How I got into the gaming industry – I was working in the 

comic book industry, which, at that time (1996) was at an all time low.  I began to look for other ways to support myself in the art world.  I had a friend 
who knew two artists at Black Isle Studios.  I showed them my portfolio and there began my work in the video game industry as well as a lifelong 
friendship with the two guys I share a studio with today (Justin and Vance).

Did you have any formal game industry training?
Pretty much all hands on training. 

Who are some names you have worked for?
I have worked for Interplay (Black Isle Studios), Bottle Rocket (Sony)

And, who are you working for right now?
Currently doing work for Epic Games – level concepts.  Plus I have a few 
irons are in the fi re. *smile*

Can you tell us a little about the responsibilities you’ve had? Platforms and 
Software you use?
I have worked as a lead concept artist, texture map artist, along with doing 
environment level lighting.

Platforms – PC, PS2, X-Box.

Software – Painter, CS2, Light Wave, Deep Paint, Modo,3D StudioMax.

Summary of Services:

My services include Concepting, Illustration, Texture Maps, and Lighting.

John, what do you think set’s your experience and abilities apart from 
others in the industry?
I feel my background as a freelance illustrator for over ten years, my comic 
book inking experience (5 years) along with over 8 years in the video game 
industry give me a broad skill set to draw from in creating my images and 
ideas.  I’m a craftsman, with a strong sense for color and design. I take 
pride in what I do, and I’m easy to work with.



John, it’s no secret that you have worked in several industries.  Can you
please give us a little background on your work in the comic industry?
I was very fortunate that my submissions sent to Image Comics were 
seen by Scott Williams (inker for Jim Lee).  I worked alongside Scott for 
more than 5 years inking over some of the industries best penciling talent 
including Jim Lee, Jeff Campbell, Travis Charest, Mark Silvestri, and other 
industry greats.

Who were some of the great artists you worked with in the comic industry,
and what were the most helpful lessons you learned from them?
Working with Scott taught me how to not only ink with a brush and quill, 
but how to pay attention to the forms I was giving line to.  Every mark was 
important...there were no “throw away” lines.  He also taught me how to 
spot blacks.  I still consider him one of the best inkers in comics past and 
present.  I also learned a great deal about basic drawing (draftsmanship) 
and page layout from the pencilers I was inking.  It was a great ride to be 
surrounded by such amazing talent.

Who are your aritstic idols or some of your favorite artists both new and
old?
Artist past: Sargent, Pyle, N.C.Wyeth, Rockwell, Mucha, Leyendecker, 
Rackham, Fechin, Clemnet Coll, Bridgman, Cornwell, as well as many of 

the “Orientalists”.  Artist present:  McGinnis, Struzan, Schmid, Frazetta, 
Moebius, Steadman, Sweet, Mullins,Wendling.

Do you frequent any websites, forums, or online communities?
 I take part once in a while on the Concept Art.org. Forum.  I also belong to 
one called Artdogs.  I look at a wide range of artists both past and present 
on the internet.  Just depends on what I’m working on at the time.  I also 
do a lot of research for all kinds of things that might help me come up with 
ideas, shapes, textures, etc. for my projects.  Inspiration really.

How do you keep your skills sharp?
I’m always sketching, doodling, or working on something that is keeping 
me moving in the right direction.

Are you learning and growing artistically still?  How do you facilitate
this?
Of course, I think every creative person who loves what they do hungers 
to grow and better themselves as an artist.  One of the greatest things 
that have helped me grow has been working alongside other artists that I 
truly admire and respect.  Justin Vance and Scott have had a tremendous 
impact on me.  Their insights and critiques about my work has infl uenced 
me more than just about anything in my career

Can you give anyone who 
might be interested in 
conceptual work in the
gaming industry any insight 
on success?
 if I a could go back and start 
at the beginning, I’d have to 
say one of the most important 
things to learn no matter what 
you do as an artist is to learn 
the basics of draugtmenship 
fi rst.  Perspective, 
Composition, Anatomy, Color.  
If you can afford it, and get 
accepted, the Art Center in 
Pasadena will teach you all 
of this.  Just look at the talent 
they have produced over the 
years.  Amazing.
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What is the greatest positive and negative of 
contracting?
Positives:
To work at home if you like in a studio with the 
people you really want to work with  (a great 
plus).   Your hours can be whatever you like as 
long as you make your deadlines.  The fl exibilty 
is great!

Negatives:
The hours can be heavy at times.  Knowing 
how to keep a steady fl ow of work at all times.   
Finding a balance of work is tricky.  To much 
and you and the work can suffer.  To little, you 
suffer ;).  Paying your own way (insurance, 
Taxes, medical, materials / equipment, etc.  Not 
as secure as working for ‘the man”.

Thanks for the time and insight jD.  Good luck 
in your endeavors and keep painting!
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1
“How do I help my employees to view outsourcing positively?”
The question was posed to a small board of outsourcing executives 
seated at the far end of the conference room behind small, round, drink 
tables and seated on awkwardly high stool-like chairs.
“What do you do with employees who are opposed to outsourcing?” 
was added.  A fair-enough question.  One posed numerous time by 
future-minded employers who are also sensitive to needs and wants 
of their current staffs. Most employees will balk (to some degree) 
at the suggestion of change.  Human beings are creatures of habit, 
and tend to migrate towards and embrace standards.  Most embrace 
comfort zones and resist the unknown.  No matter what new initiative 
is introduced into the workplace, employers can expect some sort of 
opposition. Every employer who has successfully navigated the course 
of introducing outsourcing into the workplace has had to deal with the 
perception and acceptance of that initiative internally.  Perception of 
an initiative, even by those whose jobs are immediately unaffected 
by the policy, can cause an unnecessary risk to the longevity of the 
initiative.  How successfully the initiative is presented to the employees 
in the business can dramatically infl uence how well that initiative is 
accepted and implemented.  Additionally, any outsourcing initiative might 
provoke resistance.  How well that resistance is addressed dramatically 
infl uences the success of the initiative.  Though there weren’t any 
exhaustive answers to address the pertinent question asked during that 
conference session, communication was identifi ed as a key component.  
A component the employer must understand and utilize if he or she 
hopes to garner the respect and support for a new initiative.  However, 
simple and direct communication doesn’t necessarily ensure the relief of 
employee anxiety nor does it ensure a heightened understanding of the 
initiative. In fact well intentioned but misguided communication can do 
more harm than good.  Communication should be utilized carefully, never 
expended aimlessly, always with purpose, and towards an identifi ed goal 
or end.  Most importantly, when confronting visible and invisible internal 
opposition to change, it should be used to address rational and irrational 
anxieties employees may have towards an outsourcing initiative. In order 
for employers to truly address resistance to change, an understanding 
of the motivations and reasons for resistance must be respected and 
understood.  A failure to address resistance effectively may be enough 
to spell doom to the outsourcing effort, and cost a tremendous amount in 
wasted monies and resources.

Risks of Resistance
How detrimental can internal resistance actually be to game industry 
outsourcing projects?  Before senior management attempts to strong-arm 
employees and project managers into outsourcing, a good look at similar 
outsourcing initiatives (throughout many industries) should be examined 
in order to draw appropriate parallels to the gaming industry. Though 
the gaming industry’s structural and situational factors may differ from 
other industries, much can be learned from successful and unsuccessful 
initiatives in other businesses.  Following are observational points and 
statistics which should be considered:
Rick Pfeiffer, former head of Asia-Pacifi c IT and operations at General 
Electric Co., (one of the fi rst U.S. Companies to move work offshore) 
mentioned the biggest threat to outsourcing initiatives come from internal 
managers intent on torpedoing their internal outsourcing projects.  He 
added that 60% of offshore project failures can be attributed to “someone 
directly tied to it [who] has seen to it that it falls off the rails.” Cliff Justice, 
managing director at NeoIT.com Inc., a San Ramon, Calif.-based offshore 
consultancy echoed the statement saying internal opposition is “one of 
the top reasons why projects don’t go through,”. i  Motivated by factors 

which  will be explored later, managers have the ability to sabotage 
outsourcing initiatives in a myriad of fashions.  Could this type of 
resistance occur in the gaming industry within large publishers or small 
developers?  How and why would this type of seemingly detrimental 
career and product sabotage happen to well intentioned product and 
initiatives?

1: Solid Strategy, Solid Communication
It is vital that a company’s outsourcing strategy is well thought out 
and that critical processes and procedures are deliberated on.  It is 
crucial any outsourcing initiative is supportive of the larger mission 
statement or vision of the company.  Without a well-thought out 
strategy, any new initiative will have diffi culty being executed, 
regardless of internal support or resistance. Once that vision is 
established, it is critical that a company communicates the outsourcing 
vision and strategy to employees clearly.  Meetings, round tables, 
or announcements must be carefully planned and executed well.  
Without a clear itemization of the strategies and implementations 
of the initiative, employees morale will plummet and gross rumors 
and speculation of detrimental consequences to current employees 
will propagate.   It is not only necessary that outsourcing intentions 
and outlines are communicated, but that employees are reprized of 
the initiative’s progress at convenient intervals.  Julius Caesar once 
mentioned, “As a rule, what is out of sight disturbs men’s minds more.”  
If word slips out to employees (through non-executive channels) the 
company was looking at outsourcing opportunities, or if employees 
were only given very superfi cial information regarding the company’s 
outsourcing endeavors, employees “ invariably jump to the worst 
possible conclusion – they and their friends will lose their jobs, will be 
unemployed forever, will lose their life savings and their families...and 
die poor and alone.”ii  Of course, this is certainly not a rational thought 
process, but one which may be had among ill-informed employees.  
All facets of the initiative needn’t be shared, but enough information 
to alleviate anxiety of the unknown, or an unfounded fatalistic attitude 
so employees understand is necessary:  basic reasoning behind the 
initiative, benefi ts to the company the initiative brings, and how the 
initiative will effect employees, product, and procedures.  Though this 
information needn’t be exhaustive, suffi cient information will garner 
respect from employees and answer many questions which can be 
breeding grounds for morale decay and rumor.  Even if the information 
explains it will be detrimental to certain positions or jobs.  Loyal 
employees deserve respect (backed by a solid business strategy and 
rational) of a ‘heads-up’ so they can start planning for their transition 
out of the company.  When it’s not detrimental to current structure, 
employees still deserve the respect shown by carefully planned sharing 
of necessary information.  If employers can share solid the solid 
business sense of a well-planned initiative with effected employees, 
(which can be done without delving into the actual numbers of the 
business) it communicates respect, trust, and forethought.  Anxiety 
concerning a company change for employees can be alleviated 
somewhat if employees understand the change is predicated on a 
solid foundation of planning and forethought.  However, if a business 
strategy is not well thought-out, fi lled with holes, or is ripe with 
conjecture and inexperience, employees will readily see through it.  
Regardless, if employees are respected by being given information 

The Risk of Internal Resistance to Outsourcing
Alleviating Employee Anxiety

This executive strategic article covers the proposed risk of employee opposition to outsourcing initiatives and how to 
address resistance.
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necessary to help them understand the company’s solid vision, most will 
give respect in return – even if they disagree with initiative itself.

Roots of Resistance
In order to understand how management can address resistance to 
outsourcing initiatives, an understanding of the basis of resistance must 
fi rst be developed. 

Employees like stability and comfort.  In fact all humans gravitate towards 
habitual behavior; zones of comfort in an otherwise hectic world. Society 
itself remains extremely volatile.  Political, economic, and societal change 
seem to have become the rule rather than the exception.  Empires 
are seemingly made and crushed in a single day,  war, famine, and 
natural disasters continually rage somewhere in the world, and mutual 
relationships and values are casually discarded in exchange for prompt 
promises of offhand opportunity.  Employees, at times, look to the 
workspace for some semblance of stability and continuity. Though they 
might not consciously consider it, they enjoy knowing there job will be 
there for them day in and day out.  That responsibilities and expectations 
for them in the workplace remain constant and that they will receive 
regular compensation for their efforts.  They desire the workplace to give 
them purpose, comfort, and focus for their creative and non-creative 
energies and a feeling of stability in life. This is especially true of the 
mindset of employees in the United States, where, all-to-often, the person 
(along with social stature and value) is directly correlated with their 
employment. When new initiatives are introduced into the workspace 
– especially an outsourcing initiative-- the safe circle of what is ‘known’ 
and ‘expected’ is disrupted.  Employees will resist.  Resistance comes 
on many different levels and for many different reasons.  There are 
rational and irrational forms of resistance.  In order to address resistances 

correctly with the optimal results, an employer must understand the 
different reasons employees feel disinclined to accept change in the 
workplace.  Resistance comes from rational (cognitive) and irrational 
(unconscious or emotional) roots.  Rational resistance stems from a 
misunderstanding of the outsourcing initiative of the company.  The  
resisting employee is simply uninformed and ignorant of the rationale 
behind the effort.  This is the most easily identifi able and addressable 
resistance to the initiative and should be minimal if the company was 
diligent in communicating the company strategy and vision for the 
initiative in the fi rst place.  Communication and information are the key to 
addressing rational resistors.  Unfortunately, seldom are decisions made 
solely on rationale.  Irrational resistance is at least as prevalent as rational 
resistance and usually accompanies the most powerful opposition.  
Unfortunately, irrational resistance is seldom differentiated by employers 
and commonly misaddressed.  For those who see outsourcing as a 
threat to their jobs, their power or control over a product, or their vision of 
where they ‘fi t’ into the company.  The same response which would help 
rational people think through to a positive conclusion may not be effective 
in these situations.  In addition, some reasons for resistance are based 
on both rational and non-rational factors together.  So techniques which 
help in only one area can help reduce resistance, but not completely 
eliminate it.  Different resistance calls for different techniques.  Below are 
some examples of possible reasons for resistance to outsourcing and 
descriptions of why they are part of the (small and non-exhaustive) list:

Rational Roots of Resistance:
Concern of the lack of company vision or strategies to successfully 
integrate outsourcing into the current development processes
Concern about a lack of knowledge of processes and procedures 
associated with the new initiative

John Dickenson
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Concern for lack of outsourcing experience both company-wide and 
individually
Concern for the logistics of external people or company management and 
coordination
Concern for communication hurdles to overcome
Unknown reasons why company is looking to outsource
Unknown effects it will have on current employees positions, wages, 
responsibilities, and future longevity with the company
Concern for loss of product quality
Ignorance of current outsourcing trends within and without the gaming and 
entertainment industries

Non-Rational Roots of Resistance:
Fear of change in general
Lack of trust in management or initiative champions
Preconceived associations or misconceptions of outsourcing in general: 
politically, socially, racially or otherwise
Loss of identity or ownership with a product with more people or 
companies involved
Concern for the loss of power or control on the fi nished product
Concern for personal job security and longevity with the company
Fear of interface and communication barriers with unknown others

2: Assessing Resistance
Once employees are informed of the intended changes, senior staff, and 
management must be wary of possible resistance.  Reasons for opposition 
and the exhibition of opposition may be as varied as the staff.  However 
different, the show of opposition can be classifi ed into active and passive 
showings.  
Active resistance is benefi cial in that is visible and easily identifi able. 
Active resistance can appear as actual boycotting of policy and procedure, 
vocal opposition to management, leveraging politics, threatenings, 
withholding information, stirring up negativity through backbiting, rumor 
propagation, and etc. Active resistance is the less common show of 
opposition, but it is the more readily addressed; simply because the 
opposition is easily identifi able and management typically knows precisely 
where the friction is coming from. 
Passive resistance is much more diffi cult to identify and can be the 
more dangerous of resistance tactics.  No visible signs of opposition are 
detected. In these situations resistors either wait for opportune moments 
to thwart initiatives or simply follow and incorporate policy and procedure 
half-heartedly.  They wait for a falter, misstep, or mistake within the 
outsourcing effort which opens opportunity to strongly oppose the effort, 
hoping for a repeal and a reversion to old policies and procedures.  
Passive resistors may hope to ride-out the initial wave of enthusiasm and 
support for the policy and look for opportunities to thwart it down the road.  
Passive resistance can include opposition tactics of omission instead of 
commission – neglecting to fulfi ll responsibilities completely, in an effort 
to sabotage the effort, and coming in as a nay-sayers when initiatives 
fl ounder.

Correctly Addressing Resistances:
Communication, though extremely important, is not the only answer for 
overcoming resistance to a new initiative.  Though communication is 
absolutely essential and the most important factor in avoiding resistance 
bred from lack of information and speculation, communication only 
addresses rational resistance.  There are also powerful unconscious, 
emotional, and other non-rational motivators for resistance.  They too must 
be identifi ed and addressed in order to successfully address opposition. 
Although we are proud of our ability as rational beings,  humans are 
strongly directed by emotional reactions as well. Seldom are any decisions 
made without being tied with some sort of emotional factor or response.  
In fact, some psychologists argue that most knee-jerk initial reactions 
(which are largely governed by emotional response) subconsciously 
dictate the fi nal or overarching attitude towards any decision or viewpoint, 
despite additional rational information given. If this holds true, employers 
must be prepared to not only cope with the need for information regarding 
the change, but to also cope with an employee’s initial emotional reaction 
towards imposed policies.

Rick Maurer, author of Making a Compelling Case for Change and Beyond 
the Wall of Resistance is known for his publications and practical business 
solutions to properly assess resistance and break down the walls of 
opposition.
Rick has his own simple classifi cation of resistance.  In his work, Rick 

identifi es three levels of resistance and strategies of assessment tuned 
to each level of resistance.iii  Each of Rick’s levels of resistance can be 
appropriated towards the afore-stated rational and non-rational classes 
of resistance.

Rational Resistors
Initially, Rick identifi es the rational class of resistance.  This is his 
‘level 1’ resistance.  He explains the proper way to address rational 
resistance is through the dissemination of information.  Those who 
are rationally resistant to the change are simply information starved, 
disagree with the policy or strategy proposed, do not have enough 
exposure or experience in relation to the idea, or are simply confused 
about what is being proposed.  This opposition is easily and readily 
addressable provided the outsourcing initiative is properly prepared.  
Information as well as careful, clear communication is key for this 
class.   Unfortunately, Rick ascertains that most resistance, regardless 
of the basis, is addressed as this type – by the increased sharing of 
information.  Though helpful for those who are identifi able as rational 
resistors, the increased proliferation of information does little to help 
those who are classifi able as non-rational resistors.

Non-Rational Resistors
Non-Rational resistors are those who Rick further divides the afore-
mentioned Non-Rational class into two distinct classes; his ‘level 2’ and 
‘level 3’ resistors.  
Rick Maurer’s ‘level 2’ resistance comes from strong emotional and 
physiological response.  Emotions, even subconscious ones, can 
govern conscious decisions. He sites Joseph LeDoux’s The Emotional 
Brian, and highlights Joseph’s “fear response” which is physiological 
and uncontrollable.iv  Similar to the fi ght or fl ight response we have 
heard psychologists speak regarding, proposed change can trigger 
increased heart rate, blood pressure, and endorphins which generate 
physiological responses which greatly infl uence thinking and behavior.  
This type of response can be triggered without conscious awareness 
that it is happening.  We should assume that any announcements 
which may lend credibility to an actual threat on employees jobs, 
livelihoods, questions of company or structural stability will trigger a 
level 2 response in employees.  Once employees start responding 
on this level, no amount of policy or procedure information will affect 
the way they feel regarding the perceived threat.  Many level 2 
resistances can be spawned from: The perception of loss of power, 
control, or status; A loss of respect or face; or feelings of inadequacy, 
incompetence, isolation, or abandonment.  Those who can be identifi ed 
as level 2 resistors must be addressed with the proper perspective to 
alleviate factors which appear as a threat on the personal level.
A ‘level 3’ resistance comes from a much deeper, rooted, and diffi cult 
motivation to address.  Level 3 opposition comes from moral, value, 
cultural, ethnic, and gender differences.  They come from personal 
histories of mistrust or come from authority or transference issues (i.e. 
The person, company, or policy being resisted represents someone 
else such as an authority fi gure or a parent.) These are the most 
diffi cult and extreme cases of resistance and there is no guarantee of 
reaching a quick and thorough solution.  However, if properly identifi ed, 
the employer or manager can know where to begin to address the 
resistance and also have an idea of the magnitude of the resistance.

Planning Strategies for Resistance Fighting
Once the types of resistance are known, and identifi ed, initiative 
champions must plan on proper procedures to address opposition.  In 
many cases, individually addressing concerns is logistically diffi cult.  
If the company or team(s) are small, it may be possible to personally 
work with individuals to gain support and understanding.  Certainly 
this is the most successful and complete methodology.  However, in 
companies which oversee multiple teams of hundreds of individuals, 
other tactics may need to be entertained.
Maurice M. Greaver speaks of confronting opposition to outsourcing 
initiatives by assuming one of four different roles: 
The Heavyweight
The Bantamweight
The Wrestler
The Priest
In all roles but the Priest’s, opposition is tackled aggressively and 
decisively when it surfaces. 
The Heavyweight approach is to tackle opposition head-on.  This tactic 
can be readily used to successfully and powerfully silence resistance 21
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if there is very vocal and immediate opposition to the outsourcing initiative – which is rarely the case.  This is an immediate and forceful response to 
any deliberate attempt to sabotage or undermine the policy resulting in a conclusive closure of the resistors (assuming the policy has full senior staff 
support.)  
The Bantamweight’s role is to keep resistance at bay when, throughout the initiative, resistance may become vocal.  This occurs usually when a mistake 
is made with the initiative, or when a particular system falters or fails. Opposition hopes to make an example of a small bump or hurdle to undermine 
the initiative or to point out what they feel is the overall glaring weakness of such an initiative.  The Bantamweight fi ghter quickly and decisively quells 
resistance in these instances, and is always ready and able at these crucial junctures to do so.  Bantamweight fi ghting is less brutal than heavyweight, 
and may need to continue throughout the successful run of the initiative. 
The Wrestler’s role is to tackle resistance which is mounted into an offensive after the initiative has some initial success.  In this role, patience and the 
use of the resistors overextending aggressiveness is leveraged against them to their own detriment.  
The Priest’s role is the only non-aggressive tactic to resistance and is the most tactical.  This role must be assumed when resistors refuse to fi ght, but 
also refuse to change.  The priest must listen to, understand, and address the resistors concerns.  They must isolate differences of opinion, diffuse 
individual perceptions of threat and fear, provide information, generate trust, and convince others to accept change.  This is the least bloody and 
confrontational tactic.  However, it takes the most amount of time.  Employees addressed in this manner must also understand that change, policy, and 
the emerging company strategy is not optional, and that they will need to become congruent with the processes.v
Identifying and addressing resistance and the tactics and methodologies of addressing resistance will differ for every situation and company.  
Management must be aware of the differences in resistances they face, arm themselves with the proper personnel and management skills, and 
successfully implement them in the workplace.  Probably the most common mistake is the belief:  ‘if we give our employees enough information, they will 
come around to the initiative.’  Information is critical.  However, if resistance is not based on information, it won’t matter how many times a case is made 
or rationalized, opposition will remain.  Instead, insightful assessment of employee motivations, an understanding of the core reasons for resistance, and 
a concerted, concerned effort towards addressing those concerns and garnering support can be eyeopening and extremely rewarding.  If the employer 
is able to successfully address concerns and gain the support of opposition, those who initially resisted the change can become the most supportive 
proponents.

3: Follow up, Accountability, and Continued Communication
Once an outsourcing initiative has been successfully presented to the company, support of management has been gained, processes and procedures 
are clearly outlined and accessible, and it appears employee support for the initiative is favorable, the initial hurdles are cleared but the real work lies 
ahead.  The policies, procedures, and reports drafted for the successful initiative must be adhered to.  Accountability must be enforced in all aspects 
of the initiative.  If accountability (timely reports, communications, and meetings) are not upheld, initiatives can lose focus, momentum, attention, and 
become susceptible to passive resistance.  Once support is acquired for an outsourcing initiative, it would be a shame to lose it due to poor execution of 
properly drafted procedures.  In addition, management must understand that no matter how well an outsourcing initiative is prepared, there are always 
unseen obstacles and hurdles which surface.  The ability to effectively address emerging hindrances quickly and effi ciently helps in the management of 
resistance – which can be expected when all does not run smoothly. 
In addition, to keep the strategy important in the minds of those implementing it, an effort should be maintained to help everyone recognize the benefi ts 
of the initiative when implemented properly.  This can be done at many times throughout the development process.  Employees who give support to an 
initiative deserve to be kept abreast of the benefi ts the company and product is receiving due to its implementation.  Some effort should be made to keep 
management and employees informed of the positive effects for the company, product, processes, experience, future, and career of all those involved.
With proper attention to both active and passive forms of resistance, appropriate addressing of concerns, a solid strategy, and good management and 
personnel skills, the introduction of an outsourcing initiative can be a positive and successful movement garnering the necessary support and attention 
for successful and profi table implementation.

Tell us your thoughts:
publication@outsourcereport.com

Have an executive or development outsourcing article to publish?
Contact us at:

publication@outsourcereport.com
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Introduction:
GDC USA | Monarch is the most powerful, mature, and 
experienced channel into game, fi lm, and television produc-
tion capabilities of China. 
Our approach is to create a fl exible and powerful extension 
of your studio overseas.  We excel in creating a working 
environment which, quite simply, feels like your company 
has set up its own production studio in China.  We have the 
experience, the resources, and the fl exibility to make that 
solution a reality for our clients.  We look to build lasting 
relationships and to give fl exibility.  We excel in providing 
many powerful solution-based services and in consistently 
succeeding in answering the question: “What can we do to 
help you be successful?”

Aryeh Richmond founded Equinoxe; a small boutique 
animation house which became heavily involved in many 
cinematic gaming endeavors including Heavy Gear, Mech-
warriors Mercenaries, Fear Effect for Eidos, and Army Men 
for 3DO.
Eight years ago, Arnie Wong - FX guru on TRON -  con-
tacted equinoxe on behalf of Raymond Neoh (co founder 
of GDC) who was looking to partner with companies in 
the US. Arnie had heard of Equionoxe and its reputation 
as a strong studio and recommended Ray visit Equinoxe.  
Though the companies didn’t work together at that time, 
about a year ago Ray contacted Aryeh to represent his 
company, GDC Entertainment in the west.  

Mr. Wong contacted Equinoxe about a brilliant vision 
Raymond Neoh had concerning China.  The vision, mostly 
educationally driven, moved Ray to open a studio in China 
and educate people in the processes of fi lm making.  About 
fi ve years ago, Ray  gathered a small team of people who 
had between 5-10 years of individual experience in the fi lm 
industry.  With the small team of very talented Hong-Kong 
and Canadian talent on-board, he opened up a studio-
school in Shenzhen China and started educating locals in 
the art of fi lm production.  To this day, the school contin-
ues to graduate 120 people a year from Shenzhen in the 
educational division of the company.  From the roster of 
graduates, they take the top picks and integrate them into 
production positions within the studio.  
In order to build a truly self-suffi cient fi lm production studio 

in China, GDC raised money to produce an entirely inter-
nally created fi lm - “Thru the Mobius Strip.”  The fi lm, as 
well as internal processes and procedures went through 
many dramatic refi nements during the creative process 
until the fi lm was completely recently.  Now complete, the 
fi lm is in the process of being sold for distribution.  Enlight-
ened and empowered by the successful completion of an 
internal feature fi lm done entirely in Maya, GDC has been 
entertaining growing interest from Western fi lm, and televi-
sion presences.
GDC is a public company, traded in Hong Kong and au-
dited by Deloitte & Touche.  Many GDC board members are

 Hong Kong security exchange members and are extremely 
successful business executives.  GDC has robust fi nancial 
backing and is ,and will continue to be, a powerful produc-
tion force within and without China.

Executive Management:
Aryeh, president of GDC USA | Monarch is no stranger to 
the production process and he knows exactly where and 
how GDC’s production capabilities in China can serve pub-
lishers and developers looking for scalability solutions and 
excellent quality production.  He is involved in artistic pro

“If We Work With You, We Partner With You”.“If We Work With You, We Partner With You”.

GDC USA | Monarch
spotlight



duction consulting to help companies set up art production 
pathways and solution-based strategies for outsourcing as 
well as the external management of assets.  He frequently 
will meet with developers to quickly and effi ciently assess 
their current practices and work out solutions to facilitate 
the smooth fl ow of asset integration processes.

Structure:
GDC is divided into 3 main divisions 
Educational Division: 
GDC’s educational division graduates 120 students a year 
from their state-of-the-art facilities.  They employ an internal 
staff to educate the students.  The educational division 
remains completely separate from the production division 
mainly for security reasons and resides in a separate part 
of the facility.  Top ranked students are hired and integrated 
into the production division of the company – ensuring the 
employment of the very best China has to offer.
Hardware Division: 
The hardware division of GDC commands 60-65% of the 
world market share in digital cinema projection systems. 
“We make the servers which are coupled with projection 
systems in digital cinema.”  This offi ce section is located in 
Singapore and contributes to the massive stability and sup-
port system of the company.
Production Division:
 Originally formed for feature fi lm and television, the pro-
duction division is capable of handling the most menial to 
the most demanding of production requirements for fi lm, 
television, or the gaming industry.  The fi rst internal feature 
fi lm was entirely self funded and created: “Thru The Mobius 
Strip”.  Written by a Hollywood screen writer, “Thru the Mo-
bius Strip” is currently fi nished and is due for distribution in 
the Spring or Fall of next year.  “Thru the Mobius Strip” was 
100% created internally by GDC with Maya, the world-wide 
modeling and animation standard for feature fi lm. GDC 

handled the tens of thousands of consistent and congruent 
assets needed for a feature fi lm with their internal produc-
tion teams and processes.  Modeling, texturing, rigging, 
animation, storyboards, animatics, concepts, lighting, 
and editing was all handled adeptly and internally.  GDC 
employs a small engineering team who wrote all their own 
proprietary shaders, and supported the need to create and 
maintain custom, proprietary tools to facilitate the creative 
processes. To GDC’s credit, they insisted on not re-creat-
ing the wheel, but in leveraging experience and expertise 
already developed in some of the most well known fi lm and 
entertainment companies around the world. They hired fi lm 
industry veterans from Pixar and other moguls to give train-
ing, insight, and direction for the refi nement of processes 
and techniques.  Putting the insight and education to work, 
GDC has successfully created an internal organization and 
communication process to handle even the most demand-
ing of feature fi lm production requirements. Over the course 
of 2-3 years they have redefi ned and re-engineered their 
internal processes into a well-oiled machine capable of 
handing anything fi lm, television, or game related. Recently, 
because of the exposure received from their fi lm, GDC has 
been receiving a lot of exposure and inquiries from fi lm, 
television, and gaming sources.

Services:
GDC handles all perceivable facets of game production: 
“If it’s part of the art pipeline, we handle it!”
Concepts
Storyboards
Cinematics | FMV
Modeling
Texturing
Animation
Rigging
Lighting
Editing | Compositing
Visual and Special FX



Resources:
GDC currently employs about 238 artists: Artists, anima-
tors, lighting, texturing, and rigging personnel.  They also 
employ 10-12 video editors and a small team of engineers 
for support.
GDC works primarily in Maya and Max though manage-
ment is also familiar with all other 3D programs including 
XSI, Lightwave, and other 3D packages.  GDC writes many 
of their own shaders, software, and tools.
GDC has amazing facilities.  We own all of our software 
and hardware seats. Everyone has 3 gig computers, dual 
monitor setups, and state-of the art facilities.  “Our facil-
ity really rivals many of the facilities in the western hemi-
sphere.”
All the supervisors speak English fl uently, and many have 
lived in the United States or Canada.

Process:
“We love to have a solid working relationship with our cli-
ents and truly understand the vision of any job they would 
like us to undertake.  In order to facilitate this relationship, 
we typically focus on tackling the fi rst several objects or 
assets very carefully and soliciting as much feedback as 
possible on those assets.  With the input we receive, we 
can come to a clear understanding of exactly what direction 
is desired and expected of us.  When we tackle the other 
assets, we can do so with much less ‘babysitting’ on the 
part of the publisher or developer.”
“We also like to pair companies with the same supervisors, 
because supervisors understand the way you work and can 
take advantage of the knowledge of the previous relation-
ships.”
We understand our working relationship is a partnership, 
and that both sides benefi t from a job well done. We’re in 
this ‘with you’.  We’ll fi nish it ‘with’ you.

All images (c) GDC Entertainment Ltd.
Studio Images show only a single of the several facilities available to production at GDC
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“How Does Communication Work Through GDC USA | Monarch?”
Aryeh has been extremely successful in ironing out art-production management solutions. Aryeh facilitates communication 
with the proper GDC managers and supervisors who are fl uent English speakers and who oversee the actual produc-
tion of assets. But he believes it is most productive to put publisher producers and managers into direct contact with the 
production leads they should be working with and in cutting down red tape. He remains cc’d in on all communications and 
helps the manage the relationship.  If the project is large, Aryeh is available at all times to make certain processes and 
procedures fl ow smoothly.  He believes it is absolutely critical outsource providers have senior supervisors or manage-
ment available for communication who understand issues behind the production of game assets.  Productive communica-
tion cannot be given through salespersons who can only communicate capability, facts, and fi gures but give no real insight 
on actual process and procedure.             

Standing Out:
Experience
GDC promotes a solution-based outlook to any development partnership as demonstrated by their work with Turbine.
GDC recently worked with Turbine to address 10’s of thousands of textures as well as some models for Asheron’s Call. It 
was an older project and code base and 3D production had to be completed in Lightwave. 
Demonstrating GDC’s unique ability to ramp quickly and effi ciently to handle demand for production, GDC was able to 
ramp up to 60 people in about a week’s time an prepare them all for this particular project and demand.  For this project, 
the ability to immediately up-scale was “lifesaving”.
In addition to scalability , GDC also helped facilitate the approval process and art pathway for the production process.  
Because the project was dealing with legacy code, there was no easy and quick way to view the tremendous amount of 
assets being generated by the large art team.  In response to this issue, GDC was able to bring an engineer in-house to 
write a simple application to helped Turbine art managers view and approve the assets.  In addition GDC stepped up their 
own internal QA processes as well, to make sure assets delivered were proper and workable.

Internal Asset Tracking Software
One company strength which sets GDC apart from the crowd is the development of their own proprietary asset tracking 
software.  This software works in Chinese and English and allows interaction, quality assurance, approval, and publishing 
of assets through a single interface.
It is through this piece of software, GDC has honed the tracking of tens of thousands of feature fi lm assets which must all 
be approved and published into fi nal format for inclusion in fi lm.  This software gives GDC the ability to control the quality 
and organization of an incredible amount of game assets for smooth production.  The software allows for users to preview 
scenes, and itemizes:
*What original source fi les are used in the scene.  The names and locations of these source fi les.
*A history of those fi les, much like a VSS or Perforce.
*Access to rename or open those scenes with a click of the mouse to access source fi les.
*Ability for Art Directors to approve fi nal assets and ‘publish’ them for fi nal use in fi lm or game.



Security
Because GDC is so large and successful, they are an 
extremely highly audited company and very legit in all their 
business endeavors.  They own all of their own internal 
seats of software and hardware.  
Security is also integrated tightly into the company infra-
structure. Facilities are beautiful, and safe requiring key 
cards to get anywhere.  There is only a single place to 
burn compact disks in the company, and it is a security-
staff position.  They have created a very elaborate security 
infrastructure to the point where they pull all the usb ports 
out of computers when they are delivered.  Have had really 
no issues with IP leaving the studio.
“When Disney came down to visit our studio, they were 
extremely impressed with the facilities. They were very sen-
sitive to IP issues, and were very impressed with the studio 
setup and security.”

Stability
The company has been and continues to grow into a world-
wide presence. GDC enjoys extremely strong fi nancial 
backing because of it’s extensive divisions and involved 
individuals in the company who personally have incredibly 
strong fi nancial backing. In fact, the primary shareholders 
in the company are individually extremely successful and 
powerful supporters representing hundreds of millions  of 
dollars (US) in support and stability.  Anyone can count on 
the stability and longevity of our available resources.

Flexibility
Aryeh has been doing this for 15 years. He intimately 
understands the need for fl exibility in the art process for 
games.  “Even art direction can change along the course 
of a game.” Although, he points out these are usually minor 
directional changes, GDC USA | Monarch is prepared to 
handle it all.   Because of the robust facilities and resources 
at their disposal, GDC USA | Monarch has the fl exibility to 
address needed fl uctuations, so long as they are within rea-
son.  The company doesn’t nickel and dime their clients to 
death and they work hard to build a working and solution-
based relationship.  Together, GDC and their partners can 
create needed networks of support to facilitate the creation 
of excellent product.

Level of Service and Dedication:
“We will get it done.  We will do whatever it takes to make 
it perfect for you, no exceptions.  We work with you, we 
partner with you.”

GDC USA | Monarch Conclusion:
We do lots of things very well.  But we know we have 
places to improve and are always open to feedback.  We 
are driven to grow, learn, and improve.  “We doing some 
really good things now and I think we are going to be doing 
even better things in the future.”

Exec. Management Aryeh Richmond Bio:
Aryeh Richmond has been in the games industry for over 
10 years focusing on product development and production. 
Starting as an animator over 15 years ago, Mr. Richmond 
has built and fostered businesses and has managed pro-
duction. Most recently he has started Monarch Entertain-
ment, a Production and Development house in Los Angeles 
with a focus on production in the US and China specifi cally 
the representation of GDC, China’s largest and highest 
quality 3D production company. He was also just appointed 
President of the China Game Publishing Association HK 
– North American Branch and works closely with various 
Chinese business and government entities.

In his past he was co-founder of Equinoxe an outsourcing 
company turned developer and was responsible for ship-
ping over 30 major outsourcing projects for small and large 
companies including EA, Eidos, Activision, 3DO, etc. 

He also developed Spyro for the PS2 and Gamecube and 
continues to help other companies plan their art production 
pipelines. 

With his new company Mr. Richmond is also making deals 
for TV and fi lm separately and related to games. His 15+ 
years background in 3D production and service has been 
ideal preparation for the current groundswell in interest in 
3D animated production.

Mr. Richmond also teaches game production at Art Center 
College of design.

GDC USA | MONARCH
spotlight
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Kent, can you tell us about 
yourself?
My name is Kent Brisley. I grew 
up in Kansas City, Mo.

Is there a story behind you 
wanting to become an artist?
I was an Illustrator working in San 
Francisco mainly for ad agencies. 
Freelancing got to be stressful 
in between jobs and the game 
industry was starting to really take 
off at the time. This was 1997.

Where do you live and work now?
I am currently living and working in Los Angeles

Do you have any favorite pastimes? Hobbies? Non-related skills? 
I do a lot of audio recording in my home studio – writing and recording original music. The typical 
rock n’ roll fantasy.
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Anything about the gam-
ing industry or life you’d 
like to share with us?
As far as the gaming in-
dustry is concerned, I have 
made some great friends 
in the industry and felt 
great satisfaction in some 
of the projects I worked 
on. For those just starting 
out, beware of companies 
where you no longer have 
weekends to yourself! Or 
those who will not pay 
you what you are worth 
because they CAN afford 
you.

How did you come to 
work for\in the gaming 
industry?
A friend of mine who was 
working at EA Redwood 



32

Shores convinced me it was time 
to learn 3D. So I did and ended 
up at EA for about six years.
Education? Training? 
I received my BFA at University 
of Kansas in Lawrence, KS. 
Mainly self taught in 3D. I started 
with 3D Max years ago and then 
took a class at the Gnomon 
School for Visual Effects in Hol-
lywood where I learned Maya. 
That was a great experience and 
I recommend it.

What gaming companies have 
you worked with\for?
Electronic Arts, Pogo.com, Cli-
maxgroup
Are you currently doing work for 
anyone?  In what capacity?
A couple of R&D companies who 
develop nano tech devices and 
another company creating 3D 
cityscapes 
In what (company) capacities 
have you worked?
I have worked as a 3D Artist 
and 2D texture artist as well as 
creation of in game effects.
What platforms are you experi-
ences in working for?
PC, PS1, PS2 online Java.

What software packages are you familiar with?
3D Max, Maya, Photoshop and Illustrator.

What types of services do you offer the industry
Mainly 3D modeling and texturing and a bit of UI creation.

What sets your skills and service apart from the rest of the industry?
I really try to get the most out of 3D models with restricted polygon counts. I take pride in creating 3D 
and 2D assets that look as real as possible.
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.globeCREATIVE, Inc. Alcazar Entertainment
16152 Tyee 601 Van Ness Ave #E3314
Huntington Beach, CA 92647-3440 San Francisco, CA 90069
United States United States
www.globecreative.com  1 www.ALCAZAR-ENTERTAINMENT.com  2

Animation Farm Anino Computer Entertainment Inc.

no logo 321 West Ben White, Ste 106a unit 905 alpa 2 bldg., trade st., madrigal business park,
Austin, tx 78704 muntinlupa, national capital region 1101
United States Philippines
www.theanimationfarm.com  3 www.aninoentertainment.com  4

Anino Mobile Inc. Bad Flip Productions
55-a matahimik st. teachers village west, 
diliman 339 W Lexington Drive #A4
quezon city, national capital region 1101 Glendale, CA 91203
Philippines United States
www.aninomobile.com  5 www.badflip.com  6

Ballistic Pixel Lab, Inc. Bamtang Games
no logo 43 Skyline Dr no logo Juan Fanning 131

Building 4000 Suite 3001 Miraflores, Lima 18
Lake Mary, FL 32746 Peru
United States www.bamtang.com  8
www.balisticpixel.com  7

Bravo Interactive BTE Soft LLC
107-106 Peremogy Avenue 24/2 Avtazavodskaya
Kiev, Kiev 03115 Kiev, Kiev 04074
Ukraine Ukraine
http://www.bravointeractive.com  9 www.btesoft.com  10

Gekido Design Group Inc Jeff McAteer
no logo #208 - 402 W Pender St no logo 18502 72nd Ave W

Vancouver, BC V6B 1T6 Edmonds, WA 98026
Canada United States
http://www.gekidodesigns.com  11 www.jeffmcateer.com  12

Massive Black Inc. Monarch | GDCusa
no logo 842 Folsom St 5290 W. Washington Blvd.

Second Floor Los Angeles, CA 90016
San Francisco, CA 94107 United States
United States www.GDCusa.com  14
www.massiveblack.com  13

Nikitova LLC Pixeltek Gaming Solutions 
1110 Jorie Blvd. Suite 200 no logo Shiv Sagar Estate, A Basement
Oak Brook, IL 60523 Dr Annie Besant Rd
United States Mumbai, Mumbai 400018
www.nikitova.com  15 India

http://www.pixeltek.com  0

Conceptualizations
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Plastic Wax RABCAT entertainment
34 Tennyson Road Mariahilfer Str. 76/31
Breakfast Point Vienna, Vienna 1070
Sydney, NSW 2047 Austria
Australia www.rabcat.com  2
www.plasticwax.com  1

Sabarasa Entertainment srl Torc Interactive
Echeverria 1825 PB no logo Drumhaggart
Buenos Aires, Buenos Aires C1428DRE Muff, Donegal Co. Donegal
Argentina Ireland
http://www.sabarasa.com  3 http://www.torcinteractive.com  4

Trango Interactive Twelve Interactive
no logo Suite 307, Evacuee Trust Complex 2° Trav. Verdogne, 2

Aga Khan Road, F-5/1 Crotone, Italy 88900
Islamabad, Federal 44000 Italy
Pakistan www.twelvegames.com  6
www.itrango.com  5

VirtualRay.ru Wahoo Studios, Inc.
no logo 6th Parkovaya Street, house 29A, flat 30 405 South 100 East

Moscow, Moscow 105043 Suite 13
Russian Federation Pleasant Grove, UT 84062
www.virtualray.ru  7 United States

www.wahoo.com  8

Zeppelin Design
178 Mihai Bravu, bl 222, ap 24, S2, Bucharest 
031456, Romania
Bucharest, not applyable 031456
Romania
www.zeppelindesign.com  9

.globeCREATIVE, Inc. Alcazar Entertainment
16152 Tyee 601 Van Ness Ave #E3314
Huntington Beach, CA 92647-3440 San Francisco, CA 90069
United States United States
www.globecreative.com www.ALCAZAR-ENTERTAINMENT.com

Animation Farm Anino Computer Entertainment Inc.

no logo 321 West Ben White, Ste 106a unit 905 alpa 2 bldg., trade st., madrigal business park,
Austin, tx 78704 muntinlupa, national capital region 1101
United States Philippines
www.theanimationfarm.com www.aninoentertainment.com

Ballistic Pixel Lab, Inc. Bamtang Games
no logo 43 Skyline Dr no logo Juan Fanning 131

Modeling
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Building 4000 Suite 3001 Miraflores, Lima 18
Lake Mary, FL 32746 Peru
United States www.bamtang.com
www.balisticpixel.com

Bravo Interactive BTE Soft LLC
107-106 Peremogy Avenue 24/2 Avtazavodskaya
Kiev, Kiev 03115 Kiev, Kiev 04074
Ukraine Ukraine
http://www.bravointeractive.com www.btesoft.com

C4 Digital Entertainment Inc. Dhruva Interactive
no logo 120-11960 Hammersmith Way no logo Domlur 2nd Stage, Bangalore, India

Richmond, BC V7A 5C9 Bangalore 560 071
Canada NA, NA NA
www.c4digital.com India

www.dhruva.com

Frogwares Gekido Design Group Inc
no logo 3 Avenue de la Pepiniere no logo #208 - 402 W Pender St

Fontenais sous Bois, Paris NA Vancouver, BC V6B 1T6
France Canada
www.frogwares.com.ua http://www.gekidodesigns.com

globeCREATIVE Inc Jeff McAteer
no logo 16152 Tyee no logo 18502 72nd Ave W

Huntington Beach, CA 92647-3440 Edmonds, WA 98026
United States United States
www.globecreative.com www.jeffmcateer.com

Massive Black Inc. Monarch | GDCusa
no logo 842 Folsom St 5290 W. Washington Blvd.

Second Floor Los Angeles, CA 90016
San Francisco, CA 94107 United States
United States www.GDCusa.com
www.massiveblack.com

Nikitova LLC Pixeltek Gaming Solutions 
1110 Jorie Blvd. Suite 200 no logo Shiv Sagar Estate, A Basement
Oak Brook, IL 60523 Dr Annie Besant Rd
United States Mumbai, Mumbai 400018
www.nikitova.com India

http://www.pixeltek.com

Plastic Wax RABCAT entertainment
34 Tennyson Road Mariahilfer Str. 76/31
Breakfast Point Vienna, Vienna 1070
Sydney, NSW 2047 Austria
Australia www.rabcat.com
www.plasticwax.com

Ringtail Studios Sabarasa Entertainment srl
4c, Tuuliku St. Echeverria 1825 PB
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Tallinn, Harjumaa 10612 Buenos Aires, Buenos Aires C1428DRE
Estonia Argentina
www.ringtail-studios.com http://www.sabarasa.com

Torc Interactive Trango Interactive
no logo Drumhaggart no logo Suite 307, Evacuee Trust Complex

Muff, Donegal Co. Donegal Aga Khan Road, F-5/1
Ireland Islamabad, Federal 44000
http://www.torcinteractive.com Pakistan

www.itrango.com

Tres3d Twelve Interactive
5105 Route 33 2° Trav. Verdogne, 2
Farmingdale, New Jersey 07727 Crotone, Italy 88900
United States Italy
http://www.tres3d.com www.twelvegames.com

Valkyrie Entertainment Wahoo Studios, Inc.
no logo 900 1st Ave S 405 South 100 East

Suite 410 Suite 13
Seattle, WA 98134 Pleasant Grove, UT 84062
United States United States
www.valent.us www.wahoo.com

WIT Entertainment Zeppelin Design

Kungsängsgatan 36d
178 Mihai Bravu, bl 222, ap 24, S2, Bucharest 031456, 
Romania

Uppsala, n/a S-75322 Bucharest, not applyable 031456
Sweden Romania
www.witentertainment.com www.zeppelindesign.com

.globeCREATIVE, Inc. Alcazar Entertainment
16152 Tyee 601 Van Ness Ave #E3314
Huntington Beach, CA 92647-3440 San Francisco, CA 90069
United States United States
www.globecreative.com www.ALCAZAR-ENTERTAINMENT.com

Animation Farm Anino Computer Entertainment Inc.

no logo 321 West Ben White, Ste 106a unit 905 alpa 2 bldg., trade st., madrigal business park,
Austin, tx 78704 muntinlupa, national capital region 1101
United States Philippines
www.theanimationfarm.com www.aninoentertainment.com

Ballistic Pixel Lab, Inc. Bamtang Games
no logo 43 Skyline Dr no logo Juan Fanning 131

Building 4000 Suite 3001 Miraflores, Lima 18
Lake Mary, FL 32746 Peru
United States www.bamtang.com
www.balisticpixel.com

Texturing
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Bravo Interactive BTE Soft LLC
107-106 Peremogy Avenue 24/2 Avtazavodskaya
Kiev, Kiev 03115 Kiev, Kiev 04074
Ukraine Ukraine
http://www.bravointeractive.com www.btesoft.com

C4 Digital Entertainment Inc. Dhruva Interactive
no logo 120-11960 Hammersmith Way no logo Domlur 2nd Stage, Bangalore, India

Richmond, BC V7A 5C9 Bangalore 560 071
Canada NA, NA NA
www.c4digital.com India

www.dhruva.com

Frogwares Gekido Design Group Inc
no logo 3 Avenue de la Pepiniere no logo #208 - 402 W Pender St

Fontenais sous Bois, Paris NA Vancouver, BC V6B 1T6
France Canada
www.frogwares.com.ua http://www.gekidodesigns.com

globeCREATIVE Inc Jeff McAteer
no logo 16152 Tyee no logo 18502 72nd Ave W

Huntington Beach, CA 92647-3440 Edmonds, WA 98026
United States United States
www.globecreative.com www.jeffmcateer.com

Massive Black Inc. Monarch | GDCusa
no logo 842 Folsom St 5290 W. Washington Blvd.

Second Floor Los Angeles, CA 90016
San Francisco, CA 94107 United States
United States www.GDCusa.com
www.massiveblack.com

Nikitova LLC Pixeltek Gaming Solutions 
1110 Jorie Blvd. Suite 200 no logo Shiv Sagar Estate, A Basement
Oak Brook, IL 60523 Dr Annie Besant Rd
United States Mumbai, Mumbai 400018
www.nikitova.com India

http://www.pixeltek.com

Plastic Wax RABCAT entertainment
34 Tennyson Road Mariahilfer Str. 76/31
Breakfast Point Vienna, Vienna 1070
Sydney, NSW 2047 Austria
Australia www.rabcat.com
www.plasticwax.com

Ringtail Studios Sabarasa Entertainment srl
4c, Tuuliku St. Echeverria 1825 PB
Tallinn, Harjumaa 10612 Buenos Aires, Buenos Aires C1428DRE
Estonia Argentina
www.ringtail-studios.com http://www.sabarasa.com

SophSoft, Incorporated Torc Interactive
no logo Post Office Box 4936 no logo Drumhaggart

East Lansing, Michigan 48826-4936 Muff, Donegal Co. Donegal
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United States Ireland
http://www.sophsoft.com http://www.torcinteractive.com

Trango Interactive Tres3d
no logo Suite 307, Evacuee Trust Complex 5105 Route 33

Aga Khan Road, F-5/1 Farmingdale, New Jersey 07727
Islamabad, Federal 44000 United States
Pakistan http://www.tres3d.com
www.itrango.com

Twelve Interactive Valkyrie Entertainment
2° Trav. Verdogne, 2 no logo 900 1st Ave S
Crotone, Italy 88900 Suite 410
Italy Seattle, WA 98134
www.twelvegames.com United States

www.valent.us

Wahoo Studios, Inc. WIT Entertainment
405 South 100 East Kungsängsgatan 36d
Suite 13 Uppsala, n/a S-75322
Pleasant Grove, UT 84062 Sweden
United States www.witentertainment.com
www.wahoo.com

Zeppelin Design
178 Mihai Bravu, bl 222, ap 24, S2, Bucharest 
031456, Romania
Bucharest, not applyable 031456
Romania
www.zeppelindesign.com

.globeCREATIVE, Inc. Alcazar Entertainment
16152 Tyee 601 Van Ness Ave #E3314
Huntington Beach, CA 92647-3440 San Francisco, CA 90069
United States United States
www.globecreative.com www.ALCAZAR-ENTERTAINMENT.com

Animation Farm Anino Computer Entertainment Inc.

no logo 321 West Ben White, Ste 106a unit 905 alpa 2 bldg., trade st., madrigal business park,
Austin, tx 78704 muntinlupa, national capital region 1101
United States Philippines
www.theanimationfarm.com www.aninoentertainment.com

Ballistic Pixel Lab, Inc. Bamtang Games
no logo 43 Skyline Dr no logo Juan Fanning 131

Building 4000 Suite 3001 Miraflores, Lima 18
Lake Mary, FL 32746 Peru
United States www.bamtang.com
www.balisticpixel.com

Bravo Interactive BTE Soft LLC

Rigging & Animation
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107-106 Peremogy Avenue 24/2 Avtazavodskaya
Kiev, Kiev 03115 Kiev, Kiev 04074
Ukraine Ukraine
http://www.bravointeractive.com www.btesoft.com

C4 Digital Entertainment Inc. Frogwares
no logo 120-11960 Hammersmith Way no logo 3 Avenue de la Pepiniere

Richmond, BC V7A 5C9 Fontenais sous Bois, Paris NA
Canada France
www.c4digital.com www.frogwares.com.ua

Gekido Design Group Inc globeCREATIVE Inc
no logo #208 - 402 W Pender St no logo 16152 Tyee

Vancouver, BC V6B 1T6 Huntington Beach, CA 92647-3440
Canada United States
http://www.gekidodesigns.com www.globecreative.com

Massive Black Inc. Monarch | GDCusa
no logo 842 Folsom St 5290 W. Washington Blvd.

Second Floor Los Angeles, CA 90016
San Francisco, CA 94107 United States
United States www.GDCusa.com
www.massiveblack.com

Nikitova LLC Pixeltek Gaming Solutions 
1110 Jorie Blvd. Suite 200 no logo Shiv Sagar Estate, A Basement
Oak Brook, IL 60523 Dr Annie Besant Rd
United States Mumbai, Mumbai 400018
www.nikitova.com India

http://www.pixeltek.com

Plastic Wax RABCAT entertainment
34 Tennyson Road Mariahilfer Str. 76/31
Breakfast Point Vienna, Vienna 1070
Sydney, NSW 2047 Austria
Australia www.rabcat.com
www.plasticwax.com

Ringtail Studios Sabarasa Entertainment srl
4c, Tuuliku St. Echeverria 1825 PB
Tallinn, Harjumaa 10612 Buenos Aires, Buenos Aires C1428DRE
Estonia Argentina
www.ringtail-studios.com http://www.sabarasa.com

Torc Interactive Trango Interactive
no logo Drumhaggart no logo Suite 307, Evacuee Trust Complex

Muff, Donegal Co. Donegal Aga Khan Road, F-5/1
Ireland Islamabad, Federal 44000
http://www.torcinteractive.com Pakistan

www.itrango.com

Tres3d Twelve Interactive
5105 Route 33 2° Trav. Verdogne, 2
Farmingdale, New Jersey 07727 Crotone, Italy 88900
United States Italy
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http://www.tres3d.com www.twelvegames.com

Valkyrie Entertainment Wahoo Studios, Inc.
no logo 900 1st Ave S 405 South 100 East

Suite 410 Suite 13
Seattle, WA 98134 Pleasant Grove, UT 84062
United States United States
www.valent.us www.wahoo.com

WIT Entertainment Zeppelin Design

Kungsängsgatan 36d
178 Mihai Bravu, bl 222, ap 24, S2, Bucharest 031456, 
Romania

Uppsala, n/a S-75322 Bucharest, not applyable 031456
Sweden Romania
www.witentertainment.com www.zeppelindesign.com

.globeCREATIVE, Inc. Alcazar Entertainment
16152 Tyee 601 Van Ness Ave #E3314
Huntington Beach, CA 92647-3440 San Francisco, CA 90069
United States United States
www.globecreative.com www.ALCAZAR-ENTERTAINMENT.com

Animation Farm Anino Computer Entertainment Inc.

no logo 321 West Ben White, Ste 106a unit 905 alpa 2 bldg., trade st., madrigal business park,
Austin, tx 78704 muntinlupa, national capital region 1101
United States Philippines
www.theanimationfarm.com www.aninoentertainment.com

Ballistic Pixel Lab, Inc. BTE Soft LLC
no logo 43 Skyline Dr 24/2 Avtazavodskaya

Building 4000 Suite 3001 Kiev, Kiev 04074
Lake Mary, FL 32746 Ukraine
United States www.btesoft.com
www.balisticpixel.com

C4 Digital Entertainment Inc. Frogwares
no logo 120-11960 Hammersmith Way no logo 3 Avenue de la Pepiniere

Richmond, BC V7A 5C9 Fontenais sous Bois, Paris NA
Canada France
www.c4digital.com www.frogwares.com.ua

JANIMATION Magenta Box Pty Ltd
no logo 840 Exposition Ave PO Box 397

Dallas, TX 75226 Suite 9 950 Main Rd
United States Eltham, Vic 3095
www.janimation.com Australia

www.magentabox.com

Massive Black Inc. Monarch | GDCusa

FMV & Cinematics
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no logo 842 Folsom St 5290 W. Washington Blvd.
Second Floor Los Angeles, CA 90016
San Francisco, CA 94107 United States
United States www.GDCusa.com
www.massiveblack.com

Nikitova LLC Plastic Wax
1110 Jorie Blvd. Suite 200 34 Tennyson Road
Oak Brook, IL 60523 Breakfast Point
United States Sydney, NSW 2047
www.nikitova.com Australia

www.plasticwax.com

RABCAT entertainment Torc Interactive
Mariahilfer Str. 76/31 no logo Drumhaggart
Vienna, Vienna 1070 Muff, Donegal Co. Donegal
Austria Ireland
www.rabcat.com http://www.torcinteractive.com

Trango Interactive Tres3d
no logo Suite 307, Evacuee Trust Complex 5105 Route 33

Aga Khan Road, F-5/1 Farmingdale, New Jersey 07727
Islamabad, Federal 44000 United States
Pakistan http://www.tres3d.com
www.itrango.com

Valkyrie Entertainment Wahoo Studios, Inc.
no logo 900 1st Ave S 405 South 100 East

Suite 410 Suite 13
Seattle, WA 98134 Pleasant Grove, UT 84062
United States United States
www.valent.us www.wahoo.com

Zeppelin Design
178 Mihai Bravu, bl 222, ap 24, S2, Bucharest 
031456, Romania
Bucharest, not applyable 031456
Romania
www.zeppelindesign.com

Anino Computer Entertainment Inc. Bamtang Games
unit 905 alpa 2 bldg., trade st., madrigal 
business park, no logo Juan Fanning 131
muntinlupa, national capital region 1101 Miraflores, Lima 18
Philippines Peru
www.aninoentertainment.com www.bamtang.com

Frogwares Gekido Design Group Inc
no logo 3 Avenue de la Pepiniere no logo #208 - 402 W Pender St

Design & Writing
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Fontenais sous Bois, Paris NA Vancouver, BC V6B 1T6
France Canada
www.frogwares.com.ua http://www.gekidodesigns.com

globeCREATIVE Inc Nikitova LLC
no logo 16152 Tyee 1110 Jorie Blvd. Suite 200

Huntington Beach, CA 92647-3440 Oak Brook, IL 60523
United States United States
www.globecreative.com www.nikitova.com

Pixeltek Gaming Solutions RABCAT entertainment
no logo Shiv Sagar Estate, A Basement Mariahilfer Str. 76/31

Dr Annie Besant Rd Vienna, Vienna 1070
Mumbai, Mumbai 400018 Austria
India www.rabcat.com
http://www.pixeltek.com

Sabarasa Entertainment srl SophSoft, Incorporated
Echeverria 1825 PB no logo Post Office Box 4936
Buenos Aires, Buenos Aires C1428DRE East Lansing, Michigan 48826-4936
Argentina United States
http://www.sabarasa.com http://www.sophsoft.com

Swords & Circuitry Studios Torc Interactive
no logo 10341 Limetree Lane no logo Drumhaggart

Spring Valley, CA 91977 Muff, Donegal Co. Donegal
United States Ireland
http://Neal.Hallford.com http://www.torcinteractive.com

Trango Interactive Tuna Technologies
no logo Suite 307, Evacuee Trust Complex Redlands Business Centre

Aga Khan Road, F-5/1 3-5 Tapton House Road
Islamabad, Federal 44000 Sheffield, S. Yorks S10 5BY
Pakistan United Kingdom
www.itrango.com http://www.tunatech.com

Twelve Interactive Valkyrie Entertainment
2° Trav. Verdogne, 2 no logo 900 1st Ave S
Crotone, Italy 88900 Suite 410
Italy Seattle, WA 98134
www.twelvegames.com United States

www.valent.us

Wahoo Studios, Inc. Zeppelin Design

405 South 100 East
178 Mihai Bravu, bl 222, ap 24, S2, Bucharest 031456, 
Romania

Suite 13 Bucharest, not applyable 031456
Pleasant Grove, UT 84062 Romania
United States www.zeppelindesign.com
www.wahoo.com
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.globeCREATIVE, Inc. Anino Computer Entertainment Inc.

16152 Tyee unit 905 alpa 2 bldg., trade st., madrigal business park,
Huntington Beach, CA 92647-3440 muntinlupa, national capital region 1101
United States Philippines
www.globecreative.com www.aninoentertainment.com

BTE Soft LLC Devworks Game Technology
24/2 Avtazavodskaya Rua Funchal 203 Cj.31 Vila Olimpia
Kiev, Kiev 04074 São Paulo, SP 04551904
Ukraine Brazil
www.btesoft.com www.devworks.net

Frogwares Gekido Design Group Inc
no logo 3 Avenue de la Pepiniere no logo #208 - 402 W Pender St

Fontenais sous Bois, Paris NA Vancouver, BC V6B 1T6
France Canada
www.frogwares.com.ua http://www.gekidodesigns.com

Global Technology Management Group Nikitova LLC
5304 Lake Washington Blvd. NE Suite I 1110 Jorie Blvd. Suite 200
Kirkland, WA 98033 Oak Brook, IL 60523
United States United States
www.gtmg.net www.nikitova.com

Sabarasa Entertainment srl Santa Cruz Games
Echeverria 1825 PB no logo 312 Lincoln Street
Buenos Aires, Buenos Aires C1428DRE Suite A
Argentina Santa Cruz, CA 95060
http://www.sabarasa.com United States

www.santacruzgames.com

SophSoft, Incorporated Torc Interactive
no logo Post Office Box 4936 no logo Drumhaggart

East Lansing, Michigan 48826-4936 Muff, Donegal Co. Donegal
United States Ireland
http://www.sophsoft.com http://www.torcinteractive.com

Trango Interactive Tuna Technologies
no logo Suite 307, Evacuee Trust Complex Redlands Business Centre

Aga Khan Road, F-5/1 3-5 Tapton House Road
Islamabad, Federal 44000 Sheffield, S. Yorks S10 5BY
Pakistan United Kingdom
www.itrango.com http://www.tunatech.com

Twelve Interactive VirtualRay.ru
2° Trav. Verdogne, 2 no logo 6th Parkovaya Street, house 29A, flat 30
Crotone, Italy 88900 Moscow, Moscow 105043
Italy Russian Federation
www.twelvegames.com www.virtualray.ru

Engineering
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Wahoo Studios, Inc.
405 South 100 East
Suite 13
Pleasant Grove, UT 84062
United States
www.wahoo.com

Andy Brick Music Anino Computer Entertainment Inc.

no logo 165 MIllard Ave unit 905 alpa 2 bldg., trade st., madrigal business park,
Sleepy Hollow, NY 10591 muntinlupa, national capital region 1101
United States Philippines
www.andybrick.com www.aninoentertainment.com

Bamtang Games Beat Revolution Music + Sound
no logo Juan Fanning 131 no logo 12318 Ventura Court

Miraflores, Lima 18 Studio City, CA 91604
Peru United States
www.bamtang.com www.beatrevolution.com

Beats Universe Entertainment Blink Music
no logo 176-16 134th Ave no logo 129 Franklin Street Ste 123

Jamaica, NY 11434 Cambridge, MA 02139
United States United States
www.beatsuniverse.20fr.com/index.html www.blinkscoring.com

C4 Digital Entertainment Inc. DOGMA Projectstudio - Music- & Audioproductions
no logo 120-11960 Hammersmith Way Wetterbek 41

Richmond, BC V7A 5C9 na
Canada Kiel, Schleswig-Holstein 24107
www.c4digital.com Germany

http://www.gamemusic.de

dSonic Frogwares
no logo 110 Pacific Ave Mall #213 no logo 3 Avenue de la Pepiniere

San Francisco, CA 94111 Fontenais sous Bois, Paris NA
United States France
www.dsonic.com www.frogwares.com.ua

Gekido Design Group Inc Magenta Box Pty Ltd
no logo #208 - 402 W Pender St PO Box 397

Vancouver, BC V6B 1T6 Suite 9 950 Main Rd
Canada Eltham, Vic 3095
http://www.gekidodesigns.com Australia

www.magentabox.com

Monarch | GDCusa Nikitova LLC
5290 W. Washington Blvd. 1110 Jorie Blvd. Suite 200
Los Angeles, CA 90016 Oak Brook, IL 60523
United States United States

Audio
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www.GDCusa.com www.nikitova.com

Opus 1 Music Library Pixeltek Gaming Solutions 
12711 Ventura Blvd, Suite 170 no logo Shiv Sagar Estate, A Basement
Studio City, CA 91604 Dr Annie Besant Rd
United States Mumbai, Mumbai 400018
www.opus1musiclibrary.com India

http://www.pixeltek.com

Plastic Wax Santa Cruz Games
34 Tennyson Road no logo 312 Lincoln Street
Breakfast Point Suite A
Sydney, NSW 2047 Santa Cruz, CA 95060
Australia United States
www.plasticwax.com www.santacruzgames.com

SophSoft, Incorporated Soundrama Music / Daniel Sadowski 
no logo Post Office Box 4936 1111 81st SW

East Lansing, Michigan 48826-4936 Tacoma, WA 98498
United States United States
http://www.sophsoft.com www.DanielSadowski.net

Torc Interactive Twelve Interactive
no logo Drumhaggart 2° Trav. Verdogne, 2

Muff, Donegal Co. Donegal Crotone, Italy 88900
Ireland Italy
http://www.torcinteractive.com www.twelvegames.com

Zeppelin Design
178 Mihai Bravu, bl 222, ap 24, S2, Bucharest 
031456, Romania
Bucharest, not applyable 031456
Romania
www.zeppelindesign.com

.globeCREATIVE, Inc. Alcazar Entertainment
16152 Tyee 601 Van Ness Ave #E3314
Huntington Beach, CA 92647-3440 San Francisco, CA 90069
United States United States
www.globecreative.com www.ALCAZAR-ENTERTAINMENT.com

Gekido Design Group Inc Magenta Box Pty Ltd
no logo #208 - 402 W Pender St PO Box 397

Vancouver, BC V6B 1T6 Suite 9 950 Main Rd
Canada Eltham, Vic 3095
http://www.gekidodesigns.com Australia

www.magentabox.com

Consulting
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Massive Black Inc. Monarch | GDCusa
no logo 842 Folsom St 5290 W. Washington Blvd.

Second Floor Los Angeles, CA 90016
San Francisco, CA 94107 United States
United States www.GDCusa.com
www.massiveblack.com

Nikitova LLC Pixeltek Gaming Solutions 
1110 Jorie Blvd. Suite 200 no logo Shiv Sagar Estate, A Basement
Oak Brook, IL 60523 Dr Annie Besant Rd
United States Mumbai, Mumbai 400018
www.nikitova.com India

http://www.pixeltek.com

Prime Candidate Inc Sabarasa Entertainment srl
24045 Hatteras St. Echeverria 1825 PB
Woodland Hills, CA 91367 Buenos Aires, Buenos Aires C1428DRE
United States Argentina

http://primecandidateinc.com/default.asp http://www.sabarasa.com

SeniorGameConsultants.com SophSoft, Incorporated
5290 W. Washington Boulevard no logo Post Office Box 4936
Los Angeles, CA 90016 East Lansing, Michigan 48826-4936
United States United States
http://www.seniorgameconsultants.com http://www.sophsoft.com

Swords & Circuitry Studios Tuna Technologies
no logo 10341 Limetree Lane Redlands Business Centre

Spring Valley, CA 91977 3-5 Tapton House Road
United States Sheffield, S. Yorks S10 5BY
http://Neal.Hallford.com United Kingdom

http://www.tunatech.com

Twelve Interactive
2° Trav. Verdogne, 2
Crotone, Italy 88900
Italy
www.twelvegames.com

Dhruva Interactive Frogwares
no logo Domlur 2nd Stage, Bangalore, India no logo 3 Avenue de la Pepiniere

Bangalore 560 071 Fontenais sous Bois, Paris NA
NA, NA NA France
India www.frogwares.com.ua
www.dhruva.com

Global Technology Management Group Monarch | GDCusa
5304 Lake Washington Blvd. NE Suite I 5290 W. Washington Blvd.
Kirkland, WA 98033 Los Angeles, CA 90016
United States United States

Quality Assurance & Testing
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www.gtmg.net www.GDCusa.com

Nikitova LLC Ringtail Studios
1110 Jorie Blvd. Suite 200 4c, Tuuliku St.
Oak Brook, IL 60523 Tallinn, Harjumaa 10612
United States Estonia
www.nikitova.com www.ringtail-studios.com

SophSoft, Incorporated Trango Interactive
no logo Post Office Box 4936 no logo Suite 307, Evacuee Trust Complex

East Lansing, Michigan 48826-4936 Aga Khan Road, F-5/1
United States Islamabad, Federal 44000
http://www.sophsoft.com Pakistan

www.itrango.com

Alcazar Entertainment Animation Farm
601 Van Ness Ave #E3314 no logo 321 West Ben White, Ste 106a
San Francisco, CA 90069 Austin, tx 78704
United States United States
www.ALCAZAR-ENTERTAINMENT.com www.theanimationfarm.com

Massive Black Inc. SophSoft, Incorporated
no logo 842 Folsom St no logo Post Office Box 4936

Second Floor East Lansing, Michigan 48826-4936
San Francisco, CA 94107 United States
United States http://www.sophsoft.com
www.massiveblack.com

Swords & Circuitry Studios
no logo 10341 Limetree Lane

Spring Valley, CA 91977
United States
http://Neal.Hallford.com

Prime Candidate Inc
24045 Hatteras St.
Woodland Hills, CA 91367
United States

http://primecandidateinc.com/default.asp

Online Web Services

Placement

Marketing & PR
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Gekido Design Group Inc Global Technology Management Group
no logo #208 - 402 W Pender St 5304 Lake Washington Blvd. NE Suite I

Vancouver, BC V6B 1T6 Kirkland, WA 98033
Canada United States
http://www.gekidodesigns.com www.gtmg.net

MBSytech Nikitova LLC
628 West Imperial #105 1110 Jorie Blvd. Suite 200
El Segundo, CA 90245 Oak Brook, IL 60523
United States United States
www.mbsytech.com www.nikitova.com

Sabarasa Entertainment srl SophSoft, Incorporated
Echeverria 1825 PB no logo Post Office Box 4936
Buenos Aires, Buenos Aires C1428DRE East Lansing, Michigan 48826-4936
Argentina United States
http://www.sabarasa.com http://www.sophsoft.com

Tres3d Velocity Networks
5105 Route 33 5155 Rosecrans Ave, Suite 300
Farmingdale, New Jersey 07727 Hawthorne, CA 90250
United States United States
http://www.tres3d.com www.vel.net

Zeppelin Design
178 Mihai Bravu, bl 222, ap 24, S2, Bucharest 
031456, Romania
Bucharest, not applyable 031456
Romania
www.zeppelindesign.com

Alcazar Entertainment Anino Computer Entertainment Inc.

601 Van Ness Ave #E3314 unit 905 alpa 2 bldg., trade st., madrigal business park,
San Francisco, CA 90069 muntinlupa, national capital region 1101
United States Philippines
www.ALCAZAR-ENTERTAINMENT.com www.aninoentertainment.com

Anino Mobile Inc. Ballistic Pixel Lab, Inc.
55-a matahimik st. teachers village west, 
diliman no logo 43 Skyline Dr
quezon city, national capital region 1101 Building 4000 Suite 3001
Philippines Lake Mary, FL 32746
www.aninomobile.com United States

www.balisticpixel.com

BLAM! Devworks Game Technology
no logo 2700 19th St Rua Funchal 203 Cj.31 Vila Olimpia

San Francisco, Ca 94110 São Paulo, SP 04551904
United States Brazil
www.blam.com www.devworks.net

Gekido Design Group Inc Global Technology Management Group

Product \ Middleware \Other
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no logo #208 - 402 W Pender St 5304 Lake Washington Blvd. NE Suite I
Vancouver, BC V6B 1T6 Kirkland, WA 98033
Canada United States
http://www.gekidodesigns.com www.gtmg.net

Nexcom International Nikitova LLC
no logo FL18, No. 716, Chung-Cheng Road 1110 Jorie Blvd. Suite 200

Chung-Ho City Oak Brook, IL 60523
Taipei County 235, Taiwan 235 United States
China www.nikitova.com
http://www.nexcom.com

SophSoft, Incorporated ThreeSixty Technologies Pvt. Ltd.

no logo Post Office Box 4936
y-222, 2nd floor, Kimbarley Towers, 2ND Avenue, Anna 
Nagar West, Chennai-600040

East Lansing, Michigan 48826-4936
Threesixty Technologies Sdn Bhd, C111, CHIME, 
Enterprise Building 1,63000 Cyberjaya, Selangor

United States Chennai , Tamil Nadu 600040
http://www.sophsoft.com India

http://360-technologies.com/

Trango Interactive Tuna Technologies
no logo Suite 307, Evacuee Trust Complex Redlands Business Centre

Aga Khan Road, F-5/1 3-5 Tapton House Road
Islamabad, Federal 44000 Sheffield, S. Yorks S10 5BY
Pakistan United Kingdom
www.itrango.com http://www.tunatech.com

VirtualRay.ru
no logo 6th Parkovaya Street, house 29A, flat 30

Moscow, Moscow 105043
Russian Federation
www.virtualray.ru
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