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Abstract

Video gaming is one of the fastest growing sectors in the global market. The international games
market will reach USD $110 billion by 2017. Although the economic scale of video gaming is continually
increasing in Turkey, the country has few gaming companies. Turkey has the ability to be a competitive
player in the global video gaming market; however it faces a number of challenges. This article analyzes the
current status of the Turkish video gaming sector, including examining its inherent problems and proposing
some solutions. The findings are based on a national survey conducted in 2012. Turkey has a large youth
population, presenting a good market for gaming companies. The paper finds that there is an urgent need to
develop an entrepreneurial ecosystem within Turkey. Pre-incubation centers would play a central role in such
developments.
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Video Oyun Sektoriinde Girisimcilik: Tiirkiye Ornegi

Oz

Video Oyunlar sektorii global pazarlarda en hizli biiyliyen sektorlerden bir tanesi. 2017 yilinda
buyiikligin 110 milyar dolar1 gegecegi tahmin edilmektedir. Her ne kadar sektér Tirkiye’de de
biiyiimekteyse de, faaliyetteki firma sayisi oldukga azdir. Yapisi geregi rekabetci bir iilke olabileceken,
Tiirkiye birgok farkli sorunla karsi karsiya kalmaktadir. Bu makale Tiirkiye’deki video oyun sektoriiniin
yapisi, problemlerini inceleyerek ¢oziim 6nerileri gelistirmektedir. Makalede kullanilan ¢iktilar 2012 yilinda
ulusal c¢apta yapilan bir pazar aragtirmasindan elde edilmistir. Tirkiye’nin sektore yonelik girdi
saglayabilecek ¢ok biiyiik geng¢ niifus potansiyeli vardir. Ancak bu potansiyelin kullanilabilmesi igin
girisimcilik faaliyetlerine 6zel 6nem verilmesi gerekmektedir. On kulugka merkezleri bu baglamda 6n plana
¢ikmaktadir.
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Entrepreneurial Mindset in Video Gaming
Sector Evidence From Turkey

Introduction

Video games are extremely valuable commaodities in the entertainment
industry. The revolutionary changes in digital technologies, and the
introduction of the internet, have made video gaming a powerful global
industry. The scope of video games now extends beyond its entertainment
content (www.esa.org), and is also a medium for companies to interact with
their customers and their employees, or for schools to improve educational
guality. In the United States (US), the annual video gaming revenues have
surpassed the annual Hollywood movie revenues (Brightman, 2008). While the
video gaming industry is relatively new?, particularly in relation to the movie
industry, its socio-economic growth is exceptional. It is currently one of the
fastest growing industries globally. In 2017, the global scale of the video
gaming industry is expected to surpass USD $86 billion (www.newzoo.com).

In contrast, the Turkish video gaming industry is in its infancy. The first
two games developed for the market was Keloglan (1989) and Hanger in 1992
(Y1lmaz and Cagiltay, 2005). As of 2015, there are almost 50 gaming
development studios in Turkey, representing approximately 5% of the global
sector at $464 million (Tidof, 2012). This article aims to investigate the status
of the Turkish gaming industry, and to develop policy ideas to stimulate the
growth of that industry.

To fulfill this aim, a national research project was conducted?. The study
used two research methods: a strengths, weaknesses, opportunities, and threats
(SWOT) analysis, and a questionnaire survey. First, a group of industry
stakeholders were invited to undertake a detailed SWOT analysis which

1 Although there are some older samples, the first commercial game was Galaxy
Game in 1971 (Zackariasson and Wilson, 2012).

2 The research project was managed by the author of this article and was supported by
the Animation Technologies and Game Development Center (located in the Middle
East Technical University (METU) Technopark) and the Ankara Development
Agency.
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provided a clear outline of the structure (problems and advantages) of the
Turkish gaming sector. Then, the managers of 25 Turkish video gaming
companies were interviewed to evaluate the SWOT analysis. The findings were
shared with academics and industry experts. Finally, several policy suggestions
were developed to tackle the problems in the gaming sector.

Approximately half of the surveyed video gaming companies are micro-
enterprises, employing fewer than 10 people. Moreover, many are newly
established, with 45% of the surveyed companies in existence for less than
three years. All of the surveyed companies are start-ups, and all of the owners
are entrepreneurs. The main problems facing these companies are the shortage
of a skilled workforce, the lack of state incentives, and providing channels for
marketing.

The entrepreneurial mindset is a crucial factor for improving the gaming
sector. Hence, the sector needs regulated entrepreneurial initiatives and
dedicated supports. Correspondingly, a pre-incubation process is a powerful
tool for developing the gaming industry. In pre-incubation centers, young
entrepreneurs who lack industrial experience (both financial and managerial)
are supported before establishing their startup companies. Those centers
provide support through initiatives such as training, networking, and
mentorship (Peters, Rice and Sundararajan, 2004; Grimaldi and Grandi, 2005;
Bergek and Norrman, 2008). Besides, it is known that the intervention of such
agents provides fostering market or non-market interactions to create, produce
and sell the sectoral products. This will definitely stimulate the success of the
sector as a whole (Malerba, 2002; Howells, 2006; Sapsed et. al, 2007)

Section two of the article discusses the video gaming industry in general.
The industry is analyzed economically to understand why video gaming is such
an important economic sector. Section three analyses the video gaming industry
in Turkey. Section four contains policy suggestions for developing the video
gaming industry in Turkey. The proposals may initiate further debates on
creating a working model for developing countries.

1. A Game is not Just a Game: It is a Commodity

Games, in general, are as old as humanity (Huizinga, 2013). They
infiltrate our daily lives in many different forms, and today are played
everywhere including in the streets, in schools, on the television, on personal
computers (PCs), and on smartphones. Games are entertainment, allowing us to
escape from daily stresses, to search for new challenges, or to find new sources
of joy and excitement. Video games, in particular, are a powerful tool that
offers different opportunities for people because of technological and
innovative advancements (O’Donnell, 2012; Ashton, 2011). It is possible to
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play short video games on a mobile telephone or to deeply enter into a fantasy
world in a PC-based game. Video games can also be played on a dedicated
gaming console. Different gaming platforms offer different types of content and
services; but why? The answer is simple: a game is not just a game, it is now a
commodity. Developing a video game is a business (Edery and Mollick, 2009).
All of the video gaming platforms (consoles, PCs, smartphones) are developed
for economic reasons; and the video gaming industry is extremely valuable.
The vast socio-economic world behind video games is more complex than
Blizzard Entertainment’s World of Warcraft game. Video gaming is also called
digital gaming3, because the gaming platforms are the result of the global
digital revolution.

People love games and enjoy playing games when they can. From the
enjoyment perspective, there is little difference between video games and
traditional games. The main difference is that video games offer attractive,
intense, and profound content via technology and new media (Binark and
Bayraktutan, 2008). There are many different types of video games, and not all
provide the same benefits. For example, the game company Big Fish produced
250 games in 2013, and offers fourteen different genres of games (Netzley,
2015; Bigfish, 2014). Big Fish specializes in casual games that have relatively
simple rules and short gameplay times. The gamer can play, for example, while
waiting in a queue, during a work break, or on a bus journey. It is possible to
purchase a game for a smartphone, and to consume the product in 2 hours...
and to then buy a new game. While purchasing and consuming a game is easy,
the development of that product is more difficult. Generally, video games have
an economic value dependent on the services offered. They are inarguably an
economic commodity.

There is no standard service for a video game; it is possible to play the
same game via PC, tablet, smartphone, or television. That is, games can be
provided in a different manner depending on their storyline and content.
However, the first step in the playing process is to buy the game. A video game
can be purchased without touching a physical version. The virtual landscape
means that the consumer does not have to be in the same physical place as the
desired product.

1.1. It is not Just About Game Development!

Game development is not just related to software development: the video
game industry is not the software industry. The gaming industry contains broad

3 This article uses the terms video gaming and video games.
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social, cultural, technological, and political-economic systems within which the
world of game development is rooted. The video game industry has many
economic aspects, including the development process, employment, the release
period, advertising, marketing, and intellectual property (IP) rights (Edery and
Mollick, 2009).

Different gaming platforms offer different features for different tastes,
with the developers exploiting the possibilities offered by new technology.
Several main platforms have emerged (http://www.ecchigames.com/video-
game-platforms.html; Wolf, 2012), as outlined below.

Arcade games: Arcade games were the first video gaming platforms. Such
games are generally coin-operated, and tend to be located in arcades, bars,
hotels, and similar business establishments. Arcade games are commonly styled
in upright cabinets, with their control panels located below a viewing screen.
Arcade games allow players to play individually, to take turns, or to go head-to-
head in a variety of different games. Arcade game examples include Street
Fighter, Pacman, and Pinball.

Console games: The console platform was produced specifically for the gaming
industry. Unlike PC gaming, console-based gaming requires a separate gaming
unit (console), and the use of a dedicated device that displays the console’s
output through an external monitor, typically a television screen. Today, there
are three main console producers: Microsoft Xbox, Sony PlayStation, and
Nintendo Wii.

Handheld video games: Handheld video game platforms are similar to the
standard consoles; however, the device is portable and the screen is an
integrated part of the device. Milton Bradley’s MicroVision was the first
handheld system to use removable cartridges and was released in 1979.
Subsequently, and until the 2000s, Nintendo’s Gameboy (later replaced by the
Nintendo DS) was the market leader for this platform type (Wolf, 2012). In the
2000s, Sony entered the market with its PlayStation Portable (PSP). With the
advent of smartphones, the market share for handheld platforms decreased
sharply. Sony had stopped producing PSP devices by 2014
(http://www.theguardian.com/technology/2014/jun/04/sony-psp-handheld-
nintendo).

Massively Multiplayer Online Games (MMOGs): A massively multiplayer on-
line role-playing game (MMORPG) is a type of video game that is played with
many other players simultaneously in an online persistent game world, where a
player assumes the role of a fictional character. This is a platform that is
actually owned and operated by a company; for example, Blizzard
Entertainment’s World of Warcraft.
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Mobile games: Mobile games have arisen with the popularity of sophisticated
‘smart” phones that have a huge number of features, among them the ability to
play games. These games are very low in price (some are free), and can be
downloaded to a mobile phone. Technology developments have resulted in
smart mobile phones, with multipurpose features. Mobile games can move
more freely from the screen of one device to that of another, giving them their
title.

Online games: The online game platform differs from the MMOG platform in
that it does not generally include a persistent world. Online games are video
games that can be found and played on networked computers, or computing
devices, and on the Internet, including its graphical interface, the World Wide
Web.

PC games: In the 1980s, computers became personalized. Although there are
now many different gaming platforms, the PCs is still one of the most powerful
ways to play video games. PCs can handle a broad range of game types, making
this platform a strong choice for many gamers today.

A video game can be developed for whatever platform the developer
chooses. The decision depends on the developer’s personal ambitions, and the
capability of the game studio (Zackariasson and Wilson, 2012).

1.1.1. Video Game Development: Process

Regardless of the platform, all video games follow a similar process;
from the development to marketing stages (Dyer-Witheford and Sharman,
2005). The gaming sector has a complex value chain. Constant innovation
means that the video game industry tends not to have a typical value chain. A
concurrent engineering approach to developing products is used, allowing new
games to be created quickly. Figure 1 shows the video gaming value chain
(Shah, 2005; Langlotz, Rhode, and Whaley, 2008; McCoy, 2010; Helppi,
2015). Game studios deal mainly in the first three stages of the value chain.

Figure 1: The video games industry value chain

Investment Production Distribution End User




Emek Banig Kepenek e Entrepreneurial Mindset in Video Gaming Sector: Evidence From Turkey e 649

Investment: Investment comprises the first stage in the value chain of the video
games industry. Adequate investment is needed to develop and produce video
games.

Design: The design stage requires specialized skills, and includes inputs from
designers, developers, and artists. It is also called the pre-production stage. The
overall story of the game is designed at the stage, as are the various game
levels.

Production: This stage encompasses the entire production process, and includes
the game engine and the middleware. The engine and the technology types used
depend on the game platform. During production, the project managers must
resolve any timing or planning problems. At the end of the production process,
the testing stage is initiated.

Distribution: The developed game must be sold through marketing channels to
earn money. Specialist marketers are required for the distribution stage.
Distribution can be online or through retailers. Some companies (such as
Square Enix and Electronic Arts) both develop and distribute games.

End User: The end users are all of the gamers who purchase and play games.
Their preferences determine the growth path of the industry.

In terms of development, there are also three main stages (Walfisz,
Zackariasson and Wilson, 2006; Jethva, 2015) as follow.

Pre-production: The pre-production stage includes the concept development
and the design processes. A detailed design plan is generated for the potential
game. The game type and the platform to be used are decided at this stage. The
producer and the project manager coordinate all of the teams involved in the
pre-production process, and plan the scheduled timing for each task. An active
pre-production stage means that creativity (that results in an immersive and fun
game) is built into the development process, and thereby built into the project
(Zackariasson and Wilson, 2012).

Production: Production is the most important stage of the development process.
This stage covers the implementation process and involves the cooperation of
artists, programmers, and technical directors. Production is the most difficult,
and the most expensive, stage of the game development process.

Post-production: The post-production stage involves testing and deployment of
the new game. Once the game is developed, testers must play the game to find
any bugs that it contains. Beta testing and marketing strategies are also
determined in the post-production stage.
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1.1.2. Video Game Development: People

The video game industry participants include the developers, publishers,
distributors, retailers, customers, consumers, IP-owners, platform owners, and
hardware owners. Game development is a creative and collaborative process
involving numerous disciplines; it is rooted in a particular culture producing
creative, artistic, and culturally important works (Zackarisson and Wilson,
2012).

A variety of skills are needed to produce a single product, meaning that
developing a game is not easy. A single game requires the involvement of
numerous people from different disciplines including: game design, visual
design, programming, modeling, game-level design, testing, and marketing.
However, the developer is the main actor in the process. Notably, different
actors work together as one to present a coherent and an immersive gaming
experience for the consumer (Zackarisson and Wilson, 2012).

1.1.3. Video Game Development: Publishers

Readman and Grantham (2006) suggest that the video game value chain
has changed in the last twenty years, to one that is publisher-centric. However,
the people mentioned in Section 2.1.2 could be described as forming the core of
the video game value chain—from developer to consumer—where each actor
contributes, and adds value, to the video game.

Saying that, the game developers generally lack the financial capabilities
to fund and promote their games; hence, the publishers are essential participants
in bringing games to the market. The publishers work with different developers
(third party, in-house, and independent) to build portfolios of games. While
doing this, the publishers also try to adapt the game development to the current
market trends, and attempt to establish promotion strategies.

Publishers are the industry actors who tend to take the financial risks in
video game development. The budget for an AAA game (a high-quality game,
with an expected high sales volume) is estimated at $15-$20 million for most
games. Microsoft spends an estimated $30 million developing each game. The
budgets for AAA titles seem to be on the increase, depending on the technical
platform and the genre. In addition to the development costs, there are also
marketing and sales costs. Microsoft reportedly spent approximately $40
million on the marketing and sales of Halo 3 (Zackarisson and Wilson, 2012).



Emek Banig Kepenek e Entrepreneurial Mindset in Video Gaming Sector: Evidence From Turkey e 691

1.1.4. Video Game Development: Marketing and
Distributing

Those interested in entering the gaming industry should be aware that
each game has not only its own story and development process, but also its own
marketing strategy. Selling a game is not like selling a product in Apple’s
AppStore or in Google’s Play Store. Video games have a developer-distributor
model, where the games are sold to an end user via the distributors. For
example, for PC-based games, the consumer can visit a physical store to
investigate the product, or they can use a virtual distributor (such as Steam).
Each purchasing type requires a different marketing strategy (ODTU
Teknokent, 2012).

2. Video Game Market

Generally, video games are not chance purchases. Each year, millions of
people around the world deliberately pay for and play video games. The
increasing number of games sold means increasing levels of money (Egenfeldt-
Nielsen, Smith, and Tosca, 2008). Video games are closely related to the
economy and the media. Games are very much influenced by ‘culture’, and are
the products of cultural industries (Kerr, 2006; Binark and Siit¢ii, 2008; Dymek,
2010). National culture, geek culture, gamer culture, anime culture, and
numerous other cultural aspects impact on game development and on gaming
studios alike. In other words, cultural aspects infuse the very design of a game
(O’Donnell, 2012).

The concept of culture industries was introduced by Adorno (2004). He
considers that a culture industry is operated according to a plan that aims at
increasing mass consumption using technological, economic, and cultural
ingredients (Adorno, 2004). A culture industry works independently of the
prevailing political and economic system, rather than being a fundamental part
of it (Kerr, 2006). The dissemination opportunities offered through new media
means that capitalists can target all aspects of social and cultural meanings.
Hesmondhalgh (2007) states that video games are niche aspects of culture
industries, because their planning, production, and marketing are all capitalistic:
in the end, they create profit.

Video games are a daily consumption product, played by people of all
ages. The type of game played, and the platform used to play it, are determined
by the time allotted by the player for playing the game, by the meaning of the
game, and by the budget limitations. The video game industry makes money by
selling the product directly to consumers (either through retail outlets, by
downloads, or through websites such as Steam), and by subscription fees for
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online games. However, like other culture industry products, video game
marketing is supported by intense advertisement and through trade fairs (Binark
and Siitgii, 2008).

2.1. Global Video Game Market

The video game market is growing fast. In its 2014 Global Games
Market Report, the games market research company Newzoo projects that the
international games market will reach almost $103 billion by 2017 (see Figure
2). This represents a compound annual growth rate (CAGR) of +8.1%. This is
due to the tremendous growth of both the Asian markets and mobile gaming
(https://newzoo.com/insights/articles/global-games-market-will-reach-102-9-
billion-2017-2/). The annual global game sales have surpassed the annual
global movie box office sales for a number of years. However, video games are
now a serious competitor to the entire TV/film industry, with gameplay now
eating into mainstays such as television viewing (Egenfeldt-Nielsen, Smith, and
Tosca, 2008).

Figure 2: Global video games sales (billion USD)

102,9
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Source: http://www.newzoo.com

The total sales figures hide interesting dynamics in the different
subsectors of the video gaming industry. Each gaming platform has its own
trends; for example, mobile gaming is increasing. The market for (smart)
phones and tablets is projected to increase from $17.6 billion (a total gaming
market share of 23%) in 2013, to $30.7 billion in 2016 (a total gaming market
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share of approximately 32%) and to $35.4 in 2017 https://newzoo.com/
insights/articles/global-games-market-will-reach-102-9-billion-2017-2/.

Despite the rising trend in mobile game development, the market shares
of consoles and of portable consoles has decreased. In 2010, consoles
accounted for approximately 66% of the video game industry value (Gartner,
2011). This fell to 31% in 2014, and is estimated to fall to 24% in 2017 (CGA,
2014).

Newzoo statistics show that not all regions demonstrate the same affinity
with games (See Table 1). For example, Asian and Pacific countries have
approximately one billion gamers, a total revenue of $43.1 billion in 2014, and
an annual growth rate of 14.7% (the annual average spend per customer is
$43.10). Contrastingly, in Latin America there are approximately 189 million
gamers, yet the total revenue is only $4 billion (annual average spend per
customer $21.16). In North America and Canada, there are 208 million gamers
who spent 23.8 billion for games (annual average spend per customer $114.42).
Eastern Europe and Europe have approximately 335 million gamers, with
revenues of $18 billion (annual average spend per customer $53.73). Finally, in
the Middle East (including Turkey), there are 251 million gamers, with a total
revenue of $2.1 billion (annual average spend per customer $8.37)
(www.newzoo.com).

Table 1: Game revenues by regions

Gamer Annual gaming Annual average
Region numbers revenue spend per gamer
(million) (million USD) (USD)
United States and Canada 208 23800 114.42
Europe and East Europe 335 18000 53.73
Asia Pacific 1000 43100 43.10
Latin America 189 4000 21.16
Middle East (including Turkey) 251 2100 8.37

Source: www.newzoo.com and author's own calculations?

AAA games are particularly economically valuable. For example, the
sales revenue of Grand Theft Auto V, developed by Rockstar North, exceeded

4 The last column is explored by the author in order to improve the quality and the
profoundness of the table. The results were simply obtained by dividing Column 2
to Column 1.
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$1 billion in the first three days of its launch. While it cost approximately $265
million to develop the game, over 32.5 million copies were sold
(www.gamasutra.com).

It is unclear how the gaming market will develop in the future; however,
some trends are apparent. The gaming market is clearly moving from physical
to digital platforms (Zackariasson and Wilson, 2012). Accordingly, both the
publishers and the retailers are adjusting their strategies to stay relevant to their
consumers and to capitalize on the market’s momentum. Other segments are
emerging that offer alternative business models and new types of games, and
these segments are attracting new types of gamers. While sales statistics
provide an information feedback loop to the industry, demand is extremely
uncertain. Most of the video games titles that are released do not make a profit.
However, it is clear that video games will be the biggest and the most valuable
sector of the entertainment industry for the foreseeable future.

2.2. Turkish Video Game Market

The Turkish video games industry experienced a 27% growth in current
value terms in 2014. This growth was mainly because of the rapid increase in
the popularity and use of digital games stores, such as Steam and Play Store
(http://www.euromonitor.com/video-games-in-turkey/report).  These  stores
offer a centralized location for purchasing video games. In Turkey, PC and
console game downloads grew by 59% in 2014. Additionally, the ongoing rise
in the gaming population also drove the current value growth, along with the
decreasing share of pirated software (http://www.euromonitor.com/video-
games-in-turkey/report).

Similar to the global situation, the Turkish video gaming industry
currently has an upward economic trend. The number of gaming companies,
and the scale of the market are both growing exponentially. Turkey’s 22 million
gamers represent 2.3% of the global gaming industry. The market size has just
surpassed $200 million (www.newzoo.com; Tiidof, 2012). Overall, the video
gaming industry in Turkey has significant growth potential.

Turkey’s 78 million population (2015 figure) are relatively high users of
social and mobile platforms. As of 2015, approximately 45% of the Turkish
population had an internet connection, and 36 million people actively used
Facebook. On average, each day Turkish people spend 4.9 hours on computers,
and 1.9 hours on mobile devices. Each user spends approximately 2.32 hours on
social media each day. The most used social media interfaces are Facebook
(93%), Twitter (72%), Google+ (70%) and Linkedin (33%)
(www.wearesocial.sg).
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Video games are expected to see a strong constant 2014 value compound
annual growth rate (CAGR) until 2020. The use of digital gaming platforms is
expected to become much more widespread in Turkey, and smartphone and
tablet ownership is also likely to increase. Consequently, it is predicted that PC
and console game downloads and mobile games will register constant 2014
value CAGRs of 18% and 12%, respectively. This means that these categories
will be key drivers of growth in the Turkish video game industry for the coming
years (http://www.euromonitor.com/video-games-in-turkey/report).

2.2.1. Market Analysis of the Turkish Gaming Industry

A market analysis of the Turkish gaming industry was undertaken in
2012. The analysis aimed to clarify the problems that exist in the sector, and to
establish policy ideas to resolve such problems.

2.2.1.1. Methodology

This article is based on field research undertaken in 2012. Before the
field study, a SWOT analysis was undertaken. The SWOT technique is
generally used for a product, a service, or a market when deciding on the best
way to produce, to provide, or to research the relevant thing in the future. A
SWOT analysis was used in this case, to determine the type and the content of
the market survey questionnaire. The strengths and the weaknesses that were
identified were the internal factors over which there was some measure of
control. The opportunities and the threats that were identified, were the external
factors over which there was no control (Team FME, 2013).

Approximately 45 representatives from different fields (including
academics, managers, marketing directors, designers, and journalists) in the
Turkish gaming sector participated in the SWOT analysis in April 2012,
Ankara. A random sampling method was used to define the participants. The
crucial point for sampling was the diversification of the stakeholders who
represented different fields of the gaming sector.

The main subject of the analysis was determined as the video gaming
sector in Turkey. The participants were asked to evaluate the sector according
to both its internal (strengths and weaknesses) and its external (opportunities
and threats) features. For the internal features, the participants discussed aspects
such as the capacity of the system, its advantages and disadvantages, and the
expectations of the stakeholders. For the external features, the participants
discussed aspects such as the parameters of the national sector, and the
international sector. The participants were divided into four groups. In the end,
the participants determined 23 strengths, 30 weaknesses, 11 opportunities and
ten threats in relation to the Turkish gaming industry.
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A survey of the Turkish gaming companies was then undertaken as the
second aspect of the research. The survey questions arose from the SWOT
results. There are few gaming companies in Turkey, and only the companies
that had developed games or services were included in the study. Overall, 25 of
the 285 eligible identified companies participated in the survey, an 89%
response rate. Although there is no clear database on the number of gaming
companies in Turkey, the survey used a snowball sampling method to identify
the respondents. Snowball sampling is a non-probability sampling technique
where existing subjects recruit further subjects from among their acquaintances.
As the sample builds up, enough data are gathered to be useful for research.
This sampling technique is often used in hidden populations that are difficult
for researchers to access (Neuman, 2006).

The field study used a semi-structured survey method. This method
allows the deep investigation of a subject through face-to-face interaction
(Bailey, 1994). The semi-structured interview is valuable because it makes the
respondent comfortable during the interview, facilitating the collection of:
personal information, feelings, and ideas, tacit knowledge, direct feedback on
the subject, and new questions on the subject (Bailey, 1994; Neuman, 2006).
All of the interviews were undertaken by a single researcher in May-June 2012,
The interviews were undertaken in both Ankara and istanbul.

The survey questionnaire aimed at gathering ideas from the Turkish
gaming companies on their development processes, their innovations, and their
research and development (R&D) implementations, and also on the
collaborations within the sector. The questionnaire also addressed the problems
within the sector in Turkey.

The questionnaire had four main parts. The first part consisted of general
guestions about the company (the number and profile of workers); the work
force problems; the training activities; and the competitiveness in the gaming
sector. The second part investigated the partnerships within the sector, and the
process and product innovative activities of the companies. The third part was
to establish the level of technological awareness of the companies and of their
employees. The final section addressed the gaming sector problems in Turkey
and the possible solutions.

2.2.2. It is not Easy to Pass This Level! Findings

This section discusses the findings of the ODTU Teknokent report
(2012). This report is the most comprehensive research on the Turkish gaming
sector to date.

5 On the date of survey, only 28 gaming companies were identified.
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The Turkish video gaming industry is relatively new®. Indeed, 90% of the
startups were established after 2000, and 45% were established after 2010. The
average age of a Turkish gaming company is 2.2 years. It can be difficult to
develop an industry that uses technology intensely, because the absorption of a
new game by the gamers takes a long time. Enculturation (the development of
more games, and an increase in gamer numbers) is needed to develop the
industry. Realistically, the Turkish gaming industry is in its infancy.

All of the gaming companies in Turkey have an entrepreneurial
background. Most Turkish gaming companies are established by gamers who
decide to develop their own games. The majority of the companies are micro-
sized enterprises, with 48% (12 companies) employing fewer than 10 people.
Only three of the enterprises employ over 50 people.

As mentioned in the value chain discussion and also in SWOT,
investment is critical for the development process. Unfortunately, there is no
adequate investment climate in the Turkish video gaming sector. Only two of
the 25 surveyed firms received investment capital. Most of Turkey’s gaming
companies have a domestic co-founder. There is no foreign direct investment in
Turkish gaming entrepreneurs; this is because the Turkish gaming sector is in
its infancy. This why the competitive level of Turkish sector remains low if
compared with the globe.

In relation to employees: 14% of all employees have managerial duties,
80% work in the production process, and 6% work at the administrative level.
Interestingly, in common with many micro- and small-enterprises, all of the
managerial employees also work in the production process. Turkish gaming
companies tend not to have a formal organizational structure, because of the
lack of a skilled workforce for both management and production, and because
the sector is relatively underdeveloped.

Of the companies surveyed, 90% (22 companies) have difficulties
finding a skilled workforce; especially in the fields of programming, design,
and marketing. All of the managers in the small companies deal with both
project management and marketing. Additionally, 80% (20 companies)
specialize in game development processes. There are roles in many different
fields of expertise in the development process. Clearly, the availability of a
skilled workforce is key to the future of the gaming industry. Therefore, it is
essential to implement educational policies regarding the training of people for

6 If the start of the video game industry is defined by the introduction of the first coin-
operated video game (Galaxy Game, in 1971), then the industry can be considered
to be 40 years old. Earlier games were not commercially used (Zackariasson and
Wilson, 2012)
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game development. Such policies should be implemented in accordance with
the demands of the private sector. Second and third level educational
establishments should run specific gaming-related courses, such as game
development, and marketing. Turkey had no game development course prior to
2009. The first postgraduate program in game technology was initiated by the
Middle East Technical University (METU) in 2009.

In relation to the game types used: 45% (11 companies) develop mobile
and online games. All of the surveyed companies have the ability to produce
games for multiple platforms (they have the appropriate capacity and
flexibility). Additionally, 84% (21 companies) believe that they can increase
their production capacity without changing platform. However, only 32% (8
companies) earned money from solely developing games. This is because,
along with developing games, most companies provide consultancy services
and produce sophisticated digital services for other companies.

In relation to development plans: 87% (21 companies) have short-term
plans (1 to 2 years). Such plans focus on developing more games, and on
becoming an established company in the market. Only 45% (11 companies)
have long-term plans (6 to 10 years). Clearly, their lack of experience makes
startup companies fearful of the future. Successful game development requires
knowledge and experience. It is difficult for developers to develop the right
game at the right time: there are lots of examples of failures. While
development is the first and most crucial step, the right strategy for marketing is
also crucial. Identifying the correct marketing strategies may come with
experience, and developing and releasing more games to the market may give
this experience. However, this process takes time. Pre-incubation centers that
support gaming companies can shorten the length of time that this process
takes, and can help to decrease company vulnerabilities. The long-term plans of
Turkey’s video gaming companies are about becoming multinational
companies.

The number of gaming companies is very limited given the size of the
Turkish economy and population. Most of the gaming company managers know
each other, which can be beneficial. For example, the companies may exchange
information about potential employees. It should be easy to establish a network
among the video gaming companies in Turkey, because there are so few of
them. However, interestingly, 56% (14 companies) believe that the other
companies never share their experiences, and 64% (16 companies) do not trust
the other companies in the sector. Further, 60% (15 companies) state that there
is no knowledge pool that is updated continuously. Overall, the Turkish video
gaming companies clearly do not generally share information with each other.
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Most of the companies (22 out of the 25 companies), believe that there is
no organizational culture within the industry. The companies are reluctant to
work together. Industry associations are beneficial to the overall industry,
because they allow the gaming companies to determine the industry structure.
Otherwise, it may be determined by people who have no knowledge of games,
or of the gaming sector. A state body, the Turkish Digital Game Federation,
was established in 2011, and closed down after 2 years. After 2012, two non-
governmental organizations (NGOs)—the Digital Game Developers
Association” and Oyunder—were established.

All of the surveyed companies had published games since their
establishment. In 2012, over 500 games had been developed in Turkey; in 2015,
this number was approximately 1,000. Although the number of developed
games is increasing, the expected economic success cannot be reached because
of a lack of investment (ODTU- Teknokent, 2012).

It is clear that the video gaming sector has crucial problems in Turkey.
But, as it is mentioned by sector leaders in SWOT, the main problem is about
culture. The success of an industry comes with socially and historically
embedded foundation of creative imaginary flora complemented by skilled
workforce (Aoyama and Izushi, 2003). For example, Nintendo is the most
important figure behind the success of Japanese video gaming sector. It was
established in 1889 and published its first video game in 1983. Besides, the
presence of competitive electronics industry has provided necessary labor pool
and socially legitimate climate for game development culture in the country
(Aoyama and lzushi, 2003). Unfortunately, in Turkey, the first game was
developed in 1989 but the first and the only global success comes with Mount
and Blade which was published in 20088.

3. Insert Coin for the Next Level? Analysis and
Recommendations

Arising from the study, the following recommendations are made for
supporting the development of the Turkish video gaming industry. But, it would
be better to state that the biggest game producer countries are Japan and USA
have also written the history of video gaming sector. For example, Nintendo

7 The name of this Association was changed to Turkish Game Developers
Association (TOGED) in 2015.

8 This game was developed by Taleworlds Company and was named as one of PC
Gamer’s Top 100 games of all time (https://www.taleworlds.com/en/
Content/Company )
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from Japan which was established in 1889 published their first video game in
1983 and changed the content of sector in 1985 by dint of Mario Brothers. Such
kind of success does not arise abruptly. That means it comes with intense
gaming culture and education as it is in those countries (Aoyama& lzushi,
2003). Unfortunately, the number of World-class video game produced in
Turkey is 1: Mount and Blade was published in 2008. So to say, the
recommendations mentioned below require more deep gaming culture within
the Turkish public sphere.

Support entrepreneurial activities: In Turkey, the video gaming industry has
grown exponentially, both quantitatively and qualitatively, in recent years. All
of the companies in the sector are small or micro-enterprises, and most are
startups. This means that improving the quantity and the quality of the
entrepreneurial activities will definitely stimulate the progress of the video
gaming industry. Notably, the entrepreneurial eco-system needs to be supported
by specific policies.

Prepare a national strategic plan for gaming: Generally, it is nearly impossible
to fully develop an industry with no state supports. Because of its considerable
growth potential, Turkey’s video gaming industry should be considered a
priority sector, and specific policies should be established for it. All of the
stakeholders with an interest in the sector should unite and should prepare a
national strategic plan for gaming.

Monitor technology developments and plan for the future: Video gaming is
closely related to developments in technology. Video games can be developed
in any platform that the technology allows. Therefore, the policymakers and the
private sector should closely monitor the developments in technology, and
should prepare projections of the future. This is also true in relation to
marketing strategies. The projections should also contain related R&D and
innovative aspects, and national policies should be based on these projections.

Foster special educational initiatives: The major problem facing Turkey’s video
gaming industry is the lack of a highly skilled workforce. The industry does not
just need coders and designers: the industry needs a young and skilled
workforce who are acquainted with the game culture, and who has the
philosophy of design and coding. The educational system has a clear role here.
Particularly, there should be more courses on gaming at the university level.

Game development is not the only process in the gaming industry;
marketing and project management are also important aspects. Therefore,
young people should also be educated in these fields. Notably, entrepreneurship
should be taught at every level of the educational system.

Develop support legislation: Turkey also needs a specific, and clearly
established, a legal framework for IP rights. The ownership of a product or an
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idea has always been problematic. Further, legislation must provide a secure
marketplace, by preventing black marketing, and by regulating payment
systems. The rating system for games could be determined by laws. This would
make it easier for video games to be accepted culturally by the general public.
In other words, the negative perceptions of video games can be diminished via
proper regulations.

Develop marketing and payment systems: For the gaming sector to perform
well, it is important to implement specific development and product models.
Especially, marketing and proper payment systems that are specific to games
should be built.

Advance collaborations: To develop the video gaming industry, the
participating companies should collaborate properly. NGOs are important in
this respect. Such organizations can improve the trust between the stakeholders.
Currently, in Turkey, there is no relationship between two video gaming NGOs.
Both NGOs should take proactive roles in the market.

Acknowledge the key role played by pre-incubation centers: Pre-incubation
centers should be supported by specific incentives. Young entrepreneurs should
be well prepared for the challenging aspects of their sectors before entering the
market. Experience, and the learning by doing, are critical in the video gaming
industry. Pre-incubation centers are the best places to absorb the required
experience and knowledge.

Such organizations are considered as bridging organizations that
mountain interaction among various actors in the sector, such as developers,
publishers, academicians, journalists, entrepreneurs...etc (Sapsed et. all, 2007)
They can compensate the weaknesses of young entrepreneurs by stimulating the
network among those actors and bring the success.

3.1. University-based Pre-incubation Centers in
Turkey

The development of new research/technology-based companies has
become increasingly important in today’s competitive economies. Faced with
this challenge, some governments are collaborating with local business leaders
and entrepreneurial universities to promote the development of their regions.
Such initiatives link technology, capital, and know-how. This then: leverages
entrepreneurial talent, accelerates the development of new technology-based
companies, and accelerates the commercialization of technology (Smilor and
Gill, 1986).

A pre-incubator is a facility for very early stage start-up companies. Such
companies have yet to: formulate a business plan, develop a prototype, or
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establish an entrepreneurial team. Pre-incubators lead the embryonic business
to an investment and/or market-ready stage.

In a pre-incubator facility, the tenants (the startup companies) have
access to managers, and to administrative, management, financial, legal, and
insurance consultants, as well as to scientists, academics, and prospective
customers (Peters, Rice and Sundararajan, 2004). The main role of the pre-
incubation facility is to increase the experience and the competences of its
tenant entrepreneurs.

Universities are important to technology-based companies for two
reasons (Mian, 1996). First, they are perceived as a source of research (basic
theoretical inquiry, and access to faculty and facilities), as well as a source of
skilled employees. Second, at both state and local levels, programs (such as
university business incubators) foster university-technology entrepreneurship
linkages as a means of attracting, and supporting the development of,
companies. In other words, the particular emphasis is given to research related,
tech-based convergence between the university and the companies. By dint of
close proximity of these two actors, technological innovation will be more
intense (Mian, 1997).

The pre-incubator stage involves the establishment of the necessary
market and product/process competences to make the startup venture appealing
to the interests of business angels and venture capitalists, or to sell in the market
(Todorovic and Suntornpithug, 2006). A young entrepreneur must take many
important steps in the initiation phase (Baron and Shane, 2004), including:
developing the idea for a new product or service; searching for the required
resources (information, finance, and people); developing the business model;
producing the product for the market; and selling the product in the market. All
of those steps are inevitably affected by: individual factors (such as skills or
motive); grouping factors (team management); the development phase
(technical problems); or the marketing process (interactions with venture
capitalists or customers).

The role that the incubator plays in the entrepreneurial process has
developed from such requirements. Starting at the first step in the process, the
incubators provide both physical and cognitive support, such as office spaces,
networking opportunities, or mentorship (Baron and Shane, 2004).

All of the gaming companies currently in Turkey are startups. They are
established by young entrepreneurs. Therefore, by providing special
mechanisms for young entrepreneurs, the gaming industry can be substantially
developed. The support mechanisms can be achieved through University-based
pre-incubation centers.
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There is one pre-incubation center in Turkey that solely supports gaming
game projects: the Animation Technologies and Game Development Center
(ATOM). Established in 2008, ATOM has two target industries: games and
animation. Its main aim is to contribute to the development of the Turkish video
gaming industry via supporting entrepreneurial activities. A secondary aim is to
train a highly skilled workforce. As of 2014, ten companies had graduated from
ATOM, developing over 200 games for the market among them. Since then,
ATOM working groups have launched over 20 games.

ATOM was the first, and only, pre-incubation center in Turkey until
2011. Now, there are approximately 20 pre-incubation centers. Most have
supported some game development projects; however, they are specialized to
particular areas, like the ATOM incubator.

Conclusion

Turkey has the ability to take part in the global competitive market in
general, and in high technology products in particular. However, Turkey’s
video game industry is developing very slowly. To boost its development,
crucial steps and actions should be taken. The relevant stakeholders—the public
sector, the private sector, and academia—should collaborate. The support of the
state and the public sector should be ensured. A national strategy should be
formulated and enacted. At present, all of Turkey’s video gaming companies
are very young, and they lack the relevant experience. Turkey has many young
and talented minds who are interested in the video gaming industry. These
minds should be supported. Crucially, Turkey must find the means to develop
its gaming industry so that it ‘passes to the next level’.

Video game industry is relatively young and small. 45% of the firms
were established after 2010 and employ fewer than 10 people. It is assumed that
this kind of infancy is a hamper for Turkey. For example, there is no foreign
direct investment in video gaming sector. Another serious problem is the lack
of skilled workforce; notably in programming, design, and marketing. For that
reason, it can be assumed that pre-incubation centers whose aim is to explore
university- industry cooperation are very crucial for the development of the
sector.

Most of the companies have developed mobile games as it is in the
world. The market share is reached to 30 million dollars in 2016. Unfortunately,
those firms have no long- term plans. Most of them have short of medium-term
plan for the future. This also shows how the gaming sector is unstable in
Turkey. Moreover, interestingly, 56% (14 companies) believe that the other
companies never share their experiences, and 64% (16 companies) do not trust
the other companies in the sector. Although, the economic power of sector is
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not at higher levels, the Turkish video gaming companies clearly are not keen
on sharing information with each other.

This research is limited in that it was conducted in one developing
country and the results are specific to the conditions in that country. However,
the methodology used in the study could be used as a framework for analysis in
other developing countries. Further research, particularly comparative studies,
are needed to understand the scope, the impacts and the industry of video
gaming. For example, customer network analysis of the companies (Shankar&
Bayus, 2003) may contribute to a clarification of the scope and the future paths
of the whole industry.

Notably, there is an increasing interest from academia in video gaming.
As the industry grows, it will also attract the attention of the government and
other structures. This enhanced interest will lead to a further deepening in our
understanding of the industry.
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