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In the meantimeIn the meantime……
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Adventure

1975‐1979
Idea
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1st Graphic‐
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1984
Bookstore‐
Marketing

1987
Point‘n‘Click
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Interactive 
narration by 
chapter
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CD‐ROM 
breakthrough



Parallel evolution

1972
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Home 
computer 
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Game console
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Online‐Gaming 
breakthrough



Parallel evolution

Gameplay‐
mechanics‐driven

Narrative‐driven



Parallel evolution
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A citation

« Interactive Fiction is the most extreme 
example I can think of in art…

Here process is all; there is no fixed product or 
text, just the reader’s activity as producer as 

well as receiver. »
‐ Linda Hutcheon



A citation

« The claim that adventure games consist of 
nothing but ‘the reader’s activity’ is clearly 

false! »
‐ Prof. Espen J. Aarseth

Au
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Intrigant

Teacher



Application

Motivation
Target 

Audience
Accessability FlexabilityControl

Objective: Educational Game

•Author
•Beginning and 

Finish

•Interest generated 
by Story

•Memorization by 
linking to story



Application
Objective: Educational Game

adventure gamers ‐ source: own study (2004)                                        all gamers – source: VUD (1998)



Application

Motivation
Target 

Audience
Accessability FlexabilityControl

Objective: Educational Game

•Author
•Beginning and 

Finish

•Interest generated 
by Story

•Memorization by 
linking to story

• Broad audience 
aged 16‐40 

•Prior knowledge
•Point‘n‘Click
•No complex 
mechanics

•Topic‐independent

Solution: „Learning Adventures“



Application

Solution: „Learning Adventures“
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Tools

Technology

Dialogues
Puzzles

Triggers
Realtime



Technology

• „Strong Linearity“
• Much dramaturgy
• Motivational problems
• little degree of freedom
•„paper chase“

• „Strong Non‐Linearity“
• Little dramaturgy
• „Miss panic“
• Cognitive Overload
• Much freedom
•„virtual reality“

branching

Subplot‐Design

Multi‐Linearity Plotmix

Pearl necklace



Technology

by: Roberta Williams

chapter

action



Technology
Movie industry

„Hey! These things 
print money! Let‘s 
make interactive 

products!“

„Player‘s dont want to be directors“

They want to be the star

„Interactive Movies“



Technology

Don‘t „interactivate“ decisions „Interactivate“ the action!



Adaption

Accessability



Adaption
Solution: „Learning Simulationgame“

Narrative 
driven

Gameplay
‐

driven
catalyst

• Character-Brands
• Story-Mode
• Dramaturgy



Business Concepts
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Business Concepts

"Adventure Games are paradox! They combine two incompatible figures: 
Games and Narration. On the one side, the free gameplay, controlled by rules, 
on the other side the written‐down, narrative product, that can't be changed 

anymore. (...T)hey could be a prototype for new media products.“

- Dr. Klaus Walter



Business Concepts
Today Braingame’s portfolio contains high‐quality 3D adventures, 
award winning titles for children and families as well as unique info‐
and edutainment products ‐ for both PC and Nintendo platforms. 
Braingame guarantees for intelligent, cutting edge technology and 
high quality gaming with its experienced team of educators, scientists, 
media and game designers. Braingame products are published 
worldwide – with great success.

Industrial/serious Games: Besides the products for end‐consumers, 
many industrial customers have trust in the know‐how of Braingame, 
too. They have their complex contents transformed into entertaining 
multimedia‐based worlds for example.



Business Concepts

No Control of User „Classical“ models



Business Concepts

Control of User



Business Concepts

"The interaction in extrinsic concepts, be it full or in part, has never been 
analysed in a scientific way. But it's these concepts that are so important for so 
many areas: broadcaster, advertisement, education, politics, tourism, classical 

media ‐ all of these disciplines have a natural desire for control (over the 
user).”

‐ Grünwald (2007)



Example: Theme Parks

Amusement StorytellingTheme Park



Example: Theme Parks

„I think, in the future there will be more interactive theme park
attractions. I also believe, that the influence, the guests will have on 

the outcome of a story will grow bigger and bigger.“

‐ Berry Braveman

„ The technology has reached a level, where the guests can become
part in the story.”

‐ Larry Gertz

„With all these new interactive technologies coming up, this will be 
like a gold rush.”

‐ Jesse Schell
Interaction Theme ParkInteractive Theme Park

New learning possibilites

‐Museums
‐ Zoos

‐ Brandlands …



Example: Theme Parks

Control Time issues

Mass processing

Queuing problems

Safe
ty A

ccessability

Dr
am
atu
rgy

Entertainment‐Assurance

No loosing!



Example: Theme Parks

Narrative Entertainment

Control

Transportation systems

Stage design

Ticketing

Visual guidance



Example: Theme Parks

Narrative Gameplay

Control

Addressability

Realtime‐Triggering

Decentral guidance

Queueing theory

„Estate“ Gameplay



Example: Theme Parks

Darkride
Game?„Interactive Darkride“

Shooting Gallery



Example: Theme Parks
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Example: Theme Parks



Last Words

“Disneyland was a natural. It was so close to what we were 
doing in film. I thought of it a long time, but very few people 
believed in it at first. Now look at it. (…) It's no secret that 
we were sticking just about every nickel we had on the 

chance that people would really be interested in something 
totally new and unique in the field of Entertainment.”



Last Words

“{NewNarrativeGameplayExperience} was a natural. It was so 
close to what we were doing in [computer games]. I thought 
of it a long time, but very few people believed in it at first. 
Now look at it. (…) It's no secret that we were sticking just 
about every nickel we had on the chance that people would 
really be interested in something totally new and unique in 

the field of [gaming].”


