


STAR FLEET BATTLES
iiiiiiiiiiiiiiiiim iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiim iiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiim iiiiiu iiiiiii

THE CAMPAIGN 
DESIGNER’S HANDBOOK

TABLE OF CONTENTS

INTRODUCTION TO CAMPAIGNS............................................................................................2 

THE STRATEGIC ARENA.......................................................................................................... 7 

ECONOMICS.............................................................................................................................13 

LOGISTICS............................................................................................................................... 16 

CONSTRUCTION...................................................................................................................... 19 

SCENARIOS............................................................................................................................. . 25 

COMMAND LIMITS................................................................................................................... 30 

TECHNOLOGY......................................................................................................................... 37
T H E  T E C H BL O C K T E C H N O L O G Y S Y S T E M ..... :.................................................................................................. 39

RACES...................................................................................................................................... 64 

OTHER CAMPAIGN CONSIDERATIONS................................................................................70
R E P AIR S ..................................................................................................................................................................... 70
R E FITS A N D U P G R A D E S ......................................................................................................................................... 72
T H E  S T R A T E GIC  S E Q U E N C E  O F  P L A Y ............................................................................................................... 74
LE G E N D A R Y O F F IC E R S ..........................................................................................................................................75
S T A R S HIP C R E W S ................................................................................................................................................... 79
E S PIO N A G E  A N D S A B O T A G E ................................................................................................................................ 82
MIN O R S HIP IM P R O V E M E N T S ............................................................................................................................... 84
RAND O M E V E N T S .................................................................................................................................................... 85

DESIGNER’S NOTES AND PUBLISHER’S INFORMATION...................................................87 

SUPPLEMENTARY MATERIAL
P S E U D O-HIS T O RIC AL C AMP AIG N MAP (4 S E C TIO N S).................................................................................... 88
C AMP AIG N S TA R S HIP R E C O RD F O R M ............................................................................................................... 92
S SD S F O R C O N S TR U C TIO N D O C K S A N D W A R P G A T E .................................................................................. 93



INTRODUCTION STAR FLEET CAMPAIGNS

INTRODUCTION TO 
CAMPAIGNS

Wha t is a campa ign? A campa igns is an en tire  war or 
portion of a war, to ld through a series of ba ttles, each leading to 
the other in an orderly sequence . A campa ign is strategicsthe 
indiv idua l tactica l ba ttles (scenarios) have importance , but only 
as a means to achieve the grea ter stra tegic goa l. As the saying 
goes, it is poss ib le to w in a ba ttle but lose the war (and, 
natura lly, the reverse holds true as well).

The strategic goal is the overa ll ob jective—be it po litica l, 
territoria l, or wha tever. In contrast, a tactica l ba ttle involves a 
loca l conflict between units or e lements. Think of ba ttles (which 
we w ill term “scenarios” from th is point onward) as a stepp ing- 
stone to the  campa ign ob jec tive , a subse t of a gre a ter 
macrocosm of combat.

W H Y H A V E  A  C A M P AIG N ?
C ampa igns have much to offer, but th e ir best fe a ture is 

adding a sense of overa ll purpose to your S F B-playing. Many 
S F Bers enjoy individua l scenarios, and are content to figh t a 
simula ted historica l ba ttle or work the ir way out of an intrica te 
situa tion. They then leave the gaming tab le a fter the scenario 
has reached a sa tisfactory conclusion . A fter a while , however, 
th is can lose its interest—especia lly when players are part of a 
group of more than three or four gamers.

A t th is po in t the fre e-for-a lls (and th e ir innum erab le 
deriva tives) begin, but even these lose the ir flavor a fter a time . 
Wha t’s the point of ge tting toge ther to face Joe and M ike and 
Bob ye t aga in? If I ge t destroyed, wha t’s the difference? Why 
shou ld I bother try ing to d isengage? Why shou ldn ’t  I se lf- 
destruct even though I’m bare ly crippled?

C ampa igns answer these questions—they add a sense of 
meaning to your gaming. Suddenly, you care if your F edera tion 
C A ge ts the saucer away safe ly, or if your Legendary Naviga tor 
can beam over to a friend ly ship in time to avoid perishing with 
the rest of his ship’s crew. Rules for tracking crew losses, fighter 
p ilo t qua lity, sp lit econom ic/comba t BPV , and so on suddenly 
have meaning. What happens in one game now a ffects wha t will 
happen in future games, so you now have a reason to come 
back!

There are other reasons to have a campa ign, too:
Campaigns keep gaming groups together, and keep 

interest in SFB high. S ince the typ ica l campa ign takes months 
or years to comple te , joining one is a long-term comm itment. A 
player who tru ly ge ts involved in the campa ign is not like ly to 
leave the group, even if his pos ition is overwhe lmed by an 
opponent (he w ill just jo in forces with an a lly). Friendships grow 
be tween a ll players, a lly and enemy a like , as they brag, taunt, 
and discuss stra tegies among each other.

Campaigns give you something to think about during the 
days between gaming meetings. If your group mee ts tw ice a 
month, you’ ll rare ly th ink about S F B be tween sessions, but a 
campa ign changes a ll tha t. You’ ll find yourse lf d iscuss ing 
options, making decis ions, and working out de ta ils whenever 
you have fre e tim e . C ampa igns offer a wea lth of a lterna tives 
and choices which on ly the individua l players can make , and 
these w ill rea lly ge t your mind working.

Finally, campaigns explore a hidden side of SFB. On the 
surface , you see only tactics , but in a campa ign you enter the 
stra teg ic leve l. Your empire has thre e DNs—where do they 
need to go? Shou ld you a ttack ano ther p layer or guard 
important worlds? What about econom ies, production , overa ll 
force structure , and so forth? These are th ings the S F B rules 
touch on only brie fly.

[CAMPAIGN ELEMENTS \

D esigning a campa ign involves the construction of a se t of 
rules where in each p layer w ill bu ild and move his forces in an 
a ttempt to accomplish the overa ll stra teg ic ob jective (i.e ., win 
the campa ign). As the campa ign designer, you w ill write these 
rules however you like , but be fore writing anything specific, you 
shou ld fa m iliariz e  yourse lf w ith th e  bu ild ing b locks of a 
campa ign— in other words, the campa ign e lements.

The fo llow ing list includes many of the e lements of a good 
S F B campa ign. Not every campa ign needs to have a ll of these 
e lements, and some have jus t one or two . It’s up to you , and 
your gam ing group, to decide which of these you wish to use . 
Once you’ve decided, then you ge t down to writing actua l rules.

C E N T R A L C O N T R O L
There are two ways to con tro l a campa ign—w ith a GM or 

w ithout. A GM is a “ G amemaster,” or game contro ller, who 
oversees the physica l opera tion of the campa ign. The GM is 
responsible for writing the rules, ma inta in ing the map (if any), 
contro lling any tac tica l scenarios, making impartia l judgments 
when required, and so on.

If a GM is used, he norma lly does not partic ipa te in the 
actua l campa ign itse lf (other than as its overse er), unless the 
rules are written so spec ifica lly th a t they canno t be open to 
interpre ta tion. (A lterna te ly, you cou ld use a democra tic process 
to so lve ru les d ispu tes .) O therw ise , the GM canno t rema in 
impartia l whenever a decision is ca lled for. Impartia lity is an 
absolute requ irement in a GM! Many campa igns have fa llen 
apart because a GM makes a judgment viewed by others as fa ir 
only to himse lf or his best friend . Would you continue to play in 
a game when you knew th a t if you a ttacked the G M ’s buddy, 
every ruling would go aga inst you?

If a GM is not used, then the rules must be written so tha t 
the campa ign opera tes autonomously, w ithout requiring direct 
contro l. The movement of units, for example , w ill usua lly be 
v is ib le to a ll p layers (o therw ise accusa tions of che a ting w ill 
arise). GM-less campa igns can a lso be computerized, w ith data 
stored in a computer da tabase and processed by a custom- 
written program . To prevent che a ting , the  da tabase can be 
encrypted, or stored on d isk in a sea led enve lope . O f course , if 
your group is lucky enough to include a very trustworthy player, 
these precautions w ill not be necessary.
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BUILD YOUR OWN GALAXY!
Everything you need to design and run your own Star Fleet Universe campaign!

CAMPAIGNS are the ultimate expression of Star 
Fleet Battles. Only in a cam paign setting does 
everything —  cost, fleets, technology, availability, 
movem ent, econom ics, dep loym en ts  —  com e 
together into a complete picture of war in space!

The CAMPAIGN DESIGNER’S HANDBOOK
provides options allowing you to create a campaign 
th a t su its  yo u r own ta s te s  and in te re s ts .

STRATEGIC ARENA: Maps and ideas on how to lay 
out your universe for conquest! Historical, hexagonal, 
o c ta g o n a l, la rge , or sm a ll, i t ’s up to you!

ECONOMICS: How to buy, build, and supply your massive space fleet, while keeping the amount of 
paperwork under control so you can focus on the battle. New SSDs are provided for Naval Construction 
Docks and Warp Gates. The innovative TechBlock system provides players with the opportunity to 
buy the technologies that will win battles, or gamble on the technology to win wars! Everything is 
cove red , in c lu d in g  repa irs , re fits , up g ra d es , p lus  new im p ro ve m e n ts  and va r ia n ts . 
Wars are fought for money —  design yours so you can play to win!

SCENARIOS are the whole point of a campaign; 
everything else is designed to deliver your ships to 
the battle. This handbook includes several options 
and concep ts  for genera ting , se tting  up, and 
controlling the size of scenarios.

RACES: How to fit them into your campaign so that 
each can strive to fulfill its destiny.

AND MORE: Strategic Sequence of Play, legendary 
officers (including several new types), outstanding 
and poor crews, and entirely new rules on espionage, 
sabotage, and random events!

Th is product adds new s tra teg ic game play 
situa tions, ships, and concepts for S tar F leet 
B a ttles . You must have a t le a s t th e  S F B 
B as ic S e t to use th is m a teria l. C ampa ign 
options are discussed for all of the advanced 
and supp le m e n tary produc ts in the  gam e 
sys tem; us ing thos e  op tions w ill re qu ire  
those products.
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