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PART I INTRODUCTION

The K onami Entertainment Corporation is a Japanese bom company founded by Kagemasa Kozukiin
1969. The company originally started out as a jukebox repair company in Osaka. The company then
moved onto video games in 1981 with the release of iconic titles such as: Frogger and Super Cobra.
Since then, Konami has become a multi-national publisher. The company currently has an annual

reverue of $3.24billion and net income of $113 million.

K onami's has since developed and published some of today's biggest and best video games: Metal

Gear, Silent Hill, Dance Dance Revolution, Castlevania, Contra, etc.

We are targeting K onami Digital Entertainment, Inc America. While the Japanese division of Konami
(K onami Corporation) may be the main source of income because its wide variety of other products
and services in Japan and other Asian countries, K onami Digital Entertainment, Inc suffers from
numerous marketing flaws that not only damages the company's image but lowers the amount of

possible profit.

K onami America itself acts as a publisher of video games within English speaking territories. The flaws



that come from K onami America's marketing, advertising and public image stems from a lack of

understanding of the current market as well as haphazard approach at representing its games.

Rushed development of several of its games may be a substantial sin for a video game publish to
commit, but much damage to the company and prospective sales of its games come from the utter lack
of marketing. The last two years have shown that Konami America struggles with the most basic of

tasks that a company should do in order to promote their products effectively.

K onami Entertainment America is the company for our marketing project due to its troubling lack of
focus with its marketing and public image. Because of Konami America's actions as of late, their
potential profits suffer immensely. Releasing more than one sub-standard game this year, failing to
marketing and advertise their games, failing to commumicate with the press and consurners, and
becoming a target of criticism by the games industry is destroying the company. Change is required in
order for the company and its consumers to benefit. Konami America needs to shape up. We will be
documenting how K onami can change by listing the company’s faults, own beliefs and how they’re not
being met in the Western market, and how they can promote/sell their video games more effectively

outside of Japan.



PART II: COMPANY HISTORY AND PHILOSOPHY

1._History of the company:

Konami’s corporate rise occurred during 1980s and early 1990s, when the Famicom
home-entertainment consoles became a big success for the company as they produced and
manufactured many games for the console. The company then moved onto release iconic titles such as:
Frogger and Super Cobra. Since then, Konami has become a nulti-national games publisher. K onami’s
market of video game in Japan can be said to be an invincible power. By 1992 Konami became large
enough to be a Japanese third party manufacturer. "SEGA Corporation and NAMCO cooperated m
1992 to 1993. This created competition for KONAMI and high demand for 3D games. People began
to look forward to more 3D games on their chosen console platform. Although, KONAMI had a strong
economic standing due to the success of their products, between 1995 and 1995 they saw a massive / g
drop in stock; an operating loss of $4 per share.Subsequently KONAMI began to deploy strategic
plans, which produce gradually from shooting games, which was the old key, to sports and action
games. In the year 2000, Konami again reached new successful heights. Konami became the only

international fisted enterprise in this area. The 2002 annual KONAMI turnover was more than 250

billion yen, of course, KONAMI became the leader of the game software vendors.

2. History of the video game m US:

In 1978, KONAMI created and began to market video games using microcomputers. In 1982,



K onami of America, Inc. was established in the US. In 1997, Konami Gaming, Inc. was established in

the US.

3. Corporate Philosophy:

Customer-Oriented: It means that the customer comes first. What customers want is the thing
the company need to create. The direction is decided by customers’ need. And through providing
customer with the highest quality of products and services satisfy customers’ need. Then these
customers will be supporting for the company all the time. No customers means no market and also

means no profit. So I think the Customer-Oriented is vital.

Our Challenge: It is to boldly seek to achieve goal without worrying about the failure. No matter
how successfill a company are now, it also need to create new products to catch customers’ eyes. No
matter how strong a company it is, there are lots of difficulties for it to deal with. Cars need fuel to run,
likewise, these challenge would be a pressure or a thrust to push the company forward. So these

challenge is the power of the company to move, to create much more profit.

Response to Change: Its customers’ needs are also changing every day. In order to bring new
blood into the company to attract custormers” attention, it needs to respond to change and do more
things and create more products. Ifnot, as time goes on, its customers will lose their interest on a thing,

which is the same all the time, and then, of course, the company cannot get profit and is in a hard



position.

Compliance: Nothing can be accomplished without norms or standards. Neither can a
company. Complying with laws and ethics is the first step in gaining the trust of its stakeholders. A
well-organized and principled company can run for a long time because it has a set of rules and ability to
face problems. When the leader make a decision, it will be performed in a short time if the company is
well organized. So compliance is like many parts of a car, which can refer to a company, and

compliance push the company to move.

4. Marketing Strategy:

“We, Konami Group of companies, are aiming to be a business group that is always highly-expected by
all the people around the globe, through creating and providing them with “Valuable Time”.”

This is the goal of the company. And through what I know about this company, before it developed a
new kind of video game, they will do market research to make sure that it will be of quality. . Then they
focus their attention on developing games. Once this game is successful, it will try to do a second one of

this game, which it has better sounds, images and so on. If there is no accident, it will publish a new

game every year or few years to maintain the amount of their customers.



Part ITl: ENVIRONMENTAL ANALYSIS

Konami Corporation has a net income of 10,874 million JPY (113 million USD) in 2012, Comparing to
its net income in last year, it has already decreased 40.7%. But relatively, right now its revenue is
309,771 million (3.24 billion USD), which is up 4.2%. On the other hand, K onami Corporation has

over than 5700 employees around the world.

Konami's has since developed and published some oftoday's biggest and best video games: Metal
Gear, Dance Dance Revolution, Castlevania, Contra, etc. the most famous among them can be

argued to be Metal Gear.

Most Konami’s video games target more in the Eastern Asian market. For example, its sports soccer

game Pro Evolution Soccer is widely popular in Japan, China and Taiwan, almost every game player
knows it. But in the America’s market, it has it biggest competitor, FIFA Soccer, which was released
annually by Electronic Axts. Pro Evolution Soccer under Konami only covers a few percentages of

sports games in the American’ market was defeated by another global game publisher Electronic Arts,

Inc. (Leigh).

As a global publisher, Konami’s video games all have unique Japanese culture. Its famous horror series,
Silent Hill 1s one of the specific examples. Silent Hill was created as a direct competitor to Capcom's

Resident Evil series. In the game, the town Silent Hill is a New England town in the valleys. The game



designers at first created an America local town and its local culture. The game is full of religion, crime,
and psychology problems. Because of the themes of cult and blood sacrifice, the whole town became
one evil place. This is the background of whole games. It seems a totally American culture game, but
after the consumers play it, they found the game is still full of Japanese culture and elements. For
example, in the all six games, nurse is an important monster, play its own role in the games. In the
Japanese culture, whatever in the reality life or in the horrible movies, Japanese all believes that nurse is

one cursed job.

In the huge amount of Japanese games, movies or novels, it always ghits the terrible stories of hospital
and murses. On the other hand, Japanese games always add lots of western culture elements inside the
game, such as , we can easily find plenty of Christianity elements. Many angels and demons which have
appeared in the Bible, are added into the story a lot. But it still has its own Japanese culture. This kind
of combination make many players cannot understand the meaning in the game, and also players are

tired of the religion in the game. So the games were sold as well as they expected first.

Konami’s products in the American market have two main competitors, Electronic Arts Inc. and
Activision. The first one published the FIFA Soccer, which the soccer game have a conflict with the
Konami’s soccer game Pro Evolution Soccer. Electronic Arts Inc. also has one popular first person
shooting game Battlefield, which has against the Metal Gear Solid, one of the hottest video games
which was released by Konami. The later one has the most famous first person shooting game, the Call

of Duty series. Battlefield and Call of Duty both have huge amount of players all over the world, and



great part of them play both. Call of Duty also is recorded as the best sell video games in the world, by
November 11, 2011, the Call of Duty series have already sold out 100 million copies, become the first
bestselling first person shooting game in the world. Therefore, the Konami’s products in the American

market are all defeated by the US local company.



PART IV: DESCRIPTION OF TARGET MARKET

The target market of Konami: Konami’s products are mostly sold in the Asian area, especially in Japan.
Because their video games are close to the Japanese normal culture, story and life, so its products have
a high popularity in the Japan. On the other hand, based on the effect of Japanese culture, many Chinese
and Koreans are interested in the Japanese games. Konami’s video games act as one typical role

among these video games (Leigh).

Though Konami’s products sold very well in Asia, Konami fails to properly manage their American
market' they employee dated strategies that do not properly engage American consumer. Metal Gear
Solid is an exception due to this arguably bemg their flagship series. Konami's games have a many fans

in both the East and West, but their tactics in the West are not adequate.

According to the Entertainment Software Rating Board (ESA), the average game is a 30 year old male
who has been playing video games for over 12 years.l 47% of gamers are women, which is an
mcreasingly growing demographic as the entertainment medium moves forward—68% said to be male
("Game Player Data”). The ESA lists both male and female gamers are on average above 18 years of
age. With these numbers, Konami's target demographic is easy to identify but nmust be specialized per
video game due to genre and content differences--shooter fans may not like Konami's Dance Dance
Revolution series.

Konami fails to target these demographics appropriately due to their lack of marketing promotion,



which boils down to limited advertising with little reach, and poor PR skills. The culfure gap between
Konami's Eastern and Western markets do not stem from their game's content, but their marketing
beliefs and strategies—the Western market receiving the short end of the stick when they should be

approached in the same way as Eastern markets: aggressively in order to inform and attract.



PART V: ANALYSIS OF MARKETING MIX

Product:

Product mix

Video game franchises: Metal Gear, Silent Hill, Castlevania,, Contra, Yu-Gi-Oh, Frogger, Zone of
The Enders.

Trading cards: Yu-Gi-OH!

Mobile games: Frogger Pinball, X-Men, Fish Kabob

Casino: China Dream. African Diamond, Action stacked 7s

Brand image

K onami is a leading developer, publisher and manufacturer of electronic entertainment properties.
Konami's titles include the popular franchises Metal Gear Solid, Silent Hill, DanceDanceRevolution
and Castlevania, among other top sellers; it is also leading innovator of slot machines and casino
management systems for the global gaming market. Distribution of online games, corputer and video
games, amusement machines, toys, card games, contents for mobile phone, music, video, software,

books, and magazines

How are they positioning the brand to consumer?

Their concept of their brand is “creating a shift from the consumption of time to the value of time.

Changing all aspects of life into a bright and inspiring experience. Turning everyday life into high quality



In the future, in the fields of business-digital entertainment, health and fitness, gaming and systems, and
pachinko and pachinko slot machines, they will constantly address changes in the operating environment

and strive to manage the Group in a way that ensures sustained growth.

With their video game publisher efforts, Konami is positioning themselves as an international publisher
with several popular franchises. K onami succeeds at having a lot of reach as well as popular products,
but their execution is lacking when it comes to advertising and informing consurmers. K onami supports
these popular franchises by creating merchandise with other companies. Metal Gear Solid and Silent Hill
have had past merchandise such as figures and shirts. Konami is continuing creating more merchandise

for their popular titles to this to this day.

Price:
How do they convey value?

Konami provides game software and machines for customers to enjoy. They create a world in
the game and let customers to experience it. If customers are attracted by a specific product they can
pay for the entertainment. E;(tended value is added to their products by creating digital content for their
games, merchandise, and in-game rewards. While some of their recent game releases are subpar and do
not promote much value, Konami succeeds with adding value to Meat Gear Solid--by releasing a lot of

merchandise and continued support via sofiware patches.



Price point

The price of'its software is at the normal point in the market, or the MSRP. Most new video game
releases release at the same price unless sold as a budget title. The default MSRP for North American
video games is $59.99. Budget titles, such as Konami’s Silent Hill HD Collection, Metal Gear Solid HD

Collection, and The Zone of The Enders HD Collection, sell for $39.99 at retail

Konami operates its own online store where they can control the prices. Upon observance, they do not

offer many promotions that compete with other online retailers; some games are still listed at fill price.

With technical faults in both the Silent Hill HD Collection, Silent Hill Downpour, NeverDead, and
The Zone of The Enders HD Collection, full MSRP price pomts are hard to agree with--as sold at on

Konami’s online store.

Promotion:
What communication activities do they engage in to?
Environmental initiatives: Initiatives for the environment such as prevention of global warming and marine

conservation.

Supporting culture, Academics, and Sports: Supporting industry-academic collaboration, sports,

sponsorships, and other activities.



Community Assistance: Donations for disaster victims and other support provided through games and

other businesses.

K ozuki Foundation: Activities of K ozuki Foundation for the promotion of sports, education, and culture.

Promotional
The Konami Group has designated making positive contributions to society a core management policy
and takes initiative for corporate social responsibility across the entire group. Additionally, our Kozki

Foundation undertake non-profit activities for the promotion of sports, education, and culture.

Place:
How do they move the product?
Konami’s gaming division moves their product by partnering with manufacturers that burn game data to

disc, and combines packaging elements.

Where can customers find this product?
K onami will let customers know the latest game it publishes through Facebook, Twitter and other social
contents. Of course, its own home page is the most official way to make announcements and introduce

their product to the customers. Konami alerts the press via press releases on product availability.

Unlike in Japan, there are very limited instances of commercials on TV in the US. If customers are



willing to buy, they can find products in the retailer shops like Game Stop, Best Buy and so on. Their

products like mobile games can be downloaded from its homepage and even App Store.



PART VI: STRENGTHS, WEAKNESSES AND RECOMMENDATIONS

KONAMI CORPORATION is a global entertainment company that operates numerous types or
resources. We will be discussing the weaknesses of KONAMI CORPORATION's video game
publishing and how it can be improved in all of its acquired territories. KONAMI CORPORATION's
video game publishing efforts, while successful due to ownership of several popular franchises, suffer
from a lack of commumication and proper marketing between itself and consumers. KONAMI

CORPORATION has many assets in the entertainment market within its home country.

--Strengths--

KONAMI CORPORATION's greatest strengths rely in its casino machines in both Japan and North
America. In North America, because of the rising of small manufacturers, Konami Gaming, a subsidiary
of Japanese consumer electronics giant Konami Corp has become a significant player m recent years.
Konami Gaming, Inc. is really good at casino machines in the North America. Since January 1997,
Konami Gaming, Inc. was established in the North America, it has already obtained licenses in Nevada,
and it has also obtained licenses in Quebec, Canada. In the March 2010, Konami Gaming, Inc.
launched the unique Advantage Revolution slot machine to the casmos in North America.

In order to manage the market in North America better, Konami Gaming, Inc. also found its global
business center in Las Vegas, Nevada. It works as the lead of the whole America area, including
Canada and South America. The business center in Vegas provides a stable supply of high-quality

products and services to gaming markets worldwide (“Gaming & System”)



KONAMI CORPORATION's other strengths rely on its successfil publishing efforts of the past and
widely popular franchises such as Metal Gear, Silent Hill, Pro Evolution Soccer, Contra, Frogger,
and more. These popular franchises have propelled KONAMI CORPORATION's products and
brands into homes across the globe. The Metal Gear franchise by Japanese game director Hideo
Kojima, has amassed over 31.1 million sales since its creation in 1987 (Konami Digital Entertamment

Co., Ltd., 2 Titles).

KONAMI CORPORATION's has begun to license their properties to film studios. With the release of
Silent Hill in 2006, KONAMI CORPORATION has licensed two Silent Hill movies and one

upcoming Metal Gear Solid movie (Konami Digital Entertainment Co., Ltd., METAL GEAR SOLID).

K onami has also seen a slight boost in revenue due to its publishing efforts of social network games in
Japan. Konami saw an 80% net-income increase year-to-year according to Gamelndustry.biz’s sales
data. This income increase accompanied with the company’s non-video game related business provides
positive income. Along with the 80% net-income increases also comes a decrease in the company’s

retail consumer games--¥65.7 billion to ¥50.4 biltion from 2011-2012 (Handrahan).

--Weaknesses--



KONAMI CORPORATION's major weakness as a video game publisher is their lack of
communication, transparency, and ability to create a lasting relationship with consumers. In the year
2011 as well as 2012, KONAMI CORPORATION displayed poor marketing when it came to several

of their video game releases.

On November 8th, 2011 KONAMI CORPORATION released the Metal Gear Solid HD Collection
the Xbox 360 and PlayStation 3 consoles in North America (Konami Digital Entertainment, Inc.). This
release coincided with the release of the eighth Call of Duty title, Call of Duty: Modern Warfare 3.
The Call of Duty franchise is an popular property owned by Activision, Inc. Within the first 24 hours of
release, Call of Duty: Modern Warfare 3 amassed 6.5 million sales in the United States and the

United Kingdom (MacDonald).

The Metal Gear Solid HD Collection being an HD re-release of KONAMI CORPORATION's
Metal Gear Solid 2: Substance, Metal Gear Solid 3: Subsistence, and Metal Gear Solid: Peace
Walker was released at a less than optimal time period as it had direct competition with Call of Duty:

Modern Warfare 3 at retail.

The Silent Hill series is a major franchise for Konami that has been branched off into the merchandise



market and has been adapted into two motion pictures. On November 2nd, 2011 KONAMI
CORPORATION announced the North American release dates for three Silent Hill games. These
three titles were to release consecutively over the course of three months. January 24th, 2012 was to be
the release date for the Silent Hill HD Collection; Silent Hill: Book of Memories was to release in
February 2012; and lastly, Silent Hill Downpour in March (Purchese). KONAMI CORPORATION
aimed to release three titles from the same series within a short time span. On January 12, 2011
KONAMI CORPORATION announced that the three titles would be releasing within the month of

March instead of over the course of three.

The three Silent Hill titles were re-dated for release: Silent Hill HD Collection to release on March
6th, 2011; Silent Hill Downpour on March 13th, 2011; and Silent Hill: Book of Memories on March
27th (Melendez, Upcoming Silent Hill). KONAMI CORPORATION aimed to release three games
within the Silent Hill series within the same month, ultimately over-saturating the month of March with
their own games. This strategy would have created self-competition of sales for KONAMI

CORPORATION's own products.

Following the “Month of Madness” promotion for the Silent Hill franchise was a series of delays for
both the Silent Hill HD Collection and Silent Hill: Book of Memories, the latter being delayed several

more times without proper announcement by KONAMI CORPORATION (Melendez, Silent Hill HD



Collection). KONAMI CORPORATION's lack of commumication for the delays of these games goes
as follows: the Silent Hill HD Collection website owned by KONAMI CORPORATION was

updated with a new release date (March 20th, 2011).

The Silent Hill HD Collection released on March 27th, 2011. Continuing with a lack of
communication on the part of KONAMI CORPORATION, KONAMI CORPORATION quietly
changed the release date of Silent Hill: Book of Memories to a vague “Spring 2012” date without
proper announcernent to the press (Melendez, So, Silent Hill). Come May 14th 2011, after video
game magazine Game Informer contacted KONAMI CORPORATION in May regarding the absentee
Silent Hill: Book of Memories, KONAMI CORPORATION revealed a new October 2011 release
date, to coincide with the release of the second Silent Hill film, Silent Hill Revelation 3D (Reilly). This

announcement was done through one publication and not a formal announcement.

Trouble with the quality of both the Silent Hill HD Collection and Silent Hill Downpour led to
consumer backlash. The Silent Hill HD Collection was said to be an unfaithful high resolution
enhancement of Silent Hill 2 and Silent Hill 3, by KONAMI CORPORATION. Both games being
plagued with technical problems, KONAMI CORPORATION announced a patch for both games for
the Xbox 360 and PlayStation 3 console platforms. On August 8th, nearly a month after the release of

the Silent Hill HD Collection patch on the PlayStation 3, KONAMI CORPORATION announced



that the Xbox 360 version of said patch had been canceled (Melendez, Patch or Xbox 360). This
incident outraged consumers. In response, KONAMI CORPORATION announced an excﬁange
program for owners of the Xbox 360 version of the Silent Hill HD Collection. Essentially a product
recall, KONAMI CORPORATION allowed for buyers of the Xbox 360 version of the Silent Hill HD

Collection to exchange their un-fixed copy for another KONAMI CORPORATION video game as

long as they kept their original receipt (Melendez, Konami Offering).

Another commumication failire by KONAMI CORPORATION occurred early in March, 2012. Three
days after Blades of Time released in North America in severely limited quantities, KONAMI
CORPORATION announced that the game was available. Tak Fuji, Blades of Time producer
struggled to locate his game in North America despite being informed by KONAMI CORPORATION

that the game was already available in the region (Sterling)

The incidents stated above show a lack of communication from KONAMI CORPORATION.
Marketing tactics by the company are thin, which leads to uninformed consumers. Rushed product
development has led to broken products which required a recall and further software development, and
low distribution to retailers shows a lack of understanding for basic marketing methods. Consumers'

views of KONAMI CORPORATION continue to decline because of their uncouth behavior as a video

game publisher.



--Recommendations--

We feel that KONAMI CORPORATION can easily recover from their marketing weaknesses by
increasing their commumication efforts. Communication between a corporation and its consumers allows
for consumers to be informed as well trusting of the products they buy from said corporation.
KONAMI CORPORATION suffers from a lack of proper marketing methods for their products. This
problem also leads into the company's other departments: advertising and public relations. As a
publisher, KONAMI CORPORATION should strategize how and when they release their products
and make sure their target market is reached. Without proper commumication via PR and advertising,

KONAMI CORPORATION damages their ability to maximize sales figures per product release.

In order to improve marketing efforts of their video game franchises KONAMI CORPORATION
needs to overhaul its advertising and Public Relations division. KONAMI CORPORATION
employees limited advertising methods for many of their products. For example, the last three Silent Hill
releases lacked advertising across multiple mediums. A continuous flow of monthly trailers, asset
releases, nor TV spots are all common place in the video game industry but KONAMI

CORPORATION has failed to deliver these simple advertising methods for many of their games.

KONAMI CORPORATION must also better manage its Public Relations department in their North
American office. KONAMI CORPORATION's El Segundo, California office has been much criticized

by game journalists for their lack of responsiveness and knowledge about their own product features.



Looking at KONAMI CORPORATION's own press portal on their websites reveals a limited number
of uploaded press releases, which means the latest releases are not being added to the site. The
company has also been know to issue a press release following the release of a product, not before or
the day off This is a detrimental act that does not inform consumers or the press, thus leading to buyer

confusion.

The Public Relations department is the voice of the company, as such, KONAMI CORPORATION
must increase the efforts of its PR staff. Thinking in terms of advertising budget, KONAMI
CORPORATION can still deliver content via social media. This avenue has not been utilized.
KONAMI CORPORATION's silence from its advertising and Public Relations divisions do not aid in

increasing their marketing efforts toward potential and legacy consumers.
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