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CORE SUMMARY

Today most teenagers living in a country with a reasonable GDP per capita have drunk coke, eaten Thai food, worn something made in China or watched “friends” on T.V. The standardisation of products for a world market means individuals from various cultures have more in common with each other than ever before. Entertainment is part of this trend. 

Gaming, both on personal computers and consols (Playstaion2, X-box), is becoming increasingly popular by users worldwide. International studies have found gamers spend an average of 20 hours a week playing games. Gamers play games live via the internet against other players across the globe. They link up with other players in chat rooms and partake in global gaming competitions. Games provide a reason for players worldwide to communicate. During this communication stereotypes are forgotten as deeper relationships are created. 

Our business proposal aims to exploit this new-age unity of the gaming community. Our basic proposal which will be discussed in depth later is a PC adventure game. Our main character travels from country to country completing missions. Missions can come from a book in the library; local people; a picture or a letter requesting help. The game’s overall task is dependent on the characters occupation chosen at the beginning of the game (Scholar, adventurer, merchant, criminal), and the era the game is set in (different versions and extension packs are to be released after the initial game). The game ends when the final mission is completed or in the case of the criminal, he is caught by police.

Along the way the main character establishes relationships with locals. The gamer is given options of responses during conversations with locals. Relationships are rated depending on the cultural sensitivity the gamer demonstrates. The higher the relationship rating the more help the gamer receives from the local. This is especially important as the game draws on a lot of local knowledge of geography and customs that goes beyond general knowledge. It is believed the difficulty of the game will spur gamers to visit the games official chat room and website is search of answers. 
OBJECTIVES
· Create a reason for gamers across the world to meet up in chat rooms and establish relationships with gamers from other cultures. Because of the diverse local knowledge of various countries required it is difficult for gamers to complete the game on their own. 

· Create a sustainable business by releasing sequels, extension packs and online versions of our game. It is hoped the popularity of the game will rival that of “The Sims (SimCity, SimPark etc)”. 

· Create an exciting adventure game gamers will love to play. A game that will also create an understanding of various cultures and countries. A game that will broaden the gamers outlook of the world. 
OUR PRODUCT
This is an adventure RPG game. The player moves to different countries completing missions. Players are able to create their own personal character. Body features/ name and occupation are all chosen by the player at the start of the game. 
They key concept of this game is that the player must form valuable relationships with locals along the journey to succeed in the game. The helpfulness of locals is determined by the relationship rating the main character establishes during conversations. With relationships being affected by the cultural sensitivity the gamer demonstrates.  
The location of the game includes the whole world but the main arena will be Italy, South Africa, Malaysia and New Zealand. Extension packs and later versions will place more emphasis on other countries. 
The game is to be sold in variable editions, which are based on different eras. The choices are to be 14th Century, based on boats and trading exchanges, the third renaissance, mythological era and modern day (first edition). The game will have an English basis but can be changed into different languages as the market requires.
Game Content:

· Missions: The overall mission of the game is to find a forgotten treasure. The missing treasure will depend on the era the game is set. For the merchant era in the 14th century the lost treasure is to be a sunken pirate ship.  For the first present day version the treasure is to be a code which will allow access to a Swiss bank account which has long been forgotten about. There are smaller missions along the way, the player can only move on once  each mission has been completed. 
Personal Data:

· Players will need to ensure they have enough of the following five resources to complete the game: Property; consists of cash and other assets. Cultural Sensitivity; essential in gaining and maintaining local help. Fame; not essential but it means people are more eager to help you. Health; Can be affected by the climate in each country or abuse from locals if the player is insensitive. High Intelligence; allows the player to learn and remember more along their travels. 
Partners

· Players are able to invite the locals they meet along the way to join their team. Because of the need of local knowledge such as culture, history and geography is quite high, local help will be needed by almost all players to complete the game. The better the relationship the more helpful the local will be. The relationship rating is based on the cultural sensitivity the player demonstrates as well as the fame rating of the character. Locals have diverse requirements for players to meet if the player wants them as a partner. 


TARGET MARKET
· Analyzing  Primary Demand:
Existing Gamers:
Age: males( 65%) & female ( 35 %) between 16 and 40 (Gaudisosi,2005)
Location: from all over the world, particular in Europe, East Asia and North America.

Characteristics: Students or young professionals.  These consumers enjoy a modern lifestyle which includes a popular desire to seek a virtual community. Many are well educated.
Marketing will target online buyers with customers buying online buy an average of 5 games a month while those buying from stores purchase around three times a month (Prange, 2005).
Under serviced Markets:
People over 40 make up 24% of the market in the gaming industry; it is felt these people will prefer action games that also include intelligence (Gaudisosi, 2005).  Women and ethnic groups such as Hispanics and African are growing markets which have little representation in the products available today (Prange, 2005). The female market has indicated a preference to thinking/relationship games. Our product is perfectly tailored to this underserved market. 
It is felt minority ethnic groups would embrace a game that looked at their culture in detail. 

· Willingness to buy
PC gamers spend around $US233 a year on games (Prange, 2005). The industry average price of a game is $US29.95 (Tribbey, 2004). So gamers are buying around 7 or 8 games a year. 
Quality seems to be the main deciding factor when players are choosing what games to buy. Games can take weeks to complete so this long term nature largely offsets the extra cost. Games such as ‘The Simms’ and ‘Halo’ have found that they can charge almost twice the industry average and still be top sellers. 

Gamers are a very competitive segment in that they want to be better at a game than their friends. Popular games find themselves even more popular by the fact that gamers buy games their friends have so they can complete it first. 

Familiarity is an important factor in a consumers willingness to buy. This can be seen by the frenzy which exists around the release of sequels. Gamers know the sequel will be as good as the first. ‘Halo2’ by Microsoft was a top seller for 6 weeks before it was released- gamers were pre-ordering. (The Gamesman, Lambton Quay Store,  Wellington, NZ). 
· Ability to buy 

Existing Gamers:

While quality very important factor influencing the willingness to buy, the fact that a large market segment is made up of students affects these consumers ability to buy.  This is made up by the young professionals however who have a relatively large discretional income ( they have a full time income but few cost responsibilities E.G. no children, no mortgage). 

Emerging Markets:

People over 40 generally have a high income. 

Just after release the price of the game is to be slightly above the industry average but during low demand periods the price is to be set at the industry average of $US29.95. The product is intended to compete because of its quality and originality. The industry average price is affordable to the mass existing market but does not indicate a “budget” product to the emerging markets. 
MARKETING STRATEGY

Our key target market is online buyers so a large advertising campaign would be needed on websites such as Hotmail and Amazon. A free sample copy of the game is to be available to download from online advertisements for users to try. The download is expected to consist on around an hour of playing time to giver the customer a real taste of the game.
 A website is to be established for players to come and discuss ideas and swap information. A download of the entire game is to be available here and at the official games website. 
The emerging markets such as the over 40, women, Hispanics and African markets are more likely to go onto a retail store to purchase goods.  Posters and advertisements in stores will play up the intelligence required, culture emphasis and relationship building in the game rather than the action and missions. 

INDUSTRY ANALYSIS
The advent of rapid technological advances in today’s business arena has increased competitiveness for virtually all industries.  The Internet continues to play an integral role in shaping the way that businesses establish their competitive strategies based on the their core competencies.  The concept of our business venture holds high profit potential due to it incorporating the Internet and its associated technologies.  The computer gaming industry is seemingly saturated with a multitude of games and entertainment facilities.  Thus the need for a game that exceeds the expectations of gamers worldwide emerges, and it is this market that we, along with the abovementioned game, seek to penetrate.  

The potential strengths that emerge for our game within such an industry is its differentiation and difficulty in being matched in terms of quality and content.  The bargaining power of online buyers is relatively high whereby a product not providing adequate satisfaction is quickly dropped.  Since the substitutability of the game for other popular products such as PS2 and XBox is quite high, we have included a vast array of differentiated features and unique circumstances so that the gaming experience is ‘one-of-a-kind’.  

According to Prange (2005), very few gamers have actually chosen games based on brand recognition thus indicating that entry barriers in the computer industry sector are negligible.  Furthermore, low entry barriers exist over Internet distribution and so the cost efficiency of our key  target market is heightened.  By allowing for a trial run of the game over popular Internet domains, we have increased marketing and exposure.      

By allowing for the game to be rented from dealers, our product would gather a steady buyer following that paves the way for its purchase later on.  International studies have found that 60% of gamers initially rent games before they purchase them.  Our product proves to be competitive for the entertainment industry sector as well as it competes directly with products such as dvds and cds.   


IMPLEMENTATION PLAN
Our business will need to employ: a) computer programme engineer; b) IT professionals; c) art designers; d) editors in the game making sector. Outsourcing the creation of characters is also anticipated.
After the game has been designed, we would like to find several game producers in different markets. Basically, we are going to sell our products that will be made in local factories, in order to save the transport fees. 

From research, Gamers like to preorder with 40% of respondents to an international
survey of gamers saying they prefer to pre order or buy within the first week of release (Prange, 2005 )  based on this our price strategy will be:

In the first two and three months the game would only be sold in each game store, with the price on 1.5 times the average price in the market. After the great demand periods, the price would be reduced to the normal market price. The game can also be downloaded at the going price minus the retail cut. Different editions will be developed every six months. 
FINANCIAL PLAN
Capital Breakdown:

· 70% of the capital would go towards building the game, a majority of this would be the initial outsourcing of software development. 
· 20% would be paid for the production process.  
· The last 10% would be the general operating overheads. 

It is estimated to take 18 months and an average of $US7 million dollars for a high quality game onto store shelves (Gaudiosi, 2004). 

The variable costs of our game are the direct material cost of the disk, cost of packages (including material, printing and packaging), variable distribution costs and the cost of labour. The fixed costs are advertising, sales salaries, fixed production costs (such as general & administration overheads, rent of plant) and designers’ salaries.
· Estimated costs after the game goes onto the shelves for the next year $US250, 000

· Estimated marketing costs $US500,000

· Total costs $US7,750,000

· Estimated revenue from each game sold (Total cost minus retail cut) $US15
Breakeven point: 516,667 games

PC gamers spend around $US233 a year on games (Prange, 2005). The industry average price of a game is $US29.95 (Tribbey, 2004). So gamers are buying around 7 or 8 games a year.
It is expected to take six months to sell this volume of games making break even point 2 years after the initial start up. 

The break-even point estimate does not take into consideration any interest payments. Meaning capital investments would need to be found to cover the total costs of $US7,750,000. Total investments of at least $US8 million are needed to prevent lack of  cash flow. 

Major profits are expected to come from sequels and extension packs. Most projections of profitability involve sequels. On November 4th Microsoft sold 2.4million copies of Halo2 in one day (Squire, 2005). Creating $US125 million in revenues (Squire, 2005).  Development of a sequel game would take 18  months and development would not start until after the release of the first edition. Sequel profits are not anticipated until three years after the initial start up. Expected return on investment after this time is expected to be around 35%. 
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