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INTRODUCTION

JM ELECTRONICS LIMITED is a public limited found in the secondary sectory. We deal in manufacture of all types of electronics including: televisions, refrigerators, computers, video gaming consoles and other electronic gadgets. Our head office is in Geneva, Switzerland and we have branches across the world.

Our short term objective is growth. We want to achieve a growth in the size of our business   so as to open up new possibilities and help spread risks of business by moving into new products and new markets. We would also like to obtain cost advantages (economies of scale) from business expansion.

Today in the world, all teenagers are very fond of challenges especially in technology. As a result we are planning to create and launch a new video gaming console called “PXWii EXTREME.” It is supposed to create an image of being high quality with 3-DIMENSIONAL graphics and being the latest advancement in the video gaming era.   It is supposed to create an image of being the best gaming console of the century.





MARKET RESEARCH

We conducted a market research before introducing our latest product. We conducted both primary and Secondary Research



PRIMARY RESEARCH

For primary research we designed a questionnaire of 10 questions and gave to

a random sample of 25 teenagers (students) who played video games.   We chose the questions carefully so that we get accurate and appropriate information. We gave these students the questionnaires during long breaks at school. They filled it without our interference or biasness.   We chose to use questionnaires as we could get both qualitative and quantitive information from it as well as people’s preferences and wants. We have attached the questionnaires separately.

The following are the compiled results. We chose to represent data in form of bar graphs and pie charts as they are easy to comprehend and draw up conclusions from.
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SECONDARY RESEARCH (used the internet)
Video Games and Electronics Preferences
    • Video-game spending is now 8% of teen budgets, up from 3% five years ago.
    • 89% of teens own at least one video game console, while 59% own two consoles.
    • GameStop remains the retail destination of choice with 31% share, as teens trade in old games to get credit toward purchasing new ones.
Widespread ownership of both hardware and software was found throughout the province. For example, 95 per cent of the teens surveyed said they had access to either a video game machine or home computer and a similar proportion (90 per cent) said they owned at least some video games.


There

was no difference between girls and boys for the ownership of one video game machine. Eighty percent reported owning one machine, however, boys (41 per cent) were more likely to own two or more machines than girls (28 per cent). As well, boys (58 per cent) were more likely to own a home computer than girls (44 per cent). Surprisingly, there was little relationship found between ownership of hardware and the amount of time spent playing. However, heavy players were more likely to own a home computer and were quicker to purchase


The results of the survey indicated that video game play has become a common leisure activity among B.C. teens. Eighty per cent of teens said they played at least occasionally and the average amount of time spent gaming for the sample was 5 hours per week.

There was considerable variability found in the amount of time that kids spent playing. Fifty per cent of the sample spent less than three hours per week playing games, the rest were equally divided between regular players who spent anywhere from three to seven hours a week and heavy players who spent over seven hours a week gaming.

The survey also revealed that video games were largely a male pastime. Boys, for example, said they spent twice as much time playing (6 hours per week) as girls (less than 3 hours per week). This finding supports the male preference for video games found in other international studies (Durkin, 1995).

By and large, video game play has 

become a domestic activity with the majority of youth playing at home (46 per cent of respondents) or at a friend’s house (25 per cent). In comparison, only 17 per cent said they played at an arcade.


The majority of teenagers (over 80 per cent) said that playing them produced a pleasant, exiting, challenging, and interesting experience. A great number of teens also felt gaming to be involving (77 per cent) and at times frustrating (63 per cent). We found that boys and girls experienced games differently, with boys more likely to associate positive emotions with play (e.g. pleasing, exciting, and involving) and girls more likely to associate negative emotions with play (e.g. frustrating, boring, and stressful).

Heavy players were almost in total agreement in their description of play. They said that playing video games was exciting (98 per cent of heavy players), interesting (96 per cent), pleasant (92 per cent) and involving (90per cent). This supports the perception of the video game as a ‘pleasure machine’ (Brody, 1992). The survey also revealed some large and significant differences between players. For example, a higher proportion of heavy players described video games as exciting, interesting, and involving than light players. In addition, heavy players reported experiencing these emotions much more intensely than other players.


Participants were asked how much their parents had invested in videogame and computer technology. Teens estimated that their

families had spent approximately $2800 on computer and video game hardware and about $430 on video game software. There was no difference found between families of boys or girls for expenditure on hardware, but families of male children did report spending more ($477) on games than families of females ($352).Heavy players reported owning more games (23 on average) and spending more on them ($500) than light players (17 games on average; $410).Extensive collections of +50 games were owned by a large number of heavy players (17 per cent) and a small proportion of light players (9 percent).




CONCLUSION   (from both primary and secondary research)

According to our survey, most teenagers who prefer playing video games are male. These teens are mainly between the age of 12-16 and 16-18. Almost half of these teenagers own at least 2 video game consoles.   On average teens have different expenditure on video games. Most of them have spent about $ 1000 - $ 3000. Many have spent above $ 3000.

Most teenagers prefer video games on sports(76%). 72% of the teens look at   the good features of the console before purchasing it. Only a few are attracted to a console’s packaging and advertisement. These teens get to know about consoles mainly through the internet and television.

Teens want additional components along with their console. 76% of the teens would like portable internet to be made available while 12% of them want an external hard drive. 64% of the teenagers

encounter freezing problems while playing their video games.

When we asked the teens if they would prefer buying a console with the best features but at a higher price, 72% said yes, while 28% said no.

Our secondary research indicated Video-game spending is now 8% of teen budgets, up from 3% five years ago. It also shows that video game play has become a common leisure activity among teens. 80% of the teens said they played at least occasionally and the average amount of time spent gaming for the sample was 5 hours per week.
The survey also revealed that video games were largely a male pastime. Boys, for example, said they spent twice as much time playing than girls. 80% of the teens revealed that playing video games provided a pleasant, exiting, challenging, and interesting experience.






Marketing Plan for ‘PXWii EXTREME’

PRODUCT

The console itself is designed small and sleek with a shiny silvery protective covering. It has a replaceable front plate which comes in numerous chrome paints and designs. Along with the consoles additional components include:

    • four wireless infrared based controllers

    •   a step-on mat

    • a motion-sensing TV like remote

    • Wireless headset.

    • 300 GB external hard drive

    • 3D spectacles

    • Ethernet Cable

    • Adapting wires

    • Portable internet modem
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FEATURES

For the first time in the video game era, JM electronics is proud to bring 

to you 3-DIMENSIONAL   graphics. Our 3D spectacles will provide gamers with a lively futuristic sensation in video game playing.

This console can read and play DVD movies/videos, audio CDs and Blu-ray disks (BDs).   Each Blue-ray disc is capable of holding up to 54GB worth data, which means that games would almost never need extra media space. It can also read Memory Stick, SD, and Compact Flash memory thus allowing communication and file sharing among electronic devices.

It has a built-in “Wi-Fi” connection (internet connection) that offers a world of online possibilities including multiplayer gaming, chatting, downloading content and browsing the internet. A portable internet modem is also provided and so gamers can surf the net at anytime, on any day.

The external 300GB enables gamers to store unlimited content.



This product is targeted for children and teenagers between the ages 12-18. These are the people who are mostly the video game lovers and our potential customers.

‘PXWii EXTREME’ gaming console has been specifically made with a purpose of enabling gamers to experience a lively and realistic sensation through the 3-D view and motion sensing remote. We want to make gamers feel as if they are part of the game.

This product is used by teens and children to have fun, enjoy and experience quality entertainment. The motion sensing remote and the step-on mat makes the gaming more realistic as you move your hands and body parts to play. This in

turn serves as a regular exercise and helps maintain fitness.



PACKAGING

The console itself will be packed inside a fully protective metallic case which will come in different colours (gold, silver, black). The product name and companies logo will be imprinted on the case. This packaging will make it look expensive and of high quality

The additional components will be packed in strong, durable plastic and will be arranged inside a large strong box with Styrofoam.

This box will be covered with colourful printed designs, pictures and information including:

    • Name of the product

    • Company’s logo and trademark imprint

    • A picture of the console itself

    • Pictures of two different games showing the superb graphics

    •   Manufacturing details e.g. type and nature of product, origin, date of production, release date

    •   Safety instructions about electric shock e.tc.

    • List and small pictures of components found inside the box

    • Features of the console















PRICE

As this video game console has unique features and will be a new product in the market, Price skimming will be adopted as our price strategy.   We are offering first time ever 3-D graphics and so it will be a unique experience and people will be willing to pay high prices for the console. A high price will also enhance the brand image of being a high quality product. Therefore the price for this product will be $ 1800. This

will be way above other competing brands like Sony or Microsoft.



PROMOTION

Our main form of advertising will be involving a famous footballer (Wayne Rooney) playing our video game console. The television in the advert will show the quality features of the console and moreover, we shall mention other features and the place of purchase.   The media we shall use is the television and we shall broadcast the advert on ESPN as it is commonly viewed by teens. It will appear in between sport events. This form of advertisement will help promote the brand image of the console as it is shown to be used by the fan favourite Wayne Rooney. It will create a sensation of being a high quality product. Furthermore as it will be on TV it will reach all teens at home.   The cost for advertising on TV will be approximately $5000 per month while signing the football player may cost about $ 15000. Although our advertising budget will be high, we will receive a great return.









We will also advertise the product through the internet on e-bay as a lot of information would be provided about our product and customers can buy it online without any problem. Today internet has become a media for advertisement and everyone uses it and so using internet will be an effective mean too. This method is cheap too.

In terms of sales promotion, we shall use gifts. For the first few months we will provide special packages whereby if customers buy our product, they will get a 

free game CD. This will attract customers.

We will also give an international hotline service in case customers have any problems with the functioning of the console or game. This will be available 24-7. So this will be an after-sale service.



PLACE

The product will be sold in our own electronic stores across the world. This is because most teens buy electronics and gadgets from such stores and also because we can provide technical information on the product and its safety.   Our product is expensive so it would be better to sell in our own shops so that we can convince customers to buy by giving them detailed information. The product will also be sold online through e-bay. This will be effective as many prefer buying things online.

The channel of distribution that will be used is Channel 1. We will have our own shops based in different countries so we shall control the way we sell our product. Hence the product will move from manufacturer directly to consumers through our shops.
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