GAMECO MARKETING STRATEGY
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CURRENT UNDERSTANDING

IT IS OUR CURRENT UNDERSTANDING THAT GAMECQ’S SALES FOR THE
THREE GEOGRAPHIC REGIONS HAVE REMAINED THE SAME SINCE 1980. Q
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S PERCENTAGE OF GLOBAL SALES BY REGION

e NORTH AMERICA (NA) STARTED

100%

S STRONG IN 1980, WITH IMMEDIATE
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Sales in millions
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SALES IN NUMBERS BY REGION

e NA Sales
EU Sales
JP Sales

* JP SLOWLY INCREASED THEIR SALES,
YEAR BY YEAR, UNTIL 2006 WHEN
THE SLOW DECLINE STARTED.

* EU SLOWLY INCREASED THEIR SALES,
YEAR BY YEAR, UNTIL 1995 WHEN IT
NOTICEABLY SPIKED UNTIL 2008.
THEN THE DECLINE STARTED.

* NA SHOWED SOME VOLATILITY IN

THE EARLY YEARS UNTIL 1995, THEN
IT SPIKED BIG. SALES REACHED TS
PEAK IN 2008, THEN DECLINED VERY
STEEPLY AND ALMOST TO ZERO.
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NEW UNDERSTANDING

BASED ON ALL THE ABOVE EVIDENCE, WE CAN SAFELY CONCLUDE THAT
VIDEO GAME SALES FOR THE THREE GEOGRAPHIC REGIONS HAVE NOT
REMAINED THE SAME SINCE 1980.
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Sales in Millions
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SALES BY GENRE FOR EACH REGION IN 2016

NA SALES FOR 2016

B Strategy
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B Shooter
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5 Adventure
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H Action
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* SHOOTER GAMES SOLD THE MOST
UNITS AND MADE UP 33% OF
TOTAL NA MARKET SHARE IN 2016.

* ACTION GAMES SOLD SECOND
MOST AND MADE UP 26% OF THE
TOTAL MARKET SHARE.

* IN THIRD PLACE WE HAVE SPORTS
GAMES AT 20%.
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SALES BY GENRE FOR EACH REGION IN 2016

EU SALES FOR 2016

Strategy
1%

¢ SHOOTER GAMES MADE UP 29%
OF ALL GAME SALES IN THE EU.

* SPORTS GAMES SOLD THE SECOND
MOST GAMES IN 2016, MAKING
UP 28% OF ALL GAMES SOLD IN
THE EU.

Simulation

0%

* ACTION GAMES CAME IN THIRD

Role-Playing
5%

TOTAL MARKET SHARE.
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PLACE AND MADE UP 24% OF THE
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SALES BY GENRE FOR EACH REGION IN 2016

JP SALES FOR 2016

Sports Str‘“(f’eSJYShooter
Simulation 6% 0% 4%
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* ACTION GAMES MADE UP A
WHOPPING 42% OF THE TOTAL
MARKET SHARE IN 201 6.

Role-Playing
27 %

e ROLE-PLAYING GAMES CAME IN
SECOND PLACE, MAKING UP 27%
42% OF ALL GAMES SOLD LAST YEAR.

* ADVENTURE GAMES CAME IN A

DISTANT THIRD PLACE WITH 7%. O
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WHAT WE HAVE LEARNED

GAMECO’S ASSUMPTION THAT SALES HAVE STAYED THE SAME OVER TIME, IS INCORRECT.

JP HAD NO SALES FROM 1980 — 1983, BUT THEN EXPLODED IN 1984, IMMEDIATELY SELLING MORE
GAMES THAN NA AND EU THAT YEAR.

ALL THREE MARKETS REACHED THEIR PEAKS IN THE MIDDLE TO LATE 2000s, THEN THE DECLINE STARTED.
WE CAN ONLY ASSUME THAT THE START OF SOCIAL MEDIA HAD THIS TYPE OF INFLUENCE.

NA AND EU HAVE BEEN PRETTY VOLATILE SINCE 1980 AND JP, ON THE OTHER HAND, HAS STAYED FAIRLY
CONSISTENT, SLOWLY GROWING YEAR BY YEAR.

SHOOTER, SPORTS AND ACTION GAMES SOLD THE MOST UNITS IN 2016 IN NA AND EU, WHILE ACTION ~
AND ROLE-PLAYING GAMES SOLD THE MOST UNITS IN JP.
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WHAT NEEDS TO HAPPEN NEXT

WE NEED TO COLLECT DATA ON ALL THE DIFFERENT COUNTRIES IN EU TO BETTER TARGET THE REGION
AND DIFFERENT COUNTRIES INSIDE.

JP SEEMS TO BE SET IN THEIR WAYS AND INCREASING THE ADVERTISING BUDGET WILL NOT HELP MUCH.

NA AND EU HAVE ROOM FOR GROWTH. THEY HAVE SHOWN THAT IN THE PAST WITH THEIR VOLATILITY.
INCREASING THE ADVERTISING BUDGETS FOR THOSE TWO REGIONS WOULD BE OUR BEST WAY
FORWARD.

WE SHOULD SPLIT THE ADVERTISING BUDGET FOR NA AND EU EQUALLY, BECAUSE BOTH ARE MASSIVE
MARKETS WITH GREAT POTENTIAL TO REACH THE SAME HEIGHTS AGAIN AS IN 2008 — 2009.

ALLOCATE MORE OF THE ADVERTISING BUDGET TO SHOOTER, ACTION AND SPORTS GAMES FOR NA
AND EU AND ACTION AND ROLE-PLAYING GAMES FOR JP, THAN ANY OTHER GAMES.
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THANK YOU o




