Marketing Research

Today’s studies show that children are a lucrative demographic with enormous amounts of disposable income and tremendous purchasing power. Impressionable, kids make an excellent target to acquire brand loyalty as product users. According to MNet’s 2001 survey, 99% of children have gone online and 79% have internet access at home. The Net-Powered Generation, Research found that young internet users:

~ Stay online for longer periods of time then adults

~ Are more likely to access the Internet from different locations

~ Participate in a wider range of online activities

~ More likely to adapt quickly to new technology and embrace its changes.

That is why our company, Never Stop Games (NSG), decided to create a simple, entertaining, interactive game for kids ages 5 to teen. Our game will be cheap and simple to produce, costing no more then $500K and taking an average of 9 months to complete. By choosing the program Flash as our game operating system, our games graphics and game play will be well suited for computers with either a dial-up connection or broadband. Most internet games rely on an expensive graphics card and fast internet connection. By creating a game that still functions to the best of its abilities without costing the consumer extra for the technology to play it, we can increase our own profit and fan base.

We at NSG believe that we could sell more than 500 thousand copies of our game and take in at least 1 million dollars in profit. Our belief is that we can earn brand loyalty through customer satisfaction. The less consumers have to pay or change in order to do something, the more they tend to like it.

Advertisement will be cheap, being provided by the websites and in return our game provides the websites with more traffic flow. If we follow the simple guidelines of entertainment for cheap then we can expect to attain a good piece of our market demographic.

As far as competition goes, our main competitor on the internet would be sites that offer free gaming. Sites such as Newgrounds.com, EA, Homestarrunner.com, and so forth are very successful at drawing in many gamers. A weakness to these sites is that most of the games are not appropriate for the younger generation. Parents can also play a key role in deciding what games their kids can play, so not only must you impress the kids but you also have to impress the parents. With parental controls being established for the internet, kids lose their ability to go to where they please. We believe that our game is an excellent example of what parents would allow their children to enjoy. Our idea is to sell our game to educational websites, CD-ROMs and schools. According to DFC Intelligence, properly designed entertainment sites that provide gaming, information and related merchandise can generate sufficient traffic. We believe that our game can help traffic more kids to these websites and help provide a link to higher education. The kids will have fun, the parents will like that the game is appropriate and the websites will enjoy more business flow. In order for kids to play our game they must go to the websites or pop-in the educational CD-ROM. By selling copies to the schools at a reasonable price we can also attract the kids because we all know that kids would rather be gaming then learning. If schools have a copy of our game on all their computers for the kids to play during free time then they will get hooked. Remember games like Odell Lake and The Oregon Trail, those games had us all hooked as children and even today we find ourselves going back to these simple yet entertaining games. A good example of this kind of strategy is Electronic Arts and AOL. EA supplies the content that is designed to keep consumers engaged to view advertising or information. AOL handles the advertising sales and the two companies split the revenue.

Our target market is to aim for the moderate gamer. Out of the consumer pie, the moderate gamer takes up 48 percent, with 27 percent belonging to casual gamer, and 25 percent to the hard-core gamer.
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That is about half of the gaming population. That gives us a pretty go chunk of the pie to work with. As stated above our target audience in children, young, impressionable, and internet savvy. We believe making a game about games that kids already love will make our game even more attracting to our target audience. Most kids do not have the luxury of having summer year round and if they can play some of their favorite outdoor games indoors we give them that opportunity. We want to appear to be the friendly, fun company who just wants children to grow in their gaming experiences. This is the image we must portray to our clients.

When our venture proves to be successful, we can expand our market to include multiplayer over the internet access and cell phones. This way the kids who grew up with our game can use their skills to challenge their friends. The possibilities are endless. In conclusion games are an ideal vehicle for keeping kids in the marketing loop. 

