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Nintendo Co., Ltd. (Nintendo or “the company”) has been providing home and 
handheld entertainment since 1947. The company develops, manufactures, 
and sells gaming equipment as well as hardware and software for its handheld  
and home video game systems. Nintendo’s game consoles include GameCube 
and Wii systems, and handheld includes GameBoy, Nintendo DS and Nintendo 
3DS. The company is headquartered in Japan, has a presence in the Americas 
and Europe, and employs approximately five thousand people1.

• Slumping sales (reported net loss of $228 billion in FY 2013)2

• Loss of market share to competitors Sony and Microsoft (see Graphic 1.1)
• Poor internal communication among shareholders3

• Drastic price cuts to incentivize purchase4

Graphic 1.1

Introduction

Brand Situation



• Nintendo’s Wii U at-home console competes against Microsoft’s Xbox  
One and Sony’s PlayStation 4 (PS4). (See Graphic 1.2)

• As of June 2014, Sony’s PS4 is the top-selling game console in the  
United States5.

Primary Competition

• Apps and games offered via tablet or smartphone in the Apple App Store and 
Google Play (See Graphic 1.3)

Secondary Competition

Competitive Environment

Graphic 1.2

Graphic 1.3
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Distribution / Sales Method

• All Nintendo products are manufactured in Japan
• Distribution of both physical products and digital games follow the same 

path (See Graphic 1.4)
• Nintendo is beginning to focus more efforts around digital distribution

 Ω Lower cost of distribution and supportive marketing
 Ω Increased customer trials before purchase

Distribution Method

• Competitive-based sales strategy with focus on product life cycle
• Bundled products, which include (See Graphic 1.5):

 Ω Family
 Ω Party
 Ω Fitness

Sales Method

Graphic 1.5

Mario Kart 8 Wii U bundle

Graphic 1.4

Digital Product Distribution Channel
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• Increase Wii U unit sales by 10%, or 600 thousand units (See Graphic 1.6)
• Achieve 70% brand awareness within target audience segment
• Reposition Nintendo as a cool and edgy game console while still emphasiz-

ing the family-friendly focus the brand has been known for

Objectives (Deadline of December 2015)

Business / Marketing Objectives

Graphic 1.6

Primary Competition

• Lack of third party support for creating new gaming software6—Nintendo 
already has a lack of presence across multiple platforms 1.

• Oversaturated gaming market—Nintendo is having trouble competing  
with other large gaming companies, primarily Sony and Microsoft, when it 
comes to the amount of games that are available and console functionality.

• Not easily penetrated App market—Nintendo will undoubtedly encounter 
problems attempting to penetrate a market dominated by Apple and Google.

• Growing competition could reduce market share.
• Short product life cyles and changes in consumer preferences.

Challenges to Achieving Objectives

Situational Analysis5



IMC Rationale

Nintendo’s largest problems are having to drastically slash prices in an already 
competitive and oversaturated gaming market. As a result of their loss in mar-
ket share and lackluster sales on alrady reduced prices, an IMC campaign will 
be essential in helping:

• Introduce innovative advertising and appropriate promotion strategies that 
deliver a cohesive message to targeted consumers across all appropriate plat-
forms in an effort to

 Ω Increase brand awareness
 Ω Solidify brand salience/loyalty
 Ω Introduce Nintendo to a new/larger audience through repeated exposure
 Ω Regain a larger market share through increased unit sales 

• Reinforce the stratetic goals of the company by aligning what the company 
does (i.e., gaming) with who they are (culture) and how they do it  
(family-friendly). (See Graphic 1.7)

Graphic 1.7

Culture

Performance Strategy
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Graphic 1.8
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Primary Competition

For families and game enthusiasts, Nintendo is the only handheld and home 
video game manufacturer that delivers innovative consoles and interactive, fam-
ily-friendly games because only Nintendo knows video games have a unique 
ability to bring people together.

Brand Positioning Statement

“ ”Graphic 1.9 Graphic 2.0

www.youtube.com/watch?v=bso27e3Inzc

UK Wii U advertisementWii print advertisement
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• Entertaining
• Innovative
• Original
• Familiarity

• Family Entertainment
• Gaming (equipment, software, hardware)
• Network communication (i.e., Miiverse) (See Graphic 2.1)
• Digital distribution
• Technology
• Home and handheld entertainment

Brand DNA / Personality

Brand Territory

Brand Ideal

• Unity
• Leisure
• Legacy

DNA

• Classic
• Old-school
• Retro
• Fun

• Playful
• Quirky
• Child-like

Personality

Helping families learn, grow, and play together through the magic of gaming.

Graphic 2.1

Miiverse social tags
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Originally established as a trading card company in the late 1800’s, Nintendo 
Co., Ltd. (Nintendo or “the company”) changed direction and began providing 
opto-electronics as early as 1970. This introduction into electronics helped birth 
one of the first home video game machines in 19771. The current most popular 
console on the company’s roster is the Nintendo Wii U; it directly competes with 
Sony’s PlayStation 4 and Microsoft’s Xbox One. Released in 2012, it is the first 
Nintendo console capable of displaying in high definition, and utilizes a more 
robust online experience than its predecessor the Nintendo Wii2. The console 
was released in two versions: a “Basic” version ($299) and a “Deluxe” version 
($349). After Nintendo recognized that general public perception of the Wii was 
that it catered primarily to a “casual” gaming audience, the company introduced 
the Wii U with explicit intentions to bring “core” gamers back to the franchise3. 

Background

Our repositioning strategy shifts the brand’s model and marketing communi-
cations focus to a more edgy, cool, yet still family-friendly home entertainment 
brand; thus helping to not only improve sales for the Wii U console, but also in-
crease market share for the brand. This newly identified brand positioning will 
also better situate the company to compete with major competitors Sony and Mi-
crosoft. Based on MRI (2013) and SRDS (2013) cross data tabulation, two targets 
were identified for this new positioning and IMC plan: influencers (i.e., teens or 
young adult core gamers) and decision makers (i.e., parents, guardians or older 
adult population who financially invest in family entertainment). Latter sections 
of the document will take a more in-depth look at Nintendo’s overarching target 
by segmenting them based on lifestyle (PRIZM).

Overarching Targets

Wii Sports Resort The Legend of Zelda: Ocarina of Time



Demographics

Influencers (Teens)

Age: 12–17

Customer Profile3

Index and other data pulled from MRI, Fall 2013 Product: Electronics, 
Video Games (Household Owns) - Principal User, Teen (12–17)4

• 66% of all children principal users are 12–17 years old4

• Teens between 12–17 are 237% more likely to be the principal users 
of household owned video games (Index 337)4

Ethnicity: Hispanic, White

Index and other data pulled from MRI, Fall 2013 Product: Electronics, 
Video Games (Household Owns) - Principal User, Teen (12–17)4

• 74.7% of all chidren principal users 12–17 are white4

• Teens where “Spanish spoken in home most often” (Index 121)4 
and those classified as “other race/multiple classifications” (Index 
110)4 are 21% and 10% (respectively) most likely to be the princi-
pal users of household owned video games

Geography: West, Northeast

Index pulled from MRI, Fall 2013 Product: Electronics, Video Games 
(Household Owns) - Principal User, Teen (12–17)4

• Teens 12–17 years of age living in the West (Index 114)4 and  
Northeast (Index 100)4 are the top two groups most likely to be 
principal users of household owned video games



Influencers (Teens)
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Did you know? Teens represent 33% of video game  
players, with games representing 7% of teen spending6.

Activities, Interests, and Media Consumption

The role of teens in influencing household purchases is growing as parents rely 
on a teen’s advanced computer skills to research products online. Surprisingly, 
teens gladly find time to master the virtual world of video games, while also 
honing athletic and other skills5. Teens 12–17 years of age exhibit the following 
behavioral and media consumption traits:

Why Focus on Teens as the Influencers?

Due to the growth in the teen population, marketers cannot afford to ignore this 
growing powerbase of influencers because they5:

• Have significant discretionary income
• Spend family money as well as influence their parents’ spending on both 

large and small household purchases
• Establish and affect lifestyle and overall trends
• Provide a “window” into our society (i.e., a view of how it is now and what it 

is likely to become)

Activities and Interests

• Athletics: A recent Gallup Youth survey discovered that 93% of 
boys and 88% of girls are interested in sports7. In particular, 
“Serious Gamers” (i.e., core gamers) are 16% more likely than the 
average American teenage male to have played basketball in the 
last 12 months8.
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Influencers (Teens)

Activities and Interests (Continued)

• Teens in this group have proven their interest in music, as “Seri-
ous Gamers” are 22% more likely to have played a musical instru-
ment in the last 12 months8

• Teens in this target enjoy board games and going to the movies8

Wii Sports Resort ESPN Sports Connection

Media Consumption

Index pulled from MRI, Fall 2013 Product: Electronics, Video Games 
(Household Owns) - Principal User, Teen (12–17)4

• Heavy Magazine Readers (Index 118)4

 Ω Magazine Type: Video Game/PC & Console (Index 162)4

• Moderately Heavy Radio Listeners (Index 118)4

• Moderately Light TV watchers (Index 121)4

 Ω Favorite channel: ESPN Classic (Index 129)4

• Heavy Internet users (Index 119)4

 Ω Favorite website: MTV.com (Index 163)4

irrelevanttomfoolery.blogspot.com



Influencers (Teens)

Next Page:
Decision Makers (Adults)

Customer Profile 6

Brand Behavior

Did you know? Younger teens have more influence than 
older teens on video game purchases5.
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Decision Makers (Adults)

Demographics

Based on a MRI (2013) data report on video game systems purchases in the 
last 12 months, it’s clear Nintendo has an opportunity with parents who are 
household decision makers9. “These middle-aged parents have the disposable 
income and educated sensibility to want the best for their children. They buy 
the latest technology with impunity: new computers, DVD players, home the-
ater systems, and video games10.”

Index pulled from MRI, Fall 2013 Product: Electronics, Video Games 
(Household Owns) - Any Video Game Systems, Bought in last 12 months9

• Gender: Both, men (Index 104)9 and Women (Index 97)9 
• Age: Adults, 18–49 (Index 147)9  
• Ethnicity

 Ω Other (Index 152)9

 Ω Other race, multiple classifications (Index 144)9

• Geography: Primarily within the Northeast (Index 177)9

Vital Statistics

Photononstop/Alamy
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Decision Makers (Adults)

Index pulled from:
MRI, Fall 2013 Product: Electronics, Video Games (Household Owns) 
- Any Video Game Systems, Bought in last 12 months9 

MRI, Fall 2013 Product: Electronics, Video Games (Household Owns) 
- Systems, Nintendo Wii U11

• Income: $150,000+, across all systems purchased in last 12 
months (Index 127)9, for owning a Nintendo Wii U (Index 222)11.

• Education: Attended college (Index 134)9

• Occupation 
 Ω Other employed (Index 128)9

 Ω Sales and office occupations (Index 124)9

 Ω Management, business and financial operations (Index 118)9

• Home Value: $500,000+ (Index 118)9

Socio-Economics

Index pulled from MRI, Fall 2013 Product: Electronics, Video Games 
(Household Owns) - Any Video Game Systems, Bought in last 12 months9 

• Children age: 6–11 (Index 203)9

Family Status

Activities, Interests, and Media Consumption

Activities and Interests

Index pulled from MRI, Fall 2013 Product: Electronics, Video Games 
(Household Owns) - Systems, Nintendo Wii U11

• Order from Zappos.com or Gap.com10

• Vacation at national parks or the beach10



Decision Makers (Adults)
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Activities and Interests (Continued)

• Read New York Magazine (Index 427)11 or National Geographic Kids 
(Index 289)11

• Watch America’s Funniest Home Videos or Grey’s Anatomy10

• Drive a Mazda SUV or GMC Yukon XL Flex Fuel10

• Enjoy movies and music for entertainment10

 Ω Fandango.com (Index 263)11

 Ω Spotify (Index 336)11

 Ω iTunes (Index 245)11

Index pulled from MRI, Fall 2013 Product: Electronics, Video Games 
(Household Owns) - Systems, Nintendo Wii U11

• Heavy magazine consumption (Index 180)11

• Heavy Internet consumption (Index 164)11

• Medium-to-significant outdoor consumption (Index 149)11

• Medium TV consumption (Index 128)11

Affluent and experiential magazines are the preferred reading materi-
als for our target—with titles like Wine Spectator (Index 305)11, Bicycling 
(Index 320)11, and National Geographic Kids (Index 289)11 being popular. 
From an Internet and television standpoint, sports programming, game 
shows, and primetime basic cable programs are the target’s favorites. 

Media Consumption

autoevolution.com Marco Grob
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Influencers (Teens)
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Key Consumer Segments: Teens

Suburban Social Climbers

Young, enthusiastic, and impulsive consumers who seek variety 
and excitement, and spend substantially on fashion, entertainment, 
and socializing. These teens have their own discretionary income. 
They are envied by their peers for their material possessions. They 
are often considered to be popular and well-liked. Concerned with 
having the best, and latest, these teens take pride in purchasing 
new items before their peers. A recent study conducted by the on-
line news site Marketingvox in association with Seventeen magazine 
showed that 75% of teens would choose a new pair of shoes over 50 
mp3 downloads, and 63% of teens would choose a new pair of jeans 
over concert tickets12. To further illustrate this notion of materialism, 
the study also showed that 81% of teen girls would take $1,000 over 
hanging out with Justin Bieber12.

• Geographic Location: West, Northeast
• Age Range: 12–17
• Employment Level: Student
• Ethnic Diversity: Mix, Other, White, Asian, Hispanic

memeburn.com



Segmentation 12

Health Conscious Sports Enthusiasts

These teens have discretionary income and are popular and well-
liked. They are involved in sports activities and prefer an active 
lifestyle. They have a preference for healthy living, and prefer games 
that focus on exercise and recreation. Examples of such products 
released by Nintendo include Wii Sports, Just Dance, and Wii Fit. As 
mentioned in a study conducted by ESSEC, one of France’s leading 
business schools, 38% of boys under the age of 21 who play sports on 
“active” gaming systems, such as the Wii U, practice those sports in 
real life13. The study also mentions that “active” video games can be 
used for training purposes and to help promote visual skills, motor 
skills, and healthy competition13. Other studies suggest that video 
gaming is becoming increasingly more important for athletes to stay 
at the top of their game and gain a competitive edge14.

• Geographic Location: West, Northeast
• Age Range: 12–17
• Employment Level: Student
• Ethnic Diversity: Mix, Other, White, Asian, Hispanic

Influencers (Teens)

M–W Journal Sentinel livewellmagazine.org

truesport.org



Decision Makers (Adults)
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Key Consumer Segments: Adults

Upward Bound

This adult segment group consists of the proverbial “Soccer Moms 
and Dads.” They live in suburban areas, have dual incomes and col-
lege degrees, and live in upper-middle class homes such as split- 
levels and colonials10. Adults within this segment spend lots of mon-
ey on their kids, purchasing goods such as toys, outdoor equipment, 
computers, and video games10.

Based on previous marketing efforts of the Wii from Nintendo, these 
consumers would most likely purchase sports games, and games 
based on popular Nintendo franchises such as Mario, Zelda, and 
Donkey Kong. According to the ESRB video game rating system, 
these titles are the most appropriate for young children and early 
teenagers15.

• Geographic Location: West, Northeast
• Age Range: 35–49
• Employment Level: White Collar, Mix
• Ethnic Diversity: Mix, White, Asian, Hispanic

libertyhaven.wordpress.com
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Decision Makers (Adults)

shayandlonni.blogspot.com

New Homesteaders

This adult segment group consists of active younger parents who 
prefer the additional space and unique rustic charm afforded by life 
in smaller towns10. Dual-income earners and college graduates, these 
“New Homesteaders” posess signifcant disposable income toward 
which they like to spend it on their children-centered lifestyle10. Shared 
leisurely items, such as campers, boats, entertainment systems, and 
video game consoles are commonly and frequently purchased10. Com-
fort and love for family are two key motivators of this group.

Being the youngest adult segment in the “Country Comfort” social 
group allows the “New Homesteaders” some liberty to freely enjoy 
the activities they love with little infraction or lack of privacy10. They 
are able to leverage a generally lower cost of living to purchase items 
they really want16. This means that they might not be as deterred as 
their suburban counterparts regarding nonessential supplemental 
purchases that enhance their chosen lifestyle16.

• Geographic Location: West, Northeast
• Age Range: 25–44
• Employment Level: White Collar, Mix
• Ethnic Diversity: Mix, White, Black
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Customer Print (Teen)

Justin Coolkid
Hometown: Northeast (Boston, MA)
Age: 15
Relationship Status: It’s complicated (according to Facebook)
Status: Student (10th grade) and varsity basketball player
Children: Not unless you count my Cocker Spaniel mix, Slate
Siblings: 2 Sisters, Julie and Jordan
Parents: Both full-time employed and married for 17 years

My name is Justin, I am 15 years old and I live in Boston with my mom, dad, 
two little sisters, and my dog slate—we named him that because he’s gray all 
over. I am a high school sophomore getting ready for the PSAT’s, but, in my 
spare time, I play varsity basketball, hang out with my friends at the movies or 
the mall, and play video games. My Christmas present last year was the new 
Nintendo Wii U. My friends and I play a lot on the weekends, and my family 
and I play sometimes during the week . . . after our homework’s done. I have 
been a gamer since I was 5, so I always win! My favorite game to play with my 
little sisters is “Angry Birds Star Wars,” but my family and I have the most fun 
playing “Just Dance 4.” My mom and dad love it, too. They play “Jeopardy” 
after we go to bed—it’s supposed to be a secret but I’m on to them. My friends 
have a Wii U at home and we use Miiverse to chat and compare scores. Our 
favorite games are “NBA 2K13,” “Need for Speed,” and “ESPN Sports Connec-
tion.” My birthday is coming up soon, and if I get a good score on the PSAT 
my parents have promised me the new “Mario Kart 8!”

ign.com
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Customer Print (Adult)

Sarah Coolkid
Hometown: Northeast (Boston, MA)
Age: 40
Relationship Status: Married to Jason Coolkid
Employment Status: Investment Banker
Children: 3 (Justin, Julie, Jordan)

My name is Sarah and I’ve been married for 17 to years to my wonderful 
husband, Jason. We have 3 beautiful children and a dog. I’ve been trying to 
lose weight so I’m really into fitness lately, and because of my crazy schedule 
I really have a hard time sneaking in workouts. I’m also finding it increasing-
ly difficult to get family time in, so I’m always looking for ways to bond and 
have fun with the kids. My husband I recently purchased a Wii U for Justin 
because he’s really into video games, and I have to admit, the games are more 
fun than I imagined . . . just don’t tell Justin though! I get a morning workout 
in with the “I’ve Got to Run!” game while the girls are asleep and Justin is at 
basketball practice. My husband and I are very competitive so we have a ton of 
fun playing Jeopardy occasionally. Quality time is also very important to our 
family, so when we’re not hiking, camping, or at one of the kids’ activities, we 
dance together with the Wii U “Just Dance” game. I’m really surprised at how 
kid-friendly the games are. I’m glad Justin convinced my husband and I into 
buying this thing!

ign.com
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Rich Customer Profile

Upward Bound

This parental segment made up of “Soccer Moms and Dads” has 
discretionary money to spend on their children and are eager to earn 
their kids’ approval. These parents are college educated and easily in-
fluenced by their desire to keep up with peer spending. This Upward 
Bound target market is aged 34–49 with 6–11 year old children10. 
They have white collar jobs that help contribute to a $150+ household 
income10.  

An integrated approach is needed when targeting the Upward Bound 
parents as they consume a mix of traditional and modern media17. 
Magazines and the Intenet will undoubtedly be a focus of our tactical 
campaign given their heavy consumption (Index 180 and 164, re-
spectively)11. Outdoor billboards and signage will also be woven into 
the media mix to take advantage of the Upward Bound’s preference 
for the medium. Targeted marketing within the Northeast, where this 
particular audience lives, will be a focus of our initial IMC campaign. 
Should our IMC campaign have a successful outcome, plans would 
be made to possibly expand our effort on a national scale—again, 
focusing on areas with affluent, like-minded parents.
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Described within this document is an integrated marketing communications 
(IMC) plan aimed at increasing Nintendo Wii U sales. To do so, Nintendo will 
need to leverage their four decades of gaming experience to target parents look-
ing to strengthen their family bond through entertainment. This strategy will 
not only improve sales for the Wii U, but also increase market share for the 
brand while better situating Nintendo to compete with major competitors Sony 
and Microsoft. Game on!

Background

Nintendo is a brand that has been extremely smart in their approach to video 
gaming; the company designs hardware and software that targets users looking 
for fun, easy to use consoles. Nintendo’s newest release—the Wii U—offers just 
that: a fun, engaging experience that changes the way you view entertainment.  
The interactive game console allows users to download entertainment, as well as 
connect with other gamers using Wii U games.

Brand / Product Description



Strategy Set-Up3

Product Offering

Featured Products / Categories
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Featured Products / Categories

How / Where it is Sold

• Distribution of both physical products and digital games follow the same path.
• Nintendo is beginning to focus more efforts around digital distribution, lower-

ing distribution costs and increasing customer trial prior to purchase.



Objectives

• Increase Wii U unit sales by 10%, or 600 thousand units.  
• Achieve 70% brand awareness within target audience segment.
• Strengthen the position that Nintendo’s Wii U is the family-friendly  

gaming console

Strategy Set-Up5

Situation Analysis / IMC Rationale

Gaming is an incredibly competitive industry—with consumers spending as much as 
$21 billion on video game hardware a year1. Nintendo’s largest problem is remaining 
competitive in an oversaturated market. To keep pace, they drastically slashed prices—
resulting in loss in market share and lackluster sales. An IMC campaign is essential 
to introduce innovative advertising and appropriate promotion strategies that deliver a 
cohesive message to targeted consumers across appropriate platforms in an effort to:
• Increase Wii U product awareness
• Regain a larger market share through increased unit sales
• Reinforce the strategic goals of the company by aligning what the company does 

(i.e., gaming) with who they are (culture) and how they do it (family-friendly).

Objectives / Challenges

Challenges

• Oversaturated gaming market 
—Nintendo’s Wii U is having 
trouble competing with other 
large gaming company con-
soles, primarily the Sony Play-
Station and Microsoft’s Xbox.

• Growing gaming app competition 
could continue to reduce market 
share.



Psychographics

PRIZM highlights favorite activities/interests for the “Upward Bound”:

• Family
• Outdoor activities (i.e., camping, cycling)
• Digital/wireless technology (i.e., computers, video games)
• Entertainment

Lifestyle

• Soccer moms and dads who are kid obsessed. Most purchasing 
power focused on their children.

• Active, busy parents who focus on physical family activities.
• Entertainment focused parents—make heavy purchases toward 

video games, computers, and home theater.

Demographics

• Age: 35–49
• Gender: Male/Female
• Geography: Northeast

• Income: 150+ HHI
• Education: College Graduate
• Children: Aged 12–17

Strategy Set-Up 6

Several key segments could work for Nintendo’s customer profile, including par-
ents and children. Our research indicated, however, that “Upward Bound” parents 
would yield the most desirable outcome in terms of sales and market penetration.

Customer Profile
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Attitudes/Behaviors Toward Wii U

• “Wii U is still the best system for families2.”
• Wii U offers co-op mode for its Mario games that is conducive to 

multi-age play; everyone is part of the team.

Category and Brand Usage

• Average video game purchaser is over 35 years old.
• 59% of parents believe games encourage their family to spend 

time together.
• Parents play videos games with their children because it is fun for 

the entire family, and because it is a good opportunity to socialize 
with their kids.

Media/Content Consumption Habits

Index pulled from MRI, Fall 2013 Prod-
uct: Electronics, Video Games (Household 
Owns) - Systems, Nintendo Wii U3

• Heavy magazine consumption (Index 
180)3

 Ω Affluent and experiential magazines:
 » Food & Wine (Index 166)3

 » New York Magazine (Index 427)3

• Moderate Newspaper Consumption 
(Index 118)3

 Ω News and Entertainment weeklies 
(Index 102)3, and Local Newspaper  
Distribution (Index 82)3

Customer Profile
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Media/Content Consumption Habits (Continued)

Index pulled from MRI, Fall 2013 Product: Electronics, Video Games 
(Household Owns) - Systems, Nintendo Wii U3

• Heavy Internet consumption (Index 164)3

 Ω Social Media
 » Users within our HHI demographic account for 66% of social 

media users
 » The only age demographic that has increased social media use 

within the past two years is age 30–49, which includes our target4

 Ω Focus on sports and e-mail Internet sites, including ESPN.com  
(Index 131)3, Gmail.com (Index 123)3 and Yahoo! Mail (Index 124)3. Also 
a focus on music sites like Pandora (Index 123)3 and iTunes (Index 133)3. 

• Medium TV consumption (Index 128)3

 Ω Sports, game shows, morning news all index high
• Medium-to-significant outdoor consumption (Index 149)3

 Ω Billboards, signage

Customer Profile
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Customer Print

Sarah Coolparent

• Hometown: Boston
• Age: 40
• Relationship: Married
• Career: Investment Banker
• Children: 3 (Justin, Julie, Jordan)

“My name is Sarah and I’ve been married to my wonderful husband, 
Jason, for 17 years. We have 3 beautiful children and a dog. I’ve been 
trying to lose weight so I’m really into fitness lately, but because of 
my crazy schedule, I have a hard time sneaking in workouts. I’m also 
finding it increasingly difficult to get family time in, so I’m always 
looking for ways to bond and have fun with the kids. My husband I 
recently purchased a Wii U for Justin and I have to admit, the games 
are more fun than I imagined! I get a morning workout in with the 
‘I’ve Got to Run!’ game while the girls are asleep and Justin is at 
basketball. My husband and I are very competitive so we have a lot of 
fun playing Jeopardy. Quality time is also very important to our fami-
ly, so when we’re not hiking, camping, or at one of the kids’ activities, 
we dance together with the Wii U ‘Just Dance’ game.”

Customer Profile



Customer Insight / Key Message

Strategy Set-Up 10

Customer Insight

Parents who often find it difficult to relate to their teenagers still want to 
play and enjoy quality time as a family. Meanwhile, their kids still enjoy 
playing games that are visually complex, edgy, and fun, as evidenced by 
the upsurge in sales of games for the Xbox and PS4 consoles. Nintendo 
is the solution to these problems.   

Key Message

Nintendo’s Wii U believes that playing together makes playing even better.



Campaign Description

Imagine a Saturday evening spent as a family laughing, enjoying 
each other’s company and casually competing in your favorite game.  
During this magical night, your teenage children are surprisingly 
engaged—phones down, eyes up, and completely focused. You all are 
genuinely having a good time!

Big Idea / Campaign Description

Big Idea

Game On: Who’s Got Next?

This “big idea” stems from the customer insight that our “Upward 
Bound” parents are longing to spend quality time with their children.  
During an era when distractions are at an all time high, “33% of 
parents with children under age 18 say they are not spending enough 
time with their children”5. When paired with Nintendo’s key message 
that gaming can help bring families together, this big idea will strike 
a chord with our target while helping increase Wii U sales.  
 
“Game On,” the first part of our idea, serves as an action-oriented 
mantra that encourages people to play. The second part, “Who’s Got 
Next?,” is a modern colloquialism kids use with friends and parents 
when competing in games. Since we know our target is heavily influ-
enced by their children, we felt it important for this phrase to reso-
nate with both generations. Executionally, kids will find the phrase 
hip and catchy while their parents react to advertising that asks 
“Mom, you got next?” with pictures of children asking their parents 
to play Wii U with them.

Strategy Set-Up11



Campaign Description (Continued)

Big Idea / Campaign Description

Strategy Set-Up 12

To “Upward Bound” parents, this is a dream scenario. Nintendo, a 
video game company with over four decades of experience, knows 
the way to achieve this dream is to find common ground to bring 
generations together. In this case, it’s a love of competition that 
Nintendo can foster—with the Wii U serving as a catalyst to facilitate 
quality family time and fun.

“Game On: Who’s Got Next?” (GOWGN) will serve as the North Star 
for all of Nintendo’s integrated marketing campaign efforts. The cam-
paign will be delivered through a mix of public relations, advertising, 
social media, internal and experiential marketing communications—
centered around tactics that focus on increasing awareness of the Wii 
U’s benefits while driving product engagement and purchase.

Geographically, the GOWGN campaign will focus in the Northeast 
where a concentrated group of “Upward Bound” parents are located.  
Once an analysis of post-campaign metrics is completed and deemed 
successful, the GOWGN effort can be duplicated across the country 
on a larger scale and opened to a boarder target. 
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Campaign Description (Continued)

Big Idea / Campaign Description

As it relates to awareness, “Upward Bound” parents will be targeted 
with ads placed in newspapers and affluent magazines—prime loca-
tions for reading while on their morning commute or while leisurely 
curling up at the end of the day. Adjacent to these ads, readers could 
find thought leadership pieces touting the benefits gaming has on a 
child’s development or an article covering one of the local pop-up
events. To support these efforts on a broader scale, a mix of paid and 
earned social media will be utilized—with hashtags for #gameon, 
#whosgotnext and #ivegotnext shared throughout the campaign 
to garner attention. These hashtags will also be used to help drive 
engagement with Wii U and the brand, socially, on Nintendo’s owned 
channels. 
 
To really impact “Upward Bound” parents, Nintendo needs a cam-
paign that drives engagement with the Wii U. Equally as important is 
the need for parents to try the console for themselves while spending 
quality time with their kids. In the end, not only will the GOWGN 
competition and the pop-ups put the product in the hands of parents 
who make the financial decisions for their family, they will also be 
put in the hands of the target’s largest household influencer—their 
children. 

Campaign Activation Schedule



Strategies
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Set-Up

Nintendo will execute an experiential marketing strategy that drives 
product trial with “Upward Bound” parents while helping increase 
the target’s brand awareness—both of which will ultimately help 
drive sales of the Wii U system and its games.

Experiential (Engagement / Awareness)

Strategies

• Regional “Pop-Ups”
• “Who’s Got Next?” Competition

Tactics

Overarching Rationale: Research shows, on average, 95% of respondents 
said participating in a recent event made them more inclined to pur-
chase the products promoted6. Additionally, one barrier to entry with 
“Upward Bound” parents is their lack of familiarity with the Wii U.  

Regional “Pop-Ups”

• Approach: To help increase awareness of the larger competition, as 
well engagement with Wii U system, pop-up “play stations” will be 
set up in high traffic areas to encourage parents and their children 
to try the Wii U.

 Ω Tickets for the larger events will be given away to people who play
 Ω Marketing collateral (branded t-shirts, etc) will be given away to peo-

ple who break the daily top score.
 Ω The event series will kick-off on April 23 during “Bring Your Child to 

Work Day” throughout the Northeast with mini office tournaments 
set up for parent/child teams.
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Tactics (Continued)

 Ω Pop-ups will then be scheduled at locations like:
 » Boston: Faneuil Hall; Seaport World Trade Center; Yawkey Way
 » Hartford: Westfield Mall; Lake Compounce; Connecticut Science 

Center
 » New York: Central Park Zoo; Upper East Side/Fifth Avenue;  

Yankee Stadium (suite level only)
• Measurement: Pre- and post-awareness surveys

Experiential (Engagement / Awareness)



Tactics (Continued)

“Who’s Got Next?”Competition

• Approach: To continue upon the theme of raising product aware-
ness while increasing product trial, a larger scale competition will 
be held.

 Ω Parent/teen teams will compete against their peers—with winners 
bringing home bragging rights and college scholarships.

 Ω Winners from each city (Boston, Hartford, and New York) will 
compete for the grand prize in Times Square during a Good Morn-
ing America segment. The final showdown will occur on Monday, 
August 24, prior to kids going back to school and on GMA, a highly 
watched show for our “Upward Bound” target.

 Ω Prizes will be awards for:
 » 1st: One year of free tuition to any U.S. college or university
 » 2nd: $10,000 scholarship
 » 3rd: $5,000 scholarship

 Ω All event participants will receive a trophy with a classic Nintendo 
Character and the phrase “I GOT NEXT” on it, along with 10% off a 
Wii U.

• Measurement: Pre- and post event surveys, on-site Wii U sales and 
social media engagement during events

Experiential (Engagement / Awareness)
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Set-Up

Internal marketing within Nintendo’s U.S. headquarters in Red-
mond, WA is recommended to facilitate higher sales of the Wii U in 
an attempt to grab a larger share of the video game market.

Internal (Engagement / Awareness)

Strategies

• Internal Tournament
• Newsletter
• Intranet Engagement

Strategies 18



Tactics

Overarching Rationale: Successfully communicating with employees 
will reinforce Nintendo’s commitment to a positive corporate culture 
while generating positive word-of-mouth (WOM) for the larger IMC 
campaign7. 

Internal Tournament

• Approach: Nintendo employees are invited to compete in a sin-
gle-elimination tournament similar to the consumer competition.  
This tournament will help increase productivity in the workplace—
improving employee morale. Progress of the tournament will also 
be detailed in corporate communications.

• Measurement: Pre- and post-event surveys

Strategies19

Internal (Engagement / Awareness)



Tactics (Continued)

Newsletter

• Approach: The newsletter will include the following:
 Ω Up-to-date results on the tournament’s progress
 Ω Information about company events
 Ω “This Week on Social Media”
 Ω Employee-contributed columns
 Ω Tournament cheat codes

• Measurement: Open and click-thru rates

Internal (Engagement / Awareness)

Intranet Engagement

• Approach: The company intranet would include:
 Ω Employee blog and message boards with posts about Game On and 

other topics
 Ω Home page would change consistently to reflect activity
 Ω Social media interfaces to showcase employee engagement, including:  

 » easily customizable profiles for each employee
 » news site for company and industry events
 » photo-sharing sites where employees can share photos of the 

Game On event
• Measurement: Site metrics and pre- and post-event surveys on  

company morale

Strategies 20



Strategies21

Set-Up

To increase sales of the Wii U, advertising will be released in three 
different media formats to boost awareness, interest, and eventual 
purchase by “Upward Bound” parents. In addition to heterosexual 
married couples, homosexual married couples and single parents 
will be pursued as segments complementary of the target.

Advertising (Awareness)

Strategies

• Outdoor Media
• Traditional Media
• New/Online Media

Tactics

Outdoor Media

• Rationale: Medium-to-heavy consumption by target (MRI, 2013)3

• Delivery: Buses, trains, taxis, subway stations, and billboards
• Approach: Advertisements will activate fond childhood memories 

of “Upward Bound” parents by leveraging success of traditional 
Nintendo franchise like Donkey Kong (1981) and Super Mario Bros. 
(1985). Also familiar to teens, these classic game characters will 
bridge the generational divide between parents and their children.

• Measurement: Pre- and post awareness surveys; advertising recall



Tactics (Continued)

Traditional Media

• Rationale: Heavy consumption by target (MRI, 2013)3

Advertising (Awareness)
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Tactics (Continued)

• Delivery: Emphasis on news-
papers (The Boston Globe, 
The New York Times, The 
Wall Street Journal) and re-
gional/affluent magazines

• Approach: Advertisements 
will provide intelligible ar-
guments that tout Ninten-
do Wii U’s unique product 
attributes, which—being 
both points of difference 
and a competitive advan-
tage—bring the family to-
gether. Traditional media 
will help provide important 
information about the con-
sole (benefits/features) at a 
time and place convenient 
for the target to absorb.

• Measurement: Pre- and post 
awareness surveys; adver-
tising recall

Advertising (Awareness)

Online/New Media

• Rationale: Heavy consumption by target (MRI, 2013)3
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Tactics (Continued)

Advertising (Awareness)

• Delivery: Display (banners, text ads, pop-ups) and mobile at the 
websites shown above as well as search engine marketing (SEM)

• Approach: Advertisements will integrate the “Game On” experience 
and provide motivation to buy the Wii U gaming console. In an 
effort to shore up leads, online call to actions will be used in bringing 
“Upward Bound” parents to event registration and point of purchase. 
SEM will be employed to shorten this time-to-purchase and help in-
crease response rates. These ads will point the target to the Game On 
microsite, which will act as a hub of interaction for interested parties.

• Measurement: Microsite will be coded with Google Analytics com-
piled and used toward retooling—in real-time—the online adver-
tising strategy.
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Set-Up

The PR strategy will consist of proactive tactics that create a rela-
tionship with the “Upward Bound” target and their key influencers 
to promote awareness, shift attitude, and ultimately drive sales of 
Nintendo’s Wii U8.

Public Relations (Awareness)

Strategies

• Thought leadership
• Media relations
• Publicity (local market)

Tactics

Thought Leadership

• Rationale: The thought leadership initiative will focus on publishing 
thought leadership pieces in the affluent magazines that Nintendo’s 
target demographic reads.

• Delivery: Focused publication in all aforementioned magazines
• Approach: Publications will feature prominent gaming advocates 

including Christopher Bergland, a professional athlete and video 
games advocate, and Alice Walton, an expert in medicine, neurosci-
ence and psychology and contributing writer for Forbes.com. Articles 
will focus on the positive effect that gaming has on a child’s devel-
opment. Articles will be printed juxtaposed to campaign advertising 
to enforce brand salience. This message will reinforce the value of 
gaming.

• Measurement: Website traffic using Google Analytics
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Tactics (Continued)

Media Relations

• Rationale: Necessary to increase brand awareness—media coverage 
will focus on creating exposure for the campaign.

• Delivery: The following media outlets will be present at all “Game On” 
events:

 Ω ESPN (sponsor); Fox News: Hartford, CT (Fox CT), Boston, MA (Fox 
25) and New York, NY (Fox 5)

 Ω Media coverage will be for scheduled events only (Boston, Hartford, 
New York)

• Approach: “Upward Bound” demographic television consumption 
is focused on sports based programming, such as ESPN, and has a 
high focus on Fox News in particular. Media mentioned will have 
exclusive contracts to televise event(s).

• Measurement: Pre- and post-event surveys

Public Relations (Awareness)
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Tactics (Continued)

Publicity (Local Market)

• Rationale: Sixty-two percent of “Upward Bound” adults read newspa-
pers, which therefore is an effective way to deliver the key message 
while reinforcing other communication strategies9.

• Delivery: Pitch the following local news outlets to promote the com-
petition and “pop ups”:

 Ω Boston: Boston Herald; Boston Globe
 Ω Hartford: Hartford Courant; New Haven Register
 Ω New York: New York Times; Wall Street Journal

• Approach: Use local newspaper outlets to create publicity for the 
competition and “pop-shops” while simultaneously reaching the 
target.

• Measurement: Post-competition awareness surveys

Public Relations (Awareness)
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Set-Up

A specially designed microsite (www.gameonwiiu.com) and Wii U’s 
social media channels will be used to foster and enhance relation-
ships, as well as engage and educate the “Upward Bound” target 
across paid, owned, and earned media. Our target (Generation X) is 
also highly connected and on the go—with nearly 95% using mo-
bile phones and 60.3% using smartphones—therefore the following 
smartphone-friendly social media strategies are the most appropriate10. 

Social Media (Engagement / Awareness)

Strategies

• Facebook (www.facebook.com/gameonwiiu)
• Twitter (www.twitter.com/gameonwiiu)
• Microsite (www.gameonwiiu.com)

Tactics

Rationale

• Facebook: Research shows that 81% of US Gen Xers own FB  
accounts and, among them, nearly 50% are considered “active 
account users.11” This will allow the target to help increase brand 
awareness and salience.

• Twitter: Similarly, nearly 50% of Gen Xers are Twitter users11—this 
provides great opportunity for exposure of Wii U news and events.

• Microsite: Individuals born between 1965 and 1980 account for more 
than 58.2 million Internet users in the United States12. “For market-
ers using digital technology [such as microsites] to reach consumers, 
Generation X is... a natural target.13”
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Social Media (Engagement / Awareness)

Tactics (Continued)

Approach

• Facebook and Twitter will be used for the campaign’s entirety with 
heavy monitoring and brand posts intended to keep followers up-
to-date with all event happenings (owned). 

• Facebook shares/likes and Twitter retweets will be encouraged to ensure 
the conversation is consistent and ongoing (earned). Examples include:

 Ω Facebook Status: “It’s time to start preparing yourself for Game On 
#BraggingRights. Which family member are you competing against? 
Tag them in your response to this post!

 Ω Twitter Status: “Lots of exciting new game releases and events hap-
pening for Nintendo’s Wii U . . . stay tuned to see #WhosGotNext & 
RT us with the name of your favorite game.”

• Microsite content will focus on the “Game On” event updates  
and registration (owned). Additionally, feeds from the social  
channels will be embedded here for synergy and to help promote 
campaign-related social conversations.

• Due to the decline in organic reach, we will pay to promote/boost 
important Facebook posts that resonate with the “Upward Bound” 
by targeting their demographic age range, income levels, and geo-
graphic relevance to increase the likelihood of these “sponsored” 
posts showing up in news feeds (paid).
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Social Media (Engagement / Awareness)

Measurement

• Tools like Tweriod, Facebook Insights, Google Analytics, and Hoot-
suite are essential for managing online interactions. We will use 
social media and web analytic sites similar to these to measure and 
gauge performance throughout the campaign so we can learn, test 
and evolve in real-time.
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Campaign Flowchart
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