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[bookmark: _Toc123056744]Introduction 
Strategic management is an approach that refers to bundles of actions and decisions that the manager undertakes to offer the organisation an overall direction. This constitutes specifying goals and targets for the organisation and creating plans and policies to achieve the desired results by improving the firm's performance. Strategic management typically comprises five essential stages: goal setting, environmental analysis and scanning, strategy formulation, implementation and evaluation (Walther and Sörhammar, 2021). It is important for a firm as it offers the necessities it needs to meet the targets to attain a specified position by maintaining a competitive edge in the market. The study presented in this report format will develop a critical insight into the "Sony’s battle for video game supremacy" case study by understanding the firm's strategic management activities (Sterman, Jekarl and Reavis, 2011). Theoretical underpinnings will be associated with their practical applications in the firm’s emergent strategies. The strategic analysis of the case study will also shed light on the relationship between the business’ organisational contexts in terms of the internal as well as external environment. As Sony has been battling to develop supremacy in video game publishing, strategic recommendations will be provided while concluding the analysis to help the firm enhance its strategic activities.
[bookmark: _Toc123056745]Overview of the Case Study - Sony’s Battle for Video Game Supremacy
With the introduction of Sony PlayStation (PS) 3 in 2006, Sir Howard Stringer, Sony's CEO (Chief Executive Officer), became nostalgic in reflecting the last 30 years' history of the video gaming industry. Kim, Saha and Khern-am-nuai (2021) stated that during this time, the CEO crossed fingers and wished for a successful PS3 launch in the increasingly competitive industry. Inoue (2022) opined that despite the PS2's (PlayStation 2) dominance previously in the gaming market, Stringer was aware of the fact that he could not guarantee the past success of the future performance of PS3 as now the industry has become more competitive with other key players dominating the market. For instance, Microsoft, with its first volley launch with Xbox 360 release. Cavanagh (2020) stated that within the first year of the launch, 4 million and over Xbox 360 got sold, and people from global countries bought this video game. In the meantime, Sony Corporation was found to be in standard wars with another competitor Toshiba, which is a well-developed Japanese electronic gadgets manufacturer. Toshiba's collaboration with Microsoft helped the former develop its standard digital video in the name of HD-DVD. Gradually, the battle lines for Sony started increasing with other key players, including New Line, Sanyo, Intel, HBO, Disney, Pioneer, Philips, Panasonic, Lionsgate, Dell, Apple and many others. The year-to-date sales of Wii, PS3 and Xbox have been shown in the figure below:
[image: The Divnich Tapes: PlayStation 3 Vs. Xbox 360 In The USA]
Figure 1: Year-to-date sales of Wii, PS3 and Xbox 360
(Source: Cavanagh, 2020)
Operating in the cut-throat and competitive market, Stringer was assured about the fact that PS2's replication success would not be an easy task with the PS3 launch. According to Hammar and Woodcock (2019), the PlayStation 3 Sony at $599 is no longer a toy and is unlikely to be purchased on impulse by the majority of buyers. Nevertheless, compared to the standalone Blu-Ray players that cost between $900 and $1,000, the PS3 may be considered a steal because it could also play games, including certain previous generation PlayStation titles (Sterman, Jekarl and Reavis, 2011). Accounting for the video game sector in 1994, the Sony Corporation's ability to reach adult and children gamers has been impressive for the business. However, Stringer knew that it would be critical for Sony to keep up with the expectations of the customers and their appetites. Condis (2021) addressed that with Atari's rise-fall, Nintendo, a Japanese playing-card processing firm, has witnessed a gradual and continuous rise with its licensed games that met the customers' appetite. Besides customers, Nintendo also had a tight hold on the retailers required for placing orders, taking deliveries and payment processes via its monopolistic practices. Nonetheless, Atari filed lawsuits against Nintendo's monopolistic practices and closed its collaboration with Microsoft in the mid-1990s. Here comes the Sony Corporation with a wide variety of electronic gadgets fulfilling the customers’ demands.
Sony's PS2 was a huge success for the firm, succeeding in gripping 60-65% of the market in the US (United States) by 1999. Even though global video game sales in 2001 were found to top with $6 billion, its retail costs remained the same (Sterman, Jekarl and Reavis, 2011). Moreover, the development budgets also started increasing with the lengthening of production values and schedules. This increased the concern of the firm about whether PS3 could be a hit like PS2 or will it be a miss in the cut-throat competitive market. Baty (2020) discussed that the console wars seemed to re-ignite with Microsoft’s Xbox 360 launch. 
[bookmark: _Toc123056746]Central Issues of Sony
Looking back at the overblown promises of Sony's PlayStation 3, this much-awaited gaming console declined after operating for a few countable months in the market. This increased returns to the dealers with fewer sales rates. Thus, Tretton attributed this to the fact that bad media publicity was motivated and inspired to tear down Sony in the gaming industry with the dominance of other key players, including Microsoft, Nintendo, Philips, Atari and more (Fuertes et al., 2020). From the given facts shown in this case study, it is clear that Sony made several mistakes during the PS3 launching time. Some of the central issues faced by Sony with its PS3 launch are discussed in the following section:
· Failing to anticipate the competitors' development- According to Hitt, Arregle and Holmes Jr (2021), Microsoft's Xbox 360 and Nintendo's Wii were launched long back than Sony's PS3 launch. With the development of Xbox 360 and Wii, Microsoft and Nintendo, respectively, have set an elevated standard of video games as expected by the customers. This is Sony's biggest mistake as the firm was reluctant to look forward and observe the features already incorporated in these video games that attracted the customers the most (Makadok, Burton and Barney, 2018). Sony should have determined the features of Wii and Xbox 360, and the firm should have offered further challenges to the already existing players in the market.
· Failing to monitor the competitors' prices- The gaming market is restricted by prices that gamers would intend to pay. Bogers et al. (2019) revealed that if the products existing in the market have similar features and come with much more affordable options, customers would prefer the new brand products having the same quality and features but are comparatively cheaper. Even after failing to anticipate the competitors' development, Sony's PlayStation 3 could have reigned the market if it had noticed the pricing strategies of Nintendo and Microsoft (Sterman, Jekarl and Reavis, 2011). 
· Overwhelming and unrealistic promises- The market standards for video games have increased to a greater extent than that expected by Sony during its PS3 launch. Ansoff et al. (2018) opined that the firm made hyped promises to the customers about the product, unknowing of the fact that Wii and Xbox 360 had already set their standards. The press and advertising claims of PS3 indicated that it would offer services and products having much higher standards than Wii and Xbox 360. However, in reality, all promises seemed to be vague as Sony PS3 did not even match Microsoft and Nintendo's standard bar (Ritter and LettL, 2018).
· Lacking detailed market research- In order to cope with the PS3’s negative publicity, Sony opted for a temporary solution of giving TV (television) sets to around 125 customers who were the first PS3 purchasers (Kohtamäki et al., 2019). This expense was much more costly for the firm as the problem did not resolve with this temporary solution. The firm’s lack of market research increased its chances of failure in the European market besides the US market.
[bookmark: _Toc123056747]Strategic Analysis 
The central issues faced by Sony while battling for video game supremacy with other key players in the existing market will be strategically analysed in this section. The strategic analysis will be carried out with theoretical underpinnings taught in the weekly sessions of the Strategic Management module course to deal with these issues and overcome shortcomings within a specific period.
[bookmark: _Toc123056748]Strategic management theory
As per the strategic management concept of this theory, Sony needs to reset its targets and goals to improve its value proposition to pioneer the gaming business in future with curiosity and big yet achievable dreams. According to the incompleteness theorem of Godel, businesses do not have consistent and continuous approaches that can support them to formalise why customers rejected their video games and services related to the games in the European and the US markets (Richert-Kaźmierska, 2019). With the aid of this theory, Sony can analyse its current situation in the gaming industry and develop effective strategies that can match the expectation levels of the customers and mainly focus on how to strategically lower their pricing patterns by maintaining the quality of their products as well as services (Sterman, Jekarl and Reavis, 2011). This will help the firm quit the notion of coming up with temporary solutions for grave challenges and opting for more effective and temporary solutions that would assist in meeting customers' expectations.
[bookmark: _Toc123056749]Prescriptive theory
Meng and Asuka (2022) revealed that the green approach, in association with the prescriptive theory, states that firms like Sony need to necessitate their available financial and human resources to decrease their dependency on international suppliers of raw materials. This will not only reduce supplier costs but also minimise the making charges and utilising charges of the video games. Webster (2018) stated that this would further enable the firm to set the price of the PS3 video games by understanding the customer insights that could further aid Sony Corporation to utilise the emergent strategies to effectively address and fulfil their strategic goals of capturing the market by aligning with the customers' appetite. As this theory typically demonstrates the fact that leaders have the potency to apply similar strategies to every issue or challenge, this does not critically match with the central issues that Sony has been facing since its PlayStation 3 launch in the US and the European market (Du, Kuang and Zhang, 2019). Furthermore, Stringer needs to manage different issues with different solutions and make the solutions permanent and not effective for temporary use.
[bookmark: _Toc123056750]Market economic theory
Guo (2020) stated that the market economy indicates the economic system of an enterprise that aids in making decisions regarding strategic ways of investing, producing as well as distributing services and products as per the customers' appetite and demands. With the help of this theory, the individuals linked with Sony's video game manufacturing and launch own the majority of the resources and not the state. Implementing the market economic theory in real-time practices of Sony Corporation must be conducted with strategies and tactics that can fulfil the firm's new vision and goals to establish itself in the cut-throat gaming market amongst the existing key players (Boniecki and Marciszewska, 2021). 
[bookmark: _Toc123056751]Public sector administration theory
As mentioned in this theory, the Japanese government should take charge and assume factors that help them make informed decisions for Sony Corporation, as it is unable to overcome the central issues that were discussed in the previous section of the study. Pfarrer et al. (2019) stated that Sony's business model is found to be hinged on excellent quality products along with effective customer services to satiate their appetite. This cannot be fulfilled by the matrix structure of the firm as this structure considers business/product-based and function-based approaches. According to the beneficial events of this theory, Sony needs to focus on developing its competitive advantage by developing customer-centric strategic approaches within the existing matrix structure (Sterman, Jekarl and Reavis, 2011). This will enable the firm to replenish its culture by motivating and inspiring the staff, which would help the firm conduct proper market research and competitor analysis before its new product or service launch.
[bookmark: _Toc123056752]Game theory
According to the interpretive and proactive dynamics of the game theory, firms can study the why and how of making decisions to deal with conflicts and with the efforts to maintain cooperation with the competitors even while competing in the market (Walther and Sörhammar, 2021). Developing a critical insight into this theory helps firms to make effective and strategic choices internally or externally; this supports successfully competing in the market without aggression. According to Cavanagh (2020), Sony, before launching its new video games, needs to play simple yet realistic games that can help the firm understand the fundamentals of a business and how it can develop a competitive edge in the market by setting up fictional scenarios to simulate the practical business conditions and find out solutions to overcome the issues.  
[bookmark: _Toc123056753]Life cycle theory
According to this theory, businesses should progress in different phases by focusing on the five stages: (1) launch, (2) growth, (3) shake-out, (4) maturity and (5) decline. The life cycle of every business is imperative to address; otherwise, it might cause issues in future and would lead the firm towards the decline stage and finally out of the market. As Sony’s video game business did not go well, there is a high probability for the firm to reach the decline stage in the US and European markets. This is why the firm should develop a critical insight into understanding the customers’ behavioural pattern and their appetites (Sterman, Jekarl and Reavis, 2011). As most video gamers are students, the pricing pattern should be redeveloped and made as per the customers' demands and how they can be satisfied with both quality and price. 
[bookmark: _Toc123056754]Theory Application in the Practical Emergent Strategies
The emergent strategies developed in the previous section of the study to help Sony resolve the central issues will be discussed in this segment, with the practical deployment of the theories in real-time practices.
[bookmark: _Toc123056755]Market economic theory deployment in Sony’s emergent strategies
The market economic theory deployment in Sony's emergent strategies has been made possible with the aid of strengthening the communication system of its video gaming business with the customers to nullify the negative publicity of the PS3 users. Hammar and Woodcock (2019) explained that this implies the fact that the firm should be able to make effective decisions on lowering the price range of the video games and also conducting proper market research before launching new products in the new market. As this theory offers the business owners an efficient outlet for research in almost every economic area based on theoretical reasoning assisted with economic issues, this is the best for deployment in the firm’s emergent strategies of lowering prices to help the video gamers afford by collaborating with other firms (Baty, 2020).
[bookmark: _Toc123056756]Game theory deployment in Sony’s emergent strategies
As per Sony's emergent strategies of developing the potency to do proper market research to find out every minute detail of the customer trends, deploying the game theory in practice can help the firm understand how playing simulation games are important before stepping into the real business world (Fuertes et al., 2020). This will further help the firm avoid doing non-realistic promises to the customers. Implementing this theory in real-time market research will enable Sony to develop a concern of utilising different tactics and mechanisms that are typically designed with the firm’s equilibrium outcomes by resetting the welfare criteria or normative goals to understand the significance of trust and faith development among the customers (Bogers ET AL., 2019). The application of the theory in Sony's emergent strategies will further support the firm to analyse the economic competition and phenomena like mechanism design, bargaining, voting theory, auctions, behavioural economics, political economics, etc., by determining the distinct strategies that can be applied in the real-time business world. 
[bookmark: _Toc123056757]Life cycle theory deployment in Sony’s emergent strategies
The hypothesis of the life cycle theory somewhat matches those in the market economic theory as this discusses the saving and spending habits of the customers over a lifetime period. This can help Sony Corporation to monitor the pricing strategies of the competitors and seek to smoothen the consumption processes and can also support video gamers belonging to the low-income group, where savings is a must (Sterman, Jekarl and Reavis, 2011). In order to successfully deploy this theory in real-time practices would help Stringer (the CEO) and his team to concentrate on identifying and targeting the customers who tend to play video games, organising and evaluating the customer-centric approaches used by the competitors that can help them reach a robust customer base and retain them by enhancing their loyalty levels with offers, attractive deals, quality and affordable pricing structure.
[bookmark: _Toc123056758]Implementation of strategic management theory
From the viewpoint of Hitt et al. (2018), it has recognised the factor that strategic management theory is one of the most influential ones to conduct a constructive development of the organisational policy. In this context, it has evolved the ideology that by emphasising strategic management in a proper manner, Sony can develop an effective development in their business. Even it is also notable that strategic management help to cultivate the business objectives that are essential for the financial and market development of the company (Bogers et al., 2019). In addition to this, it has been exempted that with the help of this model, the company can increase their potential growth. There is various paradigm of Sony which are effective in increasing its market growth. In this context, it is notable that strategic management helps to cultivate various objectives of the business and make a proper business plan which has the credibility to gather a greater number of customers as well as stakeholders for business enhancement. 
It has also been explored that by implementing strategic management theory in the organisational value, Sony can increase their potentiality in regards to allocating the resources in a proper manner. Even it has also been seen that Sony can get the opportunity to accurately utilise their various resources so that it can able to gain competitive edges in the market (Ferreira, Mueller and Papa, 2018). Even it has also been identified that this model helps to ascertain the relationship between different components in the business of developing the market potentiality of the company. In this scenario, it is notable that by incorporating a Strategic management model in the business, Sony can improvise their operation as well as functional activities accordingly. Due to the central optimisation of the model in the business, Sony can generate their competitive advantages in a higher consistency further. 
[bookmark: _Toc123056759]Implementation of prescriptive theory
As per the exemption of Seidel and Watson (2020), prescriptive theory in the business scenario, Sony can develop a credible enhancement in the context of their product development. In this scenario, it is notable that this particular model helps to analyse the customers' tendencies in an adequate manner. By emphasising the attachment of the customers to individual products and services, Sony can able to develop their products as per the expectation of the consumers only (Linden and Teece, 2018). In this context, it is notable that this particular model is able enough to funnel down the major leads of the interested customers, and thus a proper business plan can be developed further (Coffie and Blankson, 2018). On the other hand, it has also been identified that the main agenda of the theory is to ascertain proper guidance to the organisation in regard to developing its future activities for organisational growth. Even it has also recognised that Sony can enhance their productivity by developing their Research & development plan so that it can increase the potentiality of its profit margin (Linden and Teece, 2018). Even it has also been identified that with the help of perspective theory, they can assess their customers' expectations, and by optimising this, they can gain the opportunity to offer some extra advantages to meet the demand of their core customers respectively. It has been identified that this model gives a potential opportunity to find out new avenues for the development of business. 
[bookmark: _Toc123056760]Implementation of public sector administration theory
As per Szczepaniuk et al. (2020), the theory of public sector administration incorporates the idea which raises the prospect of a merger. Behavioural management theory, human relations theory, scientific management theory, and bureaucratic theory are the four primary categories of administration (Boselie, Van Harten and Veld, 2021). Sony is better able to create their workforce strategy and efficiently manage their employees by placing a major emphasis on the public sector administration theory (Christensen, 2019). Additionally, it has been demonstrated that Sony may increase their leadership effectiveness by applying the model's guiding principles (Frederickson et al., 2018). It has also been looked into how Sony might employ different tactics to forge a synthesised relationship between the operational and functional prospects (Christensen, Laegreid, and Rvik, 2020). Sony management can develop a cost-benefit operational perspective. Additionally, it is investigated how this specific model aids in improvising the organisational structure and its hierarchical system. On the other side, the fact that Sony is able to improve its government positioning using this approach accordingly has also been excluded.
[bookmark: _Toc123056761]Relationship between external and internal organisational contexts and their impacts on management
As per the analysis of the case study, it has been reflected the matte of ideology that Sony has some potential strength in the context of the organisation's value. To be very precise, they have an exclusive operational growth where they have evolved various new technologies and services to attract customers further (Puyt et al., 2020). On the other hand, it has also explored that Sony has certain barriers in terms of their services which is considered as one of their loops in terms of increasing their market value (GURL, 2017). In this scenario, it is notable that the firm always has an interest in evolving something new which replicates their new PS3 video game service. It has been identified from the case study of Sony that in the initial stage, Microsoft tended to launch their services of Xbox 360 during the year 2005. They have got immense repose from the marketplace, which indicates a success rate for the company. On the other hand, it is also notable that during their launching year 4 million Xbox has been sold. This immense rate of success increased their competence level, and Nintendo, a core competitor, decided to sell Nintendo Wii. The main agenda of the organisation was to target more audiences than Microsoft and Sony (Benzaghta et al., 2021). They launched Wii after the launching of Sony’s PS3. This thing makes a major threat to Sony as they have tried to emerge a potential price range. This thing considered a matter of fact that Sony has to deal with the competitive rivalry in this scenario. Even it has explored that the potentiality of the competitive rivalry for Sony is higher. 
It has been exempted from the case study that the product price of the Wii was $249.99, which is almost half of the PS3's price range. This thing indicates that matter of fact that the organisation has to deal with a high power of bargaining from the end of the customers. As per porter’s five forces of the competitive analysis model, it is known that customers are likely to be price sensitive; therefore, it is obvious that a low-price range will attract consumers easily. They will show more interest in the service which provides the same quality with a moderate range of price. It is notable that the market share of Sony has also got e major threat due to the emergence of Wii. 

[image: ]Figure 2: Competitive advantage 
(Source: Djellabi et al., 2021)
As per the cultivation of Djellabi et al. (2021), it has been explored that there is some potential gain of Sony’s PS3. It has been seen that the organisation has dealt with multiple components while establishing its Video game supremacy in the marketplace. On the other hand, the organisation also has some weaknesses while establishing its supremacy (Elavarasan et al., 2020). It has been explored that Toshiba is considered one of the major rivalries of Sony because it is considered an established Japanese electronic manufacturer that has a partnership with Microsoft. Therefore, it is evident that their digital video standard was good enough to compete with Sony. Even it is also notable that the company has sold their games at a retail price of $500. It has been driven by the ideology from the case study that there is multiple organisation that is also considered a major threat to Sony, which is Apple., Intel, Dell, HP, and Philips. Pioneer and so on. Other than these, it has also been seen that Sony has gone through some trouble while exploring different technological formats such as BetaMax, JVC, and so on. It has been seen that the price range is considered one of the major drawbacks to their game supremacy. In an in-depth insight, it is notable that the price of the PS3 was $599. In terms of considering it as a toy, many of the customers try to avoid the service. One of the major concerns is that the high price of the PS3 is not affordable for everyone, which is one of the major drawbacks as it is seen that the low rate of consumers associated tends to slow down the business grow further. On the other hand, it has also been identified that Sony has faced some challenges while developing their market (Jonibek, 2021). It has been identified that in the year 2003, they tried to establish their business in music and movie playing format through emerging Universal Media Disc for their portable gaming device. Though UMD has not gotten an immense market response, the firm has to deal with a profit constraint further. 
In contrast to this, it has been identified as a matter of fact that Sony has made a good reputation in the marketplace in terms of their organisational policy. It has exempted the matter of fact that over the 20 years of video game prospect, Sony has implicated various knowledge and they have developed the entire process of launching PS3 through different steps. It has been identified that the organisation has developed their games through various generations, and later Sony entered the arena of 3D dimension in 1994. It has been seen that after launching the play station, Sony has received a revenue of $700 million profit. This scenario is considered one of their major strength (Vlados, 2019). Even it has also been explored that their library of games is also exclusive in comparison with Nintendo. Sony has paid attention to the detailed scenario to get the approval of the customers. This thing has been considered a major strength of the company. 
[bookmark: _Toc123056762]Competitive advantage analysis 
As per the analysis of Caballero-Morales (2021), it has been discovered the matter of detail that to increase the business potentiality of an organisation in special terms, and the company need to pay attention to their competitive edges. This thing helps to develop their business opportunities as well as their capacity to extend the market further. In this context, it is notable that Sony has developed their operational and functional activities since 1994. In this context is notable that Sony has faced tough competition from the end of various marketers in this industry. One of their major opponents of Sony was Nintendo. They have tried to emerge a great market development in the context of a Video game by involving Wii and with a more customer-friendly price range. In this scenario, it is essential to note that Sony has emerged a great potentiality while developing their video games (Namugenyi, Nimmagadda and Reiners, 2019). At the same time, Nintendo has tried to produce a small number of games with higher quality. It has been identified that they use the Famicom system, where 52 colours are displayed with a resolution of 256x240 pixels. They have also launched the segment with $100. In this scenario, it is notable that the Famicom cost is almost 50% lesser than their closest competitor Sony. In this context, it has been explored the concept that Sony has paid attention to the compact-disc format so that they can gain a competitive edge in the marketplace. On the other hand, it has also recognised the matter of fact that being a core competitor of Nintendo, they have tried to utilise the opposite technique of the traditional cartridge format used by Nintendo. The major reason for avoiding this technique is Sony is trying to evolve the best outcome in the video quality of the gaming system (Bruijl and Gerard, 2018). This thing tends to increase their market potential further because high-resolution picture quality in the gaming platform is effectively appreciated from the end of the customers. Mainly the children who are considered to be the main client get attracted to good picture quality. 
On the other hand, it is also seen that Sony has gained a competitive advantage in terms of their video game supremacy because it helps them to attract a huge number of customers for their other services as well. It has been identified the concept that the compact-disc technology, which stands for CD, is able to hold up a huge number of information in comparison with traditional cartridges (Cuevas-Vargas, Parga-Montoya and Fernández-Escobedo, 2019). In an in-depth insight, it is notable that this CD has the efficiency in gathering 20 times the high volume of information. Therefore, it is evident that Sony has gained a competitive edge over the allowed game developed for creating more intricate features as well as characters which tends to increase the potentiality of the game attraction. On the other hand, it has been evident that this CD format helps gather the capacity that is required for developing a 3D experience for their customers (Irfan et al., 2019). This thing indicates that by emphasising this ideology, Sony can able to gain a huge number of customers further in their Video game sector. It is beneficial because it increases the range of the profit margin as well. It has been scrutinised from the case study that there are certain downsides that are also involved in CD format, such as the manufacturing cost of CD in late 1990 was $1.50 per unit, which is a bit higher in comparison with the cartridge game. As per the data, the manufacturing cost tends to increase the product price of the company effectively. Therefore, Sony may get a sit back due to this in the context of their competitive efficiency further in the market. 
As per the opinion of Wood et al. (2021), it is observed that Sony has developed their marketing segment in a proper manner. It has been identified as a matter of fact that by evolving their play station Sony was able to capture 60% of the US market by 1999. This thing indicates that Sony has gained great market development and profit-gaining opportunities. Even it has been evident that Nintendo has only a 30% market share in the US. Therefore, it is evident that Sony has gained a competitive advantage in this sector. On the other hand, it has also realised that its PS2 has the capacity to play DVDs. This approach of Sony makes a master stroke which increases their customer engagement in a higher manner (Wood et al., 2021). Therefore, it is manifest that with a price of $299 per DVD player, Sony has gained a market enhancement in the US. Even it has also recognised the concept that this PS2 has become the main dominant in the market, and the market share of Microsoft's Xbox 360 low down to 6% and Nintendo Game Cube with 15%. This perception clearly indicates that Sony has gained an exclusive advantage in the market. 
[bookmark: _Toc123056763]Recommendation
A set of recommendations has been evaluated by cultivating the above details. 
· Sony requires to be more attentive in terms of maintaining their pricing strategy in the market to capture a mass range of customers. In this context, it is essential to note that with the help of a pricing strategy, Sony can increase their customer volume, which will be beneficial for them to generate more profitability further. On the other hand, it has also recognised that there are mainly video game-providing companies available in the marketplace, such as Apple, Intel, Nintendo and so on. In this scenario, it is notable that a huge number of competitors are involved in this context. Therefore, the customers have the efficiency to choose among them. In this scenario, it is notable that by maintaining a moderate price range, Sony can increase their potentiality in the market of the Video game. Thus, it can be stated that with a proper pricing strategy in the market, Sony can deal with the issues with proper precision. 
· On the other hand, it has also been identified that Sony needs to develop some further plans, such as a greater number of video games and others which will help to gather a huge number of customers further. In this scenario, it is noteworthy to mention that by proposing a good number of variants in the video game scene, the organisation can get the opportunity in the context of increasing its market value further. 
· Sony needs to implement high-range technology in their video game system so that they can able to attract the Z generation. It is noteworthy that exclusive technologies will enable gathering a vast range of consumers. On the other hand, it has also been identified that a free trial requires to be proposed to the customers so that they can get an insight in terms of understanding the product quality. 
[bookmark: _Toc123056764]Conclusion
From the above information, it has been ascertained that an illustrative detail has been mentioned in the report. In this context, it is notable that the paper has evaluated a significant analysis of the subject matter and the different prospects of Sony in terms of their Video game supremacy. It has been explored from the above-mentioned details that there is a certain drawback associated with the organisational policy of Sony in the context of developing Video game supremacy. One of the major drawbacks is their price strategy. It has been noted that Nintendo has provided video game service through "Wii" with a low price range. On the other hand, the product value of PS3 is comparatively higher. This thing intended the high bargaining power of the buyers. On the other hand, it has also been notable that a critical discussion has been adjoined in the context of their competitive advantages in the market. In addition to this, the paper has explored that by emerging DVD and compact-disc concepts in the market, Sony has gained a potential market share in the US. This thing increases their competitive advantage further. Similarly, an in-depth theoretical underpinning of the different models has been discussed in the report. Lastly, a set of recommendations has been adjoined as well.
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