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Executive summary
This report is based on the case study of Sony when they entered the world of video games. Being a multinational company, it has a strong base of customers worldwide. However, the strategic management plan of the company has to be chalked out very carefully. This report gives a clear idea of the business model held by the company. It has highlighted the company's key strategic issues with the help of frameworks and models of several businesses. Various options of strategic analysis have been discussed in the report using frameworks such as the Ansoff Growth Matrix and the Strategic Clock. Also, there are recommendations suggested for the company, which shall improve the maintenance of sustainability in the company.
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[bookmark: _Toc72004074]Introduction
Sony is a multinational company in Japan. Sony engages in manufacturing, designing, developing, and selling various equipment, be it electronic or instruments. It also manufactures those devices used for industrial Markets and professional uses and software and game consoles. The complete segment includes services of the network and giving mobile communication, imaging solution and products, and home entertainment, which includes financial services. Music, picture devices, and sound engage in the distribution, acquisition, and production of Motion pictures and programming of television and digital networks and different television operations (Sony, 2019).
It engages in distribution, manufacturing, and production of Management and licensing of music and words of songs and record, and manage music posters (Alhashash, Alshammari, and Al-Mnaies, 2019). It provides businesses with various financial services like non-life and life insurance operations. True subsidies of Japanese insurance and banking operations through internet-based banking have also been provided.
The C.E.O. of Sony Corporation, Sir Howard Stringer, I was in doubt about the Playstation 3 which was launched in 2006 despite PlayStation 2. Stringer understood that there was no guarantee of future success even if there was success in the past, especially in the intensive gaming industry. After the launch of the PS3, Nintendo Gamecube was launched just after two days which was sold at 249 dollars which is half the price of PS3. That was a severe threat to the company. Stringer understood that winning it could be a long race even if the next generation of DVD market sales was at stake. Sony has faced intense competition against Toshiba, which is another well-established Japanese electronic manufacturer and has a partnership with Microsoft, which develops its digital video standards and is retail for $500. Winning the competition against its competitor would prove Sony extremely powerful and gain profit (Hong and WANG, 2017). Sony has raised some disappointments in the past that helps to establish its format of Technology. 
String understood that replicating PS2 success would not be easy for the company (Aguilar and Velasco García, 2018). The significant barrier for PS3 would be its price, leading to widespread penetration. The PS3 was sold at 599 dollars, for which the thing would not be considered a toy; rather, it would be an impulsive purchase for most of the customers. The PS3 was considered bargaining as it was used for playing games; it includes some PlayStation games of the older generation. Soni could gain the attention of children and adult Gamers since entering the industry of video games as it has always come up with some impressive ideas. Sony has always been able to fulfill the changing taste of the customer. Sony, in its career, has experienced many changes.
Sony Live develops many video games and has ultimately sold the products by managing and conveying the customers and the prices of the products that had a significant role in launching PS3 (Munir et al., 2018). In 2014 the PlayStation V.R. for PlayStation 4 was established, which led to Sony's lead in the virtual reality patent race. After the success of PS4. In the year 2020, the PlayStation 5 was released in Newzealand, South Korea, Japan, Singapore, North America, and Australia. 4.5 million Sony PlayStation 5 were sold
[bookmark: _Toc72004075]Model of business for Sony
An essential component of a business plan is a business model. Sony has a good business model, which has helped it gain the customers' attention in the market. The business model of Sony are:
Customer segments: The company serves some specific audiences by providing specialized services and products, including Sales of batteries, computers. Apart from these, the principal market of Sony is the General population (Hacklin et al.,2018). They provide customers with electronic products such as gaming and networking, mobile phone, televisions, and cameras.
Value proposition: Sony is a brand name mainly known for its quality. The company is indulging in developing new technologies and adding functionality to the products that are already existing. The products are user-friendly.
Channels: Sony, apart from providing services in the stores, also provides services in different regions through online stores. The company operates the global market for selling outlets. Some authorized distributors are directly the company that can help to acquire professional products and Industrial Products (Deligonul, 2020).
Customer relationships: Providing more comfortable services to the customer is the fundamental motive of the company. The customers can buy products online with no interaction with the company's personnel (Williamson, Guo, and Yin, 2021). The company's gaming network also provides a marketplace where online self-service can be applied, and the users can alter subscriptions and purchase contents independently. Other than that, the products can be bought from different authorized resellers and dealers and additional retail outlets where the customers are provided personal care from sales representatives (Le, 2018). The customers can access technical support from the company's websites.
Key activities: The company engages in developing, manufacturing, designing, and selling electronic products for the customer's industrial customers and professionals (Torres de et al., 2020). Financial services are provided by Sony's authentic subsidiaries of financial holding of the company, which includes non-life and life insurance and banking operations.
Key partners: Sony has many ties with other brands. The affiliated markets Technology partners, hardware resellers, and software resellers are the same networks Sony manages.
Climactic resources: The critical help of Sony is its Technologies and products, facilities of manufacturing, distribution, and sales.
Cost structure: The company operates a network of sell outlets, manufacturing facilities, and many regional offices that fixes the operating costs.
Revenue stream: Sony is one of the multinational companies with the most considerable revenue in the world. The payment of Sony is generated through eight divisions of business principles. Services of gaming and network comprise the sales and development of giving hardware and software and the operation of online-based subscription.
[bookmark: _Toc72004076]Key strategic issues
[bookmark: _Toc72004077]Porter’s five forces analysis
With the help of porter's analysis, it becomes easier for companies to deal with the central issues and the support of models and theories and implement them in real-time business to show their efficiency. It is also necessary to study the competitive environment of Sony.
The following are the five forces: 

	The threat of New Entrants
Predictions are hard to make in the video gaming industry as companies and the industry as a whole are never stable. As electronic items' cost is expensive, the chances of new entrants remain less. There are also many industry guidelines, acts, and rules restricting availability to newcomers. 
Hence leaving hope for the existing companies like Sony in the battle to keep on innovating, andThe brand continued evolving by launching BetaMax video cassette tapes in the mid-'90s to the latest PlayStation 5 in 2020.

	Rivalry among Competitors
The pre-existing companies in this industry are highly competitive, namely Microsoft, Nintendo, etc. resulting in less profit. 
The objective of a globally recognized country like Sony is to engage in innovation and technological advancements to increase customer loyalty.
The mentioned companies strive to produce next-generation gaming hardware. Loyal users of PlayStation or Xbox wait reluctantly for the next generation to launch and test its effectiveness; thus, this creates a vigorous competition among the brands to draw a strategy to make their product stand apart. 

	Bargaining Power of Suppliers
Like any other brand, the business Sony is supported by suppliers. And the external factors influencing the firm are :
The size of individual suppliers is moderate.
Overall supply remains moderate.
Forward integration of the business model remains moderate.
Therefore, any change in strategic plan change of any supplier will limit the impact on the company, thus affecting the overall supply of materials. The company can also get involved by forwarding integration where the suppliers are responsible for direct selling or delivering goods and services, which might affect the company later. 

	Bargaining Power of Buyers
The market share and profitability of products depend on the customers. Consumers are likely to have quality information about products, which helps them evaluate other products available. If the frequency of purchases rises, it affects the consumers in an industry environment (Arshad and Yazdanifard, 2017). 
Thus, this aspect explains that if Sony manages the switching costs to address the bargaining power of customers and improvise the information content in the broad expanding field of the service and product market. 

	Threat of Substitute
There is a meager switching cost of consumers, which influences shoppers to opt for substitute products. This creates tension in the environment, but less availability of substitute products makes the environment rational. 
But in the case of video game supremacy, there are many options available in the market if consumers want to choose; for example, if shoppers disagree with Sony, they can easily switch to Microsoft or any other brand (Camarena, 2019). Therefore the objective should be to launch products with new variability and innovation making it difficult for shoppers to switch. 



[bookmark: _Toc72004078]SWOT analysis
The S.W.O.T. analysis is an essential report on studying the company's functionality and continuous growth. 
Strength- Sony's brand image favors the company to maintain balance in the competitive market. Sony portrays it as a customer-friendly, quality-focused ethical brand. It has gained immense customer loyalty by selling quality products.
Therefore, this aspect supports the company in remarkable profit and expansion in the market and revenue growth (Alhashash, Alshammari, and Al-Mnaies, 2019). The company has achieved unusual positioning in global markets despite selling goods at higher prices than the competitor brands but excelling in sales due to its premium quality products. 
Weakness- Sony's liability includes less focus on marketing resulting in a sales drop of PlayStation 4, affecting the overall revenue structure. Brands like Nintendo and Microsoft provide heavy competition in terms of sales of PlayStation 4. The Covid-19 pandemic and supply chain disruption were also two other reasons for the drop in sales. The extended market of Sony has also experienced a lessening in sales like television, digital camera, smartphones which affected the operating revenue (Lee, Lin, and Yu, 2017). 
The company's pricing strategy is also pressurized. Therefore, to maintain the market position and market share, Sony needs to spend on marketing, research, and development. 
Opportunities- Latest Technology and innovation are the most foremost opportunities for Sony. With technological change, they have managed to enter the automobile sector with an electric car named Sony Vision Sedan. The car assists in entertainment, autopilot driving, sensor, and connectivity feasibility (Thakor, Razzaque, and Khandaker, 2021). 
They also excelled in the digital marketing sphere where business is online. The targeted reach of the customer is high; when it comes to the digital arena, the potential of success and business expansion and product marketing increases. 
Therefore to sustain and try the opportunities, the company needs to develop a new marketing strategy concerning the customers and combine it with existing strengths to ace the customer base and a hike in sales and overall operating revenue. 
Threat- Economic fluctuations, global pandemic, and tough competition remain possible threats to the company. Due to growing competitive pressure, the company focuses on research and development to increase its operating expenses. The rivals like Xiaomi, L.G., etc., are also following the innovation structure like Sony, making them an option for the easy switch by customers. 
The pandemic has hit the financial sector poorly (Al-Gburi, Al-Hasnawi, and Lilien, 2018). It restricted the availability of the supply chain and new releases of the project, a revenue source for the company. 
Therefore, to deal with unexpected situations, Sony should plan a well-functional crisis management plan that can be executable faster and significantly effective. 
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The matrix of Mendelow describes two dimensions: power and interest, where Management describes the control over the project and interest define a stakeholder's concern for a project. Sony can use the matrix to check the areas of threat and the group of stakeholders (Leleux and Van der Kaaij, 2018). The matrix offers power where access and expertise in the area are needed. Only Mendelow's matrix explains the importance of stakeholders and helps to understand the relationship between a company and its stakeholders, studying the potential approach. 
Sony's stakeholders are: 
· Customers
· Employees
· Suppliers
· Business Partners
· Local communities
· Executive Manager
The four matrix division are:
High Power, Low Interest: The need for satisfaction remains constant when it comes to shareholders. The company's progress and forward integration are dependable on the satisfaction level.
Therefore, Sony needs to continue launching products and escalating the supply chain to meet demand. 
High Power, High Interest: Stakeholders having high power and interest succeed in effectively influencing the strategy. When appropriately communicated and included in the board meeting, these stakeholders act as a support system.
Sony can be benefitted from stakeholders like this but needs to give attention to their needs because their withdrawal may affect the company. High power and high-interest stakeholders are generally the company's main investors, so in any given context, their demand and satisfaction must be attained by Sony to execute a strategic plan. 
Low Power, Low Interest: People categorized under low power and low interest in influencing organizational activities requires minimal effort. 
Customers are often targeted as low-interest low-power stakeholders because customers have less power against the company. They are less interested in organizational activities unless they receive goods or services. 
To effectively tackle these shareholders, Sony needs to develop a strong customer social responsibility and maintain stable relations with shoppers to make communication easier and marketing smoother. 
Low Power, High Interest: Shareholders under this category cannot influence the organization by any means, but they need to be well informed about any happenings in the organization because they might build a lobby and act against the company and affect the acting process.
Employees of the company fall under this criteria as an employee; their interest point revolves around job security and promotions, holidays, etc. However, when it comes to comes, they lack the potential to influence the organization. 
Therefore, Sony should aim to focus on the factors like decision-making of the company with the help of key players. Some spheres can be modified through investment, such as high interest and low power. Sony aims to facilitate its employees in other ways and expect a wave of innovative theory from young minds. 
[bookmark: _Toc72004080]The strategy of the resource-based view
The R.B.V. classifies assets accessible to the firm largely as physical or incorporeal.
Tangible asset- Physical assets incorporate those corporeal assets and can be effectively distinguished by the establishment and rivals. This contains property, ingredients, hardware, supplies, etc.
Intangible assets- Incorporeal assets allude to support with no physical esteem but are still claimed and had by organizations (Mishra and Yadav,2021). This incorporates brand notoriety, goodwill, intellectual property, etc.
Heterogeneity- This implies that the vital choice and selections embraced by Sony will vary significantly from its rivalry beneath comparable outside natural weights based on the distinctive blend of assets accessible to the firm. This suspicion of heterogeneity beneath R.B.V. permits Sony to the total item and beat the competition in factor markets, accomplishing competitive benefit through its utilization of attractive asset bundles and mixes.
Immobility- Grounded on this idea of stability within the brief run, the R.B.V. accepts that similar businesses are incapable of mimicking and imitate assets accessible to Sony and plan and execute techniques and choices comparative to that of Sony. Intangible assets are generally stable.
	RESOURCE
	VALUABLE
	RARE
	IMITABLE
	ORGANIZED
	ADVANTAGE

	LAND
	YES
	NO
	NO
	YES
	COMBATIVE UNIFORMITY

	EQUIPMENT
	YES
	NO
	NO
	YES
	COMBATIVE UNIFORMITY

	MATERIALS
	YES
	NO
	NO
	YES
	COMBATIVE UNIFORMITY

	SUPPLIES
	YES
	NO
	NO
	YES
	COMBATIVE UNIFORMITY

	INFRASTRUCTURE
	YES
	NO
	NO
	YES
	COMBATIVE UNIFORMITY

	FACILITIES
	YES
	N
	NO
	YES
	COMBATIVE UNIFORMITY

	BRAND REPUTATION
	YES
	YES
	YES
	YES
	COMBATIVE BENEFIT 

	INTELLECTUAL PROPERTY
	YES
	YES
	YES
	YES
	COMBATIVE BENEFIT

	PATENTS AND COPYRIGHTS
	YES
	YES
	YES
	YES
	COMBATIVE BENEFIT

	GOODWILL
	YES
	YES
	YES
	YES
	COMBATIVE BENEFIT

	TRADE NAMES
	YES
	YES
	YES
	YES
	COMBATIVE BENEFIT

	CLIENT EXPERIENCE
	YES
	YES
	YES
	YES
	COMBATIVE BENEFIT

	PATENTED TECHNOLOGY AND TRADE SECRETS
	YES
	YES
	YES
	YES
	COMBATIVE BENEFIT

	VIDEO AND AUDIOVISUAL MATERIAL
	YES
	YES
	NO
	YES
	IMPERMANENT COMBATIVE BENEFIT

	CERTIFYING, ROYALTY, AND STANDSTILL CONTRACTS
	YES
	YES
	NO
	YES
	IMPERMANENT COMBATIVE BENEFIT

	PURCHASER LISTS
	YES
	YES
	YES
	YES
	COMBATIVE BENEFIT

	IMPORT QUOTAS
	YES
	YES
	NO
	YES
	IMPERMANENT COMBATIVE BENEFIT

	FRANCHISE CONTRACTS
	YES
	YES
	NO
	YES
	IMPERMANENT COMBATIVE BENEFIT

	CLIENT AND SUPPLIER RELATIONS 
	YES
	YES
	NO
	YES
	IMPERMANENT COMBATIVE BENEFIT

	MARKETING RIGHTS
	YES
	YES
	NO
	YES
	TEMPORARY COMBATIVE BENEFIT

	HRM SKILLS 
	YES
	YES
	YES
	YES
	COMBATIVE BENEFIT


Competitive benefit- These assets and circumstances specified within the V.R.I.O. list have permitted Sony to beat other players in calculated markets in several nations. It also allowed it to form an exclusive client foundation with a tall request for its particular item contributions and delicate items (Miller, 2019). Be that as it may, competitive advantage creates within the long run, and is, for the most part, maintainable since the assets that a company possesses, controls, or has effectively fulfilled V.R.I.O. standards.
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Hard elements
The stiff components of the McKinsey 7s demonstrate methodology, structure, and frameworks. The complex features of the show are simpler to recognize, more unmistakable, and expressly regulated and impacted by the authority and administration of the establishment.
• Strategy- The vital heading and the by and considerable trade technique for Sony are characterized and communicated to all the workers and partners (Shaqrah, 2018). This makes a difference in the organization overseeing execution, direct activities, and plan distinctive strategies adjusted with the trading technique. Moreover, Sony's approach into thought the modest weights and exercises of contestants. The methodology reports these fair weights over-expressive events and activities to report rivalry through crucial strategies and practices that guarantee supportability to Sony using adjusting to showcase changes and advancing customer patterns and stresses.
• Structure- Sony encompasses a complement organizational chain of command backed by learning and dynamic organizations. With slighter administrative stages among and additional to the elder supervision and administration, the workers feel extra protected and sure additionally have advanced data. Additionally, the flatter chain of command permits speedier decision-making forms for Sony and increments structural assurance within the workers.
• Systems- Each of the characterized and delineated frameworks at Sony has particularly outlined tools and strategies as controls for assessing the execution and objective achievement. These panels and actions are planned in particular different divisions grounded on the landscape of their errands and obligations (Mirbabaev and Ilkhamov, 2018). In addition, each office moreover plans certain controls for individuals for execution assessment, as fine as for inter-departmental errands and tasks.
Soft elements
The soft components of the McKinsey 7s show, in turn, incorporate communal ethics, employees, abilities, and methodology. These components are less substantial in landscape and are further affected by the establishment philosophy.
• Shared morals- The essential morals at Sony are considered and transferred to nurture a creative and steady administrative construction that will license employees to execute preferably and promote their stimulus and structural obligation. The essential ethics at Sony include but are not inhibited to Inventiveness, Trustworthiness, Straightforwardness, Responsibility, Belief, Eminence, Heritage.
• Style- Sony includes a participative specialist style. By a participative authority style, Sony can engage and comprise its employees in policy-making procedures and managerial selections. This too licenses the Management to be frequently linked with the workers and distinguishing administrative gatherings to recognize any possible clatters for purpose, as adequate as for response concerning critical strategies and actions.
• Staff- Sony contains a sufficient sum of employees used over its universal processes. Representatives for varied job locations and designation are procured internally and externally – contingent on the criticalness and the ability stages compulsory. Grounded on this, it is perceived that Sony has workers capable of the provisions of their job locations and situations. All workers are provided internal training to acquaint themselves with the firm and its morals. External training along with internal training is provided for aptitude level upgrades.
• Skills- Sony includes a praiseworthy staff with high abilities and capabilities. All representatives are enrolled grounded on their values and experiences. Sony conceits itself on enlisting the most utmost outstanding specialists and training them to inspire growth and progression (Szeto, 2017). Sony has characterized errands and work parts and contracts and trains representatives for expertise levels, therefore about those. The firm guarantees that all its work prerequisites are met. Representatives have the good aptitudes to execute their particular employments in agreement with the values and philosophy and the trade objectives and methodology of Sony.
[bookmark: _Toc72004082] Porter’s Value chain analysis
The investigation of the value chain strategy is utilized to measure the esteem of each primary and support action that's included in Sony's items or facilities.
a) In-bound Logistic
Sony locks in a procedure of multifaceted in-bound logistics movements that the business either has or is given by 3rd parties (Koc and Bozdag, 2017). As the business grows, Sony too starts to lock in 3rd parties such as Solectron and Flextronics to fabricate a few of its item workings to have adequate wavelength to lock in its center businesses and center capabilities. To lower its budget of generation, Sony rebuilt and closed down a few fabricating offices. In reality, the company has moved a few of its generation plants to low-cost nations such as China to benefit from cheaper worker costs. The capability to oversee the multifaceted and topographically distributed in-bound logistics movements is undoubtedly the company's asset.
b) Operations
Generally, Sony has been talented to oversee its trades well and thus can attain triumphs with a few of its items. For instance, Sony could arrest substantial showcase shares within the video, P.C., and tv markets in just some period after inflating the markets. Still, afterward, it moreover picked up notoriety within the videogame marketplace. On the other hand, the business's music trade, publicizing trade, and location-based amusement trade have not been performing well. In truth, they had been making misfortunes. Although piracy is capable primarily of destitute execution, there are so many encounters that Sony, to some degree, cannot discover superior arrangements to report them. For occurrence, the particular trade units inside the association are still not collaborating and participating (although there were a few advancements) with one another sufficient, and this has influenced inter-operative collaboration and efficiency (Yun and Yigitcanlar, 2017). Sony's failure to report theatre-operative-related problems could be a reason of concern and so may conceivably be the company's shortcoming.
c) Outbound Logistics
 Sony is fit associated with the conveyance systems that every country has. In truth, to assure that Sony's staff and services are carried and come to their goals on time, Sony has donated intensely to computerize portions of the outbound logistics work to trail transactions commands, develop kinds of stuff, and installments. In expansion, Sony licenses its video recreations to be conveyed over the distinctive networks. In the year 2002, it was moreover detailed in perceptible publications such as InfoWorld and Magazine that numerous clients felt that Sony's staff and services were amid the leading within the world and their employees were well trained to manage the diverse processes and Management. As such, the possession of the capability to train employees and trade collaborators to oversee the complex and geographically dispersed outbound logistics movements to advance the diverse process agreements is indisputably Sony's asset.
d) Marketing and Sales
Sony's promoting methodology is to locate itself as a trailblazer and a creator of first-class items, which empowers it to offer its items at a price advance than its rivals. To realize these objectives, the company's advancements are usually sponsored by enormous and enthusiastic showcasing exertions, which have made a difference to make a few fruitful 2D, 3D video recreations. These victories, in turn, encourage and fortify the brand "Sony." Sony is exceptionally touchy towards its rivals' activities and responses. To guarantee that the business solidifies its picture and notoriety and accomplishes the required deals and income targets, it has no second thoughts of causing over-the-top costs. Grass-roots public-relations movements have also been utilized to target the Generation Y market.
e) Service
Sony has set up numerous service-related movements planned to improve customer fulfillment – that's the sensation that an element or benefit has encountered the customer's desire. For the most part, these movements are supported out at Sony benefit centers and call-in places that are managed by approachable and learned customer benefit workplaces (Fernandez-Stark and Gereffi, 2019). At the benefit centers, the exchange of defective or wrecked items is carried out rapidly. To meet customers' requirements, guarantees and formations are given by the corporation and agreed that Sony could supply and oversee the benefit exercises well. It makes a difference in encouraging upgrading the "Sony" brand.
[bookmark: _Toc72004083]The analysis of the strategic options of Sony to maintain sustainability in the market
[bookmark: _Toc72004084]Ansoff Growth Matrix
Market Penetration- When Sony entered the gaming industry, there was already a lot of competition in the market between different producers. Sony had to introduce something out of the box to compete with other companies to provide the same product and services. They also intended to expand their production to reach millions of people. Sony also used its products on a large scale to expand its market penetration and even expanded their companies investments.

Market development- Sony realized the games produced by other companies were predominantly for children. Still, it did attract consumers who were aged in their 20s or 30s as they were the working-class generation, who could buy gaming consoles and games for themselves, which children could not. Sony used this strategy in their favor and developed games and units for consumers who were in their 20s or 30s (Chintalapati, 2020). While games and gaming units produced by other companies still targeted the children, they did not seem to sell much as previously they were before when Sony entered the market. Their games were found childish by most adults, but it was perfect for children. Still, children did not belong to the working class; sales dropped rapidly for them when Sony introduced their new games and gaming units which in turn it led sony to monopolize the market in a short time. They soon introduced the PS2 to the market, and it was just a matter of time. Sony sold more than 100 million copies worldwide. After that, sony uses this strategy as their sole focus in the industry up until 2006, and they had seen significant success as soon as they entered the industry with their high definition games and heavy hardware gaming units, which had a much larger storage capacity than any other units that other companies produced. 

Product Development- Sony's gaming units had highly improved graphics; technologically, they were highly improved and more storage capacity. This also even made sony had colossal success as gamers were introduced to better and high definition gaming, which other companies could not provide. Playstation units had a significant hit in the market, and as their gaming units were improved, which gave gamers a chance to use old games in their new PlayStations and thus it became a significant hit as gamers can enjoy both new and old games in their one single PlayStation without paying anything extra for it (Dawes, 2018). 

Diversification- Sony's first gaming product in the market was a significant hit. As they produced different products in the market, each time the features were added, their product was much better. Still, they also introduced products in the gaming market that had no similarity yet were much more developed and new. Sony also merged with other businesses and companies to expand their market even internationally, which even led them to connect with companies that were not involved with the gaming industry, which helped them acquire new ideas.
[bookmark: _Toc72004085]Strategic clock
Before Sony entered the gaming market, they tended to follow many statistics and data on how the gaming industry worked and how the market was. Sony used Bowman's strategic clock to improve its marketing strategy and analyze its market position in the gaming industry.
Low added value- Sony's product features which were very different then the other products made them had colossal success; Sony used C.D.s rather than cartridges which led gamers to have more storage for their games, but C.D.s took more time than cartridges to read information which made C.D.s cost of production to come down than cartridges in the market, thus Sony's price of production reduced which led them to expand their shows more, but there new innovative features made consumers buy their products.
Low price- A few years ago, DVDs became outdated, and C.D.s came into the market. Still, with Sony introducing DVDs into their, PlayStation led consumers to buy DVDs at a much lower price than C.D.s and thus reducing the initial cost as the cost of production reduced Sony's second product, the gaming market soon became a significant hit in a short time. Soon Sony became the leading producer in the gaming industry by monopolizing the market up to 60% up until 2006.
Hybrid- When Sony introduced its first product in the market, it had a reasonable price. Still, their product was better than what other gaming companies were producing, so consumers thought it was appropriate to buy Sony's product. 

Differentiation- The introduction of 3-dimensional gaming, which was never seen by gamers before, gave gamers a more realistic view and added graphics into their games. All these new features made gamers buy Sony's product. They had a massive hit with their first product into the market and a profit of more than 70 million dollars (Dupre and Vetta, 2018). 
Increased price standard product- When Sony introduced PS2 into the market, they sold an adapter of 39$ separately, which consumers had no choice but to buy. Still, as of their PS2, it did not have such incredible features other than more storage capacity. 
High price/ low value- when PS2 and PS3 were released to the market, they did not have many differentiated features; they just increased storage capacity in PlayStations and better graphics, but the price was high, and even gamers had to buy adapters separately. Yet Sony still stole the market and monopolized it. (Zanjani et al., 2020).
Low value/ standard price- Sony's gaming products were not of low value; each product had different features, and each time it was something new, and out of the box in the market, so all of their products were of the standard price. 
[bookmark: _Toc72004086]Conclusion 
Sony's strategic moves and measures brought great success to Sony since its involvement in the gaming industry. Their product delivery into the market brought fundamental changes in Technology and the competitive gaming industry, from using cartridges to Bluray. Their improved products led gamers to wait for more high-definition games and gaming units, so every time their product was released in the market, they had a huge success. Sony did not have much success in other electronic products, so winning the competitive gaming market was their central motive.
Sony even used strategic measures to target an individual group of people. When they saw that their strategy worked, this is precisely how Sony had a considerable rise in their product sales and how they stole the market from other companies and became one of the leading producers in the gaming industry. Eventually, which led Sony to have one of the most utmost developers to produce innovative products. As Sony started seeing success in the gaming industry, they realized they were in intense competition with other developers like Microsoft's Xbox and Nintendo Wii. Still, with every product released into the market by Sony, it was a massive hit.
Sony was the first company to introduce Bluray into the market, thus leading the market once again, as Bluray provided better graphics. However, sony used data and previous strategic measures, which were failures when applied before, to improve better with their products, and their cost-effective strategies also made them gain massive success in the industrial world.  
[bookmark: _Toc72004087]Recommendations to maintain sustainability and competitiveness in the market
Since the earliest years, Sony has faced different types of challenges, and it has been successful in overcoming almost every kind of challenge. Still, the company has often faced a slowdown in revenues and sales. Cost cuttings while moving its factory to Asia Sony have faced a lack of efficient Management and difficulty in cooperation between the employees and different divisions. For that, this multinational organization required tremendous planning and various strategies, which brought success to the company, just like Sony has faced even other challenges. Different challenges, explicitly dealing with the selling of PlayStation, was one of the most challenging purposes of the company.
The main challenge Sony has faced while launching the PS3 was a lot of competition, and more specifically, it had to deal with the price of the product. 
The consumers were more interested in buying the product of another company sold at half the price of the PS3. It could be recommended clearly that the company has to set its price so that it could be afforded by most of the customers.
Toshiba and Nintendo were the most formidable competition of the company. They came up with different innovative ideas and comparatively lower costs. The introduction of the 3D game launch by Sony PlayStation was one of the most highlighted topics that had many customers.
The introduction of compact discs instead of the traditional cartridge was one of the historical introductions of Sony, which allowed the game developers to create the required environment for a 3D experience that innovative idea or that development had a blast among the customers.
This is evident from the past; innovative ideas have always helped the company overshadow competitors. The company should keep in mind that despite having the best game developers or the best games, the title of the game would help the customers be attracted to the products even more. Violence in the games should be excluded for defeating their enemies. The customers had to imagine different ideas as due to 3D; the games seem to be more life-like, the company must remove violence from its games as it would affect the mentality of the people. This could also demoralize the children. Even laws can be passed over the company for selling violent video games, which might cause loss to the company. 
One of the main factors that affect the company is its hike in price. Sony should lower their cost or set a fee to help the customer purchase their wished PlayStation. Lowering the price of the product will increase the demand of the customer. But it should be kept in mind that if the product's price is set too low, then the customers might think that the quality is not good. This doubt might cause loss to the company, and The fame could be lost. Higher prices can wipe out the company's profit as it would lead to fewer sales volumes. Setting the correct price of the product is helpful as it defines the worth of the product. Pricing affects the customer's behavior; it makes them think if the product is what they are using. An actual price makes the customer believe that the product is an investment of money and time. The company should keep in mind that the price decision defines the growth of the business.
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Fig: Stakeholder Analysis of Mendelow's helps understanding influence and interest 
Source: (Leleux, and Van der Kaaij, 2018) 
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Fig: Porter’s Five Forces Market Analysis of Sony Corporation.
Source: (Arshad and Yazdanifard, 2017)
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Fig: Strategic options of Sony to maintain sustainability in the market
Source: (Dupre and Vetta, 2018)
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Fig: Gaming consoles sales of Sony, Microsoft Xbox, and Nintendo.
Source: (Fernandez-Stark and Gereffi, 2019) 
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Fig: Business Model
Source: (Sony, 2019)
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Fig: Sony - new business model
Source: (Chintalapati, 2020)
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