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[bookmark: _Toc152370332]Abstract
This paper conducts a comprehensive strategic assessment of Konami Corporation's personalized customer care strategy. Through an in-depth analysis of both the internal and external environments of the company, the paper unveils the opportunities and challenges that Konami faces in implementing its personalized customer care strategy. In the external analysis section, the paper thoroughly explores the impact of political, economic, social, and technological factors on Konami Corporation, as well as the company's position in the highly competitive gaming industry, utilizing PEST analysis and industry analysis. The internal analysis section focuses on the company's resources, capabilities, organizational structure, and culture, as well as the current state of customer care. In evaluating the strategic options for Konami's personalized customer care strategy, the paper delves into three dimensions: feasibility, rationality, and risk. It points out that Konami possesses extensive game development experience and a broad user base, which are essential for implementing a personalized customer care strategy. However, the company also needs to be vigilant about risks related to brand image, customer service, and product quality. In the strategy implementation section, the paper proposes a series of new customer care strategies and analyzes their impact on different departments of the company, as well as the strategic planning in both the short term and the long term. In conclusion, the paper asserts that Konami needs to find a balance between feasibility, rationality, and risk. By improving customer service, optimizing user experience, enhancing brand image, and expanding market share, Konami can achieve business growth and enhance profitability, while remaining cautious of the potential risks associated with personalized customer care strategies.
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[bookmark: _Toc152370333]I. Preface
[bookmark: _Toc152370334]1.1. A Brief Overview of Konami Corporation
Konami Corporation is a globally influential force in the gaming software industry, committed since its inception in 1969 to providing users with innovative and engaging gaming experiences. Konami's business pivots on three main pillars: Digital Entertainment, Gaming and Systems, and Fitness and Sporting Equipment(Luthfie & Khristianto, 2019).
In the realm of digital entertainment, Konami develops and markets games across various platforms, including mobile, PC, and console games. The portfolio boasts numerous renowned series such as Pro Evolution Soccer, Castlevania, and Metal Gear, all having a substantial following worldwide and forming a core part of Konami's business. In the Gaming and Systems sector, Konami develops and sells various gaming machines and systems(Lukfianka et al., 2017). Moreover, Konami is one of the world's leading producers of card games, including popular titles like "Yu-Gi-Oh!"( Daynasti & Linuwih, 2021).
[bookmark: _Toc152370335]1.2. The Purpose and Goals of the Project
In the face of the vast transformative tide sweeping across business operations globally, significantly catalyzed by the COVID-19 pandemic, organizations of all magnitudes are burdened with pressing challenges and a compelling need to adapt(Bennett & McWhorter, 2021). Given this landscape, the quintessence of this project is to devise a strategy adept at negotiating these upheavals. It aspires to pave a new way forward for organizations, foster innovative customer service, and secure enduring resilience and competitive edge for the future.
In crafting this strategy, we shall scrutinize Konami comprehensively and profoundly, evaluating its internal and external environment, critically assessing its current strategies, and exploring avenues to foster a more personalized customer experience. This report will provide a comprehensive and profound analysis of Konami, aiming to refine Konami strategic direction and operational approach. It will serve as a cornerstone for Konami decision-making processes, ensuring that Konami are well-equipped to navigate the challenges of this era and to lead the way for others in the industry.



[bookmark: _Toc152370336]II. External Analysis
[bookmark: _Toc152370337]2.1. PEST Analysis
[bookmark: _Toc152370338]2.1.1. Political Factors
Political factors have a profound impact on company operations and strategy formulation. Government policies, regulations, and international trade agreements can influence market entry, competitiveness, and profitability of a company (Lin & Zegart, 2018).
[bookmark: OLE_LINK6]Being a global enterprise, Konami's products and services are sold and consumed worldwide, making global political stability a significant consideration. For instance, political conflicts and instability could create market uncertainties, affect consumer demand for games, or impact Konami's operations in specific markets(Sharma & Kesharwani, 2020). In the context of globalization, international relations and trade agreements also have a significant impact on the company's internationalization strategy (Catão, 2019). Trade agreements between nations could impact the sale of Konami's products in specific markets, such as tariff or quota restrictions. 
Moreover, the government's level and style of video game regulation can greatly influence a company's business (Wysocki, 2017). The extent and manner of government regulation on video games could affect Konami's game design and sales strategies. For instance, countries with stringent regulations on gambling elements in video games could restrict the sale of some of Konami's products in these markets.
Moreover, the level of intellectual property protection in a country could impact Konami's operations. If a country's protection of intellectual property rights is weak, it could lead to the piracy of Konami's games, impacting its sales revenue(Chu et al., 2020). Conversely, strong intellectual property protection could increase Konami's competitive edge and protect its innovative game designs.
[bookmark: _Toc152370339]2.1.2. Economic Factors
Economic factors are another critical component when conducting a macro-environmental analysis for a company. This includes the global economic situation, regional economic development level, exchange rates, inflation, consumer purchasing power, and economic cycles(Clementino & Perkins, 2021).
First, the global economic conditions and their impact on Konami should be considered. As a company operating globally, the overall health of the global economy profoundly influences Konami(Finn, 2019). Second, the economic development levels of different regions also impact Konami. Konami has done exceedingly well in this regard. Apart from traditional games, Konami has achieved immense multinational success under the 'YuGiOh!' brand, developed and produced by its subsidiary Konami Digital Entertainment (Konami, 2022). This brand has evolved into one of the most well-known card games, holding a significant market share that continues to grow annually (Batchelor, 2019). 
Exchange rate fluctuations are another crucial economic factor affecting Konami. As Konami operates globally, its income and costs may involve multiple currencies. Therefore, changes in exchange rates may have a significant impact on Konami's revenue and profits(Jiang et al., 2022). Inflation is another economic factor to consider. Inflation could lead to increased operating costs for Konami.
Economic cycles significantly impact Konami. During economic booms, consumers tend to spend more freely, potentially increasing Konami's sales. During economic recessions, consumers may cut back on game spending, which could negatively affect Konami's sales(Adarov, 2021).
[bookmark: _Toc152370340]2.1.3. Social Factors
First, the changing societal attitudes towards the gaming industry should be considered. In recent years, video games have transitioned from fringe entertainment products to mainstream culture, widely appreciated by people of all age groups. The rise of eSports and the application of video games in education and rehabilitation therapy all reflect the increasing societal acceptance of the gaming industry. For Konami, this is a massive opportunity. It can meet these changing needs through innovative products and services(Bian et al., 2023).
Second, demographic changes have also impacted Konami. The global population structure is changing, with a decreasing proportion of young people and an increasing proportion of elderly people, most severe in Japan, a key market for Konami. This may change the demand and consumption habits of the gaming market. Young people may prefer action and competitive games, while older people may lean towards leisure and puzzle games(Buck, 2023). 
Cultural differences are an essential factor for Konami to consider when operating globally. Since Konami's business spans the globe, it needs to consider cultural differences in different regions, such as language, values, and behavioral habits(Lukosch et al., 2017). 
[bookmark: _Toc152370341]2.1.4. Technological Factors
The development of internet technology has greatly changed the operation of the gaming industry. The rise of online games and mobile games, as well as the shift in game distribution model from traditional physical retail to digital distribution, has given Konami the opportunity to reach a wider range of users globally(Konami, 2022). 
However, this also means that Konami needs to invest more resources in cyber security and data protection to ensure the safety of user information. Furthermore, after the COVID-19 pandemic, the long-term lockdown in many regions has indirectly promoted the development of internet technology in gaming, with various improvements in game applications, such as the expansion of payment channels for online games. These advancements are, in fact, a form of reflection activity in strict pandemic policies, where many people rely on games as a life diversion, reducing psychological pressure from work and life during the pandemic (Sari et al, 2022). 
Second, advancements in hardware technology, such as more powerful processors, more realistic image rendering technology, and the development of Virtual Reality (VR) and Augmented Reality (AR) technology, have brought new possibilities for games. Konami can leverage these technological innovations to provide players with a more immersive and realistic gaming experience, further enhancing the attractiveness of its products(Monteiro et al., 2018). They can also be used to optimize the balance and playability of games. At the same time, these technologies can be used to analyze and predict player behavior, providing more personalized and accurate services(Cookridge et al., 2018).
[bookmark: _Toc152370342]2.2. Industry Analysis
[bookmark: _Toc152370343]2.2.1. Gaming Industry Overview
The gaming industry is an essential part of the global entertainment market. With the development of technology, especially the widespread application of the internet, smart devices, and cloud computing, this industry is undergoing profound changes and showing a sustained growth trend(Wallinheimo et al., 2023).
The global gaming market size was valued at USD 249.55 billion in 2022 and is anticipated to grow from USD 281.77 billion in 2023 to USD 665.77 billion by 2030, exhibiting a CAGR of 13.1% during the forecast period (2023-2030) (Fortune, 2023). This indicates that despite various challenges, the gaming industry still maintains robust growth momentum.
[image: ]
Figure 2-1 Global Gaming Market Forecast (2023-2030)
Image Source: Fortune, 2023
In terms of regional distribution, Asia is the largest gaming market globally, especially China, which leads the global gaming market. Western markets are also essential, especially the United States, whose gaming market size is the second largest globally. Additionally, emerging markets like Latin America and Eastern Europe are gradually emerging (Marie, 2023).
Regarding game types, eSports and mobile games are the fastest-growing fields in recent years. From a business model perspective, while players previously paid all the costs to purchase a game upfront, more and more games are adopting a free-to-play model with in-app purchases or subscriptions. This also reflects the changing business model of the gaming industry(Torres, 2022).
As a company that places a high emphasis on online channels, Konami carried out effective digital marketing during the pandemic through social media platforms and video streaming websites (Nelva, 2021). However, as a relatively conservative Japanese gaming company, their focus on the internet is noticeably less than that of Western gaming companies. For Konami, understanding and mastering the trends and developments in the gaming industry are critically important for the formulation and implementation of its business strategies.
[bookmark: _Toc152370344]2.2.2. Main Competitor Analysis
In the global gaming industry, Konami faces competition from many sides. To better understand Konami's market position, it is necessary to know its main competitors in detail. The main direct competitors of Konami in the gaming sector include Bandai Namco, CAPCOM, and EA. EA, a large gaming company in the United States, is known for its series of games such as "NBA" and "FIFA". EA's strength lies in its global sales network and strong marketing capabilities, but its performance in innovation and user experience is not always rated as the best. EA's FIFA series, a football sports game, is the biggest competitor of Konami's PES series. Research shows that playing sports interactive games has a positive effect on players' social life and physical health, as it enhances endurance, muscle strength, and rhythm, and creates an environment where new friends can be made (Anderson, 2023). 
This is also the common perception many people have towards sports video games. Compared to other types of games, sports games are relatively politically correct and therefore can be easily promoted even in countries with more restrictions on the gaming industry. Hence, competing in the sports game market is something Konami absolutely cannot give up(Ningning & Wenguang, 2023).
CAPCOM, a large gaming company in Japan, owns game series like "Street Fighter" and "Resident Evil". It is the most recognized game company in the action game sector of the gaming industry and competes fiercely with Konami in game production and distribution(Capcom, 2021). Moreover, its rating among users is much higher than Konami, with very few players giving negative reviews to CAPCOM, but there are many players giving negative reviews to Konami. 
Bandai Namco, an entertainment industry group headquartered in Japan, was formed by the merger of Bandai and Namco on September 29, 2005. The industries it is involved in include video games, model toys, and entertainment products related to its intellectual property rights, such as video and music(BUMLLC, 2019). It also manufactures many well-known anime and game model toys and capsule products, and its famous products include GUNDAM and PAC-MAN. Although most of the games produced and released by this company do not directly compete with Konami due to different genres, it has a considerable overlap with Konami's business in the field of game models and toys. 

[bookmark: _Toc152370345]III. Internal Analysis
[bookmark: _Toc152370346]3.1. Resources and Capabilities of Konami Company
[bookmark: _Toc152370347]3.1.1. Financial Resources and Capabilities
Refer to Appendix 1 of this article, Konami's total operating income showed an upward trend from 2020 to 2022, especially in 2022, the total operating income was £18,667,587 thousand, an increase of 9.85% year-on-year. This data reflects Konami's sales performance and market acceptance on the global market. 
[image: ]
Figure 3.1 Konami's total operating income from 2020 to 2022
Image Source: Created by the author
More importantly, this continuous growth in operating income shows the effectiveness of Konami's market strategy and the market demand for its products. The growth in operating profit can better reflect its operating efficiency and benefits. In 2022, its operating profit reached £5,005,600 thousand, an increase of 25.17% year-on-year. 
[image: 图表, 条形图
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Figure 3.2 Konami's operating profit from 2020 to 2022
Image Source: Created by the author
This shows that Konami has done very well in product sales and cost control. Especially against the backdrop of the pandemic, such growth in operating profit undoubtedly demonstrates Konami's strong adaptability and excellent management level. In terms of net profit, Konami's performance is equally impressive. In 2022, its net profit was £3,415,762 thousand, an increase of 69.88% year-on-year. This data directly reflects Konami's profitability. This growth mainly comes from the increase in Konami's sales revenue and effective cost control, and also benefits from the advantages of its business model and the competitiveness of high-quality products. 
[image: Konami's Net Profit from 2020 to 2022]
Figure 3.3 Konami's net profit in 2021 and 2022
Image Source: Created by the author
Cash flow is an important indicator to measure the operating situation and financial health of the company. Konami performed well in terms of cash flow from operating activities, with cash flow from operating activities in 2022 being £6,016,941 thousand, an increase from £4,600,758 thousand in 2021. This means that Konami's main business performs well in generating cash flow, indicating that the company's main business operations are good.
[image: Konami's Cash Flow from Operating Activities in 2021 and 2022]
Figure 3.4 Konami's cash flow from operating activities in 2021 and 2022
Image Source: Created by the author
Some of Konami's key financial ratios also reflect its financial health and profitability. For example, the gross margin of sales in 2022 was 45.02%. This means that Konami can retain 45.02% of the income as gross profit for every unit of product or service sold. This high gross margin indicates Konami's advantage in cost control and pricing strategy. In addition, the net profit margin of sales in 2022 was 18.30%. This shows that after deducting all costs and expenses, Konami can retain 18.30% of the income as net profit for every unit of product or service sold. This high net profit rate shows that Konami has a good profitability. Furthermore, Konami's debt-to-asset ratio was 34.15%. This is a relatively low ratio, indicating that Konami has a robust financial structure and is not overly reliant on debt financing.
[bookmark: _Toc152370348]3.1.2. Human Resources and Capabilities
[bookmark: OLE_LINK1]The human resources structure of the Konami Group is manifested in its diversified subsidiaries and departmental setup. For instance, companies such as KCE Tokyo and KCE Osaka have led the development of many classic games; KCE JAPAN is divided into WEST and EAST groups, each handling different types of game development tasks(Konami, 2023). KCE STUDIO focuses on the 'Muscle Ranking' series and the 'pop'n music' series. KCE SCHOOL is responsible for training new talents for Konami, with strict teaching standards ensuring the quality of new employees. AM Division and GM Division focus on manufacturing commercial video game machines, and their healthy competition has resulted in many classic products(Konami, 2022). CS Division is responsible for selling Konami's home games, while CP Division is specifically responsible for producing and selling game peripherals. Such division of labor and organizational structure optimizes Konami's human resource allocation and improves its operational efficiency(Konami, 2023).
In addition, Konami values talent cultivation and development. The existence of KCE SCHOOL is clear evidence, through strict teaching standards, Konami can continuously cultivate excellent talents for its business development centers. Konami also pays attention to improving employee benefits. The number of employees at Konami fluctuated slightly over the past few years but overall remained stable, reflecting the company's good management of human resources. From 2020 to 2022, the number of employees decreased from 5057 to 4894, a slight drop of about 3.2%. However, during this period, Konami's net profit greatly increased, rising from 14,884.09 million GBP in 2020 to 34,157.62 million GBP in 2022, an increase of nearly 130%. This indicates that the efficiency of Konami's employees has significantly improved, demonstrating its achievements in human resource management. In addition, Konami continues to strive to improve employee treatment, further enhancing employee satisfaction and loyalty. For example, the company has increased the average base salary by 50,000 JPY/month, i.e., 600,000 JPY/year, and the starting salary for new employees has been raised to 290,000 JPY/month (Konami, 2022). 
[bookmark: _Toc152370349]3.2. Organizational Structure and Culture
Organizational structure plays a crucial role in the success of a company as it defines how tasks are assigned, who is accountable to whom, and how decisions are made (Lewis, 2019). Konami's organizational structure and culture reflect its leadership position and core values in the gaming industry. The company's structure is compact, divided into various business departments to deal with different challenges and opportunities. This also allows the company to quickly adapt and respond to market changes. Research shows that a flexible organizational structure can enhance a company's adaptability to market changes, thereby improving its competitive advantage (Kröll et al., 2021).
On the other hand, corporate culture is an essential force in shaping and maintaining employee behavior, ways of thinking, and organizational values (Weerts et al., 2018). Konami's corporate culture emphasizes innovation, collaboration, and respect. An innovative corporate culture can enhance employees' innovation capabilities, thereby improving the company's competitiveness (Kim & Park, 2022). Respectful and collaborative corporate culture also contributes to increasing employee job satisfaction and enthusiasm, thereby improving the overall effectiveness of the organization (Reyes, 2023). Thus, although Konami once had its treatment of talent questioned due to Hideo Kojima's departure, this incident was fundamentally a dispute over production decision-making power within the company. Regarding the general treatment of talent and respect and encouragement for employees, Konami has not had negative news to date.
[bookmark: _Toc152370350]3.3. Customer Care Situation Analysis
Konami's current customer care status is reflected in its various actions. The company has always been committed to providing high-quality products and services to meet the needs of different types of players. The company's official website and social media platforms regularly publish news and updates, such as www.konami.com/games/, https://cardgame-network.konami.net/, allowing players to know about the latest games and activities. Moreover, the company has a customer service center, and players can get help through phone calls, emails, or online chats. On the packaging of the physical version of console games, customer service contact information and feedback channels are usually provided(Prange, 2017).


[bookmark: _Toc152370351]IV. Evaluating the Strategic Options for Konami Corporation's Personalized Customer Care
[bookmark: _Toc152370352]4.1. Feasibility
[bookmark: _Toc152370353]4.1.1. Resource Allocation
As demonstrated by Trustpilot user Wisam Ali's review, some games from Konami have been criticized for having issues, even allegations of stealing players' funds (Trustpilot, 2023). Such problems might reflect issues in Konami's resource allocation, including trust issues with players and the degree of attention paid to solving game problems. Additionally, user Tom McCavangh mentioned in his review that he was dissatisfied with Konami's product and the refund process took as long as three months (Trustpilot, 2023). This also reveals potential issues in Konami's human resources and financial management. Konami needs to enhance its service quality, especially in terms of refund policy and process, to avoid inconveniencing customers, while also improving the efficient and rational utilization of company resources.
[bookmark: _Toc152370354]4.1.2. Technical Capability
Konami is renowned for its high-quality video game technology, which is crucial for implementing a personalized customer care strategy. However, according to reviews from Git Fitz and Abir on Trustpilot, there are some technical issues with Konami's game products, such as AI interference, game network latency, and handling of game errors (Trustpilot, 2023). These issues indicate that the company is lacking in some technical aspects and needs improvement.
[bookmark: _Toc152370355]4.1.3. Understanding of the Market
As a globally renowned game company, Konami has a deep understanding of the gaming market, which is crucial for implementing a personalized customer care strategy. However, as per the reviews from Trustpilot users Islambek Usupov and Mathew Brock, there might be some issues with Konami's understanding of the market. Islambek Usupov pointed out that Konami has canceled some popular game series, like "Bloody Roar" and "Silent Hill," which might reflect that Konami has failed to timely understand and adapt to market changes and satisfy players' needs (Trustpilot, 2023). Therefore, Konami needs to continually update its market understanding, pay more attention to and understand the needs and expectations of players.
[bookmark: _Toc152370356]4.2. Rationality
[bookmark: _Toc152370357]4.2.1. Understanding Customer Needs
Understanding customer needs is the foundation for Konami to devise and implement a personalized customer care strategy. Only by deeply understanding customer needs and expectations can they provide products and services that meet customer needs. Indeed, to overcome inconveniences caused by the pandemic and to meet the demand of players wanting to play card games and participate in competitions during the pandemic, Konami developed the online tournament 'Remote Duel Yu-Gi-Oh! Championship Series' (RDYCS). The tournament is streamed worldwide via platforms like YouTube, and its success and positive user feedback led Konami to decide to hold the event annually after 2021 (Konami, 2021).But, According to user reviews on Trustpilot, there are some issues with Konami's fulfillment of customer needs. For instance, user John the red expressed his dissatisfaction with Konami's sponsorship of Manchester United, vowing only to purchase Konami's products when they stop sponsoring Manchester United (Trustpilot, 2023). 
[bookmark: _Toc152370358]4.2.2. Control Over Product Quality
Product quality is a vital factor influencing customer satisfaction and loyalty. Konami must ensure the quality and performance of its products to meet customer needs and enhance customer satisfaction and loyalty(Balakrishnan & Griffiths, 2018). However, some user reviews on Trustpilot indicate that there are issues with some Konami products. For example, user Charlie expressed dissatisfaction with certain problems in Konami games. He believes that games like PES20 are clearly unreasonable in difficulty settings and lack design in game difficulty curve (Trustpilot, 2023). This situation suggests that Konami needs to pay more attention to product quality and performance to meet customer needs.
[bookmark: _Toc152370359]4.2.3. Emphasis on Customer Service
High-quality customer service is key to enhancing customer satisfaction and loyalty. Konami needs to provide professional, efficient customer service to resolve customer issues and meet their needs(Dehdashti & Bashirpour, 2018). However, some user reviews on Trustpilot indicate that there are issues with Konami's customer service. For example, user Daniel expressed dissatisfaction with Konami's customer service, stating that it only provided vague answers without offering solutions to his problems. Another user, Gavin Lau, criticized Konami's customer service personnel for not being able to properly answer his questions and criticized Konami's game servers for having issues 24/7, 365 days a year (Trustpilot, 2023). This situation indicates that Konami needs to improve its customer service, offering more professional, more efficient services to meet customer needs.
[bookmark: _Toc152370360]4.3. Risks
[bookmark: _Toc152370361]4.3.1. Brand Image Risk
In Trustpilot reviews, some users have expressed dissatisfaction with Konami's business decisions and product quality. For example, Git Fitz and Islambek Usupov have expressed great disappointment with Konami's game products, believing that Konami has ruined some of the games they love (Trustpilot, 2023). Such negative feedback could potentially harm Konami's brand image, thereby affecting its market share and profitability.
[bookmark: _Toc152370362]4.3.2. Customer Service Risk
Some users have complained about Konami's customer service. For example, Mathew Brock found it extremely difficult and confusing to deal with Konami's customer service, leaving him feeling frustrated and unsure about what to do next (Trustpilot, 2023). Such service experiences could lead Konami to lose customers, who might turn to competitors offering better customer service. Moreover, if Konami fails to improve its customer service, it could further damage its brand image and potentially lead to legal disputes(Havens, 2018).
[bookmark: _Toc152370363]4.3.3. Product Quality Risk
Based on user feedback, some of Konami's games have issues. For instance, user Tom McCavangh was unsatisfied after using a Konami product and spent three months getting a refund (Trustpilot, 2023). If Konami can't resolve these issues promptly, users may lose confidence in its products and might switch to those of other competitors. Furthermore, product quality issues could lead to an increase in refund requests, thereby increasing Konami's operational costs(Cleveland, 2022).
[bookmark: _Toc152370364]4.3.4. Strategic Risk
In terms of Konami's strategic decisions, some users have expressed their concerns. For example, several users like Account Number are disappointed that Konami did not launch the original Silent Hill and Silent Hill 4 on PS4. They believe this was a misguided decision that should be corrected by remaking the games (Trustpilot, 2023). This might suggest problems with Konami's strategic decision-making. If Konami fails to address these issues appropriately, it might lose some customers and potentially have a negative impact on its long-term development.


[bookmark: _Toc152370365]V. Strategy Implementation
[bookmark: _Toc152370366]5.1. Proposing a New Customer Care Strategy
[bookmark: _Toc152370367]5.1.1. Strengthen the Customer Service System
Given user feedback, there are certain issues with Konami's customer service. As a solution, Konami can improve its customer service quality and establish more effective channels for problem resolution. For example, Konami can set up a 24/7 online customer service center, so users can get help anytime. Additionally, can add more comprehensive and detailed FAQs on its website and social media, allowing users to solve some common problems themselves(Tan & Yang, 2022).
[bookmark: _Toc152370368]5.1.2. Enhance Communication with Users
Konami can enhance communication with users to understand their needs and expectations. For example, Konami can regularly conduct surveys on social media or organize user forums to allow users to share their thoughts and suggestions(Angel, 2022). Additionally, Konami can regularly send the company's latest news to users via email or social media, including new product releases, the development of new features, and the company's strategic planning.
[bookmark: _Toc152370369]5.1.3. Improve Product Quality and User Experience
To meet user expectations, Konami needs to improve its product quality and user experience. Specifically, Konami can extend its product testing phase to discover and fix possible issues early. Moreover, based on user feedback, Konami can improve its product designs and functionalities. For instance, according to user feedback, Konami could enhance its football game's AI design, making the game more challenging and competitive.
[bookmark: _Toc152370370]5.1.4. Strengthen Brand Image Building
To strengthen Konami's brand image, the company needs to devise effective brand promotion strategies. For example, Konami can organize online or offline events like gaming tournaments, user meetups, and charity events to increase brand exposure. Additionally, Konami can invite well-known gaming bloggers or influencers for game promotion and reviews.
[bookmark: _Toc152370371]5.2. Impact on Different Company Departments
[bookmark: _Toc152370372]5.2.1. Customer Service Department
The Customer Service department is the frontline of the customer care strategy and has a significant impact on enhancing the company's image and ensuring customer satisfaction. They need to demonstrate efficiency and professionalism when addressing customer issues, and win customer trust and satisfaction through positive attitudes and excellent communication skills(Hong et al., 2023). For Konami, investing in the customer service department, including staff training and system upgrading, is a crucial step in implementing the customer care strategy.
[bookmark: _Toc152370373]5.2.2. Development Department
The Development department has a decisive impact on product quality and user experience. They need to pay close attention to customer feedback to timely fix issues in products, and they need to be innovative and flexible, proposing and implementing new features that can improve user experience. In the new customer care strategy, the development department needs to play a larger role in responding to customer needs and promoting product innovation(Bulut, 2020).
[bookmark: _Toc152370374]5.2.3. Marketing Department
The Marketing department is responsible for formulating and executing the company's brand promotion strategies, and their work directly affects the company's brand image and market influence(Witkowski & Manning, 2019). Konami's marketing department needs to work closely with other departments to ensure the company's information and activities effectively reach the target users. They also need to design and implement a series of brand promotion activities to enhance Konami's brand image and awareness.
[bookmark: _Toc152370375]5.2.4. Decision-making Department
The Decision-making department, including the company's senior management and board of directors, has a decisive influence on the company's strategic direction and business decisions. They need to understand and support the new customer care strategy and provide necessary resources and support(Shay & Palomba, 2020). When implementing the new customer care strategy, the decision-making department needs to consider the company's long-term development and interests, and actively respond to potential risks and challenges.
[bookmark: _Toc152370376]5.3. Long-term and Short-term Strategic Plans
[bookmark: _Toc152370377]5.3.1. Short-term Strategic Plan
In the short term, Konami should focus on improving customer service and enhancing user experience. Firstly, the response speed and problem-solving efficiency of customer service should be improved. To achieve this goal, Konami should enhance the technical level of the service team, for example, by providing more comprehensive product knowledge and skill training, or adopting advanced customer service systems to process user requests faster. Secondly, Konami should improve products according to user feedback, such as fixing issues in the PES series games, to increase user experience satisfaction. This requires the development team to work closely with the customer service department to better understand and meet user needs.
[bookmark: _Toc152370378]5.3.2. Long-term Strategic Plan
In the long term, Konami should focus on enhancing its brand image and expanding its market share. To achieve this goal, Konami needs to build and maintain deep relationships with users. This can be achieved by launching personalized user experiences, such as offering customized game content and promotional activities based on users' gaming habits and preferences, or iterating and improving products based on user feedback. Additionally, Konami needs to pay close attention to market changes to seize new business opportunities in time. For example, Konami can further expand its share in the mobile gaming market, or explore the possibilities of emerging technologies such as virtual reality and augmented reality.
In general, Konami's short-term and long-term strategic plans should be combined with its current business environment and development goals to achieve continuous growth and profitability. This requires coordination and cooperation among various departments of the company, as well as firm confidence and determination from the company's leadership towards new strategic objectives. Only in this way can Konami successfully implement its new customer care strategy and enhance its position in the highly competitive gaming market.


[bookmark: _Toc152370379]VI. Conclusion
Through the above analysis, it can be seen that Konami's personalized customer care strategy needs to be balanced and optimized in terms of feasibility, rationality, and risk. From the perspective of feasibility, Konami has extensive game development experience and a wide user base, which provides the basis for implementing a personalized customer care strategy. From the perspective of rationality, by improving customer service, optimizing user experience, enhancing brand image, and expanding market share, Konami can achieve business growth and profitability. However, Konami also needs to be alert to the risks that its personalized customer care strategy may bring, such as user dissatisfaction, product quality issues, brand reputation damage, etc.
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Appendix Table 1. Konami Company Financial Summary Data
	Konami [9766.T] - Financial Summary
	2022
	2021
	2020

	        Reporting period
	annual report
	annual report
	annual report

	        Period span
	12 months
	12 months
	12 months

	        Data sources
	Consolidated reports
	Consolidated reports
	Consolidated reports

	        Income statement summary
	
	
	

	            Total operating income
	186,675.87
	179,794.22
	196,646.22

	            YoY(%)
	9.85
	3.75
	0.10

	            Total operating expenses
	136,619.87
	137,483.34
	163,501.22

	            Operating profit
	50,056.00
	42,310.88
	33,145.00

	            YoY(%)
	25.17
	44.85
	-18.81

	            Profit before tax
	46,845.03
	23,462.74
	22,742.90

	            YoY(%)
	111.24
	17.06
	-39.58

	            Net profit
	34,157.62
	21,273.48
	14,884.09

	            YoY(%)
	69.88
	62.18
	-41.83

	            Non-recurring profit and loss
	
	
	

	            Net profit attributable to shareholders of the parent company after deduction
	34,157.62
	21,273.48
	14,884.09

	            YoY(%)
	69.88
	62.18
	-41.83

	            R&D spending
	
	
	

	            EBIT
	46,445.53
	24,139.31
	23,155.18

	            EBITDA
	57,622.20
	36,781.67
	43,047.27

	        Summary of Income Statement (NON-GAAP)
	
	
	

	            Net income (NON-GAAP)
	
	
	

	            Diluted earnings per share (NON-GAAP)
	
	
	

	        Balance sheet summary
	
	
	

	            liquid asset
	186,740.69
	175,854.20
	140,477.72

	            fixed asset
	
	
	

	            Equity investments
	1,968.83
	2,062.66
	2,340.51

	            Total assets
	329,455.91
	322,459.26
	313,614.84

	            Current liabilities
	51,472.01
	52,661.11
	72,404.66

	            Non-current liabilities
	61,046.94
	72,274.83
	39,974.98

	            Total liabilities
	112,518.95
	124,935.93
	112,379.64

	            Total shareholders' equity
	216,936.95
	197,523.33
	201,235.20

	            Vesting in shareholders' equity of the parent company
	216,927.61
	196,985.90
	200,635.11

	        Summary of the cash flow statement
	
	
	

	            Cash flow from operating activities
	60,169.41
	46,007.58
	38,284.69

	            Cash flow from investing activities
	-14,330.29
	-14,778.87
	-46,501.17

	            Cash flow from fund-raising activities
	-17,396.66
	14,788.10
	-11,873.90

	            Net increase in cash
	30,090.94
	46,817.35
	-20,808.69

	            Closing cash balance
	156,254.61
	133,485.95
	98,343.31

	            capital expenditure
	14,414.43
	15,536.54
	46,813.94

	        Key ratio
	
	
	

	            ROE(%)
	16.95
	11.38
	7.32

	            ROE (diluted (%)
	15.75
	10.80
	7.42

	            Non-post-deduction ROE (diluted (%)
	16.95
	11.38
	7.32

	            ROA(%)
	10.77
	7.10
	4.99

	            ROIC(%)
	13.87
	9.49
	6.97

	            Sales Gross Margin(%)
	45.02
	41.61
	37.96

	            Net profit margin on sales (%)
	18.30
	11.84
	7.57

	            EBIT Margin(%)
	24.88
	13.43
	11.78

	            EBITDA Margin(%)
	30.87
	20.46
	21.89

	            Gearing ratio(%)
	34.15
	38.74
	35.83

	            Asset turnover ratio (times)
	0.59
	0.60
	0.66

	        Per-share indicator
	
	
	

	            EPS (dilution)
	2.52
	1.57
	1.09

	            EPS (Basic)
	2.56
	1.60
	1.10

	            Net assets per share BPS
	15.12
	13.73
	13.98

	            Operating cash flow per share OCFPS
	4.19
	3.21
	2.67

	            Net cash flow CFPS per share
	2.10
	3.26
	-1.45

	            P/E(TTM)
	
	
	

	            P/E(LYR)
	34.47
	47.54
	15.59

	            P/B(MRQ)
	3.72
	3.53
	1.87

	            P/S(TTM)
	4.08
	3.60
	1.99

	        other
	
	
	

	            Number of employees
	4894
	4982
	5057

	        Displays the currency
	GBP
	GBP
	GBP

	        The original currency
	JPY
	JPY
	JPY

	        Convert exchange rates
	160.45
	151.65
	133.65

	        Interest rate type
	Ending exchange rate
	Ending exchange rate
	Ending exchange rate

	million, GBP
	
	
	

	Source: Wind
	
	
	





Appendix 1. Konami's Organizational Background
Konami Group Corporation, originally known as Konami Industry Co., Ltd., was founded on March 21, 1969, in Toyonaka, Osaka, Japan. Its founder, Kagemasa Kōzuki, initially operated a jukebox rental and repair business before transitioning into manufacturing amusement machines for arcades. The company's name, Konami, is a portmanteau of the names of its three founding members: Kagemasa Kōzuki, Yoshinobu Nakama, and Tatsuo Miyasako.
Konami's evolution into a major player in the video game industry began with its foray into video game production and distribution in the late 1970s. Their first coin-operated video game was released in 1978, marking the beginning of a successful era in arcade gaming. The company made a significant impact in the early 1980s with hit arcade games like "Scramble" (1981), "Frogger" (1981), "Super Cobra" (1981), "Time Pilot" (1982), "Roc'n Rope" (1983), "Track & Field" (1983), and "Yie Ar Kung-Fu" (1985). Many of these early games were licensed to other companies for U.S. release, and in November 1982, Konami established its U.S. subsidiary, Konami Inc. (later known as Konami of America Inc., and Konami Digital Entertainment Inc.).
The company experienced substantial growth and diversified its product range over the years. Besides video games, Konami also produces and distributes trading cards, anime, tokusatsu, pachinko machines, slot machines, and arcade cabinets. It operates casinos globally and runs health and physical fitness clubs across Japan.
Konami's video game franchises have achieved global recognition, including popular series like "Metal Gear," "Silent Hill," "Castlevania," "Contra," "Frogger," "Tokimeki Memorial," "Parodius," "Gradius," "Yu-Gi-Oh!," "Suikoden," and "eFootball." The company also owns the Bemani brand, known for rhythm games like "Dance Dance Revolution" and "Beatmania," and has acquired the assets of former game developer Hudson Soft, known for "Bomberman," "Adventure Island," "Bonk," and "Star Soldier".
In the corporate landscape, Konami has undergone several name changes and restructurings. It was incorporated as Konami Industry Co., Ltd. in 1973, then changed its name to Konami Co., Ltd. in 1991, Konami Corporation in 2000, Konami Holdings Corporation in 2015, and eventually to Konami Group Corporation in 2022. The company is headquartered in Ginza, Chūō, Tokyo, with key global operations in California (video games) and Nevada (casino gaming) in the United States, and Sydney, Australia.
Konami's leadership includes Kagemasa Kozuki as Chairman, Takuya Kozuki as President, and Kimihiko Higashio as Vice President. As of 2022, Konami had approximately 8,941 employees across its various divisions, including Konami Digital Entertainment, Konami Amusement, and Konami Sports.
The company's revenue in 2020 was ¥262.8 billion, with an operating income of ¥31 billion and a net income of ¥19.9 billion. The Kozuki family owns 29% of the company. In addition to its core business areas, Konami has expanded into real estate and established entities like Konami Cross Media NY and the Kozuki Foundation.
In recent developments, Konami announced a major restructuring of Konami Digital Entertainment in 2021 and opened a new studio in Osaka, Japan, in April 2023. This new studio, located in the Umeda Sky Building, is expected to play a crucial role in Konami's sustainable growth over the next 50 years.
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