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[bookmark: _Toc519963216]Executive Summary 
This brief report provides the draft of the strategically integrated marketing strategy for E-Warriors the new game developer brand that has a set of unique selling points which provides them the needed competitive edge in the gaming industry. The report follows the introduction of the brand and what it offers moving up to the marketing strategy based on the selected target audience. The report further highlights the use of various Media and public relation tactics to assure the success of the product presented by the brand. The report further addresses the distribution channels as part of the direct consumer promotions and internet marketing practices. The conclusion of the report is given that summarizes the overall marketing practice of the brand E-Warriors. 
 


[bookmark: _Toc519963217]Introduction
The concept of marketing mix has now given way to a new concept known as integrated marketing, which, like its predecessor, is based on the well-known four Ps (product, price, place-distribution, and promotion-communication) as basic pillars on which to work and on which to coordinate the strategy for the product. The chosen brand for this report is the video game and will deal in the video game industry which is growing at an alarming rate and, every day, many companies embark on projects to which they dedicate all their effort; working hard in the graphics section, the gameplay or entertainment that the title will offer, but without paying attention to an adequate marketing strategy. In this brief report, we will make a quick analysis of some of the different components of the integrated marketing strategy for our gaming brand the ‘E-Warriors’, applying them to the video game sector to make sure that our product not only holds the greater market share but actually provide maximum utility to the consumers.
[bookmark: _Toc519963218]Desired Brand Image and Product 
The chosen product for our brand ‘E-Warriors’ is the new role-playing game that is similar to Diablo and Dota who have made billions of dollars in the international gaming industry. When we say similar we mean that the overall gameplay will be similar however the characters, the strategies, and the in-game world will be much different and more innovative. This will be the major selling point for our unique gaming product that will provide the ultimate gaming experience to our potential consumers and target market. In this sense, our desired brand image will be to become the solution provider for boredom. As the marketing professionals, we intend to develop the gaming hobby into a comprehensive electronic sport. That will be bringing together the players from around the world to enjoy the most thrilling entertainment on lowest costs providing an alternative to other electronic entertainment products which are more expensive like buying movies or even renting them. 
Regarding the aesthetics of the product in video games, the external one has a much less important that is limited simply to the packaging (box, design, etc.). The importance lies in the internal aspects, graphics, and visual section; Having a good graphics resolution is one of the factors that most attract players, especially the hardcore gamers, who seek great realism in the video games they use; On the other hand, visual and artistic design is one of the factors that most influence when it comes to attracting potential consumers, games like Super Mario Bros or Donkey Kong, in addition to its fantastic gameplay, conquer for its characteristic aesthetic very colorful and pleasing to the eye, with characters very studied for their long tradition and with a nice appearance (Finne & Grönroos, 2009).
[bookmark: _Toc519963219]The Target Market 
Our brand image will be designed to address the problem area of boredom and currently, online games are being used on priority to spend quality time that will not only keep the gamers active but provide long-term entertainment on minimum costs. E-Warriors will distinguish different types of fans of video games depending on the time they dedicate to this type of leisure. E-Warrior will focus on gamer profiles when it comes to directing the video game and even when developing it. Therefore our brand will focus on casual gamers that are non-regular players who spend little time playing, prefer simple games that offer immediate fun (this amateur sector has been a breakthrough in the industry). Then we have core gamers players who use all types of video games on a regular basis these represent a large majority of the total players, and finally the Hardcore Gamers they spend a large part of their time playing, they have great ability and prefer action games and, in general, absorbing and competitive games.
Depending on the types of players, video games are oriented; our product is aimed at a type of casual player (parents and/or mothers, grandparents, etc.) or core, which can play with more people, as we intend to bring our games to a much wider target. E-Warriors intend to orient to more hardcore type of players as well since it bases its strategy on its huge technical section so we will offer large graphics engine, services, high definition, etc. In terms of demographics, we will target the generation X, generation Y, and generation Z all together to gain a maximum audience. The challenge will be to create a product that will suffice for all the range of our consumers. The psychographics will be broad as well and we will offer the game on various platforms like personal computers, consoles, mobiles, and tablets so that we can capture maximum consumers. There will be no restriction on age brackets and or profession of the target market as we believe in today’s fast and difficult times mobile entertainment should be consumed by everyone to make it through the day, every day. 
[bookmark: _Toc519963220]Marketing Strategy and Competitive Edge
The strategically integrated marketing strategy decided by E-Warriors is using social media platforms as the primary medium. We intend to use the traditional mediums as well as television advertisement and gaming magazine articles. However, the best approach will be to use blogging and social media platforms where a strategic content marketing practice will be executed. The major aspects of the strategic marketing will deal with creating the integrated marketing communication (IMC) that will allow the potential consumers to interact with the brand even before the product is launched in the market. The basic elements of the chosen content marketing strategy will be to create the awareness in the target market regarding the bran itself and the product it offers (Finne & Grönroos, 2009). 
Gameplay will be explained in our marketing; undoubtedly the format or style of reference video in the sector of video game and technology influences the consumers. A gameplay consists of nothing more and nothing less than recording a live game, in a single sequence without cuts, so that the viewer can experience the game almost as if he or she were playing it. Consumers can find gameplays that last even more than an hour, but it is a very useful format for players who want to learn new tricks for their games, know how to pass a level, or simply enjoy the excitement of the game. This strategy will be directed towards competition targets as well as the competitors in the market are already trying to do this after they launch their products but we will do it before the launch so the consumer knows what they are buying. 
Secondly, we will offer reviewers to write for our product as they are one of the strengths of technology marketing. Subscribers and followers of gamers seek reliable opinions, based on the experience of someone who is dedicated to their day today. This is where the competitors will be given a hard time as they are mostly afraid of truth based reviews we will edit the game before the actual launch to gain maximum market share on the basis of these reviews perfecting our product. Thirdly, we have comparisons although it can be linked to the issue of reviews and however much it is said that comparisons are odious, it is a very useful content for followers, since it provides them with reliable and first-hand information to opt for a game, a command of the console or a webcam in particular. 
Last but not the least we have tags, as in many other channels, in the video game profiles there are no missing tags and challenges. These videos, despite being merely entertainment content, serve to make the viewers connect better with the brand and know it better. Therefore, if a brand that is dedicated to the video game and technology sector and one want to collaborate with an influencer, they should know that these are some of the formats in which they can see our content reflected. Although, the influencer is always the one who must take the creative initiative, so do not cut the wings of their imagination, as they know their audience better than anyone and knows how to get to it in the most effective way. Again, using influencers to market our product is a strategy not well known by the mainstream competition. 
[bookmark: _Toc519963221]Advertising Campaign  
Advertising campaigns are at the forefront of any marketing strategy, and E-Warriors plan to make the big bang with their first advertisement that will be launched on electronic and internet platforms simultaneously. The electronic medium will be used for television ads on different channels that are viewed by our target audience and potential consumers. The internet will be used in the platforms such as social media, YouTube gaming channels and even on some websites that are regularly used by the target market. The advertisement that will be launched will base around the maximum attention and retention of the viewer’s so that they get attracted and motivated to buy the product. The creation of the ad will be based on providing something for the broad demographics and psychographics that we have explained in the initial part of the report. 
The ad will be directed showing members of our selected target audience busy in their daily routines like parents doing chores at home, professionals doing their office work and the students while they are studying. The catch is that every member will be being helped and supervised by the gaming characters from our game. The characters will motivate and support the members in achieving their daily tasks with more efficiency and timely manner and as the reward; they will be able to play their favorite game that will be our product. The function of the this and will show that the players are not restricted to any age bracket or other social or economic restrictions and playing this game will be no less than a reward after the days’ work as it promises great entertainment and ultimate utility (Ogden, & Ogden 2014). 
[bookmark: _Toc519963222]Public Relations campaign 
Video games, like other media, cannot be pigeonholed, since they have different genres and themes (horror, fantasy, humor, action, adventure, puzzles, triggers, platforms, etc.) and are aimed at different audiences characterized by a great variety of tastes, age ranges, socioeconomic conditions, ideological and political positions, etc. That is why public relations professionals must know in depth the products with which they will work from any particularity, ignorance or error will be noticed immediately by the public. In this regard, the constant communication on the social media platforms will not only engage the consumers but they will be encouraged to give feedback and interact with the developers to help make new characters and storylines. In this aspect, the basic public relations practice at E-Warriors will be to engage the target audience into monthly competitions where the consumers will be allowed to enter in competitions for writing new character stories and drawing new characters and the winners will be given exciting gifts and discount vouchers (Walsh, Clavio, Mullane & Whisenant, 2012). 
[bookmark: _Toc519963223]Internet Marketing Campaign
E-Warriors will base their strategic marketing plan over internet platforms. The official website of the brand will be connected with most of the social media platforms and will regularly post new content for the consumers. The brand will encourage the consumers to share their content on their walls and personal social circles to further enhance the impact of the internet marketing campaign. E-Warriors will be offering advertisements for their upcoming products and will be regularly engaging consumers in various public relation activities to make sure they are creating the right brand image. Further, internet marketing will make sure that the content and profiles are monitored and in case of any negative comments by the consumers, the representatives are able to direct the consumer for a workable solution and be apologetic for the nuisance (Ryan, 2004). 
[bookmark: _Toc519963224]Direct Marketing Targeting Customer Relationship Management
[bookmark: _GoBack]Currently, gamers have the possibility to acquire their favorite games through the traditional distribution channel ; that is, in a store in which a discipline known as Trade Marketing comes into play, in which the video game company and the distributor agree to benefit both mutually, placing the products in one way or another and position within the premises to capture the attention of the consumer and maximize the average sales per visit to the store and using, in addition, different elements such as displays, posters, etc. E-Warriors intend to raise the bar in terms of direct marketing and propose the multilevel solution for IMC by initiation Customer Relationship Management (CRM). Through a mixed distribution type; that is, buying the game online and, subsequently, picking it up at the store; or by the online distribution method, in which the content is paid (it is usually cheaper since all existing intermediaries are removed in the other methods) and download from the console / computer/ mobile without having to move from their homes (DR.K.VANITHA, 2012).
This last type of distribution is possible thanks to the development that the Internet has suffered in the global perspective during the last years and is having a great support from the companies, as can be verified with the download platforms (online stores) like PlayStation Store, Xbox Bazaar or WiiWare. Currently, the sale of video games is still mostly in physical stores, but studies suggest that online distribution and, to a lesser extent, mixed media will be the means for the future of video game distribution. The marketing directors of the different companies should guide their activities accordingly, taking into account the current situation and preparing for the future. Further, this practice will connect the consumers directly with the brand and they can rate the product on their will so the brand knows what the product utility is for the consumers. The brand will have the opportunity to engage in direct consumer promotions by offering those discounted rates and free merchandise of the products. 
[bookmark: _Toc519963225]Conclusion 
To conclude here, it is important to mention that this is the brief report for the integrated strategic marketing campaign for the brand E-Warriors. The components discussed above have to be designed in a comprehensive manner to make sure that the overall marketing plan is executed in the best way possible while keeping align the objectives of the marketing department. The advertisement and promotional activities are bound on the availability of the budget, however, the broad idea is provided on the way forward for the formal execution. The given strategy remains tentative to the changes in the market and may be revised at the request of the stakeholders and the initial consumer surveys. The report presented above was the initial way forward presented as the sketch proposal for the strategically integrated marketing practice to be followed in the future for E-Warriors.
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