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Abstract

Consumer perception evaluation depending on the game genre affects many parts of the corporate
management including market share, gaining new consumer, maintaining consumer and competition,
If consumer perceives a company and a product as bad image, gaining new consumer would be no
more available, and enormous amount of time would have to be spent to recover from that bad image.
However game companies tend to simply keep spontaneous marketing strategy with the enforcing
marketing, Its results will be the short-term success sacrificing the long-term marketing opportunity. In
order to increase sales and market share, the consumer perception evaluation as well as evaluating the
game product and the corporate image is necessary, This article gives emphasis on the general game
analysis and formulating strategy in the general game genre rather than a certain corporation and a
product. Analyzing a particular product, company, platform and nation is necessary and will be

followed subsequently.
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