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Console Wars: Sony Entertainment vs. Nintendo Switch

The PlayStation One (PS1) was released in Japan in 1994 by Sony Entertainment. The

PS1 was released in the United States the following year in 1995. Both launches were a massive

success. The console was one of a new generation of 32-bit consoles, signaling the rise of Sony

in the gaming world. The PS1 used compact discs (CDs), leading the gaming industry away from

cartridges. Sony made the decision to market their own console after a failed venture with

Nintendo to release the PS1 as the Super Nintendo Entertainment System-CD in the early 90s.

By 2005, the PS1 had become the first console ever to ship 100 million units. That same year,

Sony came out with the 64-bit console, the PlayStation 2 (PS2). The PS2 was the first of its kind,

allowing gamers to play over the internet. PS2 went on to ship 100 million units faster than PS1.

The release of the PlayStation 3 (PS3) in 2006 did not have the same success as the previous

consoles, with competition from the Microsoft Xbox 360 and the Nintendo Wii. In 2013, Sony

released the PlayStation 4 (PS4), designed to compete with the Xbox One. The PS4 also doubled

as a Blu-Ray player and a media streaming device. The PS4 offers a PlayStation Now

subscription that allows players to access current and legacy games. The PS4 has sold 117

million units since its release in 2013. In comparison, Nintendo’s latest console, the Nintendo

Switch, has sold 108 million units since its release in 2017.

Nintendo is a juggernaut in the gaming industry and arguably one of Sony’s biggest

competitors. Since its inception, Nintendo has known how to successfully market to families and

people of all ages. Characters like Mario, Zelda, and Kirby are beloved by many generations.

Nintendo knows how to market to women, a demographic that often gets overlooked in the

gaming industry due to the male-domination in gaming. 40% of PS4 and PS5 owners are female.
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In comparison, 50% of Nintendo Switch owners are women. That is a much larger number when

you consider that the PlayStation statistic accounts for two consoles, not one.

The marginalization of women in the gaming industry is a deep-rooted issue that has been

in the industry since it started. Video games tend to be designed by men for men, and female

needs and requirements are not taken into consideration by game designers (Kuss 4). Most

people that work in the industry are male. Even the characters in games are often male.

According to Statista in 2021, 61% of game developers were male, while only 30% were women.

This leaves little opportunity for women to be represented in video games. According to Women

in Games, the gaming industry is “the most gender imbalanced of all the creative industries.”

This is evident in the esports community as well, where women only make up 5% of competitive

e-gamers (Women in Games 5). This may be largely part of the harassment female gamers often

report while playing online.
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There are many positive outcomes for gamers. Gaming leads to an increase in a gamers

well-being, life satisfaction, and social support. Moreover, female gamers are more likely to

pursue a career in Science, Technology, Engineering, and Mathematics (STEM). In fact, the

probability is an increased threshold compared to those who do not (ISFE 3). Unfortunately, with

the harassment female gamers experience, many women report experiencing anxiety and

loneliness due to the lack of social support while gaming and at times, in their experiences of

social support outside of gaming (McLean). This leads to female gamers actively hiding their

identity and avoiding all forms of verbal communication with other players. PlayStation can help

lead the way for more inclusion in the gaming industry.

A consumer has a larger variety of games to play with the PlayStation. Games like The

Last of Us and Uncharted have interesting and compelling female characters. The games on

PlayStation may not have the same name recognition as Mario or Pokemon, but the console still

has a lot to offer. I believe the Playstation could grow in popularity and possibly surpass the

Nintendo Switch in units sold if it began to market more toward female gamers.
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Current Digital Strategy

Female gamers now account for half of all gamers (Entertainment Software Association

(ESA) [2]). In 2022, We Are Social released their annual digital report, where they found that

80% of females on the internet were playing video games. Female gamers are also more likely to

get harassed in the gaming community by male gamers. In 2017, the gaming community coined

the term “E-Girl” to describe female gamers. Urban Dictionary had even defined the term as

“promiscuous women who invade male spaces (the internet and its games) by being sexy”.

Recently, the term has been used to describe a type of aesthetic but it still has negative

connotations in the gaming industry. There is also a stigma attached to being a female gamer, and

women are often objectified and harassed in video games. Female gamers are seen as being

“bad” at gaming and less competent than their male counterparts. This leads to few women

wanting to incorporate being a “gamer” into their gender identity. All of this is exacerbated by

female avatars being overly sexualized and women being objectified, which is particularly the

case for fighting games (Lynch et. al., 2016). This is a community that plays an important role in

the gaming industry and is demanding to be seen and heard.

The PlayStation has a large following on social media. On Twitter, the PlayStation has

26.1 million followers. On Facebook, there are over 38 million followers and over 38 million

likes. On Instagram, there are over 28.9 million followers. The company posts the same content

throughout all platforms. That content consists of trailers for games, links to the PlayStation

blog, information on live streams and events, and promotions the company might be having.

Sony also has separate accounts for different countries. There is Playstation Canada, Europe, and

the UK. For the purpose of this proposed strategy, we will only look at Playstation USA. The

Playstation accounts to post a lot of videos and eye-grabbing visuals. However, they do not
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interact or respond to fans that comment and engage with their content. Many of the comments

in the threads of their posts express concern about the product but no one responds.

As of July 12, 2022, Sony is facing a class-action lawsuit for hiding PS5 defects. Sony

allegedly hid console crashes and game progress losses knowingly. Sony has not acknowledged

the potential lawsuit on any of their social media platforms and seems to have made the decision

to ignore it. Instead, they continue to promote their upcoming releases. That is already an issue in

itself that leads to a much bigger issue overall. Sony does not use social media to interact with

consumers or engage with them. Not addressing the statement on any social media platforms, it

could lead to distrust among consumers. Consumers may also get offended if they are not

addressing the lawsuit, yet still promoting and selling products to people.

There have been successful campaigns for female gamers. In China, Louis Vuitton

collaborated with League of Legends to style two new characters and created branded features in

the game. The popularity of Animal Crossing at the beginning of the pandemic made many

companies want to jump on the trend. Gillette Venus came out with the “My Skin, My Way”

campaign. 19 different downloadable skin features became available in the game, including

stretch marks, freckles, and tattoos. Female gamers make up half of the population of the gaming

community but are often the ones marginalized by the misconception that “only males play video

games.” The proposed strategy will help the PlayStation look more appealing to female gamers

and entice them into purchasing the console. The company will become a leader in diversity and

inclusion by fostering a sense of community among female gamers.

Proposed Digital Strategy
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There have been 5 iterations of the PlayStation. This strategy will be looking at the

PlayStation 4 & 5. The messaging will focus on promoting more diversity and inclusion in the

gaming community. Below are the proposed short-term tactics

Short-Term Tactics

1. Host an all female eSports tournament with the help of organizations like Women in

Games.

a. As of July 18, 2022, PlayStation announced that they will acquire the esports

tournament platform Repeat.gg. Repeat.gg is a platform designed to make esports

more accessible by letting players compete in free and paid entry tournaments.

Using Repeat.gg, PlayStation will sponsor an all-female esports tournament. This

will also build trust that was lost between PlayStation and its consumers.

2. Collaborate with Alia Shelesh, more commonly known as SSSniperWolf.

a. SSSniperWolf currently has 32.4 million followers on YouTube. She is one of the

most popular female gamers in history.

b.

Long-Term Strategies

1. Promote diversity & inclusion in the PlayStation community.

a. PlayStation will acknowledge female gamers and the large number of them that

make up the gaming community. PlayStation will provide opportunities for

female gamers to find a community of other female gamers on PlayStation

through sponsoring esports tournaments and other forms of advertising.

2. Grow the percentage of women who own a PlayStation 5.
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a. Currently 40% of PlayStation 4 & 5 owners are female. The goal is to increase

this number by 10%.

Implementing the Strategy

In order to implement this strategy, the main focus will be on social media. PlayStation

has a separate account on Twitter for customer support. Regardless, people use the main

PlayStation account to voice their concerns. The first step in implementing the proposed strategy

will be to keep Twitter for customer support and lower the response rate to under two hours for

both PlayStation Help and PlayStation USA. This includes responding to consumers who express

their concerns under the PlayStation US account.

The focus of the campaign will be on TikTok and Twitch. These are the two social

platforms that are the most popular amongst gamers, both male and female. TikTok is also

popular right now among the Gen-Z demographic, who are the key demographic in this proposal.

For reference, our short-term tactics are as follow:

a. Host an all-female esports tournament through the help of organizations like Women in

Games.

b. Collaborate with Alia Shelesh, more commonly known as SSSniperWolf.

PlayStation and Women in Games will work together in announcing the #WomenInGamesPS

esports tournament. It will be an all-female esports tournament hosted by PlayStation. The

tournament will be exclusively for women. Creating a team is something companies have done

in the past but it has not worked out. An issue is that a lot of women do not like coming forward

and exposing their identity. A tournament with all female gamers will be more welcoming and

women will be more likely to want to participate if they know that it will be a safe space from
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harassment. This has been seen before with “all-girls” gyms. The tournament will be hosted by

on Repeat.GG and will welcome all female and non-binary gamers. The #WomeninGamesPS

tournament will be held over a summer starting with two online qualifiers. From there, four

teams will fly out to PlayStation HQ in San Mateo, California to compete for the championship

and the prize pool. Partnerships that can be considered will be with not only influencers but also

companies that specialize in feminine products, like Tampax and Always. These companies

could help to sponsor the event as hosting tournaments will come with a lot of overhead cost.

Influencers can help to announce the event and encourage people to sign up. A great

example of a potential sponsor could be SSSniperWolf. She is one of the most successful female

gamers in history, with 32.4 million followers on YouTube. A partnership with her would

guarantee a large reach. Through the help of influencers, we can get the word out about the

tournament and encourage women everywhere to sign up.

Ideally, this campaign could begin in March, during Women’s History Month. Additional

content that can be made would be honoring Women in Games. We could highlight several

influential women in gaming and their contributions to the gaming industry. Recognizing these

women will coincide with our esports tournament announcement. If possible, interviewing these

women and creating video content would be a great opportunity to have them tell their own story

instead of having someone else do it. An example could be Kim Swift, who was a key game

developer in the Left 4 Dead franchise, an exclusive game for PS4. Another example would be

Jade Raymond, who is best known for producing Assassin’s Creed and Assassin’s Creed 2.

Ongoing Evaluation

In order to measure the success of the event, we will look at several factors. Those factors are:
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a. Social Media Activity

i. What are people saying about our event?

ii. Is there excitement? Are people using our hashtag?

b. Sales Numbers/Attendance

c. Revenue vs. Overhead Cost

d. Sponsorship Recognition

i. What did our sponsors think of the event?

Another measure of evaluation will be looking at the number of female owners and seeing if it

has increased. A survey could possibly be conducted as well, in order to get feedback about our

event and how women feel about the PlayStation community. The goal would be to have a

successful all-female esports tournament. If it is, there could be more in the future. They don’t

have to be of the same scale as this first one but as long as it opens up the opportunity to have

smaller ones and continues to provide a safe space for women to engage in healthy competition

with their fellow female gamers.
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