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Nintendo Wii

The Wii is a game console that became available to North America on November 19, 2006.  To date, it is the most interactive and family oriented system on the market.  Within this paper, we will take you into several different strategies and views Nintendo encountered.  


The target market for the Nintendo Wii is very broad. Nintendo very recently launched a $200 million dollar ad campaign that focuses on adults and older Americans. They are trying to convey the message that the Wii is fun for everyone regardless of age, sex, ethnicity, etc. Reggie Fils-Aime, President and COO of Nintendo of America recently said the following:

Our message is that everyone’s a gamer, Whether it’s bringing joy and happiness to mothers and fathers as they experience Wii for the first time playing Wii Bowling or Wii Tennis, or whether it’s bringing a game like Nintendogs to a fifteen or sixteen year old girl who has a puppy that responds only to her voice. That passion is what’s driving us, and that passion to be part of shaping the future is really why we’re here.

The Nintendo Wii is a comparison shopping item; it has to compete with rival gaming consoles such as the Xbox 360 and the Playstation 3. Some of the Wii’s sales come from brand familiarity. Nintendo has previously come out with gaming consoles such as the Nintendo, Super Nintendo, and the Nintendo Gamecube. Nintendo made the Wii backwards compatible with the Gamecube so that users could upgrade without having to buy all new games. This made it easier for some consumers who are loyal to the Nintendo brand to purchase Wii.

The Wii is sold worldwide. Nintendo estimates that it has sold over 10.51 million Wiis, which is slightly better than the Xbox 360, and much better than the PS3. The two biggest markets for the Wii are the United States and Japan which account for 7.7 million of the Nintendo Wiis sold worldwide.

Next, we will review Nintendo’s product strategy plan.  There are several factors that make the Wii appealing.  Nintendo knew that at the time of release it would be competing with Microsoft’s XBOX 360 and Sony Playstation’s PS3.  Nintendo has maximized profit by releasing the Wii for $250 while Microsoft and Sony ranged from upwards of four hundred dollars.  Nintendo has not had to cut prices on their system where the other two platforms have.  Another part of Nintendo’s strategy is to expand gaming beyond the core of young men.  The typical gamer previously was between the ages of nine and twenty four and male.  Nintendo plans to market the Wii to both male and female of all ages.  They have also asked themselves how to get people involved if they are not into gaming.  Nintendo has hopes to make the Wii a living-room center piece by including various media channels meant to appeal to others who are not gamers.  They have incorporated different “channels” onto the Wii’s main menu.  A channel is an interactive application that is not necessarily a game.  Nintendo has integrated an 802.11g wireless card into their system.  This means that if you have a wireless network in your home, you can use these channels.  One of which is an Opera web browser allowing you to surf the internet.  Also included is a sports channel and weather channel.  All this is available at your fingertips without leaving your family room.

Place and Distribution strategy is next.  Nintendo is not just an American based system.  However, they do have two distribution centers located in North America:  one in Redmond, Washington and the other in Atlanta, Georgia.    Nintendo has distribution centers around the world.  Each center distributes their regions version of Nintendo’s systems or games. Retailers get their inventory from Nintendo, no middlemen are involved.  This is because Nintendo advertises the MSRP of $249.99 and sells to businesses at around $241.00.  Minimal profit is made with the sale of the Wii through a retailer.  All the profit comes from selling games and accessories.  


The promotional mix used by Nintendo Wii is demonstrated through mass selling.  Nintendo uses middlemen to get there product out in the market by distributing the console to large retail stores and gaming stores (such as GameStop, Best Buy, & Wal-Mart to name a few).  A combination of push and pull techniques are used in selling, however, the pull technique is the front runner of the two.   Pushing is used in advertising through commercials, ads, circulars, magazines, and internet ads.  Pulling is when the costumer gets the product at one of the retailers that offer the Nintendo platform.  Nintendo keeps the shipment number low to the retail stores and with such high demand this keeps the customer returning to check on its availability.

The Wii is also currently running a promotion with GameStop stores possibly in a mall near you.  This is called the “Wii Mall Experience.”  This is an effort to get men and women of all ages out to not only show off their skills on the system, but to show they support the Nintendo system.  The following is a direct statement from the Nintendo staff in regards to this promotional effort: 

Experience a new way to play at your local mall. Nintendo is headed to more than 50 malls across the country to show off the latest innovative titles for Wii. Playable games include Wii Sports, Mario Strikers Charged, Big Brain Academy: Wii Degree, Metroid Prime 3: Corruption, Mario Party 8, and more! While you're there, be sure to check out the hottest titles for Nintendo DS, including Brain Age 2: More Training in Minutes a Day. Check the mall listing to find a mall near you!


   Nintendo Wii has a great pricing strategy. No price flexibility is offered because the Wii is already offered at a rock bottom price and is priced much lower than competitors. The price of the Nintendo Wii will not fluctuate much since it was released to the public at such a low price. There has been some speculation about the price being lowered in the near future however; the marketing director has denied all claims. Discounts and allowances are not currently being offered by the producer though the middlemen may be offering some incentives to the final consumer. Transportation costs are discussed and agreed upon by the middlemen and producer.
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