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Forward-looking Statements

Strategies, plans, outlooks and other statements that are not historical facts are
based on assumptions that use information currently available and reasonable
judgments. Actual performance may be significantly different from these
statements for a number of reasons.

In the entertainment industry, which includes Capcom, performance may be

highly volatile because of diversifying user needs and other changes in market
condi tions. | tems that can affect Capco
number of hit titles and sales volume in the Home Video Game Business, which
accounts for the majority of sales; (2) progress in developing home video games;

(3) the popularity of home video game players; (4) sales outside Japan; (5)

changes in stock prices and exchange rates; (6) alliances with other companies
concerning product development, sales and other operations; and (7) changes in
market conditions. Please note that this is not a complete list of factors that can

i nfl uence Capcombés operating resul ts.
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Mid -Term Goals
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Mid -Term Goals

Targets (cumulative) for 5 years startif 201 3 ending march 2014)

-Cumulative operating income: 80illion yen

-Operating margin of 20% in fiscal year ending ' Warch 2018

Breakdown by Business Segments

Cumulative operating income FY2017
from FY2013 to FY2017 Operating margin
Digital Contents 57.0 billion yern 22%
Arcade Operations 8.5 hillion yen 15%
Amusement Equipments 30.0 hillion yer 27%
Other Businesses 5.5 billion yen 45%
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Consolidated Financial Highlights
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Fiist Halff Consolidated Financial Highlights

Higher sales.and higher earnings at all levels.due mainly to sales growth
in Digital Contents and P&S business: performance

6 Months Results in'FY9/12 vs. FY9/13

(Million yen)

2012/9 2013/9 Difference
Net sales 45,538 53,234 7,696
Operating income 6,515 7,509 994
Ordinary income 6,076 8,190 2,114
Net income 4.125 4 950 825

Sales:and earnings set new records because of Consumer business sales grov
mad -niley duer tvocr i Monis toe i HunNntoerpachisio, a

machines
Foreign exchange gain of 387 million yen because of the weakeryen

Net income per share was ¥87.59

CABRCOM
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Point of Financial Highlights

Capcom Public Relations & Investor Relations Section 7 @m




Point of Financial Highlights

Growth Strateqy Initiatives

Improve the Consumer business

AMonster Hunter 40 shipments are 3
*As of October 15, 2013, including download sales

Now implementing reorganization measures (development activities and
overseas subsidiaries) associated with structural improvements in the previot

fiscal year

Strengthen the Online Games business,
which has much growth potential

DLC sales increased 150% from one year earlier to 5.4 billion yen

Announced 14 new online game titles in August 2013
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BusinesssSegmentiinformatian
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Digital Contents
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Digitall Contents - Finst Halff i giiigitss (1))

Clear division between winners.and losers for major titles, but Consumer busines:
profitability.improved due to higher downloadable content (DLC) sales ratio

VJ

First Half Highlights ( Consumer)

AMonster Hunter 40, a key title 1 n this fis
in Japan, where profitability is high, and an increasing ratio of download sales

Sal es of NResi dent Evi | Revel ations Unveil e

Sal es of ALost Pl anet 30 was 300,000 wunit s,

First Half Sales of Major Titles (Consumer)

(Thousand units)

Platform Title Region Date Result
3DS Monster Hunter 4 Japan 9/14 2,800
PS3 Japan 5/23

Xk;c\;/:; 860 Resident Evil Revelations North America 5/21 1,000
PC Europe 5/24
Japan 4/25
PS3 D 's D : Dark Ari North America 4/23 650
Xbox 360 ragon's Dogma: Dark Arisen
Europe 4/26

* Result includes the units of download sales *Japan includes sales in other Asian countries
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Digitall Contents - Finist Halff Highightss (2))

Packaged software sales declined because of strong sales of major titles.in the previous
fiscal year but reinforcement of the digital strategy (DLC) raised download sales
Unit Salesfor the 6 Months (Consumer)
(Thousand units)
2011/9 2012/9 2013/9 Difference
Titles 34 17 20 3
Package
Japan 3,000 1,800 3,800 2,000
North America 1,100 3,100 1,600 -1,500
_________________ Burope Lo 8900 20300) L2000 21,200
Asia 100 200 200 0
Package Total 5,000 7,400 6,700 -700
DLC
Full- game download 550 800 2,000 1,200
Total 5,550 8,200 8,700 500
* Titles includes the new titles available only for download
(CARCOM!
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Digital Contents I- Finst Halff Highlightss (3))

PC and other sales were strong primarily for major titles

Sales growth in'the Mobile'Contents business is slowing in Japan.and overselas

First Half Highlights (Mobile Contents)

Capcom and Beeline brand sales were lackluster due to absence of new hit titles

|l n Japan, started to sell native apps I|ike

First Half Highlights (PC Others)

AMonster Hunt er Fronti er GO was | aunched as
Started distributing the A0Oni musha Soul 0 PC

Started closed beta test of AnMonster Hunt er
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Digitall Contents - Finst Halff i giiigitss (4))

DLC sales are increasing but salesf Mobile Contents business
struggled due to absence of hititles

First Half Digital Contents Performance

100 million yen

2011/9 2012/9 2013/9 Difference
Net sales 206 349 375 26
Operating income 31 57 53 -4
Operating margin 15.2% 16.5% 14.3%
(Composition)
Package 134 238 253 15
Online contents
DLC 12 21 54 33
Mobile Contents 25 60 36 -24
PC Other 35 30 32 2
Online contents total 12 111 122 11
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Digital Contents i- SeeontiHalf Strategies (1)

Concentrating on repeat -sales of major titles an
on increasing digital sales

Second Half Strategy Consumen

Aim to increase sales of AMonster Hunter 40
Pl an to | aunch n De a-generation KooxgOn&io Nofemiber 2018e n e x t
in Europe and North America
Raise the DLC sales ratio by increasing Fuljame download and Addon download sales
Second Half Sales Plans for Major TitlegConsumer)
(Thousand units)
Platform Title Region Date Plan
3,300
3DS Monster Hunter 4 Japan 9/14 (Total)
North America NO\ZIST?’ber
Xbox One Dead Rising 3 1,200
November
Europe
2013
* Result includes the units of download sales
* Japan includes other Asian countries
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Digitall Contents i- SeeontHialf Strategies(?)

Revised the fiscal year plan for packaged software and DLC
due to first half performance

B FY2013 Unit SalesiPlan (Conswmer)

(Thousand units)

2012/3 2013/3 2014/3 Plan| Difference

Titles 68 46 40 -6

Package
Japan 6,800 4,500 6,300 1,800
North America 5,100 5,400 3,500 -1,900
Europe 3,300 3,600 1,900 -1,700
Asia 500 500 300 -200
Package Total 15,700 14,000 12,000 -2,000

DLC

Full- game download 1,300 2,700 4,000 1,300
Total 17,000 16,700 16,000 -700

* Titles includes the new titles available only for download
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Digital Contents i- SeeontiHalf Straiegies(8)

Aiming to create hit titles in the mobile and 'PC online categories by
launching many titles

w

Seeoud hzil Strategy (AMomle Contestss

Capcom brand
K Plan to introduce many native apps that use existing brands

AMonster Hunter Smarto (plan to

Beeline brand
K Plan to launch several new titles, including

AiKiwi & Med (iOS, distribution {

a new puzzle game targeting casual female game players

Second Half Strategy (PC Others)

For AMonster Hunter Frontier G, 0 the
will start offering services this year for the PS3 and Wii U, too

Start closed beta test of a new original series of PC browser game,
public release is scheduled for December

fiMonster
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