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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
conditions. | 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 consoles; (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

Il nfl uence Capcombés operating resul ts.
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1. Mid-Term Goals
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1. Mid-Term Goals

Targets (cumulative) for 5 years from FY 2013 cuing ey 2017)

-Cumulative operating income: 701 billion yen

-Operating margin of 20% in the year ending Wlarch 2018

Breakdown by Business Segments

Cumulative operating income from
ot T et e
Digital Contents 57.0 billion yen 22%
Arcade Operations 8.5 billion yen 15%
Amusement Equipments 20.0 billion yen 27%
Other Businesses 5.5 billion yen 45%
Total 70.0 billion yen 20%
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2. Strategies for(Growth




2-1. Market Overview

The game market is expanding worldwide and Capcom continues to
grow due to mobile and download sales

Total of Home Video Games, PC Online and Mobhile Contents Market

US$ 100 Million .
Climb to about $90 bn. market
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E: Estimate*Source Data prepared from International Development Group
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2-2. Strategies for Growth

Strategies for Growth

Strategy 1: Strengthen the Consumer business

Reinforce digital download contents activities
Expand the title lineup by fully implementing
the 60-month map

Strategy 2: Step up the Online Games business

Reinforce marketing activities and measures of monetize
Make the lineup of internally developed titles more powerful

Promote the alliance establishments with companies in Asia

CABRCOM!
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3. Forecasts forrlFY 2015




3. Forecasts for FY 2015

Forecast higher sales and earnings because of stronger lineups
in the Digital Contents and AmusemenEquipments segments

(Milion yen)
2015/3 2016/3Plan || Difference

Net sales 64,277 76,000 11,723

Operating income 10,582 12,000 1,418

Operating margin 16.5% 15.8% -

Ordinary income 10,851 11,700 849

Net income 6,616 7,700 1,084

Higher sales and earnings from stronger sales activities for Digital Contents
products and pachislomachines

Plan to keep the operating margin above 15% by operating efficiently

Net income per share forecast isE36.94

Forecast a ¥15 interim dividend and ¥25 yeaend dividend,
resulting in a ¥40 dividend for the fiscal year
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4, Business-Segments iHighlights
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4-1. Digital Contents
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4-1. Digital ContentsT Strategic Objectives and Plan (1)

Focusing on growing markets by introducing major game series titles
and increasing digital download sales

Consumeli Strategic Objectives

Introduce more titles in Japan and overseas
K Pl an to |l aunch more titles in popular game

K Will utilize existing intellectual property, such as by selling HD remastered versions
of popular older games

Use digital download versions of fulgame and addon contents for earnings growth

K For full-game downloads, extensive sales activities for catalogue titles

K Strategic use of additional digital download contents for major titles
to extend the life of these titles

K Increase digital download contents sales in emerging countries
by using STEAM and other online platforms
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4-1. Digital ContentsT Strategic Objectives and Plan (2)

FY2015 Sales Plan for Major Consumer Titles

(Thousand units)

Hard Title Plan

3DS The title related to 2 500
Monster Hunter

PS4

pC Street Fighter V 2,000

* Plan includes the units of full game download sales
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4-1. Digital ContentsT Strategic Objectives and Plan (3)

Goal is to hold sales volume steady due to higher fedlame
download sales despite a smaller number of titles

¥ FY2015 Unit SalesiPlan (Consumer)

(Thousand units)

2014/3 2015/3 2016/3 Plan| Difference
Titles 42 33 29 -4
Package

Japan 6,700 4,000 4,300 300

North America 3,800 2,400 1,200 -1,200

Europe 1,900 1,300 300 -1,000

Asia 300 300 200 -100

Package Total 12,700 8,000 6,000 -2,000
Digital download contents

Full-game download 4,800 5,000 7,000 2,000

Total 17,500 13,000 13,000 0
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4-1. Digital Contents1 Strategic Objectives and Plan (4)

Focusing on creating hit:mobile apps by leveraging powerful 1P
in Japan and overseas

Mobile ContentSERTEISTCINIES INFeT

Create hit titles using the Capcom and Beeline brands

KPlan to distribute AMonster Hunter Explore

K Aiming for global growth by using the Beeline brand
to sell titles for women

More Capcom brand titles in Asia

K Activities will use alliances with TEEPLAY Interactive Limited,
Asiasoft Corporation Public Company Limited,
Qihoo 360 Technology Co. Ltd.
and other prominent Asian companies
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