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１．１．Capcom Business StrategyCapcom Business Strategy
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1-1. Capcom Business Strategy

Strong Contents

※※ Development and sale of console games and portable gamesDevelopment and sale of console games and portable games

・・Circulating Circulating 
operations dataoperations data

・・Introduction of Introduction of 
own products into own products into 
arcade operationsarcade operations

※※ Active development of suitable games  Active development of suitable games  
for the mobile platformfor the mobile platform

※※ Actively utilizing content when Actively utilizing content when 
developing arcade game machinesdeveloping arcade game machines

※※ Utilizing suitable content for Pachinko and Pachislo machinesUtilizing suitable content for Pachinko and Pachislo machines

・・Retain core fansRetain core fans
・・Create a boom phenomenaCreate a boom phenomena

※※ GameGame--related publishingrelated publishing
※※ Movies and anime based on gamesMovies and anime based on games

※※ R&D of original titles and creation of new brandsR&D of original titles and creation of new brands

※※ Conversion of popular home video gamesConversion of popular home video games

・・Home video games linked strategyHome video games linked strategy

Publishing, Movie, Animation Businesses

Mobile Contents Business

Online Games Business

Home Video Games Business

Arcade Games Sales Business

Arcade Operations Business

Pachinko & Pachislo Business

A business development model with game content at the coreA business development model with game content at the core
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1-2. Capcom’s Competitive Edge

Capcom boasts wor ldwide recognition as a result of its many Capcom boasts wor ldwide recognition as a result of its many 
popular  home video game br andspopular  home video game br ands

■■ 11.. Strong title lineupStrong title lineup

(1)    maintaining several ser ies franchises is the key to succe(1)    maintaining several ser ies franchises is the key to succeed in the video game ed in the video game 
software mar ket and diverse growth with leveraging contentssoftware mar ket and diverse growth with leveraging contents
・”Resident Evil” ser ies: 45 titles, 31,000,000 units

・”Devil May Cry” series: 8 titles, 6,800,000 units ・”Monster Hunter” ser ies: 5 titles, 2,600,000 units

■■ 2.2. One of the r are Japanese companies to be competitive overseasOne of the r are Japanese companies to be competitive overseas
(1)(1) Capcom has succeeded despite the differ ing market conditions andCapcom has succeeded despite the differ ing market conditions and business business 

practices between Japan and Nor th Amer ica/Europepractices between Japan and Nor th Amer ica/Europe

■■ 3.3. One of the wor ldOne of the wor ld’’s foremost leader s in development and technical prowesss foremost leader s in development and technical prowess

(1)(1) In addition to its popular  ser ies titles, Capcom develops orIn addition to its popular  ser ies titles, Capcom develops or iginal new content every iginal new content every 
year  creating a foundation for  future growthyear  creating a foundation for  future growth

((22)   )   CapcomCapcom also devotes resources to pure research, which has helped lead also devotes resources to pure research, which has helped lead to  to  
development and adoption of the cuttingdevelopment and adoption of the cutting--edge edge ““MT FrameworkMT Framework””

(2)(2) Dead Rising and Lost Planet, from the previous per iod shows thatDead Rising and Lost Planet, from the previous per iod shows that
90%  of sales were from overseas90%  of sales were from overseas

・”Mega Man” series: 116 titles, 27,000,000 units

※As of Dec. 31st, 2006
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Employing or iginal home video game content in multiple businesseEmploying or iginal home video game content in multiple businessess

1-3. Multiple Usage of Original content

Home Video Game
“Resident Evil 4”

Online Game
“Resident Evil: Outbreak” Mobile Phone Game

“Resident Evil: The Stories”

Hollywood Movie
“Resident Evil”

“Resident Evil : Apocalypse””
Book Publishing

“Resident Evil DVD Book”

Expansion to 
related business

Casual user 
inclusion

Response to 
hardcore fans

Increased 
recognition from 
non-game users

Original Game

R&D/Sales

Content BrandContent Brand
““Resident EvilResident Evil””

Expansion/ReuseExpansion/Reuse
©2004 DAVIS FILMS IMPACT(CANADA) INC. 
CONSTANTIN FILM(UK) LIMITED. All Rights Reserved
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２２．．Home Video Games BusinessHome Video Games Business
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2-1 . Market Conditions: Game Software Market Trend

(units: 100 millions of dollars)

※E: Estimate  ※Source： “IDG Report”

Por table game devices have become widely adopted and the overseaPor table game devices have become widely adopted and the overseas s 
game market continued to expand, resulting in fur ther  growth in game market continued to expand, resulting in fur ther  growth in 

2006 despite the expected off2006 despite the expected off--season.season.

■■ Game Software Market TrendGame Software Market Trend

Rapid recovery to better growth Rapid recovery to better growth 
despite transitional period to new despite transitional period to new 

console platformconsole platform
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2-2 . Market Conditions: Japanese Domestic Market Share (2006)

※Source: Enterbrain

(units: Millions of yen)

Despite market growth centered on por table devices and increase Despite market growth centered on por table devices and increase of of 
our  net sales, Capcomour  net sales, Capcom’’s shar e has dipped slightlys shar e has dipped slightly

■ Japanese Domestic Market Share (2006)

Sales Share Growth Rate
1. Nintendo 97,882 26.90% 11.68%
2. Square-Enix 49,755 13.67% 5.76%
3. Namco Bandai 42,769 11.75% -5.56%
4. Konami 27,771 7.63% -2.68%
5. Pokemon 26,296 7.23% 3.76%
6. Sega 22,157 6.09% 1.58%
7. Capcom 18,275 5.02% -1.05%
8. SCE 13,869 3.81% -4.04%
9. Koei 9,634 2.65% -2.00%
10. Banpresto 5,408 1.49% -2.88%

Others 50,076 13.76% -
Total 363,892 100.00% -

※出所 「Annual Console Research Data」　
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■ European (UK) Market Share (2006)■ Nor th Amer ican Market Share (2006)

(units: Thousands of dollars)

＊Source: “The NPD Group”

(units: Thousands of dollars)

＊Source: “Chart Track / ELSPA” "Copyright Chart-Track / ELSPA"

2-3 . Market Conditions: N.A. and European Market Share (2006)

With the cur rent per iod only including the one major  title With the cur rent per iod only including the one major  title 
““Dead RisingDead Rising”” , Capcom, Capcom’’s share has dipped slightly in the s share has dipped slightly in the 

overseas marketoverseas market

Sales Share Growth Rate
1. Electronic Arts 1,353,425 20.95% -1.05%
2. Nintendo 760,583 11.77% 1.47%
3. Activision 669,223 10.36% 1.06%
4. THQ 497,344 7.70% 0.60%
5. Take-Two 393,903 6.10% 0.30%
6. Ubisoft 352,253 5.45% 0.85%
7. Sony 288,270 4.46% -2.24%
8. Square-Enix 228,823 3.54% 2.57%

15. Capcom 128,946 2.00% -0.19%
Others 1,788,816 27.67% -
Total 6,461,586 100.00% -

Sales Share Growth Rate
1. Electronic Arts 412,552 21.10% -0.86%
2. THQ 183,971 9.41% 0.49%
3. Nintendo 173,542 8.88% 2.12%
4. Ubisoft 151,534 7.75% 1.02%
5. Sony 145,481 7.44% -1.26%
6. Take-Two 120,677 6.17% 0.62%
7. Activision 118,720 6.07% -1.85%
8. Konami 85,445 4.37% -1.09%

15. Capcom 31,190 1.60% -0.59%
Others 531,906 27.21% -
Total 1,955,017 100.00% -
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・The above three strategies will be realized and monitored in the mid-term title map・The above three strategies will be realized and monitored in the mid-term title map
■■ 60 Month Map60 Month Map

・Implementing Multiplatform Strategy

・Strengthening Portable Game Lineup

・Implementing Multiplatform Strategy

・Strengthening Portable Game Lineup

■■ 1. Platform Strategy1. Platform Strategy

・Creating New Franchises

・Expanding Game Genres

・Creating New Franchises

・Expanding Game Genres

■■ 2. Franchise Strategy2. Franchise Strategy

・Implementing Overseas 
Development

・Strengthening Overseas Business
Organization

・Implementing Overseas 
Development

・Strengthening Overseas Business
Organization

■■ 3. Regional Strategy 3. Regional Strategy 

2-4. Home Video Games: Business Objectives

■■ MidMid--term Business Objectivesterm Business Objectives

Sales Ratios Appropr iate to Regional Market Sizes (US: 5, EUR:3, JPN:2)

Execution of three business strategies and a 60 month map will hExecution of three business strategies and a 60 month map will help elp 
realize business objectivesrealize business objectives

・Stronger retail point-of-sale influence, effective business collaboration across businesses, and diverse PR efforts tailored to 
each title will all help to create a strong business organization.

・Stronger retail point-of-sale influence, effective business collaboration across businesses, and diverse PR efforts tailored to 
each title will all help to create a strong business organization.

■■ Strengthened Business OrganizationStrengthened Business Organization
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■■ 11.. Successful Refor ms with Nor th American ManagementSuccessful Refor ms with Nor th American Management

(1) Created a solid foundation for  growth in the overseas mar ket(1) Created a solid foundation for  growth in the overseas mar ket

・Employing exper ienced game industry professionals in management positions

2-5. Home Video Games: Policies in Previous Period

・Making sweeping reforms to mar keting approaches
⇒ PR has shifted from shor t-term, focused effor ts to long-term ones

Television-centered adver tising has been moved to web-centered adver tising

■■ 22.. R&D Reorganization R&D Reorganization 

(1) Approval for  title development has been moved to management (1) Approval for  title development has been moved to management ranksranks

・Title R&D falling in line with the 60 month map is made possible with this method,              
r esulting in a strengthened title por tfolio

((22) Dual) Dual--layer  approval process reduces unprofitable titleslayer  approval process reduces unprofitable titles
・A playable ROM with the game concept is cr itically scrutinized to make sure that it  

r eflects the mar ket situation before final production approval is granted

・Shifting to direct sales with many retail stores

Reforms in the previous per iod have been effective, helping to sReforms in the previous per iod have been effective, helping to spur  pur  
two milliontwo million--selling titles overseas and one millionselling titles overseas and one million--selling title in Japan, selling title in Japan, 

and demonstrating Capcomand demonstrating Capcom’’s competitiveness in the global markets competitiveness in the global market
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2-6. Home Video Games: Individual Title Sales Performance

■■ Main title sales for  fiscal year  ended March 31, 2007Main title sales for  fiscal year  ended March 31, 2007

(units: Thousands of units)

Both Xbox360 titles have succeeded overseas and a PSP title has Both Xbox360 titles have succeeded overseas and a PSP title has met met 
with resounding success in J apanwith resounding success in J apan

※Japan includes Asia

Region Released Date Result 
Japan 12/21 90

North America 07/1/12 810
Europe 07/1/12 470
Japan 9/28 80

North America 8/4 730
Europe 9/8 410

PSP Monster Hunter Freedom 2 Japan 07/2/22 1,220
Japan 8/24 90

North America 10/16 320
Europe 10/13 250

NDS Mega Man Star Force Japan 12/14 630
PS2 GTA San Andreas Japan 07/1/25 430

- Mega Man Series Worldwide - 1,300

Title

Xbox
360 Lost Planet

Xbox
360 Dead Rising

PS2 Resident Evil 4 (Lower price)
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2-7. Home Video Games: Current Period Plans ①

(1) Employing MT Framework to help speed cross(1) Employing MT Framework to help speed cross--platform conversionplatform conversion

■■ 1.1. Continuing Multiplatform Suppor tContinuing Multiplatform Suppor t

・ Full suppor t for  MT Framework, a development environment that suppor ts 
cross-platform development for  Xbox 360, PS3, and PC titles

(2) Strengthening the Wii and Nintendo DS lineup(2) Strengthening the Wii and Nintendo DS lineup

・Allocating an appropr iate number  of titles for  the expanding Wii and the large  
Nintendo DS markets

・By not limiting development suppor t to specific platforms, it enables Capcom to develop
with each platform’s strengths in mind and to reach a wide var iety of users, fur ther
expanding its user  base

・Wii Projection 6 Titles
・Nintendo DS Projection 14 Titles

・Development for  the three platforms can be shared, dramatically cutting costs
・Examples scheduled for  this per iod include Lost Planet for  the PC (released as an Xbox 360

title in the previous per iod) and Devil May Cry 4 for  the PS3, Xbox 360 and PC

Capcom expects to reap the benefits of multiplatform suppor t oveCapcom expects to reap the benefits of multiplatform suppor t over  r  
the next per iod in addition to continue laying the foundation fothe next per iod in addition to continue laying the foundation for  its r  its 

online business and overseas R&D effor tsonline business and overseas R&D effor ts
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■■ 2.2. Online business going into full swingOnline business going into full swing

(1) The por tal site (1) The por tal site ““DalettoDaletto”” center ing on online games will r each fullcenter ing on online games will r each full--swing this per iodswing this per iod

・・The company was founded together  with the Dwango Group to manageThe company was founded together  with the Dwango Group to manage an online  an online  
por tal sitepor tal site

2-8. Home Video Games: Current Period Plans②

・・ ““ Monster  Hunter  FrontierMonster  Hunter  Frontier”” service will begin on Daletto in service will begin on Daletto in FYFY2007, along  2007, along  
with distr ibution of existing Capcom titles to strengthen thewith distr ibution of existing Capcom titles to strengthen the content lineupcontent lineup

■■ 33.. Cooperating with overseas developer s to cr eate gamesCooperating with overseas developer s to cr eate games
tailored to the overseas markettailored to the overseas market

(1) Capcom(1) Capcom’’s overseas R&D company has been closeds overseas R&D company has been closed

((22) Star ting with ) Star ting with ““Moto GPMoto GP”” , several titles are in development with overseas developers, several titles are in development with overseas developers

・・After  examining the results of past titles, a shift overseas froAfter  examining the results of past titles, a shift overseas from internal  m internal  
development to outsourcing is underwaydevelopment to outsourcing is underway
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2-9. Home Video Games: Projected Sales by Title

(units: Thousands of units)

■■ Scheduled release dates of major  titles for  fiscal year  2007Scheduled release dates of major  titles for  fiscal year  2007

Devil May Cry 4Devil May Cry 4

Resident Evil : The Umbrella Resident Evil : The Umbrella 
ChroniclesChronicles

Region Releasing Date Plan
Japan

North America

Japan

Japan 5/31
North America 6/19

Europe 6/29
Japan

North America

Europe

PS2
Wii Devil Kings 2 Heros Japan Winter 200

- Mega Man Series Worldwide - 920

1,800

420

X360
PS3 Devil May Cry 4

620

Title

Wii
Resident Evil 4

Wii edition

FY2007

Wii
Resident Evil :
The Umbrella

Chronicles
FY2007
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2-10. Home Video Games: Projections

■■ Home Video Games BusinessHome Video Games Business
(units: Millions of ｙen ）

(units: Thousands of copies ）

(units: Thousands of copies ）

（Breakdown）

There are fewer  hit titles planned for  this per iod compared to tThere are fewer  hit titles planned for  this per iod compared to the he 
multitude of hits previous per iod, resulting in lower  income andmultitude of hits previous per iod, resulting in lower  income and

profits, but higher  efficiency will maintain marginsprofits, but higher  efficiency will maintain margins

2006/3 2007/3 2008/3Plan Difference

Net Sales 42,718 43,813 41,200 -2,613
Operating Margin 6.8% 18.4% 15.8% -2.6%

Titles 88 90 74 -16
Japan 5,400 5,200 4,800 -400

North America 4,700 4,300 4,300 0
Europe 3,120 2,400 2,700 300

Asia 180 300 200 -100
Total 13,400 12,200 12,000 -200

Distribution Titles 1,400 1,200 1,200 0
Old and Lower

PriceTitles 2,000 3,100 3,000 -100
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３３．．Arcade Operations BusinessArcade Operations Business
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3-1. Arcade Operations: Market Analysis

The market continued to exper ience mild growth, and the relativeThe market continued to exper ience mild growth, and the relative
size of individual stores has increased, while the total number  size of individual stores has increased, while the total number  of of 

arcade storefronts has decreasedarcade storefronts has decreased

■■ Arcade Facilities Market TrendsArcade Facilities Market Trends ■■ Change in Number  of Storefr onts Change in Number  of Storefr onts 
(categor ized by # of arcade machine units)(categor ized by # of arcade machine units)

26,947
stores

(80.4％)

6,561
stores

(19.6％)

14,389 
stores

(60.2％)

9,513 
stores

(39.8％)

(units: 100 millions of yen) (units: Stores)

※Source:  JAMMA  “Survey on the Amusement Industry” ※Source: JAMMA  “Survey on the Amusement Industry”

Avg. Year ly Growth of 4%Avg. Year ly Growth of 4% Shift to Larger ArcadesShift to Larger Arcades
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Net Sales % of Share
Operating
Income

% of Operating
Income

Year-on-year
sales

 Capcom 13,043 4.9% 2,009 15.4% 112.8%
Aeon Fantasy 43,502 16.4% 4,646 10.7% 126.2%
Adores 16,869 6.4% 1,713 10.2% 105.2%

Namco Bandai 87,862 33.1% 4,004 4.6% 111.5%
Sega Sammy 103,850 39.2% 132 0.1% 97.7%
Total 265,126 100.0% - - -

■■ Arcade Operations Business Sales in FY2006Arcade Operations Business Sales in FY2006

3-2. Arcade Operations: Competitive Analysis

(units: Millions of yen)

※Source: Financial Results for 2006 by respective company and support documentation  (Aeon Fantasy fiscal end in February 2007)

Although Capcom maintains a relatively small market share, it Although Capcom maintains a relatively small market share, it 
maintains one of the highest profit margins and holds a unique maintains one of the highest profit margins and holds a unique 

position in the marketposition in the market
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■■ Arcade Operations Business StrategyArcade Operations Business Strategy

3-3. Arcade Operations: Business Strategy

（（11）） Continue opening arcades in large commercial complexesContinue opening arcades in large commercial complexes

（（22）） Increase rate of opening roadside arcades Increase rate of opening roadside arcades 

（（33）） Pursuing profit increase by implementing scrap and build plan Pursuing profit increase by implementing scrap and build plan 

・・Setting up as tenants within the Aeon GroupSetting up as tenants within the Aeon Group’’s shopping center  complexes and taking s shopping center  complexes and taking 
advantage of Capcomadvantage of Capcom’’s knows know--how to manage large arcades produces a synergistichow to manage large arcades produces a synergistic
effect when drawing crowdseffect when drawing crowds

・・The competition amongst shopping center  arcades is cur rently higThe competition amongst shopping center  arcades is cur rently highh

・・Cooperating with other  companies, etc. and following the shoppinCooperating with other  companies, etc. and following the shopping center  modelg center  model
when setting up new roadside storefrontswhen setting up new roadside storefronts

・・Improving operation efficiency by closing down or  selling off unImproving operation efficiency by closing down or  selling off unprofitable storefrontsprofitable storefronts
as ear ly as possibleas ear ly as possible

Taking advantage of large shopping center  arcades to increase Taking advantage of large shopping center  arcades to increase 
revenues, while quickly moving to reduce unprofitable storefrontrevenues, while quickly moving to reduce unprofitable storefronts to s to 

maintain high profit marginsmaintain high profit margins
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3-4. Arcade Operations: Projections

■■ Trends in Number  of Arcade FacilitiesTrends in Number  of Arcade Facilities

■■ Arcade Operations BusinessArcade Operations Business
(units: Millions of yen)

“Plaza Capcom Saga Store”

Increased number  of new arcade facilities compared with the Increased number  of new arcade facilities compared with the 
previous per iod will help to accelerate business growthprevious per iod will help to accelerate business growth

・・Store breakdown as of May 2007:Store breakdown as of May 2007:
Shopping Center  StoresShopping Center  Stores ２８２８
Roadside StoresRoadside Stores ４４
Others 1Others 1

(units: Stores)

2005/3 2006/3 2007/3 2008/3Plan
New Stores 1 2 6 8

Closing Stores 3 2 3 3

Total 30 30 33 38

2006/3 2007/3 2008/3Plan Difference

Net Sales 11,568 13,043 15,800 2,757
Operating Margin 21.1% 15.4% 15.2% -0.2%

Year-to-year ratio of
existing stores 100% 96% 101% 5.0%
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４４．．Arcade Game Sales BusinessArcade Game Sales Business
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4-1. Arcade Game Sales: Market Analysis

■■ Arcade Game Market TrendArcade Game Market Trend
(units: 100 millions of yen)

The market continued to exper ience growth and The market continued to exper ience growth and ““pr ize winningpr ize winning””
and and ““medalmedal”” game machines make up half the market, while card game machines make up half the market, while card 

game machines have become a genre of their  owngame machines have become a genre of their  own

※Source:  JAMMA  “Survey on the Amusement Industry”

※Source:  JAMMA  “Survey on the Amusement Industry”

■■ Sales Based on Game GenreSales Based on Game Genre

(units: 100 millions of yen)
Avg. Year ly Growth of 10%Avg. Year ly Growth of 10%

2005/3 2006/3 Component Growth Rate

Prize 489 461 24.4% -5.7%
Coin Operated 370 460 24.4% 24.3%
Dedicated 258 249 13.2% -3.5%
Game Card 55 115 6.1% 109.1%
Video 138 235 12.5% 70.3%
Printing 195 193 10.2% -1.0%
Music Game 33 34 1.8% 3.0%
Others 140 139 7.4% -0.7%
Total 1,677 1,886 100.0% -
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4-2. Arcade Game Sales: Business Strategy

■■ Arcade Game Sales Business StrategyArcade Game Sales Business Strategy

(1)(1) Development will be focused on the highDevelopment will be focused on the high--demand pr ize winning and coin operated machinesdemand pr ize winning and coin operated machines

Results were adversely affected by trouble with a product in theResults were adversely affected by trouble with a product in the
previous per iod, but business reforms will provide a strong footprevious per iod, but business reforms will provide a strong foothold hold 

for  growth in the futurefor  growth in the future

(2)(2) Promoting medium and largePromoting medium and large--sized coin operated game machine development in sized coin operated game machine development in 
accordance with the expanding size of arcade facilitiesaccordance with the expanding size of arcade facilities

(4)(4) Business reorganization to suppor t stable growthBusiness reorganization to suppor t stable growth

・・Reorganizing the home video game and arcade video game divisionsReorganizing the home video game and arcade video game divisions under  one  under  one  
management group improves positive interaction between the divmanagement group improves positive interaction between the divisionsisions

・・Implementing a Manufactur ing Quality Control Depar tment will helImplementing a Manufactur ing Quality Control Depar tment will help to maintain a p to maintain a 
necessary standard of qualitynecessary standard of quality

(3)(3) Video game machines will also continue to be developed to put toVideo game machines will also continue to be developed to put to use Capcomuse Capcom’’s s 
extensive console game development exper ienceextensive console game development exper ience



252525Capcom Public Relations & Investor Relations Section

4-3. Arcade Game Sales: Projections

・・ Pr ize winning Game Machines: 600 plannedPr ize winning Game Machines: 600 planned

■■ Product Lineup by GenreProduct Lineup by Genre

■■ Arcade Game Sales BusinessArcade Game Sales Business (C) 2004 Nintendo DONKEY KONG JUNGLE BEAT 
is a trademark of Nintendo Co., Ltd. (C) CAPCOM CO.,
LTD. 2006 ALL RIGHTS RESERVED. 

“Donkey Kong Banana Kingdom”

(units: Millions of yen)

In addition to reorganizing the business structure, In addition to reorganizing the business structure, CapcomCapcom willwill
strengthen its arcade machine lineup in order  to put the arcade strengthen its arcade machine lineup in order  to put the arcade businessbusiness

on track for  stable growth.on track for  stable growth.

・・ Coin operated Machines: 800 plannedCoin operated Machines: 800 planned

・・ Card Game Machines for  Children: 2,500 rentalsCard Game Machines for  Children: 2,500 rentals
Continuing to offer  Wantame Music ChannelContinuing to offer  Wantame Music Channel

・・ Video Game Machines: 9,500 plannedVideo Game Machines: 9,500 planned

Several including Several including ““Donkey Kong Banana KingdomDonkey Kong Banana Kingdom””
・Most popular Coin operated machine based on JAMMA Arcade Show ranking

2006/3 2007/3 2008/3Plan Difference

Net Sales 6,956 8,021 9,200 1,179
Operating

Margin 16.0% 17.1% 16.3% -0.8%
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５５．．Contents Expansion BusinessContents Expansion Business
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5-1. Contents Expansion: Business Strategy

・・ Collaboration with major  arcade machine makers will help stabiliCollaboration with major  arcade machine makers will help stabilize growthze growth
・ Titles delivered to other  makers will continue the tr end star ted by the release

of the “Onimusha 3” Pachislo machine (FY 2004) by Sega Sammy

■■ Pachinko & Pachislo BusinessPachinko & Pachislo Business

■■ Business StrategyBusiness Strategy

・・Seeking new business oppor tunities will strengthen the revenue bSeeking new business oppor tunities will strengthen the revenue basease

・LCD display panel of “Devil May Cry 3” for  pachislo machine of RODEO

・・ Planned title for  FY 2007Planned title for  FY 2007

・5 titles including the above “Devil May Cry 3”

Employing CapcomEmploying Capcom’’s intellectual proper ties and developments intellectual proper ties and development
knowknow--how will help to improve business efficiency and profitabilityhow will help to improve business efficiency and profitability

©CAPCOM CO., LTD,2005 ALL RIGHTS RESERVED.
/ILLUSTRATIONS : Kazuma Kaneko/ATLUS

/ ©Sammy ©RODEO

“Devil May Cry 3”
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5-2. Contents Expansion: Business Strategy

■■ Contents Expansion Business Contents Expansion Business (Pachinko & Pachislo, Mobile Contents Included)(Pachinko & Pachislo, Mobile Contents Included)

■■ Mobile Contents BusinessMobile Contents Business

・・ Optimizing existing intellectual proper ties for  mobile platformsOptimizing existing intellectual proper ties for  mobile platforms

・・ Accelerated expansion in the Nor th Amer ican mar ketAccelerated expansion in the Nor th Amer ican mar ket
→Mobile business subsidiary established in LA to oversee overseas expansion

（units: Millionｓ of yen）

→ Acquired company to help supplement Capcom’s exper ience in developing
hit titles for  casual user s

・・ Acquir ing external intellectual proper ties for  distr ibutionAcquir ing external intellectual proper ties for  distr ibution
→ Exclusive Japanese distr ibution r ights for  “NOM2”, a game that is

wildly popular  in South Korea with 2 million downloads

→ Popular ity for  the mobile ver sion of Phoenix Wr ight has exploded thanks
to the release of the hit title, Phoenix Wr ight 4, on the Nintendo DS.

→ Capcom’s ranking in Nor th Amer ica has gr own fr om 62nd overall in the fir st
quar ter  of 2006 to 9th over all in the last quar ter  of 2006. ※ Source: “Telephia’s rankings of mobile game publishers”

“Phoenix Wright”

2006/3 2007/3 2008/3Plan Difference

Net Sales 5,742 7,102 9,000 1,898
Operating

Margin 41.1% 22.9% 27.8% 4.9%



292929Capcom Public Relations & Investor Relations Section

６６．．Other  BusinessesOther  Businesses
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6. Other Businesses: Business Strategy

■■ Character  Contents BusinessCharacter  Contents Business

■■ Other  Businesses StrategyOther  Businesses Strategy

・・Promoting our  strategy of multiple usage of or iginal contentsPromoting our  strategy of multiple usage of or iginal contents

・・ Strengthening movie and car toon tieStrengthening movie and car toon tie--insins

・・ Reorganizing publishing businessReorganizing publishing business
・Former ly pr ofitable video game strategy guide business is beginning to decline

・Moving from licensing-only business to being more fully involved
with movie creation

“Mega Man Star Force”

・Par ticipating as a par tner  in the pr oduction of a live-action Street 
Fighter  movie will be the fir st step

⇒ Increasing reliance on the Inter net as opposed to books for  game strategies

・Reforms from the previous per iod will continue, and licensed publishing will be at the cor e of
Capcom’s str ategy to aim for  stable pr ofits

Other  businesses help to provide the axis for  diverse growth Other  businesses help to provide the axis for  diverse growth 
leveraging of Capcomleveraging of Capcom’’s game contents game content

Movies, toys, publishing, etc. are diverse uses of contentMovies, toys, publishing, etc. are diverse uses of content

© CAPCOM・小学館・ShoPro・テレビ東京
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７７．．Fiscal Year  2007 ForecastFiscal Year  2007 Forecast
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Fiscal Year 2007 Forecast

■■ Expected net income per share of common stock for year ending 
March 31, 2008:  109.82 yen

■■ Expected annual dividend is 30 yen per share (Mid-Term 15 yen, End of Period 15 yen)

(units: Millions of yen)

Home video games business is expected to rebound down from the iHome video games business is expected to rebound down from the incredible ncredible 
growth it exper ienced previous year , but the stable growth in otgrowth it exper ienced previous year , but the stable growth in other  businesses are her  businesses are 

expected to result in overall increased revenues and profits.expected to result in overall increased revenues and profits.

2007/3 2008/3Plan Difference

Net sales 74,542 78,000 3,458

Operating income 9,602 10,000 398

Ordinary income 10,600 11,000 400

Net income 5,852 6,200 348
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Consolidated Financial Review on FY 2005, 2006 and Projection for  FY 2007
Assumed Exchange Rate 1 dollar: 115 yen, 1 euro: 150 yen

2005/3 2006/3 2007/3 2008/3 Plan
Playstation 2 Total Titles 40 51 46 23

Sub Total 7,300 7,930 4,100 1,800
Playstation 3 Total Titles 5

Sub Total 1,200
PSP Total Titles 1 15 20 14

Sub Total 150 1,600 2,700 1,800
Game Cube Total Titles 5 2 1 -

Sub Total 2,000 800 300 -
Wii Total Titles 3 6

Sub Total 100 2,200
Game Boy Total Titles 7 2 1 -

Sub Total 3,400 1,500 500 -
NintendoDS Total Titles 4 14 14

Sub Total 950 1,700 2,500
Xbox Total Titles 7 12 2 -

Sub Total 250 580 100 -
Xbox360 Total Titles 1 3 6

Sub Total 5 2,700 2,000
PC & Others Total Titles 11 1 0 6

Sub Total 400 35 0 500
Total Total Titles 71 88 90 74

Sub Total 13,500 13,400 12,200 12,000

●Capital Expenditure （Unit: Millions of yen）

2006/3 2007/3 ％ 2008/3
1,422 3,594 252.7% 3,600
1,512 3,804 251.6% 3,700

●Depreciation （Unit: Millions of yen）

2006/3 2007/3 ％ 2008/3
1,438 2,217 154.2% 2,900

Consolidated 1,936 2,774 143.3% 3,300

●Number of Employees （Unit：Persons）

2006/3 2007/3 ％ 2008/3
Capcom　Japan 1,028 1,196 116.3% 1,346
Consolidated 1,212 1,320 108.9% 1,490

●R&D Investment Cost （Unit: Millions of Yen）

2006/3 2007/3 ％ 2008/3
12,288 13,068 106.3% 16,500
1,864 1,828 98.1% 2,500

●Sales Units Shipped

R&D Investment Cost
Technical R&D Cost

Capcom　Japan
Consolidated 

Capcom　Japan

(Unit: '000 copies)

●Profit and Loss Sheet （Unit: Millions of yen）

2006/3 2007/3 ％ 2008/3
Net Sales 70,253 74,542 106.1% 78,000

Gross Profit 22,315 26,496 118.7% 29,000
% of Gross Profit 31.8% 35.5% - 37.2%

Sales and G&A Expenses 15,735 16,779 106.6% 19,000
Operating Income 6,580 9,602 145.9% 10,000

% of Operating Income 9.4% 12.9% - 12.8%
Ordinary Income 7,016 10,600 151.1% 11,000

% of Ordinary Income 10.0% 14.2% - 14.1%
Net Income 6,941 5,852 84.3% 6,200

% of Net Income 9.9% 7.9% - 7.9%

●Sales by Business Segments (Unit: Millions of yen）

2006/3 2007/3 ％ 2008/3
      Home Video Games   42,718 43,813 102.6% 41,200

Arcade Operations 11,568 13,043 112.8% 15,800
Arcade Games Sales 6,956 8,021 115.3% 9,200
Contents Expansion 5,742 7,102 123.7% 9,000

Others 3,268 2,561 78.4% 2,800
Total 70,253 74,542 106.1% 78,000

●Sales by Geographic Area （Unit: Millions of yen）

2006/3 2007/3 ％ 2008/3
Japan 48,683 50,074 102.9% 53,300

North America 11,748 15,450 131.5% 16,100
Europe 9,105 8,090 88.9% 8,100

Other territories 717 927 129.3% 500
Total 70,253 74,542 106.1% 78,000

●Promotional Expense （Unit: Millions of yen）

2006/3 2007/3 ％ 2008/3
Capcom　Japan 2,933 2,901 98.9% 3,200
Consolidated 5,602 5,516 98.5% 5,400

●Number of Arcades （Unit：locations）

2005/3 2006/3 2007/3 2008/3
Consolidated 30 30 33 38
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Disclaimer  Regarding Forward-looking Statements

Management strategies, plans, projections and other statements excluding historical facts in these 
presentation materials are for forecast purposes. Please note that the above business projections are 
based on the information that is available at the time of this announcement and certain assumptions that 
serve as the basis of rational judgments have been made. Actual performance may vary substantially 
from these projections due to various contributing factors to the future. 
Additionally, changes in market environments, such as the diversification of user needs, may drastically 
affect the performance of this industry in which our company operates.
Factors contributing to performance fluctuations include but are not limited to: (1) the presence or 
absence of strong-selling titles and the number of units sold in the home video game software business 
which accounts for not less than 50% of our total sales; (2) the progress of home video game software 
development; (3) the proliferation of home video game consoles; (4) sales in overseas markets; (5) 
trends in stock prices and foreign exchange; (6) cooperation with other companies in development, 
sales, and operations; and (7) changes in market environments.


