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A Theoretical and Empirical Study of Platform Strategy in the Video Game industry
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1) We analyzed coopetitive strategies of game software firms dealing with
intellectual property rights. We find that joint associations are useful to cooperatively combat software
Biracy. The amount software firms invest without such associations is lower than ideal. This research has

een published in an international refereed journal.

2) We used game theory on coopetition with joint and cooperative advertising strategies using two pairs
of complimentary firms. We find coopetition is more beneficial depending on the size of the market. This
research has been presented in an international workshop. The economic model needs to be reworked for the
research to be suitable for a refereed journal.

3) While writing a review of “ Asian Entrepreneurship” | found an opportunity to expand on its treatment
of Japanese firm relations using inter-firm agreements in the early Japanese video game market. This
research is a work in progress. | expect it to be submitted in the near future.
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