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“Consumers prefer playing online games with their real-life
friends. This reveals an opportunity and also highlights the
importance of connecting consumers’ real-world social life

with games, which will make consumers ambassadors of
games, attracting new users and retaining existing ones

when they invite friends to play with them.”
Alice Li, Research Analyst

This report looks at the following areas:

• Female market hasn’t been fully exploited
• How Chinese online gamers want to socialise through gameplay
• Online games can have constructive benefits

The number of online gamers in China is expected to exceed 570 million in 2017, up slightly by 1.5%
from 2016. Market value has been growing faster than market volume in recent years, due to the
increasing willingness to pay for and the affordability of Chinese online games. In the next five years,
it’s hard to see remarkable growth in online gamer number with increasing maturity in this market. But
there is still room to drive value growth with more high-quality games and the rise of e-sports and the
pan-entertainment ecosystem becoming better engaged with target consumers.
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Figure 19: CrossFire x KFC campaign, China, 2017
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Stress relief and time killing are top two reasons for online gaming

Chinese gamers prefer in-game purchase to pay-to-play

Graphics and controls are important when choosing a new game

Consumers want to invite friends to play with them

More online gamers prefer playing with real-life friends

The majority play on mobile phones
Figure 25: Gaming devices used in the last three months, by game type, China, October 2017

Females exceed males in mobile offline gaming
Figure 26: Gaming devices used in the last three months, by gender, October 2017

Consumers from lower tier cities play more online games
Figure 27: Gaming devices used in the last three months, by city tier, October 2017

Cross-device gaming is common
Figure 28: Gaming devices used in the last six months,

Motivations go beyond just relaxation and boredom
Figure 29: Reasons to play online games in the last three games, October 2017

Consumers at different ages show various attitudes

20-24-year-olds just want to kill time

25-29-year-olds have the strongest need to socialise

Consumers in their 30s seek fulfilment in online gaming
Figure 30: Reasons to play online games in the last three months, by age, October 2017

High earners have more constructive reasons
Figure 31: Reasons to play online games in the last three months, by monthly personal income, October 2017

Gamers spend for functional benefits
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Figure 32: Spending on online games in the last three months, October 2017

Young consumers invest more on cosmetic items
Figure 33: Spending on online games in the last three months, by age, October 2017

The more positive your reasons to play games are, the more you spend
Figure 34: Number of game-related products/services purchased in the last three months, by reasons to play online games, October
2017

Many factors involved in choosing a new game
Figure 35: Consideration factors when choosing a new online game, October 2017

Males value the fairness of the game most
Figure 36: Consideration factors when choosing a new online game (very important), by gender, October 2017

Young females focus on graphics and controls
Figure 37: Consideration factors when choosing a new online game (very important), by gender and age, October 2017

Genre, plot, theme and music are more important to high earners
Figure 38: Consideration factors when choosing a new online game (very important), by monthly personal income, October 2017

Consumers enjoy playing with friends
Figure 39: Interest in social features of online games, October 2017

Female gamers are more social network-based
Figure 40: Interest in social features of online games, by gender, October 2017

High earners allocate enough time for online gaming
Figure 41: Gaming habits and preference (regarding gaming time), by monthly personal income, October 2017

Seeking challenges in gameplay
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Original stories are slightly more popular than IP adaptations
Figure 44: Gaming habits and preference (regarding game plot), by demographics, October 2017

Chinese online gamers gravitate toward Chinese-style games
Figure 45: Gaming habits and preference (regarding game style), October 2017

Figure 46: Consideration factors when choosing a new online game, by gaming habits and preference, October 2017

More consumers prefer playing games with real-life friends
Figure 47: Gaming habits and preference (regarding playing with friends), October 2017

Figure 48: Spending on online games in the last three months, by gaming habits and preference, October 2017

Figure 49: Gaming habits and preference (regarding playing with friends), by gaming habits and preference, October 2017

MinTs spend significantly more on functional props
Figure 50: Gaps of spending on games between Mintropolitans and Non-Mintropolitans (as benchmark), October 2017

MinTs have strong interest in building in-game communities

Consideration Factors

Interested Social Features

Gaming Habits and Preference

Meet the Mintropolitans
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Figure 51: Interest in social features of online games, by consumer classification, October 2017

MinTs’ opinions differ by gender
Figure 52: Consideration factors when choosing a new online game (very important), by gender, October 2017

Figure 53: Market value of online gaming, China, 2012-22

Figure 54: Market value of online gaming, by segment, China, 2012-17
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