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This report looks at the following areas:

» Online game-playing behaviour analysis regarding game devices and
game-playing time.

» The impacts of playing online games on gamers’ lifestyles, interests and
values.

- Gamers’ awareness, favourability, expectation of popular IP and the
effectiveness of conversion.

« Game collaboration tactics that can engage with gamers and the
emerging trends.

« VR game genres and VR/AR experiences in commercial applications that
are attractive to gamers.

Favourable characteristics of virtual influencers (ie digital humans and
VTubers) and the prospects.

Revenue of the gaming industry saw its first decline over the past eight years,
and a large proportion of young generations, who believed they can be easily
addicted fo playing online games, keep their gaming fime under two hours
each tfime when playing. They are much less enthusiastic than their
predecessors about sharpening their game-playing skills.

In this context, the metaverse is ushering a new stage of digital experiences, in
which many brands are getting into the virtual world to draw in users as early
as possible. However, the usage and awareness of some metaverse
applications, such as VR devices and virtual influencers, remain a niche. To
many gamers, the metaverse is still an unfamiliar concept with unclear
relevance to their day-fo-day lives.

Gamers' interests in virtual experiences incorporated with VR/AR technology
are not limited to playing games, which offers brands opportunities for brands
fo connect with these digital natives. And learning the impacts of playing online
games on lifestyles, gamers’ attitudes towards game-related IPs and virtual
influencers, their preferred VR/AR experiences and game-related
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“Benefits brought by playing
games, such as improving
social interactions,
developing hobbies and
interests, and breaking
stereotypes, are widely
recognised by game lovers.
They are expecting more
diversified game co-branding
activities and eyeing the
upgrading virtual or mixed-
reality experience brought by
metaverse technologies.”

— Gloria Gan, Research
Analyst
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collaborations will assist the brand to get to grips with the challenges and
opportunities presented by the evolving digitised world.
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Figure 35: Output’s digital clothing and digital human fashion
shows in Beijing, 2022
Figure 36: Pepsi's digital fashion campaign, 2022

USAGE OF GAME DEVICES

« Smartphone and TV-based gameplay is continuously on the
rise
Figure 37: Online gaming devices, 2019-22

* Family entertainment increasingly getting popular
Figure 38: Online gaming devices, by living situation, 2022

GAMING FREQUENCY
* Around 70% of gamers play under two hours every day

Figure 39: Time spent on playing games every time, by
generation, 2022
Figure 40: Gaming skills, by time spent on playing games
every time, 2022

* Gen-Zers are much less enthusiastic than post-80s and
post-90s about skill improvement

Figure 41: Gaming skills, by generation, 2022

LIFESTYLE CHANGES

* Being updated with technology information is recognised as
the most appreciated benefit
Figure 42: Changes after playing online games, 2022

» More Gen-Zers are negative about being homebody
because of playing games
Figure 43: Selected changes after playing online games, by
generation, 2022
Figure 44: Changes after playing online games, by gaming
skills, 2022

INFLUENCE OF GAMING IP

» Honor of Kings becomes the ‘King of IP’
Figure 45: Influence of gaming IP, 2022

« Thrilling games are more popular in tier 1 cities, while
relaxing games win more fans in tier 3 cities
Figure 46: Gamers’ attitudes towards selected IP, by city fier,
2022

» Female gamers love IPs that have stories/series
Figure 47: Gamers' attitudes towards selected IP, by gender,
2022
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INTEREST IN CO-BRANDING

- Big gaps exist in co-branding activities between
enthusiastic gamers and the rest
Figure 48: Interest in co-branding methods, by gaming skills,
2022

- Offline co-branding activities more attractive to young
gamers
Figure 49: Interest in co-branding methods, by generation,
2022

INTERESTED IN VR GAME GENRES

* VR versions can effectively trigger new ftrials
Figure 50: Interested in VR game genres, 2022

* Lower tier cities’ gamers in pursuit of more immersive and
exciting ‘second life’ experience
Figure 51: Interested in VR game genres — selected, by city
ftier, 2022

* Family players fonder of motion games and games that
boost creativities
Figure 52: Interested in VR game genres — selected, by living
situation, 2022

ATTRACTIVE VIRTUAL EXPERIENCES

> VR/AR experiences are welcomed not only for
entertainment but also in marketing communications and
daily lives
Figure 53: Atfractive virtual experiences, 2022

« Acceptance of VR/AR in marketing and commerce is high
among casual players as well
Figure 54: Attractive virtual experiences, by gaming skills,
2022

» Shop and study in the metaverse is more attractive to
families
Figure 55: Attractive virtual experiences, by living situation,
2022

FAVOURABLE CHARACTERISTICS OF VIRTUAL CHARACTERS

* Warm and positive interactions more expected than
intelligent performances
Figure 56: Favourable characteristics of virtual humans and
VTubers, 2022
Figure 57: TURF analysis — favourable characteristics of virtual
humans, 2022
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Figure 58: TURF analysis — favourable characteristics of
VTubers, 2022

« Stimulating re-creation helps engage young gamers What's included

Figure 59: Selected expectations of digital humans, by Execufive Summary

generation, 2022
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