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Introduction:

Content Marketing: A Multifaceted Approach to
Engaging Audiences inthe Gaming Industry
Content marketing is a strategic marketing approach
that focuses on creating and distributing targeted,
relevant, and consistent content to attract and engage
audiences. Within the context of the gaming industry,
content marketing has evolved into a multifaceted
strategy employed by gaming companies like
Hoyoverse to achieve various objectives, including

player engagement, community building, brand
cultivation, and player trust. This research provides a
detailed overview of content marketing in the gaming
industry, emphasizing its significance, key
components, and evolving practices.
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HoYoverse:

Hoyoverse, previously known as miHoYo, is a video
game developer and publishing company. In February
2022 miHoYo rebranded themselves as HoYoverse
under their global subsidiary COGNOSPHERE.
HoYoverse focuses on long-term operation strategies,
consistent technical research, and innovation in a
variety of fields, including artificial intelligence, cloud
computing, and pipeline construction, ensuring
sufficient content is created to meet player’s
expectations worldwide.

Genshin Impact, their flagship title, has established
itself amongst the top 10 in the gaming industry as of
2023. Hoyoverse has gained attention not only for their
exceptional game development but also for their unique
approach to player retention and customer loyalty.
What sets Hoyoverse apart is its continuous updates,
expansions, and interactively engaging content
releases, all of which have contributed to an ever
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growing and dedicated player community. This
community-driven approach has also solidified
Hoyoverse's reputation as an industry leader in content
marketing and player engagement.

Significance of Content Marketing in the Gaming
Industry:

Creating Awareness: Creating Awareness is the
primary objective of marketing a product. This is done
by maximizing reach using multiple methods and
channels of marketing. This may include creation of
cinematic and interactive content which reaches target
audiences in various market segments.

Player Engagement: Player Engagement is about
keeping the player in touch and up to date with relevant
updates, news, events and trends related to the game.
This is done by providing players with content outside
the gameplay. Content offers a continuous stream of
relevant content, updates, and events using social
media, community forums,
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video streaming platforms, and official content releases
that maintain player interest.

Community Building: Communities are the key to
keep the hype of a game alive and to ensure the player
base is engaged and active. Most players use
community forums to connect and share content with
each other including user generated content. Content
marketing fosters community dynamics by involving
players in the creative process. Player- generated
content, fan art, cosplay, and fanfiction contribute to a
vibrant and collaborative player community.

Brand Cultivation: Gaming companies like Hoyoverse
use content marketing to shape and elevate their brand
identity. They do this by hosting centralized events for
all their products and join community events. They also
create content which aligns with their brand identity
and message like official posts and cinematic trailers
for their products and official livestreams on streaming
platforms. Through storytelling, branding, and content
curation, they forge player loyalty and advocacy.
Genshin Impact:

In June 2019, miHoYo (Now HoYoverse) unveiled a
promotional video for its latest game, Genshin Impact.
Upon its official release in September 2020, the game
quickly ascended to dominance within the gaming
charts. Genshin Impact has earned $60 million in its
first weeks of release, an unprecedented achievement.
Genshin Impact is also a game which releases new
limited time content with monthly updates. One of the
key elements of Genshin Impact's marketing strategy is
the use of influencer and social media marketing. The
game's official Twitter account has over 5.2 million
followers, and the game's developers use this platform
to announce new content, share fan art and cosplay, and
interact with the community.

Influencer marketing has also played a significant role
in the game's success, with popular content creators and
streamers showcasing the game on their platforms like
YouTube and Twitch.
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While HoYoverse’s expertise, cultivated through their
prior project, Honkai Impact 3, undoubtedly
contributed to the impeccable quality of Genshin
Impact, it is crucial to recognize that the success of a
game of this magnitude hinges not solely on its high-
quality graphics and gameplay. Instead, it hinges on a
well-structured advertising and promotion strategy.
Statistics:

According to a report by the Chinese state-owned
media outlet Guangming Daily, HoYoverse, disclosed
their financial performance for the previous year. The
company's revenue amounted to approximately $3.844
billion USD, in 2022 with a net income of around $2.27
billion USD. For contextual comparison, a report by
Guangming Daily offers a rough comparative analysis,
indicating that during the same timeframe in 2022,
Nintendo reported revenues of 8.7 billion USD with a
net income of 2.7 billion USD, while Electronic Arts
(EA) posted revenues of 7.5 billion USD with a net
income of 802 million USD.

Genshin Impact has ended 2022 with remarkable
milestone by surpassing $4 billion in global lifetime
earnings in its 2 years since its launch in 2020. This
achievement was reached since the game's official
launch on September 28, 2020. Notably, it took 171
days to reach the initial $1 billion milestone, followed
by an additional 195 days to amass the second billion,
ultimately leading to the attainment of $2 billion in its
inaugural year. Subsequently, Genshin Impact
achieved the $3 billion milestone 185 days later,
illustrating a consistent pattern of generating $1 billion
in revenue every six months. This outstanding
performance positions Genshin Impact as one of the
most prosperous mobile games in history.

An in-depth analysis utilizing Sensor Tower's
Monetization fields reveals that during Q1 2022,
Genshin Impact occupied the top position as the highest
revenue-generating Gacha- based mobile title globally,
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surpassing competitors like Lineage W from NCSOFT
and Uma Musume: Pretty Derby from Cyberagent.
Understanding HoYoverse’s Multi-Channel Content
Marketing Strategies Within the competitive and
dynamic gaming industry, the success of a title often
hinges on not just its gameplay but also its ability to
captivate and engage a diverse player base. Hoyoverse,
has masterfully navigated this terrain through a
multifaceted and strategically orchestrated marketing
approach.

Digital Advertising: Crafting a Global Presence
Social Media Advertising: Hoyoverse leverages the
vast reach of social media platforms such as Facebook,
Twitter, and Instagram to run targeted advertising
campaigns. These campaigns serve as digital signposts,
directing the gaming community's attention to Genshin
Impact's latest updates, events, and special promotions.
The dynamic visuals and engaging content in these ads
are meticulously crafted to resonate with players across
the globe.

In-Game Advertising: Beyond conventional digital
channels, Hoyoverse occasionally introduces in-game
advertisements or collaborations with other prominent
brands, films, or anime series. These strategic
partnerships heighten brand visibility within the
gaming ecosystem, extending the game's reach to new
and diverse audiences.

Official Website: The foundation of Hoyoverse's
content marketing efforts is the game's official website.
This digital hub is a repository of vital information,
housing news, patch notes, and a treasure trove of
game-related content. It serves as an essential
touchpoint.

Blogs and Articles: The company employs a dedicated
team to curate and publish blog posts and articles that
explore various facets of the game. From character
spotlights to deep dives into the game's lore, this
content-rich approach offers players a deeper
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connection with Genshin Impact's universe, fostering
engagement and long-term commitment.

Community Contributions: A unique facet of content
marketing is the encouragement of player-generated
content. Hoyoverse invites players to contribute to the
game's content through fan art, fanfiction, and cosplay.
These contributions often find their way onto official
social media channels and websites, bridging the gap
between developers and players, and fostering a sense
of community co-creation.

Social Media Engagement: A Vibrant Digital
Ecosystem Active Community Interaction: Hoyoverse
actively engages with the gaming community on a
multitude of social media platforms. Through these
channels, the company shares fan- generated content,
promotes in-game events, and responds to player
inquiries and feedback. This two-way communication
fosters a sense of belonging and community ownership.
Livestreams and Developer Q&A Sessions: The
company goes beyond traditional marketing to conduct
live events, including livestreams and Q&A sessions
with developers. These interactions provide players
with direct access to the development team, offering
insights into the game's future and allowing for real-
time engagement.

Community Events and Contests: Fostering
Participation

In-Game Events and Challenges: A cornerstone of
community engagement is the organization of in-game
events, contests, and challenges. These activities not
only keep players invested but also provide them with
a sense of accomplishment. Exclusive rewards further
incentivize participation, creating a continuous cycle of
player engagement.

Collaborations and Crossovers: An Element of
Surprise

Strategic Collaborations: Hoyoverse has strategically
entered into collaborations with popular franchises,
anime series, and other games. These partnerships
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generate excitement and attract new players through
limited-time events and unique in-game rewards. The
element of surprise and exclusivity heightens player
anticipation.

Email Marketing: Direct Communication:
Direct Player Communication: Through
marketing, Hoyoverse maintains a direct line of
communication with players who have opted to receive
updates and information. This channel ensures that
players remain informed about critical developments
and events related to Genshin Impact.

Influencer Marketing: Amplifying Reach:
Collaboration with Gaming Influencers: The
company collaborates with gaming influencers, content

email
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creators, and streamers. These partnerships showcase
Genshin Impact gameplay and generate excitement
within the influencers' fanbases, extending the game's
reach organically.

Ideal Consumer Profile:

Ideal Consumer Profile (ICP) is the profiling or
segmentation of target consumers on the basis of
various data backed factors such as demographics,
behaviours, characteristics and activity. Analysis and
segmentation of target customers help in effective and
customized approaches to targeting, acquiring and
retaining these customers. Table 1.1 below is a detailed
ICP for Genshin Impact.
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Ideal Consumer Profile for Genshin Impact

The Enthusiastic Explorer

Gaming ent husiast s who enjoy
exploring t he game iand of it srelated
content intensively

The Mobile Enthusiast

Gamer who prefers daily and regular
gaming for long-term in-game progress

The Casual and Social Gamer

Non-compet it ive gamers who playfor leisure
and socialinteration

e Age: 18-30

e Gender: Male and female

e Geographic Location: Urban and
suburban areas

e Gaming Platform: Primarily PC and
console, occasional mobile play

e Age: 18-35

e Gender: Male and female

e Geographic Location: Diverse, with a focus
on urban and semi-urban areas

e Gaming Platform: Primarily mobiledevices

e Age: 25-45

e Gender: Male and female, with aslight
female majority

e Geographic Location: Suburban and
rural areas

e Gaming Platform: Primarily mobile
devices, occasional console or PC play

e Enjoys immersive and visually
stunning gaming experiences.
o Prefers open-world exploration and
discovery.
e [nveststimein side quests, world lore, and
character backstories.
e Hasa penchant for competitive co-op
multiplayer.
e Engages with gaming

communities, fan theories, and fanart.
® Valuesgamesasa formofart and
escapism.

SJIF Impact Factor: 8.343

e Values convenience and

portability.

® Prefers bite-sized gaming sessionsduring
commutes or breaks.

e Enjoyscollecting characters and
upgrading them over time.

e May have limited experience with
traditional console or PC gaming.

o Seeks visually appealing mobilegames.

A Peer Reviewed Referred Journal

e Valuesgaming asa social andleisure
activity.

e Prefers games that allow for relaxed, non-
competitive gameplay.

e Prioritizes community engagementover
game progression.
e May have
experience but
accessibletitles.

e Values the game's community and enjoys
sharing experiences.

limited gaming
appreciates
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o Actively participates in live eventsand
seasonal updates.

e Investsin in-game purchasesto enhance
character and equipmentabilities.

e Actively follows "Genshin Impact" social
media channels for news andupdates.

e Enjoys discussing game mechanics and
theories with fellow players.

e Highly engaged with the game'slore and
character development.

o Willingly spends on in-game currency
(Primogems) for characterwishes.

e Likely to purchase battle passesand
special character bundles.

e Prone to impulse spending on limited-
time offers and cosmetics.

e Contributes to the game's community by
creating and sharingfan content.
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e Logs in daily to complete dailyquests

and events.

e Priorit izes character collection and
progression.

e Occasionally teams up with friendsfor co-
op gameplay.

e Relies on in-game purchases for character
wishes and quality-of-lifeitems.

e Likely to share in-game

achievements on social media.

e Engages with microtransactions toimprove
characters and progress.
e May invest in the Battle Pass to expedite
character and adventurerank growth.
e Participates in limited-time events and sales
for value-added purchases.
® Primarily supports the game
through frequent, smaller

transactions.

March - April, 2024

e |ogsinregularly for social

interaction and leisure.

e Participates in co-op gameplaywith
friendsand family.

e Enjoys limited-time events and
collaborative activities.

e Rarely spends on in-game purchases;
focuseson free content.

e Occasional small purchases for
convenience and cosmetic items.
e May invest in low-cost in-game
items during festive or event periods.
e Prefers to support the game
through social engagement and word-of-
mouth recommendations.
e Contributes positively to the in- game
community by promoting a friendly and

welcoming environment.

Table 1.1

Statement of Problem:

This research aims to address the following critical

questions:

1. To what extent does content marketing contribute to
player engagement and retention in Hoyoverse's
flagship game, Genshin Impact, and other gaming
ventures?

2. How does content marketing foster community
building and collaboration among players within the
Genshin Impact community?

3. What is the influence of content marketing in
sustaining player interest during periods between
major game updates?

Need of the Study:

Centric Focus: The success of gaming companies

hinges on their ability to cater to the demands and

preferences of an increasingly discerning and diverse
player base.

SJIF Impact Factor: 8.343
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Innovation and Differentiation: Unique strategies
and practices adopted by Hoyoverse need deeper
examination.

Research Methodology:

Objectives:

1. To understand how Content Marketing catalyzes

HoYoverse’s profits.
2. To evaluate the impact of Content Marketing in the
Gaming Industry.

3. Understanding creation of Ideal Consumer Profiles

to deliver targeted content.

Hypothesis:

H1- Content creators play a pivotal role in attracting
maximum player engagement, which, in turn,
fosters community engagement and contributes to
the overall success of a game.

HO- Content creators do not play a pivotal role in
attracting maximum player engagement, which, in
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turn, fosters community engagement and
contributes to the overall success of a game.

H1- Investment in official content, such as animations,
cinematic trailers, music videos, significantly
influences brand perception and sales of upcoming
products and in-game purchases featured in this
content.

HO- Investment in official content, such as animations,
cinematic trailers, music videos, has no significant
influence on brand perception and sales of
upcoming products and in-game purchases
featured in this content.

Scope of Study:

1. Content Marketing Strategies: The study will
explore a diverse range of content marketing
strategies employed by Hoyoverse, including
content creation, distribution channels, audience
segmentation, and interaction practices.

2. Player Engagement: The scope of the research
encompasses the impact of content marketing on
player engagement, emphasizing the role of content
in maintaining player interest, particularly during
periods between major game updates.

3. Community Dynamics: An essential aspect of the
study involves examining how content marketing
initiatives contribute to community building within
the Genshin Impact player base, fostering
collaboration and interaction.

4. Brand Identity and Loyalty: The research will
investigate the role of content marketing in shaping
and elevating brand identity, driving player loyalty,
and transforming players into brand advocates.

5. Evolving Practices: The research will explore
evolving content marketing practices, such as
collaborations, influencer marketing, and
transmedia storytelling, to assess their impact on the
gaming industry.

6. ldeal Consumer Profiles: The study will develop
detailed ideal consumer profiles for Genshin
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Impact, reflecting the diverse player segments
influenced by content marketing.

7. Practical Implications: The research will offer
practical implications for gaming companies and
marketers seeking to enhance their financial success
and community engagement through content
marketing strategies.

Limitations:

1. Subijectivity: The evaluation of brand perception,
community engagement, and player experiences
may entail a level of subjectivity, which could
introduce bias into the analysis.

2. Dynamic Industry: The gaming industry is highly
dynamic, with strategies and player preferences
continually evolving. The research may not capture
the most recent developments in the rapidly
changing landscape.

3. External Factors: External events and factors, such
as global economic conditions or industry-wide
controversies, can influence player behaviour and
profits, which may not be fully controlled for in the
study.

4. Sample Size: The empirical testing of hypotheses
relies on a specific sample size, which may not fully
represent the entire player base, introducing
potential sampling bias.

Research Methodology:
Type of Research: Descriptive, Sample Size: 39
A survey-based approach was chosen as the primary
method of data collection. A digital questionnaire was
designed to align with the research objectives and
gather relevant data. The primary data used in this
study is derived from the responses obtained through
the customer survey to ensure that the research
objectives were met and the data collected

was relevant to the study's focus.

Secondary data, including information from previously

published research and official content analyses of

gaming companies such as HoYoverse and their
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flagship game, Genshin Impact, were considered to

provide a comprehensive context for the research.

Primary data was analysed to test the Hypothesis using

ANOVA statistical test. This research methodology

was chosen to ensure the collection of accurate and

relevant data from the target audience.

Review of Literature:

1. Zhong Ke (2020), Marketing of Games - Take

Genshin Impact for Example
The article acknowledges the widespread popularity
of Genshin Impact among gamers, both
domestically and internationally. The game's
success is attributed to its appeal to a diverse
audience. The article examines the operational
capabilities of the company behind Genshin Impact.
It likely explores how the company's strategies
contributed to the game's success.
The article also discusses the challenges faced in
promoting the game and proposes potential
solutions and suggestions for addressing these
challenges. This may include aspects of marketing
and player engagement.

2. Vilma Mattila, Rico Pang (2023), The Current State

of the Global Gaming Industry: Trends,
Opportunities, and Challenges-
The text provides a comprehensive overview of the
global gaming industry. It highlights the rapid
growth of the industry, fuelled by factors like the
adoption of mobile devices and the increasing
presence of female gamers. The statistics presented,
such as the expected market size of $200 billion by
2023, provide valuable insights into the industry's
financial outlook.

Data Analysis: Primary Data Analysis

March - April, 2024

The text explores the potential of immersive content
and emerging technologies, such as virtual reality
(VR), in gaming. It highlights the role of these
technologies in creating more engaging and
interactive gaming experiences. The discussion on
immersive content underlines the relevance of
technology in shaping the future of gaming.

It also acknowledges the challenges associated with
subscription-based models, particularly the need for
a continuous stream of engaging content and the
balance between profitability and content creation.

. Junyi Zhang (2022), The Evaluation of miHoYo

Technology Based on PEST, SWOT, and POCD
Analysis

The analysis employs various business models,
including PEST (Political, Economic, Social,
Technological), SWOT (Strengths, Weaknesses,
Opportunities, Threats), and POCD (Product,
Organization, Customers, Distribution), to provide
an in-depth understanding of miHoYo's status and
prospects in the ACGN (Anime, Comic, Game,
Novel) market.

The text emphasizes the rapid success of Genshin
Impact in the global gaming market. This reflects a
broader trend in the industry where mobile games
are becoming major contenders, and it underscores
the significance of miHoYo as a game developer.
The paper points out the substantial interest from
overseas markets in Genshin Impact and miHoYo
Technology. This underlines the globalization of the
gaming industry and the potential for studios to
attract a global audience.

Willingness to engage with Content (1-H1 Hypothesis testing): Hypothesis 1-H1: Content creators play a pivotal
role in attracting maximum player engagement, which, in turn, fosters community engagement and contributes to the
overall success of a game. ANOVA test was conducted on the primary data to test the 1-H1 hypothesis. The p-

value 0f0.0066334 proves the 1-H1 Hypothesis to be accepted
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Groups Count Sum Average Variance

Willingness to engage 3B 129 3.39473684 4.56970128
Content Type 38 89 234210526  0.B257468
ANOWA

Source of Variation S5 df Ms F P-value F crit
Between Groups =~ 21.05z63 1 2105z0316 78052452 0.0uss334 397023
Within Groups 199 6316 T4 289772404
Total 220.6842 75 .

Table 4.1

PREFERRED MEAMS OF CONTENT
ENGAGEMENT

Chart 4.1

Content Preferences

Gameplay Videos
Guides and tut
= News and Up«

Official Ardmations

Chart 4.2

Willingness to support content
creators

Chart 43
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Analysis of primary data from the customer survey shows that around 48% gamers have high willingness to support
and engage with content creators. Content Creators are significant touchpoints for 55% of gamers as their preferred
means of content engagement. Gameplay video is the most preferred content category with approximately 69% votes
and Content creators are the primary source for this category of media.

Investment in Official Content (2-H1 Hypothesis Testing):

The research conducted identifies that audiences discover gaming content primarily on video streaming platforms like
YouTube and social media platforms. This supports the H1 hypothesis of investment in official video content which
can be promoted on these platforms where customers are likely to discover it.

2-H1 Hypothesis: Investment in official content, such as animations, cinematic trailers, music videos, significantly
influences brand perception and sales of upcoming products and in-game purchases featured in this content.

ANOVA test was conducted on the primary data to test the 2-H1 hypothesis. The p-value of 0.0025584 proves the 2-
H1 Hypothesis to be accepted.

Groups * Couml ™ Sum ~ Averagi” Varianci”
Gaming Experience 33 107 274358374 1.66936572
Touchpoints 39 74 1.8574359 119573009
ANOVA
Source of Variation 55 df M5 F P-value Fcrit
Between Groups - | 13.961 ~ - |13.96153 ~ | 9.732361 ~ | 0.00255 ~| 3.9667597 ~
Within Groups 109.0256 76(1.43454791
Total 1229872 77 |
Table 4.2

Consumer Survey data:

Approximately 47% of participants stated that they typically discover new gaming content on YouTube. This suggests
that YouTube is a highly influential platform for gamers to find and engage with gaming-related content. Marketers
should consider investing in official video content as YouTube is the most suitable and effective platform for video
content while allowing access to this audience pool.

About 30% of participants mentioned that they discover new gaming content through social media. This highlights the
importance of having a strong presence on social media platforms to connect with gamers and share gaming-related
content. Posting regular content through official social media handles can have a positive impact in marketing
campaigns.
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Gaming Content Discovery
Touchpoints

14%

' ¥ YouTubs¢
-

* Soaal Media
¥ Display Ads

* Community Forums

Chart 4 4

Video Content and Animations: Roughly 36%o, stated that "'Video Content and Animations" have an impact on
their perception of gaming brands. This suggests that marketing materials like promotional videos, animations, and
trailers are influential in shaping brand perception. Around 36% of participants indicated that "Products and
Games" play a significant role in influencing their perception of gaming brands. This is followed by Popularity
and Community engagement at approximately 19% and 9% respectively as factors influencing brand perception.

Factors Influencing Brand Perception

Video Content Community

and Animations Engagement

Chart 4.5
Summary of Findings: has revealed significant findings. Our research
This study, based on a descriptive research design and indicates that a substantial percentage of gamers have
utilizing a sample size of 39 participants, aimed to been immersed in this world for extended periods, with
understand gamer preferences and behaviours. 39% dedicating 1-4 hours and 15% investing more than
The primary data obtained from the customer survey 8 hours per week. This signals a passionate and
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engaged audience, always on the lookout for exciting
content.

Our exploration of the type of gaming content most
preferred by gamers has shown that gameplay videos
dominate the landscape, capturing the interest of 68%
of respondents. This highlights the significance of well-
crafted video content that mirrors the gaming
experience.

Furthermore, this study reveals the pivotal role of
gaming content creators and the powerful influence
they wield. An astounding 82% of respondents express
interest in engaging with content that includes
interactive elements, emphasizing the significance of
captivating content creators. As content marketing is a
potent strategy to tap into these audiences, gaming
companies and marketers can collaborate with content
creators to effectively promote their games.

54% of participants consider it a crucial factor,
illustrating that established brands continue to hold
sway in the gaming sphere. A strategic content
marketing approach can leverage the power of brand
reputation to maximize its impact on gamers.
Conclusion:

In a rapidly evolving digital landscape, the focus on
social media platforms like Instagram and video
streaming platforms like YouTube and Twitch provides
the ideal avenues for content distribution and
engagement.

The findings of this research also underscore the
significant role of content marketing in enabling
engagement and community building. It offers a
platform to promote upcoming products and maximize
sales, leveraging the interests of a major percentage of
audiences who are casual and social gamers seeking an
enjoyable gaming experience. Content marketing can
tap into these gamers by showcasing gameplay
experiences that resonate with their preferences,
facilitating community building.
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Furthermore, the use of Ideal Consumer Profiles (ICPs)
is a strategic approach to target specific audience
segments with tailored content, recognizing that
different segments have distinct preferences and needs.
This data-driven approach ensures that content
marketing efforts are highly effective in reaching and
engaging the right audience.
The significance of content creators in the gaming
ecosystem cannot be overstated. The majority of
audiences prefer to engage with and support content
creators, making them influential partners for gaming
companies. Content creation and marketing strategies
can be employed to engage with audiences and promote
games through contracts and tie-ups with content
creators.
In conclusion, this research offers a valuable glimpse
into the world of gamers and their preferences in a
dynamic gaming industry. As the industry continues to
evolve, content creators, gaming companies, and
marketers will find the insights provided by this
research invaluable in crafting strategies to engage and
captivate this enthusiastic and diverse audience.
Understanding the gaming community's preferences
and behaviours is the key to delivering content that
resonates and fosters lasting connections in the ever-
evolving gaming landscape.
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