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1. Executive summary

In the context of post-epidemic era, the game industry has been booming due to factors such as home isolation and the development of new game technologies. In this paper, we will take Chinese head game company-Tencent Games as the research object, and combine the concepts of post-epidemic and customer care to analyze its user strategy using models such as PESTL, SWOT, Stakeholder Analysis, and Bowman's Strategic Clock. The analysis of this paper concludes that Tencent Games is user-centered and emphasizes user experience and user needs. In view of the current situation of Tencent games, this paper puts forward relevant opinions on the future development of Tencent games.

2. Introduction

2.1 The post-epidemic era

The rampant Newcastle pneumonia epidemic has not only endangered the lives and health of people in all countries, but also severely impacted the world economy; economic globalization has encountered headwinds; unilateralism and protectionism have risen; conflicts between equity and efficiency, growth and distribution, technology and employment have become more prominent; the gap between the rich and the poor is still widespread; and the global extreme poverty rate will rise for the first time in 20 years this year.

The "post-epidemic era" means the era after the novel coronavirus epidemic has passed, but not when we imagine that the epidemic has completely disappeared and everything is back to normal, but when the epidemic is fluctuating, with the possibility of small-scale outbreaks, returns from abroad and seasonal episodes with longer delays and far-reaching effects on all fronts. It is a time of epidemics, with the possibility of small-scale outbreaks from foreign countries and seasonal episodes, and long delays with far-reaching effects on all aspects. (Wang Zhuli 2020)

The "post-epidemic era" can also be understood as the post-epidemic era, after the impact on people's consumption habits, economy, culture, education and so on. As the epidemic may last for a long time, people's way of thinking and habits will change a lot after this epidemic.

2.2 Tencent games

 Founded in 2003, Tencent Games is the world's leading game developer and operator, and the largest网络游戏 community.
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Tencent Games connects more than 800 million users worldwide, and hundreds of millions of users worldwide are enjoying Tencent Games' products. With hundreds of millions of registered game users, Tencent has become a world-renowned game development and service operator. Under the open development model, Tencent Games has adopted a combination of independent research and development and diversified external cooperation, and has formed a specialized layout in many segments of the online game market, creating Tencent Games has formed a specialized layout in many segments of the online game market and created a product lineup covering all categories, providing global players with five categories of casual game platforms, large-scale online games, medium-sized casual games, desktop games and battle platforms. In addition, Tencent Games has established in-depth cooperation with top game development companies around the world, and is committed to bringing high-quality, cutting-edge product experiences from around the world to China, as well as bringing Chinese games to the world.

Tencent Games' well-known game products include League of Legends, DNF, Glory of Kings, PUBG Mobile, QQ Speed, etc. Its products include client versions and handheld versions. In the gaming world, Tencent Games wants to be a brand that has originality, creates and publishes the best works to share happiness; in China, Tencent Games wants to be a brand that brings positive social value to games, is more human and has more warmth. In the world, Tencent Games hopes to become a world famous brand that is respected and opens up the boundaries of gaming.

[bookmark: ref_[5]_1860167]On November 21, 2019, Tencent Games officially unveiled its new brand concept, Spark More! The moral of the story is.去发现，无限可能 . Tencent Games will uphold its original intention to bring joy to gamers around the world while exploring the broader value of gaming .For the full year of 2019, Tencent's online game revenue grew to RMB114.7 billion. Of which RMB 30.286 billion was generated from online games in the fourth quarter, with overseas game revenue more than doubling year-on-year and accounting for 23% of online game revenue. (Tencent Games, 2020)

2.3 Strategy and user strategy

2.3.1 Strategy

The definition and perception of strategy has evolved as time has progressed.

In the 1950s and 1960s, Peter Drucker said that strategy was primarily concerned with competing on price (Ovans, A, 2015).

In 1979, Michael Porter developed the "Five Forces" model which takes into account notonly pricing pressures, but pressures from threats of new entrants to the market, substitution, and the bargaining power of suppliers and consumers. In 1979, Michael Porter developed the "Five Forces" model which takes into account notonly pricing pressures, but pressures from threats of new entrants to the market, substitution, and the bargaining power of suppliers and consumers. "Planned Strategy" Approach.(Michael Porter, 1979)

Henry Mintzberg emphasises an "Emergent Strategy" approach. Emergent strategy takes the view that strategy emerges over time as the environment changes and plans are adapted to meet the new reality.

The Cambridge Dictionary defines corporate strategy as "the ideas and plans a company has for its future business activities or the process ofdeciding these ideas and plans" (dictionary, cambridge, org, 2019)

The current, more agreed definition of strategy is as follows, "Strategy is the direction and scope of an organisation over the long term, which achieves advantage in a changing environment through its configuration of resources and competeces with the aim of fulfilling stakeholder expectations."(Johnson, Scholes, 2006)  

2.3.2 User strategy

There are three different perspectives on user operations strategies, namely user experience and user motivation and retention. Of course, different companies tend to use different user operations strategies.

The details are as follows.
-Personalized products, give users a good experience: as the saying goes, as long as there is a good product, after bringing a good experience to the majority of users, it can be good to keep users. So, bringing users a good experience is a common one in the user operation strategy nowadays.
-Create a user incentive system: As long as you create a user incentive system, that is, to bring the majority of users corresponding material incentives or through the corresponding benefits to drive users, you can well retain the majority of users.
-Create a user retention system: In order to get users over within the appropriate time frame, it is important to find ways to create the right user retention system so that users can take the time to stay so that it is a successful practice.
User operation strategies are mainly divided into the three mentioned above. Of course, these three different strategies are also suitable for different businesses, so you just have to go for the right strategy according to your actual situation.
2.4 Customer care

Clutterbuck suggests that customer care is a fundamental way of standardizing service quality that encompasses all aspects of a company's operations, from the design of a product or service to how it is packaged, delivered and served (Clutterbuck, 1998) It emphasizes the importance of paying attention to each element of the exchange process from design and production through delivery and service support. Customer care essentially "boils down to service and quality that is perceived, experienced and delivered in a consistent manner for the customer".

Some large multinational companies have taken the lead in plundering customer resources by setting up separate customer care departments, using databases to store information on all customers and potential customers, analyzing customer preferences and recommending the right products at the right time, with the aim of retaining old customers while grabbing more New customers. This has clearly mitigated the vicious cycle of price wars.

As customer management systems continue to improve, the threshold for customer care is gradually lowered, and in today's developed Internet, small companies and individual merchants are beginning to spend less to manage their customers more carefully, a series of store management software, membership management software has directly contributed to the popularity of customer care, one of the more representative is Business Expert, which is a comprehensive store management software that helps store owners keep accounts And analyze bookkeeping data to find out the consumption preferences of members, and combine membership management with SMS marketing features to enable store owners to send their wishes to customers on their birthdays first.

In the Internet industry, customers are often re-perceived as users in order to be more relevant to the industry situation. Tencent Games always puts user experience in the first place and pays great attention to user care. User care is also a core part of Tencent Games' user strategy. Tencent Games adheres to the concept of "users first", and the implementation of all strategies is also a personal practice of "user-centeredness".

3.  Strategic analysis

In the post-epidemic era, for the optimization of user strategies of Tencent games, we can use four models such as pestle, swot, stakeholder analysis, and Bowman's Strategic Clock for effective analysis.

3.1 PESTLE

3.1.1 Select reason
PESTEL is formed by adding environmental and legal factors to the PEST analysis. When analyzing the context in which a conglomerate is located, the analysis of the situation faced by the conglomerate is usually carried out through six factors such as Political, Economic, Social, Technological, Environmental, and Legal.PEST analysis was developed by American scholars Johnson-G and Scholes-K in 1999. This refers to the analysis of the macro environment, which refers to all macro factors that affect the industry and the company. The analysis of macro-environmental factors will vary from industry to industry and from enterprise to enterprise, depending on their own characteristics and business needs.

A multidimensional analysis of the external macro environment of Tencent Games was conducted through PESTLE analysis to uncover the role as well as the importance of customer care from its user strategy.

3.1.2 Analysis and critical thinking

-Political factors.

The global impact of the epidemic is continuing. Not long ago, the World Health Organization (WHO) joined forces with gaming companies to launch a campaign called "Play Apart Together" to promote gamers around the world to stay home and play games as little as possible.

The epidemic prevention and control effect is remarkable in China, adhere to the epidemic prevention and control and key work to promote "two hands" "two promote". The Standing Committee of the Political Bureau of the Central Committee of the Communist Party of China held a meeting on 8 April to analyse the situation of epidemic prevention and control and economic operation at home and abroad, and to study and deploy the implementation of normalized epidemic prevention and control measures and the comprehensive promotion of the resumption of work and production.

On March 24, 2020, the State Administration of Press, Publication, Radio, Film and Television announced the Approval Information of Domestic Online Games in March 2020, and a total of 103 domestic online games and 27 imported online games received their license numbers in March, and there was no suspension or postponement of license number approval due to the epidemic, as previously speculated. During the epidemic, Tencent Games complied with the national policy, actively responded to the national call, obtained the policy support of relevant game license numbers, and provided a variety of high-quality games for game users, which were deeply loved by game users and made positive contributions.

Economic factors: In the "post-epidemic era", China's game industry is developing strongly. A report by research firm Gamma Data shows that mobile game market revenue exceeded 50 billion yuan from January to March 2020, with a year-on-year growth rate of over -40%, while April saw a 24.4% year-on-year increase, and May saw an 11.9% YoY increase compared to April.

In the post-epidemic era of 2020, Tencent Games' highly social and interactive "pubg" and "Glory of Kings" ranked in the top two in global mobile game revenue as Tencent's economic gains skyrocketed. Sensor Tower, a leading mobile app data analysis company, has released its 2020 global mobile game revenue rankings, which are divided into total ranking, AppStore ranking and Google Market ranking. In the total ranking and AppStore ranking, "pubg" and "glory of kings" dominate the top two. PUBG's cumulative revenue is nearly $2.6 billion, up 64.3 percent year-over-year from last year, while Glory of Kings fared a little worse but also earned nearly $2.5 billion, up 42.8 percent year-over-year from last year. With these two games alone, Tencent Games was able to collect $5.1 billion in the post-epidemic era. (Sensor Tower, 2020)
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-Social factors: During the epidemic prevention and control period, games became an important spiritual and cultural product for the public. At the same time, as the epidemic prevention and control coincides with the Spring Festival, the immediate need for holiday socialization is shifted from offline to online, and games are one of the important tools for online socialization. From the overall perspective of the Top 20 iOS Free Chart, the number of monthly active users (MAU) from January to March 2020 has increased significantly compared to last year, which indicates that more players choose games for daily entertainment against the background of a large number of people staying at home during the epidemic prevention and control period. (Gamma Data, 2020)
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Research firm Quest Mobile released a user data report showing that the total daily hours of game use by users across the internet grew rapidly from an initial 5.06 billion hours to 6.11 billion hours between January 24 and February 2, 2020. The size of the handheld game user base grew by 30% compared to weekdays, and the per capita single day usage hours grew by 17.8%. (Quest Mobile, 2020)

During the epidemic prevention and control period, due to the significant reduction in the activities of residents outside, games play a positive role in meeting the mental needs of users to enrich their home life and relieve psychological pressure. Gamma data research report pointed out that 87% of users played games during the epidemic prevention and control period, 65% of users think that games are good to relieve the depression of staying at home, 42% of users said they had played games with family and friends.

Tencent Games' star moba game products "pubg" and "Glory of Kings" and star casual game products "qq Mahjong" and "qq Landlord" can meet the mental needs of game users during the epidemic and enhance their sense of well-being.

-Scientific and technological factors.
5G: On March 24, China Mobile Research Institute jointly released the Network Slice Grading White Paper at the 5G SA (5G Slice Alliance) with Huawei, Tencent, China Electricity Research Institute, and Digital Kingdom. It includes planning and design specifically for cloud gaming business scenarios, providing guidance for providing cloud gaming users with a high-speed, low-latency gaming experience through 5G slicing and grading capabilities.

Smartphones: In recent years, the vertical category of gaming phones has evolved and upgraded from groundbreaking to thriving. Among the 5G smartphones already released, vivo iQOO 3, Tencent Black Shark Gaming Phone 3 and Nubia Red Magic 5G Gaming Phone are a few representative models currently specializing in mobile gaming experience. They provide strong peak performance, but also allow the phone to keep running consistently and stably for a long time, bringing players a continuous smooth gaming experience and a sense of lifelike graphics.

Chip: The semiconductor industry does not directly face consumers, but supplies downstream application companies. The impact of the epidemic on the semiconductor industry is indirect and short-term, with no direct, structural impact. Although the short-term may consumer electronics sales, but this impact is mainly reflected in the first two quarters, the second half of the year may usher in a massive inelastic consumption of consumer electronics demand, the epidemic will not change the trend of demand in the long term.

Cloud gaming platform: with the good opportunity of industry development, 2020 is expected to be the year of explosion of cloud gaming platform. Following the release of cloud game platforms by three major telecom operators and Internet giants, major game companies have been involved in the cloud game field, launching their own cloud game platforms, or conducting business and strategic cooperation.

Throughout the upstream and downstream of the game industry, Tencent Games has been able to leverage on the great situation of key technologies such as 5G, smartphones, chips, and cloud gaming platforms, and has taken a dominant position in these technologies to further empower its game business and thus meet the needs of game users.

-Legal factors.
The rights and interests of minors are further protected with the full implementation of the newly revised Law on the Protection of Minors.Effective June 1, 2021, the newly revised Law on the Protection of Minors sets out clear requirements for game anti-addiction, forcing game enterprises to access the state's establishment of a unified electronic identity authentication system for minors' online games; and shall classify game products in accordance with relevant state regulations and standards, make age-appropriate On August 30, the State General Administration of Press and Publication issued a notice, according to which all online game enterprises may only provide one hour of service to minors on Fridays, Saturdays, Sundays and legal holidays from 20:00-21:00 daily, and may not provide online game services to minors in any form at other times.

-Environmental factors.
On March 2, 2021, Tenmay Studios, a subsidiary of Tencent Games, announced that it has been invited to join the "Play the Game, Save the Planet" coalition launched by the United Nations Environment Programme. Over the next 12 months, Tianmei will help more than 110 million gamers better address the climate challenge by creating experiences and education both in and out of the game. The coalition was launched by the United Nations Environment Programme (UNEP) to support the gaming industry in working together to raise public awareness of environmental issues through the power of games. The UN Environment's 2020 "Play Games, Save the Planet" Impact Annual Report states, "If you have millions of monthly active users, your impact will be greater than your own emissions reductions." Other members of the alliance include Sony, Microsoft, Ubisoft Supercell, and Tridonic. Tianmei, on the other hand, is the first game development studio from China in the alliance.

[image: 截屏2021-12-13 下午6.07.27]

3.2 SWOT

3.1.1 select reason

SWOT analysis, or situational analysis, was proposed by Wyrick, a professor of management at the University of San Francisco in the early 1980s. From McKinsey & Company, SWOT analysis includes analyzing the Strengths, Weaknesses, Opportunities and Threats of a company.SWOT analysis can synthesize and summarize all aspects of Tencent Game's internal and external conditions, and then analyze the strengths and weaknesses, opportunities and threats faced by the organization as a method. And it can help Tencent Games to gather resources and actions on its strengths and where it has the most opportunities to make its strategy clear.

3.1.2 Analysis and critical thinking

Strengths.

-Strong support from the parent company.
Tencent Games' parent company is Tencent. Tencent is able to provide it with a huge amount of financial support and business footprint. For example, on December 17, 2015, Riot Games, the developer of League of Legends, announced that Tencent had become a wholly-owned controlling party of League of Legends after becoming a shareholder in 2008 and spending $231 million in cash for a 92.78% stake in 2011, and then again acquiring the remaining shares. (Tencent Game, 2016) Tencent followed up with a wholly owned acquisition of Supercell, the developer of Clash of Clans, Clash of Clans: Warlords, Island Warriors, and Toon Farm. Tencent's other business segments and investment companies are able to provide business support for Tencent Games. For example, products such as Tencent Video and qq Music can provide strong distribution for Tencent Games' audio and video content, and its investment in Douyu and Tiger Live companies can provide cooperation with live game broadcasters.

-Quality game ip content.
Tencent Games has the support of many quality IPs such as League of Legends, Dungeons & Dragons, Glory of Kings, Peace Elite, and Skyward Sword, thus providing its users with a large amount of IP content to meet the cultural and spiritual demand for its IPs.

-Huge sources of game traffic.
Tencent Games has two national social networking software-WeChat and QQ, and also has game platforms such as WeChat Game Center, QQ Handicap and WeGame, which can provide huge traffic support for its game products. And the affiliated gaming functions brought by WeChat and QQ number, such as one-key login, game assets and game permissions, can reduce user operation cost and bring better user experience to users.

-Location of international game markets.
Tencent Games distributes its own developed games to the global gaming market, such as Glory of Kings International Edition and PUBG Moblie. And it has introduced outstanding foreign games to the domestic market, such as League of Legends and PUBG. Tencent has also acquired shares in overseas game companies that account for more than 90% of console and PC games, such as Epic Games, Activision Blizzard and Ubisoft. The overseas game team line-up is strong. Many domestic game makers laying out their overseas business also have relevant cooperation with Tencent, such as Sheng Yi Games and Trimont, etc.

Weaknesses.
-Weak game self-research capabilities.
Tencent Games' ability to develop its own games is weak, and today's star products are almost all stripped down from older, hot game products. For example, mobile Glory of Kings and PUBG Moblie were born from PC League of Legends and PUBG respectively. And League of Legends is represented and invested by Tencent Games, whose studio maintains independent development and operation.

-Weak game product integration.
Tencent Games has multi-category and multi-burst game products, but lacks the ability to effectively integrate these high-quality game businesses, and there is some vicious competition among the game products. For example, Tencent Games has four major studios, including Tianmei, Photon, Magic Square and Northern Light, which implement internal competition mechanisms, and there is fierce competition between Tianmei and Photon studios regarding the competition for the game user market.

Opportunities.
-The rise of secondary games and female-oriented games
In the secondary yuan, female-oriented and other vertical segments of the game market emerging market, we can see that its titles have strong potential. According to the public data of the hand game market, in 2020, China's TOP 30 secondary yuan hand game flowed 23.2 billion, with a compound growth rate of 34.4% in 18-20 years, accounting for 11.1% of China's hand game market. Starting from 2016, China's secondary hand games began to explode centrally, with a large number of excellent hand game products, such as Netease's "Yin Yang Shi", Mihayou's "Wipeout 3", Stacked Paper's "Love and the Maker" and many other secondary hand games with different styles and play styles, which have sparked China's diversified secondary hand game market. (Aurora Data, 2021)
On June 24, 2021, Light and Night Love, developed by Tencent Northern Light Studio, was officially launched, which is Tencent's first b-girl-oriented secondary yuan self-developed hand game.

-Flow from the quarantine of the epidemic
According to the previous analysis, it is clear that the epidemic quarantine has brought huge traffic to the game at home, and Tencent Games has been supported by huge traffic in the process and has been given direct opportunities for growth.

-Development of emerging gaming technologies
According to the previous analysis, it can be seen that the great situation of key game emerging technologies such as 5G, smartphones, chips and cloud game platform drives the innovation and development of Tencent's game.

Threats.
-Competition from other headline industry companies and independent vendors
In the Chinese game market, game companies such as Netease, Perfect World, Sanjiu, MihaYu and Lilith are all competitors of Tencent Games, dividing the existing Chinese game market, but due to the huge traffic advantage of Tencent Games, other game companies cannot produce substantial threats to Tencent Games. In the international game market, the other aforementioned companies pose a huge threat to Tencent Games by virtue of their excellent overseas game product content.

-Policy regulation to limit underage gaming addiction
According to the previous analysis, China has introduced relevant policy regulations to prevent underage gaming addiction, which constitutes a policy risk to Tencent Games. Tencent Games has introduced an anti-addiction mechanism for underage users to strictly comply with national policy regulations and avoid policy risks.

-Server stress during the outbreak
Due to the impact of the epidemic and the efficient promotion and publicity of game companies before the Chinese New Year, which accelerated the user penetration of game companies, the game user base surged during the Chinese New Year, with many vendors' servers crashing or running at full capacity and the number of people waiting in line even exceeding the number of online users. Most game service providers faced a strong demand for server expansion after the Spring Festival. Tencent Games adopts Tencent Cloud technology. Tencent Cloud relies on its rich game ecological resources and capabilities, shares massive game development and operation experience to the game industry, and is committed to building a high-quality, all-round ecological game cloud service platform to provide game users with the ultimate game experience.

3.3 Stakeholder Analysis

3.3.1 Select reason

Stakeholder Analysis is used to analyze all individuals and organizations that have an interest in the customer, helping the customer to identify the impact of significant stakeholders on the strategy when developing the strategy. Stakeholders are individuals or groups of organizations that have an interest in the customer, either internal to the customer, such as employees, or external to the customer, such as suppliers or pressure groups.

3.3.2 Analysis and critical thinking
Tencent game users have a high level of rights and interests and are in the upper right corner of the overall rights and interests matrix, requiring them to be able to engage and give feedback on an ongoing basis, and should go on to meet their new gaming needs.

Tencent Games' user strategy is to put users at the center. Tencent Games sets up a special customer service system, game reporting system and game planning feedback system in each game, and arranges staff to enter the game to talk and communicate with users, in order to realize the ability to detect and meet users' needs in real time.

However, the analysis of this model is based on a subjective analytical viewpoint and lacks objectivity. And the model cannot discern whether such benefits are positive or negative. Therefore, the analysis is for information purposes only.

3.4 Bowman's Strategic Clock

3.4.1 Select reason

Bowman's Strategic Clock was developed by Clif Bowman. It is a tool for analyzing a firm's competitive strategy choices, and this model provides administrators and consultants of firms with a way to think about competitive strategy and achieve competitive advantage. The model assumes that the suitability of products or services of different firms is essentially similar, so that a customer may choose one of them over the others when buying for the following reasons: the price of this firm's products and services is lower than that of the others; the customer perceives that this firm's products and services have higher added value.

3.4.2 Analysis and critical thinking

Tencent Games is able to provide high value-added and high-priced products and services for game users, and is on the path of Bowman's Strategic Clock.5 Tencent Games' profitability relies mainly on special props in the in-game mall, such as game skins, game function props, game add-on props, etc. Its product services and added value for players very high. In response to this scenario, Tencent Games will adopt a focused differentiation strategy. In order to meet the diversified and high-quality gaming needs of users, Tencent Games will compete in various market segments in gaming products and launch innovative content. For example, Tencent Games continues to make efforts in secondary games and female-oriented games.

However, the analysis of this model is based on a subjective analytical viewpoint above and lacks objectivity, and this analysis is for information purposes only.

4. Conclusions
By using PESTL, SWOT, Stakeholder Analysis, Bowman's Strategic Clock and other models to conduct a detailed analysis of the overall situation and user strategy of Tencent Games in the post-epidemic era. We can learn that Tencent Games has a good political and economic social environment, strong technological strength, and certain legal risks of underage protection and publishing royalty. The advantages of Tencent Games outweigh the disadvantages, and the opportunities outweigh the threats. Tencent games are user-centered, focus on user needs and user experience, and can adopt a high pricing and high value-added strategy.

5. Recommendations
In response to the analysis of Tencent's user strategy in the previous article, the following relevant targeted strategic comments are made.

5.1 Capturing the traffic dividend in the post-epidemic era
Under the normalization of the epidemic in the post-epidemic era, users will have more leisure and entertainment time and will spend more time on leisure and entertainment, and games have become an important way of leisure and entertainment, forming a huge traffic dividend. With the government's incentive, the hot market, the tendency of the social atmosphere, the emergence of game technology and the improvement of laws, Tencent Games should simply seize this traffic dividend, which is not only a huge opportunity to make profits, but also an opportunity to promote the innovation of its own game products.

5.2 Continued adherence to the "user-centric" philosophy
Tencent Games should continue to adhere to its past philosophy of "user-centricity" and put user experience and user needs first. Tencent Games should continue to adopt a high price point and high value-added strategy to provide users with focused differentiation and innovative and diversified products. With different game IPs and game themes, Tencent will maintain its user-centric positioning and continue to output high quality products to gain competitive advantage with other peer companies, thus achieving sustainable development.

5.3 Enhancing product self-research capabilities
The biggest flaw of Tencent Games is that its own R&D is weak, and it should focus on making up for it. In order to improve its own R&D capability, Tencent Games can learn from the experience of outstanding foreign game makers and domestic game creative makers, and constantly feed back to improve its own R&D. Tencent Games can also make use of its own strong capital to increase R&D funding and develop game culture content. Tencent Games can also make use of its traffic advantage to accelerate product development iterations and increase trial and error costs.

5.4 Insist on the combination of economic and social benefits
While Tencent Games has achieved great economic benefits, it needs to take into account the social benefits of feedback to users. Tencent Games can launch relevant science popularization games for the epidemic situation and environmental protection situation to improve users' scientific awareness. Tencent Games can join other public welfare organizations to launch relevant game activities, using the cultural and traffic attributes of the game to achieve the public welfare effect. Tencent Games can strengthen the development of public welfare content of the game to inspire and encourage users to conduct public welfare behavior spontaneously, so as to achieve the unification of economic and social benefits.
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