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A thorough examination of the cultural marketing strategy used by miHoYo`s well-known open-world action role-playing game, Genshin Impact, is the goal of the proposed business project. Thanks to its compelling gameplay, fascinating narrative, and deep cultural issues, Genshin Impact has become incredibly popular all around the world. 

This dissertation aims to conduct in-depth interviews with a sample of players to find out more about their perspectives, experiences, and attitudes on the cultural elements Genshin Impact uses in its marketing. In-depth interviews with players will be conducted as part of the study methodology, and topic evaluations of player comments and promotional materials` content will also be done. Numerous sources, such as official gaming channels, user forums, and social networking sites, will provide data for the collection. The study will use qualitative and quantitative analysis techniques to pinpoint significant themes, trends, and perspectives related to cultural marketing in Genshin Impact. 

This dissertation aims to increase understanding of the cultural marketing strategies used by the gaming industry through in-depth research and helpful advice for improving cultural representation and involvement in marketing campaigns. 
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2. [bookmark: _Toc26133]Chapter 1 Introduction
2.1. [bookmark: _Toc15276]Backgorund
Genshin Impact is an internationally successful action role-playing game (RPG) created by miHoYo and launched in September 2020. It rapidly became extremely popular, garnering a varied global audience and making billions of dollars in its first year. (Adams, 2022) The game`s open-world concept allows players to explore the fictional continent of Teyvat, which is lavishly detailed and lively, with a variety of landscapes, cities, and hidden treasures.

Genshin Impact stands out for its character-driven tale. The game includes a diverse cast of characters, each with their own unique personalities, backstories, and talents. These personalities, who come from various parts of Teyvat, add to the game`s narrative richness, making it more interesting and personal for the players. The game`s success stems from its heavy emphasis on character development and interaction, since players frequently create emotional relationships with their favourite characters, which drives engagement and in-game purchases. (Al-Nawasreh, 2022)

The game`s open-world concept is another important selling point, allowing players to explore at their own speed, participate in combat, solve puzzles, and discover new places as the story develops. This nonlinear approach to exploring, along with a dynamic day-night cycle and shifting weather conditions, results in an immersive experience that keeps players engaged. 

Genshin Impact`s appeal in multiple cultural markets is due to its excellent incorporation of various cultural components into its design and storytelling. Each locale in the game is inspired by real-world cultures, as shown in the architecture, music, character designs, and even Teyvat`s mythology. For example, Liyue is greatly influenced by East Asian culture, whereas Fontaine has a European aesthetic. (Adams, 2022) This cultural diversity not only improves the game`s world-building, but it also resonates with players from all backgrounds, making it more approachable and appealing to a global audience.

[bookmark: _Toc481690783]The game`s success is partly fueled by its free-to-play model, which is supplemented by a system in which users may spend money to purchase new characters and weapons. This business strategy, when combined with regular content updates and events, offers a consistent source of money and keeps the player base engaged. Genshin Impact has established itself as a global gaming industry leader by combining unique gameplay, a highly created setting, and effective cultural marketing. (Martijn, 2023)

2.2. [bookmark: _Toc21604]Rational for the Study
Genshin Impact`s inclusion on the Chinese Ministry of Commerce`s list of important companies and big initiatives for national culture exports from 2021 to 2022 emphasises its importance as a cultural ambassador on the global arena. (Wang, 2024) This recognition by Chinese officials underscores the game`s importance not only as a commercial success, but also as a geopolitical tool in China`s efforts to break through the Western cultural monopoly. In today`s globalised world, cultural exports are vital to advancing a country`s economic and technological standing, and Genshin Impact has emerged as a prominent participant in this sector.

The investigation of Genshin Impact`s marketing technique is thus both current and significant. Analysing its approach reveals not just the business techniques that have contributed to its success, but also how same strategies may be applied to future cultural exports from China. The game`s success teaches vital lessons about how to build a global perspective into a product, infuse it with culturally relevant values, and attract a worldwide audience through many dimensions—textual, linguistic, and visual. (Al-Nawasreh, 2022)

Furthermore, understanding how Genshin Impact was able to create a virtual global world that resonated with players from many backgrounds is critical. By investigating how the game attracts users through its narrative, aesthetics, and cultural elements, as well as how it uses marketing strategies to guide user consumption and generate profit. (Al-Nawasreh, 2022) This study will provide a comprehensive view of a sustainable operating system that can be replicated in other contexts.

In essence, this study examines not only a particular game`s marketing approach, but also the broader consequences for Chinese cultural exports. The insights gathered can help to build more successful tactics for promoting Chinese culture and products on a worldwide scale, thereby aiding China`s cultural, economic, and technical progress.
2.3. [bookmark: _Toc481690784][bookmark: _Toc24439]Research Hypothesis
1　 Cultural promotion within Genshin Impact will influence player in-game purchases.
2　 Desire for cultural recognition among global players influence the effectiveness of Genshin Impact`s cultural marketing strategies.
3　 Cultural elements influence players` emotional attachment to characters in Genshin Impact, and this attachment will encourage the exploration of related cultural aspects such as music, values, and architecture.

The study aims to validate the proposed hypotheses and critically evaluate the significance of cultural marketing within the gaming industry. The findings will provide insights into the effectiveness of cultural strategies in enhancing player engagement and driving in-game purchases, thereby contributing to a broader understanding of the role of cultural elements in global game promotion.
2.4. [bookmark: _Toc6528][bookmark: _Toc481690785]Aims and Objectives
The principal aim of this study is to conduct a comprehensive analysis of the role that cultural marketing strategies play in the global success of Genshin Impact. This research aims to elucidate how cultural elements within the game influence player behavior, including in-game purchases and emotional engagement, and to evaluate the broader implications of these strategies for the gaming industry.

To achieve this overarching aim, the study will address the following specific objectives:
1　 To critically assess the impact of cultural promotion on player behavior and in-game purchasing decisions within Genshin Impact.

This objective involves a detailed examination of how the incorporation of cultural themes and elements into the game`s marketing and content strategies affects players` purchasing behaviors. It will explore whether culturally themed promotions lead to increased spending on in-game items, characters, and other premium content, thereby influencing overall player engagement and retention.

2　 To evaluate the effectiveness of Genshin Impact`s cultural marketing strategies in engaging a diverse, global player base.

This objective aims to systematically assess how the game`s integration of various cultural elements resonates with players from different geographical and cultural backgrounds. The evaluation will focus on how these strategies contribute to the game`s widespread appeal and success across diverse markets, highlighting the role of cultural diversity in enhancing global engagement.

3　 To examine the influence of cultural elements on players` emotional attachment to characters and their subsequent exploration of related cultural content within Genshin Impact.

This objective seeks to investigate the extent to which cultural aspects embedded in character design, narrative elements, and game aesthetics foster strong emotional connections between players and characters. It will also explore how these emotional bonds encourage players to engage more deeply with the game`s cultural content, including its music, values, and architectural design, thereby enriching their overall gaming experience.

4　 To analyze the broader implications of cultural marketing within the gaming industry, using Genshin Impact as a case study.

This objective focuses on deriving generalize insights from Genshin Impact`s approach to cultural marketing. The analysis will evaluate how the game`s success in integrating cultural elements can inform the development of future cultural products and marketing strategies within the gaming industry. This includes assessing the potential for cultural marketing to drive commercial success and enhance global cultural influence, providing valuable recommendations for other game developers and marketers.

By addressing these objectives, the study aims to provide a thorough understanding of the role and impact of cultural marketing strategies in the success of Genshin Impact. It will also contribute to the broader discourse on the significance of cultural elements in global marketing and game design.
2.5. [bookmark: _Toc2254]Structure of the Dissertation
The dissertation is organized into five chapters, each addressing a specific aspect of the research on Genshin Impact`s cultural marketing strategy.

Chapter 1of Introduction introduces the research topic, outlines the study`s objectives, and explains the rationale behind the research. It also introduces the key research questions and hypotheses that guide the investigation. Chapter 2 of Literature Review provides a comprehensive analysis of existing research related to cultural marketing in video games, cross-cultural communication, and player behavior. This chapter identifies gaps in the literature and establishes the theoretical framework for the study. Chapter 3 of Research Methodology details the research methods and approaches used in the study, including the research onion framework, the 4C model, and Multimodal Discourse Analysis (MDA). It discusses the rationale for choosing these methods and explains how they were applied to collect and analyze data. Chapter 4 is Analysis and Findings, in this chapter, the data collected through interviews and other sources are analyzed using the methodologies outlined in Chapter 3. The findings are presented in relation to the research hypotheses, with a focus on understanding how cultural elements in Genshin Impact influence player behavior and purchases. Chapter 5 is Conclusion and Recommendations which summarizes the key findings of the study, discusses their implications for both theory and practice, and offers recommendations for future research. It also reflects on the limitations of the study and suggests ways in which the research could be expanded or refined in the future.




3. [bookmark: _Toc5398]Chapter 2: Literature Review
This chapter presents a critical analysis of the existing literature on the gaming industry, cultural marketing, and cross-cultural engagement. The literature review will look at the theoretical basis of cultural marketing techniques and their impact on worldwide customer bases. The evaluation will build on previous studies on cross-cultural communication and marketing, focusing on how gaming brands incorporate culture into their goods to appeal to a wide range of people. This review seeks to lay the theoretical groundwork for the forthcoming study of Genshin Impact`s cultural marketing strategies.
3.1. [bookmark: _Toc2647]The Gaimg Industry
The gaming business has evolved dramatically over the last few decades, from simple, single-player experiences to intricate, multi-layered virtual worlds that engage millions of players worldwide. This progression has been accelerated by technological advancements such as augmented reality (AR), virtual reality (VR), and extended reality (XR). The rise of the meta-verse, a collective virtual shared environment, has hastened this shift, opening up new avenues for involvement and connection. Modern games are mostly decentralised and peer-to-peer (P2P), allowing players to engage directly within complex gaming environments.

The article from Verma in 2023 explores the future of the gaming industry, with a focus on the metaverse. Extended reality (XR) engines are poised to transform the gaming environment by combining sensory touch with real-time streaming capabilities via P2P networks. (Verma et al, 2023) This development will improve the realism of virtual environments, allowing for more natural interactions and immersive experiences. The developer of Genshin Impact has lofty intentions to grow the game into a comprehensive metaverse that would engage 1 billion gamers by 2030. This vision is consistent with the trends outlined in Verma`s paper, where XR technology and decentralised networks play critical roles. This study lays the groundwork for investigating specific applications in the game business.

Hashem investigates how the meta-verse might improve customer engagement through new marketing methods. The report emphasises that the meta-verse offers unique chances for marketers to connect with consumers in immersive and interactive ways. (Hashem, 2023) These opportunities include hosting virtual events, designing branded virtual environments, and providing interactive digital content. According to the authors, as more organisations invest in these technologies, the meta-verse will become an important component of the marketing landscape. This investment will increase consumer engagement and loyalty by providing more interactive and personalised experiences. 

Key findings from this study show that the meta-verse`s ability to combine physical and digital encounters creates a more immersive marketing environment. Brands can use this combination to provide unique experiences that traditional marketing channels cannot replicate. As the technology behind the meta-verse advances, its importance in marketing campaigns is projected to expand, giving organisations with new ways to reach and engage their target customers.

To assess Genshin Impact`s performance in this business, Khairunnisa and Evanita in 2024, looked into the elements that influence e-impulse buying behaviour among Genshin Impact players, with a focus on limited-time scarcity, advertising, and electronic word-of-mouth. The authors also demonstrate that, while limited-time scarcity has no significant effect on e-impulse buying, advertising and E-WOM (Electronic-word of mouth) are important drivers of such behaviour. Visually appealing and informative commercials dramatically increase impulse purchases. Furthermore, E-WOM, or players sharing their experiences and opinions online, has a significant impact on other players` purchasing decisions. This study emphasises the necessity of effective advertising and building pleasant online communities to increase virtual item sales in online games. According to the findings, game developers and marketers should work on developing appealing adverts and increasing player interactions in order to improve E-WOM. These strategies can effectively boost player engagement and sales, emphasising the relationship between marketing approaches and consumer behaviour in the gaming business.

The studied literature of this section offers a thorough overview of current trends and future directions in the gaming business. The papers highlight the meta-verse`s revolutionary potential for increasing customer interaction, as well as the success of new marketing methods in driving consumer behaviour. As the industry evolves, these insights will be critical in understanding how to use new technology and techniques to produce engaging and effective gaming experiences. In section 2.2, the review will explore how marketing and digital marketing techniques are pivotal in promoting games, building brand loyalty, and driving sales in this dynamic industry.
3.2. [bookmark: _Toc8761]Marketing and Digital Marketing 
According to Philip Kotler, marketing is the process of generating, conveying, delivering, and exchanging offerings that have value for consumers, clients, partners, and society as a whole. Marketing is "the science and art of exploring, creating, and delivering value to satisfy the needs of a target market at a profit" (Kotler & Armstrong, 2020). This definition emphasises marketing`s twin function of recognising and addressing client requirements while also maintaining organisational profitability. The concept of customer orientation is central to Kotler`s viewpoint, which holds that marketing plans should begin with a thorough grasp of client desires, preferences, and behaviours. Businesses that focus on customer needs can adjust their products, services, and communication techniques to better match consumer demands and expectations.

Critically, while Kotler`s definition provides a solid framework for understanding marketing`s strategic role, further study is required to investigate new trends and problems in marketing practice. Kotler`s book Marketing 4.0, published 2017 reveals how the world moved from traditional to digital.

It is a transitional approach to marketing that combines traditional and digital techniques to engage today`s connected consumers. (Kotler, Kartajaya, & Setiawan, 2017) The book, coined by Philip Kotler, Hermawan Kartajaya, and Iwan Setiawan, expands on previous marketing paradigms to handle the ever-changing landscape influenced by digital technology and dynamic customer behaviours. A client-centric strategy is central to it, emphasising understanding and addressing customer needs through personalised experiences made possible by digital platforms (Kotler, Kartajaya, & Setiawan, 2017). This paradigm recognises the connectivity of online and offline interactions and advocates for seamless channel integration to produce a cohesive brand experience (Kotler, Kartajaya, and Setiawan, 2017).

Kotler`s perspective on marketing emphasizes the transformative impact of connectivity on consumer behavior and marketing strategies, building upon the foundational principles of viral marketing. The earlier work focuses on the mechanics of E-WOM promotion in the digital era, highlighting the elements that drive content to become viral. In contrast, Kotler`s approach expands the scope by examining how digital connectivity creates new channels for customer engagement and loyalty, thus providing a more comprehensive strategic framework.

Data-driven decision-making, uses big data and analytics to optimise campaigns, personalise content, and accurately assess ROI (Kotler, Kartajaya, & Setiawan, 2017). Marketers are encouraged to use agile methods that respond fast to market developments and customer insights, increasing relevance and engagement (Kotler, Kartajaya, and Setiawan, 2017). Content marketing is critical because it allows you to interact and educate your customers across multiple digital contact points. Marketers should generate quality, relevant content that resonates with their target audiences to foster long-term connections and brand advocacy (Kotler, Kartajaya, & Setiawan, 2017).

Ethical considerations are also important as marketers deal with data privacy, transparency, and ethical use of consumer information. Building trust and credibility through ethical practices is critical to preserving favourable brand perceptions in the digital era (Kotler, Kartajaya, & Setiawan, 2017). Kotler`s work is also distinguished by its strategic approach to technology. Compared to earlier texts, which primarily provides tactical advice on digital tools (David Meerman Scott, 2010), Kotler`s work discusses how technology can be strategically integrated into the broader marketing strategy. This includes leveraging big data, AI, and machine learning to understand and predict consumer behavior, thereby making marketing efforts more precise and effective.

There is a key strategic value for digital marketing in today`s competitive landscape, where digital marketing is described as using digital technologies, platforms, and channels to engage with customers and achieve corporate goals (Chaffey & Ellis-Chadwick, 2019). This definition emphasises the importance of technology in altering consumer interactions and marketing results.

This methodology is built around the RACE (Reach, Act, Convert, Engage) paradigm, which offers a disciplined way to planning and optimising digital marketing activities (Chaffey & Smith, 2017). The RACE model walks marketers through the process of attracting audiences, engaging them with appealing content, converting visitors into customers, and building long-term connections through ongoing engagement methods.

In contrast, whereas Kotler`s work offers a strategic view on harnessing digital transformation for marketing success, Chaffey`s contributions are quite practical, providing marketers with concrete frameworks and tools for implementing digital campaigns, focusing on the evolution of digital marketing channels and platforms. SEO (Search Engine Optimisation), PPC (Pay-Per-Click) advertising, social media marketing, email marketing, and content marketing are all important components of a holistic digital strategy (Chaffey & Ellis-Chadwick, 2019). Depending on the marketing objectives and target audience demographics, each medium has various benefits for reaching and influencing them.

SEO involves optimizing website content to rank higher in search engine results. Effective SEO strategies include keyword research, high-quality content creation, backlink building, and technical optimizations. Higher search rankings increase visibility and drive organic traffic.

Digital marketing includes a range of strategies, such as social media marketing, content marketing, search engine optimization (SEO), and influencer marketing, that can help companies effectively reach out to and attract consumers from different cultures. (Bala, M. & Verma, D., 2018) SEO optimizes the content and structure of the website to position the search engine results in different regions, thus increasing the visibility and influence of the brand in the global market. (Bala, M. & Verma, D., 2018) Influencer Marketing uses social media influencers with a large number of local followers to enhance the trust and visibility of the brand in a specific culture through their recommendation and promotion. In short, digital marketing plays a key role in cross-cultural marketing. By making effective use of strategies such as social media, content marketing, SEO and influencer marketing, enterprises can better understand and meet the needs of consumers from different cultural backgrounds and enhance the competitiveness of their brands in the global market. (Bala, M. & Verma, D., 2018)

The developer has provided a lot of content for Genshin Impact, such as thorough game instructions, character introductions, and narrative movies. This content keeps players interested and attracts new users. Genshin Impact employs SEO tactics to ensure that game-related material appears high in search engine results. (Adams, 2022) PPC ads are often used to advertise new upgrades and events. Digital marketing tactics such as content marketing, social media marketing, influencer marketing, SEO, PPC, email marketing, and affiliate marketing are critical in today`s company environment. (Adams, 2022) The gaming sector, with its distinct demands and opportunities, effectively uses these tactics to engage and develop its audience.

Marketing has developed to include both traditional and digital techniques, with each playing an important part in engaging and maintaining clients. Traditional marketing approaches such as print ads and television commercials continue to establish a broad brand presence, whilst digital marketing channels provide focused reach and measurable results. (Adams, 2022) Integrating these tactics enables organisations to increase marketing effectiveness by harnessing the assets of both offline and online channels. However, this integration brings issues such as managing digital complexity and ensuring consistent brand messaging across media and cultures. (Adams, 2022) Looking ahead, AI-driven personalisation, ethical marketing practices, cross cultural communication, and sustainability efforts are anticipated to advance, resulting in tactics that engage authentically with varied customer segments and support long-term corporate growth. (Wang, 2024) Moving into section 2.3, the review will discuss how understanding and integrating cultural considerations into business practices can significantly enhance marketing efforts and overall business success.
3.3. [bookmark: _Toc25041]Culture in Business
The connection of culture and business practices is becoming an increasingly important subject of research, especially in light of globalisation and the expanding diversity of markets and workforces. Scholars critically analyse the impact of cultural factors on corporate operations. (Venaik et al, 2023) They emphasise the limitations of Hofstede`s and the GLOBE study models from 1980 and 2000, arguing that national culture is more nuanced than these frameworks suggest.

Cultural issues in business involve a wide range of factors, including communication techniques, managerial practices, negotiating strategies, and consumer behaviour. Effective cross-cultural management necessitates an understanding of these distinctions and the ability to adjust techniques accordingly. Multinational corporations` organisational cultures can have a substantial impact on performance and employee satisfaction. Companies with strong, inclusive cultures that value diversity and encourage cross-cultural collaboration have higher staff retention and innovation rates. (Venaik et al, 2023).

Genshin Impact makes deliberate use of cultural differences to boost player involvement and immersion. The game is available in multiple languages, including English, Chinese, Japanese, and French. Each language version is thoroughly localised to capture the linguistic nuances and cultural context of the respective places. Localization includes not only translation but also the adaptation of dialogues, idiomatic expressions, and cultural references. For example, jokes, idioms, and culturally specific terms are customised to the local culture, making the content more relevant and understandable to local players. (Ananta et al., 2024)

Studies also show that organisations must develop cultural intelligence in order to successfully traverse these disparities. This entails understanding cultural factors outlined by Hofstede, such as power distance, individuality against collectivism, masculinity versus femininity, uncertainty avoidance, long-term orientation, and indulgence versus restraint. These characteristics have an impact on how people interact within organisations as well as how organisations operate across boundaries. According to research, building an inclusive culture and respect for varied perspectives can lead to greater problem-solving and creative outcomes. Companies that value diversity and cross-cultural collaboration frequently experience increased creativity and a larger range of ideas, which are crucial for innovation and competitive advantage. (Venaik et al, 2023) 

Cultural values have a significant impact on innovation. Studies shows that countries with a performance-oriented culture have higher innovation inputs and trajectories than those with a humane orientation. (Escandon-Barbosa et al. 2022) This shows that cultural influences play an important part in influencing a country`s ability to innovate. Countries with robust institutions, human capital, and market sophistication tend to produce more substantial innovation outputs, such as patents and creative works. This emphasises the need of integrating cultural characteristics with innovative methods in order to improve economic performance and competitive positioning.

Studies also offer six essential aspects to demonstrate the growing importance of cultural constructs in business research. (Masuda et al, 2020) These frameworks offer a framework for comprehending cultural variations in commercial settings. Individualism vs. collectivism, for example, effects managerial performance and decision-making processes, with individualistic cultures prioritising personal achievement and collectivistic cultures emphasising group harmony (Masuda et al, 2020). Cultural differences influence how items are perceived and marketing tactics are established. For example, customers in high uncertainty avoidance cultures are less likely to adopt new technology and prefer known items, which has important consequences for worldwide marketing strategies (Masuda et al, 2020). Similarly, organisational behaviour research has found that cultural diversity can either help or hinder group performance, depending on how well cultural differences are managed within teams.

The future of business research depends on the continuous integration of cultural psychology and commercial practices. There is a need for more indigenous and emic-oriented notions that reflect the distinct cultural settings of nonwestern countries. Furthermore, as firms expand globally, the ability to manage and use cultural differences will become increasingly important for success. Researchers and practitioners must collaborate to create culturally informed business strategies that can adapt to the changing global market (Masuda et al., 2020).

Companies entering new cultural environments face various challenges, such as differences in tastes and preferences, norms, language barriers, and beliefs. These factors significantly impact the management and operations of companies. To address these challenges, there are several strategies, including a combination of standardization and localization. (Hong, 2021) Standardization helps reduce production costs and maintain brand consistency globally, while localization adapts to local cultures and consumer needs, enhancing market competitiveness and customer satisfaction. For example, Genshin Impact effectively attracts players worldwide by introducing localized game content and events in different regions.

Moreover, literature (Greting, et al., 2022) highlights the importance of cross-cultural training to improve employees`s cultural adaptability and cross-cultural communication skills. For a global game company like Genshin Impact, understanding and respecting the uniqueness of different cultures helps build stronger brand loyalty and user engagement in the international market.

Understanding the relationship between culture and business is critical for organisations` success in a globalised environment. Scholars who incorporate cultural dimensions into business studies can create more effective marketing strategies, improve organisational behaviour, and establish successful cross-cultural relationships. This cultural awareness is especially crucial in marketing, where messages must resonate with diverse audiences. In section 2.4, the review will delve deeper into how cultural nuances shape marketing campaigns and influence consumer behavior, highlighting the importance of culturally-informed marketing approaches.
3.4. [bookmark: _Toc701]Culture in Marketing
Integrating cultural insights into business strategies is crucial for navigating the complexities of international markets. By moving beyond simplistic cultural models and embracing a more nuanced understanding of cultural differences, businesses can enhance their global operations and achieve sustainable success.

Marketing can be defined as the process of discovering and addressing human and social demands (Cateora, Gilly, & Graham, 2020). This fundamental definition emphasises the necessity of understanding consumer demands and generating value through a variety of marketing initiatives. As for international marketing, it is the method by which goods and services reach consumers or users in multiple countries (Cateora, Gilly, & Graham, 2020), which means many businesses have evolved from "where should we establish new factories or markets at home" to "where should we manufacture or sell new products around the world". Marketing has evolved from old tactics to digital approaches, reflecting technical improvements and shifting customer behaviours.

Global Marketing provides a thorough examination of worldwide marketing tactics in today`s global corporate environment. (Gillespie & Swan, 2021) It dives into crucial topics such market entry strategies, cultural adaptation, and the global marketing mix. Gillespie and Swan investigated several modalities of market penetration, including exporting, licencing, joint ventures, and direct investing, stressing the strategic concerns and problems unique to each option. Using frameworks such as Hofstede`s cultural dimensions of 1980, the authors demonstrate how cultural influences determine consumer behaviour and influence global marketing techniques, which could provide case analysis experience on different projects or products. Emerging trends such as digital transformation, sustainability initiatives, and geopolitical influences on global marketing strategies are a valuable resource for understanding and navigating the complexities of international marketing in today`s interconnected global economy, and also could help in guiding on how to conduct investigation on the cultural elements of our topic. (Gillespie & Swan, 2021)

The global corporate climate is moulded by rapid technical breakthroughs, globalisation, and evolving customer behaviours made possible by internet access. (Sudirjo, 2023) These variables not only provide chances for worldwide expansion, but also provide substantial problems that demand precise marketing tactics. It emphasises the significance of personalised marketing tactics that can adjust to changing market conditions and consumer preferences around the world. (Sudirjo, 2023) Companies must negotiate the intricacies of global competition by deliberately positioning their brands and products to appeal to local cultures while retaining a consistent global identity. This dual approach ensures that businesses may capitalise on market possibilities while successfully handling the inherent constraints of global market dynamics.

Qualitative research methods, which include data collection through listening and recording essential information, as well as data analysis techniques such as data reduction and conclusion drawing, provide valuable insights into the nuanced factors influencing global market success. (Sudirjo, 2023) These methodologies enable researchers and practitioners to identify unique market insights and strategic answers that support successful marketing activities in today`s dynamic multicultural marketplace.

Cultural variables have a strong influence on consumer behaviour and choices. To effectively target and engage consumers in many cultural contexts, marketing techniques must take these variances into account. (Liao, 2020) states that by using cross-cultural insights, marketers may modify their messaging and offers to meet local consumer expectations, increasing relevance and appeal. There is a need for localization in adjusting digital content and campaigns to cultural preferences and sensitivities. This comprises language localization, cultural iconography, and content adaptation to local digital behaviours. 

In examining the cross-cultural marketing strategies employed by Genshin Impact, the linguocultural features of marketing discourse provide a valuable framework (Hafizov, 2023). This underscores the importance of understanding how language and culture intertwine in marketing communications and their impact on message effectiveness. Marketing discourse is heavily influenced by cultural values, norms, and expectations, which shape language use, message construction, and audience reception, which is in line with Liao`s idea. (Liao, 2020)

Genshin Impact has successfully navigated the complexities of cross-cultural marketing by employing a blend of standardization and localization strategies. Standardization ensures consistent branding and cost efficiency, while localization tailors the game`s content to fit the cultural preferences and norms of different regions. For instance, the game features culturally relevant events and character designs that resonate with local audiences, enhancing its global appeal. The study also highlights the significance of adapting to different communication styles and cultural nuances (Hafizov, 2023). For Genshin Impact, this means creating marketing messages that respect local languages and cultural symbols, and employing region-specific social media strategies to engage players. Understanding the target audience`s cultural background and preferences is essential for crafting messages that resonate and foster a strong connection with users.

What else Genshin Impact has taken advantage of is social media platforms (Hafizov, 2023). This marketing approach is an important instruments for international marketing, however their efficiency varies by culture. Global brand management is facilitated by digital platforms, which provide a platform for consistent brand message and customer involvement around the world. However, managing a digital brand presence across multiple cultural settings necessitates cultural sensitivity and the capacity to modify methods as needed. AI could be useful in coping with the aforementioned challenges in today`s fast developing digital world. For scholars and businesspeople, it would be figuring out how to balance the complex and diverse cultural ties. For example, AI-powered natural language processing (NLP) tools can analyze and understand different languages, dialects, and cultural contexts. This capability enables companies to tailor their communication to be culturally sensitive and appropriate. For example, AI can help in translating marketing materials in a way that maintains cultural relevance and avoids misinterpretations. (Van Esch, & Stewart Black, 2021)

AI is revolutionising marketing techniques. (Rajagopal et al, 2022) It covers the integration of artificial intelligence (AI) with customer relationship management (CRM) systems, highlighting the increased efficiency and effectiveness in operational procedures. AI`s capacity to analyse large amounts of data enables more exact targeting and personalisation in marketing campaigns. This technology breakthrough not only improves traditional marketing, but also opens up new prospects in digital marketing by automating decision-making processes and optimising customer interactions. Also, for example, AI algorithms can analyze vast amounts of data to identify cultural preferences and behaviors among different demographic groups. This insight allows businesses to create personalized marketing campaigns that resonate with specific cultural values and traditions, improving engagement and effectiveness. The study emphasises that, while AI provides tremendous benefits, its deployment necessitates alignment of AI technologies with company objectives as well as a willingness to embrace digital transformation.

To summarise, research on the international market, global market, and brand cross-cultural communication, among other dimensions, provides critical strategies and execution methodologies for increasing product competitiveness in the highly competitive global marketplace. This understanding is particularly vital in the gaming industry, where cultural differences can greatly influence game design, marketing, and player engagement. In section 2.5, the review will examine how cultural marketing specifically impacts the gaming industry, highlighting successful strategies that cater to diverse global audiences.
3.5. [bookmark: _Toc24717]Cultural Marketing in Gaming Industry
Cultural marketing in the gaming business is a complex approach for connecting global game producers with varied user populations. This method entails not just translating language, but also altering tales, characters, and marketing campaigns to represent the distinct cultural subtleties of other countries.

The video game industry is a crucial component within the broader gaming industry, encompassing a diverse array of interactive digital entertainment. Specifically, it leads in technological innovation, driving advancements in graphics, artificial intelligence (AI), virtual reality (VR), and online multiplayer experiences (Goh et al, 2023). This sector not only pioneers digital gaming`s evolution from physical copies to digital downloads and cloud gaming but also influences technological integration across the wider gaming industry. Culturally, video games shape trends, narratives, and social interactions globally, setting standards for storytelling and user engagement. Moreover, its marketing strategies, leveraging digital platforms and influencer partnerships, often set precedents for consumer engagement and outreach in other gaming formats

The fact is, the Video Game Industry (VGI) has received a lot of attention in recent years because of its rapid expansion and far-reaching economic and social consequences. Despite this increased attention, the research landscape remains fragmented, with no comprehensive framework for adequately understanding the industry`s complexity. A new study tries to close this gap by undertaking a thorough evaluation of existing VGI research from a business and management standpoint. (Goh et al, 2023) They synthesise important concepts and components from 84 publications published over the last 15 years to create an integrated evidence-based framework that maps the industry`s core parts and defines their conceptual linkages. While this framework gives a much-needed comprehensive understanding of the VGI, the study also indicates key research gaps, indicating potential future directions for scholars to investigate and enhance their grasp of this dynamic and inventive business.

Meanwhile, the merging of cultural assets and gaming experiences has received a lot of attention, especially in the context of location-based games (LBG). The development of Generation Z, a digital native group, has accelerated this tendency, as they seek new methods to interact with and learn about cultural heritage. One qualitative study in the journal Sustainability investigates this confluence and proposes a methodology for merging cultural heritage and gaming experiences in LBGs designed for Generation Z. Yun`s research, which involved play-testing the LBG Jungdong Milseo with fifteen participants, gives insights into how diverse experiences can be harmoniously combined without jeopardising the game`s integrity. (Yun, 2023) Generation Z prefers LBGs that not only contain historical narratives but also provide fascinating and immersive gaming mechanics, developing a greater understanding and appreciation for cultural heritage. This merging of gaming and cultural legacy has the potential to benefit not only enjoyment, but also education and the preservation of cultural memory.

There is an intricate relationship between video games and cultural affinity, revealing a multifaceted area of scholarly inquiry. Vindigni (2023) Video games serve as contemporary digital mediums that enhance narrative expression, allowing players to engage as active participants and observers of dramatic scenarios. They employ visual aesthetics to depict societal and cultural elements, incorporating architectural styles, avant-garde character cultures, and symbolic landscapes. As the digital era progresses, the intertwining of narrative expressiveness, visual aesthetics, and interactive design in video games creates a cultural sphere that merges traditional storytelling with advanced technological capabilities. This integration not only enhances players` immersive experiences but also facilitates the dissemination and perpetuation of cultural values. Consequently, comprehensively decoding cultural affinity in video games necessitates a thorough examination of narrative, visual, and interactive design attributes to fully grasp the role and significance of video games within contemporary cultural contexts.

For example, the Chinese gaming industry has developed as a significant international trade engine, transitioning from a sector based on imitation to a global leader in original game development and export. This transformation has been accelerated by the expansion of digital devices, the internet, and computing technology, which have driven the gaming sector to the forefront of global economic growth. (Saparova, 2024) Among the various Chinese gaming companies that have earned international notoriety, MiHoYo, which operates under the HoYoverse brand internationally and is the developer of Genshin Impact, is a perfect example of how the Chinese gaming sector may boost overseas trade. HoYoverse has demonstrated the vibrancy and promise of China`s gaming sector in the global market by producing high-quality gaming goods that appeal to an international audience. (Saparova, 2024) Saparova also focuses on the Chinese gaming industry`s role in promoting cross-border economic engagement, as well as strategic initiatives taken by companies such as HoYoverse to broaden their global reach and strengthen foreign trade ties. (Saparova, 2024)

To elaborate, the study closely evaluated miHoYo`s success, and concluded that it was due to its creative game development and marketing techniques. (Yao, 2024) The company`s games prioritise user experience, featuring interesting storylines, immersive graphics, and simple controls. In addition, miHoYo connects with its target audience through a multi-channel marketing strategy that includes social media, online communities, and influencer marketing. Current research on miHoYo`s game development and marketing methods has centred on a variety of topics, including its unique approach to game design, smart marketing campaigns, and cultural export initiatives. He praised the company`s ability to make games that appeal to a broad audience while retaining a distinct cultural identity. Furthermore, the author investigated the influence of technology in miHoYo`s success, namely the incorporation of AR and VR into game concepts, and suggests that technical improvement would be the next trend that dominate the game market for better player experience. (Yao, 2024)

To sum up, cultural marketing in the gaming business refers to a variety of tactics for making games more appealing and accessible to gamers from varied cultural backgrounds. By adopting cultural marketing, game makers may build more interesting and inclusive experiences that appeal to players globally.


4. [bookmark: _Toc9810]Chapter 3: Research Methodology
This chapter discusses research methodology, from which this paper will be drawn. The rationale for selecting the interpretative research paradigm are outlined, as well as the approach, methodologies, and design for data collection using the Research Onion. The investigative techniques of Genshin Impact interviews and questionnaires for developing cross-cultural marketing strategies are also covered. 
4.1. [bookmark: _Toc5268]Introduction
The primary goal of this chapter is to outline the study technique used to investigate the cultural marketing strategies adopted by Genshin Impact. This comprises the research design, data collection methods, data analysis procedures, ethical issues, and measures for ensuring that the findings are reliable and valid. The study takes a mixed-methods approach, integrating qualitative and quantitative research methodologies to provide a thorough knowledge of how cultural components are integrated into the game`s marketing strategy and how they influence player perceptions and behaviours. The qualitative component comprises 4C modal (Kotler, Kartajaya, and Setiawan, 2017), multimodal discourse analysis (Halliday, 2008) of marketing materials and in-game content, whilst the quantitative component includes a survey and interviews with players to capture their viewpoints and experiences.

This study will use a mixed-methods approach to capture the complexity and richness of Genshin Impact`s cultural marketing strategy, providing insights into how the game appeals to a diverse, global audience and how it uses cultural elements to increase player engagement and satisfaction.

Research objectives that directly address each of the goals and help to realise the study`s overarching purpose are as follows:
1　 What aspects of culture are included in and how are they portrayed in Genshin Impact`s marketing collateral? 
2　 How do players with different cultural backgrounds view and react to Genshin Impact`s cultural marketing initiatives? 
3　 How may the cultural marketing strategy of Genshin Impact be applied to other games or businesses to improve audience engagement and cultural inclusivity?

4.2. [bookmark: _Toc13200]Research Design
[image: reference/2017.07.26%20methodology/research%20onion.png]
Figure 1: The research `Onion`adapted from Saunders, 2015
4.2.1. [bookmark: _Toc493843093][bookmark: _Toc24581]Research Philosophy
A mixed-methods approach is ideal for this subject since it allows for the examination of complicated phenomena from various angles. The research onion framework, created by Saunders et al. (2015), provides a thorough structure for developing and carrying out research. It has six layers: research philosophy, research methodology, research strategy, research options, time horizon, and methodologies and procedures. Each layer influences the decisions taken in later phases of the research process.The qualitative component allows for a thorough evaluation of Genshin Impact`s marketing materials and in-game content using multimodal discourse analysis, revealing the nuanced ways in which cultural components are entrenched and communicated. The quantitative component, which includes surveys and interviews with players, collects statistical data on player attitudes and behaviours, providing generalizable insights.

The philosophy is founded on interpretivism, which asserts that reality is socially constructed and subjective. This philosophy focuses on comprehending people`s meanings and experiences in their own context. Interpretivists argue that quantitative measures cannot fully explain the complexities of human conduct and societal processes. Instead, qualitative methods like as interviews, focus groups, and ethnography are used to gain a thorough knowledge of people`s perspectives and experiences. (Melnikovas, 2018)

Another philosophy is pragmatism, which is a realistic and adaptive research philosophy that focuses on the study topic and applies all available approaches to address it. Pragmatists believe that the approach chosen should be determined by the study question rather than any philosophical position. This strategy typically results in the employment of mixed methods, which blend quantitative and qualitative methodologies to provide a more comprehensive understanding of the research topic. Pragmatism prioritises the practical application of research findings and values results that address real-world problems. (Melnikovas, 2018)

For the study on Genshin Impact`s cultural marketing strategy, a combination of interpretivism and pragmatism provides a robust framework for understanding the complex and multifaceted nature of cultural marketing in digital games. The interpretivist stance allows for an in-depth exploration of players` subjective experiences and perceptions, while pragmatism ensures that the research methods are flexible and suited to the research questions.
4.2.2. [bookmark: _Toc493843094][bookmark: _Toc10840][bookmark: _Toc493843095]Research approach
The mixed-methods technique is ideal for investigating complicated phenomena like cultural marketing in digital games. It draws on the qualities of both qualitative and quantitative methodologies to capture both the depth of subjective experiences and the variety of measurable outcomes. This technique is consistent with the interpretivism research philosophy in that it prioritises the study of meanings and experiences, whilst pragmatism leads the practical application of procedures to efficiently achieve research objectives. (Asher & Popper, 2019)

The research methodology combines deductive and inductive principles. The study begins with existing cultural marketing ideas (deductive) and tries to verify and refine them using empirical evidence. Concurrently, it uses inductive reasoning to identify new insights and patterns in the qualitative data. This mixed-methods approach, based on the philosophical underpinnings of interpretivism and pragmatism, ensures a thorough and nuanced understanding of how cultural components are incorporated into Genshin Impact`s marketing strategy and how players interact with these elements.
4.3. [bookmark: _Toc22651]Research strategy
Multimodal Discourse Analysis (MDA) is an analytical technique utilised in a variety of subjects, including linguistics, communication studies, media studies, and cultural studies. (Halliday 2008) It examines how meaning is formed by the interaction of various modes of communication within a text or discourse. This method is particularly useful for analysing advertising materials and game content that use a variety of semiotic resources to convey cultural messages.It looks at not only the linguistic components of communication, but also how these linguistic parts interact with other nonverbal modalities to create meaning within a text or speech. MDA is used in a variety of scenarios, including analysing ads, movies, video games, social media posts, and other types of media and communication. In the context of your Genshin Impact research, you would use MDA to analyse how the game`s promotional materials, in-game storylines, and visual and auditory elements work together to express cultural themes and messages. (Cesário, et al., 2023)

MDA enables academics to investigate how cultural marketing strategies use different modes (such as visuals, language, and symbols) to express and communicate cultural symbols, values, and identities. (Halliday 2008) In the case of Genshin Impact, for example, MDA would examine how people, settings, and storylines are depicted visually and narratively in order to engage with cultural themes inspired by real-world civilizations such as Chinese and Japanese traditions. Furthermore, MDA aids in understanding how cultural meanings are formed and communicated via marketing materials. It investigates how many forms interact to express particular cultural meanings and beliefs. (Halliday 2008) For example, in cultural marketing for Genshin Impact, MDA could examine how promotional videos, character designs, and in-game events use visual and narrative components to create cultural authenticity or appeal.MDA can help with comparisons across cultural contexts by examining how marketing tactics adapt or reinterpret cultural symbols for global consumers. In the example of Genshin Impact, which is inspired by many East Asian cultures, MDA may investigate how these cultural components are localised and presented to appeal to gamers worldwide.

To summarise, Multimodal Discourse Analysis offers a methodological framework for examining how cultural marketing tactics use multimodal communication to represent, construct, and express cultural meanings and identities. It provides insights on how these methods influence audience perceptions and contribute to cultural engagement in the context of media and entertainment, such as video games like Genshin Impact.

After a thorough analysis of how culture is within and influences the product itself, testing how its cultural elements also perform and affect consumers becomes clear. Therefore, the 4C model offers a structured framework for assessing major areas of marketing effectiveness in terms of cultural representation and participation. 

The "Consumer" component of the 4C model focuses on determining player demographics, preferences, and cultural sensitivity. This involves examining how Genshin Impact tailors its characters, tales, and advertising materials to appeal to a wide range of global audiences while respecting and accurately expressing regional nuances. The "Cost" component evaluates the perceived value and cost of in-game purchases, impacted by cultural factors. It investigates how cultural marketing methods influence players` propensity to invest in virtual goods or experiences based on cultural themes. The "Convenience" dimension looks at the accessibility and user experience of culturally oriented information on Genshin Impact. It looks at how well the game incorporates cultural factors into gameplay mechanics and user interactions. The "Communication" element evaluates the effectiveness of communication tactics in conveying cultural themes to participants. It looks at how Genshin Impact communicates cultural authenticity and relevance through storytelling, visual design, and community engagement. (Gupta et al., 2021)

This part finishes with an overview of how the 4C model was used to evaluate Genshin Impact`s cultural marketing approach. It highlights key findings and insights from each model component, allowing for a more comprehensive understanding of the game`s approach to cultural representation and audience interaction. (Gupta et al., 2021) By incorporating the 4C model into the research technique, this study attempts to give an organised and informative analysis of how Genshin Impact uses cultural components to connect with players around the world. This method ensures a detailed analysis of marketing effectiveness while taking into account cultural sensitivity and audience perceptions.
4.4. [bookmark: _Toc29229]Data Collection
This section describes the data collection methods utilised in the study, including the procedures for acquiring qualitative and quantitative data to evaluate Genshin Impact`s cultural marketing approach. The data collection process aims to deliver comprehensive insights by combining multimodal discourse analysis, questionnaires, and interviews.
4.4.1. [bookmark: _Toc5747]Qualitative Data Collection
MDA is used to analyse Genshin Impact`s advertising materials and in-game content, with a focus on how different modes of communication interact to express cultural themes. MDA collects data from official promotional movies and trailers, social media marketing, and in-game content like as character designs, narratives, events, and locations. (Cesário, et al., 2023) The data gathering technique entails selecting a representative sample of materials, categorising them to discover recurring themes and symbols, and integrating the results to better understand how different modes together express cultural meanings. This approach aids in uncovering the subtle ways in which cultural aspects are incorporated and conveyed across diverse media. (Halliday 2008)

Semi-structured interviews are done with Genshin Impact players to collect detailed qualitative data on their perceptions and experiences with the game`s cultural marketing. Purposive sampling is used to choose participants from a diverse range of demographic and cultural backgrounds. The interview guide consists of open-ended questions aimed at assessing players` awareness, perceptions, and interaction with cultural topics in the game. Interviews are done in person or online, then transcribed and analysed using thematic analysis to discover major themes and patterns. This technique provides in-depth insights on how players engage with and interpret the cultural themes given in Genshin Impact.
4.4.2. [bookmark: _Toc31867]Quantitative Data Collection
Surveys are used to gather quantifiable data on player awareness, perceptions, and behaviours about Genshin Impact`s cultural marketing efforts. The survey questionnaire includes closed-ended questions about player demographics, awareness of cultural themes, perceptions of cultural representation, and spending habits. Before dissemination, the survey is pre-tested with a limited group of players to confirm its clarity and dependability. The survey is then distributed online via gaming forums, social media groups, and other venues popular among Genshin Impact gamers. The collected replies are securely saved to protect confidentiality and analysed using statistical software to find trends and correlations. This strategy provides a broad, generalised view of how players react to the game`s cultural marketing initiatives.

As time, space, and distance, and other elements considered, a suitable data base include 6 interviews of people from 3 countries, and 100 surveys would be assignable. Interviews will conduct via Tencent and ZOOM platform, while surveys will be handed out via wenjuanxing and miyoshe platform.
4.5. [bookmark: _Toc7434]Ethical Considerations
A number of crucial aspects are covered by ethical concerns for research on Genshin Impact`s cultural marketing approach in order to safeguard participant rights, privacy, and well-being in addition to maintaining the integrity of the study procedure. The following are some particular ethical issues with this subject: 
1　 Make sure that before consenting to participate, participants are thoroughly educated about the purpose, methodology, possible dangers, and rewards of the research. 
2　 Get the informed consent of every participant, including the players, interview subjects, and others whose conversations or material is being examined. 
3　 Preserve the privacy of the data and personal information that research participants provide. 
4　 Respect and acknowledge cultural sensitivity, customs, and beliefs that are pertinent to the study`s subject and participants. 
5　 Steer clear of misrepresenting or stereotyping cultural components in marketing tactics or promotional materials that are examined. 
6　 To guarantee appropriate interpretation and representation of cultural components in the research, get feedback from participants or cultural experts.
4.6. [bookmark: _Toc8670]Reliability and Validity
Reliability refers to the regularity and reliability of study results. To assure the study`s dependability, numerous steps were done. To begin, consistent data collection techniques were adopted to ensure uniformity. Similarly, a semi-structured interview guide was utilised to ensure that core subjects were covered consistently across all interviews, while also providing for freedom to delve deeper into certain areas as needed. Second, the research team responsible for data collection and analysis received extensive training to guarantee a common grasp of the data collection devices and procedures, thereby reducing potential variability. In addition, both the survey and interview guides were pilot tested with a small group of participants. 

Validity refers to the accuracy and veracity of research findings. Content validity was maintained by carefully selecting survey and interview questions that matched the research goals. To address construct validity, recognised theoretical frameworks, such as the 4C model and multimodal discourse analysis, were used to guide research design and analysis. This congruence with theoretical conceptions ensures that the study appropriately assesses the desired notions. Furthermore, to enhance external validity, a broad and representative sample of Genshin Impact players was chosen, increasing the generalizability of the results. Throughout the research process, the methodology was documented clearly and transparently, allowing other researchers to replicate and verify the work. 
4.7. [bookmark: _Toc1164]Limitations
This study on Genshin Impact`s cultural marketing strategy has a few shortcomings that should be noted. The sample size and diversity of participants may not accurately represent the larger player base, thereby limiting the findings` generalizability. The use of self-reported data from surveys and interviews involves biases such social desirability and recollection bias, which can undermine data dependability. Compared to a longitudinal method, the cross-sectional design limits the ability to capture changes in player perceptions and behaviours over time. Furthermore, the subjective nature of cultural interpretation means that various players may perceive cultural aspects differently, and researcher biases may influence the qualitative analysis. The study`s scope was relatively limited, focusing solely on advertising materials, in-game content, and player perceptions rather than diving extensively into larger marketing techniques and trends. Technological restrictions in managing and analysing complex multimodal data limited the depth of the analysis. Despite these limitations, the study offers useful insights while also highlighting topics for future research to have a more complete understanding of cultural marketing in digital games.
4.8. [bookmark: _Toc23278]Conclusion
This chapter describes the research methods used in the analysis of Genshin Impact`s cultural marketing approach. The chapter opened with an overview of the research approach, emphasising the use of both qualitative and quantitative methodologies to provide a full study. The research design section described how the MDA and the 4C model were integrated to lead the investigation, resulting in an organised and theoretically grounded approach. Data collection approaches, such as surveys, interviews, and multimodal discourse analysis, were explained, emphasising the significance of gathering diverse and rich data.

In conclusion, this chapter has offered a full overview of the methodological framework and techniques employed in this study, enabling a thorough and trustworthy analysis into Genshin Impact`s cultural marketing strategies. The following chapters will expand on this foundation by presenting the findings and analysis produced from the collected data, as well as analysing the implications for understanding and improving cultural marketing in digital games.



5. [bookmark: _Toc9906]Chapter 4: Data Analysis
This chapter provides a thorough examination of the data gathered from the surveys and interviews conducted for this study. The analysis is based on two major frameworks: the MAD (Multimodal Analysis Discourse) and the 4C model, which provide a solid technique for investigating Genshin Impact`s cultural marketing methods. The MAD framework will allow for a thorough evaluation of the game`s multimodal elements, and the 4C model—which includes Customer Value, Cost to the Customer, Convenience, and Communication—will shed light on the strategic marketing aspects.

The decision to employ MDA is based on interview data, which demonstrated that customers are most motivated to pay for the game`s content—storytelling, music, and visual features. This implies that the game`s multimodal aspects have an important role in attracting and retaining players. (Cao, 2024) As a result, the first analysis section of this chapter uses MDA to investigate how these product aspects effect player engagement and spending, and how its culture communication is well embraced by them. (Cesário, et al., 2023) Following the MDA, the 4C model will be used to investigate player reactions to the product. This approach sheds light on the strategic marketing components, demonstrating how the game`s content influences player perceptions and behaviours.

The chapter begins with a descriptive study of the overall results, followed by an in-depth exploration into the underlying logic of consumption. By combining these findings, the study hopes to reveal the subtle ways in which Genshin Impact interacts its varied player base through culturally relevant content. This method not only illuminates the game`s marketing strategies, but it also provides a more comprehensive understanding of its global appeal.

5.1. [bookmark: _Toc14363]Overall Data Reveal
5.1.1. [bookmark: _Toc16758]Basic Information
The study used both quantitative and qualitative data collection approaches to conduct a thorough investigation of player involvement with Genshin Impact`s cultural components. The poll was completed by 100 people, the vast majority of whom were between the ages of 18 and 34. The gender distribution was nicely balanced, ensuring a diversity of opinions. Geographically, 70% of respondents were from Asia, with 30% from Western regions, allowing for a comparison of cultural preferences between different groups. The poll aims to collect comprehensive statistical data on player preferences, such as preferred in-game regions, personalities, and cultural themes.

In addition to the survey, in-depth interviews with six individuals were undertaken to obtain more detailed information. These interviews focused on personal experiences with the game, namely how cultural factors, character development, and the game`s music and visuals influenced players` overall participation. The respondents were a broad group, and their opinions complemented the qualitative study. The study and interviews provided a comprehensive understanding of how different cultural features of the game resonate with players of various demographics, establishing the framework for analysing the influence of these factors on player behaviour and Genshin influence`s cultural marketing efforts.

5.1.2. [bookmark: _Toc22929]Quantitative Analysis 
Surveys have been sent out online and collected 100 results. Noticeable data are shown below:


	Title
	Groups
	Frequency
	Proportion

	Age 
	18-34
	100
	1

	Gender
	Male
	62
	0.62

	
	Female
	38
	0.38

	Geographical Distributed
	Asia
	72
	0.72

	
	West
	22
	0.22

	Preferred In-game Region
	Average
	19.3
	0.19

	Cultural Theme Preference
	Asia
	Fontaine
	68
	0.68

	
	West
	Sumeru
	56
	0.56

	Engagement Frequency
	Daily
	54
	0.54

	
	Weekly
	43
	0.43

	
	Monthly
	3
	0.03

	How much does the cultural representation influence decision to purchase in-game content?
	Not at All
	75
	0.75

	
	Slightly
	23
	0.23

	
	Moderately
	2
	0.02

	
	Very Much
	0
	0

	Have any specific marketing campaigns (e.g., regional events, themed promotions) motivated to make in-game purchases?
	Yes
	67
	0.67

	
	No
	33
	0.33

	Does Genshin Impact`s cultural representation enhance your perception of the brand?
	Yes
	78
	0.78

	
	No
	2
	0.02

	
	Neutral
	20
	0.2

	What percentage of your in-game spending is on culturally themed content?
	0-25%
	37
	0.37

	
	26-50%
	54
	0.54

	
	51-75%
	7
	0.07

	
	76-100%
	2
	0.02

	What kind of cultural themes would you like to see in future Genshin Impact updates?
	Asian
	23
	0.23

	
	European
	34
	0.34

	
	African
	12
	0.12

	
	Others
	3
	0.03

	
	Neutral
	28
	0.28

	How effective do you think Genshin Impact`s cultural marketing strategy is?
	Not Effective
	7
	0.07

	
	Somewhat Effective
	74
	0.74

	
	Very Effective
	19
	0.19

	Do you believe that incorporating diverse cultural elements in the game could significantly impact Genshin Impact`s global sales?
	Yes
	82
	0.82

	
	No
	2
	0.02

	
	Unsure
	16
	0.16

	How does Genshin Impact`s cultural marketing compare to other games you play?
	Better
	93
	0.93

	
	Worse
	0
	0

	
	Same
	7
	0.07


Figure 2: Main Survey Results, 2024
Figure 3: Main Survey Results (for Asian vs. Western Comparison), 2024
To compare the perception between Asian players and Western players, data are separated as above.

To test hypothesis 1, cultural promotion within Genshin Impact will influence player in-game purchases, survey results showed that 75% of respondents said cultural representation had no influence on their purchase decisions, 23% said it had a minor influence, and 2% said it had a moderate impact. Given the modest levels of effect observed, the data do not clearly support this hypothesis, implying that other factors may play a larger role in motivating in-game purchases. Data from Asian and Western gamers demonstrate that neither group considers cultural representation to be a significant factor influencing purchasing decisions. However, Asian players reported somewhat higher satisfaction with cultural representation (score of 4) than Western players (score of 3), suggesting that, while cultural representation does not drive purchases, it does influence player enjoyment, particularly in the Asian market.

As with hypothesis 2, desire for cultural recognition among global players influence the effectiveness of Genshin Impact`s cultural marketing strategies, the results revealed that 68% of Asian respondents preferred cultural aspects specific to their region, while 74% of all participants thought the game`s cultural marketing strategy was somewhat effective. This supports the premise that cultural awareness has a considerable impact on marketing efficacy.The study discovered that Asian players rated the perceived authenticity of cultural components higher (4.3) than Western players (3.9). Furthermore, Asian players were substantially more interested in culturally relevant events (4.8) than Western players (3.7). This demonstrates that Genshin Impact`s cultural marketing strategies are particularly effective among Asian players, who are more likely to see features of their own culture reflected in the game.

For hypothesis 3, cultural elements influence players` emotional attachment to characters in Genshin Impact, and this attachment will encourage the exploration of related cultural aspects such as music, values, and architecture, the analysis revealed that a sizable proportion of players (54%) played the game on a daily basis, with 54% of respondents spending 26-50% of their in-game budget on culturally themed stuff. This lends support to the concept that cultural factors play an important role in developing emotional attachment, which in turn motivates investigation of related cultural features.Both Asian and Western players were highly engaged in character backstories, with Asian players scoring somewhat higher (4.6) than Western players (4.1). Furthermore, Asian players gave the game a higher rating for cultural awareness (4.5) than Westerners (3.8). This shows that cultural aspects of the game may resonate more strongly with Asian players, resulting in stronger emotional relationships and a greater appreciation for cultural content.
5.1.3. [bookmark: _Toc28138]Qualitative Analysis
This study interviewed six players from varied areas and roles, each with over a year of gameplay experience, to provide a thorough comprehension of the game and trustworthy data. The table below summarises the basic information of the interviewees:
[image: 1722914265779]
Figure 4: Interviewees Background Information, 2024

Based on the data collected from interviews, several key findings have emerged:
· Initial Engagement vs. Sustained Investment
According to all interviews, players from various demographics first became interested in Genshin Impact because of its promotional operations, which had fine graphics and great music with which no other game could compete. Following are what some interviewees said about their first PV:

“Player1: Never have seen any game is like this before.
Player3: The music is just so attracting, like it echos my heart.
Player4: When you first look at you`d want to jump into it, everybody knows that.
......”

The visual and auditory experience enticed millions of players to download the game, resulting in Genshin Impact`s first success in lunching. Following that, Genshin Impact launched more advertisements with numerous aspects on a high frequency monthly, attracting players from a wide range to join the game or continue playing. For example, Genshin Impact would encourage players with actual bonuses to make re-creations that include gay fanfictions in order to attract LGBT groups, demonstrating a highly friendly and inclusive environment within the game, and players commented this a great improvement for human development:

“ Question: Have you posted re-creations or do you like being seen them on social platforms?
Answers: (Player2) Yes, I love those CPs and every body`s talking about it. There`s no judgment against any CPs, everyone`s respecting each others preferences. This has never happened in any other games before. People will always fight for their own characters, but in Genshin Impact, it just amazingly do not exist such a things. Like all of us are well educated to accept who they want to be, I would like to say it is a great improvement of our world.”

Despite being attracted in by promos, players choose to spend money on the game because of its content. According to the data collected in this study, no player made an in-game purchase for any commercial or campaign activity. Players are willing to pay for narration, music, and visual features that they value highly. 

“ Question: Have you made any in-game purchase?
Answer: (Player2) Yes, I topped up for Wriothesley.
Question: What makes you want to pay, is it the commercial advertisement too attractive?
Answer:(Player2) No, I did not like Wrio at all at the beginning. Later when I evolved in the stories, that is where I find him charming. How can you not want to give your best to Wrio when knowing his broken past. I`m willing to top up more for him.”

From the conversation, it is easy to find that the immersive and high-quality content is what finally persuades players to buy in-game items. After recognising this scenario, Genshin Impact pursued other promotional strategies, which will be discussed in Section 4.3.

· Differences Thinking Logic Between Western and Chinese Players
The study`s most interesting finding is that Western players have different goals and game experiences than Chinese players. These distinctions are influenced by different logical thinking processes, living conditions, education, and cultural beliefs. (Danesi, 2024) Western players frequently seek a more personalised and exploratory gaming experience, prioritising narrative richness and character development. They prefer to perceive themselves as global citizens, and hence would adopt this orientation in the open-world game, which means they do not need to see many self-presented cultural items, but rather more details about other cultures. But the data on how they like Liyue (represents China in the game) reveals discouragement. More than 80% of players would not willingly want to explore Liyue, palyer5 also mentioned “Liyue is too mountainous, it`s my least like area.”, despite the fact that the likeness of Liyue characters is over 95%, preference for non-character related designs, such as willingness to in-depth culture heritage knowledge, shows neural, and overall satisfaction is not as expected by the study, which hypothesises that the likeness and exploration preference and other coefficients are positively correlated. Detailed examples during the interview is as followed:

	Player5(English)
	Player2(Chinese)

	How do you like Liyue?
It is my least like area, too many mountains.
	How do you think of Liyue?
It`s perfect. It well combined our culture elements, I love it. Makes me feel home.

	Any Liyue character you like?
Yes, Hutao and Gaming. I love Hutao.
	Any Liyue character you like?
Zhongli, Xiao.They are a perfect match, and their story touched me so hard.

	Is it because the life-death value Hutao promotes that attracted you?
No. She`s pretty, gorgeous. Her design is sexy.
	What of Liyue attract you?
The design, buildings, clothes, food, stories, values, everything.

	Has Hutao ever encouraged you to explore more in Liyue or say interested you to find out more about Chinese culture?
As I said earlier, I have not explored much in Liyue. 
	Do you expect foreign players to like Liyue? Is Chinese culture well present in the game?
Sure, I would hope them like our culture. And yes, absolutely well presented, even though not all of our culture, after all we are so big, but yes.

	Do you expect to see more of your culture in the game?
No need to. But if there is, it is nice, but does not have to. I would like to see more cultures of others.
	Do you want to see more cultures or just more Chinese culture to attract foreign players?
No need to focus on Chinese culture. I would like to see all kinds of cultures in the game, I`m looking forward to the Russian map. But of course I would like foreign players to like our culture, but if they are not interested, we can not force them.


Figure 5: Interviewees Comparison of Culture Communication between Chinese and English Players, 2024
Chinese players, on the other hand, may hope western players to see or admire Liyue`s music, cultures, or viewpoints, because global citizenship is not a mainstream concept in China. 81 % Chinese players from the surveys want the game to be a successful culture exporting project, and hope western players to know Genshin Impact is a Chinese brand, demonstrating a strong collectivism identity based on Hofstede`s theory. (Hofstede, 1980) However, Chinese players who have adopted global citizenship principles reflect the Western view that it is more vital to explore the globe than to promote their own nation, accounting for 19% of the proportion. The variety of gaming goals and experiences reflects cultural variances in gaming preferences and behaviours.

· Diversity and Representation
With Nata (based on South America) coming, western players are strongly advocating for greater diversity representation, including more dark-skinned characters. This is viewed as a step towards increased diversity and representation in the gaming industry. In contrast, Chinese players frequently see the inclusion of more dark-skinned characters as an imposition of political correctness, and believe westerners have a dual standard towards races because they did not ask for yellow skin characters for Asians. (Dunhaj, 2024)

“ Question: How do you think some westerners are asking for more dark skin characters?
Answer:(Player1) So they think we Asians skins are as light as they are? They never said Asian characters not yellow enough. And I don`t think may players actually care, it is just some western rights-fever groups are making noises.
(Player3) It is ok to have more dark skin characters, but it`s just a game, not everything is about politics. I don`t think there are racial problems in Asia.
(Player5) It is true that there are only a few dark skin characters. If Genshin Impact wants do global and culture, it should definitely consider that.”

This reflects broader culture ideas about race and representation, which can vary greatly from Western perspectives. Furthermore, China`s historical and national background as a non-immigrant country support this stance. Many players may not completely comprehend the importance of including diverse characters, viewing them as less essential to their settings. (Cao, 2024) However, from a company`s standpoint, the inclusion of different characters is an essential activity for worldwide appeal and diversity, and deserves additional consideration.

These key findings provide a full understanding of player motives and cultural differences, which will be used in later analyses with the MDA and the 4C model.
5.2. [bookmark: _Toc28496]MDA Analysis
To analyse the gaming industry`s influence on players, we must first understand how games operate. This involves the Multimodal Large Language Model, which aims to use text, images, and sound, among other things, to provide players with a more comprehensive and rich interactive experience, while the game`s localisation and scene style design will have a direct impact on the players` consumption, which will eventually be reflected in the company`s profits. (Bai, 2024) The narrative approach is critical in the gaming industry, not only because it is a significant aspect of the product`s features, but also because cultural transmission and communication occur through the storytelling. (Cao, 2024) Currently, there is a mature Hollywood industrialisation narrative system that can assist game companies with game planning, character design, and scripts design, but the effective of operation is determined by the player market. (Damberg, 2024) In other words, in the gaming industry, story narrative to a large extent determines the effectiveness of game product`s cross-cultural strategy, no matter it is an export game project or not. (Joos, 2024) This was also confirmed in interviews, with every player agreeing that Genshin Impact is a cultural product. Thus, in-depth MDA analysis of game products is appropriate and important.

Genshin Impact excels in crafting detailed and immersive character backstories that contribute to the overall narrative depth. Each character in the game has a distinct background that explains their motives, hardships, and personal development. To better explain the specialty in this gaming industry, following analysis will take one character as example along with interview respond to assist this point. According to Genshin Impact`s Overseas Character Popularity Results, character Furina, origins from France, maintained top 1, earning $5,270,732 on the character`s first day of release. (Cao, 2024) Surprisingly, half of the interviewees made their first in-game purchase for this character because of its captivating story, charming demeanour, and value, an artistic proud french young goddess who adores exquisite french opera and European literature and burdened responsibilities for centuries alone then sacrificed to save the world. This emotional resonance has a tremendous impact on player investment, as players feel more committed to the characters and the world they inhabit. According to interview feedback, players frequently remember and replay specific cutscenes or moments that struck a chord with them emotionally, emphasising the importance of visual aesthetics in establishing long-lasting memories within games. This is not a common scenario in other industries such as retail, fast-food, or finance, etc. Consequently, the brand reputation through this culture communication has trieved Genshin Impact a second big victory after their first similar movement in 2022. By the time of Furina`s first return in 2024, the cash flow has broke the $250,882 Chinese market record. (Cao, 2024)
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Figure 5: Example of Design for Furina in Trial, 2023

The MDA analysis reveals that the storytelling, visual aesthetics, and music of Genshin Impact play a crucial role in cultural communication. These elements work synergistically to create an immersive experience that resonates with players on multiple levels, driving their continued engagement and financial investment. (Kovalenko, 2024) This detailed understanding of how multimodal elements influence player behavior sets the stage for the subsequent analysis using the 4C model.
5.3. [bookmark: _Toc29309]4C Model
5.3.1. [bookmark: _Toc19150]Consumer (Customer Needs and Wants)
Genshin Impact`s success can be largely attributed to its deep understanding of player preferences across different cultural and regional backgrounds. The developers have skillfully integrated diverse cultural elements into the game, such as identity, power, and morality. This thoughtful inclusion of cultural diversity helps players feel represented and more connected to the game`s world. (Greting, 2022) Moreover, Genshin Impact offers a wide array of content that caters to different types of players, whether they prefer lore-rich narratives, intense combat, or puzzle-solving. This variety ensures that a broad spectrum of gaming preferences is addressed, keeping players engaged. (Asher, 2019) The game`s storytelling is particularly noteworthy, as it features complex character development and evolving storylines that keep players invested over time. Many players are drawn to the emotional depth and relatability of the characters and their stories, which is a critical factor in sustaining their engagement. 

[image: 1726637831683]
Figure 6: Example of Representation for Egypt and Indian Culture, 2022

Customization and personalization are other key aspects of how Genshin Impact meets the needs and wants of its players. The game allows players to choose and develop characters that align with their play style and aesthetic preferences, fostering a personal connection to the game. (Bala, 2018) This is further enhanced by the gacha system, where players can “wish” for characters and weapons, adding a layer of anticipation and satisfaction when they acquire a desired character. The ability to tailor the gaming experience to individual tastes, along with the option to explore the game world at one`s own pace, gives players a sense of autonomy that is highly appealing. Furthermore, the social features of the game, such as the co-op mode, enable players to share their personalized experiences with others, deepening their engagement and connection to the game.
5.3.2. [bookmark: _Toc29826]Cost (Cost to Satisfy)
Genshin Impact`s monetization strategy is a crucial component of its overall success, balancing cost with perceived value in a way that resonates with its diverse player base. The game employs a free-to-play model supplemented by microtransactions, including gacha mechanics for obtaining characters and weapons, battle passes, and other in-game purchases. This model allows players to engage with the game without any upfront cost, lowering the barrier to entry and attracting a wide audience. However, the way players perceive the value of in-game purchases varies significantly based on their personal experiences and cultural backgrounds. (Bartosik-Purgat, 2024)

The perceived value of Genshin Impact`s content is a key factor influencing player spending. Many players justify their expenditures by pointing to the game`s high-quality production, including its deep and engaging storyline, meticulously designed characters, and the immersive open-world experience. For these players, the cost of in-game purchases is seen as a fair trade-off for the enjoyment and satisfaction they derive from the game. (Cao, 2024) The continuous release of new content, such as character updates, events, and story expansions, also helps maintain this perception of value, as players feel they are getting ongoing entertainment and fresh experiences for their investment.

Differences in cultural perspectives on spending also play a role in how the cost is perceived. For instance, Western players might be more focused on the fairness of the gacha system and how it compares to other games, while players from other regions might view the system through a different lens, possibly influenced by local gaming culture and societal attitudes towards spending on entertainment. (Bhattacharya, 2023) These varying perceptions can impact the overall player experience, with some players feeling satisfied with their purchases while others may be more critical of the game`s monetization practices.

Genshin Impact also balances cost with convenience, ensuring that players who choose to spend money feel that they are receiving value for their investment. For example, the game offers various in-game currencies that can be purchased and used to acquire characters, weapons, or other items, allowing players to enhance their experience without needing to invest excessive time. Additionally, the game often provides opportunities for players to earn in-game rewards through gameplay, which can reduce the pressure to spend real money, making the game accessible to both free-to-play and paying players. (Dewi, 2024)

In conclusion, Genshin Impact`s approach to cost is multifaceted, with a focus on delivering value that aligns with player expectations. The game`s monetization strategies are designed to appeal to a broad audience, offering a flexible and rewarding experience regardless of how much a player chooses to spend. This balance between cost and satisfaction is a critical aspect of the game`s enduring popularity and success.
5.3.3. [bookmark: _Toc5856]Convenience (Ease of Access)
Genshin Impact`s success can also be attributed to the high level of convenience it offers players, ensuring that the game is easily accessible to a broad and diverse audience. One of the key factors in this accessibility is the game`s availability across multiple platforms, including PC, console, and mobile devices. This cross-platform availability allows players to engage with the game in a way that suits their lifestyle, whether they prefer playing at home on a high-end gaming PC or on the go using a mobile device. (Molnar, 2024) The seamless experience across these platforms also means that players can switch between devices without losing progress, adding to the game`s overall convenience.

Another critical aspect of Genshin Impact`s accessibility is its localization efforts, which have been instrumental in making the game appealing to a global audience. The developers have invested in translating the game into multiple languages and tailoring certain aspects of the game to fit cultural preferences in different regions. This comprehensive localization goes beyond just language translation, extending to cultural nuances in character dialogue, story elements, and even the design of certain in-game assets. As a result, players from various cultural backgrounds can enjoy the game in a way that feels familiar and culturally relevant, enhancing their overall experience and satisfaction. (Ni, 2024)

Genshin Impact`s user experience (UX) design also plays a significant role in its accessibility. The game features a well-designed and intuitive interface that caters to both seasoned gamers and newcomers alike. The onboarding process is smooth, with tutorials and guidance that help new players understand the game`s mechanics without feeling overwhelmed. Moreover, the game`s user-friendly controls and navigation, particularly on mobile devices, make it easy for players of all skill levels to engage with the content. This ease of use lowers the barrier to entry and encourages a wider range of players to explore and enjoy the game.
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Figure 7: Example of Genshin Impact`s Easy Control UX Design, 2024

In addition to these factors, Genshin Impact`s online infrastructure ensures that players can easily access the game`s content, regardless of their geographical location. The game`s servers are distributed globally, which helps in reducing latency and providing a smooth gameplay experience. (Rajagopal et al., 2022) The developers also regularly update the game to fix bugs, improve performance, and introduce new features, which enhances the reliability and convenience of playing Genshin Impact over the long term.

In summary, Genshin Impact`s commitment to convenience and accessibility is evident in its platform availability, localization efforts, user experience design, and robust online infrastructure. These factors have made the game easily accessible to a wide audience, contributing significantly to its global appeal and sustained success.
5.3.4. [bookmark: _Toc27399]Communication (Two-way Interaction)
Genshin Impact`s strong emphasis on communication and interaction with its player community is a vital component of its success. The game`s developers have cultivated an environment where two-way communication is not only encouraged but actively integrated into the game`s development and marketing strategies. (Sudirjo, 2023) This ongoing dialogue with the player base has allowed the developers to remain attuned to the community`s needs, preferences, and concerns, thereby fostering a sense of trust and loyalty among players.

One of the primary ways Genshin Impact facilitates communication is through its active presence on social media platforms, such as Twitter, YouTube, and Discord. The game`s official accounts frequently post updates, announcements, and behind-the-scenes content, keeping players informed about upcoming events, new character releases, and other game-related news. This regular communication helps maintain player interest and anticipation, as they feel connected to the ongoing development of the game. (Venaik et al., 2023) Moreover, the developers often engage directly with player feedback on these platforms, responding to comments and suggestions, which helps reinforce the idea that the community`s voice is heard and valued.

In addition to social media, Genshin Impact has created opportunities for more structured feedback through surveys and in-game feedback forms. Players are regularly invited to share their thoughts on various aspects of the game, from new features to overall gameplay experience. The insights gathered from these surveys are often reflected in subsequent updates and patches, demonstrating the developers` commitment to incorporating player input into the game`s evolution. This responsiveness not only enhances the player experience but also fosters a sense of involvement, as players see their feedback leading to tangible changes within the game. (Sun et al., 2023)

Community engagement is further strengthened through special events and initiatives that encourage player participation. For example, the game`s anniversary celebrations and themed events often include contests, fan art showcases, and collaborative activities that bring the community together. These events not only create a sense of camaraderie among players but also provide a platform for players to express their creativity and connect with others who share their passion for the game. The developers` support for these community-driven activities highlights their recognition of the players` role in the game`s success and their willingness to celebrate that contribution.
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Figure 8: Example of Official Organised Communication, Genshin Impact Birthday, 2024

Cultural sensitivity is another important aspect of Genshin Impact`s communication strategy. (Van Esch et al., 2021) Given its global audience, the game must navigate cultural differences carefully in its interactions with players. The developers have shown an awareness of these differences by tailoring communication strategies to resonate with various cultural contexts, whether through localized content or culturally specific references in their messaging. This approach has helped the game avoid potential missteps and has contributed to its positive reception across different regions.

In conclusion, Genshin Impact`s approach to communication is characterized by its commitment to two-way interaction with the player community. Through active social media engagement, structured feedback mechanisms, and culturally sensitive communication strategies, the game has successfully built a strong, loyal player base that feels connected to and valued by the developers. This ongoing dialogue is a crucial element of the game`s ability to adapt and thrive in a competitive global market.


6. [bookmark: _Toc12224]Chapter 5 Conclusion and Recommendations
This chapter will summarise previous discussions to draw conclusions about Genshin Impact's cross-cultural marketing efficiency, and to exam the objectives the paper brought has reached or not. Four recommendations will be offered to Genshin Impact as well as other brands facing similar marketing challenges, including emphasizing cultural diversity in the globalization of games, integrating Asian style into cross-cultural marketing activities, leveraging cultural identity to secure financial support, and future research significance of cross-cultural marketing for Emerging Market Brands.
6.1. [bookmark: _Toc1332]Conclusion
This dissertation explored the role of cultural marketing strategies in Genshin Impact, focusing on how these strategies influence player behavior, particularly in terms of in-game purchases, emotional attachment to characters, and the effectiveness of cultural recognition. The findings revealed that while cultural promotion may not be a direct driver of in-game purchases for most players, it significantly enhances their satisfaction and engagement with the game. This was particularly evident among Asian players, who reported higher levels of satisfaction with cultural representation, perceived authenticity, and interest in culturally-themed events compared to their Western counterparts. And each objectives from chapter 1 has been met:

1　 Critically Assessing the Impact of Cultural Promotion on Player Behavior and In-Game Purchasing Decisions:
The study found that cultural promotion has a considerable impact on player behaviour, particularly in terms of emotional engagement and spending decisions. According to the literature, cultural narratives and immersive encounters increase players` attachment to a game. (Vindigni, 2023) In the instance of Genshin Impact, interviews and survey data show that players are driven to make in-game purchases because they value the cultural components included in the game, such as region-specific characters, costumes, and events. This is consistent with previous research highlighting the value of cultural authenticity and storytelling in determining player behaviour and purchasing decisions.

2　 Evaluating the Effectiveness of Genshin Impact`s Cultural Marketing Strategies:
The study`s findings indicate that Genshin Impact has successfully employed cultural marketing to engage a wide global audience. The literature on cross-cultural marketing tactics supports the notion that successful games combine local and global cultural components to appeal to a diverse audience. Interview data and player feedback show how the game`s combination of cultural motifs from many countries adds to its popularity. (Zhang, 2024) Genshin Impact illustrates a successful cultural marketing strategy by embracing global cultural narratives while keeping local authenticity, lending weight to the literature`s thesis for the need for culturally adapted techniques.

3　 Examining the Influence of Cultural Elements on Players` Emotional Attachment to Characters:
The study demonstrates that cultural factors are important in building emotional attachment between players and in-game characters. The literature, particularly on character development and cultural narratives, explains how players establish stronger emotional ties with characters who reflect specific cultural values or themes. (Masuda et al., 2020) Interviews reveal that players have a greater connection with characters who represent behaviours, backgrounds, or aesthetics from cultures they relate to or respect, which encourages them to investigate the game`s cultural material. This is consistent with the literature, which suggests that emotional attachment to characters is a significant driver of both player retention.

4　 Analyzing the Broader Implications of Cultural Marketing in the Gaming Industry:
The literature discusses the broader ramifications of cultural marketing methods, demonstrating how cultural authenticity and inclusiveness can improve a game`s marketability and lifespan. Genshin Impact is a case study of how incorporating varied cultural characteristics leads to increased engagement and overall market success. (Liu, 2024) The dissertation`s findings support the concept that cultural marketing is about more than just promoting content, it is also about facilitating cultural interaction and inclusivity, which are emphasised in the literature. This shows that stronger cultural integration can help the gaming sector attract global players and assure long-term prosperity.

Overall, the research highlights the importance of culturally tailored marketing strategies in global games like Genshin Impact. By effectively integrating diverse cultural elements, the game not only appeals to a wide audience but also fosters deeper connections with players, enhancing their overall gaming experience.
6.2. [bookmark: _Toc9321]Recommendations
Based on the findings, several recommendations can be made for game developers and marketers:
6.2.1. [bookmark: _Toc2250]Emphasizing Cultural Diversity in the Globalization of Games
As Genshin Impact continues to expand its global footprint, one of the critical aspects that the developers need to focus on is cultural diversity. The game`s success in various regions around the world underscores the importance of recognizing and integrating a wide range of cultural elements. However, with global expansion comes the challenge of addressing racial double standards, ensuring racial diversity, and appropriately representing different racial cultures. (He et al., 2024)

One of the significant issues that have surfaced in the gaming industry, and in Genshin Impact in particular, is the perception of racial double standards. This refers to the unequal treatment or representation of different racial groups within the game. (Anafib, 2024) For instance, while the game has made strides in representing various cultures through its distinct regions, the underrepresentation of certain racial groups can lead to feelings of exclusion among players from those communities. To mitigate this, it is crucial for Genshin Impact to broaden its scope of cultural representation, ensuring that characters from diverse racial backgrounds are included and that their cultures are portrayed authentically and respectfully.

Moreover, racial diversity should not be limited to character design alone. It should extend to the narrative, lore, and world-building aspects of the game. By incorporating diverse racial and cultural elements into the storylines, Genshin Impact can offer a richer and more inclusive gaming experience. This approach not only enhances the game`s appeal to a global audience but also promotes a sense of belonging among players from different cultural backgrounds. (Andersson, 2024)

Additionally, addressing the issue of racial culture is essential in avoiding cultural appropriation or misrepresentation. The game developers should collaborate with cultural consultants to ensure that the portrayal of different cultures is accurate and respectful. This could involve deeper research into the cultural practices, values, and traditions of the represented groups, thus avoiding superficial or stereotypical depictions. By taking these steps, Genshin Impact can lead by example in the gaming industry, setting a standard for cultural inclusivity and sensitivity.
6.2.2. [bookmark: _Toc29595]Integrating Asian Style into Cross-Cultural Marketing Activities
One of Genshin Impact`s most distinctive features is its strong foundation in Asian culture, particularly evident in the design of its characters, environments, and narratives. As the game seeks to expand its reach in Western markets, it is essential to consider how Asian culture can be effectively integrated into cross-cultural marketing strategies.

Currently, European countries have not fully embraced the ACG (Anime, Comic, and Games) culture to the extent seen in Asia. This presents a unique opportunity for Genshin Impact to introduce and popularize Asian cultural elements in regions where such influences are less prevalent. The game`s unique blend of traditional Asian aesthetics with modern gameplay mechanics can serve as a bridge between these cultures, creating a new and exciting experience for Western players. (Cao, 2024)

One effective strategy could involve incorporating elements of Asian fan culture into promotional activities. Events such as character birthday parties, voice actor meet-and-greet sessions, and special themed events are common in Asian gaming culture and have been proven to foster strong community engagement. (Sun, 2023) By bringing these types of events to Western audiences, Genshin Impact can increase user engagement, build loyalty to its characters, and ultimately boost profitability.

For example, a character`s birthday event could involve special in-game activities, limited-time rewards, and even real-world events where fans can celebrate together. These events not only generate excitement and increase player retention but also help deepen the emotional connection between players and the characters they love. (Xia et al., 2024) Moreover, these activities provide opportunities for cultural exchange, where Western players can learn more about Asian cultural practices and values through their interactions with the game.

Additionally, voice actor meet-and-greet events, which are highly popular in Asia, could be adapted for Western audiences. (Xia et al., 2024) These events allow players to engage with the voice actors behind their favorite characters, further humanizing the characters and creating a deeper emotional bond. By localizing these events and making them accessible to Western players, Genshin Impact can create a more inclusive and culturally rich gaming environment.

Integrating Asian culture into Genshin Impact`s cross-cultural marketing activities not only enhances the game`s global appeal but also helps preserve and promote Asian cultural heritage. This approach aligns with the broader trend of cultural globalization, where media and entertainment products serve as vehicles for cultural exchange and mutual understanding.
6.2.3. [bookmark: _Toc4477]Leveraging Cultural Identity to Secure Financial Support
Cultural identity plays a significant role in shaping consumer behavior, particularly in the context of a globally popular game like Genshin Impact. By leveraging cultural identity in its marketing strategies, Genshin Impact can not only enhance its brand image but also secure financial support from various stakeholders, including local cultural institutions and governments.

One of the key strategies for achieving this is through collaboration with local cultural institutions during promotional campaigns. By partnering with museums, cultural centers, and heritage organizations, Genshin Impact can align its marketing efforts with local cultural initiatives, thereby increasing its visibility and relevance in different regions. (Yun, 2023) These partnerships can also provide opportunities for the game to be featured in cultural exhibitions, festivals, and other events, further enhancing its exposure and appeal.

For instance, a promotional campaign in a particular region could involve collaborating with a local museum to host an exhibition that explores the cultural inspirations behind Genshin Impact`s characters and world. This type of event not only generates interest in the game but also highlights the game`s commitment to cultural authenticity and appreciation. Such collaborations can also attract media attention, leading to increased coverage and public interest. (Yao, 2024)

In addition to cultural institutions, Genshin Impact can also seek financial support from local governments by positioning its promotional activities as cultural enrichment initiatives. Governments, especially those in regions with a strong focus on cultural preservation, may be willing to provide grants or sponsorships for activities that promote cultural understanding and appreciation. By framing its marketing efforts within the context of cultural diplomacy, Genshin Impact can gain access to additional funding sources that can be used to support its global expansion efforts.

Moreover, cultural identity can be leveraged in targeted marketing campaigns that resonate with specific cultural groups. (Wang, 2024) For example, promotional materials that highlight the game`s representation of a particular culture can be tailored to appeal to audiences who identify with that culture. This personalized approach can foster a stronger connection between the game and its players, leading to increased player loyalty and in-game spending.

Genshin Impact can explore opportunities for co-branding with culturally significant brands or products. For example, collaborating with a well-known brand that is closely associated with a particular cultural identity can help Genshin Impact tap into new markets and demographics. These partnerships can also create unique marketing opportunities, such as limited-edition merchandise or in-game content that reflects the cultural values of the partner brand.

By effectively leveraging cultural identity in its marketing strategies, Genshin Impact can not only enhance its cultural relevance and appeal but also secure the financial support needed to sustain its global growth and success.
6.2.4. [bookmark: _Toc27210]Cross-Cultural Marketing for Emerging Market Brands
Future research should focus on how Genshin Impact`s cross-cultural marketing tactics might be used to brands in emerging markets. In today`s global scene, Japanese and Korean brands are favoured by most customers and markets for multiple reasons, and there are abatement evidence showing that brands from emerging countries, especially China, are tagged with low quality, placing their products at a huge disadvantage. (Tang, 2024) Despite these hurdles, Genshin Impact has emerged as a possible game changer, which is with full respect for local cultures with high quality products, demonstrating how Chinese companies can successfully enter overseas markets by employing effective cultural marketing tactics.

Research into Genshin Impact`s export paths can provide significant insights for other mature Chinese firms seeking to grow abroad. Future research can provide concrete cross-cultural marketing tips for Chinese enterprises looking to expand their business by examining how Genshin Impact used various cultural components to appeal to varied audiences. These techniques could include localising material in a way that appeals to both domestic and international players, developing globally appealing narratives while retaining cultural authenticity, and utilising collaborations with local organisations to increase product visibility. (Saparova, 2024)

Furthermore, the knowledge obtained from Genshin Impact can be applied to other growing markets facing comparable issues. Brands in Asia, Africa, and Latin America could benefit from a better grasp of how to overcome global market hurdles via cultural marketing. Future study might focus on identifying adaptive tactics that enable these businesses to highlight their distinct cultural characteristics while appealing to multinational consumers, thereby offering new potential for growth and competitiveness.

Finally, studying Genshin Impact`s marketing strategy provides a model for both Chinese and emerging market brands. This study can contribute to more inclusive global marketing strategies that promote the success of culturally varied products in an increasingly linked world.
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1. Age:  
	○- 18-24

	○- 25-34

	○- 35-44

	○- 45-54

	○- 55 and above


2. Gender: 
	○- Male

	○- Female

	○- Non-binary

	○- Prefer not to say


3. Country/Region: 
_________________________________
4. How long have you been playing Genshin Impact? 
	○- Less than 1 month

	○- 1-3 months

	○- 4-6 months

	○- 7-12 months

	○- More than 1 year


5. How often do you play Genshin Impact? 
	○- Daily

	○- 3-5 times a week

	○- 1-2 times a week

	○- Less than once a week


6. How familiar are you with the different cultural themes presented in Genshin Impact (e.g., Liyue representing Chinese culture, Inazuma representing Japanese culture)?
	○- Very familiar

	○- Somewhat familiar

	○- Neutral

	○- Somewhat unfamiliar

	○- Not familiar at all


7. To what extent do you agree that Genshin Impact accurately represents various cultures? 
	○- Strongly agree

	○- Agree

	○- Neutral

	○- Disagree

	○- Strongly disagree


8. How important are cultural elements in your enjoyment of Genshin Impact?
	○- Very important

	○- Important

	○- Neutral

	○- Unimportant

	○- Very unimportant


9. How often do you engage with Genshin Impact’s promotional content (e.g., trailers, advertisements, social media posts)? 
	○- Always

	○- Often

	○- Sometimes

	○- Rarely

	○- Never


10. To what extent do you think Genshin Impact’s marketing content highlights its cultural themes?
	○- Very much

	○- Quite a bit

	○- Neutral

	○- Not much

	○- Not at all


11. How appealing do you find Genshin Impact’s marketing content that focuses on cultural themes?
	○- Very appealing

	○- Appealing

	○- Neutral

	○- Unappealing

	○- Very unappealing


12. Have cultural elements in Genshin Impact influenced your decision to play the game? 
	○- Yes, very much

	○- Yes, somewhat

	○- Neutral

	○- No, not really

	○- No, not at all


13. Have cultural elements in Genshin Impact influenced your decision to make in-game purchases?
	○- Yes, very much

	○- Yes, somewhat

	○- Neutral

	○- No, not really

	○- No, not at all


14. Overall, how satisfied are you with the way Genshin Impact incorporates cultural elements into the game?
	○- Very satisfied

	○- Satisfied

	○- Neutral

	○- Dissatisfied

	○- Very dissatisfied


15. Would you recommend Genshin Impact to others because of its cultural elements? 
	○- Definitely

	○- Probably

	○- Not sure

	○- Probably not

	○- Definitely not


16.Do you think that the game reflects cultural identities present in the country you are playing in? 
	○- Definitely

	○- Probably

	○- Not sure

	○- Probably not

	○- Definitely not
[bookmark: _Toc481690841]

























[bookmark: _Toc5986]Appendix 2- Original Interview Question Script
1. Could you share a bit about yourself, including your age group, gender, and the country or region you are from?
2. How did you first hear about Genshin Impact, and what drew you to start playing the game?
3. How has your engagement with Genshin Impact evolved over time? 
4. Can you describe any particular moments or elements in Genshin Impact that made you aware?
5. What do you think about the way Genshin Impact blends its fantasy world with real-world?
6. How do these cultural elements affect your immersion and experience in the game?
7. What are your thoughts on the promotional content (like trailers, social media posts, advertisements) released by Genshin Impact? Are there any that you found particularly memorable?
8. Can you recall any promotional events or campaigns that effectively highlighted the cultural aspects of the game? What made them stand out to you?
9. To what extent have the cultural themes in Genshin Impact influenced your interest in the game and your decisions related to gameplay?
10. Have you ever made in-game purchases based on cultural themes or events? Could you describe a specific instance?
11. Are you familiar with the concept of cultural marketing? If so, how would you define it in your own words?
12. How do you think cultural marketing is reflected in Genshin Impact’s promotional strategies and in-game content?
13. How satisfied are you with Genshin Impact’s representation of various cultures? Are there specific aspects you think they have done well or areas that need improvement?
14. If you were to recommend Genshin Impact to a friend, how would you describe the cultural elements of the game? 
15. How do you feel about Genshin Impact's approach to integrating cultural elements into its characters and storylines?
16. Do you have any suggestions or ideas on how Genshin Impact could enhance its cultural marketing strategy?
17. Do you think that the game reflects cultural identities present in the country you are playing in?








Asia	
Satisfaction with Cultural Representation 	Perceived Authenticity of Cultural Elements	Interest in Culturally-Themed Events	Influence of Character Backstories on Engagement	Perception of Game’s Contribution to Cultural Appreciation	4	4.3	4.8	4.6	4.5	West	

Satisfaction with Cultural Representation 	Perceived Authenticity of Cultural Elements	Interest in Culturally-Themed Events	Influence of Character Backstories on Engagement	Perception of Game’s Contribution to Cultural Appreciation	3	3.9	3.7	4.1	3.8	
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