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Abstract

With the rise of cultural consumption in the gaming industry, the cultural added value of game
products has increasingly become a critical factor influencing players’ purchasing intentions and
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manufacturers’ profitability. This study adopts a cultural consumption perspective to investigate
product pricing strategies, marketing approaches, and their impacts on consumer feedback and at-
titudes. The research aims to elucidate how players’ cultural consumption psychology influences
manufacturers’ pricing decisions and cultural marketing strategies, while providing data-driven in-
sights and actionable recommendations for virtual product pricing and game marketing. Findings
reveal that players’ cultural value perception enhances consumption willingness and motivation,
though this effect exhibits diminishing marginal returns and is influenced by regional cultural dif-
ferences. Based on these findings, the study proposes the following recommendations for game in-
dustry pricing and marketing strategies: Implement data-driven dynamic pricing strategies, adopt
content-centric marketing to counteract diminishing returns, leverage community-driven user en-
gagement mechanisms, and conduct regionally tailored localized e-commerce operations.
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Figure 1. Survey questionnaire response source countries and
regions keywords survey results
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Figure 2. Impact of cultural elements on players’ consumption decisions
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Figure 3. Players’ attitudes toward game payment models
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Figure 4. Pricing practices unacceptable to players
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Table 1. Players’ overall perception of current game-culture collaborations
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Figure 6. Players’ intentions toward localization marketing strategies
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