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g About QooApp & Census Overview

QooApp is a professional goming platform that welds together Nor-QooAop User 2H)
Game Store, Media, and Gaming Community. As of January 2020,
QooApp has reached over 5,000,000 monthly active usersl!

QooApp Users (ZH)
5

e The QooApp Otaku Gamer Census inaugurated in 2016 and is
conducted biennially to look ot how otaku gomers habits have
changed and what they want. 2020 marks the third Otaoku Gamer QooApp Users (EN)
Census.

Non-QooApp Users (EN)
5.5%

e Check out the census from: 2016(Chinese) & 2018(Chinese)

The census was conducted over a period of 4
weeks, from 15th January until 12th February
2020, with an English version and a Chinese
version.

The Chinese version was distributed online
Chinese QooApp users and Facebook fans
whilst the English version was distributed
online for non-Chinese QooApp users and
Facebook fans.

The census had a total of 11,806 participants
consisting of 4,010 Chinese participants (34%)

A Game Store, Media, and Community all-in-one and 7796 English participants ( 66%).



https://storage.qoo-static.com/file/10/339c3c8ece946d5f1180361e747ce86e.pdf
https://news.qoo-app.com/post/128395

Anime Gamer vs the World...

e Age Distribution
e Gaming Horizons

onoApp
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B Rise of the Gen Z

Above 50
0.3%

Age 41-50

P 43'90 Above 50

ge 31- 10.4%
o, Age 11-20

6.5% ) gzgé.O%
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Age 41-50
16.2% -
RN
/ Age 21-30
Age 31-40 27.4%
23.0%

A Global Anime Gamer age distribution A Global gamer age distribution

A (Source: Newzoo)
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—=  The census results show that the average age of otaku gamers is
younger than that of average gamers, with 92% being aged 10-30. In
comparison, global gamers age distribution is more spread out.

@ \\'

L AW ¥ N



B New Adventurous Generation of Gamers

Age vs Games Played vs Gaming Hours

== Games Played Within 3 Months > 7 Daily gaming Hours > 4h
50%

405 u\
30% \

20% \20%
10%
s 0%
(5} Average amount of v Average amount of Age 1120 Age 2130 Age 3140 Ago 4150
> \. games otaku gamers ' games global gamers
download per month download per month A Anime gamers’ age vs. games played within 3

months & time spent on games per day

The average game otaku gamers download per month is 9.2 which is over double what the average gamer
as seen above.

From our results, we have found that the correlation between the otaku gamer’s age and the number of
new games they play has a negative correlation. As the age increases, the number of games they play
decreases. However, the time they spend on games per day remains mostly unchanged.




Global Anime Gamers' Likes &
Characteristics

Due to the geographical distance, otaku gamers from different
regions have different characteristics and habits.

éQooApp
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a Anime Gamer Gender Distribution

Others
3.2%
Female
17.2%
Male
79.6%
A Greater China otaku gamers A Overseas otaku gamers gender distribution

gender distribution

“~ The otaku gamer male to female ratio in Greater China is close to 3:2 and the ratio for
overseas otaku gamers is close to 4:1.
Looks like otome games have a lot of catching up to do!
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B Anime Gamers' Likes vs Region

B Male [ Female W Male @ Female
Role-playing Game (RPG) 39% 30% Role-playing game (RPG)
Rhythm 28% 33% Action 52% 8%
Casual i e suategy
Breeding 23% 21% Rhythm 20% 0%
Action 24% 11% Multiplayer online battle arena
Trading Card Game (TCG) (MOBA)
Siriutation B% 2% Simulation 28% 8%
Puzzle Shooting
e Games Visualnovel
Simulation 11% 13% Trading card game 22% 4%
Strategy Casual
Block Removal Romance 14% 3
MOBA Puzzle 12% 5%
Visual Novel
Shooting S
Escape Room Escape room [0 10
Pinball Parkour
Sports Block removal PAZL%
Parkour Pinball
A Genre by popularity in Greater Chinas A Genre by popularity in SEA
n=3255 n=2690

As on the the key genres of anime games, unsurprisingly, RPG came out as the most popular genre.

Anime gamers in HK & TW had a stronger preference for Rhythm games, Breeding games and Casual games;
Western otaku gamers has more male gamers in comparison and leans towards Action and Strategy games;
SEA otaku gamers are similar to Western gamers, but has significant preference towards MOBA games.




9 Anime Gamers' Likes vs Region

B Male [ Female B Male [ Female
Role-playing game (RPG) 66.7% 13.8% Role-playing game (RPG) 60% 15%

Action 57.2% 7.5% Action 48% 9%

Strategy 49.5% 7.3% Strategy 43% 7%
Rhythm 25.1% 11.5% Visual novel 23% 12%

Visual novel 26.6% 9.0% Rhythm 21% 12%
Shooting 32.2% 3.1%) Simulation 21% 9%
Simulation [ ool . ba:l"“ﬁ"g L 25%  3%]
ultiplayer online battle arena
Casual 24.1% 9.0% S (MOBA) 23% 4%
Trading card game 26.9% 4.4% Trading card game 22% 5%
Buzdie 21.7% 5.0% Romance 11% 10%
Multiplayer online battle arena Casual 15% 5%
~ (MOBA) — - Puzzle D 7%
Romance 15.7% 8.0%
E:
Breeding [N scape room [ERATEL]
Breeding [ A
Escape room [EPEAE LY
Pinball AN Patkaur
Inbal . »

Pairg T Block removal &5 17

arer Pinball EEEE?
Block removal EEEI"
A Genre by popularity in North America A Genre by popularity in Europe
n=1310 n=1456

Although the male to female ratio of overseas gamers have a ratio of 4:1,
their strong gaming preference can still be felt!

Asides from RPGs, they lean towards Rhythm games, Visual Novels, and
Simulations.




g Greater China & SEA Gamers Spend Over 4 Hours

Less than 1 hour Less than 12hgg/r
Over 6 hours 3.1% Over 6 hours a0
20.0% 1:2 holine) 205% 1-2 hour(s)
17.2% 20.2%
4-6 hours
46hours 20.2%
23.3%
2-4 hours
36.5% 2-4 hours
36.2%
4 Daily gaming hours of Greater A Daily gaming hours of SEA gamers
China gamers n=2366

n=3041
’
< Over 43% of gamers from the Greater China spend over 4 hours on games per
day. Following closely at second place is SEA players with close to 41%.




Over 6 hours
14.1%

Day!

Less than 1 hour
6.2%

1-2 hour(s)
24.7%

4-6 hours
19.0%

2-4 hours

Almost 30% of US Gamers Clocks Over 4 Hours a

Over 6 hours Less than 1 hour

Over 6 hours

7% 8.0%

4-6 hours

oo Lessthan1 hour
5.3%
14.6%
1-2 hour(s)
28.3%
4-6 hours
17.8%

2-4 hours

36.1%

A Daily gaming hours of South
American (SA) gamers
n=957

34.1%

A Daily gaming hours of North
American (NA) gamers
n=1168

According to our findings, the order of regions from most players who
spends over 4 hours a day on games to the least is as such:

Greater China>SEA>SA>NA>EU

European gamers are relatively more casual.

16.6% 1-2 hour(s)

29.0%

2-4 hours
34.7%

A Daily gaming hours of EU gamers
n=1330



g Biggest Spenders: 70% of Gamers in Greater Chinas

Charge

> NTD 4,000
4.3%
NTD 2,001~4,000
4.1% .
NTD 401~2,000 Taiwan 19% IS, 0 - > "\TD12000
ok £2F Allthe Way NTD 0~400 NTD 401~2000 NTD 2001~4000 NTD 4001 12000/ FIEDs000
gg?/ e300 i N=2736 | /KD 0~100  /HKD 101~500 /HKD 501~1000 /HKD 1001~3000
Hong Kong |6% 35% - 25% R
-583 NTD 0~400  NTD 401~2000 NTD 2001~4000 NTD 4001~12000 > NTD12000
h= /HKD 0~100 /HKD 101~500 / HKD 501~1000 / HKD 1001~3000 / HKD3000
A TW vs HK spending habits

Irregular Amounts
47.7%

A Greater China gamers’ spending habits
n=3351
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Almost 70% of otaku gamers from the Greater China charge in games. Over 20% of those
gamers charge in games every month. Of the 20% who charge every month, HK gamers takes
the title of Biggest Spenders with 60% of them spending over 2000 NTD a month. TW gamers
comes second at 36%.




20 USD

Biggest Spenders: 18% of Western Gamers Spend Over

North America Europe

> USD 100 > USD 100

3.3% 3.2%

USD 81-100 USD 41-60

2.9% 2.9%

USD 41-60 / F2P All the Way  USD 21-40

3.5% 345% 5.2%

USD 21-40 USD 1-20 F2P All the Way
5.70/0 7-60/0 43.60/0
USD 1-20 /

9.9%

Irregular Amounts
38.1%

A NA gamers’ spending habits
n=1346

~

month.

Irregular Amounts

34.2%

A EU gamers’ spending habits
n=1508

= Of the Western gamers, NA gamers are the Biggest Spenders, followed by EU gamers.
However, they both tie at approximately 18% of gamers who spend over 20 USD a



g Outside the World of Games pt.]

Light Novels 7.22% Light Novels 9.42%

o —
— I

Doujin 8.61% Doujin

A Gamers of the Greater China listed which aspect of ACG A Overseas gamers had a more spread out result. Mobile
(Anime Comic Game) they spend the most time on. 38.54% games st_lll came out on top it is closely followed by other
spent the most time in mobile games. aspects like anime and manga.

Mobile games are as popular to gamers from Greater Chinas as SSR characters are to gacha game
p players.
< Whilst mobile games are popular, Overseas gamers also dedicate a lot of time to anime, manga, and
~~ non-mobile games. This could be because the presence of Japanese mobile games are not as strong
in the west due to the publishing rights. As such, anime and manga which are easier to localize,
receive more attention.




g Outside the World of Games pt.2: Merch is Love

Mal Femal
| never buy merch B Male W Female

10.8%

Over 4000 NTD
14.3%

| never buy merch 8.1% 2.7%

Irregular, small amount 27.3% 18.0%

1,201-4,000 NTD
14.7%

Under 400 NTD {5

401-1,200 NTD | 22 6.0%

401-1,200 NTD Irregular, small amount

1.2% ARl 12014 000NTD
Under 400 NTD Over 4000 NTD | 11 7.4%
3.8%
A Spending habits of TW & HK gamers in the A HK & TW gamers’ merch spending habits vs
past year on merch Gender

p n=3255 n=3255

2

= 90% of HK & TW gamers expressed that they have bought some sort of merch in the past year. Of
the 90%, 15% of the gamers spent over 4000 NTD on merch. Looking even closer at the results,
we found that female gamers on average spent more money on merch than male gamers.



g Outside the World of Games pt.2: Habits Set in Stone

B Male @ Female
Over USD 100
14.5%

| never buy merch 24.7%
| never buy merch
USD 80-100 28.4% Irregular, small amount 23.7%
4.4%
USD 61-80
37% USD 0-20 6.0% 0.9%
USD 41-60 USD 21-40 6.3% 1.5%
6.3%
USD 21-40
7.9% USD 61-80
USD 0-20 USD 80-100 | crepn Ll
6.9% Irregular, small amount -
28.0%
Over USD 100 10.2% 4.4%
A Spending habits of NA gamers in the past year A NA gamers’ merch spending habits vs Gender
for merch n=1310

p n=1310

2

= Inthe past year, 44% of NA gamers spent money on merch. Similar to HK & TW gamers, 15%
of NA gamers who spent money on merch in the past year spent over 100 USD, showing that
NA gamers are already establishing a steady spending habit on merch.



g Outside the World of Games pt.2: EU Potential

W Male [ Female

Over USD 100
10.9%

| never buy merch 25.7% 5.6%
USD 80-100
3.0%
USD 61-80 | never buy merch  regular, small amount 25.1% 7.3%
4.0% 31.3%
USD 41-60 USD 0-20
5.1%
USD 21-40 56% 1.6%
USD 21-40
7.1% USD41-60 [ iy
USD 0-20 USD 61-80 3.2% 0.8%
6.3%
USD 80-100
Irregular, small amount Over USD 100 8.6% 2.3%
32.3%
A Spending habits of EU gamers in the past year A NA gamers’ merch spending habits vs Gender
on merch n=1456

n=1456
4
2

;- Although our results show that EU gamers don’t spend as much as NA gamers, the market
still holds incredible potential but requires more work from publishers and manufacturers.



g Outside the World of Games pt.2: SEA Gamers on Merch

M Male W Female

Over USD 100

4.8%
USD 80-100

| never buy merch 35.9% 6.1%

1.4%
USD 61-80
1.9% Irregular, small amount 27.0% 52%
USD 41-60 /
4.2%
Ugs 21-40 I never buy merch USD 0-20 6.6% 1.2%9
USD 0-20 y =%
7.7% USD 21-40 m

USD 41-60 m

USD 61-80

USD 80-100 {10
Irregular, small amount @
32.2% Over USD 100
A Spending habits of SEA gamers in the past year on A SEA gamers’ merch spending habits vs Gender
merch n=2690

n=2690
4

“In comparison to other regions, SEA gamers spend the least on merch with over 40% of tem not
spending money on merch at all. Merch for female gamers remain largely untapped, more consistent
spending habits will have to be built.



B Where Merch are Bought: e-Stores Tokes the Lead

Local e-Stores

Offline Stores

Conventions

Purchasing
Brokers/Agents

Overseas e-Stores

| want to get them...
but | have no means
of doing so :(

52.20%

48.90%

45.50%

28.90%

20.20%

12.70%

A Where Greater China gamers buy merch

Local e-Stores 28.50%

Overseas e-Stores

Conventions 24.60%

Offline Stores 19.10%

| want to get them...
but | have no means
of doing so :(

10.90%

Purchasing

Brokers/Agents 5.90%

A Where Overseas gamers buy merch

Gamers from Greater China are more willing to spend money on merch and they have more

access to getting them.

In comparison, overseas gamers have less methods of getting them, but a common factor
is e-Stores being the primary method gamers use to get merch. e-Commerce holds

incredible opportunities.



QooApp in the Eyes of Gamers

Solid Game Collection, Smooth Experience
Professional Gaming Media
Up-to-date Memes & Trends!

cQooApp



g A relioble Game Store with Good Experience

QooApp is an anime game platform that helps me download and update games easily and
smoothly.
7,740 responses The census asked participants to rate 1-5 on

how much they agreed to these statements. 1
being “Strongly Disagree” and 5 being
“Strongly Agree”.

6,000
4,000

2,000

Over 90% of participants agreed
| | that QooApp has provided them
° : 2 3 4 with a smooth and effortless

Qoohpp E— AR EBEENTHTS, BRERR, THRS, HWREST. experience when downloading
3,993 responses and updating games.

85 (1.1%) 73 (0.9%)

3,000
2,000

1,000

22 (Ol.G%) 27 (0].7%)

1 2



&) Professional Anime/Game Media

QooApp is a professional game media where | can find the latest anime and game news.

7,740 responses

The census asked participants to rate 1-5 on
4,000 how much they agreed to these statements. 1
being “Strongly Disagree” and 5 being
“Strongly Agree”.

3,000

2,000

Almost 80% of participants see
QooApp as a professional
anime/game media.

1,000
158 (2%) 272 (3.5%)

0

1 2 3 4 5

Those who remained neutral has
QooApp EHEMENRINE, KAIUEEEEE S HHSIRIEE, . .
1953 esponces reminded us that there are still a

lot of room to improve!

2,000
1,500
1,000

500

34 (0.9%) 81 (2%)
|
0

1 2



z B An Anime Plotform of Love and Fun

QooApp represents a positive otaku impression and full of fun anime/game memes.

7,740 responses

The census asked participants to rate 1-5 on
how much they agreed to these statements. 1
being “Strongly Disagree” and 5 being
“Strongly Agree”.

6,000

4,000

80% of users agreed that QooApp
has a fundamental positive otaku
impression with fun anime/game
memes.

2,000

130 (il.7%) 162 (12.1%)

0

1

2 3 4
QooApp MEMBBRHE ATEENTR, BBEEEHNIE.

3,993 responses

3,000
2,000

1,000

45 (1.1%) 59 (1I.5%)

1 2




B Dear QooApp...

From Global Users--

Great work so far, can't wait to see what's done
in the future.

What I can say is thanks for an excellent
application that all otaku needs and that continues
to improve to increase the 100% satisfaction we
have so far in the app

Keep doing what you're doing. A lot of people love

your content and would be quite upset/saddened to
see you go. Keep up the good work!

Keep it up. I don't use it often, but when I do
the reviews are very helpful in finding new
things as well as communities for certain apps.
You've done a bang up job &=

Thank you for what you do! Thanks to your
platform I get to keep both myself and my friends

updated on Anime related news and play games
that are not available in my country.

Thanx for bringing quality Asian games to us
USA idiots! :)

I am really happy to have found this
community. Thank you for all the things

your provide they are deeply appreciated

Just keep doing what you do I came here
for fate/grand order long ago but can't stop
myself from coming back

I just want to say that this is the best app for
Anime-Games related !!! Keep with they
good work!!!

Keep the good work! You guys have slowly
been growing more and more, and at this
rate could evolve into even more.

Keep up the great work I love the app even took
time to do your survey when normally I would
skip it.




B Know More about Otoku Gamers

What'’s the most effective way to acquire new gamers?

Whether gamers in different areas pay to
play different genres of games?

How to decrease churn rate of an old game?

Leave your email address
to get more detailed
analysis for otaku gamers!



https://forms.gle/qUNxeYUykxd8PqMH9

6 QooApp

Another year goes by, QooApp will continue
to bring new services and experiences for
you in the future. We definitely won't let you
down, so please, continue down this journey
together with usl!
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