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The document discusses a survey on consumer behaviors related to sporting events in Taiwan. Some key findings include:
1) Approximately 63% of consumers watch sports events through TV or online platforms, while around 10% attend events live mainly to experience the atmosphere with friends. Men are more drawn to cheerleader performances than women.  
2) Around 43% of consumers have purchased sports merchandise, most commonly clothing/accessories and cultural items. Men purchase more items overall, while women favor cultural items more.
3) The most popular cheerleaders are Chun Chun, Mizuki, Lan Lan, and Lee Da-Hye. Chun Chun has the highest favorability among both men and women.  Leer menos
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	1. 1. Survey of  Business Opportunities of Sporting Events
2. Observation of The Craze for The Legend of Zelda games
3. Tracking Survey to Consumer Behaviors
• Utilization survey to new consumer behaviors
• Rankings of hot topic types among consumers
of TW Consumer Behaviors of June 2023
Snapshot
Released on July 24, 2023
Eastern Online Consumer Research Group / Marketing Department
Eastern Online Co., Ltd. | 7F, No.306, Sec. 4, Xinyi Rd., Daan Dist., Taipei City
 



	3. 本期內容
3
PART 1｜Survey of  Business Opportunities of Sporting Events
PART 2｜Observation of The Craze for The Legend of Zelda games
PART 3｜Tracking Survey to Consumer Behaviors
• Utilization survey to new consumer behaviors
• Rankings of hot topic types among consumers
東方線上消費者研究集團每月自主調查，N=1,000，20-59歲；研究執行：東方快線網路會員問卷調查(2023年6月) © 東方線上股份有限公司
EOL Monthly Survey: N=1,000, Ages 20-59; Source: EOLembrain Online Survey (Conducted in June. 2023) © Eastern Online Co., Ltd.
 


	4. Survey of Business  Opportunities
of Sporting Events
The favorability rating of the cheerleader goddess is revealed
PART 1
The World Baseball Classic in early 2022 has rekindled the baseball spirit of baseball fans, while the
appearance of The Magic Beast Howard and the return of Jeremy Lin to play in his hometown have also
revitalized the domestic professional basketball scene, not only making the sporting event important to
people again but also driving the popularity and exposure of cheerleaders, attracting people's attention. How
many consumers will watch sports events and buy related peripheral goods? And who are the most popular
cheerleaders today? According to the survey, nearly 63% of people watch sports events through various
platforms, and approximately 45% of people have bought sports merchandise, which shows that sports are
good for the body and a good business.
Eastern Online Consumer Research Group / Marketing Department
Eastern Online Co., Ltd. | 7F, No.306, Sec. 4, Xinyi Rd., Daan Dist., Taipei City
 


	5. In terms of  watching sports event:more than 60% watched the games,
10% went to the games, men are more likely to support the
cheerleading team, women are more likely to go with their friends
and family 5
1
45%
2%
26%
39%
7%
29%
3%
36%
48%
13%
37%
3%
31%
44%
10%
didn't watch
listen on the radio
Watch through online
platforms
watch live TV shows
watch the game in person
Total(N=1000)
Male(n=500)
Female(n=500)
• Around 63% of consumers normally watch sports events, and the proportion of men is obviously higher than that of women.
• Additionally, around 10% prefer to watch live TV shows, with a slightly higher percentage of men than women. Furthermore,
approximately 44% of individuals prefer to watch television broadcasts while 31% prefer online platforms. Additionally, around 10%
prefer to watch in person, with a slightly higher percentage of men than women.
• The main reasons for watching the game in person include the good atmosphere, going to watch/gathering with friends and family, and
cheering for the supporting team.
• Among those who watch the game in person, women are more likely to go with their friends and family to watch the game and to
support their favorite players/coaches; On the other hand, men tend to attend live sports events more frequently than women due to
enjoying watching cheerleading performances or want to show support for their favorite cheerleaders.
watching sports event
53%
47%
37% 36%
33% 30% 30% 27%
22%
16%
12% 10% 9%
7% 3%
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screen
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favorite
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to
see
a
high-
standard
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or
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Limited
on-site
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such
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Support
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The
game
site
boasts
exceptional
hardware
and
software
Total=98 Male(n=65) Female(n=33)
Reasons of watch the sporting games in person
EOL Monthly Survey: N=1,000, Ages 20-59; Source: EOLembrain Online Survey (Conducted in June. 2023) © Eastern Online Co., Ltd.
 


	6. 6
2
The purchase status  of sporting events’ merchandise:
Approximately 43% of consumers have bought clothing and
accessories, while cultural and creative items are the most popular
• Regarding the purchase status of sports merchandise, 43% of consumers indicated that they had purchased them.
• Of the items purchased, 24% have purchased clothing and accessories, 15% have purchased creative accessories, and Jerseys, t-shirts,
and hats remain the most popular items.
• In terms of the difference in the purchase of merchandise by gender, a majority of items are bought by men more frequently than women,
with the highest percentage of men over women in the clothing category, showing that men are more likely to wear clothes featuring team or
player symbols as a way to express their support for the team. The only item slightly more popular for women than men is the category of
cultural and creative items, which is more popular among women.
The purchase status of sporting events' merchandise
EOL Monthly Survey: N=1,000, Ages 20-59; Source: EOLembrain Online Survey (Conducted in June. 2023) © Eastern Online Co., Ltd.
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3
Favorability+ Top 4  Cheerleader Goddesses:
Chun Chun, Mizuki, Lan Lan and Lee Da-Hye
• Regarding the popularity of cheerleader, 72% of consumers can recognize more than one cheerleader, which obviously has a certain level of
popularity.
• Regarding consumers' favorite cheerleaders, Chun Chun ranked first, followed by Mizuki, Lan Lan, and Lee Da-Hye, a Korean cheerleader
introduced this year, ranked fourth.
• When it comes to favorability ratings among genders, the top 15 cheerleaders are mostly preferred by males over females. Mizuki is the most
popular among males, with a favorability rating 15% higher than among females; Chun Chun is highly favored by females and is the top choice
among female consumers.
• Chun Chun stands out as a unique case, as her preference rating exceeds 40% for both genders, and her favorability rating is even higher among
women than men.
Favorite cheerleaders
Whether know any of cheerleaders
don’t
know
Know
more
than 1
28%
72%
N=1000
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38%
22% 22%
12% 11% 10% 9% 8% 8% 7% 7% 6% 5% 4%
峮
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樂
multiple choices first pick
43% 45%
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49%
30%
21% 18%
峮
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Note：list the top 15 cheerleaders according to the proportion of the Multiple choices
EOL Monthly Survey: N=1,000, Ages 20-59; Source: EOLembrain Online Survey (Conducted in June. 2023) © Eastern Online Co., Ltd.
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• In terms  of products/channels endorsed or promoted by cheerleaders, cheerleaders with an optimistic image are suitable for endorsing
beverages, food, and supermarkets, while products that require a sense of professionalism, such as transportation, financial products, and
alcohol, are relatively unsuitable for cheerleaders.
• Regarding gender differences, it is attractive for women to be endorsed by cheerleaders in beauty, clothing, accessories, and skincare
products.
• The overall difference in the products the four cheerleader goddesses are suitable to endorse is insignificant. Lee Da-Hye is more suitable
for endorsing supermarkets, clothing, and accessories, while Lan Lan is more suitable for endorsing food, supermarkets, and restaurant
chains.
22%
25%
30%
30%
30%
33%
34%
39%
43%
43%
43%
44%
48%
49%
50%
53%
54%
58%
Transportation
Financial Products
Home Appliances
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Health Supplements
Mobile games or online games
Department Store
Cosmetics
Body Care
Mass merchandisers
Clothing
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Personal Cleaning Products
Fast Food Chain
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Food
Beverage
n=722
Likelihood of purchasing endorsed products or
promotional products/channels
Male
(n=387)
Female
(n=335)
Favorite
ChunChun
(n=212)
Favorite
Mizuki (n=135)
Favorite
Lee Da-Hye
(n=75)
Favorite
Lan Lan
(n=72)
Beverage 60% 56% 62% 53% 63% 60%
Food 56% 52% 54% 49% 55% 63%
Supermarkets 55% 51% 52% 47% 59% 60%
Fast Food Chain 52% 49% 52% 46% 55% 51%
Personal Cleaning Products 47% 52% 52% 46% 53% 49%
Restaurant Chain 50% 44% 47% 41% 44% 57%
Supermarkets 46% 42% 48% 39% 41% 46%
Clothing 40% 47% 44% 40% 51% 32%
Mass merchandisers 47% 38% 43% 36% 45% 49%
Body Care 39% 46% 44% 40% 47% 35%
Cosmetics 27% 53% 40% 41% 40% 35%
Department Store 38% 30% 32% 30% 41% 36%
Mobile games or online games 35% 31% 31% 30% 36% 32%
Health Supplements 34% 26% 29% 25% 29% 26%
Alcohol 35% 23% 27% 26% 35% 24%
Home Appliances 33% 26% 27% 24% 36% 36%
Financial Products 31% 19% 24% 23% 24% 25%
Transportation 26% 18% 22% 21% 17% 24%
Likelihood of purchasing endorsed products or promotional
products/channels:
Beverages, food, and supermarkets are the top three categories.
*The red meant higher 5% than the whole, and the green lone meant lower 5% than the whole
EOL Monthly Survey: N=1,000, Ages 20-59; Source: EOLembrain Online Survey (Conducted in June. 2023) © Eastern Online Co., Ltd.
 


	9. Observations and suggestions
9
5
東方線上消費者研究集團每月自主調查，N=1,000，20-59歲；研究執行：東方快線網路會員問卷調查(2023年6月)  © 東方線上股份有限公司
• About 63% of consumers watch sports events: Consumers watch sports events mainly through TV broadcasts and online platforms, and
about 10% go to live events, and the main reason for going to live events is to experience the atmosphere with friends and relatives. The cheering
team's performance attracts more male consumers to watch the games.
• Clothing and accessories and cultural creative items are the more popular merchandise: About 43% of consumers have purchased
merchandise for sporting events, mainly for clothing and accessories and cultural creative items. Men are more likely to purchase these items
in general, while cultural creative items (such as dolls and key rings) are more popular among women.
• Chun Chun is currently the most popular cheerleader: 72% of consumers can recognize more than one cheerleader, which means that
cheerleaders have a certain level of popularity. The Top 4 most popular cheerleaders are Chun Chun, Mizuki, Lee Da-Hye, and Lan Lan,
among which Mizuki is the most popular among men and Chun Chun is the most popular among men and women, which makes her a special
case among cheerleaders.
• Drinks, food, and supermarkets are the most suitable products for cheerleaders' endorsement: Cheerleaders are known for their positive
and enthusiastic image, so products such as drinks, food, and supermarkets are ideal for their endorsement, while products that require a sense
of professionalism, such as transportation, financial products, and alcohol are relatively unsuitable for cheerleaders' endorsement.
• Based on the above, it is observed that sports events have gradually returned to people's daily lives after the pandemic. However, there is still a
potential for consumers to continue to increase their attendance at the events, and the popularity and attention of cheerleaders have also
increased significantly. In this context, we propose the following two suggestions:
 Continuously create buzz to increase the willingness to watch the games on-site: In addition to enhancing the excitement of the game,
creating topics can effectively attract consumers. For example, the World Baseball Classic and The Magic Beast/Jeremy Lin earlier this year
effectively created buzz for sports events. Creating a topic has become a very important element of sports events. The Baseball match between
Chinatrust Brothers and Wei Chuan Dragons and this year's Mizuki vs. Lee Da-Hye were successful selling points. Thus, continuously putting
effort into generating more topics to capture consumers' attention is crucial. Besides, as experiencing the atmosphere is the main reason
consumers attend sports events, creating better hardware and software content is necessary to give consumers a better watching experience and
boost their willingness to attend in person.
 The cheerleader phenomenon has broken through the echo chamber: As mentioned earlier, 63% of consumers watch sports events, while
72% of them can identify more than one cheerleader, showing that the trend of cheerleaders has broadened beyond fans, and celebrity
cheerleaders are endorsing more and more products or services. When choosing cheerleaders for endorsement, it's important to select the
appropriate products or services that match their unique image. It's also important to understand the various appeal groups of different
cheerleaders in order to maximize the effectiveness of the endorsement.
EOL Group Survey, N=1,000, 20-59 years old; conducted by: EOLembrain Online Member Survey (June 2023) © Eastern Online Co., Ltd.
 


	10. Social Media Observation  & E-invoice Database Sales Analysis
Observation of The Craze for
The Legend of Zelda games
Nintendo's annual epic game "Legend of Zelda: Tears of the Kingdom".
After 6 years, Zelda dominated the games industry again
Are Taiwanese consumers just saying ?
Or are they trying to keep up with the trend?
PART 2
Eastern Online Consumer Research Group / Marketing Department
Eastern Online Co., Ltd. | 7F, No.306, Sec. 4, Xinyi Rd., Daan Dist., Taipei City
 


	11. • EOL Social  Listening Database
• Research Period：2023/05/01 00:00~2023/05/31 23:59
• Scope of Analysis：All domains
Origin of the survey
In 2017, Nintendo released The Legend of Zelda: Breath of the Wild, which caused a frenzy in the gaming world. Sales have accumulated to almost 30 million. Six
years later, its sequel, The Legend of Zelda: Tears of the Kingdom (hereinafter referred to as “Tears of the Kingdom”), was released on May 12 this year. Before its
release, gamers had already begun queuing outside stores overnight. In just three days, worldwide sales of Tears of the Kingdom, including physical and digital
versions, exceeded 10 million units and were released on May 12 this year. Even before it launched, gamers were queuing up all night outside the store. Within
just three days, the worldwide sales of Tears of the Realm, including both physical and digital versions, exceeded 10 million units. Has the release of Tears of the
Kingdom created a buzz in Taiwan? If so, what are the heated topics among those consumers? Has this buzz been reflected in the game’s sales? EOL
synchronized Social Listening Database and EOL E-Invoice Sales Database to discover what consumers were talking about during the Zelda buzz and what kind
of growth it brought to Nintendo's relevant sales.
• Research method：EOL Online E-Invoice Sales Analysis Database
• Research period ： 2023.01.01～2023.05.31
• Scope of The Legend of Zelda Product: Game cartridge, Co-branded game
consoles/controllers/grips, Co-branded game accessories
• Total number of the invoice of the research：10,898
• Total number of devices of invoice：9,076
• Scope of channels ： All channels [including mass merchandisers with
electronic invoices, chain stores and independent 3C channels, integrated
online e-commerce platforms (e-shopping), and official e-commerce
platforms].
Photo captured from Unsplash
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	12. Overall Online Response  Distribution and Popularity Trend of
Tears of the Kingdom in May
Social
Media ,
16.2%
News,
13.7%
Forums
, 70.1%
1%
1%
1%
2%
2%
5%
5%
10%
14%
53%
0% 20% 40% 60%
T客邦
ETtoday新聞雲
MOBILE01
Yahoo奇摩新聞
YOUTUBE
LINE TODAY
巴哈姆特
Dcard
FACEBOOK
批踢踢
volume type
TOP10 Channels
0
100
200
300
400
整體薩爾達傳說
0
100
200
300
400
Social Media News Forums
the overall volume change
the overall volume change by media source
overall volume change：3,196
monitoring time ：2023/05/01~2023/05/31
Launch
Date
Forums are the main source
of online response, which is
much higher than social media
and news.
Launch
Date
The game received a lot of
attention online on its launch
day. While the online
response decreased over
time, it remained a certain
level of popularity by the end
of the month.
12
 


	13. More than 70%  of online response of Tears of the Kingdom comes from the
forums, where the news media also takes its material
Top 5 Online Response Sources by Media Type,
a.k.a. Where are the netizens discussing?
monitoring time ：2023/05/01~2023/05/31
Forums(70.1%)
Social Media -
YouTube(2.3%)
News(13.7%)
sources/ Numbers
1 PTT 1724
【PTT】C_Chat版 (1462)
【PTT】Gossiping版 (156)
【PTT】HatePolitics版 (23)
2 Dcard 277
3 巴哈姆特 161
4 MOBILE01 39
5 癮科技 27
Social Media -
FB(13.9%)
sources/ Numbers
1 遊戲角落 52
2 Yahoo奇摩電競 36
3 Yahoo奇摩遊戲 26
4 癮科技 23
5 T客邦的臉書基地 18
sources/ Numbers
1 鬼鬼 28
2 巧克力 12
3 Ru's Piano Ru味春捲 9
4 USTV 非凡電視 8
5
電獺少女-女孩的科技
日常
2
sources/ Numbers
1 LINE TODAY 52
2 Yahoo奇摩新聞 36
3 ETtoday新聞雲 26
4 T客邦 23
5 SETN三立新聞 18
• Most are official media accounts on
Facebook.
• Many of the articles featured on this
platform are reposts of news and
articles from various media outlets,
directing the audience back to their
own media sites via Facebook..
• YouTube content includes not
only news clips, but also game
unboxing introductions and game
live streaming clips by
YouTubers.
• Most of the news is extracted
from forum discussions or special
events.
70.1% of online response of Tears of the Kingdom comes from forums, followed by social media (16.2%) and news (13.7%). The forums contain a wide variety of
posts, including discussions about pre-ordering games, reviews, tips for gameplay, live streams, and conversations surrounding news reports related to gaming. The
content is highly authentic, making it an excellent platform for gamers to connect and engage with each other. The content on social media is mostly news/article
reposts from media accounts and Youtuber game introductions/game live streaming clips; news content is mainly related to game launches and extracts from forums
or special events of users on social media. In terms of content depth, forums offer more richness compared to social media and news platforms.
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	14. There has been  a lot of discussion surrounding Tears of the
Kingdom, but is the Online Response rate really high?
187
23
6
0
50
100
150
200
D-7 D-6 D-5 D-4 D-3 D-2 D-1 D D+1 D+2 D+3 D+4 D+5 D+6 D+7
Tears of the Kingdom
Hogwarts Legacy
Elden Ring
monitoring time：
《 Tears of the Kingdom 》2023/05/01~2023/05/31
《 Hogwarts Legacy 》 2023/01/31~2023/02/14
《 Elden Ring 》2022/02/18~2022/03/04
Online Response Trend on PTT for 7 days
before and after the games' launch
Launch
Date
EOL compared the popularity of two other recent games, Elden Ring and Hogwarts Legacy, with Tears of the Kingdom on PTT before and after 7 days of launch.
Based on the EOL Social Listening Database, Tears of the Kingdom has shown a higher online response compared to the other two games during the pre-launch
period, launch day, and seven days following the launch. On the launch day of the three games, Tears of the Kingdom had 187 discussions on PTT, compared to 54
and 35 for Elden Ring and Hogwarts Legacy respectively; in terms of total Online Response over the same period, the total Online Response for Tears of the Kingdom
before and after the launch of the game for 7 days reached 1,101, which is also much higher than that of Elden Ring and Hogwarts Legacy.
Tears of the Kingdom has received a significantly greater online response
compared to other games both prior to and following its launch.
(Launch Date：2023/05/12)
(Launch Date：2023/02/07)
(Launch Date： 2022/02/25)
《Hogwarts Legacy 》
《Elden Ring》
《Tears of the Kingdom 》
1,101
234
179
The total online response on PTT was measured
for 7 days both before and after the game's launch
14
 


	15. [Game Streaming Links/Video  Sharing]
Playing alone is difficult, while watching
others play is nice and exciting!
[Game experience sharing and discussion]
Anyone who has a question or wants to
express his/her thoughts post it on the
forum.
monitoring time ：2023/05/01~2023/05/31
Hot Topics a.k.a. What are people talking about online? (1)
Photo captured from PTT_C-Chat/LINE TODAY
[The effect of the game craze]
Japanese gamers collectively take
leave/skip work
• Every day on PTT's Chat, there are live gaming
streams, or links of live streams or videos of users
sharing their gameplay.
• These streamers include both Taiwanese
players and foreigners (mainly from Japan). It can
be seen that the way users participate in the game
is not to play alone, but to watch others play.
• Netizens have been discussing Tears of
the Kingdom in forums, covering various
topics such as game operation, smoothness,
picture quality, and more. However, these
discussions may sometimes lead to debates
between Nintendo fans and anti-Nintendo
netizens.
• After launching Tears of the Kingdom,
many Japanese gamers have taken time off to
play the game at home for various reasons.
According to the news, Japanese netizens
resonate highly, but some do not agree with
this behavior, thinking it will disrupt other
colleagues who have to work.
• According to Taiwanese internet users, the
public sentiment in Taiwan seems inconsistent
regarding collective leave. Some netizens even
believe that it is just an advertisement and that
it should only be limited to a select few
companies. It should only be limited to a select
few companies.
15
 


	16. 【Game-related Amazing Things】
Amazing  Things about the
game itself and the players
[Pranks in Games]
Foreign netizens are
participating in the prank
trend in the gaming world.
monitoring time ：2023/05/01~2023/05/31
Hot Topics a.k.a. What are people talking about online? (2)
Photo captured from PTT C_Chat/Yahoo News
[Game Plagiarism Incident]
Kuan Chang expressed regret
for committing plagiarism.
• Since its launch, Tears of the Kingdom has received
outstanding reviews on all major review sites and has
consistently been selling well. The news of its success has
spread widely on social media, garnering responses from
netizens.
• In Tears of the Kingdom, players can use a “fuse ability” to
gather materials and create weapons. Some players have
taken advantage of this feature to build impressive high-tech
pirate ships and Gundam robots.
• Tears of the Kingdom is an open-world game with
fuse ability, so players have a high degree of freedom.
Many players use the game world to make various
pranks, such as making Mickey Mouse in the game and
challenging the copyright of Disney's portrait in an
unusual way, triggering jokes from netizens, who called
for not challenging the strongest Disney legal team!
• It has been discovered that a gym belonging to
internet sensation Holger Chen, known as "Kuan
Chang," used an image from a Zelda game without
permission to promote their business. This constitutes
plagiarism. After the incident, he made a video to
apologize and took down the pictures. Netizens have
different views on the apology, so there is some debate
in the comments under the news.
16
 


	17. 監測時間：2023/05/01~2023/05/31
Hot Topics a.k.a.  What are people talking about online? (3)
• 新聞> LINE TODAY(轉自三立新聞網)
「 哥哥『薩爾達』沒破關病逝！他接棒破完了，淚崩憶兄
弟情：我最愛的玩伴」
Photo captured from PTT_C-Chat/LINE TODAY/FB
[Game Related True Life Stories]
The author shared his brother's Zelda game story on
Facebook, real brotherly love moved netizens to PTT
forums to accumulate online responses and increase
news circulation.
• PTT > C_Chat [閒聊] 替哥哥破完薩爾達傳說
「哭惹。很像歐美會有的故事，不過卻是在台灣，放
上Reddit感覺也能感動很多歐美玩家吧QQ」
Original Article
• On May 9th, a user shared an article on Facebook about the original poster's
brother, who had a hard time recovering from cancer, and when he was finally
admitted to hospice, he hoped to play Zelda's "Breath of the Wild" during the last
hours of his life. However, he passed away before beating the game, and his
younger brother will continue to play the game for his brother. The younger
brother shared a post expressing his feelings about losing his last connection with
his brother as he was on the verge of completing the game. The article garnered
a significant amount of reactions from internet users and was also covered by
various news outlets on the same day. The news also reached Nintendo's
distributor, who said the news so touched them that they would send a cartridge
of the newly released Tears of the Kingdom game to the younger brother, making
it a great story!
17
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So, has the  high online response of Tears of the Kingdom been
reflected in the sales of the game?
Source: EOL E-commerce Sales Analysis Database
January 2023-May 2023
《The Legend of Zelda》Changes in the quantity of related product's invoice details , January to May 2023
Since the release of Tears of the Kingdom, there has been a noticeable rise in the invoice
information related to the relevant products, indicating that the actual game sales had increased.
2/9The game
opened for pre-
order
5/12the
game
released
EOL analyzed the database of electronic invoices from January to May this year and calculated the number of invoices for products related to The Legend of
Zelda. Figures show that the number of invoices for products related to The Legend of Zelda increased in late April, rose sharply on May 10th, peaked from
May 10th to 12th, and then declined on May 13th.
Until the end of May, however, the number of product invoices remained at a certain level and was significantly higher than that of January through April this
year. This means that the release of Tears of the Kingdom sparked social media buzz and sustained sales throughout May.
Whether or not the launch of Tears of the Kingdom will also boost the sales of Nintendo consoles and other games in the same series, such as Breath of the
Wild, is worth further study. If you have an interest in this topic, please do not hesitate to reach out to EOL for more information.
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	19. Photo captured from  Unsplash
A world-wide look at the craze for Tears of the Kingdom：
Displaying the excitement for the game in motion.
Another kind of physical fervor is expressed in the process of gaming. Some players will
explore ways to break through the limits of performance during the game. According to
the social media discussion on this topic, some foreign netizens have achieved their
Speedrun goal in Tears of the Kingdom by focusing on the main storyline, clearing the
game in less than two hours. This gameplay is a competition between specific
Speedrunner players. In addition to the Speedrun style of gameplay, some players play
the game in a marathon style, challenging themselves to clear the game regardless of
the time it takes to accomplish the goal.
Challenging the game's limits: fastest clear or long
marathons
The excitement for the game is so intense that it
significantly alters one's daily routine.
From the social media databases, we analyzed social media posts during the game's
release and observed that passionate gamers tend to alter their daily routines and
prioritize the game during that period. This kind of physical demonstration of gaming
fervor is relatively obvious in Japan, where we know from the news that Japanese
game companies also take the initiative to reveal their stance. Japanese netizens have
a lot of resonance with this situation.
Taiwanese netizens are doubtful about the enthusiasm for playing games during work
hours, as it is still challenging for Taiwanese workplaces to grant their staff permission
for taking time off specifically for gaming.
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	20. Photo captured from  FB /Toy People
A world-wide look at the craze for Tears of the Kingdom： A
Two-Way Extension of Gaming and the Real World
Game players‘ enthusiasm for this game is also demonstrated through various creative
ways of mixing elements from other games or animations. A player utilized the “Fuse
ability” to recreate a mech device from another game in the Metal Gear Solid series,
which impressed many Metal Gear Solid fans. Another player utilized the "Fuse ability "
to create a Gundam, designed a cockpit that enables the game character to drive and
operate, and even equipped with an AI automated fire system. Netizens were amazed
that the player's creativity had directly brought Tears of Kingdom's Hyrule Field into a
futuristic time of warfare.
Unlimited Creativity of Gamers: Cross-Game
Creative Combinations
Pranking in the Game World: Challenging
Authority/Taboos in the Game World
Since Tears of the Kingdom is an open-world game, players are granted a great deal of
independence; the social framework of the real world (no laws and moral constraints) is
missing in the game world, so some players are expressing their frustration by coming up
with creative ideas to challenge societal norms, authority, or taboos in the real world.
For example, in Tears of the Kingdom, a netizen used the "fuse ability " to make an image
of Mickey Mouse, challenging Disney's Portrait Rights. In other words, in the virtual game
world, players are free from the moral and legal frameworks of the real world, allowing
them to act out behaviors or ideas as virtual characters that are impossible to try in real life.
Gamers used the "Fuse ability" to make
A classic mech from Metal Gear Solid and a
Gundam Prototype 2.
A pranked Mickey was made by a
gamer in the game.
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	21. Conclusion: Observations on  the "Tears of the Kingdom"
craze in Taiwan
Taiwanese gamers tend to be more rational and
practical when it comes to gaming. Their enthusiasm
for games keeps their daily routines the same.
After the launch of Tears of the Kingdom, although there was a craze of players
queuing up to buy the game in Taiwan, the scene and enthusiasm were much
calmer compared to the scenes in the foreign news; the phenomenon of groups
taking time off from work to play at home in Japan did not happen in Taiwan either.
In May, there was a considerable online response to the game, but the enthusiasm
of netizens was mostly limited to social media discussions. Although there are
many gamers, their daily routines are not significantly impacted by playing games.
In general, Taiwanese gamers approach gaming in a rational and practical manner.
In Taiwan, the most talked-about topics in the
gaming community revolve around Brotherhood
Gamers and Kuan Chang's plagiarism scandal.
Excluding the game discussions from overseas, there are mainly two popular discussions
about Tears of the Kingdom, which is originally from Taiwan. One is the story of the
Brotherhood of Zelda players forwarded by PTT netizens, and the other is the plagiarism
incident in which Kuan Chang used Zelda's pictures to create a second version of the game.
The brotherhood story of Zelda shows that Taiwanese netizens have a high level of
empathy for emotional stories and are willing to respond to them. The news media also
favor this kind of story, so this issue has a high degree of spread quickly and attracts the
attention of gaming agents.
Kuan Chang’s Game Plagiarism Incident brings a lesson to marketing that if the brand
wants to piggyback on the popularity of an international brand or popular IP, pay attention to
not getting trapped by plagiarism or infringement.
In social media discussions, the creativity and pranks of foreign netizens have caught
the attention of d netizens, leading to discussions about the game, accumulating a lot of
online responses, and even many of these respondents are not game players. However,
according to social media data, only some Taiwanese gamers share similar gaming
experiences or discussions. This indicates that Taiwanese netizens are mainly
interested in creative or playful gameplay, often with a humorous twist. However,
beyond that, there doesn't appear to be much of an appetite for this type of content.
Netizens are interested in the creativity and pranks of
foreign gamers; although these topics are trendy, only
some Taiwanese gamers have actually tried them.
Photo captured from Pexels/Unsplash
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	22. PART 3
Longitudinal Survey  to
Consuming Behaviors
Eastern Online Consumer Research Group / Marketing Department
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	23. 3
Utilization Survey to  New Consumer Behaviors
65%
Online Payment
Trying out cleaning
products of unfamiliar
brands(25%)， I would like
to try it out even having
never heard of it before
(11%)
23%
Purposeful diet control
behaviors
30%
Posting IG Stories
Having Micro-cosmetic
Surgery
No
Change
23
Upload
TikTok video
Accessing LINE
Shopping Group
Accessing
Delivery App
1
No
Change
No
Change
No
Change
No
Change
No
Change
Of all the respondents aged 20 to 59, what were the levels of utilization of various consumer behaviors in the past month?
Others
EOL Monthly Survey: N=1,000, Ages 20-59; Source: EOLembrain Online Survey (Conducted in June 2023) © Eastern Online Co., Ltd.
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	24. 40%
43%
35%
36%
Hot Topics Among  Consumers in June 2023
Whether it’s in person, via text message, or sharing on social media platforms, what topics did consumers
proactively share with friends in June ?
24
2
June
**Sorted according to the proportion of June
May 52%
52%
21%
25%
22%
24%
30%
30%
22%
22% 22%
22%
EOL Monthly Survey: N=1,000, Ages 20-59; Source: EOLembrain Online Survey (Conducted in June. 2023) © Eastern Online Co., Ltd.
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	25. Mind Share Obtained  by Top 5 YouTubers in June 2023
25
# 4
# 5
# 3
# 1
# 2
UP 2
UP 8
© 東方線上股份有限公司
UP 3
DOWN 2
UP 3
EOL Monthly Survey: N=1,000, Ages 20-59; Source: EOLembrain Online Survey (Conducted in June. 2023) © Eastern Online Co., Ltd.
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	26. EOL Group is  the largest local market research agency in Taiwan, and has EOL iSURVEY, EOLembrain, and EOL
social as its affiliates.
Starting from Taiwan, the scope of EOL’s customer service covers the whole Asia-Pacific region, which allows us to
provides clients with the most complete and market-insightful solutions, analysis of the consumer’s daily life
context for understanding and planning the consumption trends, and serve as the leading brand of Chinese
consumption trends.
Company in
Mainland China
Companies in Taiwan
 


	27. EOL Consumer Research  Team (EOL iSURVEY)
1000M
200
thousand
30 years
50K household
400
attendees
200
companies
27
E-ICP
Taiwan Consumption
Demands Research
Research to changes of
consumption trends, values
and lifestyles
Big Data Research
Research on sales using
data of issued invoices
Research on preference of
telecom consumption
Research on word-of-
mouth among communities
Online Survey
Solid, fast and precise
identification of
registered members
Trend
Seminar
Member of Macromill
Weekly index Asia
Annual Trend Seminar
 


	28. Visions and Market  Insights of
EOL Consumer Research Team
Market Analysis
Allow you to
comprehend the scale,
profitability and annual
growth of the market you
plan to enter
Competition
Overview
Allow you to
comprehend the number
of competitors and their
competitiveness, and
• market shares,
• channels distribution,
• product lines
Consumption
Preferences
and Behaviors
Allow you to
comprehend the
consumption behaviors
and characteristics, the
annual changes, as well
as the consumer
psychology and
demands
Strategies for
Market Entry
Offer you the
optimum
approaches to enter
the target market
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	29. Integrated
Platform
Teams and Experts
from  Diverse Fields
Precise Marketing
Proposals
E-ICP Marketing Database
The Online Survey Database with
180,000 Registered Members
Offline Qualitative and Quantitative
Survey
Teams with Advertisement and Industrial
Experience composed of Experts from fields
including:
1. Trend Study 2. Communication
3. Brand Marketing
4. Consumer Behaviors
The presentation of the research results
can offer effective and feasible strategic
proposals.
The integrated marketing and
communication service could be offered
using resources of the Group
E-ICP Marketing Database
E-ICP System
E-ICP e-Yearbook
Research Report on Top 10 Lifestyles in Taiwan
Trend Report on Elders
Project Research
Qualitative
Focus Group Interview
One-on-one In-depth
Interview
Quantitative (online & offline)
Online Survey/Telephone
Interview/Interview at Households
Central Location Test (CLT)
Integrated Big Data Analysis Services
Database for Sales Volumes from all Channels
EOL Social Viewing and Listening System
Modeling of Prediction Model for Consumer Purchase Behaviors
Trend Reports
Customized reports
Workshop for Creation of Business
Opportunities
Consultancy Service for Brands and Trends
Advantages
Services
Advantages and Services of
EOL Consumer Research Team
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	30. Three Major Features  of
EOL Consumer Research Team
Consumers Database
1 2 Project Research
30
Big Data Analysis
3
Annual Data of Consumers’ Behaviors
Sampling from Taiwan domestic market and
questionnaires are completed at households
Database of Sales with Issued Invoices
Analysis to sales of daily necessities produces
around one hundred million pieces of data
annually
Social Listening Database
Public opinions on the Internet are collected for
determination of development of future trends
Professional Research Team with Decent
Qualitative and Quantitative Methodology
The solution integrating proposals offered by
experts from diverse fields is offered to clients for
1. Brand Positioning/Brand Power
2. Pricing Strategies/Channel
Competitions/Promotion Methods
3. Development of Products/Services
Integration/Conversion of Values of Data
Fusion of data can integrate the whole picture
of daily life
Unstructured data is converted into structured
one and available for analysis
The features of data are presented in the
visualized approach to speed-up the decision-
making progress
 


	31. Thank You
Do not  cite, distribute, reprint, copy, and/or reproduce any and/or all parts of the
data and/or figures in this Document without prior consent of EOL
PR: +886-2-2706-4865
Research Director Hueimin Shih #807
Marketing Director Singing Wen #816
Amanda Li / VGM
Grace Su / Director
Casper Wang / Director
Eastern Online Co., Ltd.，7F., No. 306, Sec. 4, Xinyi Rd., Daan Dist., Taipei City, Taiwan
Email：amanda@isurvey.com.tw
Email：graceting@isurvey.com.tw
Email：casper@isurvey.com.tw
【Contacts for Business Cooperation】
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