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Abstract. In the past few years, the extensiveness and activity of IP communi-
ties in mobile games have attracted the attention of merchants and the participa-
tion of players continuously. Among the numerous mobile game IP communi-
ties, female users have gradually shown formidable consumption power due to 
their growing consumption desire. However, in the current mobile game indus-
try, how to develop the female market and how to stimulate the potential con-
sumption power of female users need to be further deepened. In order to control 
uncertainty and improve pertinence more effectively, taking the IP community 
of Miracle Nikki mobile game with young (post-1990s and post-2000s) female 
consumers as the research object, adopting the questionnaire survey method, 
from the recovered data, various variables such as age, gender, and consump-
tion habits of different users were cross-analyzed. The construction level of fe-
male-oriented mobile game IP community culture was explored, and the con-
clusion that consumption behavior and consumption characteristics within the 
community were related was drawn accordingly. 

Keywords: IP community; female mobile game IP; Miracle Nikki; cultural 
identity; consumer behavior. 

1 Introduction 

According to the National Economic Statistical Announcement [1] (2021) and corpo-
rate operating income data [2] (2020) released by the National Bureau of Statistics, the 
public ownersh ip of wireless devices such as mobile phones in my country has been 
increasing in the past few years. Under the premise of the high popularity of basic 
hardware across the country, the rapid growth of the new business form of "Internet 
plus Culture" has been realized. In this social context, industries and enterprises with 
a large base of users have taken advantage of the situation to develop and continue  to 
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expand their influence among the public with continuous innovation and upgrading of 
various forms of IP1 products. As a specific user group linked by the same IP cultural 
identity, the IP community2 played a non-negligible role in the development and 
economic transformation of IP culture. In terms of the establishment of early 
word-of-mouth for enterprise IP products and the maintenance of later users, the IP 
community provided a stable and controllable channel. What's more, the experience 
and communication of users in  the same sub-cultural circle were often accompanied 
by the occurrence of consumption behavior. 

As a mobile game designed with female consumers as the main target users (namely 
"female-oriented"), Miracle Nikki’s p laying patterns contain storyline and love simu-
lation (see Figure 1). Compared to other female-oriented games, Miracle Nikki was 
not such kind that implies feminism and female gaze. After Miracle Nikki was 
launched, it ranked second in the App Store total list and game download list in 2015[3] 
(Qimai data, 2015), female users accounted for 73.83% within  two years [4] (Analysis 
Qianfan, 2017). By July 24, 2022, Miracle Nikki's followers on Super Topics in Weibo 
reached 1.039 million [5]. Therefore, it  was rather representative to take the Miracle 
Nikki IP community with sufficient users and vigorous v itality as a research example. 
By means of a questionnaire survey, the cultural identity of female consumers on 
mobile game IP and the consumption behavior stimulated by cultura l identity were 
investigated, and the correlation between female consumers' consumption behavior 
and cultural identity in the mobile game IP community was verified in this paper. 

 
1IP, the English abbreviation of "Intellectual Property", its original meaning is intellectual 
property, mainly including copyright and indus trial property. Common IP forms include patents 
and trademarks, written works, movies and TV series, online games, etc. 
2A community is the connection of a group of people. In the process of connecting people, with 
the help of a series of means, such as warm content, valuable products, meaningful activities, 
unified values, common community goals and common interests of all group members, various 
subcultures, mutual benefit mechanisms, cooperation models, etc., enables a group of 
like-minded people to deeply aggregate and link further. 
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Fig. 1. Pictures of Miracle Nikki 

2 AISAS analysis of consumer behavior and cultural identity 

In response to the new changes in the consumption patterns of Internet consumers, the 
AISAS consumer analysis model was proposed by Dentsu Corporation, which held 
the belief that in the Internet era, consumers' consumption behavior mainly follows 
"Attention →  Interest → Search → Action →  Share" process [6] (TANG, 2021). 
If analyzed according to  the ISAS model,  the player's consumption behavior of Mira-
cle Nikki was roughly as follows: 

STEP 1: Through the recommendation of others or the game rankings, the game 
Miracle Nikki has been noticed by potential players;  

STEP 2: Through the introduction of Miracle Nikki and the information shared by 
players on the Internet, potential players began to become interested in this game; 

STEP 3: Search through the APP, and Miracle Nikki is downloaded by potential 
players; 

STEP 4: Players of the game start to play Miracle Nikki and buy virtual products;  
STEP 5: The players of the game share their playing experience. 
In view of the characteristics of the Internet ecology, the AISAS model was of 

great significance in  promoting merchants to grasp the "attention" point and pay at-
tention to the online public praise implied  by "sharing". However, the author believed 
that these meanings could not cover up the defects of directionality and one-sidedness 
in the academic sense of this model, which was mainly reflected in: ①  Can the im-
provement of user's subjective initiative brought by the era of mobile internet change 
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the order of attention and interest?[7] (Liu and Chen, 2013); ② Is there a direct cor-
relation between the sharing of current user A and the attention of potential user B, or 
is it st ill affected by other variables? ③ In the path of "search → action", are there 
other factors that influence it? Regarding these issues, this article held the view that 
the IP community formed based on the construction of cultural identity played a role 
in attracting (that is, "follow") to join to users with similar "interests" (whether current 
or potential users). Moreover, through p laying and "sharing", the stability of players' 
consumption "actions" has been further consolidated, and these behaviors may all be 
stimulated by "cultural identity". In response to the above discussion, according to the 
survey conducted by Wang (2020) on Onmyoji mobile game players, the conclusion 
that there is a mutual construction relationship between "player consumption behavior 
and characteristics" and "player's cultural identity with IP" was drawn [8]. Considering 
that the proportion of male players in Onmyoji was relatively large, whether this mu-
tual construction relationship is applicable to the gradually rising female player group 
required further verification and supplementation. 

3 Questionnaire survey results on consumer behavior and 
cultural identity of " Miracle Nikki " users 

3.1 Questionnaire content and distribution 

The questionnaire content mainly includes the four sections as follows: 
· The f irst section was the basic information of the players of Mira cle Nikki who 

were surveyed and the usage situation of this mobile game so far. The purpose was to 
distingu ish and compare the time and money spent on this mobile game by players of 
different categories and different levels of love. 

· The second section was to distinguish whether players have invested money in 
the game. The sub-situation research on the consumption behavior of different players 
was conducive to the analysis of the consumption concept of the player group of 
Miracle Nikki mobile game. 

·On the basis of the second section, the third section distingu ished whether play-
ers with d ifferent consumption views accept and recognize different IP communities 
of Miracle Nikki, whether they choose to join different communities, the reasons why 
users choose to join the community, and whether joining the community is beneficial 
to increase the player's love for Miracle Nikki mobile game, etc. The purpose was to 
study the relationship between the consumption behavior of different players and the 
accompanying cultural identity. 

· The fourth section was the suggest ions made by different players on the IP of 
Miracle Nikki mobile game. This part was a subjective answer, through which more 
factors that affect players' acceptance and recognition of this mobile game culture 
could be revealed. 

Given that a great many players will spontaneously form or join fan communities 
of various platforms (such as Weibo, WeChat, Q group, Tieba, etc.), publishing ques-

Cultural Identity and Consumption Behavior of Female             505



tionnaires directly in real life may lead to inaccurate positioning o f survey objects. 
Therefore, this questionnaire was mainly distributed to the following groups: 

· Official online community participant of Miracle Nikki. 
· Members of "Miracle Nikki's User/Fan Group" on various online platforms. 
· Publishers who shared Miracle Nikk i videos and commenter who posted mes-

sages on various online platforms. 
· Friends who have used the Miracle Nikki IP mobile game in their personal so-

cial circles. 
A total of 367 questionnaires were distributed and collected on various online 

platforms for this electronic questionnaire. After data cleaning, a total of 9 invalid 
questionnaires were screened out, a  total of 358 valid questionnaires, with the effec-
tive recovery rate was about 97.55%. The reliability  of the phenotype questions in the 
questionnaire was analyzed, and the reliability statistic after excluding invalid  ques-
tionnaires was 0.738, which is greater than 0.7.  Consequently, the questionnaire data 
was credible. 

3.2 Statement of the results of the questionnaire survey 

3.2.1 Overview of IP community users under cultural identity.  

(1) The demographic structure of Miracle Nikki players who received the question-
naire survey were shown in Table 1. 

Among players of all ages in this survey, the number of "post-00" players was 264, 
with the largest proportion, accounting for 74%; there was a significant gap between 
the number of male and female players, with a ratio of about 7:93. Among them, the 
number of players who meet both the "post-00" and "girls" conditions was 249, ac-
counting for 70% of the total sample, which indicated that the IP culture of Miracle 
Nikki mobile game was more popular with young female players. 

Table 1. Basic data table of 358 players 

Category 
Post-198

0s (1 
person) 

Post-1990s 
(87 person) 

Post-2000s 
(264 per-

son) 

Others 
(6 per-
son) 

Total 
(358 

person) 

Gender Male 0 10 15 1 26 
Female 1 77 249 5 332 

Occupation 

Student 0 47 246 4 297 
Freelancer 0 9 9 0 18 
Company 
employee 0 14 4 0 18 
Housewife 0 1 0 0 1 
Unemployed/ 
between jobs 0 7 1 0 8 

Others 1 9 4 2 16 

Contact 
time 

Within half a 
year 0 25 28 1 54 

Half a year-one 
year 1 9 21 1 32 
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One year - two 
years 0 13 47 3 63 
More than two 
years 0 40 168 1 209 

(2) The analysis of community players' preference for the IP of Miracle Nikki mobile 
game was shown in Figure 2. 

The number of players who prefer Miracle Nikki mobile game was the largest, ac-
counting for 70%. There were 250 people who regard Miracle Nikki as one of the 
most used games for the duration and frequency of use. Among these 250 people, 218 
players played less than 2 hours a day. Among the players who answered the last 
subjective question of the valid questionnaire "Do you think you will continue to like 
the game "Nursing Love" in the next two years", 200 players said they would contin-
ue to like it, even 100 players answered it more detailed, because they have developed 
deep feelings for the " Miracle Nikki " characters in  the mobile game. Accord ingly, a 
strong cultural resonance has been generated between the mobile game and most of 
the surveyed players, showing high loyalty and dependence. 

 

 
Fig. 2. Players' preference for the "Miracle Nikki" mobile game 

(3) The influence of mobile game IP culture on players’ social behavior.  
According to the user data currently collected, a mong the 270 users who have 

chosen to join the Miracle Nikki mobile game social group, 240 users have joined the 
QQ and WeChat groups; When asked about their reasons for joining, "willing to share 
game experiences with  people who share common interests" and "convenient to ob-
tain the latest game information or activities in  a timely manner" are the choices of 
the most users. (Table 2). within the 270 players who have joined the Miracle Nikki 
mobile game community, 233 users believe that the establishment and activity of the 
game community was beneficial to increase their love for the game (see Figure 4). 
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Table 2. The social impact of the "Miracle Nikki" mobile game on users 

Options Subtotal Proportion 

Yes 233 86.30% 
No 37 13.70% 
Number of valid fills in this  
question 270 100% 

 

Fig. 3. Influence of the establishment of a mobile game community on players' love for the 
game 

Based on the above analysis, the establishment and activity of IP communities have 
social function attributes for players, which  is conducive to allowing p layers to estab-
lish their own "identity space" online, resulting in  increased user stick iness and loyal-
ty. 

2.2.2 Different consumption behaviors and reasons of IP community members. 
Among the player groups surveyed, the proportion of consuming players and 

non-consuming players was 77:23. Among the 276 users who have consumed the 
mobile game, 255 were females, accounting for 92%. In terms of consumption 
amount, most users spent less than 500 Yuan, regardless of whether they were male or 
female. It is worth noting that the proportion of males in the high-amount (over 
20,000 Yuan) consumer group was higher (as Figure 5). In the direction of consump-
tion, the ratio of purchasing virtual items to surrounding physical items was 96:4. 
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Fig. 4. Data graph of consumption amount of male and female with consumption behavior 

(1) Reasons for consumption of community users in Miracle Nikki (Figure 6). 
As a dressing-up simulation mobile game, an important reason why Miracle Nikki 

can stand out among many peers was that whether the overall style, or the details of 
characters, clothes, and environments, this game maintained a higher level than the 
same level, and maintained a high frequency update rate. At the same time, players 
can change the color of the clothes and simply dismantle them based on their own 
preferences. It provided users with a fully dynamic play experience by freely match-
ing clothes, clothing and other functions. Among the respondents, 87.68% of the sur-
vey respondents caused consumption behavior because the items in the mobile game 
conformed to the player's aesthetics. Another obvious reason was that players find 
their own satisfaction by purchasing virtual items and showing them off to others or 
in private collections. 

 
Fig. 5. Reasons for users to consume on IP items 
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(2) Reasons why community users are unwilling to consume in Miracle Nikki.  
Among the 82 players who were unwilling to spend on mobile game IP, 89% were 

student players. The purchase desire of student players was limited by low disposable 
income, forming the main reason for their reluctance to spend. Furthermore, a consid-
erable number of players said that the low cost performance or low temptation of paid 
items could not arouse their desire to buy (Figure 7). 

 
Fig. 6. Reasons why community users are unwilling to consume in Miracle Nikki 

In the subjective question "Do you think the "Miracle Nikki" game is perfect? If so, 
what aspects can be improved? Among the 358 player users, 54 players believed that 
the official items in the game were overpriced and unfriendly to the student group. In 
terms of recharge and price concessions, it was recommended to be improved. How-
ever, even among the players who expressed their opin ions on the price, 42 players, 
who accounted for 78%, affirmed the last question "Do you think you will continue to 
love the game "Miracle Nikki" in the next two years?" Most of the reasons are the 
sense of dependence on "have developed feelings for game characters" and the sunk 
cost3 considerations of "too much investment in time and money, unwilling to give 
up". 

 
3Refers to the cost paid and cannot be recovered 
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4 Interaction between consumption behavior and cultural 
identity of the IP community of “Miracle Nikki”. 

Through a survey of 358 users of the Miracle Nikki mobile game IP community, 
analysis of the questionnaire data and research results of other scholars on  the IP 
community, the following conclusions were drawn: 

4.1 Interaction between community cultural identity and social behavior of 
community users 

Through the precise search of the community during the release of the questionnaire 
and the analysis after data recovery, it was found that, currently, social p latforms such 
as QQ group, Tieba, Weibo group chat and Super Topics in Weibo, which were easy 
to find and highly used by the public, were more likely to be joined by most commu-
nity players. For those who join the group, the group chat threshold has been set, and 
they must be loyal players of Miracle Nikki. Those who join the group were continu-
ously inspected through the number and content of chats, and the "pretenders" are 
excluded up. As a result, the strong individual identity of the Miracle Nikki IP com-
munity was reflected. In the online community, community members could share 
their matching results of Miracle Nikki mobile game characters, exchanged game 
experience with each other, and even the morning and evening greet ings and daily 
chat exchanges were closely related to the Miracle Nikki mobile game IP. In general, 
the establishment and stability of the community was promoted by community mem-
bers' cultural recognit ion and love of IP products. The questionnaire data also indi-
cated that in turn, users' preference for IP products was enhanced by the establishment 
and activity of the community. 

4.2 IP community users have obvious entertainment and emotional 
consumption 

As a game targeting young female users, this game ha d a low threshold for getting 
started and is easy to operate. The nature belongs to the mobile game of the dress-up 
development type.  

The "seven great kingdoms" in the background culture of the mobile game had 
different styles, and the clothes on the official website were unique. There were 28 
classified clothing style tags in the game, corresponding to 5 different clothing attrib-
utes. Among users who have consumed IP products, in order to make the "Nikki" 
character in  the mobile game have a higher level and players have a better sense of 
game experience, they often recharged to buy or use the virtual currency in the game 
to exchange. Therefore, user consumption was enabled with entertainment character-
istics. 

According to the subjective question 21, only 215 of the 276 consumer players said 
they would continue to love the Miracle Nikki mobile game in the next two years. 
Among the specific reasons listed, half of them were because the Miracle Nikki mo-
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bile game conformed to their own aesthetics. A bigger part of the reason was that the 
role of "Nikk i" in the game was regarded as a "daughter" by players, and a lot of time, 
money and feelings were invested in the "daughter". Th is k ind of emotional consump-
tion derived from the emotional characteristics of women was expected to become the 
main point of female game merchants and related research. 

4.3 Interaction between the cultural identity of the IP community and 
consumer behavior 

The cultural background of the Miracle Nikki mobile game was itself a  virtual 
matchmaking world. As p layers use mobile games, the product culture was continu-
ously experienced and accepted, and a unique cultural identity is naturally formed. In 
order to obtain more game freshness and a better experience, the design of the game 
itself promoted user consumption. And as a developmental game, through the 
long-term investment of time and money in this mobile game IP, the loyal user group 
of this mobile game has also been maintained. 

The data was analyzed with "whether you have consumed the "Miracle Nikki" mo-
bile game" as the independent variable X, and the 8th question (Table 3) and the 6th 
question (Table 4) as the dependent variable Y. After distingu ishing users of different 
consumption types in the data, it was found that the users who have consumed the 
Miracle Nikki and the frequency of using games were generally h igher than those 
who have not consumed. Consequently, cultural identity and product love can also be 
promoted by the consumption behavior of the IP community. 

Table 3. Analysis of the degree of love of "Miracle Nikki" by different consumer players 

Question 6. How often do you play Miracle Nikki per week (multiple choice) 

X/Y Rarely, less than 
once a week 1-2 times a week 3-5 times a 

week 
Almost every 

day Subtotal 

Yes 31 (11.23%) 28 (10.14%) 17 (6.16.%) 200 (72.46%) 276 
No 19 (23.17%) 11 (13.41%) 9 (10.98%) 4 (52.44%) 82 

Table 4. Analysis of the frequency of use of "Miracle Nikki" by different consumer players 

Question 8. How much do you like Miracle Nikki game (multiple choice) 

X/Y I like it normally, just to 
have fun when I’m bored 

I prefer this game, the 
frequency of use is high 

I love Miracle Nikki game 
very much, only play this 

one 
Subtotal 

Yes 45 (16.30%) 200 (72.46%) 31 (11.23%) 276 
No 27 (32.93%) 50 (60.96%) 5 (6.10%) 82 

5 Conclusion 

Taking young female consumers as the main force, the IP community of Miracle Nik-
ki mobile game is the research object, the relationship between cultural identity and 
consumer behavior within IP communities was explored in this paper. Starting with 

512             H. Fang et al.



the female IP community of the mobile game Miracle Nikki, the correlation between 
cultural identity and consumption behavior was verified  by this survey. Combined 
with Wang's (2020) research on Onmyoji mobile games [8], basically, it can be con-
sidered that this correlation existed widely  in the mobile game IP market and ha d a 
low correlation with gender factors. Moreover, there were two more noteworthy find-
ings from this study: ① the mutual construction of community cultural identity and 
social behavior of community users; ② IP community users have obvious enter-
tainment and emotional consumption. In view of Miracle Nikki's female player pref-
erence, whether these two points were affected by female personality characteristics 
still needs further comparative research. Meanwhile "academic credentials " and 
"disposable income (includ ing loans)" were not considered in the basic information of 
this survey. Under the changing social atmosphere of "laying flat" [9] (Lin  and Gao, 
2021) and "advanced consumption" [10] (Yang and Huang, 2022), whether these two 
variables will bring interest ing changes to the conclusions of this paper can also be 
regarded as a follow-up empirical investigation direction. 
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