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Abstract

In recent years, China’ s gaming market has experienced rapid growth, with its market size exceeding
300 billion RMB in 2023, making it one of the most important gaming markets globally. However, as a
world-renowned gaming platform, Steam faces numerous challenges in localizing its operations in China,
with limited user stickiness, low engagement, and slow market share growth. This study, based on the 4R
theory (Relevance, Reaction, Relationship, Reward), combined with market research, surveys, and
literature analysis, systematically examines the current state and core issues of Steam’ s marketing efforts in
the Chinese market and proposes targeted optimization strategies to enhance its competitiveness.

Through questionnaire surveys, industry data analysis, and literature review, the study
comprehensively identifies key weaknesses in areas such as cultural adaptation, user feedback mechanisms,
payment systems, player interaction, and user-generated content (UGC) support. Specifically: (1)
Insufficient localization efforts, with inconsistent translation quality and lack of cultural resonance,
affecting player immersion; (2) Slow platform response, delayed customer service, and complex payment
processes that do not align with local user habits, reducing overall user experience; (3) Weak social
functions and lack of UGC incentives, leading to insufficient player interaction and low community
engagement. These issues directly impact Steam’ s user retention rate and competitiveness in the Chinese
market.

To address these problems, this study proposes the following optimization strategies: For relevance,
improve translation quality, integrate local cultural elements, and strengthen cooperation with local
developers to ensure content aligns with Chinese users’  aesthetics and cultural expectations; for reaction,
deploy Al-powered smart customer service systems, optimize and simplify payment processes, and
accelerate game content updates to enhance user satisfaction; for relationship, establish a membership
system, launch exclusive events and reward programs, enhance community functions, and encourage UGC
creation to foster player interaction and community cohesion; for reward, adjust revenue-sharing models
for developers and UGC creators, and establish a dynamic, content-quality-driven incentive system to
protect stakeholder interests and build a sustainable ecosystem.

The innovation of this study lies in the first systematic application of 4R theory to the marketing
analysis of digital gaming platforms, filling a gap in the application of this theory within the platform

economy and user relationship management fields. Compared to traditional marketing models, this research



emphasizes multi-dimensional user interaction behavior, providing both theoretical support and practical
guidance for Steam’ s localized operations in China. It also offers valuable insights for the global marketing
strategies and ecosystem development of other gaming platforms.

Key words: 4R Marketing Theory; Steam Platform; Localization Marketing Strategy; UGC

Incentive Mechanism;
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