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ABSTRACT: The work aims to study the connotation of “game” under the design experience based on the conclusion and
analysis of experience theory and establish a new kind of “game” modes to analyze the characteristics of “game” in the
brand marketing advertising, try to provide useful reference for diversified development of brand marketing advertising
under the experience and help enterprises expand marketing ideas, innovate marketing strategies, enrich marketing mod-
els, and improve economic returns. “Three Levels of Design” was used as the significant theory to study “game” charac-
teristics, and endow “game” with new connotation under visceral level, behavior level and reflective level. Combined with
excellent design cases, analysis was carried out to integrate and discuss the innovative and effective “game” characteris-
tics. Starting from “human” emotions, the connotation of “game” is established from three dimensionalities of senses, op-
eration and memory. The characteristics of “game” bring new opportunities and development for brand marketing adver-
tising in the media age. Finally, the innovative “game” characteristics of brand marketing advertising in the media era are
summarized as follows: interactive operation of metaphorical storyline and incentive mechanism to satisfy the pleasure of
achievement, and multiple “emotions” to create immersive experience..
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Tab.1 Connotation of “game” under emotional experience theory
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Fig.1 New transformation of brand marketing advertising
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