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Abstract

This paper delves into the interplay among the experience economy, interaction design, and brand
value, as well as their impact on the modern business environment. Through theoretical analysis
and case studies, it reveals the significance of personalized and emotional experiences in building
brand value within the experience economy. Additionally, it highlights the role of interaction design
in enhancing user experience and fostering brand loyalty. Furthermore, the paper addresses the
challenges companies face in implementing experience economy practices and offers strategies for
overcoming these challenges, suggesting that continuous innovation is essential for gaining a
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competitive edge in a fiercely competitive market.
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