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Abstract

With the continuous growth of the Chinese economy, residents’ consumption ability is constantly
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improving. At the same time, compared to domestic mobile phone brands in South Korea and Japan
that are inferior to Apple and Samsung’s phones, there are many Chinese mobile phone brands that
can achieve better quality and lower prices, increase consumer choices for residents, and exponen-
tially increase the popularity of mobile phones. At the same time, mobile games have emerged, which
have the characteristics of convenience, speed, long-term operation, and non-buyout system, attract-
ing consumers to continuously invest time and money. So, unlike online games and single-player
games, the increasingly fierce market competition has led to the development of a series of effective
communication strategies for mobile games to explore the vast blue ocean of China’s mobile game
market and maintain its lifecycle. This paper takes Mihayou’s games (mainly including Collapse Se-
ries, Genshin Impact and Juejiu Zero) as an example to deeply discuss the marketing communication
strategy of mobile games. Previous research has mainly focused on discussions related to online
games, and even some studies on the dissemination strategies of mobile games have focused on fea-
tures that most mobile games have, such as in-app purchases, advertising placements, online com-
munication, social platforms, etc. Although they have provided us with a lot of research perspectives
and directions, they often overlook the specificity of different games and cannot achieve specific
analysis of each game. As the third rising force after Tencent and NetEase, miHoYo has even been
demanded by players to be separated from other second-tier games. Its influence is evident, and its
unique marketing and communication strategies are worth exploring in depth.
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