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Abstract

With the change of social consumption concept and the improvement of personalized demand, us-
ers’ spatial cognition is no longer limited to the basic functions of buildings, but more concerned
about the emotion and experience conveyed by space. In this context, contemporary architectural
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design has gradually shifted from the traditional functional rational design to the experiential de-
sign that focuses on humanistic care and emotional creation, and strives to stimulate users’ percep-
tual resonance through the multidimensional expression of space. At the same time, as a new trend
of brand communication, experiential marketing mode has received more and more attention.
Based on the research of architectural experience design techniques and experience marketing
mode, this paper attempts to make an analogy analysis from the perspectives of spatial narrative,
multi sensory creation and user participation, and discusses the common points and mutual learn-
ing value of the two concepts, operation methods and ultimate goals.
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