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Abstract

As an emotion-driven digital entertainment product, the commercial success of otome games relies
not only on content quality but also on network marketing strategies and consumption designs
deeply rooted in psychological principles. From an integrated perspective of network marketing
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and consumer behavior analysis, this paper systematically reviews the strategic mechanisms of
otome games in affective marketing, behavioral incentives, community economy, and data-driven
operation. By integrating theories such as emotional attachment theory, theory of planned behavior,
impulse buying models, and platform economy theory, this study constructs an analytical frame-
work for understanding how otome games convert emotional experiences into consumption behav-
iors. The research finds that through multiple strategies including emotional storytelling, scarcity
marketing, social display, and algorithmic recommendation, games effectively stimulate players’
emotional identification and purchase intention, forming a closed loop of “affect-identity-consump-
tion.” Meanwhile, the paper also points out existing marketing ethics and consumption risks, and
proposes future research directions in behavioral design ethics, evaluation of personalized market-
ing effects, and cross-cultural consumption comparisons, providing theoretical support for healthy
and sustainable digital entertainment marketing practices.
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