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Abstract

The rapid development of the internet has fueled the birth of many mobile games, with Tencent
Games’ daily revenue being particularly staggering. Why does it stand out among numerous mobile
games, making users oscillate between repeated uninstalls, generating a love-hate relationship they
can’t let go of? This article primarily focuses on the marketing strategies of mobile games and how
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players engage in emotional consumption within them. By analyzing the current status and existing
issues of players’ emotional consumption, it provides a theoretical framework for research on emo-
tional consumption in the digital age, as well as practical references for the high-quality develop-
ment of the mobile game industry.
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