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Abstract. With the development of the internet, the types of mobile games
have become increasingly diverse, and the channels available for
disseminating game-related content have also multiplied. Some games
choose to utilize multiple media narratives during their marketing processes.
Therefore, employing cross-media narrative-driven marketing strategies has
practical research significance for promoting the development of the gaming
industry. This paper focuses on the impact of cross-media narratives on
brand identity in game marketing. The main research methods include
narrating and comparing previous studies, analyzing the practical models of
how cross-media narratives enhance audience brand identity. The research
found that cross-media narrative has an enhancing effect on audience
recognition, emotional identification, and social recognition. However,
cross-media narrative marketing also faces issues such as lack of synergy
between online and offline, IP dilution, and short-term This paper, based on
existing games, studies optimization strategies for the aforementioned issues
and concludes with three optimization strategies: building a user deeply
engaged community, creating a sustainably expandable worldview, and
exploring co-branding mechanisms that adapt to cultural or systemic.

1 Introduction

Since the invention of the electronic game, the content of the game and its device carrier have
been closely related to each other. Gameplay mechanics and narrative forms are shaped by
the platforms on which games are presented, gameplay mechanics and narrative forms are
shaped by the platforms on which games are presented. However, as a commercial product,
the innovation of the gameplay mechanics and story expression can not directly promote in
the market, enter the public’s vision, and play a role in attracting the audience. Therefore, in
the process of game marketing, not only the game itself needs to be innovated in combination
with the carrier, but also the brand needs to refine the narrative in the game and advance in
combination with multi-media, so as to attract the audience and promote the long-term
operation of the game. Among the various marketing methods to attract audiences and
promote the long-term operation of the game, promoting users' brand identity is an
indispensable and important factor.
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This paper is divided into four parts: the first part defines the related concepts of brand
identity and cross media narrative, and analyzes the impact of brand identity on game
operation; The second part analyzes the marketing strategy of brand identity driven by cross
media narrative from three aspects: cognitive identity, emotional identity and social identity;
The third part puts forward the main difficulties in the current practice from three aspects:
the lack of online and offline collaboration, IP dilution and short-term traffic guidance; The
fourth part, on the premise of the difficulties in practice put forward in the third part, puts
forward three optimization strategies that can be used for reference: build a deeply
participatory community of users, encourage users to carry out secondary creation, give full
play to the creativity and communication role of the audience group, and form a positive
cycle of user co-creation; Build a world view of sustainable expansion and attract users'
continuous participation through fun and interactivity; Excavate the co naming mechanism
of culture or mechanism adaptation, maintain the continuity of narration, and avoid the
contradiction of cultural characteristics or mechanism content in the game in different media
narration. This paper takes the use of cross media narrative to enhance brand identity as the
theme, and adopts a qualitative approach based on the review and comparison of previous
studies, analyzes the practice mode of cross media narrative to enhance the brand identity of
the audience. The research results have reference significance for the game to use cross media
narrative to promote the audience's brand identity.

2 Introduction to core concepts

2.1 Forms and characteristics of game cross media narrative

Henry In his convergence culture, Jenkins first summarized and defined "cross media
narrative", which is a technology that tells the same story by using multiple media platforms.
The unique narrative charm of cross media narrative lies in the ingenious use of narrative
differences between different media, and the convergence of these differences into a powerful
force, so as to create a richer and multidimensional narrative experience [1]. For example, a
novel can be adapted into films, comics, and games, and each cross-media format has its own
distinctive features and its own audience. The use of cross media narration to expand the
same work can interpret it from multiple angles, which is conducive to the deep excavation
and innovation of the same work. In "Research on game marketing strategy under the
background of new media marketing", Zhang.Q summarized the advantages of using the
game marketing strategy of new media, including: it is conducive to breaking through the
homogenization of content, For example, a novel can be adapted into films, comics, and
games, and each cross-media format has its own distinctive features promoting user retention,
accurately quantifying the marketing effect [2].

2.2 2.2 Definition of brand identity and its impact on game operation

The concept of "brand identity" is mainly derived from the "identity theory" proposed by
Tajfel and Turner in 1979 in social psychology. The theory holds that individuals divide
themselves into a group in social classification, and thus obtain social identity and self-
identity. When individuals feel that the characteristics of a group are highly consistent with
their self- concept, they will have a sense of identity for the group. In academic concepts,
brand identity is usually divided into three dimensions: cognitive identity (consumers’
understanding and memory of a brand’s values, worldview, and symbolic system); Emotional
identity (consumers have positive emotions such as empathy and attachment to the brand);
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Social identity (consumers get a sense of belonging, identity and social connection through
the brand community).

Extending to the category of marketing, the concept of brand identity is derived as:
consumers have a sense of identity and belonging to a brand, and have an emotional
connection with the brand [3]. In the research on the impact of content marketing in new
game industry on consumers' purchase intention, it is proposed that when customers choose
the brand of products, they will mostly choose the brand that matches their needs in many
aspects from the perspective of self- concept. For example, consumers’ choice of high-end
automobiles is often based on the consideration of highlighting social status and self- image,
which confirms the driving effect of brand identity on consumer decision- making. The
novelty and excitement brought to customers by the personality of the enterprise brand
increase customers' sense of brand identity. The research on brand identity and customer
behavior proves that the brand identity of the enterprise directly affects customers' purchase
behavior. Therefore, in the game marketing strategy, enhancing consumers’ brand identity
not only directly affects purchase intention, but also is the core driving force to ensure the
long- term stable operation of the game. With its multi-platform and multi- dimensional
narrative advantages, cross media narrative provides an important path for the systematic
construction of brand identity.

3 3. Marketing strategy of cross media narrative driving brand
identity

3.1 3.1 Cognitive identity: worldview expansion and symbol system
construction

In game marketing, the cognitive identity of the brand mainly refers to consumes’ cognitive
understanding and memory of the brand’s worldview, core values and symbol system. Henry
Jenkins believes that in the perspective of cross media narrative, the content of the story
world will not be thoroughly excavated, or can not be thoroughly studied in a work or a single
media. The story world is far broader than what can be presented through any single medium,
or even the entire product series, so as to ensure the long-term development of IP and slow
down the decline of audience participation enthusiasm. Therefore, how to use cross media
narrative to build a world view and symbol system that can continuously expand to meet the
audiences’ imagination of unknown content plays a key role in promoting the establishment
of consumers' cognitive identity of the brand.

In the process of consumers' cognitive identification with the brand, cross media narrative
forms a positive feedback connection path with its audience. Innovative cross media narrative
attracts consumers to continue to interact and explore the game content. In the process of new
content output to consumers, fragmented concept symbols are also interrelated through
various narrative forms. The overall concept of worldview is thus formed and continuously
supplemented in consumers' ideas. Consumers will also have a unique understanding of the
game worldview in the process of receiving information, and then have cognitive
identification with the game brand [4]. In the process of cross media narration, a win-win
logic of positive circulation and mutual feeding has been formed between the story world and
the audience. Its closed-loop logic is reflected in the layout of the story world, guiding the
audience to enter the story world, and after the audience enters the story world, making the
audience have a sense of identity with the story world through the content. Take the game
League of Legends as an example. League of Legends (LOL) is a multiplayer online battle
arena (MOBA) developed by the American fist games company in 2009 and operated by
Tencent games in mainland China. The early League of Legends took the competitive playing
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method as the core background story was lack of unity, and The characters were depicted as
relatively autonomous from one another. From 2014 to 2016, the fist companies began to
improve the world view of the game, established a world map based on federalism, and
integrated the "Heroes", "city states" and "historical events" in the game. In 2017, the
"Heroes" was launched. Alliance universe "digital platform. After 2018, League of Legends
IP will continue to use cross media platforms to launch new products, including comics
developed in cooperation with Marvel, animated productions distributed through Netflix, and
related novels. In the process of layout, the worldview of League of Legends has played the
characteristics of various media in a multi-dimensional and multi-level way. For example:
the game itself is competitive and interesting, but the narrative space is limited; The novel
uses the advantage of text description to present the story background and character
motivation in depth [5]. Comics and animation provide a more intuitive audio-visual
experience, which helps to transform abstract worldview concepts into perceptible visual
symbols, so as to strengthen consumers' cognitive memory and brand association. Compared
with the construction of the concept of worldview, the construction of the symbol system
depends more on the forms of comics and animation. In the cross media narrative, the art
design of the game is refined and summarized, in which the representative symbols are
inherited and applied to the creation of animation and comics. Take the two city states of
Zaun and Piltover in League of Legends as an example. The artistic design styles of the two
city states show their own symbolic characteristics. Among them, the colors of Piltover’s
concept drawings are mostly warm colors, the weapons used by heroes are more blue
elements, while the concept drawings from Zaun are all dark and heavy colors, and the
background is mostly smoky. The weapons used by heroes are more dark green and pink
elements, as well as concrete elements such as chemical agents. The differences in the artistic
style of these elements and symbols are used in cross media narratives such as comics and
animation, so as to build a recognizable symbolic system that consumers can easily remember
and intuitively comprehend that can be memorized and understood intuitively. This cross
media visual symbol consistency helps to establish a stable brand image in the audience’s
cognitive schema, so that it can quickly activate the memory and association of the IP when
contacting different media content, so as to strengthen cognitive identity.

3.2 Emotional identity: emotional narrative and role empathy

Emotional identity in game marketing shows that consumers have emotional resonance and
emotional sustenance for the content or role in the game, and the emotional connection
established thereby directly affects consumers' behavior. Due to the core mechanism of some
games, which is oriented by competitive confrontation, players' attention is highly focused
on real-time operation and strategic decision-making, and the narrative content and emotional
expression are often compressed, leaving a large number of narrative gaps for cross media
extension in the role background and emotional relationship. Using the advantage of cross
media, the narrative focusing on emotional expression can further explore these narrative
gaps and effectively arouse the resonance of the audience. Taking the turn based RPG game
Onmyoji produced by Netease as an example, the game takes the era of peace in "tale of
Genji" as the background, and tells the story of the Yin Yang master Abe Qingming exploring
his own memory in the symbiosis of human beings and ghosts and in the Yin Yang world [6].
The story content in the game Onmyoji has the background of the times and a simple story
line. The main characters have independent plots, but a large number of characters still lack
space to express. The cross media narrative of Onmyoji mainly focuses on film and television
works, animation and comic works. For example, a series of animation works such as
Hundred Spirits Kindergarten, Mei Chuxi de Yinyangshi Yijia and Onmyouji: Heian
Monogatari were launched on Bilibili video website. The live action film The Yinyang
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Master was released in 2021. These cross media works echo the plot in the game, enrich the
shaping of the characters and supplement the emotional entanglements between the
characters on the basis of the blank of the original plot. For example, in Hundred Spirits
Kindergarten, a series of troubles caused by the character "yuzao Qian" after entering
Hundred Spirits Kindergarten echoed a series of turbulent plots caused by the original game
plot of the character "yuzao Qian" to Arena. Through the extension of this cross-media
narrative, the character with relatively thin image in the game can obtain a more three-
dimensional and rich character presentation, effectively deepening players’ emotional
understanding of and immersion in the character [6]. In terms of offline activities, the musical
Musical "Onmyoji" ~The Song of the Great River~ adapted from Onmyoji has narrowed the
distance between the audience and the game world. The offline performance places the
audience and the stage in the same venue, and truly shows the role props in the game on the
stage, providing an immersive audio-visual experience for the audience, which is conducive
to promoting the audience to bring into the story and generate emotional sustenance. Musical
"Onmyoji" ~The Song of the Great River~ has played 35 consecutive performances in 9 cities,
and the venues are full. With the musical tour, the average daily online rate of the game
Onmyoji has also increased by 15% [6].

Another cross media narrative form based on the original content of the game that focuses
on emotional expression is the adaptation of TV series. Since its debut in 2005, the TV series
of the same name adapted from the game Chinese Paladin has gained a large number of
audiences. In 2005, it received an average audience rating of 11.3%, and has become an
important work that can not be ignored in the game adaptation series [6]. The performance
of the real actors in the TV play Chinese Paladin endows the characters with three-
dimensional personality and sincere feelings. The ups and downs of the plot carefully depict
the emotional entanglements between the characters and strengthen the dramatic conflicts
between the characters. The right to choose the plot in the game belongs to the player, while
the TV version endows the fate of the character with a fatalistic trend, and integrates the
eastern philosophical connotations such as Confucianism and Taoism. This narrative depth
not only makes the audience have a strong emotional resonance with the characters, but also
further stimulates their identification with the cultural values carried by the works, and
realizes the natural extension from emotional identification to cultural identification. Where
Winds Meet, a martial arts RPG game of the same type as Chinese Paladin, also uses cultural
symbols for cross-media narration, and reproduces a dance in the game into a live Dunhuang
dance work and onto the stage of the 2026 Henan Spring Festival Gala. It uses traditional
culture as an intermediary to enhance the audience's emotional identity for the game. Through
the integration of traditional cultural symbols and modern digital narrative, cultural narrative
drive not only improves the cultural connotation of the game, but also enhances the audience's
emotional identity.

3.3 Social identity: community creation and identity attribution

Social identity refers to consumers' sense of belonging, identity and social connection
through the brand community. In the field of games, the specific manifestations of consumers'
social identity to the brand, such as participating in online and offline community activities,
secondary creation of game content, and self-classification of identity tags to classify
themselves into specific groups of players, so as to obtain a sense of social belonging and
identity. Jenkin’s research on participatory culture believes that fans are no longer simply
"recipients”, but also participate in the text production as the "creator" of media culture. In
the future, the media will compete around the audience. The cross media narrative provides
the audience with the materials and platform to participate in the creation. The audience
establishes the social identity of the brand in the process of collective creation and
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communication, and the content of the audience's collective creation plays the role of filling
the blank of the game's own story and tapping the possibility of the story. It is conducive to
promoting the innovative development of the brand. Take Onmyoji as an example. Onmyoji
encourages fans to create and participate in the game world, and will officially recognize the
works created by fans. For example, the collection activity of game characters' collection
skin, the official creation competition between painters, and the winning works are
determined by the votes of the majority of players and used in the game of Onmyoji Li, X.
2023. According to the research of Sun, B.,&Jin, X. , user participation in CO creation can
significantly improve the breadth and depth of communication. With the help of UGC tools
(such as game module editor and short video creation tool), players can independently create
game related content (such as second creation of short videos, companion novels, role
cosplay, etc.), and share and disseminate it through social media platforms, thereby
generating a viral diffusion effect. This kind of user generated content not only broadens the
scope of communication, but also enables players to change from passive content consumers
to active narrative co creators. Its works have been formally incorporated into game products,
which not only greatly improves the creators' sense of identity, but also strengthens the
participation cohesion of the overall player community through the process of group voting,
and effectively promotes the formation of social identity. Community operations (such as
game forums, QQ groups, and discord communities) enable game publicity to establish a
deep interactive relationship with users, enhance users' sense of identity with the game brand,
optimize the game experience, and provide important support for the long-term development
of the brand [1]. From the perspective of communication content, UGC mechanism can
generate massive personalized content to meet the needs of different users, providing a source
of inspiration for game brand innovation.

4 Main difficulties in current practice

4.1 Lack of online and offline collaboration

At present, in the environment of extensive use of digital media in China, game marketing
has become increasingly diversified. When the game is publicized online, various platforms
such as short video, live broadcast and social media are used. According to the research of
sun, B.,&Jin, X. , the repetition of content spread between different platforms not only causes
a waste of resources, but also causes the problem of user information overload. This situation
not only fails to effectively integrate promotional resources, but also failed to fully tap the
advantages of various media. More importantly, the lack of effective integration and cross-
border cooperation between the media has failed to form synergy, which restricts the further
improvement of the communication effect. Take the joint event of Lucky coffee and Honor
of Kings as an example. The gifts jointly launched are small objects with the role and symbol
elements in the game, such as cup covers, stickers and paper bags. These products neither
enhance nor substantially reinterpret the content of the game, but only extract and copy some
aesthetic design elements of the game itself, and do not have feedback and impact on the
online content of the game itself. Consumers participating in the offline joint event of Lucky
coffee and Honor of Kings can not get rewards and feedback in the online game. This co
branding mode, which only stays at the visual symbol level, is essentially a shallow copy of
game art assets, rather than a content extension in the sense of cross media narrative. Due to
the lack of narrative depth and interactive feedback mechanism, such co branding is difficult
to activate consumers' emotional identity or social identity, and its contribution to the long-
term value accumulation of game brands is limited.
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4.2 Short term flow guidance

The core of game marketing is to attract users' continuous participation through interest and
interactivity. However, some games have not been fully developed in terms of design and
operation to meet this demand, the user retention is low. Zhang, Q. Games create positive
feedback emotional experience for consumers by building a sustainable reward mechanism.
Whether the depth of game content (such as worldview, character design, and plot) has room
for continuous expansion is the key to attracting consumers to have a long-term connection
with the game. Therefore, in terms of game mechanism and story content, the brand needs to
have a plan of continuous operation and perfect design.

4.3 IP dilution

Dilution of IP refers to the process in which the original core value, unique image, cultural
connotation or user cognition of IP is weakened, blurred or even destroyed in inappropriate
cross media development or commercial operation. For example, the TV series Chinese
Paladin has been criticized by some players because its plot content is quite different from
the game and it adds a lot of love elements compared with the game. For the audience who
are loyal to the original structure of the game, the over innovative cross media narrative will
not only fail to increase their recognition of the brand, but will destroy their cognition and
understanding of the original construction of the game world view. For another example, in
Dynasty Warriors, due to the lack of connection of the main plot line, the film basically
copied the game in terms of modeling, setting, music and other aspects, and was far from the
source media of the game in terms of character design, resulting in declines in both box-
office revenue and audience reception [4].

5 Optimization and development strategy

5.1 Construction of user deeply participatory community

Gokhale emphasized the importance of users' participation in narration, because users often
become creators and disseminators of content inside and outside the metaverse. The
formation of communities is conducive to providing space for them to interact with other
users and provide feedback for narration [7]. In the process of operation, the game should
reserve communities for the audience to participate in the construction, and give full play to
the creativity and communication role of the audience. At the practical level, game brands
can build a hierarchical community system according to the depth of user participation:
providing a lightweight interactive platform for ordinary players to discuss topics and share
content; Provide secondary creation solicitation and official authentication mechanism for
core users with creative ability; Reward the most representative creative content and integrate
it into the game products to form a benign closed loop of user co creation. When the cross
media narrative universe expands to a certain volume, it is often difficult for the official
creators to fully interpret each narrative text, and the resulting narrative blank space just
provides space for the audience to participate in the creation. At this time, the audience will
play the role of "adhesive". By filling these gaps, the audience not only enriched the overall
narrative content, but also enhanced the sense of group belonging and brand social identity
in the process of jointly constructing the narrative world. When the connection of text content
in the media is not obvious, the audience can add details to the content of narrative text by
participating in the creation, so as to enrich the content of cross media narrative [8].
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5.2 Building a world view of sustainable expansion

The core of the long-term development of the game is to attract users' continuous
participation through fun and interactivity. Building a world view of sustainable expansion
is conducive to the integration and re creation of fragmented content. In terms of game
mechanism, it is necessary to continuously expand the playing methods and rewards, so that
the challenge and reward are always in the balance of encouraging players. When the game
becomes too simple, players will enter the "boredom zone". In this state, their skills
significantly exceed the challenges presented, so the game is no longer stimulating or
rewarding. At the other end is the "anxiety zone". This happens when the game becomes too
complex for the current level, leading to frustration rather than fun. Successful GaaS games
re stimulate players' interest by providing expansion packs or more challenging content.
These extensions are usually monetized, allowing players to buy higher-level challenges to
help restore balance and rebuild the sense of achievement they initially felt [7]. In terms of
story content, the brand should use cross media narrative innovation while maintaining
narrative coherence, avoid the contradictions of the same setting in different media narratives,
and extract representative symbol elements to build a recognizable symbol system.

5.3 Explore co-branding approaches based on cultural adaptation or gameplay
adaptation

To solve the problem of dilution with IP, game marketing should explore the co branding
ways to adapt to IP, such as based on cultural roots, and expanding the co branding boundary
of IP by refining common cultural characteristics. For example, Fantasy Westward Journey
cooperates with Shaanxi History Museum to give new vitality to traditional culture by relying
on the unique narrative strategy of the game, reorganizing the original static cultural relics
into an interactive entertainment mode that combines the audience's favorite playing methods,
audio-visual, video and even offline activities, so as to fully tap the cultural heritage of the
original work [9]. The longer players spend on customized roles, especially those that reflect
their identity, the stronger their emotional connections, thereby increasing retention and
consumption. In addition to the co branding path based on cultural roots, the unique
mechanism of the game can also be used as the entry point of CO branding adaptation. By
integrating the brand characteristics of the partners into the game interaction mechanism, the
brand can achieve a more immersive brand collaboration. Taking Fortnite as an example,
Fortnite cooperated with DJ marshmello with a personalized appearance. Using the
mechanism that players in the game can customize personalized character appearance
according to personal preferences, it reproduced marshmello's highly recognizable
appearance, and held a concert in the game [10].

6 Conclusion

This paper takes the use of cross media narrative in game marketing to drive the audience to
generate brand identity as the core, and takes various types of games and their related cross
media narrative products as analysis cases to explore the realization path of cross media
narrative to promote the audience to generate brand identity. It also analyzes and summarizes
the difficulties faced by Chinese game marketing and puts forward feasible strategies and
suggestions. This paper analyzes the realization path of cross media narrative driving the
audience to identify with the brand from three aspects of cognitive identity, emotional
identity and social identity, and draws the conclusion that game brands use cross media
narrative to expand the game worldview, establish a symbol system to make the audience
generate cognitive identity, show the role emotional conflict to cause the audience's
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emotional resonance to generate emotional identity, and establish a fan community to
encourage secondary creation and guide the audience to generate social resonance. Then,
based on practical cases, this paper puts forward three dilemmas on the content and form of
China's current game marketing: online and offline marketing has not formed an interactive
mode, and has not provided consumers with positive feedback of online and offline
synchronization; Some game marketing models are oriented by short-term traffic, and have
not established a mechanism that can provide consumers with continuous rewards and
positive emotional experience, which can not provide effective support for the long-term
operation of the game; Some cross media marketing has IP dilution, and the consistency of
game content is not maintained in the process of using cross media marketing. Then, aiming
at the three problems, three optimization strategies are put forward: to build a deeply
participatory community of users, encourage users to carry out secondary creation, carry out
offline community activities, and provide online and offline common feedback on users'
creative content; Build a world view of sustainable expansion, so that the audience can
continuously obtain positive emotional feedback from the game, and enhance user retention;
Excavate the co branding mechanism of culture or mechanism adaptation, and extend the
cultural or mechanism characteristics of the game to the co branding products to avoid IP
dilution.

With the development of the times, the way of game cross media marketing is also
developing continuously. In the process of elaboration, this paper did not examine in detail
how different forms of cross-media narrative in various game genres influence marketing
outcomes. However, this paper analyzes the game cross media narrative marketing mode
with large volume in the current market, and puts forward optimization strategies, which has
practical reference significance.
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