


Consumer Brand Engagement in the Era of Immersive Marketing: 
A Case Study of Squid Game Season 2 Strategies 



Introduction
During Squid Game season 2’s premiere week:

• 68,000,000 views

• ranking #1 in 92 different countries at the same time 

• surpassing the viewership of its first season

IMMERSIVE EXPERIENCES 



Literature review
Consumer Brand Engagement

• It defined as consumers' cognitive, emotional, and behavioral engagement 
in their interactions with a brand (Brodie et al., 2011).

Immersive marketing

• Immersion is described in research as both a process and an outcome of 
the consumer experience, in which individuals become completely 
engaged with their experiential environment (Carù and Cova, 2003). 



Is immersive marketing new in entertainment industry?

Theme parks

The film Barbie (2013) 

From a study:



Case study: Marketing strategies of Squid Game Season 2
Beside the commonly used marketing methods, it also used:

1. 1. Events (games)

2. 2. Social media

3. 3. Partnership

1. Events: e.g. the longest 
‘Red Light, Green Light’
game in Asia and others ~ 
engagement



2. Social media



Duolingo’s 
"Korean or Get Eaten." 

3. Partnership: join the game and Korean culture 

The Squid Game meal and 
“Dare to Play” game at 
McDonald’s in Australia

PUMA and Crocs x 
Squid Game collection



1. How effective were immersive marketing and social media interactions in enhancing 
the audience connection to the story and themes during the promotional campaigns of 
Squid Game Season 2 ?

Research aim(s) and objectives

2. In what ways do their immersive marketing strategies and marketing campaigns 
employed in Squid Game 2 promotion affect consumer brand engagement and loyalty?

3. How did their brand partnerships strengthened Squid Game 2 marketing campaign 
engagement levels and expanding the effectiveness?

4. Drawing from the insights gained from marketing strategies of Squid Game 2, 
what suggestions can be made for entertainment industry to make their future 
marketing plans to enhance consumer engagement?



Proposed methodology: mixed-methods approach



Proposed methodology: mixed-methods approach



Self-evaluation: Strengths 

Ø Immersive marketing, consumer brand engagement, and Squid Game are 
all popular topics that warrant thorough study.

Ø With the release of Squid Game Season 3 in June 2025, even more new 
elements and data can be collected for analysis.

Ø Both Squid Game and the partnership brands are widely recognized, 
allowing for the recruitment of a larger sample, making surveys feasible.

Ø The marketing strategies of Squid Game Season 1 were far less 
immersive and consumer-engaged, making it suitable for comparison



Self-evaluation: Weaknesses

Ø Concentrating only on one case study may limit the findings to other brands 
or products.

Ø The study may overlook external factors (for example, cultural, image of the 
actors, etc.) could impact consumer brand engagement

Ø Other brands, unlike Squid Game, may not have a compelling story or 
iconic games, characters, and costumes, which can limit the effectiveness 
of comparative research.

Ø The focus on a highly successful show like Squid Game may not accurately 
represent the experiences of smaller brands or less popular content.

• These factors will diminish the value and relevance of the research.



Self-evaluation: Limitations

Ø Currently, there is no clear definition of "immersive marketing," but most 
reviews are associated with technologies such as VR and AR.

Ø Most immersive marketing events and partnerships are not located in 
Hong Kong, making it difficult to access and gather data from attendees. 
As a result, the data will primarily come from social media users.

Ø The in-depth interview with stakeholders may be unrealistic and difficult to 
achieve.



Alternative approach
Ø Keep Mixed-methods Approach but with an emphasis on quantitative 

surveys, due to some constrains mentioned 

Ø Compare more marketing strategies of Squid Game season 1, including 

data on social media and audience insights 

Ø Arrange In-Depth Observation and interview with fans (loyal customer) 

by observing how they engage with Squid Game content and marketing 

Ø Implementing A/B testing to compare brand engagement levels between 

samples who have been exposed or involved to the 

marketing strategies and those who have not



Expected outcomes and contributions

ü Suggesting the best practices for crafting interactive, engaging and memorable 

brand experiences.

ü Highlighting the potency of immersive marketing strategies within the entertainment 

industry.

ü Enhancing existing literature on consumer behavior, immersive marketing, and 

brand engagement by exhibiting how entertainment companies can cultivate 

meaningful consumer brand engagement use well design of strategic campaign.

ü Insights on tailoring marketing strategies and universal content to echo diverse 

cultural aspects in successful international marketing campaigns.



THANK YOU
Your feedback and suggestions are greatly appreciated.
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