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1 INTRODUCTION 

Advanced mobile games have in the past years become a new, growing channel for 

advertisers to reach their customers. As with every advertising medium and format, it 

is crucial for marketers to find out what kind of effect advertising has on consumers, 

and how the effectiveness of advertising might be improved. Thus this study focuses 

on the effect that banner advertising in mobile games has on consumers and ways to 

enhance its effectiveness. In this introductory chapter the reader is familiarized with 

the research topic and the aim of the research. Also reasons for this research are 

provided and methodology used in the study is explained. 

 

1.1 Introduction to the research topic and reasons for the research 

There have been changes in the amount of time consumers spend on different media. 

While television is still the most popular device, consumers increasingly choose 

online, interactive options such as Internet and mobile web over traditional media 

(Nielsen 2012, Official Statistics of Finland 2012a). This shift is crucial for 

advertisers to pay attention to, since advertising needs to be located where consumers 

are. The change in media consumption and increased use of digital media is 

especially true considering young adults (Nielsen 2012). Already more than 80 % of 

16-34-year-old Finnish consumers use Internet on a computer several times a day 

(Official Statistics of Finland 2012b). Also the usage of mobile web has been 

growing massively in the past years. Between the years 2009 and 2011 Internet usage 

of a mobile phone in broadband network more than tripled in Finland (Official 

Statistics of Finland 2011) and nowadays already almost half of the under 45-year-

olds use mobile Internet weekly outside their homes (Official Statistics of Finland 

2012b). In addition, it has been noted that, as the prices of data plans offered by 

telecom carriers keep declining, consumers will most likely increase the amount of 

time they are online with their smart phones (Persaud & Azhar 2012). These changes 

in media consumption, especially regarding young adults, suggest that consumers 

can be more and more often reached through digital media.  
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The ongoing adaptation to the shift in media consumption can be seen for instance in 

the increasing value of mobile advertising industry. The industry is already worth 

$5,3 billion worldwide (Interactive Advertisement Bureau 2012). But still marketers 

have not yet been able to grasp the full potential of it. For instance, 30 media 

industry experts say that mobile advertising is going to be the strongest growing form 

of interactive advertising in the near future (Interactive Advertisement Bureau 

Finland 2012b). The growing interest in mobile medium is due, not only to the 

increasing amount of consumers using advanced mobile technology, but also mobile 

medium’s possibilities to reach and serve consumers in multiple ways anytime, 

anywhere, relatively easily and cheaply (Persaud & Azhar 2012).  

In the mobile medium, mobile games offer an increasingly important and engaging 

way to approach consumers, and therefore they require more attention from 

researchers as well as practitioners. Engaging nature of games and long exposure to 

the advertisements are seen as major benefits of advertising through games compared 

to traditional media (Chaney, Lin & Chaney 2004, Nelson, Keum & Yaros 2004, 

Salo & Karjaluoto 2007, Wise, Bolls, Kim, Venkataraman & Meyer 2008). And 

indeed, there has been a change in relation to how revenue streams flow in the game 

advertisement business (Rajala, Rossi, Tuunainen & Vihinen 2007). In the past, 

game developers paid a license fee to use resemblances of real products in their 

games to add realism, but nowadays companies are willing to pay in order to get 

their products and brands placed in the game to better reach the growing amount of 

game players (Kureshi & Sood 2009). In the past years the wide spread of advanced 

mobile devices, such as smart phones, tablets and PDAs, which are able to deliver 

multisided and highly targeted interactive advertising messages also within games 

(Persaud & Azhar 2012, Salo 2009) and the rapidly increasing mobile gaming 

(Newzoo 2012) has increased the appeal of mobile games as a marketing medium.  

There are multiple ways to advertise through games and the ways differ in terms of 

brand engagement (Salo 2009). They can be broadly divided into two categories: to 

advergames, that are designed specifically for a brand and where the brand or a 

product has the center role (Chen & Ringel 2001 via Mau, Silberer & Constien 2008, 

Wise et al. 2008) and to in-game advertising (IGA) – incorporation of brands into 
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existing games (Yang, Roskos-Ewoldsen, Dinu & Arpan 2006). In-game advertising 

in video games usually resembles product placements seen in movies or television 

shows (Yang et al. 2006) but this is not many times the used way of advertising in 

cheap, quickly developed mobile games (Valentino-DeVries 2011). Deeply 

incorporated in-game product placements, such as giving the player an opportunity to 

drive a certain car brand in a racing game, present considerable opportunities for 

advertising in terms of brand engagement, but often require more integrating and 

time than implementing a simple display advertisement (IAB 2010, Salo 2009).  

There are also other aspects that support the usage of display advertising inside 

mobile games over other IGA formats. Dynamic advertisements in today’s mobile 

games can be altered real-time, when a game connects to a server (Salo 2009). 

Advertisements can be implemented or removed thus even after the mobile game is 

released. Marketers are also able to update, alter and target the advertising 

geographically through an online ad network which eases managing of marketing 

campaigns. (Marketing Week 2006, IAB 2011b.) Tracking the usage of 

advertisements is also more accurate with banners than with permanent product 

placements, as it is similar to banner advertisements placed on websites. With using 

cost-per-click or cost-per-action as a charging base for mobile banner advertising, 

advertisers are only to pay for the action that the advertisement directly generates 

(IAB 2011b, Google 2012). For static, highly in-corporated in-game advertisements 

tracking the use of the ad and pricing are not as simple (IAB 2010). For reasons such 

as these, display advertisements are the most prevalent and the most varied 

advertisement formats inside mobile applications, such as games, these days (IAB 

2011a, IAB 2010). Still, very little is known about the effectiveness of mobile in-

game display advertising and how consumers perceive this new form of advertising. 

Therefore more research in the area is clearly needed. 

As the research in mobile marketing itself is still in its early stages (Persaud & Azhar 

2012), there is even less research on mobile games as an advertising medium. Mobile 

in-game advertising is still a fairly new phenomenon: the first dynamic in-game 

advertising service for mobile phones was launched only in 2006. Prior that year, 

brands were only able to advertise in static, unchangeable advertisements. 
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(Marketing Week 2006.) The earlier research has focused on matters such as revenue 

logics of the mobile entertainment software (Rajala et al. 2007), a general overview 

of the mobile game industry and different possibilities to advertise in games (Salo & 

Karjaluoto 2007, Salo 2009). Mobile in-game advertising has also been studied by 

Keränen (2008), in his Master’s thesis. He has done this from the perspective of 

game developers and suggests that future research could study this area also from the 

perspective of the gamers, as is done in this research. As in the end, gamers’ 

perceptions of in-game advertising are in a determining position for its success. 

(Keränen 2008, pp. 87-88.) It is justifiable to start the mobile in-game advertising 

effectiveness research on Finnish mobile players as the penetration of advanced 

mobile technology is high and rapidly increasing in Finland (Official Statistics of 

Finland 2012b). And in addition, despite its small size, Finland is the home for over 

70 game developing companies such as greatly successful Rovio with the iconic 

Angry Birds (Embassy of Finland 2012).  

1.2 Aim of the research 

Aim of this research is to find out the effectiveness of mobile in-game banner 

advertising (IGBA). This aim is fulfilled by studying mobile gamers’ attitudes and 

intentions towards mobile in-game banner advertising. Firstly, the overall attitudes 

are studied and how some factors specific to the mobile game context affect the 

attitudes. Secondly, this research looks into gamers’ intention to act based on mobile 

in-game banner advertisements, and whether offering incentives will have an effect 

on it. 

The main research question is: 

What kind of an effect does mobile in-game banner advertising have on mobile 

gamers? 
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Three sub-questions for answering the main question are: 

How do advertisement characteristics and factors specific to games affect the 

attitude towards mobile in-game banner advertising? 

Does the attitude towards in-game banner advertising affect the intention to act on 

it? 

What kind of an effect do incentives have on the intention to act on in-game banner 

advertising? 

 

1.3 Main concepts of the study 

Contributions to the mobile in-game advertising research are spread across various 

fields. Even the focus of this research already combines tightly three fields of 

marketing research: online banner advertising, mobile advertising and in-game 

advertising. Therefore findings in these three fields are used in this research to 

explain the effectiveness of mobile IGBA. This begins by describing the main 

concepts of the study in order to help the reader comprehend the research area and 

the context in which the study is conducted.  

Mobile game means a game that has specifically been designed to be played on a 

mobile device such as mobile phone, smart phone or a tablet computer (Casual 

Games Association 2012a). Therefore games played on laptops, regular computers or 

traditional video games are not included into the research area. Games played on 

handheld systems that are dedicated to playing games such as Nintendo DS or 

Playstation Vita do not include into the scope of this research either.   

 

In-game advertisement means incorporating a brand into an existing game. It 

therefore differs from advergames that are specifically designed for a certain brand. 

(Winkler & Buckner 2006, Yang et al. 2006.) However, in-game advertising usually 

refers to placements in games that are similar to placements in television programs 

and movies (Winkler & Buckner 2006) but, in this research the focus is on 

advertisements that frame the pre-existing games as banners.   
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Banner advertisements are mainly rectangular-shaped interactive advertisements that 

are placed in websites. They can include fixed or animated content and can be 

dynamic and/or can be rotated. (Hussain, Sweeney & Mort 2010.) In this research the 

banner advertisements studied are placed not on websites, but inside mobile games 

and include clickable content. 

1.4 Research methodology 

The empirical part of this study is conducted by using primarily quantitative methods 

but also some qualitative methods were employed in the initial phases of the 

research. As this research was done simultaneously and in co-operation with another 

researcher on the same topics, access to some of her earlier findings were gained. 

These findings included interview transcripts of a qualitative study on how players 

perceive in-game advertising. In this research, the interview transcripts were mainly 

used to identify factors that might be important regarding mobile in-game 

advertising, and to gain support for the intention to study them with a bigger sample. 

The quantitative part consists of a survey study to map the attitudes and intentions of 

mobile game players considering mobile advertisements. The data gathered with the 

quantitative study is analyzed with SPSS program and brought into a conversation 

with the presented theoretical background to gain a comprehensive understanding of 

the phenomenon. The methodological choices and steps are further discussed in 

chapter 4. 

1.5. Proceeding of the research 

First of all, existing literature on the issue is reviewed. The theoretical background 

comprises chapters two and three. In the second chapter of this research, the research 

area and the effect of advertising in the mobile medium, inside games and with 

online banners, are described. The second chapter also explains how some factors 

that are specific to the mobile game context influence the effect of advertising. The 

third chapter explains the effect of offering incentives and promotions on behavioral 

intentions in this context. More precisely the chapter describes the suitability of 
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mobile games as a medium for promotional advertising such as discounts and 

different kinds of possibilities for designing the incentives.  

 

The empirical part of this research comprises the explanation of the methodology 

used in this research, as well as the empirical analysis against the presented 

theoretical background. These issues cover chapters four and five. In the sixth 

chapter the results of the study are discussed and conclusions for the research are 

provided. The sixth chapter also contains a critical evaluation of the research 

methods and results and provides suggestions for future research. Finally, the 

questionnaire used in the empirical survey as well as statistics on playing behavior 

can be found as attachments at the end of the study.  
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2 EFFECT OF MOBILE IN-GAME ADVERTISING 

Firstly, this chapter presents background for this advertising form and the target 

audience for it. Secondly, the metrics used in this research for measuring the 

effectiveness of advertising are described. The metrics are attitudes and behavioral 

intentions based on the Theory of Reasoned Action model, developed by Fishbein 

and Azjen (1975). Also the reasons, why attitudes and intentions were chosen to 

measure advertising effectiveness, are provided. Thirdly, all three advertising 

contexts and the overall attitudes that consumers have towards advertising in them 

are presented. Fourthly, the factors that affect the overall attitudes are looked into 

with more detail. Finally, some factors that are specific to the game context are 

presented and their effect on attitudes discussed. 

2.1 Background for mobile in-game advertising 

Before going further into discussion on advertising effectiveness, it is worthwhile to 

explain further the background for mobile and in-game advertising. This helps the 

reader understand the practical context of this study as well as the possibilities of 

mobile advertising and how advertising links to the mobile game industry.   

Mobile devices provide increasingly multisided medium with various m-commerce, 

marketing and advertising possibilities (IAB 2012, Persaud & Azhar 2012). Mobile 

advertising itself, is not a new innovation but the formats of doing mobile advertising 

keep evolving at a fast pace. There are three basic formats today to advertise on 

mobile phones. These are messaging, search advertising and display advertising 

(IAB 2012). Earlier, before the wide adoption of smart phones, PDAs and tablets, 

SMS and MMS messaging were the primary advertising formats in the mobile 

medium (Barnes & Scornavacca 2004, Persaud & Azhar 2012, Xu 2006/2007). 

Much of the research on acceptance and attitudes towards mobile marketing is made 

based on the classic mobile phone (Persaud & Azhar 2012). Usually the studies are 

about acceptance of different messaging formats, when the advertiser sends either a 

solicited or un-solicited message to a consumer (e.g. Barnes & Scornavacca 2004, 
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Choi, Hwang & McMillan 2008, Gao, Rau & Salvendy 2009, Tsang, Shu-Chun & 

Ting-Peng 2004, Xu 2006/2007). 

However, the recent technological development has increased the variety of mobile 

advertising. Many of the advertising formats used in online environments, such as 

search advertising, are nowadays highly popular in mobile context due to increased 

usage of the mobile web (IAB 2012). Also a wide range of formats that are entirely 

unique to the mobile medium have been increasing their share in mobile advertising. 

These include formats such as location-based advertising, display advertising inside 

different mobile applications and mobile coupons (Persaud & Azrah 2012). Message 

advertising accounts nowadays only for 10 % of the total value of mobile advertising 

industry while spending on display advertising, such as banners, is almost triple 

compared to it (IAB 2012). And as stated earlier, display advertisements are also the 

most prevalent and the most varied ad formats inside other applications these days 

(IAB 2011a) but still little is known about their effectiveness. 

It is important, not only for advertisers, but also for game developers to know how 

this new advertising medium can be utilized suitably. There exists few ways for 

game developers to monetize their games, and the one where game developing is at 

least partially paid by advertisers is growing its share. It is in fact expected that the 

portion of ad-supported mobile games of all monetized mobile games, is going to 

increase from the current 6 % to 14 % by the year 2015 (Casual Games Association 

2012a). There are also few options for mobile game developers to monetize their 

games which are explained here to better understand the different revenue models 

and the nature of the mobile game industry. The most popular one is freemium 

model, which currently accounts for 55 % of all mobile game revenues (Casual 

Games Association 2012a). In this model the initial acquiring of the game is free for 

the consumer, but the provider charges a premium for advanced features, 

functionality or related products such as virtual goods (Casual Games Association 

2012a, Casual Games Association 2012b).  Other monetizing models are paid 

subscriptions or paid downloading (Rajala et al. 2007, Casual Games Association 

2012a).  
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2.2 Young adults – the main audience for mobile games 

The stereotypic image of game players as teenage boys certainly does not apply to 

the mobile game audience. Via mobile games it is possible to reach a highly variable 

customer base in terms of key demographic factors. For instance, in terms of gender 

the distribution of mobile players between men and women, is in the U.K. and the 

U.S. already even 50% - 50% (Information Solutions Group 2012). Also the high 

amount of mobile players indicates that there are many kinds of consumers who 

could be potentially reached via this channel. Today, 44 % of the U.S. and the U.K. 

adults are mobile phone gamers, thus play mobile games at least once a month. 

Among those gamers, mobile phone is the primary gaming device and has thus 

surpassed video and computer games. (Information Solutions Group 2012.) The 

number of Americans playing games on their smart phone, tablet, or iPod Touch has 

reached the milestone of 100 million, a massive year-on-year increase of 35 %. Also 

in Europe the growth has been significant. The total growth for key areas in Europe, 

thus the U.K., Germany, France, Netherlands and Belgium, was 15 % in 2011. 

(Newzoo 2012.) Not only the amount of game players is expected to grow strongly, 

but also the value of the global mobile games market is projected to triple from $2,7 

billion of early 2012 to $7,5 billion by 2015 (Casual Games Association 2012a). 

The mobile game medium is especially popular among young adults. Flurry 

Analytics (2011) has done research on how the total time spent on playing mobile 

games is divided between different age groups. They analyzed data of over 20 

million users for iOS and Android freemium games across more than 1,4 billion 

sessions and found that the main group playing mobile games in 2011 were 18-24-

year-olds. Of all time spent playing, 18-24-year-olds accounted for 32 % and 25-34-

year-olds for 29 %. So 18-34-year-olds represent over 60 % of the total time spent 

playing mobile games. The average age of a mobile player is 26.6 years. (Flurry 

Analytics 2011.) In addition young adults are seen as the age group most familiar 

with mobile marketing (Jayawardhena, Kuckertz, Karjaluoto & Kautonen 2009). 

These findings indicate, that the main target group for mobile in-game 

advertisements are young adults, relatively evenly in both genders.  
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2.3 Measuring the effect of advertising 

Advertising effectiveness is an important and yet difficult thing for marketers to 

define and measure. There are different ways for measuring the effectiveness of 

certain advertising media, format or a particular advertisement. The metrics most 

commonly used in the three research fields as well as the metrics chosen for this 

study are discussed next. 

Since the early days of Internet commerce there has been a lot of discussion on how 

the effectiveness or impact of banner advertising should be measured (Manchanda, 

Dupe, Khim & Chintagunta 2006) and since then, several metrics have been used for 

that purpose. These include brand awareness and brand recall after being exposed to 

the banner, effect on Internet purchasing probability, intention to click on the ad as 

well as consumer attitudes toward different aspects of advertising. The attitude has 

been measured towards the brand advertised, towards the website the ad is placed on, 

different on-line advertising formats, as well as different kinds of banner 

advertisements in terms of content and design. (see table 1, pp. 18-9.) Also especially 

practitioners, such as websites that host online advertisements, have been favoring 

traditional exposure-based metrics. These exposure-based metrics such as click-

through rates (CTR) and impressions served have also been widely used as a base for 

charging on banner advertising. (Manchanda et al. 2006.)  

Similar kinds of measures have been used to measure the impact of mobile 

advertising in earlier research. Regarding in-game advertising (IGA) effectiveness 

research, the focus has been mainly on the brand recall or ad recognition. Also 

attitude towards various kinds of aspects have been important areas in the earlier 

research on in-game advertising. Table 1 (pp. 18-9) presents the metrics that 

researchers referred in this study have used. 
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Table 1. Metrics for advertising effectiveness and impact. 

Banner advertising   

Brand awareness and recall 
Dahlen (2001), Lohtia et al. (2007), Moore et al. 

(2005), Yaveroglu & Donthu (2008) 

Effect on purchasing probability Manchada et al. (2006), Schlosser (1999) 

Click-through rate (CTR) 
Cho (2003), Dahlen (2001), Lohtia et al. (2003), 

Lohtia et al. (2007), Rosenkrans (2010) 

Intention to click on the banner/earlier clicking 

behavior 

Burns & Lutz (2006), Yaveroglu & Donthu (2008), 

Nasir et al. (2011) 

Attitude towards online advertising in general 
Cho & Cheon (2004), Ducoffe (1996), Nasir et al. 

(2011), Schlosser (1999) 

Attitude towards the brand Dahlen (2001) 

Attitude towards the website Gao et al. (2004), Moore et al. (2005) 

Attitude towards different banners (or different 

kinds of display ads in terms of content and 

design) 

Burns & Lutz (2006), Chi et al. (2012), Lohtia et al. 

(2007), Moore et al. (2005) 

  

Mobile advertising 
  

Brand awareness Banerjee et al. (2009) 

Earlier engagement in mobile marketing 
Dickinger & Kleijnen (2008), Lee et al. (2006), Yang 

(2007) 

Intention (to receive ads, to recommend the 

brand, to purchase, to click) 

Altuna & Konuk (2009), Banerjee et al. (2009), Choi 

et al. (2008), Lee et al. (2006), Megdadi & Nusair 

(2011), Tsang et al. (2004), Unni & Harmon (2007) 

Yang (2007), Xu (2006/2007)  

Click-through rate of a mobile banner Gao et al. (2009) 

Attitudes towards mobile advertisements  

Altuna & Konuk (2009), Barutcu (2007), Choi et al. 

(2008), Dickinger & Kleijnen (2008), Gao et al. 

(2009), Lee et al. (2006), Megdadi & Nusair (2011), 

Tsang et al. (2004), Xu (2006/2007), Yang (2007) 

Acceptance of mobile marketing 
Barnes & Scornavacca (2004), Bauer et al. (2005), 

Gao et al. (2010), Persaud & Azhar (2012) 

Intention to redeem a coupon/earlier redemption 

behavior 
Dickinger & Kleijnen (2008) 

Mobile coupon redemption rate Banerjee & Yancey (2010) 

Perceptions of mobile advertisements 

Choi et al. (2008), Dickinger & Kleijnen (2008), Gao 

et al. (2009), Jayawardhena et al. (2009), Unni & 

Harmon (2007), Yang 2007 
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In-game advertising (IGA)   

Brand recall and ad recognition 

Chaney et al. (2004), Kureshi & Sood (2009),  Lee & 

Faber (2007), Tangmanee & Rustanavibul (2012), 

Winkler & Buckner (2006), Yang et al. (2006) 

Attitude towards IGA  
Nelson et al. (2004), Tangmanee & Rustanabivul 

(2012), Winkler & Buckner (2006) 

Attitude towards the brand Mau et al. (2008), Redondo (2012), Wise et al. (2008) 

Attitude towards the game/effect on game play Mau et al. (2008), Redondo (2012), Wise et al. (2008) 

General interest in IGA Chang et al. (2010) 

Purchase intentions Chang et al. (2010), Nelson et al. (2004) 

As it is not possible to study all those effects at the same time, two have been chosen 

for the purposes of this study. The first one is attitudes that consumers generally have 

towards banner advertisements in mobile games. Attitude is an important concept in 

advertising effectiveness, since attitude towards the advertisement itself mediates 

advertising responses, such as influence on brand attitudes and purchase intentions, 

and therefore explains advertising effectiveness (Ducoffe 1996, Tsang et al. 2004). 

And as explained earlier several researchers in all three fields have used attitude as a 

measure for advertising impact and effectiveness. 

The second metric used in this research to measure effectiveness is the intention to 

click on a banner advertisement. According to widely used Theory of Reasoned 

Actions -model developed in 1970’s by Fishbein and Azjen (1975) favorable 

attitudes towards something may lead to strong intentions to do something (via Lee, 

Tsai & Jih 2006). Numerous studies have confirmed the linkage between attitudes 

and intentions. Tsang et al. (2004) found that attitude towards mobile advertisements 

is positively related to the intention to receive mobile ads.  Lee et al. (2006), Xu 

(2006/2007) and Altuna and Konuk (2009) arrived in the same conclusion regarding 

attitudes and receiving and using intentions of mobile advertisements. Also 

according to the Theory of Reasoned Action, intentions are further linked to behavior 

(Fishbein & Azjen 1975 via Lee et al. 2006), thus if consumers intent to behave in a 

certain manner they usually will. Regarding advertising in these three fields the 

linkages between attitudes to behavior or intention to behavior have been proven for 
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instance by Burns and Lutz (2006), Bauer, Barnes, Reichardt and Neumann (2005) 

and Tsang et al. (2004). Based on the earlier literature on attitudes and intentions 

towards advertising it is presented that:  

H1: Attitude affects the intention to act on mobile in-game banner advertising 

(IGBA) 

The reason for using the intention to click-through as a measure of effectiveness 

stems from practitioners as well as from the earlier literature on banner advertising. 

CTR is a traditional metric for advertising charge in the online environment 

(Rosenkrans 2010). Also cost-per-click is a widely used base for charging on 

advertising with advertisements that include clickable content in mobile advertising 

(IAB 2011b) as within online in-game advertising (IAB 2010). The intention to click 

on the advertisement on the other hand has been used in the earlier literature as an 

advertising effectiveness metric for example by Yaveroglu and Donthu (2008) and 

Burns and Lutz (2006).  

The actual CTRs, instead of intentions, have been used to measure advertising 

effectiveness in earlier studies (Lohtia, Donthu & Hershberger 2003, Lohtia, Donthu 

& Yaveroglu 2007, Rosenkrans 2010). Even though click-through tells about the 

action that the advertisement creates, using solely CTR as a metric of advertising 

effectiveness has been criticized. For instance Manchanda et al. (2006) state that 

CTRs are already relatively low and even smaller part of those clicks through the 

banner ads turn into actual purchases and therefore CTR might be too imprecise to 

measure the effectiveness of a banner. Also using solely CTR as a measurement of 

effectiveness can be deceptive. According to Burns and Lutz (2007) even if the 

banners would seem successful in terms of website visitor amounts, they can be 

counterproductive for the company’s image and actual advertising effectiveness. 

Burns and Lutz (2007) present a case company where the advertisements generated 

high initial CTRs, but the advertisements were disapproved by consumers, got bad 

publicity for the advertising company and increased the usage of ad-blocking 

software. As this example proves, information on consumer acceptance of an 

advertising format and the actual willingness to use it, are also needed.  
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Using both attitudes and intentions to measure the same phenomenon, here 

effectiveness of advertising, increases the reliability of the results (Lohtia et al. 

2007). In addition, marketing literature is very limited considering this new 

advertising medium and measuring attitudes and intentions have been previously 

successfully used to measure acceptance of new advertising media (Altuna & Konuk 

2009, Choi, Seol, Lee, Cho & Park 2008, Ducoffe 1996, Persaud & Azhar 2012, 

Tsang et al. 2004). The aim is also to measure the initial perceptions of some 

innovative incentive systems in this medium that have not to the researcher’s best 

knowledge been used in the Finnish market yet. Naturally measuring the actual 

behavior is impossible if there is not yet behavior to be measured. Also by studying 

attitudes and intentions, some valuable information on consumers’ initial interest in 

different innovative advertising systems can be acquired. With the help of this 

information, the new advertising solutions can be further developed to fit consumer 

preferences and therefore better secure their acceptance if they are to be launched.  

2.4 Attitudes towards advertising in different media 

2.4.1 Attitudes towards banner advertising 

As banner advertisements are widely used in Internet advertising, there has been 

already quite a significant amount of research considering their effectiveness and 

attitudes towards them (table 1, pp. 18-9). Research regarding consumers’ 

perceptions of an advertisement form in general is important since it affects attitudes 

toward individual advertisements (Ducoffe 1996). There are several differing 

findings considering the overall attitude towards on-line and more specifically 

banner advertising. Burns and Lutz (2006) state that consumers perceive banner ads 

more favorably than other online ad formats, and in their study attitudes towards 

them were slightly positive. This was because consumers perceived banners as less 

intrusive. Cho and Cheon (2004) make similar kind of suggestions considering the 

favorability of banners over other formats.  

However, also opposing arguments have been presented. Cho and Cheon (2004) have 

identified factors that contribute to negative attitudes towards Internet advertising. In 
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their study, past negative experience is indicated by overall dissatisfaction and 

perceived lack of utility and incentive of the advertisement. They explain that people 

with past negative experiences with online advertising will more likely avoid it. The 

phenomenon is sometimes referred as ‘banner blindness’. (Cho & Cheon 2004.) Also 

Rosenkrans (2010) states, that consumers often limit their information exposures by 

engaging in selective perception. This means that they process a certain number of 

ads and ignore others. As banner advertisements are more subtle than many other 

online formats (Burns & Lutz 2007) disregarding banners or the ‘banner blindness’ is 

a general problem faced by banner advertising in the cluttered online environment 

(Cho & Cheon 2004, Gao et al. 2009). 

It thus seems that consumers’ attitudes towards banner advertisements are quite 

negligent. However, because the studied context here is mobile in-game banners, the 

situation regarding the subtleness and negligence could be different. Mobile devices, 

such as smart phones and mobile phones, have smaller screens than traditional PCs 

and laptops, which decreases the amount content one can display each time, thus the 

advertisement could be less easily ignored. Therefore the banner advertisement in a 

mobile game might be noticed more often but this does come with a price. As banner 

advertisements are perceived the least intrusive formats of online advertising and 

therefore favored in the eyes of consumers (Burns & Lutz 2007) this appreciated 

quality of banner format might be lost due to the smaller screens of mobile devices. 

2.4.2 Attitudes towards mobile advertising 

Even though much of the earlier research is done regarding traditional mobile phones 

and message advertising, there are still some noteworthy implications in the earlier 

research regarding attitudes and intentions. Because of the advanced technology and 

wide adoption of mobile devices, mobile medium provides brilliant new possibilities 

for delivering up-to-date, relevant, customized data easily and inexpensively (Gao, 

Sultan & Rohm 2010, Persaud & Azhar 2012). However, this does not mean that 

consumers want to receive it (Gao et al. 2010, Persaud & Azhar 2012).  Mobile 

devices are seen highly personal and intimate devices, and advertisements send 
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without permission can be easily seen intrusive and annoying (Dickinger & Kleijnen 

2008, Gao et al. 2010, Persaud & Azrah 2012, Tsang et al. 2004).  

Nowadays, according to the legislation in the European Union (EU) and the code of 

conduct in the industry, permission needs to be acquired before sending consumers 

any advertising material in their mobile devices (EU 2012, Mobile Marketing 

Association 2008). Regarding this research the permission from consumer is 

acquired when he or she plays the game in a similar manner as with any branded 

entertainment. When a consumer plays video games on other platforms, they accept 

that advertising might be included in games. In the case of acquired permission, the 

consumer attitudes towards ads are more positive than with sending advertisements 

without permission (Altuna & Konuk 2009, Barutçu 2007, Tsang et al. 2004). 

However these results were gained regarding mobile advertising, when the 

consumers opted in specifically for the advertising. Regarding this research, it can be 

assumed that the first thing consumers want, when they play a mobile game is to play 

a game, not to receive advertisements. Similarly, consumers involuntarily face 

banner advertisements when they go on a website to perform other tasks (Cho 2003). 

Thus any conclusions of the overall attitudes towards mobile in-game advertising 

cannot be made based merely on earlier research on permission-based mobile 

advertising. A look into in-game advertising research needs also to be taken.  

2.4.3 Attitudes towards in-game advertising  

In-game advertisements are seen generally positive, but these positive attitudes are 

generated only when some relatively strict conditions are met. Players perceive 

advertisements positively if they enhance realism of the game or increase the feeling 

of telepresence, thus help the feeling of being transported into the game (Nelson et 

al. 2004). Advertisements usually regarded this way are for instance billboards on 

the side of a sport arena (Nelson et al. 2004). According to earlier studies, the in-

game advertisements usually have to be also congruent with the game theme to be 

seen positively (Huang & Yang 2012, Lee & Faber 2007, Tangmanee & 

Rustanavibul 2012). Lee and Faber (2007) state that incongruent advertisements have 

been perceived as “odd”, “surprising”, “inappropriate” and “confusing”. Even if 
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these conditions are met, the advertisements are not been perceived positively by 

everyone. Nelson et al. (2004) warn about the possible negative effects that placing 

an advertisement in a game might have, even if the brand is congruent to the game 

theme and in-corporated into the game well. According to them, consumers who 

detest advertising in general also abhor product placements in games. This is 

especially true when the brand usage is overt, saturated or does not fit the game 

context. These game players commented that the world is already filled with 

commercials and hoped that their game-world would be left alone. (Nelson et al. 

2004.) 

Not only the brand might be seen more negatively after the product placement in 

games, but also the attitude towards the game might get worse. Mau et al. (2008) 

argue that game developers are taking a risk when placing products with commercial 

purposes in their game in that the game itself might be rejected by the target group. 

In their study the attitude towards the game was significantly worse after the product 

placement. Winkler and Buckner (2006) studied advergames and arrived in similar 

kind of results.  It thus seems that advertisers have to be careful when implementing 

advertising since in some cases placing brands inside games can have really 

damaging consequences for the attitude towards the brand, the game and the 

advertisement format in general (Mau et al. 2008, Nelson et al. 2004, Winkler & 

Buckner 2006, Wise et al. 2008). The conditions for advertising in games to be seen 

positively, do not promise good for attitudes towards banner advertisements in 

mobile games. Banner advertisements are not integrated into the game as well as in-

game placements, and they are by nature rather disconnected. Therefore they might 

be perceived negatively by the gamers. In conclusion, based on these earlier findings 

in the three advertising medium, advertising is quite well accepted but the attitude 

towards it is generally negative or negligent in all three mediums unless strict 

conditions are met. Therefore it is argued that: 

H2: The general attitude towards mobile in-game banner advertising (IGBA) is 

negative 
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2.5 Factors influencing overall attitudes towards advertisements 

Ducoffe (1996) found three predictors that affect the general attitude towards online 

advertising. They are informativeness, entertainment and irritation. Informativeness 

of the advertisement and entertainment offered by it contribute to the value of the ad 

whereas irritation caused by it affects negatively to attitudes (Ducoffe 1996). Burns 

and Lutz (2006) used the same three advertisement characteristic factors when 

measuring attitudes towards different online ad formats such as banner ads, pop-up 

ads and floating advertisements. In addition earlier research has found that credibility 

is a significant factor affecting the perceived value of online advertising (Ducoffe 

1996) and attitudes towards it (Cho & Cheon 2004, Nasir, Ozturan & Kiran 2011). 

The aforementioned four factors have also been successfully used to measure the 

attitudes towards mobile advertisements (Choi et al. 2008, Tsang et al. 2004). It is 

therefore hypothesized that: 

H3a: Entertainment affects positively to gamers’ attitudes towards mobile IGBA  

H3b:Informativeness affects positively to gamers’ attitudes towards mobile IGBA 

H3c: Irritation affects negatively to gamers’ attitudes towards mobile IGBA 

H3d: Credibility affects positively to gamers’ attitudes towards mobile IGBA 

 

  

 

 

Figure 1. Effect of advertising on consumers (adapted from Tsang et al. 2004). 

2.5.1 Entertainment 

Entertainment value was found to be the most important or at least highly important 

factor by many researchers in affecting attitudes towards mobile and online 

advertising (Altuna & Konuk 2009, Bauer et al. 2005, Burns & Lutz 2007, Ducoffe 

1996, Choi et al. 2008, Yang 2007). Rosenkrans (2009) found that click-through 
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rates for various online rich media advertisements increased if the advertisements 

were distinctive and creative. Interactive advertisements also generated significantly 

better results in this regard compared to non-interactive ads. Chi, Yeh and Chiou 

(2012) and Lohtia et al. (2003) found similar results for advertisements targeted to 

consumers. For banner advertisements, Lohtia et al. (2003) recommend to use a 

medium level of color and especially emotional appeals and animation. Chi et al. 

(2012) also recommend using animated words and pictures and a fixed action frame 

to increase the clicking activity on banners. Cho and Cheon (2004) state that for 

people using Internet for entertainment purposes the advertisements should possibly 

be of similar nature, thus fun, creative and exciting. Delivering well-targeted 

advertisements that are highly consistent with online consumer’s goals are suitable 

(Cho & Cheon 2004).  

Entertainment value has also been studied in the mobile advertising context. Altuna 

and Konuk (2009) suggest that mobile advertisement applications may be enriched 

with entertainment contexts and more interactive aspects. Tsang et al. (2004) and 

Choi et al. (2008) state that entertainment is the most significant factor affecting 

attitudes towards mobile marketing messages and Yang (2007) says that enjoyment 

of mobile advertising was a strong predictor of consumer intention to use mobile 

advertising. In their study of smart phone marketing, Persaud and Azhar (2012) 

stress that the content provided for the customer, as well as the format (audio, video, 

graphics and text) and the timing of delivery, must be personalized and contextual. 

They highlight the significance of segmentation and targeting in this regard as well.  

Entertainment needs to be considered also in in-game advertising. Entertainment 

value however, differs a little in the IGA context compared to the online and mobile 

advertising. Regarding in-game advertising and advergames, it seems to be crucial 

that the game itself is entertaining and the brands are well in-corporated into the 

entertaining playing experience. Redondo (2012) and Wise et al. (2008) note 

regarding advergames, that the perceived entertainment plays a crucial role in terms 

of advertising effectiveness. According to them, entertainment value of the game is 

highly important because the desired communication effect is to transfer positive 

feelings from an entertaining game experience to the brand. Mobile games can help 
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to integrate fun and entertainment into the mobile consumer’s experience of the 

brand, driving the overall adoption of mobile marketing and brand participation 

(Choi et al. 2008).  

Regarding IGA, choosing the appropriate game as the advertising vehicle is 

important. Since every game has its own features, marketers should use a game with 

attributes similar to those of their brands. (Chang, Yan, Zhang & Luo 2010.) 

Preferably the game should engage the consumer to do similar things as they would 

do if they bought the brand. This could be conducted for instance by linking a travel-

themed game to travel companies. Linking products to games is of course easier for 

some brands to achieve than for others, and mainly done in the area of advergaming, 

where the game is designed for the specific brand. (Wise et al. 2008.) Still, these 

notions should be remembered when planning IGA as well.  

All in all, earlier research suggests that in online, mobile and gaming context, the ads 

should be creative, entertaining and use emotional appeals (Lohtia et al. 2003, 

Rosenkrans 2009). The advertisements should be in line with consumer’s goals (Cho 

& Cheon 2008), and thus somehow be part of the player’s experience of being 

entertained by the game (Chang et al. 2010, Choi et al. 2008, Wise et al. 2008).  

2.5.2 Informativeness 

Ducoffe (1996) states that optimizing the value of advertising for consumers happens 

by creating messages that communicate the most informative claims in forms that are 

as entertaining as possible.  According to him, one of the benefits that Internet has in 

this regard, is its interactivity. Interactivity makes possible for consumers to access 

advertising that is timely, relevant and convenient which are all crucial determinants 

of informativeness. To break through the advertising clutter, especially regarding 

subtle banners, it is important to create original and customized advertisements that 

act as a source of information for consumers (Burns & Lutz 2007, Nasir et al. 2011). 

Chi et al. (2012) state that if a banner advertisement provides detailed product 

information the advertising effectiveness will be higher than for non-informative 

banners.   



28 

 

Creating consumer satisfaction toward advertising services and increasing the 

perceived incentive and utility for clicking on a banner advertisement is important 

(Cho & Cheon 2004). According to Dahlen (2001) there is no one general answer to 

how banner advertisements work. They work differently for different products and 

that is why Dahlen (2001) proposes that goals cannot be the same for all banner 

advertisements. Lohtia et al. (2007) found the same thing about the evaluation of 

banner advertisements. They state that banner advertisements usually have multiple 

goals which can be reached by using different combinations of inputs, thus different 

kinds of ads on different kinds of sites. However, context-congruity is important for 

advertising effectiveness, if favorable attitudes are wanted. Highly incongruent 

banners may catch the users’ attention more efficiently but on the other hand 

consumers have more difficulty resolving the disparate information and negative 

perceptions are likely to occur. Context-congruent banners are seen more informative 

and lead to higher behavioral intentions. (Moore, Stammerjohan & Coulter 2005.) 

This would suggest that in games, for instance, advertisements of other entertainment 

possibilities would be suitable.  

The same thing about importance of informativeness applies for mobile advertising. 

Tsang et al. (2004) found informativeness and Yang (2007) utility to be the second 

most significant factors for acceptance of permission-based mobile marketing. Pull-

based marketing strategies, where consumers seek the content and offers from 

marketers are important if marketers want to benefit of their mobile marketing efforts 

(Persaud & Azhar 2012). The content must be made easily available for the customer 

and it has to be relevant in terms of customer’s needs and wants (Persaud & Azhar 

2012, Choi et al. 2008). Regarding the amount of information content in a mobile ad, 

it is also important to know for what purposes the target audience mainly uses their 

mobile devices for (Salo & Tähtinen 2005). For example information about new 

products, prices, available choices and payment options are important to place in 

mobile advertisements, if informativeness is regarded as an important factor. Some 

consumers want efficient information updates and others perceive promotional offers 

and comparison shopping useful. The key thing is to know the audience. (Persaud & 

Azhar 2012.)  
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In-game advertising research has not put as much weight on the informativeness of 

advertisements as have the other two research areas. The in-game advertising is 

focused more on brand placements such as a simple billboard or a logo placed in the 

game. Many times for placements such as these the main goal is to create brand 

awareness and/or increase brand equity (Huang & Yang 2012, Kureshi & Sood 2009, 

Lee & Faber 2007, Nelson et al. 2004) not necessarily to provide detailed 

information on the product, prices or sales locations which is said often to be 

important for banners (Burns & Lutz 2007, Nasir et al. 2011) and mobile 

advertisements (Persaud & Azhar 2012). However, even though in-game 

advertisements usually have less information, targeting seems to be a crucial factor 

for in-game advertising as well. The brands placed in games must be of relevance for 

the particular consumer and the advertiser must make sure that the product is 

available in the same regions where the game is played (Nelson et al. 2004). And 

usually placing products that are in accordance with the game theme generate more 

positive attitudes (Chang et al. 2010, Huang & Yang 2012, Kureshi & Sood 2009, 

Tangmanee & Rustanavibul 2012) such as sport drink advertisements in sport games.  

In general, the amount of information that should be put in the advertising message 

depends on the goal that the advertising in this medium has (Bauer et al. 2005). If the 

goal is merely to create brand awareness or increase the attitude towards the brand a 

simple logo or a well in-corporated product might be the best solution (Huang & 

Yang 2012, Tangmanee & Rustanavibul 2012, Wise et al. 2008). However, if the 

goals of advertising are more short term, for instance sales increase, to engage the 

consumers into trial of a new product or to generate traffic to a website, more 

information is needed (Persaud & Azhar 2012). Regarding both long term and short 

term advertising goals, it is crucial for marketers to carefully select the game and 

create and target the advertising message so that it is preferably congruent with the 

game theme and relevant to the consumer in question (Bauer et al. 2005, Huang & 

Yang 2012, Nelson et al. 2004, Persaud & Azhar 2012, Wise et al. 2008)  



30 

 

2.5.3 Irritation 

Irritation caused by online advertisements has been studied by many researchers. 

Gao, Koufaris and Ducoffe 2004 studied the reasons why consumers avoid online 

advertisements in general. They found that the perceived irritation of the ad had a 

strong negative correlation with the attitude towards the website it was on. Baek and 

Morimoto (2012) found a strong correlation between perceived ad irritation and ad 

avoidance in their study of personalized advertisements across various media. Also 

ads that somehow interfere with the tasks that consumer is performing are perceived 

irritating and extensively avoided (Baek & Morimoto 2012, Cho & Cheon 2004). In 

the online environment unexpected and interrupting advertisements are perceived the 

worst (e.g. pop-ups and floating advertisements) (Burns & Lutz 2007, Cho & Cheon 

2004).  

There has been evidence that users’ prior experience and knowledge gained from the 

Internet might transfer to mobile browsing behavior as well. As the mobile banner 

advertisement is highly similar to its online counterpart, this notion is critical. Users’ 

prior bad experience and knowledge of online banner ads might increase the 

tendency of ignoring banner advertisements on mobile devices and maybe disliking 

of these tools that try to catch their attention (Gao et al. 2009). Advertisers should 

thus never overlook factors contributing to perceived irritation if they want to 

enhance consumers’ perceptions of advertising (Gao et al. 2004). By learning from 

the mistakes made in the online environment, thus decreasing the intrusiveness and 

un-expected popping out of display ads, the perceived irritation might be relieved.  

Interruption seems also to be one of the main things that advertisers have to consider 

when planning to advertise in mobile games. Banners usually occupy a big part of 

the screen and are fairly disconnected from the game by nature, compared to for 

instance product placements which are more deeply integrated. Since players usually 

appreciate advertisements that add realism to the game, do not interrupt the game 

play and are subtle (Nelson et al. 2004, Tangmanee & Rustanavibul 2012, Winkler & 

Buckner 2006) the banner advertising form might be seen interruptive and irritating 

in mobile games. 
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2.5.4 Credibility 

Nasir et al. (2011) believe that credibility is a significant factor in producing more 

favorable beliefs and attitudes towards online advertising. Even though they see 

entertainment value and functionality of the online advertisement more important, 

according to them, credible advertisements are perceived better by consumers. 

Similar results have been found in mobile marketing research. Consumers experience 

risk to participate in mobile marketing mainly because of the fear of data misuse and 

the reception of unwanted mobile marketing messages (Bauer et al. 2005). That is 

why delivering credible messages and establishing consumer trust are important in 

mobile marketing, and credibility has been found to be an important factor affecting 

consumer attitudes toward mobile marketing messages (Choi et al. 2008, Tsang et al. 

2004). In addition credibility is found to be the most important factor affecting 

consumers’ purchase intentions based on mobile advertising (Choi et al. 2008).  

Here again, the banner blindness effect that might transfer from the online 

environment as Gao et al. (2009) suggested, have to be considered. If consumers 

have negative experiences from banner advertisements in terms of credibility this 

might transfer into the mobile environment. Cho and Cheon (2004) state that 

exaggerating and deceiving messages (such as “you have won $1 million”) might 

make the avoidance of the online banner ads worse, instead of encouraging to click 

on them. Using deceptive techniques makes consumers avoid these advertisements 

all in all and inhibits building consumer trust (Cho & Cheon 2004) and this might 

happen with mobile banners as well.  

Usually consumers are more comfortable engaging in mobile marketing with a brand 

they have already prior (positive) experiences with and which has gained their trust 

(Persaud & Azhar 2012). Advertisers should also make meaningful connections 

between online and offline domains, such as providing pictures or addresses of 

physical stores and presenting other consumers’ evaluations of the products (Cho & 

Cheon 2004). Also using a credible spokesperson is one way of enhancing the 

credibility of mobile advertisements (Choi et al. 2008).  
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2.6 Attitude factors specific to games 

Games differ as an advertising medium from online and mobile media. Thus there 

are some aspects that should be especially considered when planning advertising 

with the help of games. According to earlier research, these factors are many times in 

an important role determining whether the advertising in games is accepted or noted 

in the first place. These factors are the economic aspects of advertising and the level 

of involvement that the game requires. Their importance in affecting acceptance and 

attitudes towards advertising in games are explained in the next sections.  

2.6.1 Economic aspects of in-game advertising 

Economic aspects can have influence on whether advertisements in games are 

accepted or not. Consumers who pay a high price for a video game are considerably 

negative towards advertising in those games. On the other hand, many game players 

perceive advertisements more acceptable if they help to lower the price of the game. 

If there is no economic aid coming from the advertisers, the price of the games can 

be seen too high. Some players even see the product placements in games as 

additional revenue for the game developers which might translate into better games. 

(Nelson et al. 2004.) Also advergames are many times seen positively for similar 

reasons. In return for watching an ad before the game or allowing brand product 

placement within a game, consumers can download the mobile game for free or play 

it free online (Choi et al. 2008, Redondo 2012). Based on earlier studies on in-game 

advertising and advergames it is thus suggested that: 

H4: Lower price of the game affects positively to mobile gamers’ attitudes towards 

mobile IGBA 

Prasad, Mahajan and Bronnenberg (2003) have studied the electronic media 

regarding pay-per-view and advertising. They state that media providers frequently 

have to trade-off revenues from advertisers and subscribers. But however, with 

electronic media, there exists the possibility of giving consumers the option to pay a 

higher price and view fewer advertisements, or pay a lower price but view more 
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advertisements (Prasad et al. 2003). Prasad et al. (2003) argue that the implications 

of letting consumers choose, results in higher profits for media providers, more 

choices for customers and more targeted advertising for advertisers. As previously 

noted, game players can have very different attitudes towards advertisements in 

games so this approach might be viable considering advertising in mobile games. 

2.6.2 Game type and playing involvement  

According to the limited capacity model of mediated message processing, people 

only have a limited amount of mental resources to use in any given time (Lang 

2000). As the primary task for players is playing the game, there is less resources left 

to do any secondary tasks, in this instance, process the ads (Huang & Yang 2012). 

Game involvement affects the amount of attention that is given to in-game 

advertising. Games that require greater involvement and where the player is more 

immersed into the playing, there is less room for attention towards in-game 

placements. (Lee & Faber 2007.) The same applies for the difficulty of the game. If 

the game is difficult or complicated to play, more attentional resources have to be 

assigned to the actual game play and less will be left for processing the ads (Huang 

& Yang 2012).  

This not only applies to in-game advertisements but also to advergames. Winkler and 

Buckner (2006) found that due to the nature of advergames, which usually are simple 

and straightforward, the level of recall of brands is high – higher than for in-game 

placements. Kureshi and Sood (2009) also note that games which require less visual 

load, in turn lowering the difficulty level of the primary task, may be a better suit for 

in-game advertisements. Games that are slower in nature simply allow the player pay 

more attention to advertisements (Kureshi & Sood 2009).  

So in terms of player noticing and processing the advertisements, previous research 

suggests that using slower, easier games which do not require as much attentional 

resources or deep involvement would be more suitable for placing advertisements. 

However, previous research has focused specifically on brand recall in games that 

require different amounts of attentional resources (e.g. Huang & Yang 2012, Kureshi 



34 

 

& Sood 2009, Lee & Faber 2007, Winkler & Buckner 2006). In terms of advertising 

effectiveness, it also important to find out, how players perceive these advertisements 

and if there is a difference in attitudes regarding the level of involvement to the 

game.  

As noted earlier the advertisement is perceived irritating and intrusive if it inhibits 

consumer from performing their goals. This regards online (Cho & Cheon 2004) as 

well as in-game advertising (Nelson et al. 2004, Tangmanee & Rustanavibul 2012). 

If a player is deeply immersed into the game, it would seem more probable that 

advertisement incongruent to the gaming experience is perceived badly. And on the 

other hand, in a simplistic game consumer might not be as badly interrupted by the 

advertisement. Based on their study Wise et al. (2008) indeed found that the positive 

effect in terms of attitude, at least towards the brand, can be achieved with fairly 

simplistic and less expensive on-line advergames. Therefore it is suggested that: 

H5: Attitudes towards mobile IGBA in simple games are more positive than for IGBA 

in games which require deep involvement 

This seems promising for advertising in mobile games, considering the fact that 

gamers mostly play mobile games in a fairly casual manner (Information Solutions 

Group 2011). Casual games are described as games which demand low levels of user 

involvement, are easy to play and require short time commitment (Hjorth & 

Richardson 2009, Redondo 2012).  The main reason for playing mobile games 

according to a survey conducted by Information Solutions Group (2011), is in fact 

distraction from the issues of daily life. Casual gamers use mobile games to fill in 

gaps during the day such as when waiting for friends, during journeys on public 

transport, to fill in time at home, as a break from other activities (such as study) and 

to alleviate boredom (Hjorth & Richardson 2009, Information Solutions Group 

2011).  
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3 INCENTIVES  

3.1 Reasons for using incentives in banner and mobile advertising 

As consumer markets have become more competitive, many companies use extra 

effort to attract consumers with different advertising and promotion activities. The 

recent economic downturns have also made customers more price-sensitive and thus 

increased the importance of promotional offers such as coupons. (Jung & Lee 2010.) 

For instance in the U.S., consumers redeemed coupons worth of $4.6 billion in 

savings in 2011, 58,6 % more than in the pre-recession year of 2007 (NCH 

Marketing Services 2012). Mobile advertising and promotions are also increasingly 

pointed out to be promising strategic tools for companies in their marketing mixes 

(Dickinger & Kleijnen 2008, Gray 2009).  Promotional offers, such as discount 

coupons, free samples or lucky draws, have been used to enhance consumer attitudes 

towards mobile marketing, and to increase the effectiveness and acceptance of it 

(Altuna & Konuk 2009, Barutçu 2007, Choi et al. 2008, Tsang et al. 2004). Thus 

they could be offered in banners to enhance the effectiveness of mobile in-game 

banner advertising as well.  

In this research the definition used by Jung and Lee (2010) for a coupon will be 

applied to cover all incentives. In their research of offline and online coupons the 

coupon was defined as follows: “A coupon is a certificate entitling economic 

benefits, including price discounts, free samples, free trials, free gifts, or free 

participation in a contest to induce consumers to buy a product or a service”. The 

definition of a mobile coupon is also needed for the purposes of this study. Mobile 

coupons are digital coupons on a mobile device such as a mobile phone, smart 

phone, or personal digital assistant. They can carry messages which include text, 

pictures, audio and video material. A consumer can store the coupon in their mobile 

device until the time they decide to redeem it. (Dickinger & Kleijnen 2008.)  

It is important for marketers to recognize the trade-offs consumers make with the 

benefits of the new mobile marketing medium and the perceived risk of it (Gao et al. 

2010). By providing incentives, the benefit for consumers and intention to receive 
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mobile ads can be improved significantly (Gao et al. 2010, Tsang et al. 2004). As 

price in general is found to be one of the strongest factors that motivates mobile 

phone users to adopt mobile marketing, promotions and discounts are found to be 

effective (Barutçu 2007, Megdadi & Nusair 2011). They have also been suggested to 

be used to get consumers adapt mobile shopping (Megdadi & Nusair 2011).  Thus it 

is hypothesized that: 

H6: Using incentives increases the intention to act on mobile in-game banner 

advertising 

Incentives form the final part of the theoretical framework of this study which is 

presented in figure 2. Inside the dashed line are the determinants of attitudes and 

intentions according to Tsang et al. (2004) towards advertising in the mobile 

medium. To this has been added some factors that according to earlier research are 

important for attitudes towards in-game advertising. 

 

 

 

 

 

 

Figure 2. Modeling determinants of the impact of mobile IGBA on gamers (inside the dashed 

line adapted from Tsang et al. 2004). 

 

Mobile coupons can help to achieve several objectives in the communication mix of 

companies (Dickinger & Kleijnen 2008). Dickinger and Kleijnen (2008) identify as 

the first and most obvious objective the sales increase due to the price reductions 

offered by the coupon’s face value. But direct response of redeeming the mobile 
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coupon is not the only objective or effect that a mobile coupon can have. Even if 

people who receive the mobile coupon do not respond by purchasing something, it 

can add some goodwill in the company’s name in their mental accounts. Or just 

simply create brand awareness and these memory impacts can outlast the expiry of 

the coupons themselves. Managers can use mobile campaigns to boost new product 

trials, as well as build awareness and knowledge about new product features and 

attributes that traditional media might not communicate as effectively. (Banerjee & 

Yancey 2010.)  

If a company has already decided to use promotions in some way, there are several 

advantages in using digital coupons compared to traditional ones. First of all, the 

option to save the coupon on a mobile device is one significant advantage. People 

carry their mobile phones almost always with them so the mobile coupons are with 

them too, and will be less easily forgotten home (Dickinger & Kleijnen 2008). 

Secondly, the digital medium can significantly reduce costs occurring from 

development of coupons (e.g. no printing costs), distribution, and database creation. 

Also less time is needed to perform the aforementioned activities. Because of the 

interactive nature of the online medium, manufacturers can get immediate 

quantitative information on consumers’ coupon acquiring and redemption behaviors, 

and thus adapt to target consumers’ preferences quickly. (Jung & Lee 2010.) Even 

though Jung and Lee (2010) studied online coupons that customers can acquire from 

various websites, these same aspects of eased distribution, real-time tracking and 

adapting to changes, apply to mobile coupons as well (IAB 2011b, IAB 2010).  

3.2 Incentives in gaming environment 

Consumers are drawn to new, innovative ways of advertising and marketing (Bauer 

et al. 2005, Rosenkrans 2010). Innovative, creative advertising is needed to generate 

better attitudes and higher response from customers and to break through the 

advertisement clutter, which especially is the problem of the Internet environment 

(Burns & Lutz 2006, Rosenkrans 2010). Persaud and Azhar (2012) found that 

consumers across all age groups and education levels seem to have strong positive 

attitudes towards innovative mobile marketing via their smart phones. According to a 
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study by Juniper Research (2012) the global redemption rate of mobile coupons will 

average at over 8 % by 2016, which is eight times better than the best paper coupon 

campaigns are able to reach. Also the total worth of mobile couponing is expected to 

globally grow 800 % from the end of year 2011 by 2016 (Juniper Research 2012). 

Mobile promotions are still a fairly innovative and new form of advertising, and their 

potential has been only begun to realize. 

Innovative solutions need to be created continuously to gain consumers’ attention, 

since what now is innovative and engaging might not be so in 20 years. For instance 

in online banner advertising the current CTR is 0,5 % or less when at the early stages 

of Internet advertising in 1996, it was 7 % (Rosenkrans 2010, Yaveroglu & Donthu 

2008). Also because of the possibly transferring problem of banner advertisement 

avoidance from online to mobile environment (Gao et al. 2009), the traditional 

banner advertisements will likely need some additional features to be appealing to 

mobile game players. Due to the technical advancement, creative solutions in this 

area of mobile advertising are possible. One highly promising solution is linking 

promotional offers to achievements made in a mobile game. This approach would be 

successful according to recent practical experiences as well as earlier advertising 

literature which both are gone through next. 

Gao et al. (2009) studied an advergame, where the whole game was specifically 

executed for a certain brand, in their case a fictious bankchain. In that game 

consumers were rewarded based on their participation in the game play as well as 

achievements in the game. Gao et al. (2009) state based on their findings that when 

consumers are voluntarily connected to the campaign via the offered prizes, it will 

lead to more responses and more affective attitude toward the brand and the 

company. Interactive properties of games can be utilized to make placements a part 

of the game play, such that gamers can make choices or get rewarded and therefore 

get players involved with the brand (Kureshi & Sood 2009). Advertisements that do 

not disturb the player and are an integral part of the game, as if they were not 

advertisements at all, are more effective both in terms of interest and purchase 

intention (Chang et al. 2010). Even though Chang et al. (2010) suggest for instance 

putting car brands in racing games, so that players can drive the cars, the idea might 
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be valid also considering tying virtual rewards to tangible rewards. As noted earlier, 

one of the main reasons for companies to use advergames is the transfer of affective 

feelings towards the game into the brand (Chang et al. 2010, Wise et al. 2008).  In a 

similar manner, the positive feeling of challenge and accomplishing a goal may be 

transferrable to a real life brand.  

This kind of a scheme, where consumers are rewarded based on their achievements 

in a game has gained success recently in the mobile in-game advertising industry. 

For instance an American company Kiip Inc. offers such advertising possibilities to 

be used in games. Even though Kiip was founded only in September 2010 and is the 

world’s first company with this service, before the end of 2012, it already worked 

with over 40 brands in the U.S. including Best Buy, Disney, PepsiCo and Sony 

Music. In addition more than 400 games and apps for iOS and Android systems 

employ Kiip network. (Kiip Inc. 2012, Marketing Weekly News 2012.) When a 

player achieves a certain milestone in a game, a display advertisement in the screen 

tells the player, that he or she has achieved a reward. This could be for instance a 

voucher for a free soda or a coupon for flowers. (Valentino-DeVries 2011.)  

Even though Kiip Inc. was the first one to tie mobile game achievements into 

tangible rewards, it is not the only company anymore providing this innovative 

advertising solution. Others in the U.S. have noted the potential in this field and 

companies such as P4RC Inc. and Gimmie have started providing advertisement 

space for rewards in 2012 (Gimmie 2012, P4RC Inc. 2012). For instance the P4RC 

rewards network includes many popular iOS games and rewards players with P4RC-

points. Those P4RC-points can be redeemed for real-world rewards in P4RC’s in-app 

marketplace via mobile phone or on the Internet (P4RC Inc. 2012). Gimmie uses a 

similar kind of flexible scheme, where players can redeem rewards based on their 

points in the game (Gimmie 2012). 

The initial engagement rate for Kiip rewards is 18-22% which can be considered 

very high. In addition, of those who have once redeemed a Kiip reward, 50 % will 

redeem another one. (Marketing Weekly News 2012.) For instance, the total 

redemption rate for all kinds of coupons in the U.S. in 2009 was less than 1% 
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(Spiekermann, Rothensee & Klafft 2011). Even though the redemption rate is already 

initially higher for mobile coupons than for traditional coupons (Juniper Research 

2012), the redemption rates between 22% and 50 % for in-game rewards would 

suggest that this form of couponing is highly engaging. To increase the ease of use, 

Kiip Inc. has recently made possible for consumers to save the earned Kiip rewards 

into a “wallet” application on their mobile devices. This makes possible managing 

and redeeming all the rewards without the need to search through one’s e-mail 

(Marketing Weekly News 2012).  

Rewarding consumers for their achievements is not only beneficial in terms of 

increased redeeming of company’s offers, but it might translate into increased 

amount of playing. The P4RC network claims that by enabling consumers to gain 

P4RC points has lead to 50 % up to 200% increase in the duration of playing time 

(P4RC Inc. 2012).  The increased amount of playing means also increased amount of 

time for ad exposure.  

The presented earlier research, successful industry examples and the increasing 

number of mobile game players describe the potential of tying promotions into 

achievements in mobile gaming. The positive feelings towards the game that might 

be transferred towards the brand, the overall high interest in mobile coupons, the 

even higher interest in mobile coupons as rewards in the game and the extending 

exposure time to advertisements, are all advantages of this new promotion format 

(Chang et al. 2010, Kiip Inc. 2012, Marketing Weekly News 2012, P4RC Inc. 2012, 

Wise et al. 2008). However, according to the report of Jupiter Research (2012) the 

rise in mobile coupon redemption rates will only come after an initial period of 

experimentation by both coupon users and issuers, during which redemption rates 

may actually decrease slightly. Also for promoting to be and remain effective and 

profitable the same basic principles of targeting and planning should be remembered 

(Spiekermann et al. 2011) as with any other mobile marketing efforts (Persaud & 

Azhar 2012). The issues of targeting and suitability of mobile games for different 

kinds of promotions are discussed next.  
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3.3 Targeting the incentives  

Spiekermann et al. (2011) suggest that marketers should never follow one-is-good-

for-all-strategy what it comes to coupons. Also, when planning mobile marketing and 

promotions, careful segmentation and assessment of customer groups’ needs should 

be made (Persaud & Azhar 2012). Men use their smart phones for gaming, 

entertainment, and for shopping especially when incentives are provided. However, 

women do not show such a high interested in incentives. (Persaud & Azhar 2012.) 

Banerjee, Poddar, Yancey and McDowell (2011) found that younger college towns 

had a significantly higher recognition and purchase intentions for fast food coupons 

than the older working populations. They suggest that preference of such campaigns 

should be given to younger audiences with expectations of higher redemption rates.  

Persaud and Azhar (2012) noticed the similar variation in relation to the education 

level. The smart phone users with high education were not drawn to discounts and 

promotions as much as people with high school diploma or undergraduate degree. 

Persaud and Azhar (2012) see the education as a probable indication of higher 

income and thus mobile marketing promotions may not be an incentive that interests 

them. More educated consumers perceive other information and content more 

valuable than discounts and promotions (Persaud & Azhar 2012). Dickinger and 

Kleijnen (2008) also state that the target groups for mobile coupons are different 

from traditional ones. Traditional coupon users might enjoy the process of “hunting 

for bargains” and collecting coupons from various sources, and for mobile coupons 

this process is eliminated. Mobile coupons might appeal more mobile technology-

savvy consumers that enjoy the convenience of mobile coupon acquiring (Dickinger 

& Kleijnen 2008). Thus in terms of demographic factors, technology-savvy, young 

men, who not (at least yet) have a high education, seem to be the most prominent 

audience for mobile coupons.  

The redemption of different incentives offered via mobile devices cannot however, 

be explained with merely demographic factors (Persaud & Azhar 2012) which 

complicates the targeting process. One option to ease the targeting is to let the 

consumers take part in it. Gao et al. (2009) studied how personalization in mobile 
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advergames affected the efficiency and attitudes toward the brand. They found that in 

mobile advertising it would be feasible to let the customers choose what they want to 

experience. Gao et al. (2009) let the customers choose the difficulty level of the 

game, the premium award of successfully completing the game and the basic 

encouragement award rewarded after playing the game within few choices. In their 

study, this led to increased perceived interactivity, which again had a positive effect 

on the attitude towards the advertisement (Gao et al. 2009). Jung and Lee (2010) also 

state regarding e-coupons that selectivity is one of the major benefits in interactive 

couponing compared to traditional paper ones. Consumers themselves acquire the 

coupons they wish to use (Jung & Lee 2010). In this light, P4RC’s model of 

collecting points which gamers can use for redeeming the wanted prizes, might be 

more engaging than Kiip’s model of offering one specific reward after an 

achievement.   

The selection is beneficial for users since this way they can have more control over 

their own experiences which is seen highly important in the personal mobile medium 

(Gao et al. 2009, Jayawardhena et al. 2009, Persaud & Azhar 2012). This way, 

consumers can be better connected to beneficial offers, which are made personally 

relevant by proper designed advertisements (Gao et al. 2009). As one-is-good-for-

strategy is not the most successful one for ‘traditional’ coupons (Spiekermann et al. 

2011) it probably is not for mobile coupons.   

H7: Gamers would prefer to choose the incentive from different options 

However, it must be remembered that this option is not entirely problem-free. Jung 

and Lee (2010) explain regarding online coupons that if consumers have full control 

over what coupons can be redeemed, they will likely only redeem coupons of their 

favorite brands. This problem could be somewhat avoided with limiting the options 

for consumers and targeting the incentives well. Jung and Lee (2010) studied the 

online coupon area, where consumers can go online and find a certain website and 

print any coupons they wish.  This might turn into redemption behavior that is hard 

for the marketers to control (Jung & Lee 2010). However, the selection of 

promotional offers that consumers can receive in exchange for their game 
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achievements can be limited. For instance in the P4RC network, there are certain 

number of offers available for players to choose from and the quantities and 

validation times are limited (P4RC Inc. 2012). Using shorter validation times is 

generally used by companies that promote frequently (NCH Marketing Services 

2012). Also by adjusting the game point amount needed to redeem the offer, the 

redemption behavior can be controlled. The fear of fraudulent coupon redemption 

can also nowadays be diminished with tracking systems that express how many times 

a customer has redeemed an offer and whether the offers are valid, or expired (PR 

Newswire 2012, Business Wire 2012). 

3.4 Location-based incentives 

Location-based mobile services are services in which the location of a person or an 

object is used to shape or focus the application or service (Barutçu 2007). Location-

based mobile services include mobile marketing based on consumer’s location, such 

as location-dependent advertising and promotions, which are triggered when the 

mobile device is in a specific pre-defined area (Unni & Harmon 2007). An example 

of this is a coupon, sent to the consumer via Bluetooth as they enter a store (Persaud 

& Azhar 2012). Location-based marketing messages and promotions can reduce 

consumer’s search costs, increase their shopping efficiency and at the same time save 

them money through discounts and special offers (Persaud & Azhar 2012). Not only 

marketing messages can be tied to the location of the mobile device but also the 

game playing itself. Integrating player’s location into the game experience is one 

factor that makes mobile games special compared to traditional video games (Casual 

Games Association 2012a). And integrating player’s location into the in-game 

advertising could make mobile IGA special compared to traditional IGA as well.   

However, there are some issues that need to be addressed when thinking of 

implementing location-based advertising (LBA). Firstly, mobile phone is perceived 

as a very personal device that consumers almost always have with them and mobile 

marketing based on location can easily be seen as intruding that personal space (Baek 

& Morimoto 2012, Persaud & Azhar 2012). In the minds of many consumers, the 

very idea that they can be tracked creates discomfort and sense of loss of privacy 
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(Unni & Harmon 2007). In the EU, marketers have to acquire consumer’s permission 

before sending any marketing messages on their mobile phones and this includes 

location-based marketing messages (EU 2012). It is critical for marketers to use 

location data prudently and safeguard the privacy of their customers. Secondly, the 

key to effective LBA is to deliver only relevant advertisements and promotions. 

(Unni & Harmon 2007.) Location-based advertisements should be personal and very 

well targeted. To be able to accomplish this goal, the advertiser needs information 

about the receiver of the advertisements. Using the company’s own customer 

information data or asking the customer to fill out a profile when they agree to 

receive location-based ads, are ways to gain important knowledge of the receiver for 

targeting purposes. (Salo & Tähtinen 2005.) 

Unni and Harmon (2007) state that mobile marketers face big challenges in getting 

consumers interested in signing up for LBA because of the privacy and other 

concerns. They believe that for the adoption to succeed, it is critical for marketers to 

emphasize the benefits of LBA. In Europe, and more so in Finland, the consumers 

seem to somewhat perceive the benefits greater than the possible negative effects. 

According to a study reported by IAB Finland (2012a), in the EU area, 48 % of smart 

phone users are interested in location-based vouchers. And the same number for 

Finland is 57 %. According to this study, the interest in location-based promotions 

seems thus to be already quite high among those who are already technology-savvy 

enough to use smart phones. Therefore it is suggested that 

H8: Gamers are interested in location-based incentives 

Unni and Harmon (2007) also state that trust in the provider of the LBA had a 

positive impact on attitudes towards LBA and thus LBA benefits are likely to be 

perceived credible from trusted service providers (and marketers). Baek and 

Morimoto (2012) highlight the same notion regarding personalization of advertising. 

Consumers tend to have less negative feelings towards messages sent by marketers 

they have previously had business interactions with (Baek & Morimoto 2012). 

Especially in mobile marketing industry, which in many ways is still in its infancy, 

trusting the organization is highly important for advertising effectiveness (Bauer et 
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al. 2005, Jayawardhena et al. 2009). It thus seems that it might be more beneficial to 

gain consumer trust via other channels first, before pursuing them in the mobile 

medium and even more so with LBA, if marketers want to achieve engagement. 

Location-based marketing efforts should be targeted to consumers who consider 

LBA to be of high value. In those situations location-based marketing could help to 

efficiently build brand relationship and loyalty. (Persaud & Azhar 2012.) 

3.5 Redeeming options for mobile coupons 

There are few options for companies to organize the actual redemption of the 

incentives offered within mobile games. The first one presented here is when 

consumer stores the coupon on their mobile device and shows it at the cashier to the 

store clerk (Mobile Marketing Association 2011). For instance Kiip Inc. uses this 

possibility (Kiip Inc. 2012). The other ways could be through an online or a mobile 

web store. For instance, in the P4RC network, brand offering the reward can choose 

the way the reward will be redeemed, for example by manually putting in a code 

when checking out at a online store or a mobile web store (P4RC Inc. 2012). It is 

important to know how consumers perceive these different options, so that marketers 

can plan their mobile incentive redemption taking consumer preferences into 

account. 

3.5.1 Redemption at the point-of-sale in a physical store 

Dickinger and Kleijnen (2008) studied mobile coupons showed at the point-of-sale 

and they found that the redemption effort is the main determinant of attitude towards 

mobile coupons. Consumers are worried that the mobile way of using coupons might 

be complicated and cost more (in effort) than the coupon is worth to them. The usage 

of mobile coupons from traditional ones is a leap too far. (Dickinger & Kleijnen 

2008). However, as mentioned earlier Dickinger and Kleijnen (2008) also state that 

mobile coupons are more appealing to those who are familiar and comfortable with 

the mobile technology. Also Gray (2009) states that mobile coupons present 

advertisers the chance to attract consumers, who are progressively more comfortable 

using their mobile phones. And due to the nature of mobile gaming, mobile gamers 
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already at least somewhat fall in to this mobile technology-savvy consumer -

category. Mobile gamers are usually young adults (Flurry Analytics 2011) who are 

the first ones to adopt new mobile technologies (Choi J et al. 2008). Thus the fear of 

technological difficulty might not be as severe in this context as Dickinger and 

Kleijnen (2008) suggest.  

However, the redemption effort should not be undermined even if the target group 

for mobile coupons would consist of young technology-savvy mobile gamers, as is 

the case in this instance. The redemption process can be made easier for consumers 

and thus increase the value of coupons in eyes of consumers (Dickinger & Kleijnen 

2008, Jung & Lee 2010). For instance by solutions such as Kiip’s “wallet” 

application where the managing of coupons is made easier reduces the effort needed 

from consumer. Also as Choi J et al. (2008) suggest regarding the adoption of m-

commerce that more aggressive marketing and promotion of the benefits of this new 

marketing possibility is needed to eliminate customers’ prejudices.  

Previously, redeeming mobile coupons entirely digitally was possible only in those 

rare situations, where the retailer had a specific device for reading the coupon from 

the consumer’s mobile device (Business Wire 2012). Usually the customer could get 

and store the mobile coupon entirely digitally but at the redeeming phase, either the 

store cashier had to have an additional device to read the coupon, the coupon had to 

be downloaded on a loyalty card or the cashier had to manually input the coupon 

code (Business Wire 2012, Rowh 2012). However, in 2012, a completely digitized 

coupon system was introduced. Consumers can acquire and redeem coupons 

digitally, and retailers can digitally process and clear the coupon with their normal 

point-of-sale scanner devices of the screen of a mobile device. (Business Wire 2012.) 

This evolvement is a step towards easing the process of redeeming mobile coupons.  

3.5.2 Redemption via an online store or a mobile web store 

By offering consumers the possibility to redeem incentives in an online store could 

be one viable option since electronic commerce has been gaining popularity among 

consumers in the past years. According to a report issued in November 2012 by 
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Official Statistics of Finland (2012b) – already two thirds of the Finnish people had 

purchased something online during the past year and the number has been steadily 

rising. Consumers are thus already relatively comfortable buying online. And again 

young adults are the main age group who has adopted this behavior (Official 

Statistics of Finland 2012b). However, Dickinger and Kleijnen (2008) state that 

consumers worry about specific skills and resources needed to redeem coupons via 

the Internet, which might hindrance the e-coupon redemption and thus also the 

redeeming of mobile coupons via e-commerce. And even though a high amount of 

people have adopted e-commerce as a way to purchase, not all have. Therefore it is 

suggested that: 

H9a: Gamers prefer redeeming mobile coupons in a physical store 

Even though purchasing via mobile devices offers many new possibilities for 

marketers, it might not be, at least yet, the most preferred way in the eyes of 

consumers to redeem incentives. Only 6 % of Finnish consumers report that they had 

purchased something using solely their mobile phones during the past year (Official 

Statistics of Finland 2012b).  M-commerce is in addition perceived negatively or at 

least ignorantly by consumers (Barutçu 2007, Megdadi & Nusair 2011). Consumers’ 

privacy concerns are highlighted in this medium and affect negatively towards the 

engagement in any mobile marketing or mobile commerce efforts (Megdadi & 

Nusair 2011, Persaud & Azhar 2012). Megdadi and Nusair (2011) state that the 

marketing messages on mobile web stores should be targeted for those who are likely 

to purchase via mobile phones. They also state that customers’ negative attitudes 

toward mobile shopping can be changed by offering lower price, and that offering 

discount coupons is more important in mobile shopping than in traditional shopping. 

Also Choi J et al. (2008) suggest more aggressive promotional means to get 

consumers engaged in m-commerce. Thus according to researchers offering coupons 

is the right way to get consumers interested in mobile commerce, but based on the 

presented studies it seems that other ways of shopping are still preferred over mobile 

shopping. It is therefore suggested that: 

H9b: Gamers prefer redeeming mobile coupons in a physical store or an online store 

to redeeming them in a mobile web store 
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In conclusion all the hypotheses developed are summarized below: 

Table 2. Setting the hypotheses. 

H1: Attitude affects the intention to act on mobile in-game banner advertising (IGBA) 

H2: The general attitude towards mobile IGBA is negative 

H3a Entertainment affects positively to gamers’ attitudes towards mobile IGBA 

H3b: Informativeness affects positively to gamers’ attitudes towards mobile IGBA 

H3c: Irritation affects negatively to gamers’ attitudes towards mobile IGBA 

H3d: Credibility affects positively to  gamers’ attitudes towards mobile IGBA 

H4: Lower price of the game affects positively to mobile gamers’ attitudes towards mobile IGBA 

H5: Attitudes towards mobile IGBA in simple games are more positive than for IGBA in games 

which require deep involvement    

H6: Using incentives increases the intention to act on mobile IGBA 

H7: Gamers would prefer to choose the incentive from different options 

H8: Gamers are interested in location-based incentives 

H9a: Gamers prefer redeeming mobile coupons in a physical store 

H9b: Gamers prefer redeeming mobile coupons in a physical store or an online store to redeeming 

them in a mobile web store 
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4 RESEARCH METHODOLOGY 

This chapter introduces the reader to the methodological approach and choices made 

in the study. It also presents in more detail the data collection and analysis methods 

and acts as a starting point for the empirical analysis.   

4.1 Methodological approach 

Research questions and objectives guide the methodological choices of the study 

(Kumar 2011: 18). As this research pursues to answer what and how questions, the 

research is mainly descriptive by its nature (McDaniel & Gates 2006: 33). A 

descriptive study attempts to describe a situation, problem or a phenomenon, for 

instance attitudes towards an issue (Kumar 2011 :10). The research also has some 

characteristics of a correlational study as it finds out the relationship between 

different aspects (Kumar 2011: 10-11), in this instance attitudes, incentives and 

intentions. This kind of a combination of research types is not unusual in social 

studies. On the contrary, many times in practice, a research contains elements of two 

or more different research types (Kumar 2011: 11). Descriptive and correlational 

research can both be qualitative or quantitative and typically a survey-study is 

suitable and justified as a data collection method for both. (Wilson 2010: 104) 

Therefore survey-study has been chosen to be the main methodology in this research 

as well.  

 

For a study that pursues to find out the causal relationships between issues and test 

existing theories, quantitative methods and deductive approach are usually 

appropriate (Saunders, Lewis & Thornhill 2009: 125-127). Thus the research 

approach in this research is also mainly deductive. Essentially this means that 

hypotheses are deduced from the theory and then tested in reality with the help of 

empirical data (Bryman & Bell 2007: 632-4, Saunders et al. 2009: 126). Here the 

existing model, which is tested, considers attitudes and intentions towards mobile 

and online advertising. It has been employed by many authors (e.g. Choi et al. 2008, 

Ducoffe 1996, Tsang et al. 2004) to test advertising acceptance and effectiveness in 

different contexts and it bases on the model of Theory of Reasoned Actions 
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developed by Fishbein and Azjen (1975). Now it has been brought into a new 

context, mobile games, to define its fit in this area.  

 

The basis for the added factors specific to games can be found in the earlier research 

as well, though not in a comprehensive model as with attitudes and intentions. 

Never-the-less the hypotheses considering them are deducted from earlier theories 

and tested with empirical data. Typically deductive approach has been affiliated with 

quantitative methods (Bryman & Bell 2007: 632-4), and quantitative methods form 

the main basis for empirical analysis and conclusions in this research as well. 

 

4.2 Gathering of the empirical data and methods for analysis 

In many cases, the data gathering in quantitative social studies is done from a group 

people who represent a certain population via a questionnaire designed for the 

purpose (Bryman & Bell 2007: 632-4). Questionnaires are used to ensure an orderly 

and structured approach to data gathering (McDaniel & Gates 2006: 35). Thus in this 

research the data was collected through an online questionnaire and analyzed with 

SPSS program to accept or reject the formulated hypotheses.  

The process of theory testing rarely is as linear as the deductive approach suggests. 

In social studies, the analysis of quantitative data from conducted surveys is more 

exploratory than is generally appreciated, which consequently offers opportunities 

for the generation of theories and concepts. A sole approach, of testing pre-existing 

theories, fails to recognize the creative work that that goes into the analysis of 

quantitative data and into the interpretation of the findings. (Bryman & Bell 2007: 

16, 632-4.) Therefore in this research quantitative information will be used not only 

to strictly test the fit of an existing model into a new context, but also to examine 

how that model might be further developed and extended to fit the mobile game 

context.  

Smaller scale qualitative studies are many times used as a pre-test or a feasibility 

study, before studying the matter in a larger scale with quantitative methods.  

Purpose of these feasibility studies is to help determine whether the issue is worth of 
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a deeper investigation and whether the designed measurement tools are suitable for 

the research. (Kumar 2011: 11.) As some of the factors presented in this study are 

new to the existing models, more assurance and guidance in the form of empirical 

evidence was needed to ensure their significance. That is why also a small-scale 

qualitative research was employed. Both methods and their execution are described 

next. 

4.2.1 Secondary interview transcripts 

Because this research was conducted in co-operation with another researcher, Ruey 

Komulainen, who simultaneously studies the same topic, sharing of information as 

well as ideas for research areas, was extensive throughout the whole research. In the 

early phase, access to her interview transcripts on this topic was gained. Her study 

was conducted to enhance the current understanding of using games as a channel for 

advertising and gamers’ attitude towards in-game advertisements.  The interviews 

were done for different purposes and they included also information on other playing 

devices. Therefore they did not provide information on all the topics went through in 

this research but contained valuable information regarding specifically the game-

context specific factors as well as incentive systems.  

The interviews were conducted on 2
nd

 and 3
rd

 of July 2012 and the transcripts 

included 10 different interviewees. All the interviewees were male students of 

Kajaani University of Applied Sciences but they are originally from pretty much all 

over Finland. Most of them considered themselves as experienced game players with 

10 to 15 years of playing experience. Three of the interviewees did not play mobile 

games and their replies were eliminated from this examination to increase the 

validity of the results. In the initial phase the interview data helped the researcher to 

get a more comprehensive picture of the research area. The interview data also 

presents proof for the importance of game specific -factors as well as different 

aspects of incentive systems thereby justifying studying them in a larger scale. 

The interview transcripts are shortly referred to in the empirical analysis. Referring is 

done to present the reader why the factors new to earlier models might be of 
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importance regarding attitudes and intention in the mobile game medium. However, 

as stated earlier, they acted only as a guiding method for the main quantitative study 

and formulation of the questionnaire and thus are reported as such. They were not 

conducted for the purposes of this research, and also on some matters they go beyond 

the scope of this research. Therefore only what comes out of the quantitative survey-

study are reported as the empirical findings of this research.  

4.2.2 Formulation of the survey questionnaire and its contents 

As attitudes and intentions towards advertisements have been widely researched 

already, the survey questions considering them were found in the earlier research. 

According to earlier findings, they are valid measures for attitudes and intentions in 

online and mobile advertising (Tsang et al. 2004, Ducoffe 1996, Altuna & Konuk 

2009, Choi et al. 2008). The questions regarding game specific –factors and features 

of incentive systems were mainly self-formulated basis on the earlier research as well 

as the interviews. Co-operation with the other researcher was constant in the survey 

questionnaire developing phase, as the interests of the researchers are highly 

congruent. Thus many of the self-formulated questions were the outcome of a joined 

developing. The origins for each effectiveness item can be found in the table 4 (p. 

62)   

The survey consisted in total of 17 questions for those who play mobile games and 

who had noticed banner advertising in them. Some of these questions included 

multiple sections such as the questions regarding general attitudes towards banner 

advertising in mobile games. The questions were mainly closed multiple choice 

questions but also multiple choice questions with an optional open-ended space were 

provided. These were employed when studying attitudes towards banner 

advertisement in order gain more explicit information on how consumers view this 

new advertising medium. Open-ended questions are useful not only for exploring 

new areas such as this, but they can also derive unusual responses and therefore give 

valuable additional information (Bryman & Bell 2007:259).  
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The first four questions (1-4) asked demographic factors such as gender and 

nationality of the respondent. The next two questions (5-6) asked about the mobile 

Internet usage and whether the respondent plays mobile games or not. The questions 

7-11 mapped the playing behavior of the gamer and whether they notice and mind 

advertisements in games. Questions 12 and 13 examined the attitudes in more detail 

and 14-17 the intention to click on advertisements as well as the effect of possible 

incentives. Question 16 will not be used in this study. Questions on effectiveness are 

presented more closely in chapter five (table 4, p. 62) and questions regarding 

playing behavior in the appendices (appendix 2). In addition, the entire questionnaire 

can be found in the appendices (appendix 1).   

4.2.3 Sampling and data gathering 

Gathering of data was performed with convenience sampling. Convenience sampling 

usually loses to probability sampling such as random sampling in representativeness. 

However, in the field of business and management convenience samples are very 

common and more prominent than samples based on probability sampling. (Bryman 

& Bell 2007: 197-198.) Probability sampling involves a lot of preparation, so it is 

frequently avoided because of the difficulty and costs involved (Bryman & Bell 

2007: 195, 198). This was also the case in this project, where the time and resources 

were limited.   

The survey data collection was done via Internet with an accompanying letter 

explaining the purpose of the study, what was meant by mobile devices and how the 

responses will be used. The first stage was conducted in a two week time period, in 

October 2012. The questionnaire was first placed for researcher’s Facebook friends 

and Master’s thesis group to reply on the Internet. The questionnaire was also sent 

via e-mail to all students in the mailing list of Finanssi, a student organization of 

business students in the University of Oulu as well as for the history students in the 

University of Oulu. An incentive was used to increase the response rate: the 

respondent could anonymously participate in a lucky draw of two gift cards to S-

group stores (á 20 euros). Survey generated 289 responses in the first stage.  
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However, not enough responses were gained from respondents who played mobile 

games and had seen advertisements in them. Therefore a second round for the survey 

was conducted to increase the size of the sample and thus reliability of the results 

(Bryman & Bell 2007: 169). In this second stage the questionnaire was sent to 

geography and language students as well students of cultural studies in the 

University of Oulu. The questionnaire was also sent to all students in Oulun Lyseo 

high school as well as students and staff in Kajaani University of Applied Sciences. 

In the second round possibility to participate in a lucky draw of gift card to S-group 

stores, worth 30 euros, was provided to motivate answering the questionnaire.  The 

second round for the survey lasted two weeks and generated 208 responses thus in 

total the survey got 497 responses.  

As quantitative studies are interested in generalizing the findings from a smaller 

sample into the whole population the representativeness of the sample is highly 

important (Bryman & Bell 2007: 169). Even though convenience sampling was 

employed in this research, some procedures were done to ensure the 

representativeness of the sample and reliability of the results. First of all the 

questionnaire was sent mainly to university students, who are of the right age group 

considering mobile game playing. They also have relatively high skills in English 

which diminishes the probability of misunderstanding considering the content of the 

questionnaire. Also the terminology and language used in the questionnaire was 

simplified.  

Secondly, the questionnaire was run by a thesis supervisor, another researcher and 

piloted with few university students to ensure that respondents understood the 

questions correctly. Thirdly, the questionnaire included watershed questions 

regarding game playing and noticing of the advertisements, to get the opinions from 

those who play mobile games as well as have seen advertisements. Those, who never 

played mobile games, the survey engine directed to a question on why they do not 

play mobile games. In a similar manner, those who had never seen advertisements in 

mobile games were not able to answer the questions considering attitudes and 

intentions. Therefore the responses used in the analysis are from people who play 

mobile games and have encountered advertisements in this medium.  
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4.3 Sample description 

A total of 497 people replied to the survey. Since the questionnaire was sent via 

Facebook to other parts of the world as well, there were some respondents from other 

countries. These were decided to rule out in order to get a representative sample of 

the Finnish market. To secure the quality of the sample, all the questions in the 

survey were set to be mandatory before the response could be submitted. However, 

few questions included multiple sections, and individual sections could not be set 

mandatory. Thus the participant could skip few sections and still successfully 

complete the survey. Therefore some incomplete responses were received which 

were eliminated. After removing incomplete responses and ruling out replies from 

other counties the sample consisted of 449 people. 

Of the 449 people who responded to the survey, 281 report playing mobile games, 

thus almost two thirds (62,5 %). In terms of age, young adults form a relatively big 

portion of the sample as well as mobile game players as can be seen from the table 3. 

However, as explained earlier most of the mobile gamers are in fact young adults and 

thus the sample is fairly convergent with the actual population playing mobile games. 

Considering the gender distribution between players, females are slightly more 

represented as 59,1 % are female and 40,9 % male between all players. 

Table 3. Demographics of the gamers. 

   All players Noticed advertising 

Gender Frequency Percentage Frequency  Percentage 

Female  166 59,1 119 54,3 

Male 115 40,9 100 45,7 

Total 281 100 219 100 

          

Age         

15-19 33 11,7 27 12,3 

20-24 154 54,8 122 55,7 

25-29 65 23,1 52 23,7 

30-34 14 5 11 5 

35-39 9 3,2 5 2,3 

40-49 2 0,7 1 0,5 

> 50 4 1,4 1 0,5 

Total 281 100 219 100 
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5 EMPIRICAL ANALYSIS 

5.1 Findings from the initial interviews 

As noted earlier, access to another researcher’s interview transcripts considering in-

game advertising was gained. The main findings of these interviews inside the scope 

of this research are presented next. The interviews did not follow a strict structure but 

the main themes of all interviews could be categorized into four parts. Firstly, the 

interviewee’s playing history and current playing behavior were mapped. Secondly, 

experiences with games and while playing, were inquired. This included for instance 

discussions of the emotions and feelings that game playing arouses, and why the 

interviewees play games. Thirdly, after discussions on playing, the interviewer 

moved on to questions regarding attitudes towards advertising inside games. Fourth 

and final category of questions consisted of items relating to behavioral intentions 

based on IGA and how interviewees would perceive reward systems in games. 

For the purposes of this research mainly the latter two parts of the interview 

transcripts are examined. The survey questions and foundation on general attitude 

towards mobile IGBA were gained from the earlier research, but the interviews gave 

guidance on how to study game-specific factors as well as incentives. And as noted 

earlier, development of questionnaire items, especially considering the game-specific 

factors and incentives, happened in co-operation with the researcher who conducted 

the initial interviews and thus had knowledge on these matters.  

The interview transcripts show that the general attitudes towards in-game advertising 

vary quite significantly depending on how the advertising is conducted. The 

interviewees generally perceive subtle and contextually appropriate advertisements 

better. Advertisements that are well-integrated into the playing environment and do 

not interrupt the playing experience, are acceptable and sometimes even seen 

positively. These notions are in accordance with the findings of earlier research. The 

general attitudes towards in-game advertisements are positive if some relatively strict 

conditions of advertising enhancing the realism of the game or feeling of 
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telepresence and context-congruency are met (Huang & Yang 2012, Lee & Faber 

2007, Nelson et al. 2004, Tangmanee & Rustanavibul 2012).   

“But it has to be communicated in the way that it’s very subtle, it is educational 

and at the same time it is not offensive, it is not intrusive.” (Interviewee D) 

“But I mean something like small, 5 seconds ads every fifteen minutes, 

something that said there’s the products and something that you can check 

more about it. That would be ok since it’s quite. it’s does not break the flow of 

the game too much, so.” (Interviewee D) 

“Well, I think it’s ok cause I mean, there are also depend on the type of games 

actually. If it’s the game that it has frequently loading screens then I guess it is 

ok. But if you have from time to time… then it kind of can break the 

immersion and feeling the world. But in online games for example, when you 

were waiting for a map to load or something, sure I don’t mind. Cause I’m 

looking at a white screen anyway, so.” (Interviewee G) 

All the participants state that the advertisement should not interrupt the game play or 

get into the way of playing. Many of the interviewees also mention that they are 

annoyed by advertisements that break the flow of the game or interrupt the 

immersion into it. It thus seems also based on the interviews that the more deeply the 

gamer is immersed into the gaming experience the more interruptive an 

advertisement is seen. This gives support to the intent to study whether the 

involvement level to the game affects the attitudes on a larger scale and whether this 

is an important factor considering specifically mobile games.  

“Yeah. Bad advertisement stops game play. It’s like it’s intruding my own little 

world when I’m trying to relax and it breaks the flow of the games. While good 

advertisements are those that are subtle and they can… If I’m looking 

carefully, I can just spot them and ‘Hey I know that brand’ but they don’t 

interfere with the road. They are perfect.” (Interviewee A) 

 

“Yeah. Because as long as advertisement was … of the games, it doesn’t go 

away. It’s like it’s stamped on.  Even in the loading screen there’re some flashy 

advertisements that doesn’t have anything to do with the games, it really 

bothers me. I might stop playing the games because of the advertisements. It 

breaks the emerged experience.” (Interviewee A) 
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The economic aspects of the game were also gone through in the interviews. Many 

interviewees seem to agree that in freely offered games it is more acceptable to have 

advertisements than in games which the player has to pay for. The gamers also 

suggest advertising to be acceptable in order to create revenue for the game 

developers. With the help of the quantitative survey can be seen whether this result 

can be generalized further considering mobile games.    

 

 “I think it’s alright. It’s natural part of the industry. The problem with that is 

that, it can, like advertisement, in general it can be done, really well or really 

badly. And when it’s done badly, especially in games, many people get angry, 

including me.” (Interviewee A) 

 

“The developers, of course you need money to support but of course you also 

don’t want to do it in the way that you push your customer which is the game 

player away” (Interviewee D) 

 

“It’s ok to support the developers and so on…that kind of things.” (Interviewee 

F) 

 

“When I see advertisements and I do realize that the game is free, then I …of 

course that something that get money for that developer. […] But then again if 

I buy a game, then I really rather not see ads in that game.” (Interviewee F) 

 

Interviewees’ interests in achievement-based incentives were gone through rather 

extensively in the interviews. The interviewees show relatively high interest in 

incentives based on achievements in games.  

 

“Definitely, definitely. I’m a big fan of all of, uh sort of combination and offer, 

uh like points where you buy certain products enough, you can get something 

else for free and such. I’m big fan of those.” (Interviewee A)  

 

“Maybe, maybe I will buy more lemonade…. I like the idea that you play the 

game and you get some discounts.  I could totally see that one work, but it has 

to be done right.” (Interviewee C) 

  

“Yeah. For example, If I’m researching to buy something and I find that kind 

of game that I can get discount from then I might give it a try. At least if I 

know there a game like that, I’ll give it a try really fast and now because I 

haven’t really seen that kind of thing done in game ever. So I‘d be very 

interested in just seeing how it’s done.” (Interviewee E) 

 

“Yeah, that might work. It depends on how much score I got to put in to get, 

how efficient I am getting something. Yeah that would probably work if I’m 

interested in the game, actually. You have to …play the game first. Well if the 
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prize is worth it then I will do it even if I don’t have fun but if it’s fun of course 

I would do it.” (Interviewee F)  

“Yeah, that would be cool, yeah. It’s really cool because not very often they 

give out anything for free or that kind of stuffs. It’s not that common. Well 

usually, they will give out their own game which is normally not that good.  

But yeah, maybe interesting. I… I would have definitely take advantage of it if 

there were some good offers. Sure.” (Interviewee G) 

 

However, incentives would not affect all gamers’ intentions. Also some players state 

specifically that the incentive system must be well-designed and well-targeted. This 

considers the offered rewards, the redemption possibilities as well as the ease of 

access to rewards in a specific geographical area.  

 

 

“Well… (pause) I think the … either way it would make the difference if I 

knew the products that they were advertising… if something completely new, 

I’m not familiar with then I’m not … I don’t think I would actually take the 

times to take the code from there and go to some website to put it in and so 

on.” (Interviewee B) 

“uhm… I’m not sure if I would use those codes… I mean I have to pay 

something, yeah, but again… if it’s for a game that I wanted to buy and I get a 

coupon for like 5 bucks… or something like that then maybe. So.” (Interviewee 

B) 

“Well, it might, it might work if it’s something that I’m interested in...” 

(Interviewee D) 

“Well .. sounds interesting at least, and I think it might work, sounds, with 

general stores like Anttila, there’re big chances, there’s a lot wide ranges of 

stuffs, so you really don’t have to know what you’re buying beforehand, so you 

just know that you go in there and you get something for it.” (Interviewee D) 

“Yeah, I can see it working. Err, it’s probably a very good idea. They just need 

to be done correctly, so that, yeah.” (Interviewee D) 

“I far more likely to buy something when I go to real store, than when I just 

bought things from the Internet.” (Interviewee A) 

 

“Buy from mobile devise? No, I buy from Internet, like games from Steam. I 

bought my computer from Internet, and also the drawing table from there 

(verkkokauppa), I did not buy clothes or something…” (Interviewee C) 
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Location-based advertising was not as extensively studied in the interviews as was 

for instance the general attitudes and what makes a good advertisement and what a 

bad advertisement. Never-the-less, interest in location-based incentives was asked 

from some of the interviewees and location-based incentives seem to have varying 

effect on the intentions to buy. Some replies to these questions, where Hesburger was 

used as an example of a company providing location-based promotions, can be seen 

below.  

 

“Yeah. Unless of course you’re sitting in the Hesburger and they have that 

wi-fi to play Hesburger games…”(Interviewer) 

“Yeah, sure then… but I still don’t think it will … uhm… make me buy a 

hamburger. So … I don’t know if… Because I rarely pay attention to the 

ads… and.. I don’t know if I am such a good candidate for this.” (Interviewee 

B) 

 

“Yeah, it may. It depends on if it’s like. I usually don’t visit Hesburger and 

stuffs like that, but if I was nearby one and there was something like that I 

would probably try to get it.” (Interviewee F) 

 

 

As can be seen based on the secondary empirical interview transcripts, there seem to 

be some game-related factors affecting attitudes towards IGA, sometimes crucially. 

Also some factors specific to the mobile environment like location-based promotions 

and incentive systems are studied in the interviews, and they seem to have varying 

effects on players’ attitudes and intentions. The interviews thus fulfilled their 

preliminary task of pointing out that these factors are appropriate to be studied in a 

larger scale quantitative study and helped in formulating the questionnaire items. 

 

In the interview data can also be seen for instance that there are differences in 

opinions regarding whether the advertisement is a deeply incorporated billboard or 

an ad in a pop-up format. In addition the attitudes towards familiar brands vs. 

unfamiliar brands came up as well as the context-congruity more specifically. 

However, they go beyond the scope of this research as this study pursues to find out 

how important some game-specific factors are for attitudes in this new medium. 

These other factors could be for instance studied further in future research.  
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5.2 Playing behavior 

Before going further into the effectiveness analysis, it is worthwhile to explore the 

playing behavior of mobile gamers. It was stated earlier that most of the mobile 

players play games casually, thus a short duration at a time in between other 

activities or for instance to alleviate boredom (Hjorth & Richardson 2009, 

Information Solutions Group 2011). According to the empirical data, such behavior 

is also common among Finnish mobile gamers. For instance 76,9 % of all players 

report that they mainly play 1-15 minutes at a time, and only 3,6 % play over 30 

minutes at a time. In addition, for 65,1 % the main reason for playing mobile games 

is in fact to kill time. The second most important reason is relaxation, which 14,2 % 

of the respondents name as the principal reason. Regarding game types, relatively 

casual puzzle games seem to be most favored by Finnish players: 195 out of 281 

report playing mainly them. In the appendix 2 are represented all the descriptive 

playing behavior statistics. 

 

There was a watershed-item separating those who had confronted banner 

advertisements in games from those who had not confronted them. This was done in 

order to get responses to attitude items only from those, who had experience with 

such advertisements. Together with this item, a picture of a typical banner 

advertisement was presented to the respondent, to ensure he or she understood what 

was meant with IGBA. According to that question 219 of the 281 players had noticed 

advertisements in the games. Those 219 completed responses form the final sample 

and they will be used from here onwards to analyze the attitudes and intentions 

towards IGBA. The attitude and intention items used for these purposes are presented 

in the table 4 (p.62).  

 

 

 

 

 

 



62 

 

Table 4. Survey questions on effectiveness. 
  

Attitude (1 = Strongly disagree, 7 = Strongly agree, 4 =Neutral)  
12a. I feel that seeing IGBAs is entertaining 

Ducoffe (1996), Tsang 

et al. (2004)* 

12b.I feel that seeing IGBAs is pleasant 

12c. I feel that IGBAs are a good source of timely information 

12d. I feel IGBAs are irritating 

12e. Contents in IGBAs are annoying 

12f. I use IGBAs as a reference for purchasing 

12g. I trust IGBAs 

12h. IGBAs provide information I need 

12i. IGBAs have no effect on how games are played Tangmanee & 

Rustanavibul (2012)* 12j. IGBAs don't interrupt the excitement 

 
 

 
 

Attitude factors specific to games and LBA (1 = Strongly disagree, 7 = Strongly agree, 4 = Neutral)  

13a. It is acceptable to have IGBAs in free games 
Tangmanee & 

Rustanavibul (2012)** 13b. It is acceptable to have IGBAs in games that cost 3 euros or less 

13c. It is acceptable to have IGBAs in games that cost 3 euros or more 

13d. IGBAs are irritating in games that require deep concentration 

Self-formulated 13e. IGBAs are irritating in simple games 

13f. I would be interested in to receive IGBAs based on my location  

 
 

Intention and incentives (1 = never, 7 = almost always)   

14. How likely do you click on IGBAs? Yaveroglu & Donthu 

(2008); Dickinger & 

Kleijnen (2008)** 
15. How likely would you click on IGBAs, if they would  

offer you rewards in the real world based on your achievements in the game? 

 
 

Reward system (1 = Strongly disagree, 7 = Strongly agree, 4= Neutral)   

17a. I would like to choose the reward 

Self-formulated 

from multiple products and services instead of one choice only 

17b. I will click on the reward IGBA if it is relevant to my needs 

17c. I would like a flexible scheme to use my game points for rewards 

17d. I would like a reward scheme that would link the rewards to my location 

17e. I would like to get the rewards from a physical store by showing 

the coupon on my mobile device 

17f. I would like to get the rewards  by going on the company's 

webstore with my computer 

17g. I would like to get the rewards from a webstore using only my mobile 

device 
Note: * Adapted from the authors and fitted into this context **Initial question format 

based on the mentioned authors 
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5.3 Overall attitude towards IGBAs 

All the items considering attitudes were measured on a seven-point Likert-scale 

ranging from ‘Strongly disagree’ (1) to ‘Strongly agree’ (7), while 4 represented a 

neutral opinion. The item ‘Overall, I like IGBAs” which Tsang et al. (2004) had used 

to measure the overall attitude got in this study a mean value of 2,05, thus below the 

neutral value of 4, which indicates that people overall do not like IGBAs. The results 

are consistent with earlier findings and the hypothesis of the general attitude towards 

IGBA being negative (H2) is accepted. This result is further examined and verified in 

the next section.  

 

5.4 Factors affecting the attitudes towards mobile in-game banner advertising 

5.4.1 Measurement of attitude factors 

 

The general attitude was measured with an eight-item construct consisting questions 

regarding the four factors: ‘entertainment’, ‘informativeness’, ‘irritation’ and 

‘credibility’. The questions were adapted from Ducoffe (1996) and Tsang et al. 

(2004) who had used them to measure attitudes towards online and mobile 

advertising. In addition Choi et al. (2008) used all, and Altuna and Konuk (2009), 

Barutçu (2011), Burns and Lutz (2006) and Xu (2006/2007) some of the same items 

and factors to measure attitudes towards mobile and online advertising.  

Table 5. Mean values for attitude items. 
  

Attitude (1 = Strongly disagree, 7 = Strongly agree, 4 =Neutral) Mean 

12a. I feel that seeing IGBAs is entertaining 1,9 

12b.I feel that seeing IGBAs is pleasant 1,89 

12c. I feel that IGBAs are a good source of timely information 2,39 

12d. I feel IGBAs are irritating 5,37 

12e. Contents in IGBAs are annoying 4,94 

12f. I use IGBAs as a reference for purchasing 1,95 

12g. I trust IGBAs 2,27 

12h. IGBAs provide information I need 1,95 

12i. IGBAs have no effect on how games are played 3,81 

12j. IGBAs don't interrupt the excitement 3,17 

12k. Overall, I like IGBAs 2,05 
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Items 12a-b consider ‘entertainment’, 12c and 12h ‘informativeness’, 12f-g 

‘credibility’ and 12d-e ‘irritation’. Since questions regarding irritation are negatively 

correlated with attitude (see table 6), they were reverse-coded before computing the 

items (12a-h) into a single attitude variable. Next, the reliability of the construct was 

tested by exploring the Cronbach’s Alpha. 

 

It turned out to be 0,869 which means, the items in the attitude measure are internally 

consistent and thus measure the same thing. For Cronbach’s α, 0,7 has been kept as 

an acceptable value. (Bryman&Bell 2007: 164.) The mean scores for each individual 

item can be found from the table 5 (p.63). The mean value for the sum-variable is 

2,25, which indicates that the attitudes towards advertisements in games are 

seemingly negative as the neutral score would have been 4. This further justifies the 

acceptance of hypothesis H2.  

 

Table 6. Correlation matrix.             

Variable 1 2 3 4 5 6 7 8 

Entertaining 

        Pleasant .886*** 

       
Timely 

information .645*** .654*** 

      
Needed 

information .546*** .555*** .511*** 

     
Use as 

reference .525*** .530*** .458*** .528*** 

    Trust .515*** .491*** .447*** .594*** .361*** 

   Irritating -.375*** -.364*** -.388*** -.420*** -.289*** -.330*** 

  
Annoying 

content -.371*** -.367*** -.388*** -.388*** -.185** -.404*** .708*** 

 
Overall 

liking .609*** .632*** .569*** .581*** .433*** .476*** -.416*** -.399*** 
Note: Correlation was measured using Pearson's r; **Correlation is significant at the level 0.01 (2-tailed); 

***Correlation is significant at the level .001; Variable 1 = Entertaining, 2 = Pleasant etc. 

 

5.4.2 Factor analysis 

 

By examining in detail the factors more understanding of the attitudes towards 

banner advertising in mobile games can be acquired. Firstly the reliability for each 

construct presented in the theory was measured.  As can been seen from the table 7, 
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factors ‘entertainment’ and ‘irritation’ have high Cronbach’s Alphas but the 

constructs of ‘credibility’ and ‘informativeness’ do not meet the threshold of 0,7 

(Blaikie 2003: 235) and thus cannot be accepted as single constructs in this context.  

Table 7. Reliability of the constructs. 

Construct Cronbach’s α 

Entertainment 0,939 

Informativeness 0,666 

Irritation 0,829 

Credibility 0,530 

Overall attitude 0,869 

 

However, the Cronbach’s α for the whole attitude measure was high and by 

examining the item-total statistics it was found that removing any item would 

decrease the total reliability. Also, as seen earlier, all the items correlated highly with 

the overall attitude. Therefore all items were decided to include to the later stages of 

the attitude examination to see what their effect is and whether there possibly exists 

new relations between items. 

 

As two of the constructs were not internally consistent enough, a regression analysis 

on the importance of these factors in explaining the attitude could not be performed 

as many earlier researchers had done (e.g. Choi et al. 2008, Tsang et al. 2004, Yang 

2007). Since the initial model from mobile and online advertising failed to explain 

the attitudes as it is, a confirmatory factor analysis on the factors could not be 

performed either. However, exploratory factor analysis (EFA) was conducted to 

study how the different items contribute to the overall attitude. After all, the purpose 

of factor analysis is to explore the latent factors of a certain phenomenon (Matsunaga 

2010). In EFA also new items could be taken in, to find out whether they would have 

an effect to attitude. Here they were ‘IGBAs have no effect on how games are 

played” and “IGBAs do not interrupt the excitement” as well as demographic factors. 

However, when counting these in, they either loaded on factors insufficiently or 

reduced the explaining power of the model and thus were removed from the final FA.  

The EFA was conducted by using Varimax rotation, as it has the advantage of not 

letting the factors correlate with each other (Matsunaga 2010). Principal Axis 

Factoring was used as the extraction method, and the extraction criterion was set at 
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initial Eigenvalue of 1 which Blaikie (2003: 241) recommends. Even though few 

researchers have used principal component analysis when analyzing the factors 

affecting attitudes (e.g. Altuna & Konuk 2009, Persaud & Azhar 2012) it is 

conceptually different from EFA and using for instance Principal Axis Factoring, and 

the two analysis should not be confused (Matsunaga 2010). According to Matsunaga 

(2010) principal component analysis (PCA) does not provide a valid substitute for 

EFA. Principal component analysis is designed to reduce a pool of items into a 

smaller number of components with as little loss of information as possible and thus 

PCA should only be used in reducing the number of items included. Therefore it can 

be used for instance as a pre-face for EFA. (Matsunaga 2010.) 

As a first test when examining the suitability of the variables for factor analysis, 

Kaiser-Meyer-Olkin Measure (KMO) of Sampling Adequacy was examined. It 

turned out to be 0,826, which indicates good conditions for factoring with the chosen 

variables (Blaikie 2003: 221). Secondly, the Bartlett’s Test of Sphericity was looked 

into to ensure that all variables are fit for EFA. It indicated a good fit as well (p < 

.001, x
2
 = 989,803) (Blaikie 2003: 221). Thirdly, the communalities of the items 

were looked into to see, whether they are likely to explain the concept at hand. They 

all exceeded the threshold of 0,3 (Blaikie 2003: 221), with the lowest being 0,393 

and thus should be able to explain the phenomenon well.  

Regarding factor loadings, the key question is where the cutoff point should be set. 

As some items may cross-load (i.e. have large factor loading onto multiple factors), 

or their primary loadings are not large enough to call them “clearly loaded”, this 

question is problematic. (Matsunaga 2010.) Blaikie (2003: 221) uses 0,4 factor 

loading as the initial limit and according to Matsunaga (2010) the range varies 

between liberal-to-conservative researchers from 0,4 to 0,7. In this research the limit 

was set in between those, to 0,5. This way the items would be important enough for 

the explaining power of the factor in question and possible severe cross-loads would 

be eliminated. 

 

Two factors were gained at the end of this process to explain the attitudes towards 

mobile in-game banner advertising. These could be categorized as ‘value’ and 
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‘irritation’. Under category ‘value’ are items that, according to the earlier research, 

consumers value in advertising and what contribute positively to attitudes, thus what 

advertisers should strive for. And under the ‘irritation’ category, are the negatively 

affecting items as earlier research has categorized them (Ducoffe 1996, Tsang et al. 

2004). The Cronbach’s α for these factors were ,875 and ,829 respectively, thus they 

pass the threshold of 0,7 and are internally consistent (Blaikie 2003: 235). Even 

though only two factors emerged, they are highly influential ones and give important 

information of the aspects contributing to the overall attitude (see table 8). The total 

variance explained by these factors is 60,8 % and consistent with the earlier research 

as it usually has found that these items explain around the same amount of the 

variance in attitudes towards mobile marketing (Barutçu 2011, Choi et al. 2008, 

Tsang et al. 2004). 

 

Table 8. Results of the factor analysis.  
      

  Initial Eigenvalues        Rotation Sums of Squared Loadings 

Factor Total  % of Variance Cumulative % Total % of Variance Cumulative % 

1 4.352 54.394 54.394 3.162 39.521 39.521 

2 1.175 14.692 69.085 1.706 21.326 60.847 

3 0.694 8.675 77.761 

   4 0.623 7.788 85.548 

   5 0.42 5.25 90.799 

   6 0.36 4.497 95.296 

   7 0.264 3.301 98.597 

   8 0.112 1.403 100       
Note: Exraction method Principal Axis Factoring; Factors under initial Eigenvalue of 1 rejected; Rotation method 

Varimax with Kaiser Normalization. 

 

 As can be seen from table 8 the ‘value’ factor explains 39,5 % of the variance and 

‘irritation’ 21,3 %. From the table 9 (p. 68) can be seen the loadings of different 

items. According to Blaikie (2003: 222) if the loading of an item in a FA is squared 

and multiplied by hundred, the amount that the item’s variance contributes to the 

factor will be gained. The higher loading the less unrelated variance will be included 

to the factor (Blaikie 2003: 222). When examining the tables 9 and 10 (pp. 68-69), 

can be seen that irritation and entertainment related items are the most significant in 

explaining attitudes towards mobile IGBAs. Timeliness and relevancy of the 

information also contribute to the overall attitude somewhat whereas the items 
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measuring the trust towards IGBA and using it as the reference explain the attitudes 

only marginally.  

 

Entertainment has been also either the most or a highly important factor affecting 

consumer attitudes in the previous studies (Altuna & Konuk 2009, Bauer et al. 2005, 

Burns & Lutz 2007, Ducoffe 1996, Choi et al. 2008, Yang 2007). Burns and Lutz 

(2006) found annoyance factor to be the most significant in explaining attitudes 

towards banner advertising whereas entertainment and information factors were other 

significant ones affecting attitudes towards banners. However, seems that credibility 

has been generally more important in mobile advertising context (e.g. Altuna & 

Konuk 2009, Choi et al. 2008, Tsang et al. 2004) than it is in mobile IGBA. With 

mobile IGBA, players seem to first and foremost value the pleasantness and non-

intrusiveness of the advertisements, and credibility of the advertisements is 

secondary.   

 

Thus hypotheses H3a and H3c are accepted and H3b and H3d partly. H3b and H3d 

partly because the items did not provide an internally consistent constructs of 

‘credibility’ and ‘informativeness’ but still the items in them contribute to explaining 

the attitudes. Since irritation, entertainment and information value are especially 

important for the attitudes, possible reasons and ways to improve them in this context 

are discussed next. 

Table 9. Rotated Factor Matrix. 
  

Variable Value-factor Irritation-factor 

Pleasant .875 

 Entertaining .87 

 Timely information .675 

 Needed information .636 

 Use as reference .614 

 Trust .543 

 Annoying content 

 

.881 

Irritating   .736 
Note: Extraction method: Principal Axis Factoring; Rotation method: Varimax with Kaiser Normalization; Only 

loadings over 0.5 are showed. 
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Table 10. The amount item's variance contributes to the factor (%).  

Variable Value-factor Irritation-factor 

Pleasant 76.7 

 Entertaining 75.7 

 Timely information 45.6 

 Needed information 40.4 

 Use as reference 37.7 

 Trust 29.5 

 Annoying content 77.6 

Irritating   54.2 

 

5.4.3 Entertainment 

 

Items relating to entertainment value of the advertisement explain a substantial 

amount of the variance in the overall attitude construct. Their means are 1,90 and 

1,89 (table 5, p. 63) thus players regard seeing them highly unentertaining and 

unpleasant. For instance in Ducoffe’s (1996) study of online advertising, the 

statements ‘Advertising on the World Wide Web is a) entertaining b) pleasing” got 

means of 3,13 and 3,63 respectively on a seven-point scale. Also in the study by 

Choi et al. (2008) the entertainment factor gained a much higher mean for mobile 

advertising. They used a five-point scale based on two items measuring the 

entertainment which got means 2,21 among U.S. consumers and 1,75 among Korean 

consumers. Thus the entertainment score was higher for U.S. consumers than for 

mobile players in this research, even the scale went only up to five in their research 

instead of seven. 

 

To find out what was causing these low figures, the open-ended question regarding 

minding advertising in games was looked into. Open-ended questions are useful not 

only for exploring new areas such as this, but they can also derive unusual responses 

and therefore give valuable additional information (Bryman & Bell 2007:259). In 

that question, the participants were asked whether they mind banner advertising in 

games and the options ‘no’, ‘sometimes’ and ‘yes’ were given, as well as a 

possibility to give also a verbal response for this opinion. In the table 11 (p.70) are 

presented the different statements the respondents made. They are categorized based 
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on frequencies. The number after each multiple choice option ‘no’, ‘yes’ and 

‘sometimes’ describes the amount of people who gave a verbal reasoning out of the 

total amount of people who chose that option. Some people gave several reasons in 

their verbal response and all the different reasons have been reported in the table 11. 

 

Table 11. Minding of banner advertisements in mobile games. 

No  47*/59** 

No effect on game play 10 

Not bothering the player 11 

Ignoring them/not caring 11 

Understand the role of advertising 3 

Game is free  13 

Not interested in advertising 2 

 
 

Sometimes 78*/89** 

Interrupt playing/are on the way 43 

Occupy too big space of the screen 16 

Accidental clicking 6 

Annoying 9 

They do not fit the game scene well 16 

They slow down the game 4 

Other reasons 4 

 
 

Yes 60*/71** 

Interrupt playing/are on the way 30 

Occupy too big space of the screen 4 

Generally annoying 21 

They do not fit the game scene well 3 

Accidental clicking 5 

Perceived deceptive 3 

Not interested in their content  5 

Don't like advertising in general 2 

They slow down the game 1 

Other reasons 2 

Note: * Amount of respondents who gave a voluntary verbal response; **Amount of respondents who chose this 

option; One respondent can have given multiple reasons 

 

The replies reflect the poor integration to the gaming environment quite well. The 

banners are many times on the way of playing. Also some players specifically named 

things relating to the poor integration or fit into the gaming experience. Under the 

heading ‘they do not fit the gaming scene well’ are reasons such as “they do not fit 

the game scene dynamically”, “they’re flashing etc.”, “they’re ‘annoying’ popups” 
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and “if the colors in the advertisement are too contradictory to the colorworld in the 

game”.  

 

Based on these findings entertainment and pleasantness of the advertising in mobile 

games is highly important but with banner advertising placed around games this goal 

is not being achieved, quite the opposite. Earlier research suggests that when 

advertising with banners or in the mobile medium, the advertising needs to be 

creative, entertaining and most of all, congruent with consumer’s goals (Cho & 

Cheon 2004, Rosenkrans 2009, Persaud & Azhar 2012). And regarding the 

acceptance of advertising in games, it is highly important that the brands or products 

are well-incorporated into the entertaining playing experience (Chang et al. 2010, 

Wise et al. 2008). It was suspected that since banner advertisements are not 

integrated smoothly to the game play and thus are not in-line with the consumer’s 

goals of being entertained by the game, they might be rejected by the target group. 

 

5.4.4 Irritation  

 

As can be seen in tables 8-11, irritation explains a large share of the attitudes towards 

mobile IGBAs. A total of 73 players state specifically that the banners interrupt 

playing or are on the way and the player cannot see what is going on in the game. 

Also 30 people use the word ‘annoying’, when describing why they mind banners 

and 20 explicitly state advertisements are too big. Some players also gave more 

detailed description of what features makes the advertisements poor. Five people 

state that they mind advertisements especially because they slow down the game, and 

thus affect the playing experience. Also the accidental clicking of these 

advertisements seems to be a quite significant problem, as 11 people state it as the 

main reason why they mind advertisements. It needs to be noted that players 

explained these are the first reasons why they mind IGBAs in mobile games, even 

before any attitude related questions were asked. These are things for game 

developers and advertisers to consider when placing advertising in games. For 

instance the charging based on clicking activity is distorted, if players keep 

accidentally clicking the advertisement without any actual interest in it.  
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Also some players say they uninstalled some games because of advertisements, or 

that banners in games made them want to boycott everything advertised. This is the 

reaction that Mau et al. (2008) warned might occur for games with advertising in 

them. However, as noted in the earlier research, those who have strong, negative 

opinions towards advertising in games, have so usually also towards advertising in 

general, and thus not everyone possesses as strong negative emotions towards IGA 

particularly (Nelson et al. 2004). In this research such rejecting comments were also 

presented only by a few people. 

 

If the player does not have negative emotions towards advertising then the attitude is 

usually fairly negligent. For instance, none of the 59 people who do not mind IGBA 

state that they have positive feelings towards it, though the question form might have 

affected this. Out of the respondents who do not mind IGBAs, 11 either totally 

ignore them or do not pay any attention to them. Also, 11 say that advertisements do 

not bother them and 10 do not mind advertisements because they have no effect on 

the playing. These replies reflect the banner blindness problem which banner 

advertising in online environments usually has (Cho & Cheon 2004). People are 

fairly negligent towards online banner advertisements, and as Gao et al. (2009) state, 

this avoidance of banner advertising might move from online context to mobile 

behavior. In the light of these findings, it seems that this phenomenon has at least 

somewhat occurred: most of those who are not annoyed by IGBA, ignore it. 

 

5.4.5 Informativeness 

 

Regarding informativeness, the mean scores are quite low as well, as can be seen 

from the table 5 (p. 63). Ducoffe (1996) states that interactivity offers the possibility 

for consumers to access advertising that is timely and relevant. By examining in 

more detail items reflecting the information value of mobile IGBA to consumers, can 

be seen that the timeliness of the information seems to be slightly better achieved 

than relevancy (see table 5 of mean values, p. 63).  Players do not feel that IGBA 

presents them information they need. Also some players state that they do not like 

mobile in-game advertisements because “they are not really targeted” or “they do not 

interest me”. Thus it seems that the informativeness value could be enhanced with 
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better targeting. As Persaud and Azhar (2012) highlight, careful targeting and 

presenting only information that is relevant to the consumer in question is crucial in 

the personal mobile medium. Cho and Cheon (2004) state that to be able to create 

customer satisfaction towards advertisement services it is important to increase the 

perceived incentive and utility for clicking on banner advertisements.  

 

5.5 Intention 

 

It was hypothesized (H1) based on earlier research that the overall attitude positively 

correlates with the intention to act based on banner advertisements. For instance 

Tsang et al. (2004), Lee et al. (2006), Xu (2006/2007) and Altuna and Konuk (2009) 

have found this linkage between attitudes and intention. The intention to act on 

banner advertisements was studied with the item “How likely do you click on 

IGBAs?” (1 = never, 7 = almost always). In order to analyze the connection between 

attitudes and intentions, regression analysis was conducted. The test run between the 

attitude sum-variable and the intention to click on a banner advertisement indicates 

that there is a highly significant statistical correlation between attitudes and intention 

(p < .001, table 12). And the correlation is positive as suggested, since the regression 

coefficient got a positive value (R =.350). In bivariate regression, R indicates the 

extent to which the predictor accounts for the outcome, in this instance attitude for 

intentions (Blaikie 2003: 130). Thus attitude affects the intention to act based on 

banner advertisements and H1 is accepted. 

Table 12. Effect of attitude on intention.      

Variable R R Square Std. Error  F Sig.  

Attitude  .350 .123 .663 30.339 .000 

Note: As a constant item 14 about clicking intentions 
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5.6 Attitude factors specific to games 

In earlier research were noted some factors that are important in explaining attitudes 

towards in-game advertising. These relate to the economic aspects of the game and to 

the type of the game in relation to how much involvement it requires. Gamers’ 

perceptions on these factors are discussed in the next sections. In order to ensure the 

relationship between attitudes and factors specific to mobile games their correlation 

with the overall attitude was first examined. Three items considering cost of the 

game were computed into a single sum-variable for this purpose. As can be seen 

from the table 13 below, all the variables correlate significantly with the overall 

attitude (p < .001). Thus if a gamer perceives IGBA for instance more acceptable in 

free games, this is in accordance with their attitudes towards IGBA.   

Table 13. Correlation of game-specific factors with attitude.  

Variable Pearson Correlation r Sig. (2-tailed) 

Cost of the game .497 .000 

IGBAs are irritating in games that require deep concentration -.294 .000 

IGBAs are irritating in simple games -.333 .000 

 
  

5.6.1 Economic aspects 

It was hypothesized that as the cost of the game decreases the acceptance towards 

advertising increases (H4). Some support for this hypothesis was already gained with 

the open-ended item 11 (table 11, p.70), even before any questions specifically about 

economic aspects were asked. Out of those 47 people who replied ‘no’ when asked 

about minding the banner advertisements, 13 replied they do not mind 

advertisements either because they help to keep the games free or offer a way for the 

game developer to create revenue. Replies such as “Games that include them are 

free. Without the ads they’d cost money”, “usually the game is free then” or “it is 

part of the developers roi” represent the economic aspects of advertising in games. 

Also a few have stated about understanding the role of advertising for the mobile 

game industry.  
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The economic aspects were also specifically studied later on along with other attitude 

items. According to NDP Group (2012), for mobile game price the ‘sweet spot’ is $3, 

thus the average price for which the players felt a game was a good value. The ‘sweet 

spot’ for pricing is said to encourage purchasing by as many consumers as possible 

(NDP Group 2012). The divide between paid games has been set close to this remark 

in the questionnaire item.  The means for each statement, as well as for statements 

considering game involvement, can be seen below. 

Table 14. Statistics on economic aspects and game involvement. 

Statement n  Mean 

It is acceptable to have IGBAs in free games 219 5,36 

It is acceptable to have IGBAs in games that cost 3 e or less 219 3,16 

It is acceptable to have IGBAs in games that cost 3 e or more 219 2,24 

IGBAs are irritating in games that require deep concentration 219 5,51 

IGBAs are irritating in simple games 219 4,45 

 

As can be seen from the table 14, a mistake has occurred while formulating the 

statements. Now the game cost of 3 euros is included in two separate items. The 

questionnaire passed the preliminary piloting with these mistakes, and the researcher 

noticed this mistake only after launching the survey. The effects of this unfortunate 

mistake however, are not truly severe considering the data analysis. For instance the 

differences in mean values are substantial between each category. There is a clear 

tendency towards acceptance of advertising in free games. Players generally agree 

that it is acceptable to advertise in games offered without any costs, but think that 

advertising in games that cost something for the players is unacceptable. And the 

opposing attitude seems to get stronger as the price increases. Especially the 

difference between free games and games that the player has to pay for is notable. 

And to this difference, the mistake does not influence. 

 

To ensure these results a paired samples t-test was run. Paired sample t-tests can be 

used to find out if there is a significant difference between the two variables 

measured within the same sample. Even though the t-test assumes normally that the 

variables follow normal distribution, it is fairly robust against departures from this 

assumption. (University of the West of England 2007.)  
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The results are presented in the table 15 and clearly indicate that there is a high 

statistical difference (p < .001, t= 19,471) between the acceptance of advertising in 

free games and games that the player has to pay something. There is also high 

statistical difference between the games that cost under three euros and over three 

euros (p < .001, t = 10,992). The difference in advertising acceptance between games 

over and under 3 euros is not as big as it is between free games and games that cost 

something. This is indicated in the t-value that is higher for the pair 1 than for the 

pair 2 (see table 15). Based on these results hypothesis H4 is accepted.   

Table 15. Differences in acceptance of advertising depending on the cost of the game. 

Variables compared Paired Differences 

   
  Mean  

Std. 

Deviation 

Std. Error 

Mean t df 

Sig. (2-

tailed) 

Pair 1: Free game - 

Game under 3 e 2.493 1.895 0.128 19.471 218 .000 

Pair 2: Game under 3 e - 

Game over 3 e 0.904 1.217 0.082 10.992 218 .000 

      

5.6.2 Game type and playing involvement 

A hypothesis was formed stating that advertisements are perceived less irritating in 

simplistic games. This was based on the argument Cho and Cheon (2004) make 

considering online advertising and Nelson et al. (2004) and Tangmanee and 

Rustanavibul (2012) considering in-game advertising. Thus that advertising is 

perceived irritating and intrusive if it inhibits consumer from performing their 

primary tasks, which in this case is playing. 

 

The attitude towards IGBAs depending on the level of game involvement varies 

highly significantly (p < .001, t = 10,349) as can be seen from the results of paired 

sample t-test (table 16, p.77). Also the difference in mean values (table 14, p. 75) 

indicates this. The results were measured between the items “IGBAs are irritating in 

games that require deep concentration” and “IGBAs are irritating in simple games”. 

Based on these results, the hypothesis H5 is accepted. In simple games, for which the 

player does not have to allocate as much attentional resources, the appearing 

advertisement does not seem to be as irritating and intrusive. But in games, for which 
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the player is deeply immersed into, the advertisement is perceived more irritating. 

Nelson et al. (2004) note, that if the feeling of telepresence or being transported into 

the game is important for the playing experience, incongruent advertisements that do 

not enhance realism are perceived especially badly. Relating to this some of the 

participants stated that advertisements annoy because “they are not related to this 

game at all” or “they disturb the playing experience” and “they disturb the visual feel 

of the game especially”. 

 

Table 16. Differences in perceived irritation of the advertising based on game involvement. 

  Paired Difference 

   
  Mean  

Std. 

Deviation 

Std. Error 

Mean t df 

Sig. (2-

tailed) 

Deeply involving - 

Simple game 1.059 1.515 0.102 10.349 218 .000 

       

Regarding placing of the banner advertisements also some notions need to be made. 

As stated earlier, the biggest reason for minding advertising in mobile games is that it 

interrupts or gets in the way of playing (see table 11, p. 70). Therefore, to generate 

more positive attitudes towards the advertisements, it is essential that the 

advertisements do not interrupt the playing and are subtle. For instance placing them 

in between levels or during loading time would seem more suitable. 

  

5.7 Incentives 

5.7.1 Effect on intention 

 

The presented research framework also suggests that offering incentives in banner 

and mobile advertising increases the intention to act based on advertisements. More 

so, the idea of linking virtual achievements in the game with tangible rewards, was 

presented in the theoretical part. The intention to act on banner advertisements if they 

offered incentives was measured with the item “How likely would you click on 

IGBAs if they would offer you rewards in the real world based on your achievements 

in the game?” The comparability with the intention to click without incentives was 

secured by utilizing the same scale from 1 (= never) to 7 (=almost always). A paired 
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samples t-test was run to study whether this relationship occurs. The results can be 

seen in the table 17 below, which indicates that there is statistically highly significant 

difference between these two variables (p < .001, t = -14,767). The t-value is 

negative here as the variables were set in the order click – click with a reward.  

Table 17. Difference in clicking behavior if incentives were offered. 
  

Variables compared Paired Difference 

   
  Mean  

Std. 

Deviation 

Std. Error 

Mean t df 

Sig. (2-

tailed) 

Click with a reward - 

Current clicking 1.863 1.867 0.126 14.767 218 .000 

      

Table 18. Clicking activity. 

  

 

 

   

Reply option Clicking currently Clicking if rewards offered 

  Frequency Percent Frequency Percent 

1 158 72.1 64 29.2 

2 49 22.4 29 13.2 

3 7 3.2 30 13.7 

4 4 1.8 27 12.3 

5 0 0 36 16.4 

6 1 0.5 24 11.0 

7 0 0 9 4.1 

Total 219 100.0 219 100.0 
Note: Reply options: 1 = never, 7 = almost always. 

 

The difference that offering incentives in this instance makes on intentions is thus 

highly significant. This can be also verified by examining the change in intentions in 

more detail. Initially 158 of 219 people, thus 72,1 % chose the option 1 (=never), 

when asked about the intention to click on banner advertisements. However, when 

tangible rewards were offered this percentage had dropped to 29,2 % within all (table 

18). The shift in intentions is significant: 100 people of those 158 of who never 

clicked without incentives, had changed their mind if there were incentives and 

would at least some times click. This can be seen from the table 19 (p. 79). It 

represents the clicking on incentive-banners among those people, who never click on 

banner advertisements as they are now. Thus hypothesis H6 is accepted.  
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Table 19. Non-clickers clicking activity on reward-banners.  

Reply option Frequency Percent 

1 58 36.7 

2 20 12.7 

3 21 13.3 

4 16 10.1 

5 21 13.3 

6 16 10.1 

7 6 3.8 

Total 158 100.0 
Note: Reply options: 1 = Never to 7 = Almost always. 

 

5.7.2 Different kind of reward systems 

Based on earlier research it was hypothesized that players would prefer to choose the 

incentives from different options. This way consumers could have more control over 

their own experiences as perceived control is highly significant in the personal 

mobile medium (Gao et al. 2009, Jayawardhena et al. 2009, Persaud & Azrah 2012). 

Also according to earlier research letting the consumers choose the incentive has 

positive effects on the engagement to the advertisement (Gao et al. 2009). Players’ 

interest in choosing the incentive themselves was asked with one item in the 

questionnaire: “I would like to choose the reward from multiple products and 

services instead of one choice only”. The mean value of 5,24 (see table 20, p. 80) 

indicates that the consumers would like to choose their reward, even if this meant a 

little more effort with choosing from their side. Only 14 % disagreed with the 

willingness to participate in the choosing of the rewards and the mode for this 

statement was 7 (strongly agree). Players also showed more intentions to click on 

advertisements if banners are relevant to their needs (mean value 4,63, see table 20).  

The interest in a flexible scheme, where the players could cash the points achieved in 

games for rewards they preferred, didn’t however get as strong interest as the mean 

value for this option remained at 4,36. However, regarding this item, a considerable 

amount of people chose the neutral option of 4 (see table 21 p. 80). As there 

currently is no incentive systems in games in Finland, the benefits or occurring costs 
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in effort of a flexible scheme might still be too hard for the players to picture. As 

Broeckelmann (2010) states, conducting marketing research about innovative mobile 

products or services is problematic, since consumers have little or no experience with 

those yet. On the other hand, the choice between multiple options is easier for 

consumers to comprehend as it is not as complex as a flexible reward scheme, and it 

didn’t get as much neutral opinions. Never-the-less both mean values show an 

interest in choosing the reward themselves and thus hypothesis H7 is accepted.  

Table 20. Reward banner characteristics. 
  

Variable Mean Mode Variance 

Multiple options 5.24 7 3.054 

Click on relevant banners 4.63 5 3.476 

Flexible scheme 4.36 4 3.271 

Location-based rewards 4.34 4 3.628 

 

Table 21. Interest in reward options.  
    

Reply option Multiple reward options Flexible reward scheme Relevant banners  

  Frequency Percent Frequency Percent Frequency Percent 

1 10 5.6 22 12.4 19 10.7 

2 6 3.4 11 6.2 11 6.2 

3 9 5.1 10 5.6 16 9.0 

4 31 17.4 44 24.7 18 10.1 

5 32 18.0 43 24.2 50 28.1 

6 30 16.9 25 14.0 34 19.1 

7 60 33.7 23 12.9 30 16.9 

Total 178 100.0 178 100.0 178 100.0 

Note: Reply options: 1 = Strongly disagree to 7 = Strongly agree, 4 = Neutral 

  

5.7.3 Location-based incentives 

The possibility to offer location-based advertising is one aspect that makes mobile 

medium special compared to other advertising mediums (Unni & Harmon 2007). 

Also mobile games can be tied to the player’s location (Casual Games Association 

2012a), which creates unique possibilities for mobile in-game advertising. The 

respondents were asked whether they would like to receive location-based IGBA 
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with a statement “I would be interested in to receive IGBAs based on my location”. 

53 people (24,2%) agreed with statement with varying levels, thus gave a response 

between values 5 and 7. At the same time 123 respondents disagreed (56,2 %), while 

the rest 43 (19,6%) remained neutral. The mean score for this item rests at 2,97, 

which is below the neutral score of 4. Thus it seems that more incentive needs to be 

offered to get gamers interested in LBA. 

 

According to the study reported by IAB Finland (2012a), 57 % of Finnish smart 

phone users are interested in location-based vouchers. The interest in location-based 

incentives was also asked in the questionnaire to find out how players would feel 

about location-based promotional in-game advertising. This was done with a 

statement “I would like a reward scheme that would link the rewards to my location”. 

51,1 % of the players agreed with this statement and the mean score for this 

statement is 4,34, which is above neutral. This indicates that even though mobile 

players are not generally interested in location-based advertising, location-based 

promotions are seen more positively. Therefore it can be said that incentives are 

ought to be offered if the wish is to engage consumers in location-based marketing 

activities. As the interest in location-based vouchers seems to been divided quite 

evenly among people (table 22), where 23 strongly oppose location-based 

promotions and on the other hand 24 strongly agree with basing rewards to the 

playing location, targeting and acquiring solicitation seems to be in order. This was 

also suggested in the earlier research regarding location-based advertising (e.g. 

Persaud & Azhar 2012). 

Table 22. Interest in location-based advertising.  

Reply option Location-based ads Location-based incentives 

 

Frequency Percent Frequency Percent 

1 71 32.4 23 12.9 

2 34 15.5 16 9.0 

3 18 8.2 10 5.6 

4 43 19.6 38 21.3 

5 37 16.9 34 19.1 

6 11 5.0 33 18.5 

7 5 2.3 24 13.5 

Total 219 100.0 178 100.0 
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5.7.4 Redeeming options 

 

Favoring of different redeeming options was hypothesized in the theoretical part of 

the study. As already two thirds of Finnish consumers are online shoppers (Statistics 

Finland 2012b), Finnish people are already relatively comfortable purchasing online. 

On the other hand it is relatively safe to suggest that every Finnish consumer 

purchased something in a physical store and thus physical stores would be most 

favored places to redeem the rewards.  

  

Mobile commerce on the other hand is still in its infancy in Finland, as only 6 % 

have purchased something via mobile web stores (Statistics Finland 2012b). 

Therefore it was suggested that other forms of redeeming mobile rewards would be 

favored over mobile web stores. There were three items, which each measured the 

attitude towards the three different redeeming options. The items were in a form “I 

would like to redeem my reward in a physical/web store/mobile web store” and 

ended with a brief explanation to make sure the respondent understood how the 

reward redemption would take place. The descriptive values for each redeeming 

option can be seen in the table 23 below. In the table can be seen how many would 

agree they would like to redeem the reward in such a way (values 5-7) and how 

many disagreed (values 1-3). Also neutral choices are presented (4).  

Table 23. Descriptive statistics for different redeeming options. 

   Redeeming option Mean Mode Variance Agree Neutral  Disagree 

Physical store 4,89 5 2,672 66 % 17 % 17 % 

Web store 4,42 5 3,171 57 % 18 % 25 % 

Mobile web store 3,91 4 3,099 38 % 24 % 38 % 

Note: Agree (reply options 5-7), Neutral (4), Disagree (reply options1-3) 

  

From these initial figures can be seen that there is a difference in the way players 

would most like to redeem their rewards. Physical store is the most favored option as 

66 % would at least somewhat agree they would like to redeem their reward by 

showing the coupon on a mobile device to the store clerk. A paired sample t-test was 

also run to test the significance of the difference between the redemption options. In 

table 24 are the results of this test.  
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It shows that there are statistically highly significant differences between the 

different redeeming options (p < .001, t= 3,782; 4,120). This considers both 

hypotheses formulated. H9a, which states that physical store would be the most 

favored redeeming option and H9b, which states that other options are favored over 

mobile web stores. Thus both hypotheses are accepted. 

Table 24. Differences in preferred redeeming options.  
  

Compared variables  Paired Difference 

     Mean  Std. Deviation Std. Error Mean t df Sig. (2-tailed) 

Pair 1 Physical store - 

Web store 0.478 1.685 0.126 3.782 177 .000 

Pair 2 Web store - 

Mobile web store 0.506 1.637 0.123 4.120 177 .000 

     
 

However, as can be seen from table 23 (p.82), the amount of people who at least 

somewhat agree they could utilize solely their mobile device for the redemption of 

their reward seems to be substantially large (38 %), for instance compared to the 

amount of people who have purchased something via mobile web store in the past 

year (6%) (Statistics Finland 2012b). There are a couple of factors that could affect 

to this difference. Firstly, as explained in several occasions earlier, mobile game 

players are usually young adults, who are fairly comfortable using advanced mobile 

technology (Choi J et al.  2008). In order to play mobile games they usually have had 

to get them, which already shows some level of comfort acquiring things via mobile 

devices. Thus the leap for these players from acquiring games and applications to 

redeeming rewards might not be as big. Secondly, as suggested earlier, incentives are 

found to be effective in enhancing the engagement of mobile commerce (Choi J et al. 

2008, Megdadi & Nusair 2011). Thus it seems that if rewards are offered the 

consumers are significantly more willing to use a mobile web store.   
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6 CONCLUSIONS 

This chapter summarizes the findings of the study. Chapter also presents the 

empirically justified model of mobile in-game banner advertising effectiveness and 

describes the theoretical as well as managerial contributions. At the end of this 

chapter the quality of the study is critically evaluated, the limitations are presented 

and future research suggestions are made.  

The purpose of this study was to find out the effectiveness of banner advertising 

placed inside mobile games. The subject has been approached by examining the 

attitudes and intentions that mobile game players have towards banner 

advertisements, as in the end, consumers’ acceptance and use of advertising 

determines its effectiveness. As a base for the study was used a model which Ducoffe 

(1996) initially presented for attitudes towards online advertising, and which for 

instance Altuna and Konuk (2009), Choi et al. (2008) and Tsang et al. (2004) have 

further tested and developed in the area of mobile advertising. The model bases on 

the Theory of Reasoned Action by Fishbein and Azjen (1975), according to which 

attitudes towards something affect the behavioral intentions on the matter. This study 

also sheds some light on new, innovative incentive systems which have been recently 

started to utilize in mobile in-game advertising. One main research question was 

formed to guide the study:  

What kind of an effect does mobile in-game banner advertising have on consumer?  

 

Three sub-questions were also created to define the main research question: 

 

How do advertisement characteristics and factors specific to games affect the 

attitude towards mobile in-game banner advertising? 

Does the attitude towards in-game banner advertising affect the intention to act on 

it? 

What kind of an effect do incentives have on the intention to act on in-game banner 

advertising? 
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In the table 25 are the answers to the set hypotheses. These results are further 

discussed as well as answers to the research questions are provided in the next 

sections.  

Table 25. Answers to formed hypotheses. 

H1: Attitude affects the intention to act on mobile in-game banner advertising (IGBA)  Accepted 

H2: The general attitude towards mobile IGBA is negative Accepted 

H3a Entertainment affects positively to gamers’ attitudes towards mobile IGBA  Accepted 

H3b: Informativeness affects positively to gamers’ attitudes towards mobile IGBA  Accepted* 

H3c: Irritation affects  negatively to gamers’ attitudes towards mobile IGBA Accepted 

H3d: Credibility affects positively to gamers’ attitudes towards mobile IGBA  Accepted* 

H4: Lower price of the game affects positively to mobile gamers’ attitudes towards 

mobile IGBA Accepted 

H5: Attitudes towards mobile IGBA in simple games are more positive than for IGBA in 

games which require deep involvement    Accepted 

H6: Using incentives increases the intention to act on mobile IGBA Accepted 

H7: Gamers would prefer to choose the incentive from different options Accepted 

H8: Game players are interested in location-based incentives Accepted 

H9a: Gamers prefer redeeming mobile coupons in a physical store Accepted 

H9b: Gamers prefer redeeming mobile coupons in a physical store or an online store to 

redeeming them in a mobile web store Accepted 

*=Partly 

  

6.1 Theoretical contribution 

The factor analysis revealed that of the advertisement characteristics factors earlier 

research presents, especially entertainment and irritation were important in 

determining attitudes towards mobile IGBAs. One or both of these factors have also 

been significant in affecting attitudes towards mobile and online advertising in 

several earlier studies (Altuna & Konuk 2009, Bauer et al. 2005, Burns & Lutz 2007, 

Cho & Cheon 2004, Choi et al. 2008, Ducoffe 1996, Yang 2007). Also the timeliness 

of the information as well as its relevancy for the consumer in question had a notable 

positive contribution to the attitudes. However, credibility related issues, such as the 

trust towards mobile IGBAs or using them as a reference for purchasing influenced 

attitudes only marginally. This finding differs from the results of earlier research. 

Especially in mobile marketing the credibility has been a significant factor as the 

medium is highly personal and intimate and privacy concerns are high (Bauer et al.  

2005, Persaud & Azhar 2012). However, in the mobile game medium it is firstly 
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more important that the advertising does not interrupt the game experience and if 

possible, contributes to it by being entertaining and in congruency with the gaming 

environment.    

Some factors specific to games were also found to affect the attitudes towards IGBA. 

The cost of the game affects significantly to the acceptance of advertising in mobile 

games. The more expensive the game the less tolerant players are for advertising in it 

and vice versa. Players seem to understand the role of advertising in generating 

revenue for the game developers. As creating games is not free and they need to be 

funded somehow, players generally agree that it is acceptable to advertise in free 

games.  

 

The attitudes are also affected by the type of the game and the level of involvement it 

requires. The simpler the game, the less attentional resources it requires from the 

player and appearing banner advertisements are therefore not seen as intrusive. On 

the other hand, in games which the player is deeply immersed into, banner 

advertising is perceived more irritating as it affects the game play severely. Thus in 

simplistic, free games where advertising does not interfere with the playing 

experience as much, advertising is perceived more appropriate. Findings considering 

both of these two factors were in accordance to earlier research on in-game 

advertising. 

This research shows that banner advertising as it currently exists in mobile games, is 

generally not perceived very well and thus it does not have a positive effect on 

gamers. The overall attitudes towards banners in mobile games are negative or fairly 

negligent and most players feel they do not provide entertainment nor targeted and 

needed information. In addition the disconnected nature of banner advertising affects 

harmfully on gamers’ primary task of game playing as banners many time are on the 

way of the playing too much. This causes irritation in gamers. By examining the 

correlation between the attitude towards this form of advertising and the intention to 

act on it, a significant positive correlation was found. As the intention to click on 

banner advertisements is related to attitudes it is important to pay attention to factors 

that contribute to the overall attitude.  
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One of the most promising findings in this study considering advertising 

effectiveness links to incentives offered via IGBA. A strong positive effect, that 

offering achievement-based incentives has on the intention of clicking the banner 

advertisements, was found by examining the empirical data. As without incentives 

people rarely click banners, offering incentives in the form of discounts, free trials 

and lucky draws substantially increased the intention to click on them. Positive effect 

on intentions to use advertising has been also found in the earlier research (e.g. Gao 

et al. 2009, Tsang et al. 2004). Regarding advertising that is based on the player’s 

specific playing location, the players were not really receptive, one third was 

strongly opposing them. However, when incentives were offered the attitude towards 

location-based advertising enhanced and the players are seemingly more willing to 

receiving location-based promotions. 

 

Players would especially appreciate choosing the incentives themselves and 

redeeming them in a physical store. Also the possibility of redeeming rewards via a 

web store gets support from the mobile players. Mobile web store and using solely a 

mobile device for the redemption process would be the least favored option by the 

mobile players. However, the results of the study show that the preference of mobile 

web stores is significantly higher in a situation of incentive IGBA than it is for the 

overall Finnish population (Official Statistics Finland 2012b).  

 

 

 

 

 

 

 

 

 

 

 

 

Figure 3. Empirically justified model of the effect of mobile IGBA on consumers. 
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6.2 Managerial contribution 

The implications of this study for practitioners are nine-folded. With the help of this 

study they are able to see what factors contribute to the effectiveness of this new 

form of advertising and how the effectiveness could be enhanced. Firstly, this study 

shows that the attitude affects intentions to click through a banner and thus attitudes 

are in an important position when the effectiveness of advertising is considered. As 

the general attitudes towards mobile IGBAs are negative this study presents ways for 

efficiently enhancing those attitudes.   

Secondly, banner advertising is many times on the way of the playing and does not 

fit the game scene. Therefore it is perceived irritating and annoying. Also the large 

size of banners was seen as a problem and it causes accidental clicking of the 

advertisements. The annoyance caused by advertising could be improved by 

integrating it better into the game scene, so that it would not block the gaming or get 

pressed accidentally. For instance placing the advertising in between levels of the 

game, or in the game menu, when the player is not in a critical phase of playing 

might be one viable option.  

Thirdly, entertainment value of the advertising was significantly low which indicates 

that banners do not add to the entertaining gaming experience. Advertisers should 

ensure that the banners are part of the gaming experience and would not be perceived 

superimposed. For instance, using too contradictory colors to overall game world or 

flashing and popping advertisings fight against the wish of players that the 

advertising would be subtle. Also using simpler games as an advertising vehicle is 

more suitable, as ads in them do not interrupt playing as much as in deeply involving 

games.  

Fourthly, informativeness of the advertising was not seen very high and some players 

felt the advertising does not consider them or they are not interested in it. Thus more 

targeting needs to take place in order enhance the attitudes.  According to earlier 

research, advertisements that are congruent to the game theme are usually perceived 
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better. Thus for instance other entertainment possibilities could be advertised via 

mobile games.  

Fifthly, the acceptance of advertising is significantly higher in free games than it is 

for games that the player has to pay something for. This suggests that if a game is 

supported by advertisements, in terms of gamers’ acceptance, it should be the only 

way for generating revenue. Sixthly, it needs to be noted that the opinions towards 

basing the advertisements in accordance with the player’s location seems to be more 

on the opposing side, for example one third strongly opposed getting mobile IGBA 

based on their playing location. Thus careful considerations need to be made when 

location-based advertising is been considered. By offering incentives, the general 

interest is effectively raised but still the divide between those in favor and not in 

favor is notable and acquiring permission specifically for location-based advertising 

is essential.  

Seventhly, what seems to be the most promising finding of this study is the high 

interest towards achievement-based digital coupons or free trials. Thus offered 

incentives in banners, would get players more engaged into this advertising format 

and players would be significantly more willing to interact with the banners. In 

addition, if a company has already decided to use coupons as a part of its marketing 

efforts, the benefits of utilizing the mobile medium for this are significant, compared 

to ‘traditional’ coupons. In the mobile medium the normal process of coupon 

distribution including printing and mailing is avoided. The ability to track the 

redemption behavior in real-time and the possibility for rapid changes are also 

significant advantages of the digital couponing (IAB 2011b, IAB 2010, Jung & Lee 

2010). However, it must be noted that not all consumer groups can be reached via 

mobile games, as most players are young adults. Advertisers should therefore 

remember to ensure that gamers of specific games are in fact of their target group. 

As the eight main point, can been seen that players are also more likely to click the 

banners if the offer is relevant to their needs. It needs to be also noted that players are 

very much in favor of choosing their own rewards and thus participating in the 

targeting themselves. Therefore for instance an in-app marketplace where consumers 
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can change their game points for rewards, such as in the P4RC environment, would 

be suitable. Also as mobile games are increasingly sold in a global scale, for instance 

in app-stores, it is important to ensure that the player has relatively easy access to 

different promised rewards in the geographical area, in order to avoid disappointing 

the gamers. 

Lastly, the results indicate that the redemption of mobile coupons should be 

organized mainly via a physical stores or web stores as they are most favored by 

game players. However, also the interest in mobile web stores is high among game 

players, higher than in the total population. Therefore using incentives such as these 

might offer an effective way to get players engaged in mobile commerce if that is in 

the interest of the advertisers.   

6.3 Assessing the quality of the study and notable limitations 

When evaluating the quality of a study the questions about validity and reliability of 

the methods and results are important (Wilson 2010: 116). Reliability refers to the 

repeatability and consistency of the results whereas validity tells about the ability of 

the used methods and metrics to measure what is supposed to be measured. (Kumar 

2011: 178-179, 181.) Firstly reliability and validity of the results and methods are 

discussed following by some notions regarding the further generalization of the 

findings. 

Reliability of the results can be increased by explaining the research methods in a 

detailed manner. Maintaining a chain of evidence allows an external observer to 

follow the formation of the final conclusions. (Wilson 2010: 119.) This was done in 

this research. In the analysis part, are presented the essential information and data to 

see how the researcher arrived in such conclusions. Referring to earlier literature has 

been done carefully and the earlier research was gone through relatively extensively. 

Also by using several sources for evidence increases the reliability of the results 

(Wilson 2010: 118-119). This research contains findings of two empirical studies, 

and the findings of the smaller scale qualitative study support the findings of the 

larger scale quantitative study.  
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Validity is somewhat worsened by the sampling method utilized. Data was gathered 

through convenience sampling which refers to using people easily accessible as a 

sample. Using this sort of non-probability sampling might lead to some sampling 

biases, and the sample is not likely to represent the population as accurately as when 

probability sampling is used. (McDaniel & Gates 2006: 313.) For instance because 

the sample consisted of mainly third degree students, the proportion of 20-24-year-

olds is substantially large. This again makes generalization of the research results 

problematic.  

However, as stated earlier, convenience sampling is the prevalent sampling method 

in business studies (Bryman & Bell 2007: 197-198), which justifies its usage. In 

addition, even though the whole population is not proportionally represented in the 

total sample, for major part the analysis considered only mobile players. And as 

stated earlier this does not present a major distortion problem, since in fact, most of 

the mobile players are young adults. Also both genders are fairly evenly represented. 

Second issue that the probability sampling might affect is the geographical 

distribution of the participants. The sample was gathered mainly in Oulu and 

Kajaani, thus not all of Finland is equally represented. However, for instance 42 % of 

the people studying at the University of Oulu, have moved to Oulu region from 

elsewhere (Taloudellinen tiedotustoimisto 2012) which enhances the 

representativeness of the sample.  

Considering the analysis, a confirmatory factor analysis (CFA) is usually a valid 

method in situations such as this research, where the fit of a certain model in a new 

context is tested (Schreiber, Stage, King, Nora & Barlow 2006). However, the 

reliability of some of the constructs created by earlier research was not adequate, and 

thus CFA on the earlier model could not be conducted. Also structural equation 

modeling (SEM) would have suited this purpose as it is a combination of 

confirmatory and exploratory analysis (Schreiber et al. 2006) and many researchers 

have used it also in advertising effectiveness or acceptance analysis (Bauer et al. 

2005, Choi J et al. 2008, Lee et al. 2006) but the researcher did not have a program 

in use that would have been able to perform SEM successfully. Still, the purpose of 
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EFA is in fact to find out the underlying factors explaining a phenomenon 

(Matsunaga 2010) and therefore it fits the purpose as well.  

As noted in table 1 (see pp. 18-19), several researchers have used attitudes and 

intentions as a metrics for studying advertising effectiveness and impact which 

increases the validity of the study. In addition many of the attitude items were 

adapted from earlier research, which has proven them to be appropriate for these 

issues. Some items in the questionnaire were, however, self-formulated as the 

research in these areas was limited. They are all based on the theoretical background 

but their suitability for studying these issues has not been proved by earlier research. 

Time and resources set some limitations for conducting this study. For instance in 

determining the game-specific factors secondary data was used to determine their 

possible importance on influencing attitudes. Self-gathered empirical data would 

have been able to give a more comprehensive outlook on those matters and given 

some assurance of the general applicability of the model presented in the theoretical 

part. Also, even though only mobile gamers were included in the interview 

examination, it is evident that the perceptions of mobile IGA are blurred with 

perceptions of IGA in other gaming forms.   

As the researcher was not able to find any previous research on mobile in-game 

advertising effectiveness, it is likely that not all the factors that might be important in 

affecting the attitudes and intentions towards mobile IGBA are in the presented 

model. Also the factors specific to games are only studied in terms of how they 

impact on attitudes, but their contribution to the overall attitude was not measured. 

The model describes the importance of the ‘traditional’ factors that have been used to 

measure the attitudes and intentions towards interactive advertising, and sheds light 

to the importance of some new features that this context provides. Thus it lays some 

important groundwork in this un-explored field, from where the future research 

might continue. 

Regarding the generalization of the results it must be noted that the findings are 

made considering Finnish consumers and thus the possibility to generalize them to 
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other parts of the world is limited. For instance in the U.S. the incentive systems 

presented in this research already exist, whereas in Finland the initial interest in them 

was only now inquired. Therefore U.S. consumers might have different kinds of 

opinions considering their value and usage. And on the other hand, in countries 

where the adaptation of advanced mobile technology is not as high or is higher, the 

applicability of the findings is limited.   

6.4 Suggestions for future research 

As stated in several occasions earlier, the research in mobile in-game advertising is 

very scarce. Thus there are several possibilities to proceed from here. For instance, 

the presented model could be further developed since it gives a general starting point 

for mobile in-game advertising effectiveness in terms of attitudes and intention. 

Since the attitude factors specific to games showed to be significant in terms of 

acceptance of advertising in mobile games, the amount they contribute to the overall 

attitude could be measured for instance with a factor analysis. Now only the initial 

effect of them was examined and the basic attitude measuring was conducted by 

utilizing earlier models. Also more factors might influence the attitudes and 

intentions towards IGBA that this research might not have yet covered.  

The effectiveness of other forms of advertising in games instead of display or banner 

advertisements could be researched. Earlier research has brought up for instance 

mobile games sponsorship and advergames (Salo 2009) and their effectiveness could 

be studied. Modern mobile technology offers various possibilities for advertising, 

and the advertising via mobile devices and through applications keeps evolving at a 

fast pace. This is represented for instance in the quick shift from merely message 

advertising to various other forms to advertise in mobile medium and the massive 

overall expansion in the industry value (IAB 2012). For instance the incentive 

systems described are a very recent phenomenon in the in-game advertising field and 

their potential and different ways to further develop them would be one direction for 

future studies. 
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EMPIRICAL REFERENCES 

Interview transcripts 

Seven game players (2012) Secondary interview transcripts. In the text, the seven 

different interviewees are referred to “Interviewee A”, ”Interviewee B” etc. and the 

interviewer as “Interviewer”. Interviews were conducted on 2-3 July 2012 

(Interviewer Ruey Komulainen). Duration approximately 90 minutes per interview.  
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     Appendix 1 

The Survey Questionnaire 

General information 

1. Indicate your nationality:     

 

2. Age group:     

   

a) <15  b) 15-19  c) 20-24  d) 25-29   

e) 30-34  f) 35-39  g) 40-49  h) > 50 

  

3. Income (eur per month) :    

   

a) 0-200   b) 201-500    c) 501-1000   

d) 1001-2000 e) 2001-3000 f) >3000    

 

4. Gender:       

 

a) Female  b) Male      

 

Mobile usage and playing behavior 

 

5. Do you use Internet on your mobile device?    

 

a) Yes  b) No      

 

6. Do you play mobile games?     

 

a) Never                        b) Less than once a week  

c) 1-3 times per week  d) more than 3 times per week   

 

7. Main reason why do you play mobile games: pick one   

 

a) Take a break             b) Kill time             c) Socialization    

d) Gain higher levels in games     e) Relaxation  f) Other reasons, please 

specify: 

 

8. Which platform(s) do you usually play on?    

 

a) Android             b) Symbian         c) iOS(iPhones and iPads)           

d) Windows             e) Others:     
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9. What game types do you play the most? Pick two favorites: 

 

a) Action           b) Adventure   c) Puzzle        d) Role playing  

e) Strategy            f) Simulation   g) Other types, please specify: 

 

10. On average, how long do you play per session? Pick one  

 

a) 1-15 min.           b) 16-30 min. c) > 30 min.    

 

11. Do you ever notice advertisements such as this in mobile games? 

 

a) Yes            b) No, please explain:   

 

Attitude towards in-game banner advertising    
 

12. Do you mind banner advertisements such as this in mobile games? 

 

a) No, because:        b) Sometimes, if: Usually yes, because:  

 

13. How much do you agree with the following statements regarding banner 

advertisements in mobile games (IGBA)? 1 = Strongly disagree 4 = Neutral 7 = 

Strongly agree 

 

I feel that seeing IGBAs is entertaining  

I feel that seeing IGBAs is pleasant     

I feel that IGBAs are a good source for timely information   

I feel IGBAs are irritating     

Contents in IGBAs are annoying     

I use IGBAs as a reference for purchasing    

I trust IGBAs      

IGBAs provide information I need    

IGBAs have no effect on how games are played  

IGBAs don't interrupt the excitement   

Overall, I like IGBAs     

  

14. How much do you agree with the following statements regarding banner 

advertisements in mobile games (IGBA)? 1 = strongly disagree 4 = neutral 7 = 

strongly agree 

 

It is acceptable to have IGBAs in free games    

It is acceptable to have IGBAs in games that cost 3 euros or less   

It is acceptable to have IGBAs in games that cost 3 euros or more   

IGBAs are irritating in games that require deep concentration   

IGBAs are irritating in simple games     

I would be interested in to receive IGBAs based on my location   
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Intention 

 

15. How likely do you click on IGBAs? (1 = never, 7 = almost always)  

 

16. How likely would you click on IGBAs if they would offer you rewards in the real 

world based on your achievements in the game? (1 = never, 7 = almost always) 

 

Incentives 

 

17. Which kind of an incentive you would click the most likely? Pick two  

 

a) coupon for x % discount from the purchase price   

b) two-for-one coupon      

c) free gift   

d) free trial      

e) lucky draw      

f) x euro discount coupon      

g) I wouldn't want any rewards    

   

18. How much do you agree with the following statements? (1 = strongly disagree, 4 

= neutral, 7 = strongly agree) Please, answer this question only, if you are interested 

in receiving g rewards: 

 

I would like to choose the reward from multiple products and services instead of one 

choice only 

I will click on the reward IGBA if it is relevant to my needs   

I would like a flexible scheme to use my game points for rewards   

I would like a reward scheme that would link the rewards to my location  

I would like to get the rewards from a physical store by showing the coupon on my 

mobile device 

I would like to get the rewards by going on the company's webstore with my 

computer 

I would like to get the rewards from a webstore using only my mobile device  

       

 

After Q6, if the respondent never plays mobile games: 

 

19. Please explain why you don't play mobile games   

     

a) Boring        

b) Not interested      

c) No time      

d) Mobile device does not support games    

e) Others:   
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Appendix 2 

Playing Behavior 

Mobile Internet usage Frequency Percentage Frequency  Percentage 

Yes 243 86,5 198 90,4 

No 38 13,5 21 9,6 

Total 281 100 219 100 

     Playing frequency       

Less than once a week 164 58,4 121 55,3 

1-3 times per week 66 23,5 57 26 

more than 3 times per week 51 18,1 41 18,7 

Total 281 100 219 100 

     Reason for playing       

Take a break 38 13,5 30 13,7 

Kill time 183 65,1 143 65,3 

Socialization 2 0,7 1 0,5 

Gain higher levels in games 7 2,5 5 2,3 

Relaxation 40 14,2 34 15,5 

Other reasons, please specify 11 3,9 6 2,7 

Total 281 100 219 100 

     Platform for playing* 

 

    

 Android 123 43,8 100 45,7 

Symbian 27 9,6 17 7,8 

iOS  77 27,4 64 29,2 

Windows  66 23,5 52 23,7 

Others 17 6 7 3,2 

Total 310   240   

     Game types played* 

 

    

 Action 56 19,9 46 21 

Adventure 39 13,9 33 15,1 

Puzzle 195 69,4 157 71,7 

Role playing 10 3,6 10 4,6 

Strategy 100 35,6 85 38,8 

Simulation 16 5,7 13 5,9 

Other types 26 9,3 17 7,8 

Total 442   361   

     Usual duration of game play         

1-15 min. 216 76,9 168 76,7 

15-30 min. 55 19,6 43 19,6 

> 30 min. 10 3,6 8 3,7 

Total 281 100 219 100 
Note: *possibility to give multiple answers, percentages 100 % = 281 responses for all players  
and 100 % = 219 for those who noticed advertisements. 


