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Abstract
In-game advertising is a rapidly developing adgant channel. The game Metal Gear Solid 4
contains product placements from Apple, Sony, Regad others. Many in-game
advertisements are placed without solid backupcatlamic research. An advertisement
implemented in the right way can lead to an in@easales and brand reputation. This research
contributes to the field of in-game advertisinglbgking for different ways to incorporate
advertisements in a First Person Shooter (FPSngesow effective they are and if they
deteriorate the game experience. A short levelrpmating various types of in-game advertising
was built for the FPS game Half Life 2. The pap#nits in this study were asked to play the

level and answer a questionnaire regarding bracallyéntrusiveness and general comments.

Keywords: In-game advertising, First Person Shooters, branodll; intrusiveness, realism
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1. Introduction

1.1 Introduction

The gaming industry has developed rapidly thedasennia. In 1961 a group of MIT
students programmed Spacewar! on the DEC PDP-1uemt was seen as one of the first
influential computer games. In 1972 Atari broughé @f the most famous games ever on the
market, PONG. In 1985 Nintendo launched its NinteBdtertainment System bundled with
Super Mario Bros. The video game industry flourdshad consoles and personal computers
were more developed.

Today we are in the seventh generation of videoegemmsoles. Arcades are no longer
popular and PC gaming has declined significanilige leaders of the video game console
market are Nintendo with its Wii, Sony with Playgia3 and Microsoft with their Xbox360.

All consoles can be connected to the internet atigieatures like online gaming, automatic
updates and social networking.

A study revealed that 97% of teenagers (12-17) ptemputer, web, portable, or console
games (PEW, 2008). The Electronic Software AssimtidESA) states that 65% of American
households play computer or video games. Consuanerszatching less television and are
spending more time online playing video games. Tiesns that there is a huge potential
advertising channel in computer and video games.

Early forms of in-game advertising are the Zool92Pgame which contains Chupa
Chups lollipops and FIFA 1994 which showes an Asdlidi#iboard. Games of today have more
and more advertising. Metal Gear Solid 4(2008, R®8}ains product placements from Apple,

Sony, Regain and others.
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1.2 Research question

More game developers choose to include some agivertin their games in order to
compensate for today’s huge development costs. iidees see it as an advertising channel to
reach a big target market. Consumers will have raacemore advertising in their games for
which they paid a premium. How effective are thiesgame advertisements? How can they be
implemented without deteriorating the gaming exgreze? Do different gaming genres require a
different approach? These are questions that lwalve answered in order to develop this
advertising channel. So far there has been liddglamic research regarding this subject. A
popular video game genre is the so called FirgdPeghooters (FPS). Only the last years
advertisements in FPS games have begun to apgeamdnre of video games provides many
possible forms of in-game advertising which havéeén properly explored and researched in
academia.

This study tries to contribute to this field by aesing the following research question:

How can in-game advertising be used in first persiomoter video games without deteriorating

the gaming experience and increasing the effeats®if the advertisement?

The goal of this research is to find out how adserg can be applied to first person shooter

video games.

In order to answer the research question, seveabadjgestions about in-game advertising
have to be answered
* Which types of advertising can be used in first person shooters?
First this research will find out which types ofgame advertising are possible within first
person shooters by looking at advertising doneowies, games and combining them. This
literature study forms the basis for the hypothesesneeds to be done in order to answer
the research question. The most common form ofréidivey are billboards; these can
already be found in video games and First Persoot8hs. The interactive environment of
this video game genre is expected to provide nesgiptities and ways of advertising,

especially in the current generation of video garhesause of technological progression.



Exploring In-Game Advertising in First Person Sreyet 9

* Which types of advertisements are most effectivein afirst person shooter?
In order to determine in which type of in-game atisgement to invest, it must be known
what kind of advertisements are effective and thagh putting in the game or not.

* Which types of advertisementsareintrusivein the game-play process?
Advertisements that annoy the gamer and are inusay lead to bad publicity, negative
brand associations for the ad and the publisheeaadtually can lead to a loss in sales.
Therefore we must know which types are more immighan others and what the attitude of

the gamer is towards the forms of advertising @irthideo game.
When these questions are answered our understaoiding possibilities of in-game advertising
in first person shooters will be enlarged. Areasfdidure research can be identified and game

developers and marketers will have more literator@ecide about in game advertising.

1.3 Contribution

1.3.1 Academic Relevance

The overall value of the worldwide product placetraarket, including the
barter/exposure value of non-paid placements,imélease 18.4% compounded annually to
$13.96 billion in 2010 (PQ Media, August 2006)isltherefore not a surprise that the concept of
product placement is daily discussed, applied apdrted in the world of professional marketers
(Russell and Stern, 2006; O' Loughlin, 2006; Le2006; Karrh et al. 2003;).

Video games will bring opportunities to the adwathent world and they will be used
without much academic literature to backup thetpmsing of ads. There have not been many
studies on the effectiveness of advertising in gar@mly one study was found which focused on
first person shooters (Chaney et al., 2004), boly focused on fictional billboards in a fantasy
world and in a multiplayer setting. A study abcetall of brand placements in Computer/Video
games (Nelson, 2002) suggested that these expaésimmaty have a different outcome in another
game genre than the racing genre. The study sweghtsit the race game simulates the real
world and that’s why the product placements arepiex. In a different genre like fantasy or

First Person Shooter which don’t simulate the veald the acceptance might be lower.
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The Yankee Group, Forrester, Citi, IDC and SIG gotdhe in-game advertising market is
estimated to be worth $1.2 billion by 2010. Befibsetrue growth potential can be assessed,
however, more research will be necessary to prloeetfectiveness and value of the sector
(IAB, 2007).

1.3.2 Managerial Relevance

Video gaming is now one of the most popular leisagtvities for adults (aged 18-34)
(IGA, 2009). Fifty percent of the adults 18+ hawadeogame console and 97 percent of
teenagers (aged 12-17) play computer, web, portablnsole games (PWE, 2008). The game
market is very big and eating up TV time from cansts. Marketers might want to know if
spending their budget on in-game ads is an effeetiay of reaching their primary target market.
They also want to know what the advertisement dppdties are in-game and how consumers
respond to them. The game developers might consiggame advertising as possible revenue
channel. They are interested to see how they @amporate advertisements without
deteriorating the gaming experience and steppingposumer toes. Nowadays the costs of
producing a next-gen game can be tens of millidherefore game developers might want to
generate another channel of income to ensure aotytiof the development process and to keep
the price of the game level. Independent small gdevelopers, who don’t have the budget to
release and market a game, might want to consetesrgting revenue solely by in-game
advertisements. The reason why this research fe@rsa First Person Shooter is that this genre
is popular. There are many FPS titles released yzah A FPS uses a 3D Engine to render a
virtual world. Other game genres also make usénaifas 3D engines (like tactical shooters or

stealth games) so they might find this researcfutias well.

1.4 Research Design

This research is designed as an exploratory sh&bguse there is a time constraint. It is
both qualitative and quantitative in nature. Inrshihis research intends to study in-game
advertising in First Person Shooters, which tydesdeertisement can be implemented in a First
Person Shooter environment, how effective and immsive are they. The types of advertising

will be determined by a literature study. The efifesness will be determined by an experiment
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in which a group of people play a FPS level thattaims different forms of advertising and a
guestionnaire afterwards. This questionnaire Vslbde used to determine the intrusiveness of

the advertisements.

1.5 Thesis Structure

The structure of this thesis can be broken dowmtimtee main parts. The first part
consists of a general introduction concerning wiilitoe researched as well as the theoretical
foundations of the thesis. In Chapter 2, all rete\ierature concerning in-game advertising will
be discussed. First of all the subject of prodlatgments will be explained. Then, the literature
will focus on the gaming industry, especially itanket value and growth. And finally, relevant
marketing theory is discussed to understand threiptes behind advertising.

To continue, the second part is about the methgittdbaspect of the thesis. In this
section, a conceptual framework is constructeddasdhe research questions and literature
review. Moreover, the methodology of this reseasatxplained. This section will also elaborate
on the questionnaire and sample selection.

Finally, the last part of this thesis will considtthe presentation of results, discussion of

the results, limitations and future research anttlesion.
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2. Theoretical Background

2.1 Product placements

Because the lack of academic papers on in-gametegiivg relevant theoretical
background can be retrieved by exploring paperarddgg product placements in TV/movies.
Blasubramanian’s (1994) defined product placemsr ‘gaid product message aimed at
influencing movie (or television) audiences via ii@nned and unobtrusive entry of a branded
product, into a movie (or television program)”. Kaf1998) defined product placement as
“‘inclusion of commercial products or services ity &rm in television or film productions in
return for some sort of payment from the advertiser

Product placement became popular when Reese’ssRiaoey was placed in the film
“E.T.”. The sales of Reese’s Pieces increased Bf B5he three months after “E.T.” was
released (Reed 1989). Marketers in the 90’s wexlerg for alternative advertisement options
as television viewers started to avoid ads by zap(®Iney, Holbrook, and Batra 1991).
Pokrywczynski and Griffin (1994) reported a sometndteonger recall when a fast-good
restaurants’ logo was reinforced in the audio $¢hpn when the sentence naming the restaurant
was extracted and replaced with silence. NeberaahSecunda (1993); Gupta and Gould
(1997) found generally favorable attitudes towgrasluct placements with ethically charged
products (e.g., alcohol, cigarettes, guns) perceasless acceptable than others. There are three
types of product placements in form of presentaffenpta and Lord, 2008):

1. Audio: a brand or product is being mentioned byetor

2. Video: a brand or product is being shown or usedaraen

3. Audio/Video: showing a brand and at the same tireationing a brand related message

in audio form

Another important factor in product placementdis level of prominence. Prominent
placements are highly visible placements that lrgedo the action. Subtle placements are those
in which the brand is not shown prominently, oftetthe background. Product placements offer
marketers a way to show their brand in a naturalrenment (Turcotte, 1995). Problems include
the lack of control over the brand’s appearancethediifficulty to measure the effectiveness of

a placement. Most academic studies use memory bestsdo test the effectiveness of product
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placements. This seems appropriate because indrbessd awareness is often one of the goals
of a product placement.

Whalen (2006) argues that there are three categofi@-game product placements.
“‘instrumental” Product placements are placementsrevthe player interacts with the branded
product and simulates its use through their onestevatar, “diegetic” brands appear as
simulations of real-world ads, for example billod&in a city level, and “archetypal” brands
appear as regular game features (power-ups, bokesg, save points) that are imbued with a
brand label. A study (Nelson, 2002) exploring tifeativeness of product placements in a racing
game found that game players were able to recad(®5b of the brands directly after playing.
Five months later players were still able to reaalbut 10-15% of the brands. The attitudes of
the game players towards product placements wereraiy positive. They didn'’t find the
practice deceptive and they find that brands cdwaece game-realism. A problem of placing
advertisements and products in games has beeth#yahad to be incorporated during the
development process. This meant lengthy negotigitioes and the difficulty of changing or
measuring the incorporated ad. Because of the goplaf the internet, consoles and games it is
nowadays possible to incorporate dynamic advertsgsnn games. Ads can now be dynamic,
measured and updated (IAB, 2007).

It was found (Nelson, 2002) that when a brandrisagor part of gameplay and the
consumer is actively involved, short term recatiganced. According to Roehm and Haugtvedt
(1999), interactive environments are effective liseghey allow consumers to be actively
involved in the persuasion process. When a branelegant to the game player short- and long-
term recall are demonstrated. Nelson (2002) furdingues that novelty of a brand has impact on
the brand recall. Novel or distinctive brands amembered more than others but future
research should control this. Advantages of proglactement in games over film are (Nelson,
2002):

1. Increased involvement (Games are active, Moviepassive)

2. Microtargeting ability

3. Longer shelf life (On average Movies are much srdftan video games)
4

. Brands can be targeted better
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Chaney et al. (2004) did research on the effeckslibbards in the gaming environment. They
let participants (n=42) play a 15 minute game o&kgu Quake is a first person shooter released
in 1996. They set up a multiplayer map with thiegdnal billboards and did a survey after the
game. After the gaming session half the gamersdooat recall any of the products or brands.
One quarter could remember one or two and onlypangon could recall all the information.
They also found no relation between game experiandérand recall. Grigorovici and
Constantin (2004) also found no effect of the vidame experience on recall for brands placed
in a game.

Product placements, in which actors use productscmren to promote these products,
have received little research attention. A studBn@ined the effects of cigarette use
in movies on various attitudes toward smoking awdard the actor using the product.
Participants (N = 120) viewed a 20-min clip of ard;half of them viewing a clip in which
the lead character smoked, and the other half wigwiclip in which the lead character did not
smoke. Nonsmokers who were low in need for cogmiéiod who saw the lead character
smoking reported more favorable attitudes aboutkémgo In addition smokers who saw the
character smoking rated him as more appealingewtdhsmokers’ ratings of the character
were not affected by his smoking (Gibson, 2000).

Grigorovici and Constantin (2004) found a completationship among the type of
placement (billboard versus the actual object) pllagers’ immersion in the game, how arousing
the game was, and brand recall. For example, paatits tended to recall brands when they were
placed on a billboard but not when they were abtymksent in the game world, except when
the brand was an automobile. Likewise, higher leeglimmersion in the game interfered with
players’ recall for brands placed in the game.

The research on implicit memory suggests that ilieedrand placement studies,
although the audience members could not directglker recognize brand names to which they
had been exposed, the brand names may still huenced familiarity with and preference for
the brands (Yang, Roskos-Ewoldsen, and Roskos-EBen|d@004). Advertising effects might
influence conscious as well as nonconscious memagesses (Krishnan and Chakravarti,
1999).
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2.2 Game Industry & Research

There are many different definitions of a video ga@llwords (2009) defines it as
style of game existing as and controlled by sofeyasually run by a video game console or a
computer, and played on a video terminal or telemiscreen. Controlled by a paddle, joystick,
mouse, cursor keys or a combination of any of thwseat devices. Merriam-Webster dictionary
(1973) defines it as an electronic game played bgma of images on a video screen and often
emphasizing fast action. And the Oxford dictioné2909) defines it as a game played by
electronically manipulating images produced by mpoter program.

Some video games are written especially for brathey, are sometimes called
Advergames. For example Pepsi released Pepsim88)(®game for the Playstation to
advertise Pepsi Cola. US Army’s America’s Army isuecessful free game created to recruit
new people for the army. Games like Tony Hawk Si@éeding (2003) or Shaun White
Snowboarding (2008) feature a great variety of pobglacements and advertisements. In Shaun
White Snowboarding the player can customize hisatdtar with cloths and equipment from
various brands. On the virtual track down the drile might snowboard past banners from
Philips and Nivea.

First Person Shooter games are played from thepamewof the characters eyes. The
main elements of a FPS are shooting and combatpl8lyer has to find his way through a
certain amount of maps while making sure he doegt’killed. Famous examples of FPS games
are Doom and Half-Life. PEW (2008) reports that 4a%American teenagers report playing
games in this genre. Often a FPS contains a sarglenultiplayer mode. In a single player mode
only one person is expected to play through theegdinhe selling point of a single player game
is that they often contain larger and interestitogyéines and realistic non-player characters and
opponents (Wikipedia, 2007). In a multiplayer modgeare than one person can play in the same
environment at the same time (Wikipedia, 2007). dtiplayer mode provides human opponents
or partners and a form of social communication.ibmthe past decade there has been a shift
from mostly single player oriented video gamesitieo games in which the multiplayer mode is
equally important or sometimes dominating. Deaticings a multiplayer game mode. The goal
is to frag (i.e. kill) as many opponents as possibitil a condition is met (often a frag limit).
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J. Jansz and M. Tanis (2004) did a survey in ameather information about whom the
players of online first person shooters are and thiey played FPS video games. The results
confirmed the stereotype FPS gamer as presentbe media. It's played by young men (about
18 years old) who spend 2.6 hours per day on gar@amers that play in (semi) professional
clans score high on the motives with respect topziition and challenge. The study also
showed that the gamers do not play in isolatiofp & the respondents were member of a clan
and the social interaction motive was the strongesdictor of the time actually spend on

gaming.

LEUEL SCORE LIVES [k |[HEALTH AMMO | [
3 & 100

00/,

Figure 1: Wolfenstein 3D

In 1992, ID Software released Wolfenstein3D, whics the video game that put first
person shooters on the map. Its textured 3D graphigh quality sound and unique playing
style for that time were revolutionary. A year fdfeey released Doom, another FPS that was
even more advanced and introduced a multiplayerenbgdvhich gamers could play against
each other via a phone line or local area netwbinkough the years ID Software has continued
to revolutionize the FPS genre with the Quake aodrseries. Each version of the game
having even better graphics and gameplay. Anotbebte title in FPS history is GoldenEye
007 based on the movie released at the same t@8&) 1t was the first FPS title on a game
console that was really successful. The game tmadra strategic component by rewarding the
player for not getting detected by enemies andguammunition wisely. With innovative game
modes and balanced weapons the split screen naykipmode was a great success. Half-Life,
one of the most popular FPS games ever was releagear later, it featured even better
graphics and a story-based single player. Withrelease of Halo on the Xbox FPS really
established itself on game consoles. In 2004 Vadieased Half-Life 2; it continued the story of

the first title and introduced life like physicsttte FPS environment. First Person Shooters
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continue to push hardware innovation and get meastic every time (A. Barners, 2007, J.
Dunder, 2009).

Good computer and video games are learning mact@es 2003). Since games are
often challenging, but do-able, they are often aleasantly frustrating, which is a very
motivating state for human beings. Games allowgysyo be producers and not just consumers.
In computer and video games, players engage iaraatia distance, much like remotely
manipulating a robot, but in a far more fine-gralfi@shion. Cognitive research suggests that
such fine-grained action at a distance actuallyeainumans to feel as if their bodies and minds
have stretched into a new space (Clark, 2003)glayhmotivating state. Books and movies, for
all their virtues, cannot do this. The more a ptaygn manipulate a game character and make
decisions that have impact on the character, the the player invests in the character and the
game at a deep level. This investment appears tioeb@eepest foundation of a player’s
motivation in sticking with and eventually mastegyia game.

Research on exposure to television and movie vialesniggests that playing violent
video games will increase aggressive behavior. faraaalytic review of the video-game
research literature reveals that violent video gamerease aggressive behavior in children and
young adults. Experimental and non-experimentalistuwith males and females in laboratory
and field settings support this conclusion. Anatdyakso reveal that exposure to violent video
games increases physiological arousal and aggresslimted thoughts and feelings. Playing
violent video games also decreases pro-social baeh@v. A. Anderson and B. J. Bushman,
2001).

The Electronic Software Association released soamagindustry facts (ESA, 2009):

1. From 2003 to 2006, the entertainment software itrgigsannual growth rate exceeded 17
percent. Over the same period, the entire U.Shaog grew at a less than four percent
rate.

2. According to data compiled by the NPD Group, a globarket research company, and
released by the ESA in January 2008, computer ales\game companies posted
records sales in 2007. The industry sold 267.8anilnits, leading to an astounding
$9.5 billion in revenue. Of these sales:

3. Game console software sales totaled $6.6 billiah w53.9 million units sold,;

4. Computer games sales were $910.7 million with 86ildon units sold; and,
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5. There was a record $2.0 billion in portable sofevsales with 77.5 million units sold.

6. On average, nine games were sold every seconceoy day of 2007;

7. Halo 3, the best-selling title of 2007, took in m@evenue in its first day of sales than the

9.

biggest opening weekend ever for a movie ("Spidan/@") and the final "Harry Potter"
book's first day sales; and,

The entertainment software industry sold over 13illon portable game units in 2007,
easily trumping the much-hyped Apple iPhone, wischd just four million units.

The average gamer is 35 years old and has beenglay 13 years.

10. Forty percent of all players are women and womesr @8 years of age are one of the

industry's fastest growing demographics. Today/tadomen represent a greater portion

of the game-playing population (33 percent) thaystage 17 or younger (18 percent).

11. Twenty-six percent of game players are over theod&®, an increase from nine percent

in 1999. This figure is sure to rise in comingngeaith nursing homes and senior centers

across the nation now incorporating video gamestimtir activities.

12. Thirty-eight percent of homes in America have awvidame console.

13. Fifty-six percent of online game players are malé 44 percent are female. Thirty-six

percent of heads of households report they playegaon wireless devices such as a cell
phone or PDA, up from 20% in 2002.

NeoEdge (2009), an in-game advertising compangl,ifirtheir preliminary results an increase in

brand awareness of 500% and a 50% increase iny@olsiand perception. They placed pre, mid

and post advertisements in a casual online gamiegavee) targeted at females between 25-54

years of age. The Nielsen Company (2009) did rekeam gaming and found:

1. More sophisticated consoles such as the PlayStatamd Xbox 360 attract the more

engaged console users, who are less likely to behwg television in Prime Time than
users of other consoles.

The PlayStation 2, while still leading all othensoles in total minutes of usage,
continues to have the highest downward trendingoatisage. Trending data suggests by
the end of 2009, the PlayStation 2 will no longettihe most used console in the United

States.
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3. Females 25 years of age and older make up thestaogeek of PC game players
accounting for 46.2 percent of all players and pe&ent of all game play minutes in
December 2008.

4. The most played games on the PC are card gamedviomsoft, with the most played
game being Solitaire with over 17 million playeos the month of December 2008 as

shown in Figure 2.

Males 25-54

Unique

Title Players
Solitaire 3,102,619
FreeCell 2,056,857
Hearts 1,192,649
Pinball 886,687
Minesweeper 786,304
Great Escapes Solitaire 679,020
World of Warcraft 675,713
Chessmaster Challenge 340,840
Zuma Deluxe 207,387
Half-Life 2 170,968

Figure 2: Unique players per game (US)

In 2006 Electronic Arts included dynamic in-gameextising in their Battlefield 2142
title. A printed disclaimer provided with the gastates the game will be monitoring
"advertising data" to determine what ads are sedvio individual players. This lead to a lot of
bad publicity for the game. Some people thoughtttiegame included spyware and players
were being monitored. EA responded by saying theayg bnly use the IP address to serve ads
based on location and that they monitor the impoassof the advertisement (Lup.com, 2006).
According to VGChartz a recently released (Febru2099) FPS called Killzone2 sold 1.52
million copies in just over 2months. It's a conselelusive which means it was only released
for the Playstation3. It has both a single and iplalyer mode. Valve released their sales figures
of Half-Life 2 in December 2008 (Shacknews, 2008):

1. Half-Life 2 (Valve) / 2004 - 6.5 Million
2. Half-Life 2: Episode One (PC, Valve) / 2006 - 1.4lldn
3. The Orange Box (Valve) / 2007 - 3 Million
(Half-Life 2 HL2: Episode One, HL2: Episode Two,rid, Team Fortress 2)
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Graphical examples of in-game advertising in vidames are shown in Figures 3, 4, 5 and 6.
Burnout Paradise (Race Game, billboards):
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Figure 3: Burnout Paradise: Billboards Figure 4:

Burnout Paradise: Obama

Metal Gear Solid 4 (Stealth Action Video Gameainhteractive product placements):
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Staring at one in first-pErssn view curiously raises
Snake's Payche
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Figure 5: Metal Gear Solid 4: iPod Figure 6: Metal Gear Solid: Playboy

Half-Life 2, Counter Strike: Source (First PersdmoSter, billboards)

Figure 8: Metal Gear Solid 4: Sony Ericsson Figure 7: Counter-Strike: HL2
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2.3 Marketing Background

Lavidge and Steiner (1961) argue that advertisiag be thought of as a force which
must move people up a series of steps. They ideatifie following steps:

1. Near the bottom of the steps stand potentiall@sers who are completely

unaware of the existencéd the product or service in question.

2. Closer to purchasing, but still a long way frtra cash register, are those who are

merelyaware of its existence.

3. Up a step are prospects wkrmw what the product has to offer.

4. Still closer to purchasing are those who haverfable attitudes toward the product—

those whdike the product.

5. Those whose favorable attitudes have developdtketpaint ofpreferenceover all

other possibilities are up still another step.

6. Even closer to purchasing are consumers wholequeference with a desire to buy

and theconvictionthat the purchase would be wise.

7. Finally, of course, is the step which translakes attitude into actugdurchase.

A brand can be defined as a name, term, sign, slyrmbdesign, or combination of them
which is intended to identify the goods and serwickone seller or group of sellers and to
differentiate them from those of competitors (KntE991). These components are called brand
identities and together they form the brand. Briamowledge is defined in terms of two
components, brand awareness and brand image (Kedi@B). Brand awareness relates to brand
recall and recognition performance by consumeran8image relates to the set of associations
linked to the brand that consumers hold in memRgjsing brand awareness will increase the
likelihood that the brand will be part of the caieiation set (Baker et al; 1986). These are the
brands that receive serious consideration of pweh#/ithin the consideration set brand
awareness also plays a role. Research has shotwotisumers adopt a decision rule to buy
only familiar, well established brands (Jacoby,&ytto and Busato-Schach, 1977). Two key
dimensions distinguish brand awareness—depth agatitit. Depth of brand awareness refers to

how easily customers can recall or recognize thadrBreadth refers to the range of purchase
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and consumption situations where the brand comesrid. A highly salient brand is one with
both depth and breadth of brand awareness (K20€x1).

Building a strong brand with great equity has madyantages like greater customer
loyalty and less vulnerability to competitors mankg activities. Keller (2001) build a model for
brand building called the customer-based brandig¢@BBE) model. It maps out what brand
equity is and how it should be build, measuredraadaged, as can be seen in Figure 9. The first
step is building brand identity and awareness. @unsts first need to know who the brand is.
The second step is creating brand meaning. Cussoneed to know what the brand stands for
by creating brand associations. The third stepaaibbrand response and what customers think
about the brand. This brand response needs todivpdor a customer to move to the fourth
step. The fourth step is about the relationshipvben the brand and the customer. This step is

about building intense, active customer loyalty.

Consumer 4. Relationships = Intense, Active
Brand What about you and me? Relationships
Resonance i i
3. Responses = Positive, Accessible
Consumer Consumer What about you? Responses
Judgments Feelings
| 1
2. Meaning = Strong, Favorable, &
Brand Performance Brand Imagery What are you? Unique Brand Associations
| |
Brand Salience 1. Identity = Deep, Broad Brand
Who are you? Awareness

Figure 9: CBBE Pyramid, (Keller, 2001)
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Pickton & Broderick (2005) show in their Integratédrketing Communication wheel the place

of product placements and advertising in the margetix, as can be seen in Figure 10.

Public relations—
Personal selling Overlap

Advertising Overlap

Public relations—
dejang vojowoud sa|ES
=Bul))as |Euosiag

Figure 10: IMC Wheel, (Pickton &

Advertising-
Sales promotion Overlap Broderick ,2005)

The elaboration likelihood model is a model of hathtudes are formed and changed
(Petty & Cacioppo, 1986). It states there are taudes to persuasion, the central and peripheral
route. When a person has high motivation and tiigyaio process an advertisement he goes
through the central route which leads to cognisitracture change. The peripheral route is taken
when a person has no/low motivation or ability togess, this leads to no cognitive structure
change which is less stable and makes the perdoarable to counter arguments. It can even
lead to no effects at all. An extension of the Efriddel is the Dual Mediation Hypothesis as

shown in Figure 11. It states that the Periphardl@entral route are intertwineather than
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substitutes. Affective reactions to an advertisengan influence the propensity to accept

message content/brand claims.

Dual Mediation Hypothesis

Cad » Agzg
Ch * Ap > I

Figure 11: Dual Mediation Hypothesis

A study by Bardzell et al. (2008) lead to the fallng insights in in-game advertising.
More recent ads are more readily remembered.
Highly visible placement compensates for low brendwledge.

Brand knowledge compensates for low ad visibility.

el

Engagement and brand recognition are positivekelin

5. Context-appropriate ads build positive brand asdimeis.
The ESA (2005) found that 17.9% of regular videmgalayers consider the celebrities
involved in the games as one of the main reasangdging them.
People are quite poor at understanding and remeémglieformation they have received out of
context or too long before they can make use @lenberg and Robertson, 1999).
Undergraduates expressed their attitudes abowtdugtr after being exposed to a magazine ad
under conditions of either high or low product itwement. The ad contained either strong or
weak arguments for the product and featured efil@minent sports celebrities or average
citizens as endorsers. The manipulation of argumeality had a greater impact on attitudes
under high than low involvement, but the manipwlatof product endorser had a greater impact
under low than high involvement (Petty, 1983). #sfound that a two sided non-refutational
message in an advertisement is more effectivedhtamo sided refutational and one sided
message. In a one sided message only the poditaatseare being mentioned and in a two sided

message also some disadvantages are mentioned.tiéneis an attempt to dilute these
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disadvantages it’'s refutational (Kamins, 1987).rRI{4992) finds that the level of excitement
induced by watching a soccer game has a negafrret @ recall of billboards.

Yang et al. (2006) argue that not only explicit noeyntests should be done to measure
in-game advertising effectiveness but also impho#mory tests (e.g. word completion), they did
a study. The results indicated that college stigdeatl low levels of explicit memory
(recognition test) for the brands, but they showeglicit memory (word-fragment test) for the
brand names placed in the video games. The stutiyms that game players process brand
placements and their implicit memory is influentgdhese placements. They also suggest that
future research on in-game advertising can focustber dimensions advertising besides
billboards.

In a survey of U.S. consumers, Bauer and Grey$&8)lidentify as the main reasons
people criticize advertising the annoyance oratitin it causes, which is believed to lead to a
general reduction in advertising effectiveness @and Bruzzone, 1985). However, research
also indicates that consumers' criticisms of adsiag are generally directed at the tactics
advertisers employ that make the experience ofgssing advertising negative, rather than at the
institution of advertising itself (Bauer and GretysE968). Forced exposure to advertising often
interrupts a viewer's normal viewing process. Altlo intrusive advertisements may enhance
recall, they also may result in negative attituolerfation (Ha, 1996) or avoidance of the ads
altogether (Abernethy, 1991). Thus, an importaabthtical and practical issue for in-game
advertising is how to minimize the negative perwes and take advantage of the positive
beneficial effects. Content that talks down to eoners, is overly exaggerated, or makes
confusing statements has been identified as ingdb consumers (Bauer and Greyser 1968).
Advertisements that excessively stimulate consumerses can also elicit feelings of irritation.
Consumers can become overwhelmed if the ads ailerigptoo loud, or too big (Aaker and
Bruzzone 1985; Bauer and Greyser 1968). Consumaysatao feel over stimulated when
viewing many ads in a short time or seeing a siagléoo frequently (Bauer and Greyser, 1968).
The likely result is a retreat away from the sowteritation, or ad avoidance. Ha (1996)
defines intrusiveness as the interruption of editmontent. Because the first objective of
advertising is to get noticed, by definition, adisments seek to interrupt editorial content. By
interfering with the goals of consumers, advergsffectively limits the number of actions that

consumers can take to attain their goals. Consumess reevaluate their goals to include
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advertising (acquiesce), or negative reactiondileely to result in the avoidance of advertising

in some way. Aaker and Bruzzone (1985) suggestbgative reactions to advertisements occur
to the degree that they cause impatience. Accotdifiucoffe (1995), advertising value is best
understood as an overall representation of thehaafradvertising to consumers. He found that
ad value is positively correlated with the informahess and entertainment value of an ad and
that both information and entertainment value aseptial for communication exchanges

between advertisers and consumers

2.4 Types of in-game advertising for First Persbodiers

Based on the literature found in this chapter wediatinguish the following types of
possible in-game advertising.

Prominent billboard (Visual)

Subtle billboard (Visual)

Prominent interactive placement (gamer must uselbfect) (Visual & Audio/Visual)
Subtle interactive placement (gamer can use thechjVisual)

Prominent product placement (Visual & Audio/Visual)

Subtle product placement (Visual)

Scripted message (Audio)

© N o o~ w DR

Archetypes (Visual & Audio/Visual)
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3. Hypotheses

3.1 Conceptual Framework

There are many areas regarding in-game advertisaigieed to be identified and
researched. This research will only look at firstgmn shooters in order to keep focus. To
visualize the research question and give a clearnew of which variables are involved and
how they are interlinked, the research idea ofitinésis can be visualized in a Conceptual

Framework seen below.

N
T Attitude

towards the ad
Type of

J

advertisement

N
Recall of the ad

To T2

Gameplay experiencs

There are four main variables that can be diststged in this framework. The
Independent Variable Type of advertisemertheM oder ating Variable Gameplay experience
theDirect Variable Attitude towards the adnd theDirect Variable Recall of the adThe
meaning of these variables will be explained next.

First, the independent variablgpe of advertisemestands for all the possible forms of
advertising possible in a First Person Shooterr& hee many forms of advertising possible in a
FPS environment and a company has to choose wisellgich advertisement to invest. On the
other hand game developers have to be smart regaaivhich advertisement to implement in
the environment.

SecondlyGameplay experiends the moderating variable in this framework.rtagls
the actual experience of the game player playieggdme. This variable influences the

dependent variables based on time playing the game.
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The third variabléttitude towards the a$ one of the dependable variables in this
framework. It entails how intrusive the gamer tyget of advertising finds. Previous research
(Nelson, 2002) found that gamers do not find adlsiag intrusive in situation where in real life
you would also find advertising.

Finally, the dependent varialfRecall of the ads about the effectiveness of the
advertisement. High levels of brand recall dematstincreased brand depth and would make a
viable implementation of in-game advertising. Wihecall is low the advertisement is not so
effective and this should be taking in consideratiy marketers.

Now the framework will be explained more elabolsatét To the game developers in
collaboration with the marketing agency will chods@mplement a certain type of in-game
advertising into the FPS environment. This willugihce T, which indicates the attitude
towards the advertisement ang Which entails the recall of the advertisemente Tiore time
the gamer spends on playing the game the moreefbendent variables will be influenced by the
moderating variabl&ameplay experienc&his can be explained as follows, the more time a
gamer plays a level the more he or she will be sggdo the advertising which increases brand
recall and establishes a positive or negativeudiit So one should carefully choose which type
of in-game advertisement to implement and therette¥@ecessary to have an indication of the
effect of such advertising.
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3.2 Hypotheses

With the conceptual framework set up, specific vigkhypothesis can be set up to test
the framework. Working hypotheses (WH) are a “psmnal, working means of advancing
investigation”; they lead to the discovery of otlkatical facts (Dewey, 1938). Working
hypotheses are linked to exploratory studies (PSMelds and H. Tajalli, 2006). They are never
proven but are supported by empirical evidence.

Building on the research questions the working hlypsis will explore the subject in
more detail. Based on the possible types of in-gadvertising for FPS environments found in
the literature background the following working loyipesis were created.

< WH1: Gamers will recall interactive placements bettantother forms of in-game

advertising.
Nelson (2002) found that the participants recafledbrands of the cars they drove in the game

better than the billboards. When there is intecactvith a product the motivation and ability to
process is higher which leads to central processitige advertisementdferencg. Although
it's harder for the developer to incorporate aetattive placement, it will still pay off in terms

of recall.

» WH1a: Product placements will have a higher retiadin billboards
Because of previous research it is expected tlalyat placements will have a greater recall
than billboards in a gaming environment both farpinent and subtle placements. Although it's
expected that a billboard gains the lowest recatbrag gamers this type of in-game advertising
has a very big advantage over the others. Namtetgni be dynamic. Where products
specifically have to be incorporated in the levalinlg the map development a dynamic billboard

element in a map can show dynamic advertising.

» WHU1b: Interactive placements will have a higheralethan product placements
When a gamer actively engages with a product ¥fseeted that it will yield the highest form of
recall. Interaction might not only lead to increddeand awareness but might also build brand

knowledge through positive associations.



Exploring In-Game Advertising in First Person Sreyet 30

< WH2: Gamers do not find the billboards and productgraents intrusive for their game

experience when they are well fitted

It was found (Nelson, 2002) that gamers do notktloinn-game advertising as intrusive given a
set of conditions. The advertisement should hageaal fit within the game environment. They
should not distract the player. The risk of incogimg an ad in a way that is intrusive to the
gamer it might lead to negative associations towé#nd ad and the game. For this reason the

working hypothesis is only about relevant advergsi

» WH2a: Gamers find interactive placements less sieithan prominent billboards
As found in the literature there are multiple fastthat determine whether an advertisement is
intrusive to the gamer. Generally an advertiserttgttdistracts the player from the game will
have a higher intrusiveness than one that is paineogame. Thus, a prominent billboard that the
gamer encounters while being in an intense stdteieid higher irritation than an

advertisement well woven into the game.

» WH2b: Gamers find subtle billboards and productgeliaents not intrusive
Subtle billboards and product placements won’triotet the gamers focus enough to be
intrusive. They’re not prominent and they can emleahe realism of the game. The less
interference with the gameplay should produce tbstrfavorable attitudes. Therefore it is
hypothesized that subtle billboards and produatgateents will be the less intrusive form of in-

game advertising.

3.3 Control Variables

In order to answer the research question and thxsastions the relationships between
the main variables have to be tested. The formdilataking hypotheses can then be, based on
the results either be supported or not. Howevés,possible that the results of this study are
influenced by other variables that were not inctugethe framework. For this study it will be
hard to exclude all the other variables that mightience the Dependent Variabladitude
towards the aé&indRecall of the aénd thus influence the outcome of this study.

Although (Chaney et al., 2004) found no relatiopdietween game experience and

brand recall; game experience might still influettoe Dependent Variables. First of all because



Exploring In-Game Advertising in First Person Sreyet 31

in previous study all the participants had at lsashe months of experience playing the game
which is time enough to not be a newbie (newbgadag for a clueless newcomer) anymore.
This will not be the case in this study where thdipipants will include some newbies who may
have almost no first person shooter experience.

There will be a small control on personal charasties which means that this study tries
to use participants that could and would play fietson shooters outside of this study. This will
make it hard to control on specific demographic psychographic variables because the first
person shooter market is relatively large. For edamesults between 16 year olds and 35 year
olds might be different.

Another factor that might influence the resultthis relevancy and fit of the
advertisement. The brands picked for in-game abuegtshould appeal to the participants but
this study is limited in time and cannot contral fioe effect that other brand placements might
have. A gaming brand (e.g. Nvidia or Ati) mightiere personal relevant to the technically

educated people as opposed to the casual not tatipeople.
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4. Methodology

4.1 Research Methods

The purpose of this research is to find out wheiirgrame advertising in first person
shooters is a valuable marketing medium. In ordeiot this, this study tries to find out the
efficiency of the different types of in-game adigrg available in the current generation first
person shooter environment by measuring brandlratat game experience. Secondly in order
to find out how intrusive these different typedrefgame advertising are gamers will be asked
after the game how they felt about the advertisésnefhe methodology used for exploring the
second hypothesis is a case study. Case studyefeared method when a research question
asks "How" or "Why" something happens, when theaesher has little control over events and
the focus is on a contemporary phenomenon in difealontext (Yin, 2003).

This study uses the hypothetico-deductive methatiaccording to Sekaran (2003)
involves seven research steps: observation, praimpinformation gathering, theory
formulation, hypothesizing, further scientific datallection, data analysis and logically
deducing conclusions from the results obtained.

4.1.1 Observation

By being an experienced gamer and regularly chgo@ming related websites the
researcher is aware of all the new developmerttsaigaming scene. Websites like tweakers.net,
shacknews.com, teamliquid.net, and esreality.cosh @laout upcoming game titles, updates and
rumors. Most of these sites have an active user Wwhgh helps in sharing information.
Throughout the years the video game market maamddhere was often news about in-game
advertising and how it would be included in a newaming title. Because of an interest in
marketing and gaming this was a potential intemgstiopic. The researcher felt like this was a
new, fresh and exciting area that lacked enougteang literature. Therefore he decided to

study in-game advertising and try to add academligevto this field.

4.1.2 Preliminary information gathering

Preliminary information gathering is the searchifdormation in order to build up the
researchers understanding towards the area (Sel&@2). In order to do so a research proposal
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was written. Through Google Scholar the researfthard a couple of studies regarding in-game
advertising and these were the basis for furthelimpimary information gathering. The topics of
product placements and gaming were explored. Beaafuhe researchers knowledge of video
games it was easier to find the right direction sMmoncrete information regarding video games
was not found in academic literature but on gameigted websites. The original idea was to
explore a platform game instead of a first perdwoter but research showed that this genre of
video games is declining in popularity and firstgoa shooters are still very popular.

Because there was not much academic literatune-game advertising and only one
study was found regarding first person shooteesetBeemed to be opportunities in this niche,
so the researcher was interested in this area.r@sudted in the focus of the research proposal.

4.1.3 Theory formulation

The theory formulation is done by literature resband is necessary in order to get a
good understanding of what is already known abmeitépic to save valuable time and make
sure the wheel doesn’t get invented for the setiomel Not only in-game advertising literature
is relevant for the theory formulation but alsaatet literature in order to develop a theoretical
framework. The goal of this theoretical framewakao put the topic in perspective.

Most of the literature research was done via Go8glelar which can search through
many academic databases. After a potentially isterg study was found it could be accessed
through the Leiden University Fulltext SFX. Oftesed search terms includa:game
advertising product placemenisideo gamegntrusivenesandbrand recall

Beside online literature research the researchetled in a Consumer Behaviour course
at the University of Amsterdam in order to acqureetter understanding of the place in-game
advertisement has in marketing. The literature liaalt to be read for this course proved to be
very relevant for the topic of the study and cdnited much to the theoretical marketing
background found in this paper.

After all the theoretical framework was completed tesearcher was able to extract the
different types of in-game advertising by combinthg possibilities of first person shooters and
existing advertisement techniques in movies andegafnally, the variables relevant for this

study could be identified as described in chaptér 3
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4.1.4 Hypothesizing

From the theoretical framework educated guesses made regarding the outcome of
the research question. These working hypothesger@sented in chapter 3.2. They represent a
tentative statement of a relationship between tarables that have yet to be empirically tested.
This study will try to test these hypotheses amdeimpirical results will either hold and support

the hypotheses or discard it.

4.1.5 Further scientific data collection

In order to test the hypotheses further scientifita has to be collected. In order to find
out about brand recall and intrusiveness of in-gatheertising this study sets up a first person
shooter game with various types of advertisingahthe participants are measured after the
game regarding to brand recall and intrusivenessodling to (Yin, 2003) there are many ways
to collect data when conducting a case study,douhis research a survey data collection

method is used. The goal was to get at least 3@jpants for this study.

4151 Thelevd

In order to conduct the research we need to ireenand questionnaire gamers after they
have been in contact with in-game advertising finsh person shooter. It is hard to find any FPS
on the market that incorporates multiple formsmfjame advertising, especially interactive and
product placements. Thus the first issue is whaoime to use for this study. Secondly there is the
issue regarding the time between playing and tlestipnnaire & interview. As Nelson (2002)
demonstrated the recall is significantly lower efiecouple of months. This means that
interviewing people who played game X and ask tiadmather they recall any of the ads creates
results that are biased.

To tackle these problems the researcher decidselt top his own game. This will keep as
many variables as constant as possible. For thexisting game had to be found. The conditions

this game had to meet were that it had to be tealesasy to modify and preferably popular.
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For this research the game Half-Life 2(HL2) wassgho This is one of the best selling
first person shooter games since it came out i 200 is still played much today. It's a
fictional game that takes place in a near distaturé so it has many elements of nowadays and
can be perceived as (semi-)realistic. One of theaes the Half-Life franchise is has become so
successful is the support for user created coniéret.game has many editors which allows users
to create their own maps, models and even wholegames based on the Half-Life 2 engine,
called mods. Half-Life 2 seemed to be a logicalichdor this study.

Half-Life 2 features many game modes like Counteik& (CS), Day of Defeat (DOD),
Team Fortress 2 (TF2) and Half-Life 2 DeathmatchZBIM). The chosen mod for this research
is Half-Life 2 Deathmatch. This multiplayer modesaghosen because all HL2 owners have
access to this mode so anyone who owns a copgassible participant. Other than that,
Deathmatch is an easy to understand game mode.

The creation of a HL2DM map is a very time consuypnocess, especially when one
isn’t familiar with mapping. Creating a map fronratch isn’t feasible for this research because
of time constrains. Therefore the researcher b@ramwexisting map and adds the in-advertising.
The map used was found on www.hl2dmpro.com whiéhhd.2DM community website. The
name of the original map is pg_democracy but remaimelm_master_thesis for the experiment.
The map adaption process was seen as a poteskidbrithe research. Unknown barriers could
endanger the feasibility and time constraints of thsearch. Fortunately the researcher was able
to learn and apply all the necessary techniqueslapt the level. First the level found online had
to be decompiled from a *.bsp file to a file tymadable by the level editor Hammer with the
*.vmf extention. VMEX (Valve Map Extractor) is abfsp to *.vmf map decompiler for Half-Life
2 games and was used for this task. This proceaswell and the *.vmf file could be opened in
the map editor. Half-Life 2 comes with Source S@Kftware development kit), this SDK
contains a selection of tools to help developesater new content for Half-Life 2. It includes
the standard map editor for Half-Life called Hamntéammer could open the map and compile
it again, which meant that the recompilation wascsgsful and the map was ready for
adaptation.
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4.1.5.2 Theadvertising

The types of advertising that had to be incorparatéo the map pg_democracy are a
prominent billboard (Visual), subtle billboard (M&l), product placement (Visual) and an
interactive placement. The brands and productsechfus this study are brands that are well
known and target the demographics of First Persmoter gamers. The reason for choosing
well established brands is to exclude result biasfunknown local brands. Because a FPS has a
large audience local brands are not very likelgug advertising space in a FPS. For the
prominent billboard the chosen brand is McDonaldss is very well known global brand and
gamers are certainly within its target audiencéhdugh it might raise some ethical issues
regarding health and obesities those are beyonscthige of this study and irrelevant.

For the subtle billboard the chosen brand is amew®vie poster of Transformers:
Revenge of the fallen. Movie posters are often ¢ourreal life in the form of subtle billboards
on for example bus stops. The movie is releaségeisummer of 2009 which is the time of the
experiment thus makes it a very relevant advertsgrand also the movie will appeal mostly to
young adult males which are the core FPS gamers.

The interactive placement chosen is archetypala#t difficult to think of the interactive
placement opportunities within the multiplayer enaiment. The most suitable interactive
placement thought of was to replace the medicalvdth an existing product. The medical kits
have been replaced with a can of Red Bull. The Rédbcans are found on several places across
the map and when the player picks them up it irsgegheir health. Red Bull was found a
suitable brand for this interactive placement beeagamers often drink energy drinks, it's a well
known brand and could be a product that would dgtuae in-game advertising. In Metal Gear
Solid 4, a similar interactive placement was usaaely a Japanese energy drink called Regain.

The product placements were the hardest to thitdechuse of the very limited modeling
skills of the researcher and the outdoor streéingedf the map. The subtle product placement
chosen was a Nike football. This seemed to bedyat that would be easy to model and
incorporate into the map. It is a suitable prodacthe outdoor street setting of the map and a
very well known brand.

An arcade of the video game Street Fighter IV wassen for prominent placement. It

seemed a relevant product for gamers, not too tieambdel and place able within the map.
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Street Fighter is a well known video game thatvisrawo decades old (Original release date:

1987). Multiple comics and movies have been madedapon the game.

4.1.5.3 Implementation of advertisements

Including the billboards was expected to be théeshtask and indeed it was. A
McDonalds logo was downloaded from the internaetds found using Google Images and
edited in Adobe Photoshop to strip it from unwarteed. Hammer can’t read the often used file
types for pictures but only *.vtf files. The imalgad to be saved as *.tga and a program called
VTFEdit was used to convert the picture to *.vurthermore each *.vtf needs a descriptive
*.vmt file that defines the material in terms offsice type and shader arguments. VTFEdIit also
provides the opportunity to auto generate this Bleth files had to be placed in the materials
folder of HL2MP in order for Hammer to recognize tmaterial. The texture tool in Hammer
was used to apply the McDonalds material to thelyeveated wall. The billboard was placed
on one of the most obvious places of the map fieacenter of the map. The process as
described above was also done for the Transformevge poster. The Transformer poster was
placed twice in the map on the existing walls aad & lifelike poster size.

Before the modeling could begin research was dorth®web to find tutorials about
modeling for Half-Life 2. A tutorial found on moddiom (http://www.moddb.com/games/half-
life-2/tutorials/physics-props-from-xsi-to-hl2) wased to start understanding the modeling
process and creation of the Red Bull can. The softwised for modeling was the XSI Mod Tool
which included a special plug-in to save modelheproper Half-Life 2 format. The textures of
the model were created using Google Images fosahece image and Adobe Photoshop for
creating the UV map. After creating the three *.riléls needed they had to be compiled for
usage within the Half-Life 2 engine. This was dbtyehe compiler that comes with the Source
SDK and required a *.gc file to be made descrilthregparameters of the model. The compiler
created a series of model files that need to beeglan the models folder, so it could be used in
Hammer. This is how the models were made and pladhd the map. The Red Bull can had to
be compiled as Healthkit.mdl to replace the exgstimodel. This was found the fastest way to
give the model the ability to increase health.tA# original healthkit models were automatically

replaced by the new Red Bull can. The Red Bull camsbe found all around the level. There
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were two Nike balls placed in the map on commoations. The Street Fighter IV arcade was

placed in threefold on the main square of the map.

4.1.5.4 Questionnaire design

An online questionnaire was made for the game pleyy®ll in directly after having
played the level. Questions were focused on braaall, intrusiveness of the placement,
attitude towards to the brand and comments on megadvertising in first person shooters. The
full questionnaire can be found in Appendix llIh& questionnaire was created using an online
guestionnaire tool called thesistools.com (httpaMwthesistools.com/). First the questionnaire
was created on paper and later translated to tbelscom. Respondents could fill in the
guestionnaire by going to a link send to them (htipvw.thesistools.com/?qid=87506&In=eng).
The data was stored in a database and could belakaea after all the responses were gathered

in excel or html format.

4.2 Sample selection

The sample used in the research are gamers withugagxperience. Nowadays gaming
is not something done only by the stereotype garbeitst is something done by almost
everyone. Therefore almost everyone with some ggexperience was able to participate.
Previous research (Chaney et al., 2004) didn’t erichkk between experience and recall. So
when the sample has both experienced and inexpedgreople, it might be interesting to see if
this research can find a link between experienceracall. When participants agreed to take
place in the research an appointment was schetujady the level. In most cases three
participants were invited to the researcher’s hausere they were seated in three different
rooms with a computer. They played against eacérdtr 20minutes and immediately

afterwards answered the questionnaire.
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4.2.1 Contacting the sample

The gamers were contacted in two ways. First trectisocial network of the researcher
was asked to participate in the study. The secppdoach method used was the Internet Relay
Chat (IRC). IRC is a piece of chat software maugigned for group discussions. Groups can
setup their own channel and all the participantstban join this channel and have a
conversation. Besides group discussions IRC alewslfor personal messages to users. Many
experienced gamers that operate in clans use IR&¢ass matters. This is why IRC could
potentially deliver many respondents.

In the end IRC didn’t deliver as many participaasshoped because it looked like there
were no HL2DM community channels on Quakenet. Adnaifi of willing participants were
found in channels of other HL2 mods such as Teartrdss Classic and Team Fortress 2. Many
people weren't interested in participating and sevhe were didn’t have HL2DM installed
which formed quite a barrier for participating. Mo$ the participants were found in the direct
social network of the researcher including othadshts, colleagues and friends.
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In this chapter presents the factual results obthdy in Tables 1-9 as shown in Section
5.1. Thirty-two people participated in this studgrh age 16 to 55; most had a Dutch nationality
and came from or around the town of Hoofddorp. Jtuely took place from the beginnings of
July 2009 until the end of August 2009. The gatageu was Half-Life 2: Deathmatch and was

played in groups of 2 or 3 people.

5. Results

5.1 Quantitative results

Geslacht?
man EXN 8%
vrouw (24  EELT
no answer #0, 0%
n=32
Wat ben je in het dagelijks leven?
Student ET o
Werkend ET -
Anders | 22
no answer #0, 0%
n=32

Heb je ooit eerder een First Person Shooter gespeeld?

Ja
MNee
no answer

I o1
#3 JELH

#0, 0%

Heb je ooit eerder Half-Life 2 gespeeld?

Ja
MNee
no answer

ETE -
ET 47

#0, 0%
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Hoeveel uur per week speel je First Person Shooters?

Nooit (217  JEt0
<3 uur ET i
3-6 uur El 0%
6-9 uur m 3%
=9 yur B 2%
no answer #0, 0%
n=32
Vind je jezelf een ervaren gamer?
Ja (#16 I
Nee ETI o
no answer #0, 0%
n=32

Table 1: Demographic and Psychographic results

Age

N Valid
Missing

Mean

Mode

Std. Deviation
Minimum

Maximum

32

23,84
22
6,802
16
55

Table 2: Age
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Un-aided recall
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Table 3: Un-aided recall

Un-aided Recall

McDonalds
Transformers
Nike
Streetfighter
Red Bull
Nothing
Alienware
Sean Connery

22
15
18

18

42



Exploring In-Game Advertising in First Person Sreyet

Aided recall
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Table 4: Aided recall
Aided Recall
McDonalds 26
Transformers 15
Nike 19
Streetfighter 7
Red Bull 19
Adidas 1
Tekken 6 1
Nothing 3
Buying intention of the brands
McDonalds | Transformers Nike Street Fighter IV | Red Bull
N Valid 20 15 16 8 18
Missing 12 17 16 24 14
Mean 75 ,07 -,13 -,25 44
Std. Deviation ,550 ,884 , 719 ,886 , 784

Table 5: Buying intention

-1 = negative, 0 = neutral, 1 = positive

43
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Brand reputation
McDonalds | Transformers Nike |Street Fighter IV| Red Bull
N Valid 20 15 17 7 18
Missing 12 17 15 25 14
Mean 70 53 41 ,00 83
Std. Deviation 571 ,640 795 1,000 383
Table 6: Brand reputation
-1 = negative, 0 = neutral, 1 = positive
Intrusiveness
Bil_mis | PP_mis IP_mis Bil_int PP_int IP_int Bil_real |PP_real| IP_real
N Valid 32 32 32 32 32 32 32 32 32
Missing 0 0 0 0 0 0 0 0 0
Mean 1,50 1,69 1,69 1,53 2,00 1,72 3,63 3,56 3,56
Mode 1 1 1 1 1 1 5 4 3
Std. Deviation ,803 ,965 ,859 1,016 1,191 ,888 1,314 1,190 1,014
Minimum 1 1 1 1 1 1 1 1 1
Maximum 4 5 4 5 5 4 5 5 5
Table 7: Intrusiveness
1 = disagree, 5 = agree
mis = misleading int = interruptive real = reatis

Bil = billboard

PP = product placement

IP = intective placement
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Game Experience

Experienced? | N Mean Std. Deviation | Std. Error Mean
Bil_mis Yes 16 1,69 ,946 ,237
No 16 1,31 ,602 ,151
Bil_int Yes 16 1,44 ,892 ,223]
No 16 1,63 1,147 ,287
Bil_real Yes 16 3,56 1,263 ,316
No 16 3,69 1,401 ,350
PP_mis Yes 16 1,69 , 793 ,198]
No 16 1,69 1,138 ,285
PP_real Yes 16 3,69 1,078 ,270
No 16 3,44 1,315 329
PP_int Yes 16 1,69 1,078 ,270
No 16 2,31 1,250 ,313]
IP_mis Yes 16 1,69 ,946 ,237
No 16 1,69 , 793 ,198
IP_int Yes 16 1,69 ,946 ,237
No 16 1,75 ,856 ,214
IP_real Yes 16 3,69 ,946 ,237
No 16 3,44 1,094 ,273]
McD_Buy Yes 13 ,92 277 ,077
No 7 43 , 787 ,297
McD_Rep Yes 13 ,85 ,555 ,154
No 7 43 ,535 ,202
TF_Buy Yes 9 44 ,882 ,294
No 6 -,50 ,548 224
TF_Rep Yes 9 ,78 441 ,147
No 6 17 , 753 ,307
Nike Buy  Yes 10 -,10 738 ,233|
No 6 -17 , 753 ,307
Nike_Rep Yes 11 ,18 874 ,263]
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No 6 ,83 ,408 ,167

SF4_Buy Yes 5 ,00 1,000 447
No 3 -,67 577 ,333]

SF4_Rep Yes 4 ,00 1,155 577

No 3 ,00 1,000 577

RB_Buy Yes 10 ,40 ,843 ,267

No 8 ,50 , 756 ,267

Table 8: Game experience
Students and Workers

Occupation N Mean Std. Deviation | Std. Error Mean
Bil_mis Student 12 1,33 ,651 ,188
Working 18 1,56 ,856 ,202
Bil_int Student 12 1,33 ,888 ,256
Working 18 1,72 1,127 ,266
Bil_real Student 12 3,75 1,215 ,351
Working 18 3,78 1,263 ,298
PP_mis Student 12 1,58 1,240 ,358
Working 18 1,72 , 752 177
PP_real Student 12 3,75 1,422 411
Working 18 3,50 1,098 ,259
PP_int Student 12 2,00 1,348 ,389
Working 18 1,89 1,132 ,267
IP_mis Student 12 1,50 , 798 ,230
Working 18 1,78 ,878 ,207
IP_int Student 12 1,33 ,651 ,188
Working 18 1,94 ,938 221
IP_real Student 12 3,83 ,937 271
Working 18 3,44 1,097 ,258
McD_Buy Student 8 1,00 ,000 ,000
Working 11 ,64 ,674 ,203
McD_Rep Student 8 ,50 , 756 ,267
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Working 11 91 ,302 ,091
TF_Buy Student 7 ,29 , 756 ,286
Working 7 -,14 1,069 ,404
TF_Rep Student 7 43 ,535 ,202
Working 7 57 , 787 ,297
Nike_Buy Student 6 17 ,408 , 167
Working 10 -,30 ,823 ,260
Nike_Rep Student 6 ,33 ,516 ,211
Working 11 ,45 ,934 ,282
SF4_Buy Student 3 -,33 577 ,333
Working 5 -,20 1,095 ,490
SF4_Rep Student 3 ,00 1,000 577
Working 4 ,00 1,155 577
RB_Buy Student 6 1,00 ,000 ,000
Working 10 ,10 ,876 277

Table 9: Students and workers

a7
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6. Discussion of the results

6.1 Introduction

In this chapter, the results will be discussed Were obtained from the questionnaires
and were tested using SPSS and Thesistools.commplete overview of all results of the
guestionnaires and the tests can be found in chap@omments from respondents can be found
in Appendix Il. The questionnaire can be found ppa&ndix Ill. The discussion and results will
be presented according to the structure of thetiquesire. The hypotheses will supported or
not accordingly. First, brand recall will be assgsghen the intrusiveness of in-game advertising
will be discussed and finally, additional resuléesides the Working Hypothesizes will be
presented.

6.2 Brand Recall

After playing for 20 minutes the participants wasked to write down the brands they
saw during the game. These are the results:
Un-aided recall (n=32)

S N < N ) 2 A
0"}6 «6\?} & & d b‘b\) & & &
S L ¢ &
N & g
«ﬂ d)" (_)Q/

Table 10: Un-aided recall

Of the 32 participants McDonalds was recalled &#4. Nike and Red Bull were recalled both
18 times. Transformers was recalled 15 times arekBFighter 7 times. Three participants
didn’t recall any brands. The not incorporated dsaAlienware and Sean Connery were found.
After the Un-aided recall the participants werevgh@ number of brands from which they had

to select the ones they saw. The aided recall pexstithe following brand recall results:
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Aided-recall (N=32)

30
25 -
20 -
15 -
10 -
3 i
O = T T T T
N\
X & & > & é\b o«
N & <o o S o S
& & & T
< & @
N S

Table 11: Aided recall

McDonalds was selected 26 times, Nike and Red Butimes, Transformers 15 times and
Street Fighter 7 times. Adidas and Tekken 6 weth belected once and three participants didn’t

recall any brands.

« WH1a: Product placements will have a higher retladin billboards

It was hypothesized that Nike and Street Fighteuldidave a higher recall than
McDonalds and Transformers. The results show tleaptominent billboard (un-aided 22, aided
27) was recalled more than the prominent prodwsteehent (un-aided 7, aided 7). The subtle
billboard (un-aided 15, aided 15) was recalled td8= than the subtle product placement (un-
aided 18, aided 19). There is no significant pesitlifference for product placements. Therefore
this working hypothesis is not supported by thelltef this study.

The prominent product placement was not very dffectompared to the other
placements. Multiple factors are responsible fo& performance and are discussed in paragraph
6.4.5. Further research with well fitted prominpritduct placements will be necessary to test

the working hypothesis.

« WH.1b: Interactive placements will have a higheralethan product placements
It was argued that interaction would yield the leigihform of recall. The results show no
difference between Nike and Red Bull and a higbealt for Red Bull compared to Street
Fighter. Both Nike and Red Bull have a higher rettaln the subtle Transformers billboard but a
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lower recall compared to the McDonalds billboa&b far there’s no significant difference
between found between interactive and product placés. Therefore this working hypothesis is

not supported by the results of this study.

WH1: Gamers will recall interactive placements bettantother forms of in-game advertising.
The results of this study do not show a higherltégainteractive placements. The most

recalled form of advertisement in-game was foundeg@ prominent billboard with 69% un-
aided recall. The interactive and subtle produat@inent followed by 56% un-aided recall. The
subtle billboard placed fourth with 47% and therpieent product placement with 22%. These

results show no support for this hypothesis.

6.3 Intrusiveness

The intrusiveness of the in-game advertising wstetkin the questionnaire. Each
participant had to rate each form of advertisindkbards, product placements and interactive

placements) on how misleading, interruptive andisgéathey were.

Intrusiveness

Bil_mis | PP_mis IP_mis Bil_int PP_int IP_int Bil_real |PP_real| IP_real

N Valid 32 32 32 32 32 32 32 32 32

Missing 0 0 0 0 0 0 0 0 0
Mean 1,50 1,69 1,69 1,53 2,00 1,72 3,63 3,56 3,56
Mode 1 1 1 1 1 1 5 4 3
Std. Deviation ,803 ,965 ,859 1,016 1,191 ,888 1,314 1,190 1,014
Minimum 1 1 1 1 1 1 1 1 1
Maximum 4 5 4 5 5 4 5 5 5

Table 12: Intrusiveness

1 = disagree, 5 = agree
mis = misleading int = interruptive real = reatis

Bil = billboard PP = product placement IP = intective placement
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Results on the question about how misleading thgcgeants found in-game advertising are
positive with means of 1.50 for billboards, 1.69 ffeoduct placements and 1.69 for interactive
placements. In-game advertising was not foundignte with means of 1.53 for billboards, 2.00
for product placements and 1.72 for interactive@taents. Questionnaire results show that
participants in general find the in-game advergsmproving the realism of the game with

means of 3.63 for billboards, 3.56 for product plaents and 3.56 for interactive placements.

« WH2a: Gamers find interactive placements less sieithan prominent billboards

Interactive placements score 1.69 on misleadinglar? on intrusiveness where 1 is totally
not intrusive and 5 is totally intrusive. Billboardcore 1.50 and 1.53. This shows that the
participants find billboards slightly less intrueivBoth are on the positive side of the scale and
are not found to be very intrusive. Based on tmesebers this working hypothesis is not

supported.

« WH2b: Gamers find subtle billboards and productgelaents not intrusive
Product placements score 1.69 and 2.00 and aredmysared to billboards with scores of
1.50 and 1.53 found a little more intrusive. Albses are lower than 3 (neutral) and tell us that

both forms are found not intrusive. This reseanavigles support for this working hypothesis.

< WH2: Gamers do not find the billboards and productgiaents intrusive for their game

experience when they are well fitted

The results above show a general positive attitadards in-game advertising. None of the
forms of in-game advertising are found misleadingnterruptive overall. This could indicate
that the advertising is implemented is relevant fittetl the gaming environment. This working
hypothesis is supported by the results of the rebea

Billboards were expected to be the most intrusagpecially the prominent McDonalds
billboard. A reason why the results are more pasithan expected could first of all be the level
of fit they have in the gaming environment, whicasaaking into account during the level
design. From the 32 respondents, 3 people dida®asy form of advertising. Afterwards many

respondents commented that they didn’t notice sommes and were only focused on playing the
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game. Perhaps this focus on the opponents durimg géay makes advertising less obvious and

intrusive.

6.4 Other findings

6.4.1 Buying intention and brand reputation

The participants were asked to indicate how theedbements influenced their buying
intentions and the reputation of the brands orpaiit scale. The McDonalds advertisement had
a very positive impact on the buying intentionto participants (0.75) and the brand reputation
(0.70). This could indicate a good fit for McDonslaind fast food billboards in First Person
Shooters. The interactive placement of Red Bub alsows an overall positive buying intention
of 0.44 and brand reputation of 0.83, which alsowgha good fit.

Nike (-0.13) and Street Fighter IV (-0.25) both éalightly negative means for buying
intention which could indicate that most of thetjdpants are not part of the target market of
these products. Although the Nike product placam@ght not have reached many potential
buyers, the placement does build its brand repurtatositively (0.41). The way the Street
Fighter IV advertisement is placed might not beitigal way for the brand to advertise with a
negative buying intention and neutral brand repenaflhese results might be biased because of
the small sample (7).

Transformers has a neutral buying intention (Okfit)a positive brand reputation (0.53).
This shows that the advertisement creates awaranessositive associations but the question

remains whether this form of in-game advertisingffient enough.

6.4.2 The influence of game experience

Of the 32 respondents who were asked to rate theassan experienced gamer or not,
16 respondents rated themselves experienced adidl 16t. Regarding intrusiveness of in-game
advertising the groups did not show much differehogh reacted positively as discussed in
paragraph 6.3.

The combined buying intention of the advertiseddpiats is overall higher for

experienced gamers (1.66). Inexperienced gamersdawvmbined buying intention of -0.43.
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The advertisements might be more relevant for #peeenced gamers. Especially Street Fighter
IV and Transformers have a much higher buying itnden Obviously Street Fighter IV is a

video game, so it would appeal more to gamers. Atsmsformers apparently appeals more to
gamers, perhaps because of the state of the arg@@tics, robots and action.

A comparison regarding brand recall, shows thatyefegm of in-game advertising was
recalled more by experienced gamers. Experienceeigarecalled 47 advertisements compared
to 30 for inexperienced gamers. A respondent contedéBecause | wasn’'t known to First
Person Shooters | had to focus on the controlsraodement not to die. | think | missed some of
the environment because of thi®fobably inexperienced gamers were more focuseeaoning
the game than the environment, this could explaéndifference in brand recall. Chaney et
al.(2004) found no relation between game experiancebrand recall. This study does not
support this finding. On the contrary the resuttsvg an increase in buying intention and brand
recall for experienced gamers. An explanationti@ tould be the different way both studies
label participants experienced. The participantsnbelves decide whether they find themselves
experienced in this study. Whereas the other stiefipes it as a combination of online game

hours per week, time playing FPS a week and tiragipy FPS games.

6.4.3 Students and Workers

Of all the participators twelve were working andrgeen were still in college. Both
groups do not think that the advertisements westaading but the results show that workers
(1.69) found the advertisements slightly more naidieg than students (1.47).

The combined buying intention for students (2.53nuch higher than for workers (0.1).
This could indicate that the products and branderided appeal more to the students. No
difference is found between the amount of un-arm@edlled brands for students (2.5) and
workers (2.4).
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6.4.4 Game realism

Nelson’s (2002) research showed that in-game adearents could enhance game-
realism. This proposition was tested for First BerShooters and the results of this research

support the proposition. Some quotes from the medgats:

“With moderate use it adds to the game realism.”
“It makes first person shooters based on the realldvmore realistic.”
“It ruins the beauty of the game. Adds realism.”
“It makes the game experience more realistic beeanseal life there’s also much
advertising.”
“In the real world advertising is everywhere so advertising would be weird.”

Most respondents say they think in-game advertisiogeases the realism of the game.
However, they do have some conditions. The gameldhie based on the real world and not on

a fantasy world, the advertising should fit the ganvironment and not be excessive.

Game realism (1=negative, 3=neutral, 5=positive)

Bil_real PP_real IP_reaII
Valid 32 32 32
Missing 0 0 0
Mean 3,63 3,56 3,56
Std. Deviation 1,314 1,190 1,014

Table 13: Game realism
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6.5 In-game advertisement forms

This research identifies multiple forms of possiiblggame advertisement and applies
five forms to an experiment. Prominent and subitledards, prominent and subtle product
placements and an interactive placement were ingiéed in a First Person Shooter game
environment. All, except the prominent productcglaent, were found effective. Not only the
form of the in-game advertisement guarantees bioarding, but many other factors influence
the effectiveness of the advertisement. Reasonshéhgrominent product placement didn’t
perform as well as the others could be:

1. Placement in the game environment, the placemeatish a corner where not many

people looked.

2. Wrong product form, respondents saw the modeldfetmed to it as a refrigerator

3. No peripheral cue, respondents saw the model buttdook closely

4. Wrong target group, the respondents might not ahoait a fighting video game
When these factors will be improved the outcomeHherprominent product placement will
probably much better. For an advertisement to fextfe in a first person shooter, this research
shows that it should:

1. Fitinto the game environment

2. Be placed on a location where the player can't rihiss

3. The product should be relevant for the gamers

4. The brand should be clearly visible
Each form of advertising tested has its own adygegand disadvantages. Billboards are easy to
implement and can be dynamic. But having massiveuats of billboards will probably start to
annoy the player. Product and interactive placemeatthough harder to implement, can help

create a mixed balance of advertisements.
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6.6 Reliability and Validity

6.6.1 Reliability

Reliability of a measure is ‘an indication of thalslity and consistency with which the
instrument measures the concept and helps to asse’ggpodness” of a measure’ (Sekaran,
2003). The questionnaire used for assesing the gaperience of the participants is realiable in
a way that results can be reproduced when allah®pke is similair and all other factors are kept
the same. The level used in this research is daitan request.

The sample used in this study reflects the totpupadion to a certain degree. The
confidence interval gives an indication about h@ntain the results will reflect on the total
population. Factors influencing the confidencervakare the sample size, total population and
percentage. For determining the accuracy of arntiegisample the percentage should be 50. The
sample size of this study is 32 and the total patmr of potential players is >1.000.000. This
gives a confidence interval of 17.32. The confidelavel tells us how sure we can be. Most
researchers use the 95% confidence level. This sn@arcan be 95% sure that over the total

population the results are within 17.32% of thelifitgs in this research.

6.6.2 Validity

Validity is about how sound the research is. "Aagaarch can be affected by different
kinds of factors which, while extraneous to thea@ns of the research, can invalidate the
findings" (Seliger & Shohamy 1989).

Internal validity is about flaws within the reselaitself. This research was setup based
on previous literature and the design was validatethe thesis supervisor, which should result
in a high internal validity.

External validity is about to which extend the estound can be applied to a larger
group. The participants in this study were mosttgat contacts of the researcher. This created
some randomness but on a larger scale might becidbe time of the experiment was shorter
than an average gaming session which could haleeimded the results. These factors have an

impact on the external validity of this study.
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6.7 Limitations & Further Research

As mentioned before this study has several linateti First, because of time constraints
only 32 participants were able to play the levdthdugh it's twice the sample of Nielsen’s
(2002) study it is still a small sample. No comdeastudy was found with more than 50
participants. Future research should control fonda bias.

Secondly, participants played for only twenty masit Normally they would spend much
more time in the game .This could increase braodllteOn the other side, perhaps they would
be less positive about the intrusiveness as theyhaeadvertisements more frequently.
Furthermore the game form played was multiplayeoim® map. Most First Person Shooters also
have a single player mode which has different gdgmamics with long maps and one or
multiple possible pathways to the end. This forr possibly require a different way of
implementation and perhaps have some extra opptesirike incorporating the product in cut-
scenes.

The prominent product placement, Street Fightemi®s in retrospect not as prominent
as expected. The fit of the advertisement was sigbad as the others. This resulted in some
interesting insights but further research is neargssn prominent product placements in-game.
The subtle product placement was quite effectivea S/ell fitted prominent product placement
might or should result in an ever higher recall.

The product placements in the game weren’t staticcauld be moved and thrown
around. The models acted as they would do in ifegalthe ball rolled and the arcade could be
picked up and thrown to kill others. So the modetse somewhat interactive which might have
influenced the outcome compared to fully static eied

And finally, the advertisements tested were puveyal. Further research should include
some audio and audio/visual advertisements. Iptbleup sound of the Red Bull would have
been a big ‘Aaahh, damn tasty’, it might increassall and positive associations. Another

example could be a radio playing a commercial soneggvin the level.



Exploring In-Game Advertising in First Person Sreyet 58

7. Conclusions

There is an overall positive attitude towards imgaadvertising. Participants of this
study did not find the in-game advertising misleador interrupting the game experience. In
fact, they find that in-game advertisements carravg the realism of the game. A positive
attitude can increase brand recall and positivecasons. None of the advertising forms
implemented in this study were found intrusiveother forms of advertising, such as television
commercials, the advertisements often damage tteroer experience. The most intriguing and
surprising result of this work is that we have fdunpossibly unique situation where advertising
actually has been found to enhance and improveusimer experience.

Five different forms of in-game advertising werstéel in this study. Unexpectedly, the
prominent product placement was least effectivalenthe interactive and subtle product
placement were reasonably effective with 56 peraerdided recall. The prominent billboard
even had 69 percent un-aided recall and the shititleard had 47 percent. Factors that have an
influence on the poor performance of the promiqeatiuct placement are the placement in the
game environment, product form, peripheral cuethedarget group.

Results of this study contradict a finding by Chaateal. (2004) which does not find a
difference on brand recall between experiencedmaperienced gamers. A higher brand recall
and buying intention was found for the experiengachers in this study. A reason for this
contradicting finding might be the way both studieslified experience.

This research expands the framework of knowledgetaip-game advertising in First
Person Shooters. Further studies should controkthdts, test audio and audio/visual product
placements and further explore influential factmshe effectiveness of in-game advertising. So
in-game advertising can be used to target the asangly harder to reach group of young adults
and game developers can consider implementingnmegadvertising to open up new revenue

channels.



Exploring In-Game Advertising in First Person Sreyet 59

References

[1] Aaker, D. S. & Bruzzone , D..EL985, Causes of Irritation in Advertisingournal of
Marketing,49 (21, 47-57).

[2] Abernethy, A. M. (1991 Physical and Mechanical Avoidance of Television @@rrcials:

An Exploratory Study of Zipping, Zapping and LeayiRroceedings of the American academy
of Advertising, Rebecca Holman, ed., New York:Ainerican Academy of AdvertisiriZg3-

231.

[3] Allwords (2009). Video Game. Retrieved from
http://web.archive.org/web/20080113203056/http: Awallwords.com/word-video+game.html
[4] Anderson, C. A. & Bushman, B. J. (2001). Effeof Violent Video Games on Aggressive
Behavior, Aggressive Cognition, Aggressive Affdeliysiological Arousal, and Prosocial
Behavior: A Meta-Analytic Review of the Scientilitterature, Psychological Science, 1253-
359

[5] Balasubramanian, S. K. Beyond Advertising anthlfeity: Hybrid Messages and Public
Policy IssuesJournal of Advertising, 23 (429-46

[6] Baker, W. Hutchinson, J. Moore, D. & Nedungdeli, (1986). Brand Familiarity and
Advertising: Effects on the Evoked Set and BranefétencesAdvances in Consumer Research,
13,636-642.

[7] Bardzell, J., Bardzell, S. & Pace, T. (2008pyr Engagement and In-Game Advertising,
One to One interactiveRetrieved from
http://www.onetooneinteractive.com/otoinsights/eesl-studies/player-engagement-and-in-
game-advertising/

[8] Barners A. (2007). A Brief History of the FPBouGamers.com
http://web.archive.org/web/20080213121027/http:Awywugamers.com/articles/3624 _a_brief
history_of_the_fps/

[9] Bauer, R. A. & Greyser, S. A. (1968). Adventig in the American: the Consumer View,
Division of Research, Graduate School of BusinebaiAistration, Harvard University (Bostpn
[10] Blonde K., & Roozen I. (2006). An Explorati®tudy of Testing the Effectiveness of
Product Placement Compared to 30-Second CommerEmishe 6th International Marketing

Trends Congress, Paris 26-27 January 2007



Exploring In-Game Advertising in First Person Sreyet 60

[11] Butler, B., Kean, A., Proctor, S., (2007).@ame Advertising: The UK Marketernet
Advertising Bureau

[12] Chaney, I. M., Lin, K., Chaney, J. (2004),eTkffect of Billboards within the Gaming
Environment Journal of Interactive Advertising, Vol. 5, No.Fall 2004

[13] Clark, A. (2003)Natural-Born Cyborgs: Why Minds and Technologies Made to
Merge Oxford Journals, Mind.2004; 11326-329

[14] Concise Oxford English Dictionary Luxury Editi, 11th edition, revised 2009, Oxford
Corpus. Video Game.

[15] Dewey (1938)Experience and Educatipfihe Educational Forum, 1938-8098, Volume 50,
Issue 3, 198@)p. 241 — 252

[16] Ducoffe, R. H. (1995), How Consumers Assess\thlue of AdvertisingJournal of
Current Issues and Research in Advertising, 171¢03.

[17] Dunder J. (2009). History of First Person Sleo¢FPS) Games&ree Internet Society.
Retrieved from http://www.freeinfosociety.com/aliphp?id=128

[18] Entertainment Software Association, (ESA).FaEts. Retrieved from
http://web.archive.org/web/20080106184248/www.themsm/facts/top_10_facts.php

[19] Gibson, B. & Maurer, J. (2000). Cigarette Sing in the Movies: The Influence of
Product placement on Attitudes Toward Smoking @mubkersJournal of Applied Social
Psychology, 30 (71457-1473

[20] Gee, J. (2003). What Video Games Have to Té&About Learning and Literacy
Computers in Entertainment (CIE), Voll, Issu@f.20-20

[21] Glenberg, A. M. & Robertson, D. A. (1999)dexical understanding of instructions.
Discourse Processes, Vol 28(1), 19pp. 1-26.

[22] Grigorovici, D. M. & Corina, D. C. (2004). Erpiencing

Interactive Advertising Beyond Rich Media: ImpaofsAd Type and Presence on Brand
Effectiveness in 3D Gaming Immersive Virtual Envineents.Journal of Interactive
Advertising, Vol 5, No 1, fall 2005

[23] Ha, L. (1996). Advertising Clutter in Consumdagazines: Dimensions and Effects.
Journal of Advertising Research, 36 (July/Auguss)33.

[24] Jacoby, Syzabillo & Busato-Schach, (1977)otnfation Acquisition Behaviour in Brand

Choice SituationJournal of Consumer Research,289-216.



Exploring In-Game Advertising in First Person Sreyet 61

[25] Jansz J. & Tanis M. (20D4Appeal of Playing Online First Person Shootemzs.
CyberPsychology & Behavior. February 2007, 10(33-136.

[26] Kamins M. & Assael H. (1987), Two-Sided Vergbee-Sided Appeals: A

Cognitive Perspective on Argumentation, Source Bation, and the Effect of Disconfirming
Trial on Belief ChangeJournal of the Academy of Marketing Science, ¥Yb6J.No. 3197-207
[27] Keller, K. (1993). Conceptualizing, Measuriagd Managing Consumer-Based Brand
Equity. Journal of Marketing, Vol. 57 No.Januapp.1-22

[28] Keller, K. (2001). Building Consumer-BasedaBd Equity.Marketing Management, Vol.
10 No.2,pp.14-19.

[29] Klepek, P. (2006), Gamers Wary of Battlefi@lti42's 'Spywarelup.comRetrieved from
http://www.1up.com/do/newsStory?cld=3154522

[30] Kotler, P. (1991). Marketing management: A&y planning, implementation, and control.
Prentice Hall College Div; 9th edition (May 28, 199ISBN: 0135524806

[31] Lavidge R. & Steiner G. (1961). A Model fordélictive Measurements

of Advertising Effectivenesslournal of Marketing, Vol. 2pp.59-62.

[32] Lenhart, A., Kahne, J., Middaugh, E., Macdil|,R., Evans, C. J., Vitak (2008)eens,
Video Games, and Civicghe Pew Internet & American Life Project. RetrieVexzin
http://lwww.pewinternet.org/Reports/2008/Teens-Videgammes-and-Civics/01-Summary-of-
Findings.aspx?r=1

[33] MacKenzie, S. B., Lutz, R. J., & Belch, G.([#986). The Role of Attitude Toward the Ad
as a Mediator of Advertising Effectiveness: A TesCompeting Explanationdournal of
Marketing Research , Vol. 23 No.Map.130-43.

[34] Merriam-Webster's collegiate dictionary (1#ih). (2003). Springfield, MA: Merriam-
Webster. Video game.

[35] Nelson, M. (2002). Recall of Brand Placemant€omputer/Video Gamesdpurnal of
Advertising Research. 42 (B0-92.

[36] NeoEdge (2009). Study finds online gaming tdpsin advertisement effectiveness
Retrieved from http://www.neoedge.com/press/prO324ton

[37] Pavlou P. & Steward D. (20pMeasuring the Effects and Effectiveness of
InteractiveAdvertising: A Research Agendaurnal of Interactive Advertising, Vol 1, No all f
2000



Exploring In-Game Advertising in First Person Sreyet 62

[38] Petty, R., Cacioppo, J. & Schumann, D. (198€3)ntral and Peripheral Routes to
Advertising Effectiveness:

The Moderating Role of Involvemer@tournal of Consumer Research, 10 35-146

[39] Petty & Cacioppo (1986). Communication andskesion: Central and Peripheral Routes to
Attitude ChangeNew York: Springer-Verlag.

[40] Pham, M. T. (1992). Effects of Involvement,olisal, and Pleasure on the Recognition of
Sponsorship StimuliAdvances in Consumer Research, Vol.19, eds. JoBhdtry

and Brian Sternthal, Provo, UT: Association for Gamer Researcl85-93.

[41] Pickton, D. & Broderick, A. (2005). Integratdhrketing Communications (2nd ed.).
Upper Saddle River, NJ: Pearson Education

[42] Pola B. Gupta & Kenneth R. Lord (2008). ProdBaacement in Movies: The Effect of
Prominence and Mode on Audience Rechiurnal of Current Issues and Research in
Advertising, 20 (1)47-59

[43] Turcotte, S. (1995). Gimme Bud! The Feature Film Product Placement Industry.
Unpublished master's thesis, Austin, Texas, Unityeo$ Texas

[44] The Nielsen Company (2009), State of the Vi@Gaomer, PC Game and Video Game
Console Usage Fourth Quarter 2008. Retrieved from
http://blog.nielsen.com/nielsenwire/media_entertant/the-state-of-the-video-gamer-suitable-
for-all-ages/

[45] Sekaran, U. (1992), Research Methods for BassnA Skill Building Approach\ew York,
JohnWiley & Sons

[46] Seliger, H. & Shohamy, E. 1989. Second Langudgsearch Method®xford University
Press.

[47] Shacknews.com (2008). Valve Reveals Lifetinezait Sales of Half-Life, Counter-Strike
Series. Retrieved from http://www.shacknews.conmdotnge.x/56193

[48] Shields, P. M. & Tajalli, H. (2006). Interméte theory: The missing link to successful
student scholarshigournal of Public Affairs Education, Vol, 12, Nop. 313-334

[49] VGChartz (2009). Killzone 2. Retrieved frontgt/vgchartz.com/

[50] Whalen, Z. (2006). Product Placement and \dirBranding in Video Game.

Gameology.org. 1 January 20(8etrieved from




Exploring In-Game Advertising in First Person Sreyet 63

http://web.archive.org/web/20071021021915/httprtigology.org/commentary/products_in_ga
mes

[51] Wikipedia (2007). First Person Shooter. Retek from
http://web.archive.org/web/20080228185222/http:Wgkipedia.org/wiki/First-person_shooter
[52] Wikipedia (2007). Multiplayer. Retrieved from
http://web.archive.org/web/20071013073939/http:¥ekipedia.org/wiki/Multiplayer

[53] Wikipedia (2007). Single-playeRetrieved fromhttp://en.wikipedia.org/wiki/Single_player
[54] Yang, M., Roskos-Ewoldsen, B., & Roskos-Eweld®. R. (2004). Mental Models for
Brand Placement he Psychology of Entertainment Media: Blurring Liiees between
Entertainment and Persuasion, L. J. Shrum, ed.,Wwédth NJ: Lawrence Erlbaum Associates,
79-98.

[55] Yang, M.; Roskos-Ewoldsen, D. R.; Dinu, L.;p&n, L. M. (2006). The effectiveness of in-
game advertisinglournal of Advertising. Vol.35, No.4, Winter 20p6. 143-152

[56] Yin, R. K. (2003).Case study research: Design and meth&ge Publications.



Exploring In-Game Advertising in First Person Sreyet

Appendices

Appendix I: DM_Master_Thesis
This is a graphical overview of the map DM_Mastdredis, used for this research.

Red Bull soda cans
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Street Fighter IV arcades
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Nike football
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McDonalds billboard
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Transformers billboards

ping: 39
1.40 k/s
2.01 k/s
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Appendix II: Qualitative results

What do you think about in-game advertising?

Respondent 1
It's up to the servers owners to permit it or iRersonally | don’t need it; if doesn’t effect me in
to buying the product it only distracts me fromytey the real game. | don’t find it realistic.

Respondent 2
| don’t mind it; in moderate use it adds to the gamalism. And that's good! And it depends a
lot in what environment you are in-game.

Respondent 3
I don’t mind billboards and such; but only if it'ealistic. A McDonalds billboard in a futuristic
space sci-fi would seem out of place.

Respondent 4
No Problem.

Respondent 5
Not needed.

Respondent 6
Not disturbing. They’re places of recognition

Respondent 7
Fine when used realistically. It may not disturldatract.

Respondent 8
No problem. I've played adware games in the past.

Respondent 9
No problem if it's not disturbing. It makes firsegson shooters based on the real world more
realistic. It wouldn’t work in a fantasy world.

Respondent 10
Possible but differs per game.

Respondent 11
It's smart because it doesn’t disturb.

Respondent 12
Not necessary. It ruins the beauty of the game sAddlism
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Respondent 13
Not interesting

Respondent 14
It's ok, doesn’t matter much. It adds realism.

Respondent 15
What the fuck do | care about advertising. | sebuit it doesn’t disturb me or puts me onto
something.

Respondent 16
It's nice/okay.

Respondent 17
You won'’t notice it during the game. When you pé#giuation to it it's nice to see.

Respondent 18
It doesn’t influence the game negatively whenri€vant to the game environment. It can even
be positive for the game environment.

Respondent 19
Funny

Respondent 20

It's not bad. After all the gaming industry cannease earnings by in-game advertising. Money
they probably need because of piracy. If the atbieg is implemented well it's in my opinion
no problem.

Respondent 21

It makes the game experience more realistic becaussal life there’s also much advertising.
But it can also irritate especially when there mseanphasize on advertising. Because | wasn’t
known to first person shooters | had to focus andbntrols and movement not to die. | think |
missed some of the environment because of thisulResight be different for a more
experienced gamer.

Respondent 22
Respondent 23
If the game is relevant to the advertising it makesore realistic

Respondent 24
I think it's good. You think I might buy or eat tha

Respondent 25
It speaks for itself.
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Respondent 26
Makes the game more realistic and keeps the gagnepiting.

Respondent 27
No opinion, don’t care

Respondent 28

| don’t mind in-game advertising. It adds to thaliem of a game. In the real world advertising
is everywhere so no advertising would be weird tllemore games can become better when
there’s more money and advertising is money. Sdoktter.

Respondent 29
It makes the game experience more realistic. Wieergou go you are influenced(conscious of
sub-conscious) by advertising. Advertising in vigames makes the game more real life.

Respondent 30

Advertising makes the game more realistic. Furtloeem don’t think it's useful to have ads in-
game or during the loading screen. Die-hard gammeght remember it but casual gamers like
me won't notice it.

Respondent 31
It makes it more realistic. It would be strange éxample if a football game won’t have any
billboards because they're there in real life ali.we

Respondent 32
It makes the games and especially the environmeng mealistic. | don’t pay much attention to
it but it gives an extra something the level. it an interrupting way of advertising.
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What other video games can you recall having in-@auvertising? Please list the games and
products/brands.

Game Brands #

No recall

Entropia Universe Coca-Cola 1
Counter-Strike Nvidia, AMD, Intel 4
Fifa Nike, Adidas 13
Racing games Tire brands 3
Grand Theft Auto 4
Need For Speeld 2
SIMS 2
PES 2
Football Manager 1
Gran Turismo BMW, Mercedes, Audi, etc. 3
Metal Gear Solid 4 Clock, Regain, Playboy, iPod 3
Shaun White Burton, Forum 1
Project Gotham Racing Burger King 1
Playstation Network Coca-Cola 1
Sin 1
Dame was loaded 1
Duke Nukem 3D 1
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Appendix Ill: The questionnaire

This appendix shows the questionnaire used forstnidy. Some white spacing is

removed to reduce pages.

Questionnaire Half-Life 2
To be completed after the Half-Life 2 Deathmatcésgmn.

Demographics

Gender: Male O Female O
Age:
Occupation: Student O Working O Other
0)
Gaming

1. Have you played any First Person Shooters before?

Yes O No O
2. Have you played Half-Life 2 before?

Yes O No O
3. How many hours per week do you play First Persayogdns?

Never O <3 Hours 0 3-6 Hours O 6-9 Hours O >9 Hours O
4. Do you consider yourself an experienced gamer?

Yes O No O
5. What products or brands do you remember seeirteiigame you just played? (list any
or all below) . For each brand indicate how theegpance in the game influenced your
likelihood to buy and reputation of the brand bingst for positive, - for negative and O
for neutral.
(+)positive (O)neutral (-)negative

Brand: Likelihood to buy(+/C-) Reputation(+/C-)
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Please circle the brands you remember seeing iregam

McDonald: Burger King Pizza Hu Apple Microsofi

The Propose Transformer: Brunc BMW Red Bul

Nike Kentucky Friec | Adidas Sony Pum:
Chicken

Street Fighter I' | Soul CaliburlV Anno 140: Intel Nvidia

ATI Coca Cole Peps Monste Guitar Hert

How do you feel about in-game advertising?

6. Doyou find Billboardsin first person shooters:
» Deceptive O O O O O Not deceptive
* Interrupt/impairs the game playing experience

0] @) @) @) @)
Doesn't Interrupt/impairs the game playing expereen
e Adds to game realism O O O O O Doesn’t add to game realism

7. Doyou find Product placementsin first person shooters:
» Deceptive O O O O O Not deceptive
e Interrupt/impairs the game playing experience

0] O O O O
Doesn't Interrupt/impairs the game playing expereen
e Addstogamerealism O O O O O Doesn’t add to game realism

8. Doyou find interactive product placementsin first person shooters:
* Deceptive O O O O O Not deceptive

Interrupt/impairs the game playing experience
O @) @) @) @)
Doesn't Interrupt/impairs the game playing expereen
e Addstogamerealism O O O O O Doesn’t add to game realism

9. What other video games can you recall having ingadvertising? Please list the games
and products/brands.

10. What do you think of in-game advertising in firgrpon shooters?



