
Proceedings of the LCBR European Marketing Conference Vol. 7 (2016) 
Lupcon Center for Business Research 

 
 

* corresponding author: Adrienne Steffen, Hochschule für Internationales 
Management Heidelberg, Sickingenstr. 63-65, 69126 Heidelberg, Germany, Tel:  + 
49 (0)6221 6442-0, a.steffen@himh.de 
 

Consumer Acceptance of Advertising in Mobile Games 
 
 
Adrienne Steffen* (Hochschule für Internationales Management Heidelberg, Germany) 
a.steffen@himh.de 
Karen Menzenbach (Hochschule für Internationales Management Heidelberg, Germany) 
karen.menzenbach@web.de 
 
 
Abstract 
 
This research investigates consumer acceptance towards Mobile Game Advertising, in particular 
consumers’ acceptance of Advergames, In-Game Advertising and Around-Game Advertising in 
mobile games and draws conclusions about the effectiveness of each advertising type. 

An exploratory pre-test was conducted to gain background information about consumer gaming habits 
for item-development. A quantitative online questionnaire with a sample size of 300 German 
consumers who varied in age was conducted to assess consumer acceptance levels of mobile game 
advertising. 

The findings show that mobile Advergames, compared to In-Game or Around-Game Advertising, are 
perceived as the least disturbing advertising type and leave the consumer with the most positive 
feeling. In contrast, Around-Game Advertising was assessed as the most annoying advertising type, 
which does not awake any positive emotions at all. In-Game Advertising was experienced as rather 
neutral.  

A structural equation model of mobile game advertising acceptance showed that especially control and 
disturbance influence consumer acceptance of mobile game advertising. The results suggest that 
advertising companies should learn more about the disturbance of advertising in mobile game. 
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1. Introduction 
 

In the past years, people have increasingly developed an interest in playing mobile games on their 
smartphones or tablets (BITKOM, 2014). Therefore, mobile games have become a very attractive 
advertising medium for companies of several industries to place their brands, products or services. 
Bearing in mind the large amount of hours people spend on playing mobile games every day, 
marketers should not miss the opportunity to utilise mobile games as a medium to communicate and 
engage with potential customers (Mobile Marketing Association, 2013). 

Several studies about Game Advertising have been conducted to gain further insights into different 
advertising types, digital game mediums, player profiles and the effects of Game Advertising on 
players’ purchase intention (see Smith et al. 2014 for a review). Although some academic literature 
about Game Advertising and its impacts on consumer behaviour in general has been published, one 
can hardly find any literature explicitly dealing with mobile games as an advertising medium. In their 
study Smith et al. (2014) draw attention to the fact that “there appears to be little insight provided into 
how prevalent advertising associations are with games” and they define advertising associations “as 
being any marketing concept, which is found within or associated with games, which help to promote 
a third-party brand, product, or service“ (p. 95). However, if companies want to advertise their brand, 
product or service through mobile games, they require further information on how they can use Mobile 
Game Advertising (MGA) to its full potential.  

 
 
2. Literature Review 

 
2.1 Mobile marketing 

Many companies already use different forms of advertising in digital games for computers or consoles, 
such as the Coca Cola Company which promotes its beverages with the help of World of WarcraftTM 

(Smith et al., 2014: 100). Due to the rapid development and expansion of mobile technologies as well 
as the continually rising number of smartphone users, companies must understand Mobile Marketing 
today (Pelau and Zegreanu, 2010), since consumers increasingly play games on their smartphones and 
tablets, too (BITKOM, 2014). In the past years, smartphones and tablets have become more essential 
for everyday life and many consumers are hardly able to put them aside again. Considering the time 
people spend with their mobile devices every day, companies should not disregard mobile marketing 
activities, as they are an easy way to communicate with the consumers – in a personal environment, 
interactively and independently of time or space (Mobile Marketing Association, 2013). Mobile 
Marketing can be defined as “a set of practices that enables organisations to communicate and engage 
with their audience in an interactive and relevant manner through and with any mobile device 
or network” (Mobile Marketing Association, 2009).  

These developments should encourage companies to not only focus on advertising in computer or 
console games, but also to develop advertising strategies for mobile games. 
 
 
2.2  Mobile games 

There is a steady growth of sales volume in the German mobile game market predicted from 2012 
until 2016. The industry’s sales were forecasted to consist of 70.5% freemium, 21.2% advertising and 
8.3% app-sales in 2016 compared to 96.6% freemium, 38.2% advertising and 22,4% advertising in 
2012 (Mücke, Sturm and Company, 2012). A freemium offers consumers a service in a free basic 
version as well as additional paid premium versions (Wagner et al., 2014). In a freemium, the basic 
version has fewer functions to encourage consumers to pay for the premium version. Although 
freemiums were predicted to play the greatest part of mobile game sales, sales through advertising 
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were forecasted to grow steadily, too (Mücke, Sturm and Company, 2012). Today, smartphones have 
become the most popular gaming platform and 42% of all Germans over the age of 14 are gamers 
(BITKOM, 2014). Accordingly, almost 78% of those gamers play games on their smartphones once in 
a while. Mobile devices have the highest daily usage time with 20.2% compared to other gaming 
platforms like PC online games (15.9%), PC offline games (5.3%) and console games (2.7% online 
and 3.5% offline) in Germany (SevenOne Media, 2014). 

According to BITKOM (2014), the amount of gamers has increased in all age groups in 2014 
compared to figures from 2013. Interestingly, the largest amount of new gamers belongs to the age 
group from 50 to 64: Whereas in 2013 only 13% of this age group played video and computer games, 
one year later already 23% of them were gamers (BITKOM, 2014). The largest percentage (35%) of 
gamers fall into the age group 25-34 years and the second largest group to the 16-24 year olds 
(GlobalWebIndex, 2014b). 41% of gamers are female and 59% male (GlobalWebIndex, 2014b). 

The amount of smartphone and tablet owners in Germany has strongly increased from 2012 to 2014, 
but smartphones (58%) are still more than twice as often owned as tablets (26%) (Initiative D21, 
2014). Nevertheless, tablets have an ever-expanding share in mobile game sales worldwide and will 
presumably amount to more than half of the smartphone sales in 2017 (Newzoo, 2014). 

 
 
2.3 Game advertising  

Although mobile games offer excellent advertising opportunities, Mobile Game Advertising (MGA) is 
still a rather unexplored topic. In order to understand how MGA works, it is essential to know how 
companies can generally advertise their products, brands or services through digital games. A lot of 
academic research within the context of games and advertising has been done already. However, 
Smith et al. (2014:95-97) recognised that many authors (e.g. Nelson, 2002:80-92; Cauberghe and De 
Pelsmacker, 2010; Terlutter and Capella, 2013) solely focus on one aspect or type of Digital Game 
Advertising and ignore the other ones. Moreover, Smith et al. (2014) found that there is a lot of 
confusion and misinterpretation in this field, since many authors (Kim, 2006:1-6; Lehu, 2008:159-192; 
Panda, 2008; Jung et al., 2011:661-681; Bleumers et al., 2012:1-186; Nairn and Hang, 2012:1-22) do 
not differentiate between the terms “Advergames”, “In-Game Advertising (IGA)” and “Around-Game 
Advertising (AGA)”. Instead, many authors refer to them as if they were the same concept. Similarly 
to the field of digital games, there is also a lot of confusion within the context of MGA. For instance, 
Salo and Karjaluoto (2007) indicated that IGA is a type or mode of an Advergame.  

In order to structure the field of Game Advertising more clearly, Smith et al. (2014) proposed a 
conceptual framework and defined the advertising types precisely. Smith et al. (2014:79) newly 
defined the term Game Advertising as “the association of marketing communications messages with 
video and computer games to target consumers through Advergames, Around-Game Advertising or 
In-Game Advertising activities”. This definition implies that three different types of Game Advertising 
exist, however other authors, such as Terlutter and Capella (2013), only examined two of them. 
Afterwards, Smith et al. (2014) explained the different advertising types in more detail and provided 
definitions (see table 1). To standardise the functionalities of IGA, Smith et al. (2014) proposed two 
channels through which advertising messages can be delivered: marketing displays and product 
placement. Whereas IGA intrudes into the gaming environment, AGA in form of banner displays, 
cross promotion, interstitials or sponsorship does not. Finally, Advergames can be either used to build 
customer loyalty (experiential) or to generate leads through collecting consumer data (direct response). 

Smith et al.’s (2014) classification of Game Advertising into IGA, AGA and Advergames cannot only 
be applied to computer or console games, but also to mobile games, as the three advertising types may 
be used within a mobile game environment, too.  
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Table 1: Game Advertising terminology and definitions (compare Smith et al., 2014:109) 

Terminology Definition 
In-Game Advertising (IGA) “The integration of non-fictional products and brands with the 

playing environment of video and computer games through 
simulated real life marketing communication mechanisms.” 

Around-Game Advertising (AGA) “Advertising and promotion linked to video and computer games 
through non-intrusive around game displays or licensing of 
game branding with associated third-party products.” 

Advergame “A digital game specifically designed for the primary purpose of 
advertising and promotion of an organisation’s product, service 
or brand played via the Internet or on a compatible medium via a 
games disc or digital download.” 

Marketing Display (IGA) “Static or dynamic displays, which can be either associative 
interactive simulations of real world media.” 

Product Placement (IGA) “The integration of branded non-fictional products embedded 
within the gaming environment as either a passive implicit 
background element or as a contextually active, explicit and 
interactive element, which can static or dynamic in nature.” 

 
 
2.4  Consumer attitudes towards advertising 

An in-depth understanding of consumers’ attitudes towards MGA is essential, as attitudes are closely 
related to behaviours (e.g. the behaviour to buy a specific product).  

Several studies (Batra and Ray, 1986; MacKenzie and Lutz, 1989; Stevenson et al. 2000) have 
confirmed a strong relationship between consumers’ attitudes towards an advertisement and brand 
attitude, which is positively linked to purchase intention. The emotions an advertisement arouses as 
well as the context in which an advertisement is perceived (e.g. within a digital game or a television 
programme) are important factors for advertising effectiveness, since they affect the consumer’s 
attitude about the advertisement and, thus, his attitude about the brand or product (Stern and 
Zaichkowsky, 1991). 

Usually, consumers experience advertising as something negative. However, their attitude towards 
advertising varies among different advertising channels. For instance, TV advertisements are mostly 
perceived as misleading, whereas Internet ads are perceived as trustworthy and informative (Tsang et 
al., 2004:65). Moreover, a consumer’s attitude towards advertising in general impacts his attitude 
towards a specific advertising channel (Bauer et al., 2005). For instance, a consumer who experiences 
advertising as entertaining is more likely to have a positive attitude towards MGA than someone who 
experiences advertising to be annoying and misleading. A study by Amen (2010) reveals that young 
adults have a rather negative attitude towards Mobile Advertising in general. However, a study of 
Horizont (2014) shows that some people accept Mobile Advertising, if the application or website can 
be used free of charge (63%), the advertisements do not impair the app or website usage (63%) and the 
ad is visually attractive (45%). 32% find mobile advertising to be less disturbing than advertising on 
the computer (Horizont, 2014). These facts suggest that Mobile Advertising is ambivalent in nature: 
Although users may identify the benefits of advertising, such as lower prices, simultaneously they 
criticise commercial practices. 

 

2.5  Study Aims 

The booming mobile gaming market is a good advertising opportunity for many businesses. Although 
there are several studies about Game Advertising and Mobile Advertising already, literature lacks in 
theories or frameworks on the topic of advertising in mobile games or these frameworks have a 
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theoretical nature and are not tested with empirical evidence. An exception is the conceptual 
framework ”The Gamification of Advertising“  of Terlutter and Capella (2013) who identify a future 
research agenda for game advertising which identifies e.g. characteristics of brand placement and the 
game, psychological responses and behavioural outcomes towards brand and game as possible future 
research areas (Terlutter and Capella 2013). 

Even though various statistics about mobile devices and gamers exist, they do not provide companies 
with sufficient information to decide which type of MGA they should choose for their product. Very 
few comparative studies of different mobile game advertising types (e.g. In-Game, Around-Game and 
Advergame) exist. Furthermore, Smith et al. (2014 p. 95-97) point out that most studies only 
investigate one or two types of game advertising e.g. Nelson (2002), Cauberghe and De Pelsmacker 
(2010), Terlutter and Capella (2013) and Peols et al. (2013). In conclusion there is evidence that a 
further exploration of these three different forms of advertising and a comparison of the types are 
needed. 

This study’s overall aim is to investigate factors that influence the attitudes of German consumers 
towards MGA and to assess consumers’ acceptance levels of different advertising types in mobile 
games. To reach these objectives, an exploratory pre-test was done to assess consumers’ general 
attitudes towards MGA and different advertising types. Then, the issues that were deducted through 
the interviews were tested by means of a quantitative online questionnaire. 

 
 

3. Methodology 
 

3.1 Qualitative pre-test exploratory interviews 

The semi-structured face-to-face interviews were conducted with a convenience sample of six 
different consumers aged 17 to 53 years, both male and female in March 2015. Their background in 
playing mobile games ranged from no experience to playing daily. Each interview lasted 
approximately 45 minutes and was audio-recorded, although sound recording may inhibit some 
participants’ responses and, thus, may reduce reliability (Saunders et al., 2009:341). However, the 
questions on MGA did not invade the interviewees’ private sphere, which is why a falsification of the 
responses was not to be expected.  

The interviews started with a short conversation about the topic of MGA. Besides, the three different 
advertising types for mobile games (IGA, AGA and Advergames) were explained with the help of 
three exemplary pictures in an A4 format. All interview questions were aimed at exploring consumer 
opinions and attitudes towards MGA in all its facets and to find out possible strengths and weaknesses 
of the different advertising types. The first interview question generally asked for the participant’s 
experiences with mobile games. Afterwards, the participant’s attitudes towards each of the three 
advertising types were addressed in more detail. Moreover, the study participant was asked under 
which circumstances he or she probably could accept advertising in mobile games, and, finally, he or 
she was requested to compare the advertising types and to recommend actions for companies. 

 

3.2 Analysis and results of qualitative pre-test interviews 
Half of the interviewees had already had a lot of experience with mobile games, as they had regularly 
been playing mobile games for several years. Two of the respondents had only little experience and 
one had never had any experience with playing mobile games before. The main mobile device used to 
play mobile games was the smartphone. Additionally, a tablet and an Ipod touch were mentioned. 
Generally speaking, mobile games are played outside of labour time. The most prevailing situations 
and reasons mentioned were breaks, the way to work and other travels, waiting situations, when being 
bored, while watching television and before going to bed. 

The interviews discovered possible strengths and weaknesses of the different advertising types and 
proposed measures for improvement (see table 2).  
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Table 2: Proposed measures to improve IGA, AGA and Advergames 

Advertising Type Proposed measures for improvement 
In-Game Advertising 
(IGA) 

- Reduce the amount of advertising 
- Place the advertisements only in the background 
- Use less remarkable and obtrusive colours 
- Make the advertisements more natural 
- Integrate the advertisements better into the game environment 
- Change the advertisements (e.g. on billboards) to make them 

visually more attractive 
Around-Game 
Advertising (AGA) 

- Make the advertisements removable 
- Make clear already before starting the game that it will contain 

advertisement (and reduce the price if it contains advertisement) 
- Only place the advertisements in breaks between different game 

levels, but not within the game environment itself 
- Make the advertisements more discreet, smaller and less 

obtrusive 
- Place the advertisements in the corners and not in the middle of 

the screen 
- Make the advertisements more static and not too flickering 
- The product advertised needs to fit the game players 
- Establish a relationship between the advertised product, the game 

and the target group 
Advergame - Add more game modes and levels 

- Design the game principle more interesting 
- Allow to play more game contents for free, instead of only 

unlocking them when paying for them 

 

In addition, the interviews investigated consumers’ acceptance of mobile Advergames, IGA and AGA 
by asking the interviewees how disturbing they perceive each MGA type. All of the six respondents 
experienced Advergames as the least annoying advertising type, since they were aware that advertising 
is the primary intention of Advergames and they are offered an exciting game for free because of the 
existence of the ads. For five of the six interviewees, AGA was the most disturbing advertising type, 
as banners interrupted the flow of game, they wasted a lot of space and often they could not be 
removed. Hence, AGA takes consumers the fun of playing mobile games and are thus uninstalled. 
According to five of the six respondents, IGA only disturbs moderately since people already know 
such an advertising form from everyday life, it enhanced realism within the game and it could easily 
be blended out. 

Although many respondents personally did not like AGA, some of them suggested this advertising 
type to companies, since the gamer had no chance to avoid the advertisements. The respondents were 
convinced that, even if the consumer might be disturbed by an advertising banner, AGA was an 
efficient way to increase sales and brand awareness. Other respondents were totally against AGA and 
argued that annoying advertising banners scared away potential customers and only achieved the 
opposite. IGA was neither recommended nor discouraged from. Moreover, it could be noticed that all 
interviewees agreed on Advergames as the best MGA type for large companies, on condition that an 
Advergame fits to their product or service. Small and medium-sized enterprises (SMEs) were advised 
to resort to cheaper advertising vehicles. 
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3.3 Quantitative research 
The quantitative research was carried out with the help of an online questionnaire which was 
constructed on the basis of the qualitative interviews’ findings. Within the questionnaire the 
interviews’ findings about consumers’ mobile gaming habits and their attitudes towards MGA were to 
be confirmed. Moreover, consumers’ attitude towards and acceptance of different advertising types in 
mobile games was investigated. The online survey was available on the Internet from April 14th to 
May 14th in 2015 and was distributed via a snowball system on Facebook. 

At the beginning of the survey, the consumers were generally asked about their mobile gaming habits. 
Then, they were supposed to rate statements about advertising in general and their overall acceptance 
of MGA on a five-point Likert scale which was developed based on the findings of the exploratory 
interviews. In the further course of the questionnaire, the different advertising types in mobile games 
(IGA, AGA and Advergames) were explained with the help of the same 3 exemplary pictures as in the 
interviews and the consumers were asked whether they had noticed each advertising type previously. 
Subsequently, the participants were supposed to rate statements about their acceptance of the different 
advertising types, how disturbing they experience each advertising type to be and whether each 
advertising type has a positive, neutral or negative impact on their attitude towards a company. These 
questions served to gain recommendations for firms. Finally, demographic information was collected. 

 

Table 3: Quantitative sample characteristics 

 Characteristics Number total % total 

Mobile games 
hours played 
per week 

< 1 
1 – 3 
3-6 
6-9 
9-12 
> 12  

133 
98 
51 
13 
2 
3 

44,3% 
32,7% 
17,0% 
4,3 % 
0,7% 
1,0% 

Gender female 
male 

218 
82 

72,7 % 
27,3 % 

Age < 20 
20 – 29 years 
30 – 39 years 
40 – 49 years 
> 50 

66 
184 
26 
9 
15 

22,0% 
61,3 % 
8,7% 
3,0 % 
5,0 % 

Educational 
background 

No degree 
Certificate  of Secondary education 
General certificate of secondary education 
Advanced technical college entrance qualification 
University entrance qualification 
University degree 

7 
7 
40 
17 

161 
68 

2,3 % 
2,3 % 
13,3 % 
5,7% 
53,7% 
22,7% 

Total  300 100% 
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Contrary to the interview sample, people who had never played a mobile game in their lives before 
were excluded from the online questionnaire, because only the attitudes of consumers who have 
played a mobile game at least once are important for companies’ advertising decisions. Table 3 shows 
that the overall sample consisted of 300 people after eliminating incomplete surveys.  

 
4. Results 
 
The general attitude towards advertising in general was assessed with three items on a 5-point Likert 
scale ([1] - strongly disagree to [5] - strongly agree). “I am bothered by advertising in general” 
(M=4,31; SD=,85), “I love watching advertisements” (M=1,64; SD=,83) and “Advertisements belongs 
to everyday life these days” (M=3,20, SD=1,05). There were no significant differences by player type 
(Occasional Player <1h per week, Frequent Player 1-3h per week and Heavy Players >3h per week) or 
gender at p<,05. However the age groups 30-39 (M=2,54; SD=1,21)  and 50+ (M=2,47; SD=1,19) 
scored significantly lower on “Advertisement belongs to everyday life these days” than all other age 
groups (M=3,2; SD=1,05). 
Disturbance by advertising type was also measured on a 5-point Likert scale ([1] – doesn’t bother me 
at all to [5] – it bothers me a lot). AGA disturbed the most (M=4,15; SD=1,08) compared to IGA 
(M=2,81; SD=1,21) and Advergames (M=2,15; SD=1,06).  ANOVA-Tests showed significant 
differences between groups at  p<,05. A Duncan Test then identified In-Game Advertising to bother 
older players (50+) significantly more than younger players (all groups below 50) [F(4,295) = 6,31, 
p=,002]. The ANOVA-Test also showed that Advergames bother players above 40 significantly more 
than younger players below 40 [F(4,295) = 11,05, p=,000]. Advergames also bothered Occasional 
Players (<1h per week, M=2,34;SD=1,08) significantly more than Frequent Players (1-3 h per week, 
M=1,97;SD= 1,02) and Heavy Players (>3 h per week, M=2,03;SD= 1,01) [F(2,297) = 4,46, p=,018]. 
Overall, Around-Game Advertising was perceived to be most disturbing. 
Acceptance of IGA, AGA and Advergames was measured with items developed based on the findings 
of the exploratory interviews. As different critical themes emerged in the interviews for each 
advertising types, specific items were developed.  
Table 4 shows that gamers are used to IGA and don’t pay much attention to it. In-Game Advertising is 
accepted when it is well integrated into the game environment. Contrary, AGA disturbs the flow of the 
game. Gamers are most annoyed if they try to close or hide the banner but the ad opens anyway. 
AGAs are accepted if they disappear or if they appear between levels. They are generally accepted if 
they are free of charge and the quality of graphics and the game overall is high. The game idea is more 
important than the brand. There appears to be a moderate attitude improvement if a company develops 
a game. 
 

Table 4: Acceptance of IGA, AGA and Advergames 

In-Game Advertising M SD 
I can accept In-Game Advertising, if the products and brands advertised are naturally 
integrated into the game environment. 

3,65 1,12 

I do not pay much attention to In-Game Advertising. 3,42 ,97 
In-Game Advertising hardly catches my attention when playing a mobile game. 3,28 1,14 
I can accept In-Game Advertising, as I am already used to it from the real world. 3,15 1,13 
In-Game Advertising contributes to game improvement, as real brands and products let 
the game environment appear more authentic. 

2,90 1,15 

The appearance of common brands and products within the game environment gives 
me a familiar feeling. 

2,73 1,02 

I am bothered by In-Game Advertising. 2,56 1,25 
In-Game Advertising angers me. 2,55 1,19 
If In-Game Advertising appears in a game, the flow of game is disturbed. 2,41 1,07 
In-Game Advertising leaves a positive feeling. 2,40 ,93 
Sometimes In-Game Advertising is so disturbing that I uninstall the game. 2,32 1,22 
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Around-Game Advertising M SD 

It is annoying if you want to click off a banner ad, but the advertisement opens anyway. 4,82 ,55 
I can accept banner ads, if they disappear on their own within a few seconds. 3,94 ,97 
I can accept banner ads, if they only appear in-between different game levels and not 
within the game environment. 

3,93 1,01 

I feel bothered by banners and skyscrapers as they diminish the game window. 3,92 1,06 
If banners or skyscrapers appear around the game environment, the flow of game is 
disturbed. 

3,75 1,16 

I  am bothered by Around-Game Advertising (banners and skyscrapers). 3,69 1,13 
I do not pay much regard to Around-Game Advertising. 3,63 1,19 
I can accept banner ads, if they can be independently deleted. 3,73 1,10 
Sometimes Around-Game Advertising is so disturbing that I uninstall the game. 3,43 1,40 
Around-Game Advertising angers me. 3,36 1,27 
I can accept banner ads, if they do not cover the entire screen, but only disappear in the 
edges. 

3,12 1,23 

I can accept banner ads in mobile games, as I am already used to them from the 
internet. 

2,47 1,18 

Around-Game Advertising leaves a positive feeling.  1,45 ,83 

Advergames M SD 

An Advergame always needs to be free of charge. 4,28 ,923 
I like Advergames, as I can independently decide whether I want to play it or not. 4,16 1,02 
I do not care about the company of an Advergame, as long as I like the idea behind the 
game. 

3,89 1,05 

The graphics and game quality of an Advergame are of high importance. 3,61 1,07 
If a company launches an exciting Advergame, my attitude towards this company 
improves. 

3,26 1,15 

If a company launches a bad Advergame, my attitude towards this company worsens. 3,20 1,10 
The only intention of Advergame is to sell me a product that I do not need. 2,95 ,99 
Advergames leave a positive feeling. 2,93 ,94 
I only play Advergames of brands that I like. 2,61 1,13 
I like talking about exciting Advergames with my friends. 2,14 1,16 
I am bothered by Advergames. 1,95 1,05 
 

A Principal Component Factor Analysis with Varimax rotation was used to analyze the 19 descriptors 
for acceptance of advertising in mobile games. Tabachnick and Fidell (1996) suggest a sample size of 
300 is comforting for factor analysis. If the values for Bartlett’s test are (p<.05) then the factor 
analysis is considered to be appropriate (Pallant, 2001). Overall values for KMO range from 0 to 1 and 
values above .6 are necessary for a good factor analysis (Tabachnick and Fidell, 1996). The 
corresponding values produced by the factor analysis were KMO= ,756 and Bartlett = 0,000. Factor 
loadings lower than .5 were suppressed based on Field’s (2000, p. 452) recommendation.  

The results revealed a four factor structure: factor 1: appeal (M = 2,88), factor 2: disturbance (M = 
4,58), factor 3: control (M = 3,91) and factor 4: price (M = 4,31). The scale’s reliability analysis 
produced suitable Cronbach alpha values of above .7 for appeal and disturbance as indicated in table 5. 
The Cronbach value for control is lower than usually acceptable. However, the scale was only 
measured with two items. In the future, the internal scale reliability needs to be improved by adding 
additional items to the control scale. The second price dimension “the game needs to have a reduced 
price” had very low factor loadings overall and did not load on the same factor than “the game needs 
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to be free of charge”. In future studies, the price dimension should also be measured with additional 
items. 

Table 5: Factor Analysis – Acceptance and attitude of advertising in mobile games 
 

 
Mean SD FL 

Factor 1: Appeal     
A1: The products advertised need to be appealing to me. 2,78 1,17 ,90 
A2. The brands advertised need to be appealing to me. 2,78 1,13 ,90 
A3: The products advertised need to fit my personality. 2,74 1,19 ,90 
A4: The brands advertised need to fit my personality.  2,69 1,17 ,90 
A5: The advertisements need to be optically appealing  3,27 1,16 ,68 
A6: The advertisements' design needs to match the game. 2,95 1,17 ,54 
Mean item score (α = ,906) 2,88   
Factor 2: Disturbance    
D1: The advertisements must not distract me from playing the game. 4,47 ,86 ,79 
D2: The advertisements need to be static and must not flicker. 4,42 ,89 ,76 
D3: The advertising must not be too obtrusive. 4,66 ,66 ,73 
D4: The flow of game must not be disturbed by the advertisements. 4,80 ,56 ,66 
Mean item score (α = ,739) 4,58   
Factor 3: Control    
C1: It needs to be announced before the game, whether it contains 
advertisements. 3,83 1,22 ,84 

C2: I need to be able decide before the game whether I want to see 
advertising or not 3,99 1,15 ,76 

Mean item score (α = ,597) 3,91   
Factor 4: Price    
P1: The game needs to be free of charge. 4,31 ,90 ,80 

 
 

Figure 1: SEM – Acceptance and attitude of advertising in mobile games 
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A structural equation model (Figure 1) using AMOS 23 was done for testing the MGA acceptance 
model. The global fit indices of the model indicate acceptable fit with the data. The requirements 
specified in the review of Albrecht (2010: 95) based on Byrne’s (2001) recommendations were 
considered (x2/df < 3, CFI > 0.9, RMSEA < 0.08 and CMIN/DF <3). The following fit indicators were 
produced by the model: x2/df = [94,66/40] = 2,37, CFI = 0.98, RMSEA = 0.068 and CMIN/DF = 
2.37). 

Acceptance of mobile game advertising is explained with the following effect strength of (у=.68) for 
control, (у=.60) for disturbance and (у=0.37) for appeal. Thus, especially control and disturbance 
influence the acceptance of mobile game advertising. 

 
 
5. Discussion and Conclusion 

 
5.1 Discussion 

After an explosive growth in digital games in the past decade (Poels et al. 2013) and the development 
of a conceptual “Gamification of Advertising” framework (Terlutter and Capella (2013) still little is 
known about how advertising disturbs the gaming experience and which factors lead to a consumer 
acceptance of advertising in mobile games. This research suggests that players are strongly bothered 
by advertising in general. When comparing disturbance figures of all advertising types it became 
apparent that AGA bothers gamers more than IGA and Advergames. Findings for IGA show that 
gamers are used to this advertising form and that they usually don’t pay much attention to it. 
Acceptance is high when the ads are naturally integrated into the game environment. 
This research also suggests that Around-Game Advertising disturbs the flow of the game. Gamers are 
most annoyed if they click off the banner but the ad opens anyway. Disturbance seems to be one of the 
key factors that annoy consumers because they accept AGAs if the ads disappear by themselves or if 
they are non-intrusive e.g. they appear between levels. 
Free availability without any extra costs and quality influence the acceptance of Advergames because 
they are generally accepted if they are free of charge and the quality of graphics and the game overall 
is high. For customers, the game idea is more important than the brand. When the game is done well, 
consumers state that moderate attitude improvement occurs if a company develops a game. 
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The results of the structural equation model show that control, disturbance and appeal are important 
for the acceptance of MGA. These findings are in line with Terlutter and Capella (2013) who found 
that intrusiveness was responsible for negative attitude effects. The appeal dimension confirms the 
findings of Poels et al., (2013) who found that attitude of IGA is influenced by whether or not brands 
are merged into gameplay and the beliefs about IGA as a means to lower games’ prices. The pricing 
dimension was not supported in this structural equation model, yet the pricing scale had low internal 
reliability and needs to be revised for future research. 
 

5.2 Limitations and future research 

One main limitation of this study is the impossibility to generalise the findings. The pre-test only had a 
very small sample size and is therefore not representative for the German mobile gaming market and 
can by no means be generalised. Nevertheless, the interviews offer first insights into German 
consumers’ attitudes towards MGA and serve as a profound basis for the quantitative follow-up. 
Secondly, only German consumers were interrogated and other countries were disregarded. Large 
companies often operate in several countries, for which reason a more holistic research, that includes 
other relevant mobile gaming nations besides Germany is suggested. Finally, the quantitative research 
has its limitations, since the sample is not equally distributed and does neither represent the German 
population nor the mobile gaming market. The sample consisted primarily of well-educated female 
occasional gamers. The questionnaire was distributed through social media and there were no quotas 
set for specific age groups. Although gamers have changed from the typical adolescent male to a more 
general audience (Williams et al. 2009), a more well-balanced sample should be used in future 
research.  

In addition there was one methodological flaw that might have influenced the results. In the beginning 
of the questionnaire all three advertising types were explained while showing a stereotypical picture. 
Yet, occasional gamers have little experience in real life with these advertising types and can probably 
not evaluate correctly how disturbing these ad types are. Further, the picture only depicted one kind of 
advertising. The picture of the in-game advertising showed billboards, but there are other IGA types 
like for example  product placement or sponsorhip as well which could have been shown. Future 
research should thus show more than one form of the respective advertising type. Rather than using 
pictures, researchers could also show videos of several advertising forms to consumers for a more 
realistic experience. 

Internal reliablity was an issue as well. For price and control, the developed scales were not reliable 
enough to measure these constructs with alpha values below .7. Further research should therefore 
improve the two scales. 

Lastly, it would be especially valuable to understand the behavioural consequences of advertising 
acceptance and inacceptance, particularly because inacceptance could lead to a temporary or 
permanent abortion (uninstall) of the game play, negative WOM, worse brand perception or could 
have other behavioural or psychological consequences. 

 

5.2 Conclusion and Managerial Implications 

The study investigates mobile game advertising, particularly In-Game Advertising, Around-Game 
Advertising and Advergames. Exploratory qualitative research was carried out to gain some initial 
insights for a quantiative follow-up study. An online questionnaire was distributed on social media and 
300 participants assessed the acceptance of ads in mobile games.  

The research results suggest that advertisers need to understand player interaction with ads better. 
Players are most strongly bothered by around-game advertising and especially disturbance impacts ad 
acceptance. The results show that Advergames are significantly more accepted by Heavy Players than 
by Frequent Players (1-3h per week) or Occasional Players (<1h per week). Occasional Players are 
most bothered by Advergames. The presented structural equation model shows that control, 
disturbance and appeal all influence ad acceptance in mobile games. 
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The study implies that managers who intend to place ads into mobile games face a heterogeneous 
audience which has very distinct perceptions and preferences regarding advertising in mobile games. It 
is therefore crucial to segment the audience more clearly and to assess their different preferences. 
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