BABES-BOLYAI UNIVERSITY

TRDIIIO\OST CLUJ = NAPOCA Q

UNACUM EUROPAE

— FACULTY OF ECOMONIC SCIENCES AND FSEGA
BUSINESS ADMINISTRATION

DOCTORAL FIELD: MARKETING

CONSUMER ATTITUDES TOWARDS ADVERTISING IN
VIDEO GAMES

- PH.D THESYS SUMMARY -

SCIENTIFIC COORDINATOR: PH.D STUDENT:
Prof.Univ.Dr. Marius D.Pop Alina-Irina Ghirvu (Sziiz-Pop)

Cluj-Napoca
2013



CONTENT OF PH.D THESYS SUMMARY

CONTENT OF PH.D THESY S ... e 3
KE Y WO R S . e e e 5
INTRODUCGTION. ... e e e ettt e 6
RESEARCH OBJECTIVES AND RELEVANCE ........ .o 8
BRIEF OVERVIEW OF PH.D THESYS CHAPTERS ... ... 9
EMPIRICAL RESEARCH METHODOLOGY AND RESULTS..........ccooiiiiiiiiiiiiii 14
FINAL CONCLUSIONS S . Lt e 19
REFERENCES . ... e, 24



CONTENT OF PH.D THESYS

LSt OF FIGUIES........ooiiiiiieceecee ettt et e e st e e ee et e e eaaeesnaaeesnseeennnes 6
LASE OF taDIES........ooeieiiiiiee e e e e e e e e e e e e et aaeaaeeeeans 7
LAStA € QM@XE........oeiiiiiiiiii e e e e e e e e e et a e e e e e e e eenrraaeees 10
INErOAUCTION. ...t e e e e e et r e e e e e e e e e e aatraeeeeeens 11

Chapter 1: Advertising communication in online environment and consumer

ALEEUAC. ...ttt ettt ettt saeeenee 15
1.1. Advertising communication in onling eNVIroNMEeNt............cccueerreerereerreerireeneenveeseesneenens 15
1.1.1. Defining elements of the online environment..............cccceeeeeveeriereeneenieneeneenne. 16
1.1.2. Defining elements of online advertising communication..............cccceveerueeuennne 17
1.2. Consumer attitudes towards online advertising communiCation.........ccceeevververeeruennene. 21
1.2.1. Conceptual framework on consumer attitudes...........ccceeeeeveenieeiienieeneenieenee. 21
1.2.2. Characteristics of consumer attitudes in the online environment....................... 26
1.2.3. Componente ale atitudinii consumatorilor in mediul online.............cccceueennennee. 28
Chapter 2: Video games as an online advertising tool........................cccoooiiiiiinniiinninne, 31
2.1. Online video Zame MATKET.........c.cccuieriieiiierieeiieeieeeee et esteeereesteesreesseeesseesseessseesaessseans 31
2.1.1. Conceptual framework on online ames............ccceeveeriieriienienieeiieere e 31
2.1.2. Characteristics of Onling Games.........ccccecuerieririirienieieneceeesece e 36
2.1.3. Statistical perspective on online Games...........coeveevueereeeriieniienienie e 42
2.2 0NlNE AAVETAMIES . ...ttt ettt ettt et sttt ae e 47
2.2.1. Conceptual framework on online advergames................cccccceevevceenicneencnnnene. 47
2.2.2. Characteristics Of adVergames............cccueriieiiieriieniiieiierie et et eee e eene e 49
2.2.3 Clasification of adVergames...........cccueerrieriieriieniieeieeiieeeeerreesreeseeesreeseessneeeeas 52
2.2.4. Opportunities and risks of adVergames..............cccooevevviieriieniienieeieeee e 54
2.3. Onling iN-game adVETTISING.......c..cecvierrieriierierieereeesteestteeteesteeeseessaeeseesseesseeseessseeseessns 57
2.3.1. Conceptual framework on in-game advertisSing..........cocceeeeveereeneesiennieneeneennns 57
2.3.2. Characteristics of in-game advertiSINg............cccevervierieneeiieneenenieneeseeeeseenne 59
2.3.3. Clasification of in-game adVertiSINg...........ccccveveeruirrienieninriinieneeeeeeneeeie s 61
2.3.4. Opportunities and risks of in-game advertising..........ccccceceeveevereeneeneenennene. 62

Chapter 3:The influence of advertising in online video games on consumer

ALEEAC ..o e 65
3.1. The influence of online advertising on consumer attitude............ccoeeeerveeereeniieenceneeennen. 65
3.2. Advergames and consumer attitude..........cocueeriiriiiiiiiiiienie e 68
3.3. In-game advertising and consumer attitude............cceerueeriieriiinieniieeie e 72



Chapter 4: Economic models used for understanding the effects of advertising on

consumers and for decision making regarding advertising in online video games........... 78
4.1 Economic models used for understanding the effects of advertising on
COMSUIMIETS .. euttetteeuteett e ettt et e st teeat e e bt e eabeebeeeabeeaseeeat e e bt e eabeeabeeeabeeabeesabe e bt e eabeeabeesabeenbeesnneennees 78
4.1.1. The AIDA Model for adVergames.............ccocveerrrerieenieeniienieeieeereeieesreesvee s 82
4.1.2. The DAGMAR Model for advergames...........c..cccceevuereeneriiinienennienienieeieneenne 87
4.1.3. The ELM Model for advergames.............cooceriieiienieiiienieeiee e 94
4.2. Economic models used for decision making regarding advertising in online video
GATNICS......oniiiieniieeeit ettt e et e ettt e e eae e e e bt e e e bt e e ettt e ea bt e e eab e e e ea bt e e ab e e e h bt e e bt e e e bt e e ebteeebaeeebeeesabeeena 102
4.2.1 Advertising dynamic mOdelS...........cccueeriiriiieriiniiieiieeie et 104
4.2.2 Elements of Teoria Jocurilor applied for online video games............cccccu....... 106
Chapter 5: Romanian consumers attitude towards online video games advertising......120
5.1. Research methodology.........cooiieiiiiiiiiie e 120
5.1.1. Description of the research methodology...........coocieviiniiiiiiniiieeeee 121
5.1.2. Advantages and limitations of selected research methods............ccccoeeieenneenne 126
5.1.3. Description of selected research tools..........cccvieeiiiieiiieiiieccieeeeeee e, 136
5.2. A qualitative research on elements influencing Romanian consumer attitude towards
online video Zames adVEITISING.........cecuieriieiiierieeeieeiteeeieeteestteesteesaeeseessseeseessseesseessseenseens 139
5.2.1. The research and WOTK StEPS.........ccveriieiieiiieiiieiieeie et 140
5.2.2. Data analysis and reSULILS.........cc.eecuieriieiiieniieiiecie ettt seae e 143
5.3. A quantitative research on elements influencing Romanian consumer attitude towards
online video Zames adVEITISINE......cc.ueiiuiiriiriiieiieeiie ettt et ettt ettt e sibeebeesateebeesneeeseens 154
5.3.1. The research and WOrK StEPS.......ccueeeriieriiiiieiiie et 155
5.3.2. Data analysis and re€SULLS.........c.eeruieriiiiiiiiie e 157
Chapter 6: Conclusions, limitations and further research.........................ccocccoiiiiinin. 209
0.1 DISCULIONS. ....teuteiiettett ettt ettt ettt sa ettt e b et e et e s st et e enteesee bt eneeeneenbeenseeneenees 209
6.2 Implications of reSearch reSUltS..........ccvveiiiiiiciieeeccee e 214
6.3 Limitations and further research..............cocooiiiiiiiiiiii e 216
REFCIEICES.ccuueeiteiitienni i 218
ACEACRIMENES. ..ottt ettt e et e st s 235



KEYWORDS

Online advertising, advergames, in-game advertising, hierarchy or effects models, online

video games, consumer attitude



INTRODUCTION

New opportunities for communication, information and recreation of the online entail
significant changes in people's consumption and how they intend to use the technology.The
new posibilities of comunication, information and relaxation ofered by the online
environment. The new exchange relations are characterized by a much wider diversity of
supply and demand due to rising expectations from consumers who have become interested to
carry out activities in the online environment (Purcell, 2012). Communication patterns that
result from these changes have provided new possibilities for companies to reach their
customers and promote their brands and products.

Marketers interested in finding alternatives to traditional media felt that video games
have a great potential to transmit the advertisement in a form that has a stronger effect on
online consumers (Dawidowska, 2002). In the last decade, combining new technologies with
online video games have given rise to new opportunities for interaction between brand and
client become a practice increasingly used internationally (Gao et al., 2011). Joint promotion
techniques with video gaming technology has led to the two forms of online advertising:
advergames and in-game advertising.

An advergame is a video game built around a product or brand that orders or sponsors
that game, serving to promote that particular brand or product (Winkler & Buckner, 2006).
The advergaming concept can be understood as a form of interactive technology which uses
video games with specific embedded advertising messages in order to develop long lasting
relationships with consumers (Chen & Ringel, 2001). Advergame-Boying can be classified as
an unconventional form of marketing communication which integrates the principles of
advertising directly into computer games (Rehot, 2008). Also, it is an advertising concept that
uses Internet technology to implement viral marketing campaigns (Gurau, 2010).

In-game advertising represents inserting a brand into a story already built of a stand-
alone game created by a firm with the main purpose to entertain the user (Vedrashko, 2006).
In this way, advertisers can deliver messages through static or dynamic images and have the
opportunity to interact with their potential customers through the virtual image of the products,
through sound and image (Kempt, 2009). These inserts can take a static form, as in the case of
simple logos, billboards, banners and posters in the game, or a dynamic form, like interactive

panels, tools and weapons in the game, avatars or clothing for characters (Wise ef al., 2008).



Static in-game advertising is integrated into the computer or video game before start
selling it and does not allow further amendments (Grigorovici & Constantin, 2004). In
contrast, the dynamic in-game advertising is characterized by the fact that it can be renewed
each time the game is accessed from a PC or a console that is connected to the Internet (Mau
et al., 2008).

Previous studies consider in-game advertising as a form of product placement
(Vedrashko, 2006; Winkler & Buckner, 2006; Wise et al., 2008) or sponsorship (Cianfrone &
Zhang, 2009).

Researchers tend to believe that in-game advertising is an extended form of product
placement, where the desired meaning transfer occurs when consumers associate a
conditioned stimulus given by the brand with an unconditioned stimulus, given by the video
game (Winkler & Buckner, 2006). In this way, the combination of positive feelings during the
game transfer to the sponsor brand, resulting in a positive attitude towards that brand.

Sponsorships in-game are meet more often if the sports-themed video games, with a
high popularity because of the way in which visual effects that the action menus very similar
to how it is presented by television commercials dedicated to sports (Cianfrone & Zhang,
2009).

Many authors have found that video games are a medium through which the
advertisement may be more easily accepted by users, bringing numerous advantages (van
Reijmersdal et al., 2010). For brands promoted in this way benefits include developing a long-
term customer relationships (Chen & Ringel, 2001), a greater satisfaction for the customer
(gimberové, 2010), recall and recognition of the brand met in a game (Nelson, 2002, 2005;
Grigorovici & Constantin, 2004; Mallinckrodt & Mizerski, 2007; Wise et al., 2008),
favourable atitudes towards the brand (Mau et al., 2010; van Reijmersdal et al., 2010) and
purchase intentions (Burns, 2005; Lee ef al., 2009).

Being a new field, there are few studies to address the issue of advertising in video
games online in Romania. Most of the companies operating on this market are using mostly
traditional methods of promotion.

The use promotion through advergame and in-game inserts is little used in Romania,
and there are few issues that are known about the reactions and attitudes of consumers about
these types of brand messages. To adopt methods of promotion based on video games,

advertisers must first understand what are the issues that influence consumer attitudes towards



this type of promotion and that can cause them to agree to receive such messages from a

brand.

RESEARCH OBJECTIVES AND RELEVANCE

The thesis highlights current trends of developed promotion techniques used at global
level and modern techniques used in advertising. The need to adopt the advertising techniques
used in local landscape with those used at international level shows the importance they have
in the current economy, characterized by diversification in brand communication and
innovation of techniques used.

Development of economic landscape and numerous promotional techniques led to the
need to study new types of communication channels used for brand messages. In this context,
the relevance of implementing an innovative communication system in client-firm
relationship using interactive technology for transmiting advertising messages is a widespread
practice of marketing actions of advertisers worldwide.

The aim of this thesis is to bring a better understanding of embedded advertising in
online video games and attitudes that consumers have towards them. The information
provided can support companies that are searching for new and more effective ways of
promotion than traditional media, and assist managers in making decisions on the allocation
of budgets for promotion and use channels of communication with the public. Also, this
information may be useful for advertisers who want to better understand the value of this kind
of games for their marketing purposes. Finally, the information provided in the present thesis
can be useful for consumers that having access to more information about this new technique
may express their preference regarding the brand message delivery.

This paper aims to contribute to the information on promotion practices based on new
technology and media and to provide information necessary to the construction, funding and
implementation of new marketing strategies in brand communication. This paper extends the
work done so far on the formation of attitudes and make contributions to the understanding of
the consumer response to marketing communications. Based on these general considerations,

research conducted in this thesis follows three main directions:



1. Bibliographical study on the new context of online communication, interactive
technologies and promotion techniques based on video games technology is needed to
identify several issues of interest in this paper;

2. Development of two types of economic models used in advertising is necessary in
theory to explain the internal mechanisms of functional processes and type advergame
advertising and in-game

3. Empirical research by qualitative and quantitative methods is to explain certain
aspects of consumer attitudes towards online gaming technology.

The thesis deals with a specific topic in the field of marketing communication, aiming
at the establishment of the link between particular aspects of online gaming and interactive
media and consumer attitudes towards advertising based on online gaming technology. To
achieve this objective we have established four main secondary endpoints, defined as:

- Identify specific aspects of interactive media and how to integrate them into the

brand promotion plan;

- Identify the specific aspects of online video games that offer advertisers new

opportunities to achieve marketing goals;

- Identify the specific aspects of environment and interactive online games that have

influence on consumer attitudes;

- Highlighting the particular aspects of online video games with advertising

elements that can be used to understand the effects of advertising on consumers

and decision making regarding online video game advertising.

BRIEF OVERVIEW OF PH.D THESYS CHAPTERS

The thesis is divided into six chapters where the researched subject is addressed both
theoretically and in practice. In the first three chapters we present a theoretical perspective on
the particularities of the online environment, the attitude of consumers in this environment,
the video game market as a whole and the concepts on advertising in online games and forms
that it takes, advergames and in-game advertising. Chapter 4 presents at conceptual level a
number of models that describe the operation of online video game advertisements on

consumer attitudes, and Chapter 5 presents the methodology and the research conducted by



the author. Finally, in a separate chapter we present the conclusions, implications of the

research and future research directions in the form of Chapter 6.

Chapter 1 — “Communication in the online advertising and consumer behavior" as
introductory chapter, is an overview of the main concepts that we are working throughout the
thesis regarding online advertising, the Internet and the particularities of consumer attitudes
shaped by the interactive environment.

This chapter aims at defining the concepts related to the online environment, focusing
on the advantages and limitations of this environment and facilities it offeres compared to
other advertising media such as television and outdoor or print advertising. Defining attitude
in online environment and new-media communication has the purpose to shape the context
where occurs the online interaction between advertisers and their customers and to create a

theoretical framework for the research conducted in this thesis.

Chapter 2 — “Video games as a tool for online advertising" includes an overview of
the concepts used regarding video games, interactive media games, advergames and in-game
advertisements. To highlight the promotion technique based on online gaming technology, we
carry out a review of the characteristics, benefits, opportunities and risks of each method of
promotion based on video game technology as a tool in brand communication, decision
making strategic promotional mix and budget allocation, as well as advertising goals. The
purpose of this chapter is to provide a clear delineation of the concepts used and brings more
understanding of promotional techniques described. The concepts of advergame and in-game
are presented in the context of international market of video games, and are described in the
online context, taking into account the specificities related to the formation of attitudes in the
interactive environment.

To create an appropriate context for the research started in this work, in this chapter
we make a synthesis of information on the video game industry and interactive online market
size globally and in Europe, focusing on online gaming market realities in Romania. This
information provides a broad perspective on the dynamics and scale of the industry and
underlines the importance of research about advertising in video games and the purposes that
they can take in brand communication. The concepts presented highlight the interplay
between this market and advertising, which resulted in two major forms of video games that
contain advertising: advergames and in-game inserts. Detailed description of these new forms

10



of promotion is to highlight the global context in which they arose and developed, and the

economic and advertising importance that this type of games have got it in recent years.

Chapter 3 — “The influence of video games online advertisements on consumer
attitudes”, we summarize the elements that determine, shape and influence the formation of
attitudes in online and virtual environment and we focus on those specific items specific for
online gaming environment that have influence on consumer attitudes, based on the
information that the selected from secondary literature.

In this chapter we identified, based on the documentation of the literature in the field,
two types of studies. The first category addresses studies that have identified aspects which
influence consumer attitudes toward online promotion through video games addressing both
the construction and the particular game and online environment. The results of these studies
are grouped to form six categories of elements: interactivity, informative features, recreation
and relaxation characteristics, the level of intrusiveness of advertising, viral characteristics
and credibility of games as a support for brand message.

The second category of studies analyzed the direction of consumer attitudes toward
video games that have advertising content. Depending on the results obtained by the authors,
we have grouped these studies in three study groups.

Studies in the first group showed that in general people have a positive attitude
towards inserting advertisements in video games (Nelson, 2002; Nelson et al., 2004, Chaney
et al.,2004).

These results were supported by numerous other studies that followed (Lu, 2010; Wise
et al., 2008). Positive attitudes result from the integration of advertising into the game, which
is more acceptable than other traditional forms of promotion (Ipe, 2008). Also, information
provided by an advergame influence consumers' perception of the product, and they may find
it more attractive compared to the offer of the competition (Saadeghvaziri & Hosseini, 2011).

The second group of studies have contradicted these findings, arguing that in fact,
people have a negative attitude on commercials presented in games (Lehu, 2006). Many
studies have found that the presence of products in video games, especially when you do not
fit in the context of the game (Herandez ef al., 2004; Kiister et al., 2010) is considered an
intrusive advertising practices leading to generally negative attitudes from users (Friestad &

Wright, 1994; Nebenzahl & Jaffe, 1998; Mau et al., 2008).
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The third group of studies, less numerous, believes that people adopt a passive attitude
towards advertising in online games, and they are not particularly interested in or affected by

the advertisement received in this way (Marti — Parrefio et al., 2013; Matteo, 2008).

Chapter 4 — “Economic models used to understand the effects of advertising on
consumers and decision making of video game advertising online”, combines elements
determined in the previous chapter into theoretical attitudinal models that explain the
functionality and design of video games with advertising content. The first part explains the
formation of attitudes through advergames using as examples three models of hierarchy of
effects, and the second part describes the functioning of in-game advertising based on a model
of advertising competition inspired by Game Theory.

Throughout this chapter, based on the study of literature we have identified two
classes of economic models used to understand the effects of advertising on consumers and
decision making regarding advertising in online video game. Of these models, we selected
two types of models through which we aim to explain how advertising works in video games:
the hierarchy of effects models (Preston, 1982; Strong, 1925; Petty & Cacioppo, 1983;
Laczniak et al., 1989; Zaichkowsky, 1994; Andrew et al., 1990) and mathematical models
(Leitmann & Schmitendorf, 1978; Sethi, 1977; Fersthman, 1984; Jorjensen, 1999; Perloff,
2008).

In this context, we managed to capture the complexity of the attitudinal construct and
the multitude of factors that influence the formation of attitudes, realizing this based on three
theoretical models of hierarchy of effects, AIDA (attention-interest-desire-action) DAGMAR
(Defining Advertising Goals for Measured Advertising Results) and ELM (Elaborated
Likelihood model) and a mathematical model derived from Game Theory.

In the AIDA model we explained in theory a sequence of four mental steps that a
consumer gets through from the moment he meets a brand for the first time in an advergame
and until when, after the virtual experience with the product during the game, he buys that
brand. The model explains how, using appropriate techniques based on specific characteristics
of the video game, advertisers can help consumers get through all four stages of
communication and finally buy the product met into an online game.

A more advanced version of this model and more complete is given by DAGMAR
Model (defining advertising goals for measuring advertising results) which, in addition to the
mental steps that the consumer gets through, it has another two phases: a preliminary phase

12



when are established the advertising goals (defining advertising goals) and a closing phase
(measuring advertising results) in which it is measured the effectiveness of the advertising
campaign based online gaming technology, starting from the objectives established initialy.

In the ELM model (Elaborate Likelihood Model) we have illustrated the formation of
attitudes towards brand based on two cognitive routes by which the advertising message
transmited using an online video game is processed: the central route, which deals with the
analytical processing of information and is based on reason and logical arguments, and
peripheral route, which deals with emotional processing and is based on intuition.

With the proposed mathematical model based on Cournot oligopolistic competition,
we explained how brands present in the virtual environment of a video game need to adjust
the volume of advertising inserts used, according to the total volume of publicity in the game
and the number of competing brands present in the same game. The proposed model shows
that in a dynamic competition brands that are present in the same video game can get
optimum benefit if they reach an equilibrium point where the number of advertising inserts
does not exceed the saturation level of the mind of the consumer, and in the competition are

not more than three brands.

In the Chapter 5 — “Romania consumer attitude towards advertising online video
games " we bring the personal contribution to knowledge by carrying out a research structured
in two main studies which investigated through qualitative and quantitative methods the
representativeness of elements which have influence on consumer attitudes, identified in the
documentation analysis, on consumers in Romania. These studies are detailed in the next

section of this summary.

PhD thesis concludes with Chapter 6 — “Conclusions, limitations and new research
directions” where summarized results and presented theoretical and managerial implications
of the work. Also, new research directions are proposed for the enrichment studies regarding
marketing communication based on online gaming technology, taking into account the limits

of current research.
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EMPIRICAL RESEARCH METHODOLOGY AND RESULTS

The essence of the work is the Chapter 5 which analyzes the elements that influence
the formation of consumer attitudes toward advertising based on Internet technology and
online video gaming. For a proper analysis of the subject studied we caried out two main
studies where we used both qualitative and quantitative research methods.

Using videogames in advertising is a relatively new practice. Previous studies
conducted by researchers from the international scientific community have shown that this
type of promotional campaigns are effective when advertisers acts on certain aspects of game
design that they can control. These issues can be grouped into six categories of items and
refers to the level of interactivity of the game, information about the brand, creating a good
and relaxing storyline, level of intrusion of commercials shown in the game, the game viral
features and games credibility as a support for brand message.

Based on these considerations, the qualitative study aim to check if the six elements
identified in the literature regarding the influence on consumer attitudes can be found at the
consumer level in Romania. The main objective of this study is therefore:

Objective: Identify the extent to which the six elements identified in the
international literature that influence consumer attitudes toward advertising in

online video games can be found in the population of Romania.

From the research point of view of the approach used in this study is based on the
exploratory inductive structure. This approach is needed for a more precise determination of
the problem and of the key variables for investiging in the following studie in this thesis.

Based on the six categories of factors that influence consumer attitudes towards
advertising in online video games that we identified in the documentation, we conducted two
complementary research studies. In these studies have sought to identify both qualitative and
quantitative methods, to what extent these elements are representative for the consumers in
Romania.

In the qualitative study, primary data were collected through in-depth interview
method, based on a semidirectiv questionnaire. The results of analysis of 10 interviews and
triangulation manual decoding process, I found the six factors and to consumers of Romania,

the data can be summarized as follows:
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1. Interactivity: The possibilities in creating unique and attractive messages offered by
online games causes many consumers to prefer this type of message presentation
compared to traditional promoting (5 of the 10 respondents);

2. Information: Games that can bring relevant information about a product are suitable
for promotion (4 of 10 respondents); Most of those who know about the promotion
through online games believes that the most appropriate information about a product is
through an advergame (6 of 10 respondents);

3. Relaxation: Some respondents said that online games provide opportunities for fun
and relaxation stronger than other types of media (6 of 10 respondents), while others
felt that current technology offers possibilities for fun at a level that can not be
matched by other forms of media (4 of 10 respondents);

4. Intrusion: Most of the respondents believe that they would be disturbed by the
presence of advertising in online games (8 of 10 respondents), but if the commercials
would be presented in a way that does not interrupt the game, the advertisements
would may be more easily accepted (4 of the 10 people interviewed);

5. Viral characteristics: This aspect is poorly represented; only a few respondents said
they were willing to share their experience of a video game with friends or family (3
of the 10 respondents);

6. Credibility: Interviewees believe that online games are suitable for promoting a
brand; advertisements found in games are as compelling as those in traditional formats

(6 of the 10 respondents).

Becouse of the qualitative nature of the study, this information can not be generalized

to consumers in Romania. As a result, we used a quantitative research to bring empirical

evidence on the representativeness of the six dimensions investigated.

Based on the literature review in quantitative research we wanted to identify the type

of relationship that is established between the six dimensions highlighted by previous

literature and consumer attitudes towards advertising in online video games, and the meaning

and intensity of this relation. This study seeks to ascertain whether the six characteristics that

influence consumer attitudes towards advertising in online games identified in the literature

and traced in the qualitative research can also be quantitatively found for consumers in

Romania. Based on this, the objective of this study can be described as follows:
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Objective: Identify the relationships between elements related to the
construction and features of the online game and consumer attitudes towards

advertising in online video games as well as their meaning and intensity.

In terms of the research approach used in this study we used a quantitative research
method based on a descriptive and conclusive structure of deductive type. For primary data
collection we used the method of online survey based on self-administered questionnaire
using a convenience sample selected for which respondents were contacted directly via e-mail.

Contacting participants was done by following the approach proposed by Dillman ef al.
(2009) who believes that sending personalized invitations to participate in the study and
contacting respondents repeatedly lead to a high rate of response, and invited people will be
more willing to participate in the investigation.

The questionnaire was constructed based on 20 statements about which respondents
were invited to express their opinion based on a Likert scale with seven points, where 1
represents total disagreement, and 7 total agreement. Data analysis was performed using

descriptive statistical techniques and factor analysis with SPSS (v.20).

For data analysis were performed using three types of statistical investigations:
1. Descriptive analysis of the data (20 items) aims to better understand attitudinal
characteristics of consumers, using for this purpose the mean, standard deviation,
coefficient of variation of standard deviation, absolute, relative and cumulative
frequencies, and skewness and kurtosis values;

2. Factor analysis of the data and:

- Preliminary analysis to verify the adequacy of the data to perform factori analysis.
For this we calculated the internal consistency using Cronbach alpha coefficient and
the sampling adequacy coefficient with Kaiser-Meyer-Olkin (KMO) and Bartlett's test
of sphericity.

- The actual factor analysis: we used the procedure ,,main components” in order to
identify the complete variable, which may be removed from the analysis and to reduce
the information that is analyzed, the factors being rotated through Varimax procedure.
3. Hypothesis testing

- Testing the relationship between variables was performed using Pearson and
Spearman correlation tests to identify the existence and the intensity of the correlation

16



between the observed data of two categories of variables whose values are normally
distributed.

- To identify the factors that influence consumer attitudes toward games with
advertising content we formulated six sets of statistical hypotheses which were tested

using linear regression, t-test and ANOVA.

Descriptive analysis of the data revealed several aspects of consumer attitudes towards
the six main aspects investigated: interactivity, information, relaxation, intrusion, viral
characteristics and credibility support. Globally, consumer attitudes towards advertising in
video games is favorable (score = 4.49)

Consumer attitude towards interactivity aspects of games that have advertising content
is generally favorable (score = 4.76). This shows that consumers generally assigned greater
importance related to game design elements relating to the construction of interfaces to virtual
characters and virtual objects in space, and a small importance to aspects related to the game
story.

Consumer attitude towards aspects of informative character of a game that contains
elements of advertising is generally neutral (score = 4.16). The results show that in general
consumers find it relevant that a game that has advertising content to provide information
about the advertised product, but this method is not very suitable for promotion to receive
such information. However, this type of promotion would not cause the consumer to buy the
product.

Consumer attitude to aspects of recreation and leisure opportunities offered by an
online game that contains elements of advertising is generally positive (score = 5.01).

Consumer attitude to issues related to the integration of advertising and its perceived
level of intrusion of advertising into the virtual environment of the game is positive (score =
5.94). This aspect shows that in general consumers consider it is important that the
advertisement does not distract the player from the game action, not to interrupt the normal
conduct of the game, and the product shown to have a strong thematic connection to the game.

Regarding the viral nature of an online game that has advertising content, there are
both people who have a positive attitude and negative attitude; the results can not be
synthesized as an indicator expressing the global attitude (score unrepresentative).Similarly,
there were consumers who felt that games can be a credible support for the message of the
brand, and consumers that found that this method of presentation has low credibility. In this
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case, the results could be summarized in the form of an indicator showing the overall attitude
level (score not representative).
Hypothesis testing was performed using linear regression test, T-test and ANOVA,

and the existence of the link between the tested variables was examined using Pearson (r)
and Spearman (7,) correlation coefficients.

The results highlighted several aspects:
-Interactive properties of a video game has an average influence on consumer attitudes
towards advertising in video games; consumer perception on this issue is different
among both men and women and people from different age groups.
- Consumer attitudes towards advertising online video games is influenced to a small
extent by the quality of information related to a particular brand or product that is
presented in such a game; consumers' perception on this issue is different among both
women and men and people of different age groups.
- Consumer attitudes is influenced to a small extent by the possibilities of relaxation
and leisure offered by an online game that has advertising content:
- Attitude is influenced in a small measure of entertainment possibilities
offered by an online game that has advertising content; there are
different attitudes among both men and women and people from
different age groups.
- Attitude is influenced in a small measure by the properties of a game
to be easy to play and accessible; in this respect there is no difference in
the perception of women and men, but there are significant differences
among people of different age groups.
- Consumer attitudes is influenced in a large measure by the intrusion of an
advertisement in an online video game that has advertising content; consumer
perception on this issue is different among both women and men, but not among
people in groups of different age.
- The attitude of consumers is influenced to a small extent by the viral character of an
online video game that has advertising content; consumer perception on this issue is
different among both men and women and people from different age groups.
- The attitude of consumers is influenced by the credibility of online games as a
support for brand messages; consumer perception on this issue is different among both

men and women and people from different age groups.
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The results of this study show that the six dimensions identified in the literature and in
the previous qualitative study, are also representative at quantitative level. These elements
have influence on romanian consumer attitudes on advertising through online video games.
Consumer attitude to advertising in online video games is generally favorable and is
influenced by aspects of construction and features of the online game like interactivity,
quality of information, opportunities for relaxation and recreation, the intrusive nature of the
advertisement, viral and credibility support. We also identified the existence of differences in
perception of these elements due to demographic issues, such as gender or age group which
includes consumer.

These results are consistent with other similar studies in the literature which have
highlighted the importance of interactive properties (van den Hoogen et al., 2008; van
Reijmersdal et al., 2010), the quality of the information offered (Wise et al., 2008; Pardun &
McKee, 2000), opportunities for recreation and entertainment (Youn & Lee, 2005; Taylor,
2009; Marti — Parrefio et al., 2013), intrusion level (Scharl et al., 2005; Klein, 2003), viral
aspect (Gurau, 2008; Waiguny et al., 2010) and video games credibility as a way of
transmiting the brand mesage (Fiore et.al., 2005; Ipe, 2008; Shih, 1998).

FINAL CONCLUSIONS

This research extends the work done so far on attitude formation and make
contributions to the understanding of the consumer's reaction and response to marketing
communications.The central point of interest is the impact that brand message conveyed to
the public through interactive games online, advergame type and in-game, has on consumer
attitudes toward the brand.

The purpose of this work is as a whole, to bring more knowledge regarding this new
technique of promoting, by detailing the elements, carcateristics, features, advantages and
disadvantages of online video games to achieve communication goals. This was achieved
through exposure made in Chapter 1 and Chapter 2 of the thesis, which explains the concepts
of advergame and in-game in the context of international video games market in connection
with the online environment and considering the particularities of consumer behavior on the

training attitude in the interactive environment.
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The second aim of this thesis was to assist in a better understanding of the functioning
of the promotion campaigns based on video games by describing mechanisms, specific
components and the relationship that is established between them. This has been achieved in
Chapter 3, where have been identified six important elements in determining the attitude
towards this type of promotion: computer components, source credibility, fun and relaxation
incorporated and irritability viral component and interactivity.These components are
important to understand the factors that influence the context of using online games and who
can act to influence this attitude.

In Chapter 4 of the paper we were able to capture the complexity and multiplicity of
factors that influence attitude formation, making it the basis of three theoretical models of
hierarchy of effects, AIDA (Alert interest-desire-action) DAGMAR (Defining Advertising
goals for measuring advertising results) and ELM (Elaboration Likelihood model) and a
mathematical model derived from Game Theory.

Based on the problems identified in the analysis of the documentation in the field, the
nature of consumer attitudes toward advertising in online games research Chapter 5 presents
two complementary studies investigating consumer attitudes towards this type of games.

Given the state of knowledge in the field of advertising in video games online in
Romania, research results make important contributions to enriching the education spectrum
advertising and the opening of new opportunities for future research. However, these results
can be used in future studies to substantiate our area and to improve promotion strategies of

firms in search of alternative communication campaigns.

Research implications

This paper addresses a relatively new problem in the field of marketing practices,
especially in brand communication, is an area of interest for both academia and business. In
this context, the results obtained in this paper presents several theoretical and practical
implications.They can be used in the future to substantiate new studies in the field and to
improve companies promotion plans in search of alternative communication campaigns.
Information provided contributes in many areas of scientific research in the disciplines of

marketing communication and those investigating consumer behavior. The research results
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have important implications both for using online games as an communication tool , and for

influencing consumer attitudes.

Theoretical Implications

The results obtained in this paper has several theoretical and practical implications,

this thesis making a significant contribution to the literature on consumer attitudes in Romania
to online video games that have advertising content.
The research makes significant contributions in three areas of knowledge. First, in the
marketing communications field the study makes contributions about advertising
communication through online video games, helping for a better understanding of the
strategies that can influence consumers' attitudes towards this promotion practice the brands
twho use it. Also, it brings contribution to the extent to which consumers seem willing to
accept this kind of advertising as an alternative way of receiving information about a
particular product or service.

Secondly, the paper brings a contribution to social sciences that are investigating
consumer behavior and has implication on theorie regarding attitude formation in interactive
environment.

In the end, the study contributes to the literature on interactive media, providing
information regarding the construction of online games and their particular characteristics,
such as telepresence and interactive online mediation.

This work has implications for both advertisers and other parties working in the field
of online advertising-based video game. The information provided may also be useful for
organizations that deal with other forms of media, seeking to supplement their more efficient
message delivery mode to compete with this new form of media promotion.

The three models of hierarchy of effects presented in this thesis, AIDA (Alert Interest-
Desire-Action) DAGMAR (Defining Advertising Goals for Measuring Advertising Results)
and ELM (Elaboration Likelihood Model) make an important theoretical contribution and
creates a context suitable for future research exploring how the use of brand communication
through online games are influential in shaping and changing consumer attitudes.

Proposed mathematical model inspired by game theory has important implications for

the strategic planning process; a company should choose a video game that contains a small
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number of advertisements or use an exclusive presence in a video game, for example in an

advergame or exclusive sponsorship of a video game using the method in-game promotion.

Managerial Implications

Previous literature has noted that two of the fundamental objectives of using online
games with advertising content are to positively influence consumers' attitudes toward the
brand and towards company image (Avery & Ferraro, 2000). Results from this study have
shown that to achieve these two primary objectives is necessary to incorporate a mix of
elements that address issues such as interactive properties, relevant information content,
issues involving recreation, low level of intrusiveness given by a subtile integration of the
advertisement into the game environment, aspects which enhance viral effects and elements
that help increasing the credibility of video games as a support for brand message.

Attitude towards this type of promotion has proven to be generally positive,
consumers with a favorable attitude toward aspects of interactivity, information, relaxation
and intrusive advertising. On matters such as viral characteristics and reliability of games that
support the message of the brand results were uncertain. However, the results confirmed a
significant links between these elements and consumer attitudes, but of medium intensity. The
results also indicated that the attitude to these matters is different for women and men, but
also among people belonging to different age groups.

These issues have managerial implications of several categories of people involved in
brand communication processes through video games. First, the results have direct relevance
for those involved in the creation of these games (Galician & Bourdeau, 2004 La Ferla &
Edwards, 2006), and the relationship between them and the advertisers. For those producing
the games, advertising agencies and rating services, the results indicate the need for a change
in how they work together to deliver games that incorporate content that will please users and
at the same time provide relevant brand information. Future strategies should cover all these
categories acting on the market and to benefit each participant.

Promoting the advantages of online video games depends on the ability to find
advertisers mix of these elements make the best value of the presented product.Considering,
however, that these issues affect a small proportion of consumer attitudes, advertisers in
Romania should use video games to introduce a new product or service in a way that
complements an extensive promotion campaigns.
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Limitations and future research

In general, empirical research implicitely involve a series of limitations, which is also
the case of this work. The results characterize people who were part of the sample and
therefore can not be extrapolated to the statistical population investigated, which in this case
are persons of Romanian nationality aged 15 to 45 years.

Folowing, we discussed the limitation of the selected research methodology and data
analysis methods used in the research field being offered proposals for future research.

A first limitation of the research carried out is given by the use of a non-probability
sampling method, which in this case was the convenience sampling based on the ,,snowball
method”. Besideds this, another limitation of the study is given by the using of the online
questionaire as the main tool for data collection. This instrument has by its nature a number of
limitations, such as not allowing the investigator can provide further explanation of the
participants. Future studies may investigate the matter by using different kind of tools to
gather data and to make comparisons between results obtained.

Another limitation of this research is given by the fact that the phenomena studied
were addressed in a cross-static which limits the angle from which the problem can be
understood. Future studies could address the dynamic methods to study consumer attitudes
regular short periods of time and focus on observing attitude differences arising on
amendment of the controllable factors. Hence an important future research direction that can
address the problem studied in a longitudinal manner, such as through the questionnaire at
regular intervals of time and observing the changes in consumer attitudes on brands that are
promoted in online games.

Another limitation comes from the fact that the results reflect the particular views of
respondents who were included in the study, which are subjectivity and their sincerity, aspects

that can not be measured or controlled.

The thesis addresses a new research topic, little explored by researchers in Romania,

but may become a central theme of interest in academic research and practical approaches.
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INTRODUCTION

New opportunities for communication, information and recreation of the online entail
significant changes in people's consumption and how they intend to use the technology.The
new posibilities of comunication, information and relaxation ofered by the online
environment. The new exchange relations are characterized by a much wider diversity of
supply and demand due to rising expectations from consumers who have become interested to
carry out activities in the online environment (Purcell, 2012). Communication patterns that
result from these changes have provided new possibilities for companies to reach their
customers and promote their brands and products.

Marketers interested in finding alternatives to traditional media felt that video games
have a great potential to transmit the advertisement in a form that has a stronger effect on
online consumers (Dawidowska, 2002). In the last decade, combining new technologies with
online video games have given rise to new opportunities for interaction between brand and
client become a practice increasingly used internationally (Gao et al., 2011). Joint promotion
techniques with video gaming technology has led to the two forms of online advertising:
advergames and in-game advertising.

An advergame is a video game built around a product or brand that orders or sponsors
that game, serving to promote that particular brand or product (Winkler & Buckner, 2006).
The advergaming concept can be understood as a form of interactive technology which uses
video games with specific embedded advertising messages in order to develop long lasting
relationships with consumers (Chen & Ringel, 2001). Advergame-Boying can be classified as
an unconventional form of marketing communication which integrates the principles of
advertising directly into computer games (Rehot, 2008). Also, it is an advertising concept that
uses Internet technology to implement viral marketing campaigns (Gurau, 2010).

In-game advertising represents inserting a brand into a story already built of a stand-
alone game created by a firm with the main purpose to entertain the user (Vedrashko, 2006).
In this way, advertisers can deliver messages through static or dynamic images and have the
opportunity to interact with their potential customers through the virtual image of the products,
through sound and image (Kempt, 2009). These inserts can take a static form, as in the case of
simple logos, billboards, banners and posters in the game, or a dynamic form, like interactive

panels, tools and weapons in the game, avatars or clothing for characters (Wise ef al., 2008).



Static in-game advertising is integrated into the computer or video game before start
selling it and does not allow further amendments (Grigorovici & Constantin, 2004). In
contrast, the dynamic in-game advertising is characterized by the fact that it can be renewed
each time the game is accessed from a PC or a console that is connected to the Internet (Mau
et al., 2008).

Previous studies consider in-game advertising as a form of product placement
(Vedrashko, 2006; Winkler & Buckner, 2006; Wise et al., 2008) or sponsorship (Cianfrone &
Zhang, 2009).

Researchers tend to believe that in-game advertising is an extended form of product
placement, where the desired meaning transfer occurs when consumers associate a
conditioned stimulus given by the brand with an unconditioned stimulus, given by the video
game (Winkler & Buckner, 2006). In this way, the combination of positive feelings during the
game transfer to the sponsor brand, resulting in a positive attitude towards that brand.

Sponsorships in-game are meet more often if the sports-themed video games, with a
high popularity because of the way in which visual effects that the action menus very similar
to how it is presented by television commercials dedicated to sports (Cianfrone & Zhang,
2009).

Many authors have found that video games are a medium through which the
advertisement may be more easily accepted by users, bringing numerous advantages (van
Reijmersdal et al., 2010). For brands promoted in this way benefits include developing a long-
term customer relationships (Chen & Ringel, 2001), a greater satisfaction for the customer
(gimberové, 2010), recall and recognition of the brand met in a game (Nelson, 2002, 2005;
Grigorovici & Constantin, 2004; Mallinckrodt & Mizerski, 2007; Wise et al., 2008),
favourable atitudes towards the brand (Mau et al., 2010; van Reijmersdal et al., 2010) and
purchase intentions (Burns, 2005; Lee ef al., 2009).

Being a new field, there are few studies to address the issue of advertising in video
games online in Romania. Most of the companies operating on this market are using mostly
traditional methods of promotion.

The use promotion through advergame and in-game inserts is little used in Romania,
and there are few issues that are known about the reactions and attitudes of consumers about
these types of brand messages. To adopt methods of promotion based on video games,

advertisers must first understand what are the issues that influence consumer attitudes towards



this type of promotion and that can cause them to agree to receive such messages from a

brand.

RESEARCH OBJECTIVES AND RELEVANCE

The thesis highlights current trends of developed promotion techniques used at global
level and modern techniques used in advertising. The need to adopt the advertising techniques
used in local landscape with those used at international level shows the importance they have
in the current economy, characterized by diversification in brand communication and
innovation of techniques used.

Development of economic landscape and numerous promotional techniques led to the
need to study new types of communication channels used for brand messages. In this context,
the relevance of implementing an innovative communication system in client-firm
relationship using interactive technology for transmiting advertising messages is a widespread
practice of marketing actions of advertisers worldwide.

The aim of this thesis is to bring a better understanding of embedded advertising in
online video games and attitudes that consumers have towards them. The information
provided can support companies that are searching for new and more effective ways of
promotion than traditional media, and assist managers in making decisions on the allocation
of budgets for promotion and use channels of communication with the public. Also, this
information may be useful for advertisers who want to better understand the value of this kind
of games for their marketing purposes. Finally, the information provided in the present thesis
can be useful for consumers that having access to more information about this new technique
may express their preference regarding the brand message delivery.

This paper aims to contribute to the information on promotion practices based on new
technology and media and to provide information necessary to the construction, funding and
implementation of new marketing strategies in brand communication. This paper extends the
work done so far on the formation of attitudes and make contributions to the understanding of
the consumer response to marketing communications. Based on these general considerations,

research conducted in this thesis follows three main directions:



1. Bibliographical study on the new context of online communication, interactive
technologies and promotion techniques based on video games technology is needed to
identify several issues of interest in this paper;

2. Development of two types of economic models used in advertising is necessary in
theory to explain the internal mechanisms of functional processes and type advergame
advertising and in-game

3. Empirical research by qualitative and quantitative methods is to explain certain
aspects of consumer attitudes towards online gaming technology.

The thesis deals with a specific topic in the field of marketing communication, aiming
at the establishment of the link between particular aspects of online gaming and interactive
media and consumer attitudes towards advertising based on online gaming technology. To
achieve this objective we have established four main secondary endpoints, defined as:

- Identify specific aspects of interactive media and how to integrate them into the

brand promotion plan;

- Identify the specific aspects of online video games that offer advertisers new

opportunities to achieve marketing goals;

- Identify the specific aspects of environment and interactive online games that have

influence on consumer attitudes;

- Highlighting the particular aspects of online video games with advertising

elements that can be used to understand the effects of advertising on consumers

and decision making regarding online video game advertising.

BRIEF OVERVIEW OF PH.D THESYS CHAPTERS

The thesis is divided into six chapters where the researched subject is addressed both
theoretically and in practice. In the first three chapters we present a theoretical perspective on
the particularities of the online environment, the attitude of consumers in this environment,
the video game market as a whole and the concepts on advertising in online games and forms
that it takes, advergames and in-game advertising. Chapter 4 presents at conceptual level a
number of models that describe the operation of online video game advertisements on

consumer attitudes, and Chapter 5 presents the methodology and the research conducted by



the author. Finally, in a separate chapter we present the conclusions, implications of the

research and future research directions in the form of Chapter 6.

Chapter 1 — “Communication in the online advertising and consumer behavior" as
introductory chapter, is an overview of the main concepts that we are working throughout the
thesis regarding online advertising, the Internet and the particularities of consumer attitudes
shaped by the interactive environment.

This chapter aims at defining the concepts related to the online environment, focusing
on the advantages and limitations of this environment and facilities it offeres compared to
other advertising media such as television and outdoor or print advertising. Defining attitude
in online environment and new-media communication has the purpose to shape the context
where occurs the online interaction between advertisers and their customers and to create a

theoretical framework for the research conducted in this thesis.

Chapter 2 — “Video games as a tool for online advertising" includes an overview of
the concepts used regarding video games, interactive media games, advergames and in-game
advertisements. To highlight the promotion technique based on online gaming technology, we
carry out a review of the characteristics, benefits, opportunities and risks of each method of
promotion based on video game technology as a tool in brand communication, decision
making strategic promotional mix and budget allocation, as well as advertising goals. The
purpose of this chapter is to provide a clear delineation of the concepts used and brings more
understanding of promotional techniques described. The concepts of advergame and in-game
are presented in the context of international market of video games, and are described in the
online context, taking into account the specificities related to the formation of attitudes in the
interactive environment.

To create an appropriate context for the research started in this work, in this chapter
we make a synthesis of information on the video game industry and interactive online market
size globally and in Europe, focusing on online gaming market realities in Romania. This
information provides a broad perspective on the dynamics and scale of the industry and
underlines the importance of research about advertising in video games and the purposes that
they can take in brand communication. The concepts presented highlight the interplay
between this market and advertising, which resulted in two major forms of video games that
contain advertising: advergames and in-game inserts. Detailed description of these new forms

10



of promotion is to highlight the global context in which they arose and developed, and the

economic and advertising importance that this type of games have got it in recent years.

Chapter 3 — “The influence of video games online advertisements on consumer
attitudes”, we summarize the elements that determine, shape and influence the formation of
attitudes in online and virtual environment and we focus on those specific items specific for
online gaming environment that have influence on consumer attitudes, based on the
information that the selected from secondary literature.

In this chapter we identified, based on the documentation of the literature in the field,
two types of studies. The first category addresses studies that have identified aspects which
influence consumer attitudes toward online promotion through video games addressing both
the construction and the particular game and online environment. The results of these studies
are grouped to form six categories of elements: interactivity, informative features, recreation
and relaxation characteristics, the level of intrusiveness of advertising, viral characteristics
and credibility of games as a support for brand message.

The second category of studies analyzed the direction of consumer attitudes toward
video games that have advertising content. Depending on the results obtained by the authors,
we have grouped these studies in three study groups.

Studies in the first group showed that in general people have a positive attitude
towards inserting advertisements in video games (Nelson, 2002; Nelson et al., 2004, Chaney
et al.,2004).

These results were supported by numerous other studies that followed (Lu, 2010; Wise
et al., 2008). Positive attitudes result from the integration of advertising into the game, which
is more acceptable than other traditional forms of promotion (Ipe, 2008). Also, information
provided by an advergame influence consumers' perception of the product, and they may find
it more attractive compared to the offer of the competition (Saadeghvaziri & Hosseini, 2011).

The second group of studies have contradicted these findings, arguing that in fact,
people have a negative attitude on commercials presented in games (Lehu, 2006). Many
studies have found that the presence of products in video games, especially when you do not
fit in the context of the game (Herandez ef al., 2004; Kiister et al., 2010) is considered an
intrusive advertising practices leading to generally negative attitudes from users (Friestad &

Wright, 1994; Nebenzahl & Jaffe, 1998; Mau et al., 2008).
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The third group of studies, less numerous, believes that people adopt a passive attitude
towards advertising in online games, and they are not particularly interested in or affected by

the advertisement received in this way (Marti — Parrefio et al., 2013; Matteo, 2008).

Chapter 4 — “Economic models used to understand the effects of advertising on
consumers and decision making of video game advertising online”, combines elements
determined in the previous chapter into theoretical attitudinal models that explain the
functionality and design of video games with advertising content. The first part explains the
formation of attitudes through advergames using as examples three models of hierarchy of
effects, and the second part describes the functioning of in-game advertising based on a model
of advertising competition inspired by Game Theory.

Throughout this chapter, based on the study of literature we have identified two
classes of economic models used to understand the effects of advertising on consumers and
decision making regarding advertising in online video game. Of these models, we selected
two types of models through which we aim to explain how advertising works in video games:
the hierarchy of effects models (Preston, 1982; Strong, 1925; Petty & Cacioppo, 1983;
Laczniak et al., 1989; Zaichkowsky, 1994; Andrew et al., 1990) and mathematical models
(Leitmann & Schmitendorf, 1978; Sethi, 1977; Fersthman, 1984; Jorjensen, 1999; Perloff,
2008).

In this context, we managed to capture the complexity of the attitudinal construct and
the multitude of factors that influence the formation of attitudes, realizing this based on three
theoretical models of hierarchy of effects, AIDA (attention-interest-desire-action) DAGMAR
(Defining Advertising Goals for Measured Advertising Results) and ELM (Elaborated
Likelihood model) and a mathematical model derived from Game Theory.

In the AIDA model we explained in theory a sequence of four mental steps that a
consumer gets through from the moment he meets a brand for the first time in an advergame
and until when, after the virtual experience with the product during the game, he buys that
brand. The model explains how, using appropriate techniques based on specific characteristics
of the video game, advertisers can help consumers get through all four stages of
communication and finally buy the product met into an online game.

A more advanced version of this model and more complete is given by DAGMAR
Model (defining advertising goals for measuring advertising results) which, in addition to the
mental steps that the consumer gets through, it has another two phases: a preliminary phase

12



when are established the advertising goals (defining advertising goals) and a closing phase
(measuring advertising results) in which it is measured the effectiveness of the advertising
campaign based online gaming technology, starting from the objectives established initialy.

In the ELM model (Elaborate Likelihood Model) we have illustrated the formation of
attitudes towards brand based on two cognitive routes by which the advertising message
transmited using an online video game is processed: the central route, which deals with the
analytical processing of information and is based on reason and logical arguments, and
peripheral route, which deals with emotional processing and is based on intuition.

With the proposed mathematical model based on Cournot oligopolistic competition,
we explained how brands present in the virtual environment of a video game need to adjust
the volume of advertising inserts used, according to the total volume of publicity in the game
and the number of competing brands present in the same game. The proposed model shows
that in a dynamic competition brands that are present in the same video game can get
optimum benefit if they reach an equilibrium point where the number of advertising inserts
does not exceed the saturation level of the mind of the consumer, and in the competition are

not more than three brands.

In the Chapter 5 — “Romania consumer attitude towards advertising online video
games " we bring the personal contribution to knowledge by carrying out a research structured
in two main studies which investigated through qualitative and quantitative methods the
representativeness of elements which have influence on consumer attitudes, identified in the
documentation analysis, on consumers in Romania. These studies are detailed in the next

section of this summary.

PhD thesis concludes with Chapter 6 — “Conclusions, limitations and new research
directions” where summarized results and presented theoretical and managerial implications
of the work. Also, new research directions are proposed for the enrichment studies regarding
marketing communication based on online gaming technology, taking into account the limits

of current research.
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EMPIRICAL RESEARCH METHODOLOGY AND RESULTS

The essence of the work is the Chapter 5 which analyzes the elements that influence
the formation of consumer attitudes toward advertising based on Internet technology and
online video gaming. For a proper analysis of the subject studied we caried out two main
studies where we used both qualitative and quantitative research methods.

Using videogames in advertising is a relatively new practice. Previous studies
conducted by researchers from the international scientific community have shown that this
type of promotional campaigns are effective when advertisers acts on certain aspects of game
design that they can control. These issues can be grouped into six categories of items and
refers to the level of interactivity of the game, information about the brand, creating a good
and relaxing storyline, level of intrusion of commercials shown in the game, the game viral
features and games credibility as a support for brand message.

Based on these considerations, the qualitative study aim to check if the six elements
identified in the literature regarding the influence on consumer attitudes can be found at the
consumer level in Romania. The main objective of this study is therefore:

Objective: Identify the extent to which the six elements identified in the
international literature that influence consumer attitudes toward advertising in

online video games can be found in the population of Romania.

From the research point of view of the approach used in this study is based on the
exploratory inductive structure. This approach is needed for a more precise determination of
the problem and of the key variables for investiging in the following studie in this thesis.

Based on the six categories of factors that influence consumer attitudes towards
advertising in online video games that we identified in the documentation, we conducted two
complementary research studies. In these studies have sought to identify both qualitative and
quantitative methods, to what extent these elements are representative for the consumers in
Romania.

In the qualitative study, primary data were collected through in-depth interview
method, based on a semidirectiv questionnaire. The results of analysis of 10 interviews and
triangulation manual decoding process, I found the six factors and to consumers of Romania,

the data can be summarized as follows:

14



1. Interactivity: The possibilities in creating unique and attractive messages offered by
online games causes many consumers to prefer this type of message presentation
compared to traditional promoting (5 of the 10 respondents);

2. Information: Games that can bring relevant information about a product are suitable
for promotion (4 of 10 respondents); Most of those who know about the promotion
through online games believes that the most appropriate information about a product is
through an advergame (6 of 10 respondents);

3. Relaxation: Some respondents said that online games provide opportunities for fun
and relaxation stronger than other types of media (6 of 10 respondents), while others
felt that current technology offers possibilities for fun at a level that can not be
matched by other forms of media (4 of 10 respondents);

4. Intrusion: Most of the respondents believe that they would be disturbed by the
presence of advertising in online games (8 of 10 respondents), but if the commercials
would be presented in a way that does not interrupt the game, the advertisements
would may be more easily accepted (4 of the 10 people interviewed);

5. Viral characteristics: This aspect is poorly represented; only a few respondents said
they were willing to share their experience of a video game with friends or family (3
of the 10 respondents);

6. Credibility: Interviewees believe that online games are suitable for promoting a
brand; advertisements found in games are as compelling as those in traditional formats

(6 of the 10 respondents).

Becouse of the qualitative nature of the study, this information can not be generalized

to consumers in Romania. As a result, we used a quantitative research to bring empirical

evidence on the representativeness of the six dimensions investigated.

Based on the literature review in quantitative research we wanted to identify the type

of relationship that is established between the six dimensions highlighted by previous

literature and consumer attitudes towards advertising in online video games, and the meaning

and intensity of this relation. This study seeks to ascertain whether the six characteristics that

influence consumer attitudes towards advertising in online games identified in the literature

and traced in the qualitative research can also be quantitatively found for consumers in

Romania. Based on this, the objective of this study can be described as follows:
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Objective: Identify the relationships between elements related to the
construction and features of the online game and consumer attitudes towards

advertising in online video games as well as their meaning and intensity.

In terms of the research approach used in this study we used a quantitative research
method based on a descriptive and conclusive structure of deductive type. For primary data
collection we used the method of online survey based on self-administered questionnaire
using a convenience sample selected for which respondents were contacted directly via e-mail.

Contacting participants was done by following the approach proposed by Dillman ef al.
(2009) who believes that sending personalized invitations to participate in the study and
contacting respondents repeatedly lead to a high rate of response, and invited people will be
more willing to participate in the investigation.

The questionnaire was constructed based on 20 statements about which respondents
were invited to express their opinion based on a Likert scale with seven points, where 1
represents total disagreement, and 7 total agreement. Data analysis was performed using

descriptive statistical techniques and factor analysis with SPSS (v.20).

For data analysis were performed using three types of statistical investigations:
1. Descriptive analysis of the data (20 items) aims to better understand attitudinal
characteristics of consumers, using for this purpose the mean, standard deviation,
coefficient of variation of standard deviation, absolute, relative and cumulative
frequencies, and skewness and kurtosis values;

2. Factor analysis of the data and:

- Preliminary analysis to verify the adequacy of the data to perform factori analysis.
For this we calculated the internal consistency using Cronbach alpha coefficient and
the sampling adequacy coefficient with Kaiser-Meyer-Olkin (KMO) and Bartlett's test
of sphericity.

- The actual factor analysis: we used the procedure ,,main components” in order to
identify the complete variable, which may be removed from the analysis and to reduce
the information that is analyzed, the factors being rotated through Varimax procedure.
3. Hypothesis testing

- Testing the relationship between variables was performed using Pearson and
Spearman correlation tests to identify the existence and the intensity of the correlation
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between the observed data of two categories of variables whose values are normally
distributed.

- To identify the factors that influence consumer attitudes toward games with
advertising content we formulated six sets of statistical hypotheses which were tested

using linear regression, t-test and ANOVA.

Descriptive analysis of the data revealed several aspects of consumer attitudes towards
the six main aspects investigated: interactivity, information, relaxation, intrusion, viral
characteristics and credibility support. Globally, consumer attitudes towards advertising in
video games is favorable (score = 4.49)

Consumer attitude towards interactivity aspects of games that have advertising content
is generally favorable (score = 4.76). This shows that consumers generally assigned greater
importance related to game design elements relating to the construction of interfaces to virtual
characters and virtual objects in space, and a small importance to aspects related to the game
story.

Consumer attitude towards aspects of informative character of a game that contains
elements of advertising is generally neutral (score = 4.16). The results show that in general
consumers find it relevant that a game that has advertising content to provide information
about the advertised product, but this method is not very suitable for promotion to receive
such information. However, this type of promotion would not cause the consumer to buy the
product.

Consumer attitude to aspects of recreation and leisure opportunities offered by an
online game that contains elements of advertising is generally positive (score = 5.01).

Consumer attitude to issues related to the integration of advertising and its perceived
level of intrusion of advertising into the virtual environment of the game is positive (score =
5.94). This aspect shows that in general consumers consider it is important that the
advertisement does not distract the player from the game action, not to interrupt the normal
conduct of the game, and the product shown to have a strong thematic connection to the game.

Regarding the viral nature of an online game that has advertising content, there are
both people who have a positive attitude and negative attitude; the results can not be
synthesized as an indicator expressing the global attitude (score unrepresentative).Similarly,
there were consumers who felt that games can be a credible support for the message of the
brand, and consumers that found that this method of presentation has low credibility. In this
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case, the results could be summarized in the form of an indicator showing the overall attitude
level (score not representative).
Hypothesis testing was performed using linear regression test, T-test and ANOVA,

and the existence of the link between the tested variables was examined using Pearson (r)
and Spearman (7,) correlation coefficients.

The results highlighted several aspects:
-Interactive properties of a video game has an average influence on consumer attitudes
towards advertising in video games; consumer perception on this issue is different
among both men and women and people from different age groups.
- Consumer attitudes towards advertising online video games is influenced to a small
extent by the quality of information related to a particular brand or product that is
presented in such a game; consumers' perception on this issue is different among both
women and men and people of different age groups.
- Consumer attitudes is influenced to a small extent by the possibilities of relaxation
and leisure offered by an online game that has advertising content:
- Attitude is influenced in a small measure of entertainment possibilities
offered by an online game that has advertising content; there are
different attitudes among both men and women and people from
different age groups.
- Attitude is influenced in a small measure by the properties of a game
to be easy to play and accessible; in this respect there is no difference in
the perception of women and men, but there are significant differences
among people of different age groups.
- Consumer attitudes is influenced in a large measure by the intrusion of an
advertisement in an online video game that has advertising content; consumer
perception on this issue is different among both women and men, but not among
people in groups of different age.
- The attitude of consumers is influenced to a small extent by the viral character of an
online video game that has advertising content; consumer perception on this issue is
different among both men and women and people from different age groups.
- The attitude of consumers is influenced by the credibility of online games as a
support for brand messages; consumer perception on this issue is different among both

men and women and people from different age groups.
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The results of this study show that the six dimensions identified in the literature and in
the previous qualitative study, are also representative at quantitative level. These elements
have influence on romanian consumer attitudes on advertising through online video games.
Consumer attitude to advertising in online video games is generally favorable and is
influenced by aspects of construction and features of the online game like interactivity,
quality of information, opportunities for relaxation and recreation, the intrusive nature of the
advertisement, viral and credibility support. We also identified the existence of differences in
perception of these elements due to demographic issues, such as gender or age group which
includes consumer.

These results are consistent with other similar studies in the literature which have
highlighted the importance of interactive properties (van den Hoogen et al., 2008; van
Reijmersdal et al., 2010), the quality of the information offered (Wise et al., 2008; Pardun &
McKee, 2000), opportunities for recreation and entertainment (Youn & Lee, 2005; Taylor,
2009; Marti — Parrefio et al., 2013), intrusion level (Scharl et al., 2005; Klein, 2003), viral
aspect (Gurau, 2008; Waiguny et al., 2010) and video games credibility as a way of
transmiting the brand mesage (Fiore et.al., 2005; Ipe, 2008; Shih, 1998).

FINAL CONCLUSIONS

This research extends the work done so far on attitude formation and make
contributions to the understanding of the consumer's reaction and response to marketing
communications.The central point of interest is the impact that brand message conveyed to
the public through interactive games online, advergame type and in-game, has on consumer
attitudes toward the brand.

The purpose of this work is as a whole, to bring more knowledge regarding this new
technique of promoting, by detailing the elements, carcateristics, features, advantages and
disadvantages of online video games to achieve communication goals. This was achieved
through exposure made in Chapter 1 and Chapter 2 of the thesis, which explains the concepts
of advergame and in-game in the context of international video games market in connection
with the online environment and considering the particularities of consumer behavior on the

training attitude in the interactive environment.
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The second aim of this thesis was to assist in a better understanding of the functioning
of the promotion campaigns based on video games by describing mechanisms, specific
components and the relationship that is established between them. This has been achieved in
Chapter 3, where have been identified six important elements in determining the attitude
towards this type of promotion: computer components, source credibility, fun and relaxation
incorporated and irritability viral component and interactivity.These components are
important to understand the factors that influence the context of using online games and who
can act to influence this attitude.

In Chapter 4 of the paper we were able to capture the complexity and multiplicity of
factors that influence attitude formation, making it the basis of three theoretical models of
hierarchy of effects, AIDA (Alert interest-desire-action) DAGMAR (Defining Advertising
goals for measuring advertising results) and ELM (Elaboration Likelihood model) and a
mathematical model derived from Game Theory.

Based on the problems identified in the analysis of the documentation in the field, the
nature of consumer attitudes toward advertising in online games research Chapter 5 presents
two complementary studies investigating consumer attitudes towards this type of games.

Given the state of knowledge in the field of advertising in video games online in
Romania, research results make important contributions to enriching the education spectrum
advertising and the opening of new opportunities for future research. However, these results
can be used in future studies to substantiate our area and to improve promotion strategies of

firms in search of alternative communication campaigns.

Research implications

This paper addresses a relatively new problem in the field of marketing practices,
especially in brand communication, is an area of interest for both academia and business. In
this context, the results obtained in this paper presents several theoretical and practical
implications.They can be used in the future to substantiate new studies in the field and to
improve companies promotion plans in search of alternative communication campaigns.
Information provided contributes in many areas of scientific research in the disciplines of

marketing communication and those investigating consumer behavior. The research results
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have important implications both for using online games as an communication tool , and for

influencing consumer attitudes.

Theoretical Implications

The results obtained in this paper has several theoretical and practical implications,

this thesis making a significant contribution to the literature on consumer attitudes in Romania
to online video games that have advertising content.
The research makes significant contributions in three areas of knowledge. First, in the
marketing communications field the study makes contributions about advertising
communication through online video games, helping for a better understanding of the
strategies that can influence consumers' attitudes towards this promotion practice the brands
twho use it. Also, it brings contribution to the extent to which consumers seem willing to
accept this kind of advertising as an alternative way of receiving information about a
particular product or service.

Secondly, the paper brings a contribution to social sciences that are investigating
consumer behavior and has implication on theorie regarding attitude formation in interactive
environment.

In the end, the study contributes to the literature on interactive media, providing
information regarding the construction of online games and their particular characteristics,
such as telepresence and interactive online mediation.

This work has implications for both advertisers and other parties working in the field
of online advertising-based video game. The information provided may also be useful for
organizations that deal with other forms of media, seeking to supplement their more efficient
message delivery mode to compete with this new form of media promotion.

The three models of hierarchy of effects presented in this thesis, AIDA (Alert Interest-
Desire-Action) DAGMAR (Defining Advertising Goals for Measuring Advertising Results)
and ELM (Elaboration Likelihood Model) make an important theoretical contribution and
creates a context suitable for future research exploring how the use of brand communication
through online games are influential in shaping and changing consumer attitudes.

Proposed mathematical model inspired by game theory has important implications for

the strategic planning process; a company should choose a video game that contains a small
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number of advertisements or use an exclusive presence in a video game, for example in an

advergame or exclusive sponsorship of a video game using the method in-game promotion.

Managerial Implications

Previous literature has noted that two of the fundamental objectives of using online
games with advertising content are to positively influence consumers' attitudes toward the
brand and towards company image (Avery & Ferraro, 2000). Results from this study have
shown that to achieve these two primary objectives is necessary to incorporate a mix of
elements that address issues such as interactive properties, relevant information content,
issues involving recreation, low level of intrusiveness given by a subtile integration of the
advertisement into the game environment, aspects which enhance viral effects and elements
that help increasing the credibility of video games as a support for brand message.

Attitude towards this type of promotion has proven to be generally positive,
consumers with a favorable attitude toward aspects of interactivity, information, relaxation
and intrusive advertising. On matters such as viral characteristics and reliability of games that
support the message of the brand results were uncertain. However, the results confirmed a
significant links between these elements and consumer attitudes, but of medium intensity. The
results also indicated that the attitude to these matters is different for women and men, but
also among people belonging to different age groups.

These issues have managerial implications of several categories of people involved in
brand communication processes through video games. First, the results have direct relevance
for those involved in the creation of these games (Galician & Bourdeau, 2004 La Ferla &
Edwards, 2006), and the relationship between them and the advertisers. For those producing
the games, advertising agencies and rating services, the results indicate the need for a change
in how they work together to deliver games that incorporate content that will please users and
at the same time provide relevant brand information. Future strategies should cover all these
categories acting on the market and to benefit each participant.

Promoting the advantages of online video games depends on the ability to find
advertisers mix of these elements make the best value of the presented product.Considering,
however, that these issues affect a small proportion of consumer attitudes, advertisers in
Romania should use video games to introduce a new product or service in a way that
complements an extensive promotion campaigns.
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Limitations and future research

In general, empirical research implicitely involve a series of limitations, which is also
the case of this work. The results characterize people who were part of the sample and
therefore can not be extrapolated to the statistical population investigated, which in this case
are persons of Romanian nationality aged 15 to 45 years.

Folowing, we discussed the limitation of the selected research methodology and data
analysis methods used in the research field being offered proposals for future research.

A first limitation of the research carried out is given by the use of a non-probability
sampling method, which in this case was the convenience sampling based on the ,,snowball
method”. Besideds this, another limitation of the study is given by the using of the online
questionaire as the main tool for data collection. This instrument has by its nature a number of
limitations, such as not allowing the investigator can provide further explanation of the
participants. Future studies may investigate the matter by using different kind of tools to
gather data and to make comparisons between results obtained.

Another limitation of this research is given by the fact that the phenomena studied
were addressed in a cross-static which limits the angle from which the problem can be
understood. Future studies could address the dynamic methods to study consumer attitudes
regular short periods of time and focus on observing attitude differences arising on
amendment of the controllable factors. Hence an important future research direction that can
address the problem studied in a longitudinal manner, such as through the questionnaire at
regular intervals of time and observing the changes in consumer attitudes on brands that are
promoted in online games.

Another limitation comes from the fact that the results reflect the particular views of
respondents who were included in the study, which are subjectivity and their sincerity, aspects

that can not be measured or controlled.

The thesis addresses a new research topic, little explored by researchers in Romania,

but may become a central theme of interest in academic research and practical approaches.

23



REFERENCES

Books and articles in journals

10.

11.

12.

13.

14.

15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

Aaker, D.A., Stayman, D.M. & Hagerty, M.R., (1986), Warmth in Advertising: Measurement, Impact, and
Sequence Effects, Journal of Consumer Research, 12 (4), 365-81.

Aaker, D. A., (1996), Measuring brand equity across products and markets. California Management Review, 38(3),
102-120.

Aaker D.A, Kumar V. & Day G.S. (2005), Marketing Research. Eight Edition. Danvers: John Wiley & Sons.
Abrudan, M., (2009), In-game advertising , in volumul PR, Publicitate si New Media, coordonat de Delia Cristina
Balaban, loana lancu, Radu Meza, Grup Editorial Tritonic, Bucuresti

Ajzen, 1. (1985), From intentions to actions: A theory of planned behaviour, J. Kuhl & J. Beckmann (Eds.), Action
control: From cognition to behaviour, Berlin: Springer—Verlag, pp. 11-39.

Allen, E.,Seaman, C. A. (2007) Likert Scales and Data Analyses, Quality Progress, 40: 64-65.

Allport, G.W. (1935), Handbook of Social Psychology, Murchison: Clark University Press Mass.

Alvy, L., Calvert, S. (2008) Food marketing on popular children’s websites: a content analysis, American Dietetic
Association, 108 (4): 710-713.

Alwitt, L.F. & Prabhaker P.R. (1992), Functional and Belief Dimensions of Attitudes to Television Advertising:
Implication for Copytesting, Journal of Advertising Research, 32, (5), 30-42.

Alwitt, L.F. & Prabhaker, P.R. (1994), Identifying Who Dislikes Television Advertising: Not By Demographics
Alone, Journal of Advertising Research, 34, (6), 17-29.

Anderson, C.A., & Bushman, B.J. (2001), Effects of violent video games on aggressive behaviour, aggressive
cognition, aggressive affect, physiological arousal, and prosocial behaviour: A meta-analytic review of the
scientific literature, Psychological Science, Vol. 12, Iss. 5, pp. 353-359

Anderson, C.A., Gentile, D.A., & Buckley, K.E. (2007), Violent Video Game Effects on Children and Adolescents:
Theory, Research and Public Policy , Oxford University Press, Oxford

Andrews, J. C., Durvasula, S. & Akhter, S. H. (1990), A framework for conceptualizing and measuring the
involvement construct in advertising research, Journal of Advertising (19), pp. 27-40.

Aoyama, Y., Izushi, H. (2006) Industry evolution and cross-sectoral skill transfers: A comparative analysis of the
video game industry in Japan, the United States, and the United Kingdom, Environment and Planning, 38(10):
1843-1861.

Apperley, T. H. (2006) Genre and game studies: Toward a critical approach to video game genres, Simulation &
Gaming, 37(1): 6-23.

Argan, M. (2007), Audience Attitudes Towards Product Placement in Movies: a Case from Turkey, Journal of
American Academy of Business, 11 (1), 161-167.

Armstrong, J. S., Morwitz, V. G., & Kumar, V. (2000), Sales forecasts for existing consumer products and services:
Do purchase intentions contribute to accuracy?, International Journal of Forecasting, 16, 383—397.

Asim, M. & Y. Hashim, (2005), E-Loyalty Companies secret weapon on the web, in Business Administration and
Social Science, Lulea University of Technology.

Bain, J.S., (1956), Barriers to New Competition: Their Character and Consequences in Manufacturing Industries,
Harvard University Press, Cambridge.

Balaban, D.C., ( 2009) Publicitatea — De la planificare strategica la implementare media, Collegium, Polirom,
Bucuresti.

Bambauer, S. (2006), Effects of brand placement in PC/ video games on the change of the attitude toward the
advertised brand, in Proceedings of the 2006 Summer Marketing Educators' Conference, Chicago: American
Marketing Association, pp. 231-240.

Barabara ,Kaye, Medoff, Norman (2001) Just A Click Away: Advertising on the Internet. Massachusetts, Allyn and
Bacon.

Barry, T. E. (1987) The Development of the Hierarchy of Effects: An Historical Perspective, in Current Issues and
Research in Advertising, vol. 10, Issue 2 J. H. Leigh and C. R. Martin, Jr., eds., University of Michigan, Ann Arbor,
M1, pp. 251-295.

Bati, U. & Atici, B. (2010), The Effects Of Advergames Towards Brand Attitudes On Turkish Youth, Proceedings
of EDULEARN 10 Conference, 5th-7th July 2010, Barcelona, Spain.

Batra, R., Ray M., (1985) How advertising works at contact, In: L.F. Alwitt and A.A. Mitchell, eds., Psychological
processes and advertising effects: Theory, research and Application, Hillside, NJ: Lawrence Erlbaum Associates,
pp-13-43.

Baumann, S. & Sayette, M.,(2006) Smoking cues in a virtual world provoke craving in cigarette smokers,
Psychology Addict Behavior, 20(4): p. 484 — 9.

Bavelier, D., and Green, C. (2003), ‘Action video game modifies visual selective attention,” Nature, Vol. 423, Iss.
6939, pp. 534-537.

24



28.
29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.
40.

41.
42.
43,
44,
45,
46.
47.
48.
49.
50.
51.
52.
53.
54,
55.
56.
57.
58.

59.
60.

61.

62.

63.

64.

Bearden, W.O., Ingram, T.N. and Laforge, R.W, (1995), Marketing Principles and Perspectives, Chicago: Irwin.
Becker, G.S., & Murphy, K.M. (1993), A simple theory of advertising as a good or bad, The Quarterly Journal of
Economics, 108, 941-964.

Belch, G.E., & Belch, M.A. (2001), Advertising and Promotion: An Integrated Marketing Communications
Perspective, Sthinternational Ed, McGraw Hill, United States.

Belch, G.B. and Belch M.A (2004). Advertising and promotion: an integrated marketing communication
perspective.Boston, MA: McGraw-Hill.

Bell, S. (1996), Learning with information systems: Learning cycles in information systems development. New
York: Routledge.

Bell, J, (2010), Doing Your Research Project: A Guide for First Time Researchers in Education, Health and Social
Science, Fifth Edition, p. 43.

Bellman, S., Schweda, A., & Varan, D. (2009), A Comparison of Three Interactive Television Ad Formats, Journal
of Interactive Advertising, 10 (1), 14-34.

Bemmaor, A. C. (1995), Predicting behaviour from intention-to-buy measures: The parametric case, Journal of
Marketing Research, 32, 176—191.

Benjamin, T. (2010) eGames: Is imagination the forgotten ingredient?, Computers in Human Behavior, 26: 296-
301.

Bennett, R. (1999), Sports Sponsorship, Spectator Recall and False Consensus, European Journal of Marketing,
33(3/4),291-313.

Berg, B.L. (2001), Qualitative Research Methods For The Social Sciences, California Stole University, Long
Beach , Allyn and Bacon Eds, Fourth Edition

Bergeron, B.P. (2006) Developing Serious Games, Hingham, Mass.: Charles River Media.

Berkowitz, E.N., Kerin, R.A Hartley, S.W. & Rudelius, W. (2000), Marketing, 6m Edition, Boston: Irwin,
McGraw-Hill.

Berkman, Harold, W., Lindquist Jay D., & Sirgy Joseph, M. (1996), Consumer behavior, Chicago: NTC Business
Book.

Bierly, C., McSweeney, F.K., & Vannieuwkerk, R. (1985), Classical conditioning of preferences for stimuli,
Journal of Consumer Research, Vol. 12, Iss. 3, pp. 316-323.

Biocca, F. & B. Delaney, (1995) Immersive virtual reality technology, in Communication in the age of virtual
reality, L F.B.M.R. Levy, Editor., Lawrence Erlbaum Associates: Hillsdale, NJ.

Biocca, F., (1997), The cyborg’s dilemma: Progressive embodiment in virtual environments. Journal of Computer-
Mediated Communication.

Bird, S., Nicholls, G., White, E. (1995) An Overview of the Research Methodologies available to the Occupational
Therapist and an Outline of the Research Process, British Journal of Occupational Therapy, 58 (12) December.
Bloch, P. H. (1984), Product involvement as leisure behaviour, Advances in Consumer Research, 11, 197-202.
Bogost, 1. (2007) Persuasive Games: The Expressive Power of Videogames. Cambridge, MA: MIT Press.

Bolter, J. D., Grusin, R. (1999) Remediation: Understanding new media. Cambridge, MA: The MIT Press.

Bongard, J. (2003) Werbewirkungsforschung, Grundlagen-Probleme-Ansétze,Lit-Verlag.

Bovee, C., Thill,J., Dovel,G., & Wood, M. (1995) Advertising Excellence, McGraw Hill, New York, New York.
Brennan, 1., Dubas, K.M. & Babin, L.A. (1999) The Influence of Product-Placement Type and Exposure Time on
Product-Placement Recognition, International Journal of Advertising, 18 (3), 323-38.

Brow, J.D. (2011) Likert items and scales of measurement?, SHIKEN: JALT Testing & Evaluation SIG Newsletter,
15(1):10-14.

Brown RB, (2006), Doing Your Dissertation in Business and Management: The Reality of Research and Writing,
Sage Publications.

Bruner, G.C., Kumar, A. (2000) Web Commercials and Advertising: Hierarchy Of Effects, Journal of Advertising
Research, 40: 35-42.

Buhalis, D., & Law, R., (2008), Progress in information technology and tourism management:20 years on and 10
years after the Internet—the state of eTourism research, Tourism Management 29 (4), 609-623.

Campbell, M.C. & Goodstein, R. C., (2001), The Moderating Effect of Perceived Risk on Consumers' Evaluations
of Product Incongruity: Preference for the Norm, Journal of Consumer Research, 28 (3), 439-449.

Cénovas, J.S., Puu, T. & Ruiz, M. (2008), The Cournot-Theocharis problem reconsidered, Chaos, Solitons and
Fractals, No. 37, p. 1025-1039.

Carnagey, N.L., Anderson, C.A., & Bushman, B.J. (2007), The effect of video game violence on physiological
desensitisation to real-life violence, Journal of Experimental Social Psychology, Vol. 43, Iss. 3, pp. 489-496.
Caruana, A. (2007), Marketing Research, Lecture notes, Universita della Svizzera italiana. Lugano.

Cauberghe, V., & De Pelsmacker, P. (2010), Advergames: The impact of brand prominence and game repetition on
brand responses, Journal of Advertising, 39(1), 5-18.

Cellini, R., Lambertini, L. & Mantovani, A. (2008), Persuasive advertising under Bertrand competition: A
differential game, Operations Research Letters , 36, 381-384.

Cellini, R. & Lambertini, L. (2003), Advertising in a Differential Oligopoly Game, Journal of Optimization Theory
and Applications, Vol. 116, No. 1, pp. 61-81.

Chandon, P., Morwitz, V. G. & Reinartz, W. J. (2005), Do intentions really predict behaviour? Self-generated
validity effects in survey research, Journal of Marketing, 69: 1-14.

Chang, Y., Yan, J., Zhang,J. & Luo, J. (2010), Online In-Game Advertising Effect: Examining The Influence Of A
Match Between Games And Advertising, Journal of Interactive Advertising, Vol 11 No 1, pp. 63-73.

25



65.

66.

67.

68.

69.

70.

71.

72.

73.

74.

75.

76.

71.

78.

79.

80.
81.

82.

83.

84.
85.

86.
87.
88.
89.

90.
91.

92.

93.

94.

95.

96.

97.
98.

99.

Chaney, [.M., Lin, K., & Chaney, J. (2004), The Effect of Billboards within the Gaming Environment, Journal of
Interactive Advertising, vol. 5, no. 1.

Chen, Q.,Griffith, D.A. & Shen, F. (2005), The Effects of Interactivity on Cross-Channel Communication
Effectiveness, Journal of Interactive Advertising, 5(2): p..30-44.

Cheung, C.M.K., Zhu, L., Kwong, T., Chan, G.W.W., Limayem, M. (2003) Online consumer behavior: a review
and agenda for future research, Proceedings of the 16th Bled eCommerce Conference, Bled, 9-11 June.

Childers, T.L., Carr, C.L., Peck, J. & Carson, S. (2000). Hedonic and Ultilitarian Motivations for Online Retail
Shopping Behavior. Journal of Retailing, 77(4), 511- 535.

Chitty, W., Barker, N., & Shimp, T.A. (2005), Integrated Marketing Communications, IstPacific Rim Ed,
Thomson, South Melbourne.

Cho, C.H. (1999), How advertising works on the WWW: Modified Elaboration Likelihood Model, Journal of
Current Issues and Research in Advertising, 21: 33-50.

Choi, Y.K., G.E. Miracle, & Biocca,F. (2001), The Effects of Anthropomorphic Agents on Advertising
Effectiveness and the Mediating Role of Presence, Journal of Interactive Advertising, 2(1): p. 3-21.

Cheong, Y., De Gregorio, F., Kim, K. (2010) The Power of Reach and Frequency In the Age of Digital Advertising,
Journal Of Advertising Research, 50(4): 403-415.

Churchill, G.A.& lacobucci D. (2005), Marketing Research: methodological foundations. Versailles, KY:
QuebcorWorld.

Cianfrone, B.A., Zhang, J.J. (2009) Sport Video Game Sponsorships and In-Game Advertising, In Digital Sport for
Performance Enhancement and Competitive Evolution: Intelligent Gaming Technologies, ed. Nigel Pope, Kerri-
Ann L. Kuhn and John J.H. Forster, 286-298, IGI Global.

Clawson, C. J. (1971), How useful are 90 day purchase probabilities?, Journal of Marketing, No 35: 43—47.
Cobb-Walgren, C.J., Ruble, C.A. & Donthu, N. (1995), Brand Equity, Brand Preference, and Purchase Intent,
Journal of Advertising, 24 (3), 25-40.

Cook, D.L. & Coupey, E. (1998), Consumer Behavior and Unresolved Regulatory Issues in Electronic Marketing,
Journal of Business Research, 41(3), pp. 231 - 238.

Cooper L.G. (1983) A Review of Multidimensionnal Scaling in Marketing Research, Applied Psychological
Measurement, 7: 427-450.

Colley, R.H., (1961) Defining Advertising Goals for Measured Advertising Results, Association for National
Advertisers, New York.

Comanor, W.S. & Wilson, T.A. (1974), Advertising and Market Power, Harvard University Press, Cambridge.
Comer, D.R. (2001), Not just a Mickey Mouse exercise: Using Disney's The Lion King to teach leadership, Journal
of Management Education, Vol. 25, Iss. 4, pp. 430-436.

Cotting, P. (2007), Sponsoring and Event Management, Lecture notes. Universita della Svizzera italiana (USI),
Lugano.

Coyle, J. R., & Thorson, E. (2001), The Effects of Progressive Levels of Interactivity and Vividness in Web
Marketing Sites, Journal of Advertising, 30(3), 65-78.

Cox, J.& Dale, B.G., (2001), Service quality and e-commerce: an exploratory analysis Managing Service Quality.
Creusen M.E.H., J.P.L. Schoormans (1997) The nature of differences between similarity and preference judgements,
a replication with extension, International Journal of Marketing Research, 14: 81-87.

Crotty, M. (1998), The foundations of social research: meaning and perspective in the research process, St
Leonards, NSW: Allen & Unwin.

Csikszentmihalyi, M. (1991) Flow: The Psychology of Optimal Experience, Harper Perennial, New York.
Cunliffe, D., (2000), Developing usable websites—a review and model, InternetResearch 10 (4),295-308.

Dahl, S., Eagle, L. & Baez, C. (2009), Analyzing advergames: active diversions or actually deception, An
exploratory study of online advergames content, Young Consumers, 10 (1), 46-59.

Dawidowska, K. (2002), Surfing 9-to-5, in American Demographics, vol. 24, no.5, p.20.

De Liu, S.V.(2010) Information Asymmetry and Hybrid Advertising, Robert H. Smith School Research Paper,
06:139.

Deal, D. (2005) The Ability of Branded Online Games to Build Brand Equity: An Exploratory Study, Paper
presented at the DIGRA 2005: Changing Views: Worlds in Play,Vancouver, Canada.

Dempsey, J. V., Haynes, L. L., Lucassen, B.A., Casey, M. S. (2002) Forty simple computer games and what they
could mean to educators, Simulation & Gaming, 33(2): 157-168.

Denzin, N., & Lincoln, Y. (2000), The Discipline and Practice of Qualitative Research, In N. Denzin & Y. Lincoln
(Eds.), Handbook of Qualitiative Research (second ed., pp. 1 -28). California: Sage Publications.

Dickey, M.D.,(2005), Engaging By Design: How Engagement Strategies in Popular Computer and Video Games
Can Inform Instructional Design, ETR&D, 53(2): p. 67-83.

Dillman, D. A., Smyth, J. D., & Christian, L. M. (2009) Mail and Internet Surveys: The Tailored Design Method,
Third edition, New York: John Wiley and Sons.

Dixit, A. (1979) A model of duopoly suggesting a theory of entry barriers, Bell Journal of Economics, 10(1): 20-32.
Dockner, E.J., Jorgensen, S., Van Long, N..& Sorger, G. (2000) Differential Games in Economics and
Management Science, Cambridge University Press, Cambridge, England.

Draper, J.V., Kaber,D.B., & Usher,J.M.,,(1999) Speculations on the Value of Telepresence, CyberPsychology &
Behavior.

100. Dubois, P.L, & Jolibert, A. (1989), Marketing teorie si practicd, volumul 1, Ed. Economica, Cluj-Napoca.
101. Ducoffe, R.H. (1996) Advertising Value and Advertising on The Web, Journal of Advertising Research, 21-35.

26



102.

103.

104.
105.

106.

107.

108.

109.

110.

111.

112.

113.

114.
115.

116.
117.

118.

119.

120.

121.

122.
123.

124.
125.

126.

127.

128.

129.

130.

131.

132.

133.

134.

135.

136.

Duke, C.R., & Carlson, L. (1993), A conceptual approach to alternative memory measures for advertising
effectiveness, Journal of Current Issues and Research in Advertising, Vol. 15, Iss. 2, pp. 1-14.

Edwards, S. M., Li, H., Lee, J.-H. (2002) Forced exposure and psychological reactance: Antecedents and
consequences of the perceived intrusiveness of pop-up ads, Journal of Advertising, 31(3): 83-96.

Eisenmann, T., (2002), Internet Business Models — Text and Cases, McGraw-Hill New York,

Ellman, M., & Germano, F. (2009), What do the papers sell? A model of advertising and media bias, The
Economic Journal, 119, 680-704.

English, H.B., & English, C.A., (1968), A comprehensive Dictionary of Psychological and Psychoanalitic Terms: a
Guide to Usage, New-York, Mac Kay.

Erickson, G.M. (1985), A Model of Advertising Competition, Journal of Marketing Research, Vol. 22, pp. 297—
304.

Erickson, G.M. (1995), Differential game models of advertising competition, European Journal of Operational
Research, No 83, pp. 431-438.

Esterby-Smith, M., Thorpe, R., & Lowe, A. (2004) , Management Research, Second Edition E., London:Sage
Publication.

Evans, G. (1997) Red Ink: The Budget, Deficit, and Debt of the U.S. Government, Academic Press, ISBN 0-12-
224080-3.

Fazio, R. H., & Zanna, M. P., (1981) Direct experience and attitude - behaviour consistency, L. Berkowitz (Ed.),
Vol. Advances in experimental social psychology, Vol. 14, pp. 161-202, New York: Academic Press.

Feichtinger, G. (1983) The Nash Solution of an Advertising Differential Game: Generalization of a Model by
Leitmann and Schmitendorf, /[EEE Transactions on Automatic Control, Vol. 28, p. 1044—1048.

Feichtinger, G., Hartl, R.E., Sethi, S.P. (1994) Dynamic Optimal Control Models in Advertising: Recent
Developments, Management Science, Vol. 40, pp. 195-226.

Ferrazzi, K., Chen, J., Li, Z. (2003) Playing games with customers, Harvard Business Review, 81(4): 21.

Ferber, R., Piskie, R. A. (1965) Subjective probabilities and buying intentions, Review of Economics and Statistics,
47:322-325.

Fershtman, C. (1984) Goodwill and Market Shares in Oligopoly, Economica, Vol. 51, pp. 271-282.

Fiore, A M.,Kim,J., & Lee,H.-H., (2005), Effect of image interactivity technology on consumer responses toward
the online retailer, Journal of Interactive Marketing.

Fishbein, M., & Ajzen, I .,(1975), Belief, Attitude, Intention and Behavior: an Introduction to Theory and Research,
Reading, MA: Addison-Wesley Publishing Company.

Friedman, L. (1957) The Allocation of advertising expenditures, presented at the Twelfth National Meeting of the
Operations Research Society of America, Pittsburgh.

Friestad, M., & Wright, P. (1994) The persuasion knowledge model: How people cope with persuasion attempts,
Journal of Consumer Research, 21(1), 1-31.

Friestad, M., & Wright, P. (1995) Persuasion knowledge: Lay people’s and researchers’ beliefs about the
psychology of advertising, Journal of Consumer Research, 22(1), 62-74.

Fricker, R.D.Jr, Schonlau, M. (2001) Conducting Research Surveys via E-mail and the Web, RAND Publications.
Fricker, R.D.Jr, Schonlau, M. (2002) Advantages and Disadvantages of Internet Research Surveys: Evidence from
the Literature, Field Methods- RAND Publications, Vol.14 No.4, 347-367.

Fox, Robert (1999) News Tracks, Communications of the ACM, 42(5), 9-10.

Funk, J.B., Baldacci, H.B., Pasold, T., Baumgardner, J. (2004) Violence exposure in real-life, video games,
television, movies, and the internet: is there desensitization?, Journal of Adolescence, 27:23-39.

Funk, J.B., & Buchman, D.D. (1996), Playing violent video and computer games and adolescent self-concept,
Journal of Communication, Vol. 46, Iss. 2, pp. 19-32.

Galician, M., & Bourdeau, P.G. (2004), The evolution of product placements in Hollywood cinema: Embedding
high-involvement ‘heroic’ brand images, Journal of Promotion Management, Vol. 10, Iss. 1/2, pp. 15-36.

Gao, J., Sheng, B., Chang, L. & Shim, S. (2011) Online Advertising - Taxonomy and Engineering Perspectives,
San Jose State University.

Garris, R., Ahlers, R., Driskell, J. E. (2002) Games, motivation, and learning: a research and practice model,
Simulation & Gaming, 33(4): 441-467.

Gee, J.P. (2003), What Video Games Have to Teach us About Learning and Literacy, New York: Palgrave
Macmillan.

Gentile, D.A., & Stone, W. (2005), Violent video game effects on children and adolescents: A review of the
literature, Minerva Pediatrics, Vol. 57, Iss. 6, pp. 337-358.

Gillen, M.(1995), Reclamele incep sa apara in jocurile pe CD-Romuri, Billboard, Vol. 107, Issue, din baza de date
Business Source Premier.

Gordon, M., De Lima-Turner, K. (1997) Consumer Attitudes Towards Internet Advertising - a Social Contract
Perspective, International Marketing Review, 14(5): 362-375.

Gorn, G.J. (1982), The effects of music in advertising on choice behaviour: A classical conditioning approach,
Journal of Marketing, Vol. 46, Iss. 1, pp. 94-101.

Gould, S. J., Pola B.G., & Grabner-Krauter, S.( 2000) Product Placements in Movies: A Cross- Cultural Analysis
of Austrian, French and American Consumers' Attitudes Toward This Emerging, International Promotional
Medium, Journal of Advertising, vol.29, no.4: 41-58.

Gotlieb, J.B.,& Sarel, D. (1991) Comparative Advertising Effectiveness: The Role of Involvement and Source
Credibility, Journal of Advertising, 20 (1), 38-45.

27



137.

138.

139.

140.

141.

142.

143.

144.

145.

146.

147.
148.

149.

150.

151.

152.

153.

154.

155.

156.

157.

158.

159.

160.

161.

162.

163.

164.

165.

166.

167.

Granbois, D., & Summers, J. O. (1975), Primary and secondary validity of consumer purchase probabilities,
Journal of Consumer Research, 1: 31-38.

Griffith, M. D., Davies, M. N. O., & Chappell, D. (2003), Breaking the stereotype: The case of online gaming,
Cyber Psychology & Behaviour, 6(1), 81-91.

Griffith, D.A., & Chen,Q., (2004) The Influence of Virtual Direct Experience (VDE) on On-Line Ad Message
Effectiveness, Journal of Advertising.

Grodal, T. (2000) Video games and the pleasures of control, in D. Zillman & P. Vorderer (Eds.), Media
entertainment: The psychology of its appeal (pp. 197-214), Mahwah, NJ: Lawrence Erlbaum.

Guba, E. G., Lincoln, Y. S. (1994) Competing paradigms in qualitative research, In N. K. Denzin & Y. S. Lincoln
(Eds.), Handbook of qualitative research, 105-117, Thousand Oaks, CA: Sage Publications.

Gupta, P.B., & Gould S.J. (1997) Consumers’ Perceptions of Ethics and Acceptability of Product Placements in
Movies: Product Category and Individual Differences, Journal of Current Issues and Research in Advertising, 19
(1), 37-50.

Gupta, P. B., Balasubramanian, S. K., Klassen, M. L. (2000) Viewers' evaluations of product placements in movies:
Public policy issues and managerial implications, Journal of Current Issues and Research in Advertising, 22(2):
41-52.

Gurau, C. (2008) The influence of advergames on players’ behaviour: An experimental study, Electronic Markets,
18(2): 106-111.

Gurau, C. (2010), Advergames: Characteristics, limitation and potential, The Journal of the Faculty of Economics,
University of Oradea.

Gutnik, L., Huang,T., Lin, J.B., Schmidt,T. (2007) New trends in product placement, Strategic Computing and
Communications Technology, 29(3): 306-318.

Gutu, D. (2007), New Media, Ed. Triton Bucuresti, p.20.

Hair. J. F. Bus, R.P. & Orfimau, D.J. (2000), Marketing Research: A Practical Approach for the New Millennium,
Boston: Irwin McGraw-Hill.

Hansen, F., & Scotwin, L., (1994), The Effect of Sponsoring: An Experimental Study, Asia Pacific Advances in
Consumer Research, 1: 279-287.

Hansen, F., Olsen, J.K., & Lundsteen, S. (2006) The Effects of Print vs. TV Advertising, Documented Using Short-
Term Advertising Strength (STAS) Measures, International Journal of Advertising, 25 (4), 431-446.

Hawkins, D.I., Best, RJ., & Coney, KA (2001), Consumer Behavior: Building Marketing Strategy, Boston: Irwin
McGraw-Hill.

Heath, Timothy B. & Gary J. Gaeth (1994), Theory and Method in the Study of Ad and Brand Attitudes: Toward a
Systemic Model, in Clark Eddie M., Timothy W.

Hernandez, M., Minor, S. M. (2003) A Decision Tool for the Assessment of Advergaming Suitability, Chicago, IL:
American Marketing Association Summer Educators Conference Proceedings.

Herandez, M. D., Chapa, S., Minor, M. S., Maldonado, C., Barranzuela, F. (2004) Hispanic attitudes toward
advergames: A proposed model of their antecedents, Journal of Interactive Advertising, 5(1): 116-131.

Hernandez, M.D., Suh, J., & Minor, M.S. (2005), Brand memory in the advergaming context: A cross-script
comparison of bilingual consumers. In: Proceedings of American academy of advertising conference (pp. 129-130).
Hershberger, E. K. (2003), eELM: A replication and enhancement of the Elaboration Likelihood Model for
computer mediated environments, Doctoral dissertation, Georgia State University.

Hoepfl, C. M. (1997), Choosing Qualitative Research: A Primer for Technology Education Researchers, Journal of
Technology Education, Volume 9, Number 1, Fall.

Hoffman, D.L., & Novak, T.P. (1996), Marketing in Hypermedia Computer- Mediated Environments: Conceptual
Foundations. Journal of Marketing, 60, 50-68.

Holbrook, M.B. (1978), Beyond attitude structure: Toward the informational determinants of attitude, Journal of
Marketing Research, Vol. 15, Iss. 4, pp. 545-556.

Houston, M.J.,& Rothschild, M.L., (1978), Conceptual and Methodological Perspectives on Involvement, Research
Frontiers in Marketing: Dialogues and Directions, Subhash C. Jain, ed., Chicago: American Marketing Association,
184-187.

Huang ,JJ.H. & ,Yang, T.K. (2012), The Effectiveness Of In-Game Advertising: The Impacts Of Ad Type And
Game/Ad Relevance, International Journal of Electronic Business Management, Vol. 10, No. 1, pp. 61-72.

Hull, D., Williams, G.A., Griffiths, M.D. (2013) Video game characteristics, happiness and flow as
predictors of addictionamong video game players: A pilot study, Journal of Behavioral Addictions, 1:1-8.
Idate Research (2012) The World Video Game Market, Markets & Forecasts, 2012-2016, Understanding the
digital world, 5th edition.

Ipe, M. (2008) Advergaming: An introduction, In M. Ipe (Ed.), Advergaming and Ingame Advertising, (3-16).
Hyderabad: Icfai University Press.

Infosino, W. J. (1986), Forecasting new product sales from likelihood of purchase, Ratings Marketing Science,
5:372-384. Iuppa, N.V.

Isaac, S., & Michael, W.B. (1997), Handbook in research and evaluation: A collection of principles, methods, and
strategies useful in the planning, design, and evaluation of studies in education and the behavioral sciences. (3rd
Ed.). San Diego: Educational and Industrial Testing Services.

Ivory, J., Kalyanaraman, S. (2007) The effects of technological advancement and violent content in video games on
players’ feeling of presence, involvement, physiological arousaland aggression, Journal of Communications,
57:532-555.

28



168.
169.

170.
171.

172.

173.
174.

175.

176.

177.

178.

179.
180.

181.
182.

183.
184.

185.
186.

187.
188.
189.
190.
191.

192.
193.

194.
195.
196.
197.
198.
199.
200.
201.

202.
203.

204.
205.
206.

207.

Jaffe, J. (2005), Life After the 30-Second Spot, Hoboken, NJ: Wiley, p. 136.

Jasper, C.R., & Ouellette, S.J., (1994), Consumers’ perception of risk and the purchase of apparel from catalogs,
Journal of Direct Marketing.

Jamieson, S. (2004) Likert scales: How to (ab)use them, Medical Education, 38: 1212-1218.

Jamieson, L. F., & Bass F. M. (1989), Adjusting stated intention measures to predict trial purchase of new
products: A comparison of models and methods, Journal of Marketing Research, 26: 336—345.

Johnstone, E., & Dodd, C.A. (2000), Placements as mediators of brand salience within a UK cinema audience,
Journal of Marketing Communications, Vol. 6, Iss. 3, pp. 141-158.

Jones, M.B. (1981), Videogame for performance testing, American Journal of Psychology, Vol. 94, pp. 143-152.
Jorgensen, S. (1982), A Survey of Some Differential Games in Advertising, Journal of Economic Dynamics and
Control, Vol. 4, p: 341-369.

Jorgensen, S.,& Zaccour, G. (1999) Equilibrium Pricing and Advertising Strategies in a Marketing Channel,
Journal of Optimization Theory and Applications, Vol. 102, pp. 111-125.

Jung, Y., Kang, H. (2010) User goals in social virtual worlds: A means-end chain approach, Computers in Human
Behavior, 26: 218-225.

Juul, J. (2003), The Game, the Player, the World: Looking for a Heart of Gameness. In M. Copier (Ed.), In Level
Up: Digital Games Research Conference Proceedings (pp. 30-45). Utrecht: UtrechtUniversity.

Kahle, L.R., Beatly, S.E, & Homer, P. (1986), Alternative Measurement Approaches to Consumer Values, The
Journal of Consumer Research, December, p.406.

Kaldor, N.V. (1950), The economic aspects of advertising, Review of Economic Studies, 18, 1-27.

Kamins, M.A. (1990), An Investigation into the ‘Match-Up' Hypothesis in Celebrity Advertising: When Beauty
May be Only Skin Deep, Journal of Advertising, 19 (1), 4-13.

Kapferer, J.N. (1968), Les Chemins de la persuation, Paris, Gauthier-Villars.

Katz, D., & Stotland, E. (1959) A Preliminary Statement of a Theory of Attitude Structure and Change, in
Psychology: Study of Science, S.Koch, 3, New-York, McGraw-Hill, 423-475.

Kaye, B.K., Medoff, N. (2004) Just a Click Away: Advertising on the Internet, Massachusetts: Allyn and Bacon.
Keller, K.L. (2003), Strategic Brand Management: Building, Measuring and Managing Brand Equity, 2ndEd,
Prentice Hall, New Jersey.

Kennedy, R.S. (1981), Videogames and conventional tracking, Perceptual and Motor Skills , Vol. 53, p. 310.

Kim, T., & Biocca,F., (1997) Telepresence via Television: Two Dimensions of Telepresence May Have Different
Connections to Memory and Persuasion, JCMC, 3(2).

King, G., Krzywinska, T. (2002) ScreenPlay: Cinema/videogames/interfacings, London: Wallflower Press, (Eds.).
Klein, J. (2009) Gaming Goes Broad., MediaWeek, 19(24):18.

Klein, L. R. (1998), Evaluating the potential of interactive media through a new lens: Search versus experience
goods, Journal of Business Research, 41(3), 195-203.

Klein, L. R. (2003), Creating virtual product experiences: The role of telepresence, Journal of Interactive
Marketing, vol.17, no.1:41-55.

Klug, G. C., Schell, J. (2006) Why people play games: An industry perspective, In P.Vorderer & J.Bryant (Eds.),
Playing computer games: Motives, responses and consequences, Mahwah, New Jersey: Erlbaum.

Kotler, Ph. (2004), Principiile Marketingului, Editia a Ill-a, Ed. Teora, Bucuresti, p.102.

Kotler, Ph., Jain, D., & Maesincee, S. (2009) Marketingul in era digitala — O noud viziune despre profit, crestere si
innoire, Meteor Press, Bucuresti.

Kozinets, R.V., (2002), The Field Behind the Screen: Using Netnography for Marketing Research in Online
Communities, Journal of Marketing Research, 39 : 61-72.

Kraemer, K. L. (1991), Introduction. Paper presented at The Information Systems Research Challenge: Survey
Research Methods.

Krech, D., Crutchfield, R.S., (1948) Theory and Problems of Social Psychology, New-York, McGraw-Hill.

Krech, D., Crutchfield, R.S., & Ballachey, E.L. ( 1962) Individual in Socienty, New-York, McGraw-Hill.

Krishnan, H.S., & Chakravarti, D. (1999), Memory measures for pretesting advertisements: An integrative
conceptual framework and a diagnostic template, Journal of Consumer Psychology, Vol. 8, Iss. 1, pp. 1-37.
Krugman, H.E. (1965), The Impact of Television Advertising: Learning without Involvement, Public Opinion
Quarterly, 29, 349-356.

Kiister, L., Pardo, E., Suemanotham, T. (2010) Product placement in video games as a marketing strategy: an
attempt to analysis in Disney company, Instituto Valenciano de Investigaciones Economicas, S.A., Serie EC

Kwak, H., Fox,R.J., & Zinkhan,G.M., (2002) What Products Can Be Successfully Promoted and Sold via the
Internet?, Journal of Advertising Research, 42(1): 23- 39.

La Ferle, C., & Edwards, S.M. (2006), Product placement, Journal of Advertising, Vol. 35, Iss. 4, pp. 65-86.
Laczniak, R. N., Muehling, D. D., & Grossbart, S. (1989), Manipulating message involvement in advertising
research, Journal of Advertising, 18: 28-38.

Lambin, J.J, (2000), Market-Driven Management, Strategic & Operational Marketing, Palgrave, p.143

Laurel, B., Computers as theatre, MA: Addison-Wesley, 1991.

Lavidge, R., & Steiner, G. (1961), A Model for Predictive Measurement of Advertising Effectiveness, Journal of
Marketing, 25,4,59-62.

Lee, M., Choi, Y., Quilliam, ET., Cole, R.T. (2009) Playing with food: Content analysis of food advergames, The
Journal of Consumer Affairs, 43(1): 129-155.

29



208.

2009.

210.

211.

212.

213.

214.

215.

216.

217.

218.

219.

220.

221.

222.

223.

224.

225.

226.
227.

228.

229.

230.
231.

232.

233.

234.

235.

236.

237.

238.

239.
240.

241.

Lee, M. & Faber, R. J., (2007), Effects of product placement in online games on brand memory: A perspective of
limited-capacity model of attention, Journal of Advertising, Vol. 36, No. 4, pp. 75-90.

Lee, S.Y., & Shen, F. (2006) Joint Advertising and Brand Congruity: Effects on Memory and Attitudes, in
American Academy of Advertising Conference Proceedings, 73-74.

Lefkoff-Hagius R., C.H. Mason (1993) Characteristics, beneficial, and image attributes in consumer judgements of
similarity and preference, Journal of Consumer Research, 20: 100-110.

Lefter, C. (2004), Cercetarea de marketing. Teorie si aplicatii, Editura Infomarket, Brasov.

Lehu, J-M. (2007), Advergaming: analyse comparative exploratoire de 1’attitude des joueurs occasionnels et de
hardcore gamers a I’egard du placement de marques dans le jeu video, Communication au 6-eme Congres Paris-
Venise des Tendences, Marketing — Janvier 2007, Paris.

Leitmann, G., & Schmitendorf, W.E. (1978), Profit maximization through advertising: a nonzero sum differential
game approach, [EEE Trans. Automatic Control AC-23 (1978) 645-650.

Lepadatu, 1. (2009), Presa online si Publicitatea, in volumul PR, Publicitate si New Media, coordonat de Delia
Cristina Balaban, loana Iancu, Radu Meza, Grup Editorial Tritonic, Bucuresti.

Lewis, B., & Porter, L. (2010), In-Game Advertising Effects: Examining Player Perceptions Of Advertising
Schema Congruity In A Massively Multiplayer Online Role-Playing Game, Journal of Interactive Advertising, Vol
10 No 2, pp. 46-60.

Li, H.,Bukovac, J. L. (1999) Cognitive impact of banner ad characteristics: An experimental study, Journalism &
Mass Communication Quarterly, 76(2): 341-353.

Li, H., Daugherty, T., & Biocca, F. (2002), Impact of 3-D advertising on product knowledge, brand attitude, and
purchase intention: The mediating role of presence, Journal of Advertising, 31(3), 43-57.

Likert, R. (1932), A technique for the measurement of attitudes, Archives of Psychology, 140 (1), 44 - 53 (the
original article).

Liu, Y., Shrum, L. J. (2002) What is interactivity and is it always such a good thing: Implications of definition,
person, and situation for the influence of interactivity on advertising effectiveness, Journal of Advertising, 31(4):
53-64.

Locke, E.A., Latham, G.P. (1990) A Theory of Goal Setting and Task Performance, Prentice Hall, Englewood
Cliffs, NJ.

Lu, A., Baranowski, J., Cullen, K., Jago, R., Thompson, D., Baranowski, T. (2010) Interactive media for childhood
obesity prevention, Health Communication, 25(6/7): 581-582.

Lutz, R.J. (1975), Changing brand attitudes through modification of cognitive structure, Journal of Consumer
Research, Vol. 1, Iss. 4, pp. 49-59.

Mack,N., Woodsong, C., MacQueen, K.M., Guest, G., & Namey, E. (2005), Qualitative research methods: a data
collector’s field guide, NC: Family Health International, ISBN: 0-939704-98-6.

Maclnnis, D.J., Moorman,C., & Jawarski, B.J., (1991) Enhancing and measuring consumers’ motivation,
opportunity and ability to process brand information from ads, Journal of Marketing, 55, 4, 32-53.

MacKenzie, S. B., & Lutz, R.J. (1989), An Empirical Examination of the Structural Antecedents of Attitude
Toward the Ad in an Advertising Pretesting Context, Journal of Marketing, 53 (2), 48-65.

Mahwah, S.K., & Zimmerman, E. (2004), Rules of Play - Game Design Fundamentals, London: MIT Press.
Mallinckrodt, V., & Mizerski, D. (2007), The effects of playing an advergame on young children’s perceptions,
preferences, and requests, Journal of Advertising, 36(3), 87-100.

Mandler, G. (1982), The Structure of Value: Accounting for Taste, in Affect and Cognition: The 17th Annual
Carnegie Symposium, M.S. Clark and S.T. Fiske, eds. Hillsdale, NJ: Lawrence Erlbaum Associates, 3-36.

Marti - Parrefio, J., Curras - Pérez, R., & Sanchez - Garcia, 1. (2013), Factors contributing brand attitude in
advergames: Entertainment and irritation, Journal of Brand Management 20, 374 — 388.

Martin, S. (2002) Advanced Industrial Economics, Blackwell: Oxford.

Matteo, S. (2008), Attitudes toward Online Game Advertising - Empirical Evidence from the World Internet
Project, The World Internet Project 03-981-511, University of Lugano.

Mau, G., Silberer, G., & Godecke, J. (2010), Game outcome and in-game advertising effects, in R. Terlutter, S.
Diehl, & S. Okazaki (Eds.), Advances in advertising research: Cutting edge international research (Vol. 1) (pp.
159-170). Heidelberg: Springer-Gabler Verlag.

Maxim, E. (2003), Marketing, Editia a II-a revazuta si imbunatatita, Editura Sedcom Libris, lasi.

McDaniel C., & Gates R. (2008), Marketing Research Essentials, Danvers: John Wiley & Sons.

Mclntyre, L. J. (1999), The practical skeptic: Core concepts in sociology. Mountain View, CA: Mayfield
Publishing.

McMillan, S.J. (2004) Internet Advertising: One Face or Many?, Internet Advertising: Theory and Research (2nd
edition), David W. Schumann & Esther Thorson.

McMillan, S. J.,Hwang, J.-S. (2002) Measures of perceived interactivity: An exploration of communication, user
control, and time in shaping perceptions of interactivity, Journal of Advertising, 31(3): 41-54.

Mehta, A., (2000), Advertising attitudes and advertising effectiveness, Journal of Advertising Research, 40 (3), 67—
72.

Mercel, D. (1995), Marketing, Wiley-Blackwell; 2nd Edition, United Kingdom.

Meyers-Levy, J., Tybout, A. M., (1989), Schema Congruity as a Basis for Product Evaluation, Journal of
Consumer Research, 16 (1), 39-54.

Minichiello V, Aroni R, Timewell E, & Alexander L. (1990) In-depth interviewing: researching people,
Melbourne: Longman Cheshire.

30



242.
243.

244.

245.

246.

247.
248.

249.

250.

251.

252.

253.

254.

255.
256.

257.

258.

259.

260.

261.

262.

263.

264.

265.

266.

267.

268.

2609.
270.

271.
272.

273.

274.

275.

Minsky, M., (1980) K-lines: A Theory of Memory, Cognitive Science.

Mitchell, A.A. (1983), Cognitive processes initiated by exposure to advertising, in Information Processing
Research in Advertising, Richard Jackson Harris, ed., Hillsdale, NJ: Lawrence Erlbaum Associates, pp. 13-42.
Mitchell, A., & Savill-Smith, C. (2004), The Use of Computer and Video Games for Learning: A Review of the
Literature , Learning and Skills Development Agency, London.

Molesworth, M. (2006), Real brands in imaginary worlds: Investigating players’ experiences of brand placement in
digital games, Journal of Consumer Behaviour , Vol. 5, Iss. 4, pp. 355-366.

Moody, D., Shanks, G.G.(2003) Improving the quality of data models: empirical validation of a quality
management framework, Journal Information Systems, Volume 28 (6), pp.619-650.

Morrison, D. G. (1979) Purchase intentions and purchase behaviour, Journal of Marketing, 43, 65—74.

Morwitz, V.G., Stackel, J.H., & Gupta, A. (2007) When do purchase intentions predict sales?, International
Journal of Forecasting, 23: 347-364.

Mullainathan, S., Schwartzstein, J., & Shleifer, A. (2008) Coarse thinking and persuasion, Quarterly Journal of
Economics, 123, 577-619.

Myers, J.H.,, & Alpert, M.I. (1968) Determinant Buying Attitudes: Meanings and Measurement, Journal of
Marketing, 32,4,13-20.

Myers, J.H., & Alpert, M.I. (1976) Semantic Confusion in Attitude Research: Salience vs Importance vs
Determinance, Advances in Consumer Research,4, 106-110.

Nass, C. & Steuer, J. (1993), Voices, Boxes, and Sources of Messages: Computers and Social Actors, Human
Communication Research, 19, 504-527.

Nass, C. & Moon,Y. (2000), Machines and mindlessness: social responses to computers, Journal of Social Issues,
56(1), 81-103.

Nebenzahl, 1. D., Jaffe, E. D. (1998) Ethical dimensions of advertising executions, Journal of Business Ethics,
17(7): 805-815.

Nelson, P. (1974), Advertising as information, Journal of Political Economy, 83, 729-754.

Nelson, P. J. (1981), Consumer information and advertising, M. Galatin & R. D. Leiter (Eds.), Economics of
information, Boston: M. Nijhoft Publishers, pp. 42—60.

Nelson, M. R. (2002), Recall of brand placement in computer/video games, Journal of Advertising Research, 42(2),
80-92.

Nelson, M.R., Keum H.,& Yaros R.A. (2004), Advertainment or Adcreep: Game Player’s Attitudes toward
Advertising and Product Placements in Computer Games, Journal of Interactive Advertising 5 (1): 3-30.

Nelson, M. R. (2005), Exploring consumer response to advergaming, .P. Haugtvedt, K. A. Machleit, & R. F. Yalch
(Eds.), Online consumer psychology: Understanding and influencing consumer behaviour in the virtual world (pp.
167-194), Mahwah, NJ: Lawrence Erlbaum.

Nelson, M.R., Yaros, R.A.,& Keum, H. (2006), Examining the influence of telepresence on spectator and player
processing of real and fictitious brands in a computer game, Journal of Advertising, Vol. 35, Iss. 4, pp. 87-99.
Nerlove, M., & Arrow, K.J. (1962), Optimal Advertising Policy under Dynamic Conditions, Economica, Vol. 29,
pp- 129-142.

Newberry, C. R., Kleinz, B. R., & Boshoff, C. (2003), Managerial implications of predicting purchase behaviour
from purchase intentions: A retail patronage case study, Journal of Services Marketing, 17: 609—-618.

Nicovich, S. G. (2005), The effect of involvement on ad judgment in a video game environment: The mediating
role of presence, Journal of Interactive Advertising, 6(1).

Nisbett, R.E., Ross,L.D. (1980) Human Inference: Strategies and Shortcomings of Social Judgment, Englewood
Cliffs, NJ: Prentice-Hall.

Olney, T.J., Holbrook, M.B., & Batra, R. (1991), Consumer Responses to Advertising: The Effects of Ad Content,
Emotions, and Attitude toward the Ad on Viewing Time, Journal of Consumer Research, 17(4), 440-453.

Osgood, C.E., Suci, G.J., & Tannenbaum, P.H. (1957), The Measurement of Meaning, Urbana, University of
Illinois.

Palander ,T.( 1936), Instability in competition between two sellers, in: Abstracts of Papers Presented at the
Research Conference on Economics and Statistics held by the Cowles Commission at Colorado College, Colorado
College Publications, General Series No.208, Studies Series No. 21.

Papadopoulou, P., (2007), Applying virtual reality for trust-building e-commerce environments, Virtual Reality,
11(2), pp. 10 - 12.

Pardun, C., McKee, K. (2000) Product placements as public relations, Public Relations Review, 25(4): 481-493.
Payton, T. (2012) Game Consoles Vs. Personal Computers, Design, Purpose, AND Marketability Differences,
Research Paper, 11:57-63.

Perloff J. (2008), Microeconomics: Theory and Applications with Calculus. Pearson Education: Boston, MA.
Petty, R. E., & Cacioppo, J. T. (1981), Attitude and persuasion: classic and contemporary approaches. Dubuque, IA:
Wm. C. Brown.

Petty, R. E. & Cacioppo, J. T. (1982), Communication and persuasion. Central and peripheral routes to attitude
change. New York, NY: Springler-Verlag.

Petty, R.E.,& Cacioppo, J.T. (1983), Central and peripheral routes to persuasion: Application to advertising, in
Advertising and Consumer Psychology, L. Percy and A.G. Woodside, eds., Lexington, MA: Lexington Books, pp.
3-24.

Petty, R. E., Cacioppo, J. T., & Schumann, D. (1983), Central and peripheral routes to advertising effectiveness:
The moderating role of involvement, Journal of Consumer Research, 10, 135-146.

31



276.

277.
278.

279.

280.

281.

282.

283.

284.

285.

286.

287.

288.
289.

290.
291.
292.
293.
294.
295.

296.

297.
298.
299.
300.
301.
302.
303.
304.
305.

306.
307.

308.

309.
310.

311.

312.

Pickering, J. F., & Isherwood, B. C. (1974), Purchasing probabilities and consumer buying behaviour, Journal of
the Market Research Society, 16: 203-226.

Pop, M. D., (2004), Cercetari de Marketing, Colectia Marketing Expressus, Ed. Alma Mater, Cluj-Napoca.

Preston, I. L (1982), The Association Model of the Advertising Communication Process, Journal of Advertising, 11:
3-15.

PricewaterhouseCoopers — PwC (2012) Video games - Global Entertainment and media outlook: 2012-2016,
Wilkofsky Gruen Associates, LLP.

Priyanka, S. (2012) A4 study on impact of online advertising on consumer behavior (with special reference to e-
mails), International Journal of Engeneering Management Scineces, 3(4):461-465.

Purswani, G. (2010) Advergames, their use and potential regulation, Asia Pacific Public Relations Journal, 11:57-
63.

Rafaeli, S., & Sudweeks, F. (1997), Networked Interactivity, Journal of Computer mediated Comunication, 2(4): p.
17.

Raney, A. A., Arpan, L. M., Pashupati, K., & Brill, D. A. (2003), At the movies, on the web: An investigation of
the effects of entertaining and interactive web content on site and brand evaluations, in Journal of Interactive
Marketing, vol.17, no.4, pp.38-53.

Rauterberg, M. (2004), Positive effects of entertainment technology on human behaviour, in Building the
Information Society, Rene Jacquart, ed., Toulouse, France: Kluwer Academic Publishers, pp. 51-58.

Ray, M., Sawyer, L, Heeler, T., Strong, R. (1973), Marketing Communication and the Hierarchy of Effects, New
Models for Mass Communication Research, Peter Clark, ed., 147-176.

Reeves, B., & Nass,C. (1996) The Media Equation: how people treat computers, television, and new media like real
people and places, Cambridge University Press.

Reichheld, F.F. & P. Schefter, (2000), E-Loyalty: Your Secret Weapon on the Web (HBR OnPoint Enhanced
Edition), Harvard Business School Publishing Corporation.

Rice PL, & Ezzy D (1999) Qualitative research methods, a health focus, Melbourne: Oxford University Press.
Robertson, J., & Good, J. (2005), Story creation in virtual game worlds, Communications of the ACM, Vol. 48, Iss.
1, pp. 61-65.

Robinson, J. (1933), The Economics of Imperfect Competition, MacMillan and Co, London.

Rokeach, M., (1968), Beliefs, Attitudes and Values, San Francisco, Jossey-Bass Inc.

Rouse, R. (2005) Game design: theory & practice, 2nd ed., Wordware Publishing, Inc.

Rollins, A., Morris, D. (2000) Game Architecture and Design, Coriolis Ed.

Rossiter, J.R., & Percy, L. (1997), Advertising Communications and Promotion Management, 2ndEd, McGraw Hill,
New York.

Roehm, H. A., & Haugtvedt, C. P. (1999), Understanding interactivity of cyberspace advertising, In D. W.
Schumann & E. Thorson (Eds.), Advertising and the world wide web, NJ: Lawrence Erlbaum, pp. 27-39.

Russell, C.A. (2002) Investigating the Effectiveness of Product Placements in Television Shows: The Role of
Modality and Plot Connection Congruence on Brand Memory and Attitude, Journal of Consumer Research, 29(3):
306-318.

Russell, C.A. (1998), Toward a Framework of Product Placement: Theoretical Propositions, Advances in Consumer
Research, 25 (1), 357-62.

Sakamoto, A. (1994), Video game use and the development of socio cognitive abilities in children: Three surveys
of elementary school students, Journal of Applied Social Psychology, Vol. 24, Iss. 1, pp. 21-42.

Salant, P., & Dillman, D. A. (1994), How to conduct your own survey, New York: John Wiley and Sons.

Salen, K., & Zimmerman, E. (2004), Rules of Play — Game Design Fundamentals, London: MIT Press.

Salo, J. & J. Téhtinen, (2005), Retailer Use of Permission-Based Mobile Advertising, Advances in Electronic
Marketing, Idea Publishing Group, PA.

Saunders, M., Lewis, P. & Thornhill, A. (2009), Research methods for business students,Fifth Edition, Pearson,
ISBN: 978-0-273-71686-0.

Scharl, A., Dickinger A.& J. Murphy (2005), Diffusion and success factors of mobile marketing, Electronic
Commerce Research and Applications, 4, 2, pp. 159-173.

Schneider, L. P., & Cornwell, T. B. (2005), Cashing in on crashes via brand placement in computer games: The
effects of experience and flow, International Journal of Advertising, 24(3), 321-343.

Schulze, V., Jockel, S. & Will, A. (2007) Menschen Mérkte Medien Management, Werbewirkungsforschung fiir
Ingame-Advertising. llmenau.

Sedlack, G.R, & Stanley, J. (1992), Social Research.Theory and Methods, Boston:Allyn and Bacon.

Sethi, S.P. (1977), Optimal Advertising for the Nerlove—Arrow Model under a Budget Constraint, Operations
Research Quarterly, Vol. 28, pp. 683—693.

Sewall, M. A. (1978), Market segmentation based on consumer ratings of proposed product design, Journal of
Marketing Research, 15, 557-564.

Shaffer, D.W. (2007) How Computer Games Help Children Learn, New York: Palgrave Macmillan.

Shanahan, J.G. (2010) Digital Advertising: Going from Broadcast to Personalized Advertising, Proceedings of
Machine Learning in Online Advertising MLOAD Workshop, NIPS 2010, Whistle.

Shapiro, J.M. (2005), Fooling Some of the People Some of the Time: Advertising and Consumer Memory, Harvard
Mimeo.

Sheppard, B. H., Hartwick, J., & Warshaw, P. R. (1988), The theory of reasoned action: A meta-analysis of past
research with recommendations for modifications and future research, Journal of Consumer Research, 15:325-343.

32



313.

314.

315.
316.

317.
318.
319.
320.
321.
322.
323.
324.
325.

326.
327.

328.
329.
330.
331.
332.
333.

334.

335.

336.
337.

338.

339.

340.

341.

342.

343.

344.

345.
346.

347.

348.

Shavitt, S.P., Lowrey P. & Haefner J.P. (1998), Public Attitudes Toward Advertising: More Favorable Than You
Might Think, Journal of Advertising Research, 38 (4), 7-22.

Shih, C.-F.E.(1998), Conceptualizing consumer experiences in cyberspace, European Journal of Marketing, 32 (7),
pp- 655 — 663.

Shrum, L. (2004) The psychology of entertainment media, Mahwah NJ: Lawrence Erlbaum Associates

Silk, A. J., & Urban, G. L. (1978), Pre-test market evaluation of new packaged goods: A model and measurement
methodology, Journal of Marketing Research, 14, 1-29.

Simberova, 1. (2010), Company strategic marketing management — synergic approach and value creating. Acta
Universitatis Agriculturae et Silviculturae Mendelianae Brunensis, Vol. LVIII (6), 543-552.

Simon, J.P. (2011) The economics of the video games industry, The evolving video games software ecosystem:
main stakes and lessons for innovation policies, JRC European Commission

Singh, K, (2007), Quantitative Social Research Methods, SAGE Publications, p.64.

Schiffman, L.G., Kanuk, L.L., (2007) Consumer Behavior, 9th edition, Pearson Education International, Inc.
Slater, M., & Steed,A. ( 2000), A virtual presence counter, Presence-Teleoperators and Virtual Environments,
9(5),. 413-434.

Smith, S.M., Albaum, G.S. (2012) Basic Marketing Research, Volume 1, Handbook for Research Professionals,
Official Training Guide from Qualtrics, Qualtrics Labs Inc.,

Smith, J.H. (2006), Plans and Purposes: How Videogame Goals Shape Player Behaviour, Unpublished PhD
dissertation, /T University of Copenhagen, Copenhagen.

Solomon, M. (2008) Consumer behavior buying, having, and being (8th ed.), Upper Saddle River, NJ: Pearson
Prentice Hall.

Soloway, E. (1991), How the Nintendo Generation learns, Association for Computing Machinery, Communications
of the ACM , Vol. 34, Iss. 9, pp. 23-27.

Stallabrass, J. (1993) Just Gaming: Allegory and Economy in Computer Games, New Left Review,198: 83-106.
Steuer, J. (1992), Defining virtual reality: Dimensions determining telepresence, Journal of Communication, 42(4),
73-93.

Stuart, E.W., Shimp, T.A., & Engel, R.-W. (1987), Classical conditioning of consumer attitudes: Four experiments
in an advertising context, Journal of Consumer Research, Vol. 14, Iss. 3, pp. 334-349.

Strong, E. (1925), The Psychology of Selling and Advertising, McGraw-Hill, New Y ork.

Strong, E. K. Jr. (1938), Psychological Aspects of Business, New York: McGraw-Hill Book Company, Inc., 210.
Suh, K.S.,& Chang,S., (2006) User interfaces and consumer perceptions of online stores: The role of telepresence,
Behaviour & Information Technology, 25(2), 99-113.

Sun, B., & Morwitz, V.G., (2010) Stated intentions and purchase behaviour: A unified model, International,
Journal of Research in Marketing, 27, 356-366.

Sundar, S., Kim, J. (2005) Interactivity and persuasion: Influencing attitudes with information and involvement,
Journal of Interactive Advertising, 5(2): 6-29.

Svahn, M. (2005), Future-proofing advergaming: a systematisation for the media buyer. ACM International
Conference Proceeding Series; Vol. 123: Proceedings of the second Australasian conference on Interactive
entertainment. Sydney: Creativity & Cognition Studios Press, 187 - 191.

Sykes, J., Brown, S. (2003) Affective gaming: measuring emotion through the gamepad, CHI Extended
Abstracts,732-733.

Taylor, C.R. (2009) The six principles of digital advertising, International Journal of Advertising, 28 (3): 411-418.
Taylor, J.W., Houlahan, J. J. , & Gabriel, A. C. (1975), The purchase intention question in new product
development, Journal of Marketing, 39: 90-92.

Tavor, T. (2011) Online advertising development and their economic effectiveness, Australian Journal of Business
and Management Research, 1(6): 121-133.

Theocharis, R.D. (1959), On the stability of the Cournot solution on the oligopoly problem, Rev Econ Stud, No. 27,
133-4.

Thomas, E.S. (2008) Advergaming - a consumer behavioural perspective, In M. Ipe (Ed.), Advergaming and
Ingame Advertising, (92-113). Hyderabad: Icfai University Press.

Urban, L. G., & Hauser, J. R. (1980), Design and marketing of new products, Englewood Cliffs, NJ: Prentice-Hall.
van Reijmersdal, E. A., Jansz, J., Peters, O., & van Noort, G. (2010), The effects of interactive brand placements in
online games on children’s cognitive, affective, and conative brand responses, Computers in Human Behavior,
26(6), 1787-1794.

van den Hoogen, W.M., I Jsselsteijn, W.A. & de Kort, Y.A.W. (2008) Exploring behavioral expressions of player
experience in digital games, In: Nijholt, A. & Poppe, R. (eds) Proceedings of the Workshop for Facial and Bodily
Expressions for Control and Adaptation of Games, Amsterdam: ECAG 2008, 11-19.

Van Rooij, A. J. (2011) Online Video Game Addiction. Exploring a new phenomenon, Rotterdam, The Netherlands:
Erasmus University Rotterdam.

Veghes R.1, Grigore, B. (2003), Relatii Publice si Publicitatea online, editura Polirom, Bucuresti.

Vidale, M.L, & Wolfe, H.B. (1957) An Operations Research Study of Sales Response to Advertising, Operations
Research, Vol. 5, pp. 370-381.

Waiguny, M.K.J., Terlutter, R. (2011) Differences in children’s processing of advergames and TV commercials, In
Advances in advertising research, ed. S. Okazaki, Wiesbaden: Gable, 2:35-51.

Werck, C. (1968) La notion d’attitude, Revue Frangais de Marketing, 26, 31-44.

33



349.

350.
351.

352.

353.

354.

355.

356.

357.

358.

359.

360.

361.

362.

363.

364.

365.

366.

367.

368.
369.

Wesley, D., Barczak, G. (2010) Innovation and Marketing in the Video Game Industry, Avoiding the Performance
Trap, Gower Publishing.

Whittaker, J. (2004) The Cyberspace Handbook, Routledge.

Williams, D. (2002), Structure and competition in the U.S home video game industry, International Journal on
Media Management, Vol. 4, Iss. 1, pp. 41-54.

Wise, K., Bolls, P., Kim, H., Venkataraman, A., Meyer, R. (2008) Enjoyment of advergames and brand attitudes:
the impact of thematic relevance, The Journal of Interactive Marketing, 9(1): 27-36.

Witmer, B.G., & Singer, M..J., (1994) Measuring immersion in virtual environments, U.S. Army Research Institute
for the Behavioral and Social Sciences.

Wright, P. L. (1973), The cognitive process mediating acceptance of advertising, Journal of Marketing Research, 9:
53-62.

Wright, A. A., & Lynch, J. G. Jr., (1995), Communication effects of advertising versus direct experience when
both search and experience attributes are present, Journal of Consumer Research, 21(4), 708-718.

Yang, K.C., (2003), Internet users’ attitudes toward and beliefs about internet advertising: an exploratory research
from Taiwan, Journal of International Consumer Marketing, 15 (4), 43-65.

Yang, M., Roskos-Ewoldsen, D.R., Dinu, L., & Arpan, L.M. (2006), The effectiveness of “in-game” advertising,
Journal of Advertising, Vol. 35, Iss. 4, pp. 143-152.

Yang, Heng-Li, & Wang ,Cheng-Shu, (2008), Product Placement of Computer Games in Cyberspace, Cyber
Psychology and Behaviour, 11, 4, 399-404.

Yao, H.-X., & Xu, F., (2006), Complex dynamics analysis for a duopoly advertising model with nonlinear cost,
Applied Mathematics and Computation ,180, 134—145.

Yee, N. (2005)The demographics, motivations, and derived experiences of users of massively-multiuser online
graphical environments, Presence: Teleoperators and Virtual Environments 15: 309—329.

Yee, N. (2007) Motivations of Play in Online Games, Journal of CyberPsychology and Behavior, 9: 772-775.
Zaichkowsky, J. L. (1985) Measuring the involvement construct, Journal of Consumer Research, 12: 341-351.
Zaichkowsky, J. L. (1994), The personal involvement inventory: Reduction, revision, and application to advertising,
Journal of Advertising, 23: 59-69.

Zanna, M.P. & Rempel, J.K. (1988), Attitudes: A New Look at an Old Concept, in The Social Psychology of
Knowledge , eds. Daniel Bar- Tal and Arie Kruglanski, New York: Cambridge University Press, 315-334.
Zernigah, K.I., Sohail, K.(2012) Consumers attitude towards viral marketing in Pakistan, Management &
Marketing Challenges for the Knowledge Society, 7(4):645-662.

Zheng, Y., Bar, T., & Kaiser, H.M. (2009) Generic Advertising in an asymmetric Cournot Oligopoly, American
Journal of Agricultural and Applied Economics, 92(3): 740-754.

Zikmund, W.G., & Babin, B.J. (2007), Exploring Marketing Research, 9thEd, Thomson, United States

Zikmund, W.G. (2003) Business research methods, 7thed. Ohio: Thomson, South Western.

Zuhal H., Nabsiah, A.W., Norizan, S. (2010) Evaluating Telepresence Experience and Game Players’ Intention to
Purchase Product Advertised in Advergame, World Academy of Science, Engineering and Technology, 42: 1611-
1616.

Other sources (presentations, newsletters, reports, web pages)

1.

Activision, Inc. (2004) Activision readies in-game ad test, Press release, disponibil la
http://www.prnewswire.com/cgibin/stories.pl?ACCT=104&STORY=/www/story/10-18-
2004/0002284286&EDATE, accesat la 15/9/2011.

Activision, Inc. (2005) Activision and Nielsen Entertainment release results of pioneering research on in-game
advertising, Press release, disponibil la http://sev.prnewswire.com/null/20051205/NYM07205122005-1.html,
accesat la 4/3/2012.

Archer, T. M. (2008) Response rates to expect from Web-based surveys and what to do about it, Journal of
Extension, 46(3), disponibil la http://www.joe.org/joe/2008june/rb3.php, accesat la 18.04.2013.

Bartle, R. (1996) Hearts, diamonds, clubs, spades: Players who suit MUDS, disponibil la
http://www.mud.co.uk/richard/hcds.htm, accesat la 5/03/2011.

Boyer, C. N., Adams, D. C., Lucero, J. (2010) Rural coverage bias in online surveys?: Evidence from Oklahoma
water managers, Journal of Extension, 48(3), disponibil la http://www.joe.org/joe/2010june/ttS.php, accesat la
21/04/2012.

Burns, E., (2005) Insertiile in jocurile video 3D cresc constientizarea, ClickZ News, disponibil la
http://www.clickz.com/news/article.php/3553106, accesat la 3/5/2011.

Chen, J.,& Ringel, M.,(2001) Can advergaming be the future of interactive advertising?, disponibil la
http://www.kpe.com/ourwork/pdf/advergaming.pdf, accesat la 5/8/2011.

Chaney, [.M., Lin, K.,& Chaney, J. (2004), The effect of billboards within the gaming environment, Journal of’
Interactive Advertising, Vol. 5, Iss. 1, disponibil la http://www.jiad.org/vol5/nol/chaney/index.htm, accesat
3/11/2011.

34



10.

11.

12.

13.

14.

15.

16.

17.
18.
19.
20.
21.
22.
23.

24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.
37.

Dirven, C.A.J.M., & Vrieze, O.J. (1985), Advertising Models, Stochastic Games and Myopic Strategies,
Operations Research, Vol. 34, No. 4, pp. 645-649, disponibil la http://www.jstor.org/stable/170611, accesat la
4/3/2011.

Dynamic Logic (2004), Consumer perceptions of various web ad formats, disponibil la
http://www.dynamiclogic.com/na/research/btc/beyond_the click mar2004_part3.html, accesat la 3/7/2011.

Exent Technologies (2006), New in-game advertising solution from exent technologies provides dramatic increase
in ad inventory without technical integration, Press release, disponibil la
http://www.exent.com/news/pr/20060427.asp, accesat la 27/3/2012.

Federatia Europeana a Softurilor Interactive — Studiul consumatorilor pe 2012, disponibil la
http://www.isfe.eu/industry-facts, accesat la 10/04/2013.

Gartenberg, M., (2006) US game consumers survey, Jupiter Research, disponibil la
http://www.jupiterresearch.com, accesat la 11/5/2012.

Gartenberg, M. (2003) Game software publishing: understanding motivations to combat publishing uncertainties,
Jupiter Research, disponibil la http://www.jupiterresearch.com, accesat la 15/6/2012.

Gentile, D.A. (2005), Examining the effects of video games from a psychological perspective: Focus on violent
games and a new synthesis, National Institute on Media and the Family, disponibil la
http://www.psychology.iastate.edu/faculty/dgentile/pdfs/Gentile NIMF_Review%20_2005.pdf, accesat la
13/08/2012.

Grigorovici, D. & Constantin, C. (2004), Experiencing interactive advertising beyond rich media: Impacts of AD
type and presence on brand effectiveness in 3D gaming immersive virtual environments, Journal of Interactive
Advertising, Vol. 5, Iss. 1, disponibil la http://www.jiad.org/vol5/nol/grigorovici/index.htm, accesat la 08/07/11.
Gros, B. (2003), The impact of digital games in education, First Monday Journal, disponibil la
http://www.firstmonday.org/issues/issue8 7/xyzgros/index.html, accesat 7/11/2012.

Guide to Online Advertising, disponibil la www.adjuggler.com, accesat la 3/11/2011.

Grigorovici, D., Constantin, C. (2004) Experiencing interactive advertising beyond rich m

Edia, Journal of Interactive Advertising, 5(1), disponibil http://jiad.org/article53, accesat la 16/04/2012.
Hernandez, M.D., Chapa, S., Minor, M.S., Maldonado, C., & Barranzuela, F. (2004), Hispanic attitudes toward
advergames: A proposed model of their antecedents, Journal of Interactive Advertising, Vol. 5, Iss. 1, disponibil la
http://www.jiad.org/vol5/nol/hernandez/index.htm24/08/05, accesat la 18/4/2012.

Initiative (2010) In-game advertising, disponibil la http://www.initiative-newsroom.de/wp-
content/uploads/2010/07/Initiative_In-Game Advertising FINAL.pdf, accesat la 18/06/2012.

International Society for Presence Research ISPR (2000) The Concept of Presence: Explication Statement,
disponibil la http://www.ispr.info, accesat la 4/03/2012.

Israel, G. D. (2011) Strategies for obtaining survey responses for Extension clients: Exploring the role of e-mail
requests, Journal of Extension, 49(3), disponibil la http://www.joe.org/joe/2011june/a7.php , accesat la
16/03/2013.

Jupiter Research (2006), Ipsos-Insight Individual User Survey, disponibil la http://www.jupiterresearch.com,
accesat la 23/11/2012.

Juul, J. (2006) A dictionary of video game theory, Half-Real Web, disponibil la http://www.half-real.net/dictionary,
accesat la 4/3/2013.

Kanth, K. R. (2010), Catch them young with advergaming, Business Standard, disponibil la http://www.business-
standard.com/india/news/catch-them-youngadvergaming/, accesat la 17/2/2013.

Katz, D. (1937), Attitude measurement as a method in social psychology, Social Forces, JSTOR, 15(4), 479-482,
Retrieved October 3, 2010, disponibil la http://www.jstor.org/stable/2571413, accesat la 7/10/2012.

Kempt,C. (2008) Advergames — Selectia naturala in Ecossitemul Online, Cantegious, no.20, disponibil la
WWww.contagiousmagazine.com, accesat 18/4/2011.

Kiley, D. (2006) Rated M for Mad Ave, Business Week Online, disponibil la
http://www.businessweek.com/magazine/content/06_09/b3973105.htm, accesat la 3/12/2012.

King, A. (2003) Optimizing Flow in Web Design, Infomit Network, disponibil la
www.informit.com/articles/article.asp?p=98147, accesat la 6/4/2012.

Lindley C.,(2003) Game Taxonomies: A High Level Framework for Game Analysis and Design, Gamasutra,
disponibil la http://www.gamasutra.com/features/20031003/lindley_pfv.htm, accesat la 8/3/2011.

Lombard, M., & Ditton, T. (1997), At the heart of it all: The concept of telepresence, Journal of Computer-
Mediated Communication, 3(2), disponibil la http://www.ascusc.org/jeme/vol3/issue2/lombard.html, accesat la
15/6/2011.

Mediaedge:CIA, (2005) Playing with brands, disponibil la http://www.mecglobal.com/output/Page1463.asp,
accesat la 14/2/2013.

Purcell, K. (2012) Mobile is the needle, social is the thread: How information technology today is woven into our
lives, disponibil la http://pewinternet.org/Presentations/2012/Mar/Radiodays-Europe.asp, accesat la 26/10/2012
Rodgers, S., Thorson, E. (2000) The interactive advertising model; how users perceive and

process online ads, Journal of Interactive Advertising, 1(1), disponibil la http://www.jiad.org/download?p=5,
accesat la 5/07/2012.

35



38.

39.
40.
41.
42.
43,
44.

45.

46.

47.

48.

49.

50.

51.

52.

53.
54.

Sass, E., (2006), Outdoor system puts advertisers in the driver's seat — literally, Media Daily News, disponibil la
http://publications.mediapost.com/index.cfm?fuseaction=Articles.san&s=40350&Nid=18743 &p=280433, accesat
la 18/5/2011.

Schwarz, J. (2005) R-U-GAME? iMedia Connection, disponibil la
http://www.imediaconnection.com/content/5354.asp, accesat la 3/09/2012.

Mackenzie, N. & Knipe, S. (2006), Research dilemmas: Paradigms, methods and methodology, Issues in
Educational Research, 16(2), 193-205, disponibil la http://www.iier.org.au/iier]1 6/mackenzie.html, accesat la
19/10/2012.

McCarthy, M. (2005) Disney plans to mix ads, video games to target kids, teens, disponibil la
http://www.usatoday.com/money/media/2005-01-17-disney-advergaming_x.htm, accesat la 6/06/2012.

Miller, R. (2006) The King is in your Xbox 360. Joystiq, disponibil la http://www.joystiq.com/2006/10/02/the-king-
is-in-your-xbox-360/, accesat la 4/07/2012.

Narayan, S. (2010), The perils of forcing it, accesibil la http://64.74.118.102/2010/02/04214927/The-perils-of-
faking-it.html, accesat la 16/1/2013.

Nelson, M.R., Keum, H., & Yaros, R.A. (2004), Advertainment or adcreep? Game players’ attitudes toward
advertising and product placements in computer games, Journal of Interactive Advertising, Vol. 5, Iss. 1, disponibil
la http://www.jiad.org/vol5/nol/nelson/index.htm, accesat la 24/5/2012.

Rehot, J. (2008) Advergaming. Marketing Journal, disponibil la http://www.m-journal.cz/cs/marketing/nove-
trendy/advergaming_ s302x479.html, accesat la 18/9/2012.

Vedrashko,l. (2006) Advertising in Computer Games, disponibil la http://www.GamesBrandsPlay.com, accesat la
3/07/2012.

Yun, G. W., Trumbo, C. (2000) Comparative response to a survey executed by post, e-mail and web form, Journal
of Computer-Mediated Communication, 6(1), disponibil la

http://jemc.indiana.edu/vol6/issuel/yun.html, accesat la 24/11/2011.

Walklate, S. (2009) Is Viral Marketing Better With Videos or Games? Technology Toolkit: Great, fresh technology
articles, disponibil la http://www.technology-toolkit.com/marketing/is-viral-marketing-better-with-videos-or-
games, accesat la 9/11/2012.

Wallace, M., & Robbins, B.(2006) Casual games. White Paper, IGDA Casual Games SIG (Eds.), disponibil la
http://www.igda.org/casual/IGDA_CasualGames Whitepaper 2006.pdf, accesat la 10/8/2012.

Winkler, T., & Buckner, K. (2006), Receptiveness of gamers to embedded brand messages in advergames:
Attitudes toward product placement, Journal of Interactive Advertising, 7(1), disponibil la
http://www.jiad.org/vol7/mol/winkler/index.htm, accesat la 12/2/2013.

Wiseman, F. (2003) On the reporting of response rates in Extension research, Journal of Extension, 41(3),
disponibil la http://www.joe.org/joe/2003june/comm]1.php, accesat la 13/10/2012.

Woodcock, B.S. (2005) MMOG Chart, disponibil la http://www.mmogchart.com, accesat la 26/11/2012.
Zikmund, G.W. (2002), Essentials of Marketing Research, The Dryden Press, disponibil la
www.marketingpower.com, accesat 4/3/2013.

36



