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Abstract

The advertising industry is an exciting example of how creativity can be utilised in business. The
video-game industry is an exciting example of how business can realise the creative process. The
requirements of modern advertising, and most especially in-media advertising, have evolved
significantly due to the rapid development of digital technologies. This research paper hypothesises

that in-game advertising exemplifies the implementation of these requirements.

This report explores and evaluates the connection between the advertising industry and the gaming
industry. This involves an analysis of how the development of digital technologies and the necessity
of innovation have created a link between two areas vastly disparate in their conceptualisation and

role in modern society.

This paper identifies in-media advertising as an exceptional implementation of how advertising has
been forced to evolve by digital technologies. The central requirements of modern advertising are
revealed to be those of engagement and interactivity, and the dominant requirements of in-media
advertising to be congruency and innovation. It is the latter of these elements which is analysed
through for, as a branch on in-media advertising, in-game advertising inherently possess the former

attributes.

An evaluation of these industries reveals a number of intriguing development including how gaming
and advertising appear to have matured enough to develop beyond the remit of the mentality that
advertising is simply an offshoot of selling. An analysis of the potential for advertising to develop
social and political influence reveals how gaming has substantially fulfilled the evolved requirements

of modern advertising.

The following research finds that video-games do not merely implement the central requirements of
modern advertising but have generated a means of creating in-game advertising that is both
innovative and congruent to the user. Gaming exemplifies the developments of in-game advertising
and provides a contextualisation for the concept that technological progress is not necessarily to the

detriment of the advertising industry.
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Introduction

“Creative without strategy is called art.
Creative with strategy is called advertising

- JeffI. Richards

Essentially this research paper is the tale of two industries. Advertising and gaming both run on
innovation and are fuelled by the intense and ever-changing requirements of creativity, technological
development, and user-engagement. This is, it might appear, where the similarities end for as the
rapid evolution of digital technologies depicts, there is a distinctive disparity between these areas.
Accosted by this digital evolution, advertising - as an element of the marketing mix and a tool of
enterprise- is threatened, challenged and consequently altered by this development. Conversely,
gaming, an industry based on finding ever more creative means of employing leisure time, is
motivated and energised by this development. And yet this study hypothesises that in-game
advertising exemplifies the requirements of modern advertising in general and in-media advertising

in particular.

Digital technologies have implanted exceptional changes to the very nature of advertising, forcing
promotions to take to new channels in an attempt to reach a burgeoning generation of
technologically-adept individuals. These technologies have precipitated a series of fresh demands
from modern advertising, and this research paper hypothesises that these requirements are most
evident in the gaming industry’s utilisation of in-game advertising (IGA). Due to the presence of the
deeply evaluative nature of this hypothesis and the plethora of existing quantitative and qualitative
information available on this subject this study does not carry out organic research. Instead, this
paper has broken down the subject at hand into a series of chapters, each of which will be composed

of an in-depth critical analysis leading to the verification or refutation of the centric hypothesis.
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The first chapter of this research paper is used to identify the core requirements of modern
advertising and will examine how in-media advertising is the core area for study, as the medium
most affected by the evolution of digital technologies. The second chapter will, in response, draw
concrete conclusions regarding the advertising requirements that in-game advertising must fulfill to
exemplify the necessities of modern advertising. These chapters are structured to possess an
individual literature review of relevant, existing sources before carrying out a critical evaluation in
which conclusions are drawn from this information and other relevant studies. In each chapter, a
number of relevant case studies will then be analysed where there are considered to be gaps in

available information or where corroboration is required.

Having established that the requirements of in-media advertising are the essential elements that IGA
must fulfil to substantiate or reject the central research premise of this research paper, the subsequent
chapters will examine this hypothesis. The third chapter of this study will examine the development
of IGA and determine what elements of the gaming industry make it productive for this means of
advertising. With the current position of the effectiveness and user-acceptance of in-game
advertising fully evaluated the final chapter will draw upon this knowledge to verify the overall
hypothesis of this paper. This final chapter will, therefore, identify whether in-game advertising does
implement the developed requirements of modern advertising, as precipitated by the development of
digital technologies. As the third and fourth chapter will be collaboratively building towards the
main focus of this research the methodology will be adjusted accordingly. A thorough and systematic
literature review of all the sources relevant for the refuting or supporting the hypothesis of this paper
will be analysed in chapter three. This chapter will also begin an in-depth evaluation of this data
which will be further developed in the fourth chapter. This final chapter will focus on answering the
central research question of this paper and will evaluate all the conclusions reached in prior chapters

using a series of case studies to tie the final deductions of this study together.

With these four chapters completed it is anticipated that this will result in a number of deductions

regarding the effectiveness of IGA at implementing the requirements of modern advertising. This



will either refute or substantiate the central research question at the heart of this study, and a number

of recommendations for further research will consequently be compiled.
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Chapter One - The Development of Advertising

As an introduction to this research evaluation of digital media’s impact on the changing nature of
advertising, this chapter examines the development of advertising. This evolution follows advertising
from traditional techniques to its present state: a hybrid traditional-technological model. This is
evaluated through a literature review centering upon Rust and Oliver’s (1994) report on, “The Death
of Advertising” and Gupta and Kumar’s (2016) findings on, “Conceptualising the Evolution and
Future of Advertising”. This information will then be evaluated and conceptualised in a critical
evaluation, formulating conclusions regarding the development of modern advertising. To
substantiate these drawn conclusions, and address any gaps in the information evaluated, a number
of case studies regarding advertising’s reflection of modern society and digital technologies will be

analysed.

A Brief History of Advertising:

No dialogue surrounding advertising is complete without the contextualisation of its rich and vibrant
history, which provides a framework upon which to build an understanding of its present position.
Advertising can be traced back to the very earliest civilisations, developing in its formats from the
most primitive iteration of promotions; word-of-mouth recommendations and the utilisation of
crude tools and technologies, to implement the earliest forms of advertising'. The middle of the 19™
century is commonly referred to as the, “the birth of advertising” (Rust and Oliver, 1994, p. 73). This
era coincided with the development of new technologies such as the printing press enabling mass
marketing promotional material, and increased literacy rates creating a public capable of discerning

this information. The 20™ century brought the widespread uptake of new means of disseminating

' Rust and Oliver (1994, p. 72) depict how in ancient Egypt bricklayers would brand their bricks, perhaps the earliest form of brand

equity development, and Kumar and Gupta (2016, p. 1) highlight how merchants travelling through ancient towns would spread
Y p p ghlig g 8

awareness, “of their art and goods”.
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information, with the radio and the television becoming staples of homes across the 20" century, and

is regarded as the “golden age” of advertising (Rust and Oliver, p. 72).>

Unlike any other industry in the business sector, advertising has not undergone any significant
alteration to its flat-line growth in over a century (Chemi, 2014). Advertising, therefore, keeps
evolving merely to stay relevant and maintain its fragile equilibrium. The most fundamental
development to the nature of advertising is encapsulated in Kumar and Gupta’s (2016, p. 1)
statement that, “[advertising] has evolved from having one simple objective of informing people
about products and services to being a highly sophisticated and personalised tool of persuasion”.
Technology is widely regarded as the force behind this development and the following evaluation
changing requirements of modern advertising will highlight how technology has enabled this
evolution. This analysis will evaluate sources which consider both the potential positive and negative
fallout of this. It will also interpret what this means for the future development of this centric element

of the marketing mix>.

Technology and the Development of Modern Advertising:

In the “Death of Advertising” (1994, p. 72) Rust and Oliver firmly denounce the role of technology
in the development of advertising. This influence is not a recent development but is contended to be,
“the skeleton around which advertis-ing[sic] was formed." Opening with the assertion that, “Mass
media advertising as we know it today is on its deathbed, and its prognosis is poor” (p. 72) this
research clearly takes the viewpoint that the relationship between advertising and the technological

process is inherently negative.

% This “golden age” coincided with the rapid development of advertising agencies, and the rise of the advertising executive, an
individual capable of creating, “a mass audience for mass-produced products.” (Rust and Oliver, p. 73)
* The marketing mix is the umbrella term for all activities related to the promotional development of a good or service.

~12~



This source discusses how advertising has been ailing since the 1980s and correlates this with media
fragmentation leading to the allocation of finances to sales promotion and integrated marketing
communications (IMCs)* Rust and Oliver credit the movement towards a more serviced-orientated
economy with changing the requirements of advertising and making the “traditional consumer
goods mass marketing approach...increasingly irrelevant” (p. 72). The foresight of this source is
exceptional when one considers that a major trend in advertising over the previous decade has been
an emphasis on the promotion of events as opposed to goods. This is best surmised by marketing
expert Brian Schultz (2015) in his article, “Not Just Millennials: Consumers Want Experiences, Not
Things”. Schultz evaluates how psychologists and leading business-trend-identifiers have concluded
that consumers are increasingly aware that doing things not having things is the key to enhancing

their lives and lifestyles.

Rust and Oliver’s research broaches how advertising is intricately tied to technological advancement
and offers an exceptionally insightful discussion regarding the future of advertising. A central
weakness of the source is the refusal to accept digital channels as an evolution of traditional
advertising, and not as a completely disparate component of the marketing mix. Considering that
traditional marketing is by no means redundant, but has merely evolved in conjunction with its
digital compatriots, the summarisation that, “Advertising is on its deathbed” (p. 76) seem
premature. Therefore, the impact of technological progression must also be examined through the

evaluation of a more recent text.

Gupta and Kumar’s (2016) research on, “Conceptualising the Evolution and Future of Advertising”
provides a modern conceptualisation of the topics discussed in the previous source. Written within

the framework of the modern era’s achievement of a hybrid between traditional and digital media in
advertising, this source commands an understanding of digital advertising as an evolution and not a

replacement of traditional advertising. A central strength of this source is that it does not negate how

4 Integrated Marketing Communications is essentially the integration of all the elements of a company’s or product’s marketing efforts
to form a cohesive marketing effort. ) . Rust and Oliver posit that IMCs are required by this fragmentation according to this research
(p. 72) as, “the more fragmented this media becomes, the more integration is required”.
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technology has inherently altered promotions, stating that, “The influx of technology ...
[has]...changed the marketing climate irreversibly”. This research also highlights how digital
advertising has altered not merely how consumers are reached but also how these consumers are now
segmented by their preferences, purchasing-potential and also their capacity to encourage other

potential customers (p. 302)°.

Gupta and Kumar adeptly highlight the benefits associated with advertising’s adoption of technology
on the basis of these merits themselves, as opposed to examining them to the detriment of traditional
advertising. This source evaluates both traditional and non-traditional advertising methods. It
dissects the emphasis, of traditional marketing as being on "verbal and visual communication”, and
of digital advertising on an immersive experience capable of real-time updates and intense
customisation (pp.305-306). Also of note is the reference to “products and services” as opposed to
just products, coinciding with Rust and Oliver’s prediction of the movement towards an experience-
orientated audience. Finally, Kumar and Gupta’s research on the future development of advertising
focuses upon a prediction of the channels of digital advertising most likely to thrive in oncoming
decades. This research complements Rust and Oliver’s assertion that increased engagement and
increased interactivity are the key elements upon which modern advertisers must focus to solidify

the future development of this medium (pp. 313-316).

Each of these sources provides valuable insight into the current positioning of advertising as
precipitated by the development of digital technologies. They both possess an explicit awareness that
technology is, and to some extent has always been, the mainstay of promotional development. The
key conclusion of these sources has been the identification of the increased demand for engagement
and interactivity as the reasoning behind why technology will continue to propel the revolution that

is modern marketing. These sources highlight the reality of the more informed consumer as a major

® Gupta and Kumar expand explicitly upon this topic throughout their research paper stating, (p. 303), “Digital media advertising
spending is increasing at the cost of print media investments, and it is foreseeable that they will continue on this upward trajectory”
but emphasise the role of evolution regarding digital technologies.
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force to be reckoned with when considering advertising. They also highlight how this increase in

consumer knowledge has been directly influenced by the development of information technologies.

The Informed Consumer and the Developing Trust in Digital Information:

"In advertising's prime, producers held virtually all of the power in the marketplace” (Rust and
Oliver, p. 74) but since the 1950's this power dynamic has shifted greatly in the favour of the user,
and consumer awareness is at an all-time high. Word-of-mouth is no longer the recommendation of
friends and family but of every digitally-capable consumer found online. Price comparison websites
such as Pronto and PriceGrabber have unveiled the most economic option to potential buyers and
social media sites provide a public domain for any and all complains. Review websites such as Trip
Advisor and Yelp reveal the strengths and weaknesses of places to visit, and the vast majority of
online retail outlets provide an area for product review. As Kumar and Gupta aptly state digital

technologies have, "turned the traditional marketing pitch into a two-way conversation” (p. 312).

The rise of these information technologies has generated a new breed of consumer. This new
customer is highly informed, aware of their rights and not willing to simply take a brand’s word®
regarding the innate superiority of a product or a service. Therefore digital media and the two-way
conversation it has opened between the consumer and the advertiser, has led to the requirement of a

vastly more insidious advertising format.

In 2016 digital advertisement spending was predicted to surpass its television equivalent for the first
time ever in the U.S (Kressmann, 2016) and packaged-goods marketers are now spending more on
digital advertising than all other channels combined (Cadent Consulting Group, 2017). These
statistics give some insight into the extent to which digital technologies have been embraced by the
advertising industry. However, analysing consumer trust in digital technologies is more imperative

than monitoring financial targets, as trust is what ensures that these technologies have any potential

¢ This last is perhaps most the most damaging for modern advertising.
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longevity. The report carried out by Marketing Sherpa (Fig.1, Burnstein, 2016) and compiled below
by eMarketer (2016), indicates that trust in modern and online digital media still falls substantially
behind rational advertising methods. Nevertheless, the level of trust displayed in online advertising
has greatly increased from previous years. Edelman’s 2017 Trust Barometer, for instance, polled
33,000 people from all around the world and found that online information is growing in credibility
with “59 percent of respondents ...[believing]...a search engine over a human editor.” (Edelman,

2017).

Types of Ads that US Internet Users Trust When
Making a Purchase Decision, Oct 2016
% of respondents

Print ads (newspaper, magazines)

TV ads

Ads/catalogs | receive in the mail
76%

Radio ads

1%
Ads in outdoor and public places (like billboards, transit ads,
posters, etc.}

9%
Search engine ads (Google, Yahoo, Bing, etc.)
1%
Video ads prior to a digi
a7
Sponsored posts on blogs that | read
43%

Ads embedded in social media (Facebook, Instagram, etc.)

Online banner ads

39%
Mobile phone ads

39%
Ads in podcasts

37%
Digital pop-ups
5%

Mote: n=2,400 ages 18+ -

Source: Marketingsherpa, "Customer satisfaction Research study, " Dec 12,
2016

2nza W EMarKeter Com

Fig. 1 Burnstein (2016)

Therefore, trust in digital and online media is advancing significantly. Between the rise of digital
technologies and the upkeep of traditional technologies,” there has been the creation of a modern
society with pervasive and inescapable advertising. Consequently consumers have developed a

growing appreciation for non-invasive advertising capable of engagement and interactivity.

7 For as will be later discussed, despite the minimisation of their funding and impact these traditional techniques have evolved to

become part of the digital platform.
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The Impact of Developments in Social Consciousness on Advertising:

Advertising has become a lot more answerable for any blunders or inaccuracies in today’s climate of
mass-audience digital media utilisation, and damage control can no longer consist of an apology in a
print newspaper. Research also indicates a gradual reversion to ultra-traditional marketing
techniques such as word-of-mouth promotions (eMarketer, 2009) (Fahy, 2009)°. These traditional
techniques now possess the additional complication of these having evolved with digital technologies
and digital platforms, ensuring that word-of-mouth has the potential to reach millions rather than
individuals. The nature of word-of-mouth has always possessed the capacity for both positive and
negative influence, but technology has also warped this balance somewhat with consumers estimated
to be twice as likely to report a negative experience online as a positive one (American Express,

2011).

Due to the placement of advertising in popular culture, and considering its present ubiquity it stands
to reason that advertising has had in recent years, more so than ever before, to adapt to the social,
political and economic mores of the present time. Advertising as a medium is held to a higher
standard than ever previously encountered, and is expected to develop in conjunction with the
customs and standards of their audience. It has proven to be of great value for modern brands to
track the political, social and psychological leanings of their potential consumers. The research
carried out by Kumar and Gupta touches upon this understanding, reflecting that social media
advertising, in particular, has encouraged a development of the general public's expectations
regarding the societal appropriateness’ of advertising (pp. 314-315). 'However, the aforementioned
sources do not review in sufficient depth the changes that the advertising industry has had to

undergo in order to achieve better assimilation with modern culture'.

# Kumar and Gupta concur with this throughout their research stating that advertising has, “come full circle by stopping right back at
the word-of-mouth promotion stage.”(Kumar and Gupta, p. 302)
° This societal appropriateness involves political, social and psychological and economic evaluations to name but a few.
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Never has such analysis been more applicable than in the wake of the recent YouTube advertisement
freeze following the discovery that campaigns were running on extremist videos. This has seen major
corporations including PepsiCo, Starbucks and Wal-Mart (and many others) withdrawing their
YouTube campaigns. Therefore, to illustrate the importance of social coherence in advertising two

case studies will be used to depict the imperative of this social conscientiousness.

Case Study One: The potential for developing social consciousness to negatively impact brand

development; Breitbart and Kelloggs

Nowhere is the impetus for advertising to comprehend political trends more evident than in the
climate which provoked the recent YouTube advertising boycott, and the on-going Grassroots
campaign encouraging Twitter users to shame companies which advertise with Breitbart. Organised
by activist groups Sleeping Giants and SumofUs this campaign aims to discredit those who chose to
advertise with the website, which has been widely condemned as racist and misogynistic. The
resulting impact of this campaign has seen over 818 pre-existing advertisers with Breitbart pulling
their advertisement revenue from the news and opinion website. The multinational food
manufacturing company Kellogg’s, despite the non-profit activist origins of this campaign, has been
seen to lead the charge on this boycott™. Kellogg’s, which released a statement claiming that they
would no longer align themselves with sites that “aren’t aligned with our values” (Wahba (Fortune),
2016) has received both widespread support and condemnation from various sides of the political
chasm in the USA. This case has prompted significant debate on freedom of speech'* but also proves
conclusively the role of societal appropriateness in modern advertising, especially since the
advancement of digital technologies. These technologies have enabled these grassroots campaigns to

generate extensive support in a manner simply not possible in the past.

' This boycott has since come to include the likes of BMW, Lufthansa and Visa.
' The central debate of this campaigns questions whether this is an opportunity for freedom of speech in advertising or a signal of the,
“beginning of an era of American politics in which political clout is used to shame businesses into silence” (Wahba (Fortune), 2016).

~18~



Though it is currently too early into this boycott to fully evaluate its economic fallout, the sheer scale
and visibility of this debate proves that advertising has moved far beyond simply being an element of
the sales process. Advertising instead has developed into an integrated element of modern life and
the social makeup of societies. This case study depicts that staying clear from political activism is not
an advantageous position in the current political climate. It also shows that a neutral standpoint is
perhaps not even possible when one considers the 552,000-signature strong petition currently

circulating for Amazon to cancel their Breitbart sponsorship (SumofUs.org, 2017).

Case Study Two: The potential for developing social consciousness to positively impact brand

development; Lynx

When evaluating advertising’s evolution into a force which reflects the social makeup of societies, it
is essential to examine this from more than simply a political basis. The recent trend towards
advertising’s more sensitive take on mental-health concerns is an important indicator of how this
movement is developing. The advertising of male toiletries brand, Lynx,'* has long been infamous for
its “1990s Lads Mag” aesthetic (Vizard, 2016), which utilised the branding of the “Lynx Effect” to
depict how irresistible any male that used their products would become to women (Fig. 2). However
brand manager David Titman identified this marketing strategy as “not relevant anymore”, and in
recent years re-branding efforts from Lynx have opted for a more mature, sophisticated and less

retrogressive approach.

Lynx has addressed the growing obligation for modern advertising to reflect social mores in two
ways; by moving away from their objectification of women, but also through their movement
towards a more socially conscious method of suicide awareness and prevention (Roderick, 2016). In
a 2016 campaign Lynx joined with the charity “Campaign against Living Miserably” (CALM) to help
raise awareness regarding male suicide through campaigns like that indicated below in Fig. 3. Lynx

reflects how advertising is channelling social consciousness regarding mental-health awareness. They

'2 Lynx is known as Axe outside the United Kingdom, Republic of Ireland, Australia, New Zealand, and People's Republic of China
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have also created a dialogue™ with their consumers through this shift in their messaging, which
includes marketing around London Pride to support LGBT rights and launching a Peace campaign

to tie in with the “Peace One Day” movement in the United Kingdom.

mﬁ&?ﬁts

=S

THE SINGLE BIGGEST KILLER OF
LET'S TALK #BIGGERISSU!

 2PRINTWORKS — ==

Fig. 3 Lynx (2016)

Each of these case studies reflects how advertising has become about more than simply encouraging
the consumer to buy. Advertising is evolving to encapsulate the necessity of developing a brand’s
potential to raise and improve brand awareness, and reflect the central values of their customers.
Analysing the development of advertising reveals the imperative for advertising to adjust to societal
mores, as demanded by the evolution of new digital media. However, it is also clear that these same

technological advancements have made extensive re-branding a possibility for international brands,

3 This is a reflection of their awareness of the two-way dialogue between advertisers and consumers, as evaluated previously as a

formative development of modern advertising.
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and that technology need not be the death of advertising. It is instead the catalyst for the revolution

of traditional techniques and also the development of new powerful advertising mediums.

Utilising the literature review, statistical research and case studies outlined above the central
conclusion of this chapter is that the most recent and characteristic requirements of modern
advertising are those of engagement and interactivity. These are two of the major requirements in-
game advertising must fulfill to exemplify the conditions of modern advertising. In-media
advertising appears to be the advertising medium most capable of harnessing the insidious and
subtle advertising capabilities enabled and necessitated by digital media. Therefore the requirements
of in-media advertising must be analysed, as this will enable the development of more definitive, and
relevant requirements to be analysed through IGA. This research paper will examine the
development of in-media advertising to comprehend the full requirements of this medium, enabling

a full evaluation of in-game advertising, to prove or disprove the central hypothesis of this paper.
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Chapter Two — The Development of In-Media Advertising

“Good advertising does not just circulate information. It penetrates the public mind with desires and

belief.”

Leo Burnett

If Albert D. Lasker can be considered the father of modern advertising (Cruikshank and Schultz,
2010) then the American advertising executive Leo Burnett can perhaps be considered the father of
post-modern advertising. Burnett was responsible for the creation of some of the most recognisable
characters in modern promotions including the likes of Tony the Tiger, the Marlboro Man and the
Jolly Green Giant (Ewen, 1999)'“. Despite living in an era where advertising was inextricably and
almost indistinguishably linked to sales, Burnett displayed an innate understanding that advertising
had to be about more than simply convincing individuals to purchase a product or service. As
discussed, modern advertising has had to adopt an understanding of its own nature and find a
contemporary alternative to Burnett’s colourful cast of recognisable and approachable characters

and icons.

In the following chapter, the presence and development of in-media advertising will be discussed as
the modern equivalent to Burnett’s techniques, as a medium which encapsulates advertising’s
obligations of engagement and interactivity. This will formulate conclusive requirements for in-game
advertising to be measured against. As per the structure of this research paper, this analysis will
include a review of the relevant modern literature regarding in-media advertising'®. A detailed

critical breakdown of this information will then be amassed, endorsed by a case study to supplement

14 Burnett was recognised by Time Magazine in 1999 as one of the 100 most influential people of the 20" century.

"> In the interests of brevity, though in-media advertising is capable of being integrated into any current media be it television, music,
social media, gaming or cinema this chapter’s analysis emphasises cinema and television to build a framework upon which to develop
an advanced understanding of the fundamental attributes of in-game advertising.
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the resulting findings and provide concrete conclusions on the full requirements of modern

advertising.

The Developing Impact of In-Media Advertising:

Note - In-media advertising is recognised by a wide variety of terms'®, and referred to in the

following literature review sources as “product placement”.

In the study, “Product Placement: How Brands Appear on Television” (2006) researchers La Ferle
and Edward's study the prevalence and impact of product placement on prime-time television
through extensive quantitative research engaging with how these trends have developed over the last
five years. A key strength of this research was the distinction made regarding how the amount of
product placement, and its resulting impact, differed in accordance with the type of programming
being examined. The analysis included both “storied programming'”” and “non-storied
programming”'® with this distinction proving essential to comprehending the nuances of this
medium. When unintentional placements were discounted'’, product placement amounted to just
below one call-out every three minutes, with storied programming featuring the least amount of
product placement and “game shows...[offering]...the greatest exposure”(La Ferle and Edwards, p.

68).

This research reflected that patterns in in-media advertising have held exceptionally steady with
variety proportion holding at approximately 7%, and theorised that strategy in this area may not yet

have evolved considering the, “the limited control that advertisers seemed to have over placements”

» <« » .

' Other commonly utilised terms include “covert advertising”, “guerrilla advertising”, “in-media advertising” and “stealth
advertising”

'7 Storied programming includes any explicitly scripted programme such as a situation-comedy or dramatic soap.

'8 Non-Storied programming includes any programme not definitively scripted such as a game show, or sporting event.

' When unintentional callouts were not discounted research unearthed, “2,327 brand appearances were coded in 102 different
programs, across ... 7 days of prime-time television programming.” (La Ferle and Edwards, p. 68).
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(p. 81). La Ferle and Edwards also cited the overcrowding of a “cluttered promotional environment”
(p. 84) as a threat to the development of product placement. It was noted that interest and
experimentation around product placement in media had greatly increased since the year 2002 (p.
81), and recommended that advertisers retain greater creative control over product placement to
harness the effectiveness of this medium. La Ferle and Edwards (p. 84) concluded their research with
the statement that, “for all estimates, product placement...is here to stay and has only scratched the

surface of what it will become in the future.”

The research carried out by Chen and Wang in 2016 is perhaps the most extensive current research
existing regarding product placement in cinema and provides an up-to-date and systematic study
through a “complete picture of product placement practices in the motion picture industry”(Chen
and Wang, p.848). This research was conducted as a quantitative content analysis of product
placement in the top-grossing films, in the U.S, released between 2001 and 2012. The extrapolations
from the impeccably-implemented methodology of Chen and Wang include the finding that product
placement is prolific in top-grossing films from the U.S. This research also revealed that product
placement is becoming more exposed, and purposefully prominent over time (Chen and Wang,
pp-845-847). This research clearly indicates the developing prevalence of product placement
analysing former research studies carried out by the likes of PQ media (2012). PQ Media found that,
“global product placement spending increased 9.8% to $7.39 billion in 2011” (p. 835) and in the U.S

alone reached $4.26 billion in the same year.

The Strengths of In-Media Advertising over Other Advertising Mediums:

Moving beyond financial considerations, Chen and Wang (p. 835) also address the strengths of
product marketing as opposed to its more traditional counterparts, highlighting how it is

“inescapable”, “unobtrusive” and, relatively, “inexpensive”. Also revealed is how product placement

in cinema is most often found in the genres of action and comedy, how new releases have more
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visually-orientated product placements and how in comedy movies, “Products with close-ups
appeared much more often”. Conversely, in action movies products were more likely to be discussed
by supporting than central characters (Chen and Wang, p.845). From the brands most featured in
tilms* (with Apple products cited to have appeared in 30% of 2010’s top 33 films) (Chen and Wang,
p- 835) the prevalence of high-quality, high-cost brands is noted, with product placement is clearly

an instrument favoured by powerful brands*'.

Chen and Wang’s research revealed many of the same understandings reached by La Ferle and
Edwards earlier in this literature review, and both sources of information on in-media advertising
emphasise the importance of using relevant and, most essentially, unobtrusive products. Chen and
Wang (p. 842) explicitly measured product placement strength using its incongruity/congruity factor
as a major indicator®. Chen and Wang also agreed with La Ferle and Edwards that, despite positive
growth, in-media advertising was not being utilised to its full advantage and that the increasing
“clutter” of this advertising option should be combatted through, “marketers...[taking]...more
controls (sic) of their brand placements by...strategically placing their brands in a more innovative
way” (p. 847). In 2006 a study (Redondo, p. 51) examined advertiser’s accuracy in targeting their
placements and found they, “barely improved upon a random selection”. This proved that these
decisions were not being accurately, or, “systematically made according to the anticipated impact
upon consumers.” This leads to the demand for innovative utilisations of this media channel, to

ensure it is being used in a timely, accurate and effective manner.

A key limitation present in both of the main sources analysed was the sole utilisation of top-grossing
movies in the case of Chen and Wang’s research, and prime-time television in La Ferle and Edward’s
study. This predominance is a limitation as it does not examine how independent media can often be

something of a trendsetter in business and marketing. This is depicted clearly in chapter one by the

* Nike, Ford and Chevy close behind at 24% and brands such as Sony and Glock trailing further at approximately 15%

*! There is little consideration of this detail within this research, but it will be relevant to consider this question regarding in-game
advertising, and questioning the imperative of pre-existing brand equity for full utilisation of in-media product placement.

2 This factor measured the extent to which visual or verbal characteristics of a product advertised managed to blend with their

surroundings.
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renewed power of word-of-mouth, as precipitated by the developing role of independent games,

films, and other media, reliant on this for expansion (McElroy, 2013).

La Ferle and Edwards, and Chen and Wang also clearly state the requirement of in-media advertising
to provide innovative methods of reaching their allocated audience but provide little
contextualisation of this requirement. Therefore, further insight into this requirement is provided in

the case study below of the sitcom “Community” and the car manufacturing brand of Honda.

 .»

Case Study: US Sitcom “Community’s” Innovative Utilisation of In-Media Marketing

Yahoo! Screen screened season six of “Community” in 2015 with Honda as a presenting sponsor of
the series. Honda product placement was carried out throughout 2016 with multiple multi-media
integrated advertising campaigns featuring the cast members including commercials and in-episode
call-outs. However, episode seven of the series went beyond integrating Honda products or subtly
plugging the virtues of these products, choosing instead to build the episode around the brand and
its products. Throughout the episode, Honda is depicted carrying out “guerrilla-marketing” tactics
by infiltrating the community college featured, through the use of a highly-persuasive salesman,
“Rick”. “Rick” convinces susceptible cast members to purchase the products and is depicted doing
this with extensive success (Fig. 4) (Fig. 5), often describing the features and assets of the Honda
products for sustained periods of time. Even as the utilisation of these guerrilla marketing tactics is
decried, a central character is forced to admit to herself that little embellishment or sales technique is

required from the marketers as, “the 2015 Honda CRYV sells itself”. (Yahoo! Screen, 2015).
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‘ ‘Off to buy a CR-V,
there’s no such
N thing as too

many Hondas., ,

Fig 4. Yahoo! Screen (2015) Fig 5. Yahoo! Screen (2015)

Critical reaction to the episode which was broadcast in 2015 under the ingratiatingly titled,
“Advanced Safety Features” was fundamentally non-committal with the A.V Club giving the
episodes a solid B+ but admitting, “There are limits to how deftly a show can overtly integrate
advertising, even when that advertising is massaged into self-referential humor” (Alston, 2015).
Mark Harrison (2015) from The Den of Geek stated, that the episode, “holds more entertainment
than most sitcom ad-breaks” and he also noted the innovation displayed with reviewers forced to

mention Honda in their episode write-up.

However, despite the moderately lackluster critical reception, this in-media advertising campaign
was an unprecedented success (Baysinger, 2015) with the customised Twitter hashtag of
#Level7Susceptible trending and creating more than 29 million impressions on Twitter. Research
carried out following the episode indicated that viewers had a 95% brand-recall for the central
product featured in the episodes® and that 50% of viewers stated they were more likely buy a Honda
manufactured car following the placement. Delighted with this result Lisa Utzschneider, chief
revenue officer at Yahoo, stated that Yahoo was looking at more opportunities to, “give marketers
the chance both to integrate and sponsor a show, like Honda did with Community”. This episode
clearly developed upon the basis that if in-media advertising cannot be inconspicuous it should be
innovative. Therefore this case study evidently embraced Chen and Wang’s (p. 847) dictum that
advertisers should exert more creative control by, “strategically placing their brands in a more

innovative way” and carried this to a fruitful conclusion.

* Viewers also had an 88% brand recall for the secondary product featured.
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Clearly in-media advertising, when utilised applicably and effectively, illustrates the requirements for
modern advertising to exhibit engagement and innovation. However, in-media advertising also
shows that any advertising medium which utilises digital media must address the additional
necessities of congruence and innovation. This research paper suggests that the gaming industry is
exceptionally well-placed to carry out this blend of subtlety, innovation and interactivity. Therefore
this paper posits that in-game advertising demonstrates the developing requirements of modern
advertising. As a branch of in-media advertising, gaming will inevitably substantiate the
requirements of interactivity and engagement but this research will examine the hypothesis that
gaming exemplifies the requirements of innovation and congruency as necessitated by in-media

advertising.
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Chapter Three - The Development of In-Game Advertising (IGA)

(and an examination of the factors which make the gaming-industry ripe for in-media advertising)

In the previous chapter, Chen and Wang (2016) justified the existence of their exploration on
“Product Placement” due to the lack of media-specific product placement analysis .** In the past it
has clearly been considered more practical to analyse in-media advertising by using a broad overview
to examine how the intricate requirements, utilisations and capacities of this channel are developing,
and to study their impact. The implication of this is quite evident; up until relatively recently, in-
media advertising has not been taken particularly seriously, not even by the advertisers who have
utilised this medium for decades (pp. 846-847). Chen and Wang's individualised research on product
placement addresses the necessity of analysing in-media marketing not as an overall trend, but as a
medium with highly discrete components, each requiring a varying level of examination. An
extrapolation of this finding, therefore, is that the requirement of a singular study into individual
media channels implies that not all digital media's are created equally. This suggests that different
media-implementations have differing requirements in terms of implementation and also, that they
possess fluctuating capacities for success. Therefore, it appears that each medium requires individual

evaluation.

This research paper therefore, examines in-game advertising (specifically video-games®) and
measures how it reflects the key requirements of modern advertising, as necessitated by the
development of digital media. These requirements consist of the necessity for innovative and
interactive content. Consequently, to substantiate this hypothesis this chapter will first carry out a
critical literature review examining in-game advertising, and how and why it has developed.

Following this, a crucial analysis will be carried out to determine what aspects of the gaming industry

% An exception to this is La Ferle and Edward's exploration product placement in television, also a key source of this research paper's
analysis of in-media advertising. The research of La Ferle and Edwards was carried out in 2006 and utilised the sole medium of
television to carry out analysis.

*Tt is due to the plethora of research currently existing on the topic of mobile games and advertising that the main emphasis of this

study is upon video-games.
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make gaming capable of exemplifying the requirements of in-media advertising. Case studies
relevant to IGA will be examined in the following chapter, to substantiate the conclusions of this

chapter regarding IGA and the requirements of modern advertising.

The Current Position of In-Game Advertising:

Within the Digital Marketing Glossary (2013) in-game advertising is defined as, “the practice of
inserting advertisements in games”. Corresponding research generally seeks to examine the
effectiveness of this advertising medium (Glass, 2007) (Nelson et al, 2004) (Mackay et al, 2009),
and/or to analyse how it may be best utilised to maximise this effectiveness (Lee and Faber, 2007)
(Hansson, 2017). A wide variety of methodologies have been utilised to provide insight into in-game
advertising (IGA) including sponsored studies into impact and effectiveness from the likes of
Massive Incorporated in 2009 (a fully owned subsidiary of Microsoft) and the joint Activision-
Nielsen Entertainment study (2008). Other sources include original research carried out by the likes
of Lee and Faber (2007) on what factors affected the success of IGA. Finally evaluations like those
carried out by Nelson et al (2004) study the online reaction to IGA, specifically of gamers on the

social news website Slashdot in an attempt to gauge the success of this medium.

Much of the current research on IGA entails a certain ethical dilemma as many of these
investigations have been carried out by researchers with a vested interest in highlighting the positive
attributes of this advertising channel. The leading research in this field was carried out by Microsoft
in association with Massive Incorporated®, and another prominent study depicting IGA as more
effective to its television equivalent implemented by NeoEdge Networks”. Therefore to balance this
out, independent studies and research initiatives have also been utilised throughout this paper to

provide a thorough analysis of the development of in-game advertising. However even in research

% Massive is a leading network for video-game advertising.
*” NeoEdge Networks is another major advertising network.
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papers such as, “Advertainment or Adcreep” (Nelson et al, 2004) the problem of bias and
subjectivity is presented once more as this research utilises the viewpoint of users of the social media
site Slashdot. Online user contributions carry their own connotations of lacking precision or even
veracity, but a central strength of each of these sources is the sheer volume of data collected and the

wide time-frame of analysis within each of these sources.

Of all the sources analysed it is the research papers from the likes of Mackay (et al, 2009) and Lee and
Faber (2007) which provide the most objective reasoning and evaluative content, though each
identify the limitations of their original research in terms of sample size, and scope. The adverse
effect of this limitation is addressed in Mackay (et al, p. 434) who forewarns that in such instances,

“caution is required in extrapolating the findings to larger and more diverse populations.”

Each of the sources analysed agree that in-game advertising has developed enormously in recent
years, with the research on “Advertainment or adcreep” (Nelson et al, p.3) stating that, “The
inclusion of brands in electronic games or the brand as the game (Advergaming) is not a new
marketing practice.” This research also cites industry analysis which predicted that in-game
advertising would become a five billion dollar industry though no reliable research currently exists to
demonstrate this figure. However, analysis from Forbes reveals the expectation in 2011 that IGA
would double in profitability by 2016 (Tassi, 2011), and recent figures from IGA provider Zynga
(Jordan, 2015) revealed that the company, “generated $153 million of revenue from in-game ads in
2014”. More recently in 2007, Lee and Faber addressed how, “Advertisers’ interest in games has
mirrored the expanded use and sales of these games.”(p. 76), and in 2009 computer games were
identified as a potentially powerful medium for marketers (Mackay et al, p.435) and finally, in 2017
Hansson addressed how, "As a form of entertainment video gaming has grown explosively, especially

in the last decade".
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In the interests of providing a full analysis of the current position of the current position of IGA
following this literature review, an evaluative study is provided below. This will analyse firstly the
effectiveness and secondly the user-acceptance of this medium using the sources critically evaluated

above.

I. The Development of IGA Effectiveness

From the sheer number of sources available for evaluation in the previous literature review it is
evident that there is a developing comprehension of the need to evaluate IGA effectiveness. This
alone does not clearly indicate whether or not the fundamental effectiveness or user-acceptance of
this advertising format has altered considerably within this time-frame. Reports on the effectiveness
of in-game advertising generally register the relative success of this medium, especially as opposed to
alternative media’s utilisations of product placement. Research (sponsored by NeoEdge Networks)
clearly indicates that advertising within gaming® is more effective than television advertising, both in
terms of product recall and brand perception. The research study carried out by Massive
Incorporated was resoundingly positive on the effectiveness of in-game advertising noting that,
“Massive in-game advertising campaigns outperform comparable advertising campaigns across
other media” (Massive Incorporated, 2009). Average advertisement recall standing at 63% for the

Massive campaign as opposed to 32% for television.

Research carried out in 2007 by Zachary Glass on, “The Effectiveness of Product Placement in
Video-games” indicated that when players were exposed to brands in video-games they were much
quicker to characterise these brands as “good”. When their reaction times were weighted users were
much slower to distinguish promoted brands as “bad” (Glass, pp. 28-29). The research on “The

effect of product placement in computer games” (Mackay, p. 422) was similarly successful, revealing

It is imperative to note that this study involved on-line gaming, however, as opposed to the video gaming which is the fundamental
emphasis of this research paper.
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that, “exposure to a particular brand in a computer game can increase [brand-attitude and brand-

recall] among consumers whose pre-existing attitude towards the brand in question is fairly low”.

Much of the prior research on IGA addresses how IGA effectiveness might be developed and
expanded in the future, with the research from Lee and Faber (2007) in particular raising fascinating
points about the factors which contribute to the effectiveness of IGA*. The fundamental findings of
research regarding the effectiveness of IGA were highly positive, and this chapter will later analyse
what aspects of the gaming industry have enabled this effectiveness. This effectiveness also grants
this paper a positive indication regarding the central hypothesis that IGA exemplifies the

requirements of modern advertising, as is implied by the positive implementation of this medium.

II. The Development of IGA User-Acceptance

Having analysed the development of the effectiveness of IGA, analysing user-acceptance of product
placement in games is an essential consideration and the research of this subject has generated
widely varying and conflicting results. Overall research appears to indicate that gamers do not resent
the presence of in-game advertising (Nelson ef al, 2004) (Microsoft, 2008) (Haselton, 2007). The
study from Massive Incorporated (2009) indicates that, “that the gaming audience has a consistently
positive opinion of the advertisements and how the ads affect their game experience.” Microsoft
(2008) and Haselton’s (2007) both note that this report, which stated that gamers find in-game
advertising “cool”, closely followed the similarly positive results of the Activision sponsored study
(2005) on IGA. On the surface these reports would appear to coincide with the findings of a 2007
comScore research evaluation which was widely cited for its finding that heavy gamers **were the
most receptive to in-game advertising and widely believed that the inclusion of ads made games

more realistic.

—
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