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Abstract: 
Advergame research has attracted the attention of researchers and practitioners because of its unique structure for 

engaging with customers. The outcomes, on the other hand, have been contradictory or insignificant. Therefore, this 

study aims to synthesize findings from several empirical studies that adhere to predetermined stages or protocols. 

Thus, we could identify research gaps and provide new insights for future research in this field. We applied the 

Theory, Context, Characteristics, and Methodology (TCCM) procedure to systematically review 30 eligible articles 

published in the last ten years. We also used the PRISMA (Preferred Reporting Items for Systematic Reviews and 

Meta-Analyses) flowchart to search multiple journal databases for articles. Our findings suggest that existing studies 

rely on flow, affect transfer, the Elaboration Likelihood Model (ELM), and the Persuasion Knowledge Model 

(PKM) as theoretical foundations. Most studies were conducted in the United States and India, with adolescent and 

adult participants predominating. Our review reveals that web-based advergame, real brand, food and beverage 

product categories were frequently implemented. According to our findings, cognitive responses were widely used 

to assess advergame effectiveness. By integrating findings and perspectives from many empirical studies related to 

advergame, our study will provide an overview of advertising areas, particularly in non-traditional advertising 

formats. As a result, it can be used to identify knowledge gaps, develop research agendas, or as a critical component 

in developing theoretical frameworks and conceptual models. Advergame has evolved as a "new" marketing tool 

that has shown to be an effective marketing campaign for engaging customers. Although various studies have shed 

light on the adoption, design, and effects of an advergame, there is a scarcity of research that systematically 

evaluates and summarizes past findings. The majority of previous research has relied on meta-analysis or content 

analysis studies. This study aims to bridge that gap despite the need for more advergame information.  

Keywords: advergame, marketing tools, preferred reporting items for systematic reviews and meta-analyses; theory, 

context, characteristics, and methodology. 
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品牌视频游戏：作为营销工具的广告游戏回顾 

 

 
摘要： 

广告游戏研究因其与客户互动的独特结构而引起了研究人员和从业者的关注。另一方面，结果是矛盾的或

微不足道的。因此，本研究旨在综合几项符合预定阶段或协议的实证研究的结果。因此，我们可以确定研

究空白并为该领域的未来研究提供新的见解。我们应用理论、背景、特征和方法 (中医) 程序系统地审查

了过去十年中发表的 30 篇符合条件的文章。我们还使用棱镜（系统评价和元分析的首选报告项目）流程图

在多个期刊数据库中搜索文章。我们的研究结果表明，现有的研究依赖于心流、情感转移、精化似然模型(

榆树)和说服知识模型(PKM)作为理论基础。大多数研究是在美国和印度进行的，青少年和成人参与者占主

导地位。我们的审查表明，基于网络的广告游戏、真实品牌、食品和饮料产品类别经常被实施。根据我们

的发现，认知反应被广泛用于评估广告游戏的有效性。通过整合许多与广告游戏相关的实证研究的发现和

观点，我们的研究将概述广告领域，特别是非传统广告格式。因此，它可用于识别知识差距、制定研究议

程或作为开发理论框架和概念模型的关键组成部分。广告游戏已发展成为一种“新”营销工具，已被证明

是吸引客户的有效营销活动。尽管各种研究已经阐明了广告游戏的采用、设计和效果，但很少有研究能够

系统地评估和总结过去的发现。以前的大多数研究都依赖于元分析或内容分析研究。尽管需要更多广告游

戏信息，但这项研究旨在弥合这一差距。 
 

关键词：广告游戏、营销工具、系统评价和荟萃分析的首选报告项目； 理论、背景、特征和方法论。 

 

1. Introduction 
Traditional marketing has shifted to digital due to 

technological advancements. Changes in consumer 

behavior are encouraged as a result of this migration. 

Previously, consumers were exposed to passive 

advertisements such as television or print 

advertisements; however, consumers are now 

confronted with interactive advertising formats and are 

more likely to seek information through various 

communication tools actively. Marketers are then 

encouraged to seek alternative advertising methods to 

capture customers' attention (Catalán et al., 2019a; van 

Reijmersdal et al., 2015a). One method combines 

advertising and digital games, such as in-game 

advertising (IGA) and advergame (Steffen et al., 2013; 

Vashisht et al., 2019). 

 Brands can be displayed together as a game 

background or in a game-provided space/location. In 

contrast to IGA, advergames typically consist of only 

one product and are purposefully designed to promote a 

company's brand or product (Vashisht et al., 2019). 

Compared to other types of promotion media, 

advergame blurs the lines between advertising and 

entertainment; hence, consumers are unaware that 

advergame is another advertising format type.  

Marketers can benefit from this because consumers are 

less likely to object to its exposure. Advergames are 

currently aimed not only at children who are susceptible 

to the persuasive intent of advergames but also at 

adolescents and adults. 

Even though advergame is an effective marketing 

tool, previous studies have yielded conflicting results. 

Therefore, with a systematic approach, this study aims 

to summarize previous studies based on the theory, 

context, characteristics, and methodology (TCCM) 

procedure and provide insights for future research. In 

addition, we used the PRISMA (Preferred Reporting 

Items for Systematic Reviews and Meta-Analyses) 

flowchart to help us find relevant and eligible articles. 

 

2. Methodology 
To map, analyze, and synthesize the existing 

literature on advergame research in business and 

management contexts, we used a systematic approach 

adapted from Le et al. (2019). We take the following 

steps: (1) define the research objectives; (2) identify 

keywords, databases, and selection criteria; (3) search 

databases, screen the results based on predefined 

criteria, and refine criteria for inclusion and exclusion; 

(4) extract relevant material from eligible searched 

results and compile summary tables; and (5) synthesize 

and present findings. 

For the comprehensiveness of the systematic review, 

published articles were obtained through various 

databases. Journal articles written in English, available 

in full text, and published between 2010 and 2020 are 

among the selection criteria. Non-journal publications, 

such as conference papers, book reviews, book 

chapters, books, and editorial notes, were not included 

in our analysis to ensure consistent analytical standards 

(Le et al., 2019). In addition, because this research 

focuses on advertising in business and management, we 

exclude studies (such as articles on body mass index or 

policy and ethics debates) unrelated to our purpose. 

In pre-selected journal publishers, we used multiple 

keywords such as advergame and advergaming. These 

keywords were used on April 17th, 2021, and 74 

articles were identified from the databases: Emerald (n 

= 7), Elsevier (n = 22), Taylor & Francis (n = 18), 

JSTOR (n = 19), and others (n = 8). Unfortunately, we 



715 

 

could not locate any articles relevant to our study 

objective in the Springer database. We adapted the 

PRISMA flowchart from Page et al. (2021) to improve 

the efficiency of the literature search process. To avoid 

duplication, we ran comparisons across these databases. 

This process resulted in the exclusion of two articles, 

leaving 72 articles. The remaining articles were 

rescreened to see if the full text was provided or could 

be downloaded. This process resulted in the exclusion 

of 16 articles from the final analysis. However, after 

further review, 31 articles were justified in being 

discarded because they were unrelated to our study. 

For example, van Reijmersdal et al. (2015b) 

investigated the effects of integrated advertising on 

children's persuasion and awareness. However, this 

article focuses on integrated print advertising rather 

than advergame. Likewise, Roettl and Terlutter (2018) 

examined the impact of video game formats (2D, 3D, or 

virtual reality) on game evaluation and brand 

placement. However, the game format used in the study 

was not specified in this article. As a result, it is unclear 

whether it was intended for advergame or in-game 

advertising. Another reason for exclusion was that the 

publications we reviewed did not present empirical data 

on advergames, such as articles with narrative reviews 

or policy (Hofmeister-Tóth & Nagy, 2011; Quilliam et 

al., 2011; Thomson, 2011; Folkvord et al., 2016; 

Terlutter & Capella, 2013).  

After that, a reference cross-check was performed to 

ensure that no important publications were overlooked. 

This procedure resulted in the addition of 5 articles to 

our database. This resulted in 30 articles being 

considered for final analysis (Appendix). Figure 1 

depicts our article selection procedure. These articles 

were categorized and quantitatively structured to 

provide a comprehensive overview of advergame 

research. 
Record identified through 
database searching and 

comparisons across databases to 
avoid duplicates

(n=72)

Record with full-text 
available

(n=56)

Records Screened 
(n=56)

Non-Journal publication 
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Figure 1. PRISMA flow diagram adopted from Le et al. (2019) 

 

Table 1 shows the journals' list of the 30 articles. 

Publications come not only from management and 

advertising journals (77 percent, n = 23) but also from 

other fields of study (Computers in Human Behavior, 

Entertainment Computing, and Expert Systems with 

Applications). 

 

3. Results 
This section contains a literature review using the 

TCCM framework (Paul & Rosado-Serrano, 2019). 

This framework categorizes research based on theory, 

context, characteristics, and methodology. As a result, it 

will aid us in efficiently describing previous studies. 

 

3.1. Theory 
To explain measured effects, advergame research 

employs a variety of theoretical frameworks and 

models. In our summary, the number of theories and 

models used differs from the number of articles 

analyzed because one article may employ multiple 

theories and models to explain the phenomenon under 

investigation (Table 2). Flow theory (Catalán et al., 

2019b; Hernandez, 2011; Soebandhi et al., 2018; 

Steffen et al., 2013) and affect transfer theory 

(Vanwesenbeeck et al., 2017; Waiguny et al., 2012) are 

widely implemented to support studies in advergame 

research. Originally used to describe a person's pleasant 

experiences in daily life and work, the concept of flow 

is now widely used in various fields (Waiguny et al., 

2012). Flow has also been investigated in the context of 

information technology, where it has been linked to 

positive marketing outcomes such as attitude formation 

and purchase intentions (Catalán et al., 2019a; 

Soebandhi et al., 2018). Affect transfer theory is also 

used to explain the impact of gaming experiences on 

advertised products. The brand is at the center of the 

game in advergame. As a result, the experiences (both 

positive and negative) gained while playing the 

advergame will be remembered and can be passed on to 

the brand (Vanwesenbeeck et al., 2017). In other words, 

if consumers enjoy the games they play, they are likely 

to enjoy the products advertised and vice versa 

(Soebandhi et al., 2018). 

 
Table 1. Distribution of publications by journals 

Journal Name No. of 

Articles 

Percentage (%) 

Computers in Human Behavior 5 17% 

Entertainment Computing 1 3% 

Expert Systems with 

Applications 

1 3% 

International Journal of 

Advertising 

3 10% 

International Journal of 

Electronic Business 

1 3% 

Internet Research 2 7% 

Journal of Advertising 6 20% 

Journal of Brand Management 1 3% 

Journal of Business Research 1 3% 

Journal of Consumer Behaviour 1 3% 

Journal of Interactive 

Marketing 

1 3% 
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Continuation of Table 1 

Journal of Marketing 

Communications 

2 7% 

Journal of Product and Brand 

Management 

1 3% 

Journal of Promotion 

Management 

1 3% 

Journal of Research in 

Interactive Marketing 

1 3% 

Online Information Review 1 3% 

Young Consumers 1 3% 

Total 30 100% 

 

In terms of the research framework, the Elaboration 

Likelihood Model (ELM) and the Persuasion 

Knowledge Model (PKM) are extensively used in the 

articles we examine. ELM has been used to explain how 

people respond to persuasive messages, and it is 

frequently associated with attitude change 

(Vanwesenbeeck et al., 2017). The elaboration evoked 

by individuals towards brands, according to this model, 

is one mechanism that may affect brand attitudes and 

advertising attitudes (Cicchirillo & Mabry, 2016). 

Brand elements such as the brand name or logo are 

integrated into the gaming environment in advergame. 

It allows players to assess the relationship between 

advergame and brands. As a result, the development of 

brands embedded in games can influence the persuasion 

effect of advergames (Vashisht & Sreejesh, 2017). 

Another framework we discovered is PKM, which 

describes how individuals use their knowledge 

(persuasion knowledge or PK) to evaluate marketers' 

tactics and strategies. PKM proposes that a person's 

knowledge of advertising intentions and tactics can be 

used to defend against persuasion attempts (Friestad & 

Wright, 1994). In advergame, product/brand 

information is hidden or integrated into the game. When 

consumers recognize an advergame as a persuasive 

communication effort, they are more likely to resist the 

message conveyed by the advergame (Gross, 2010). 

 
Table 2. Theoretical foundations 

Theories Models 

Affect transfer theory (4) Affect transfer and 

associative-propositional 

evaluation models 

Categorization theory (2) Elaboration Likelihood 

Model (8) 

Cognitive load theory Integrated Information 

Response Model 

Cognitive priming theory Landscape Model 

Excitation transfer theory (2) Limited Capacity Model 

(4) 

Flow Theory (6) Limited Capacity Model of 

Mediated Message 

Processing (3) 

Mere exposure theory Persuasion Knowledge 

Model (6) 

Psychological reactance theory  

Reactance theory  

Schema Theory  

Self-determination theory (SDT)  

Theory of reasoned action  

Theory of vividness effects  

Uncertainty reduction theory 

(URT) 

 

Continuation of Table 2 

Uses and Gratifications (U & G) 

theory 

 

 

3.2. Context 

Tables 3 and 4 summarize our findings concerning 

the contexts studied in this study. As shown in Table 3, 

most studies were conducted in the United States (20%, 

n = 6) and India (17%, n = 5). One study did not specify 

where it was conducted, only that it was conducted 

among Middle-European children (Waiguny et al., 

2012). The remainder is dispersed throughout South 

America, the United Kingdom, other Asian and 

European countries. Only two articles examined cross-

cultural consumer behavior (Choi et al., 2013; Wanick 

et al., 2018) while the rest focused on a single country. 

Children are thought to be susceptible to advergame 

persuasive intent. The fun environment created by 

advergame to convey a brand message can 

subconsciously influence them. As a result, advergame 

research focusing on children's susceptibility is critical. 

However, our analysis reveals that only 17% (n = 5) of 

studies (An & Stern, 2011; Soebandhi et al., 2018; van 

Reijmersdal et al., 2012) focused on children, while the 

rest involved adolescents to adults as target participants. 

Our findings are consistent with those by Sharma 

(2014), who stated that gaming is no longer limited to 

children. A growing number of adolescents and adults 

are playing video games. As a result, advergame is also 

aimed at this age group. Furthermore, we discovered 

that there were also age differences. Some studies 

classified the age range of 10 to 12 years as children, 

while others (Hernandez & Chapa, 2010) classified it as 

adolescence. 

 
3.3. Characteristics 

In this section, we deduce advergame characteristics 

from the articles we examined. Table 4 shows that most 

studies used web-based advergames (Gross, 2010; van 

Reijmersdal et al., 2015a), while six studies used 

mobile advergames (Okazaki & Yagüe, 2012; van Berlo 

et al., 2020). The rest did not specify the platform, but 

they were generally computer games (Choi et al., 2013; 

Sreejesh & Anusree, 2017). For research purposes, the 

advergame used can be custom-made (Cauberghe & 

Pelsmacker, 2010; Choi et al., 2013; Wottrich et al., 

2017) or an existing one (Peters & Leshner, 2013; van 

Reijmersdal et al., 2012; Waiguny et al., 2013). 

Furthermore, the advertised brands/products may be 

real or fictitious. The most common reason for using 

fictitious products is avoiding familiarity and biased 

effects of prior brand knowledge (Cauberghe & 

Pelsmacker, 2010; Vashisht & Pillai, 2016). Our finding 

denotes that food and beverages are the most commonly 

used product categories. 
 

Table 3. Countries of the identified studies 

Location No. of Articles Percentage (%) 

Belgium 1 3% 

Brazil & UK 1 3% 

Middle-Europe 1 3% 
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Continuation of Table 3 

Germany 2 7% 

India 5 17% 

Indonesia 1 3% 

Ireland 2 7% 

Japan 1 3% 

Mexico 1 3% 

Spain 1 3% 

Taiwan 1 3% 

The Netherlands 4 13% 

The US 6 20% 

The US & Korea 1 3% 

n.r. 2 7% 

Total 30 100% 

 
Table 4. Advergame characteristics 

Advergame Type Advertised 

Brand 

Product 

Category 

Mobile advergames 

(Android) 

Fictitious brand 

(8) 

Car (2) 

Mobile phone 

advergame (3) 

Fictitious 

company 

Cereal (2) 

Mobile SNS advergame Real Brand (20) Chocolates 

Mobile web-based 

advergame 

n.r. Coffee (3) 

Web-based advergame 

(14) 

 Drink (4) 

n.r. (10)  Energy/diet drink 

  Fast-food (2) 

Custom-built 

advergame (15) 

 Food (3) 

Existing advergame 

(13) 

 Food retailing 

industry 

n.r. (2)  Snack (9) 

  Others (14) 

  n.r (3) 

 

3.4. Methodology 

This section will be examined the methodology used 

in terms of study design, sampling technique, number of 

play sessions, and exposure duration.  

As shown in Table 5, most articles used an 

experimental study design and a questionnaire to collect 

responses from participants. Questionnaires can be in 

the form of paper-and-pencil questionnaires (An & 

Stern, 2011; Hernandez & Chapa, 2010), online surveys 

(Kinard & Hartman, 2013; van Reijmersdal et al., 

2012), or survey questionnaires given one week after 

playing the game (Catalán et al., 2019a, 2019b). Some 

studies used relevant tests to achieve their research 

objectives  (Peters and Leshner, 2013; Waiguny et al., 

2013). Furthermore, the study design used by Waiguny 

et al. (2012) differed from that of other studies. Their 

study included observation and face-to-face interviews 

conducted by trained interviewers who followed 

standardized questioning guidelines. 

 
Table 5. Summary of study design 

Study Design 
No. of 

Articles 
Percentage (%) 

Experimental and online 

survey 

3 10% 

Experimental and 

questionnaire,  word-fragment 

completion task, recognition 

test, pre-test/post-test method 

to assess changes in attitudes  

1 3% 

Continuation of Table 5 

Experimental and 

questionnaire 

17 57% 

Experimental and 

questionnaire, followed by 

open-ended questions 

2 7% 

Experimental and survey 

questionnaire (after one week) 

3 10% 

Observation and a face-to-face 

interview 

1 3% 

Online experimental and 

questionnaire 

1 3% 

Online experimental and 

Single Category Implicit 

Association Test (SC-IAT) 

1 3% 

Quasi-experimental design 

(pre-test–post-test) and online 

survey 

1 3% 

Total 30 100% 

   

Table 6. Summary of the sampling technique 

Sampling technique No. of articles 

Convenience sampling 6 

Invitation through social media groups, e-

mail, SMS for the registered SNS users, or 

posters and flyers distributed on the 

campus 

4 

Randomly selected from a list of all the 

university students 

4 

Recruited from university, college, or 

school 

11 

Snowball 4 

n.r 6 

Total 35 

 

In terms of sampling technique, our findings show 

that recruitment on campus or at school is the most 

commonly used technique (An & Stern, 2011; Sung & 

Lee, 2020). One common reason is that this location 

can represent the target audience's age group. Because 

there were studies that used a combination of sampling 

techniques in their research, the total number of articles 

in Table 6 exceeds the total number of articles we 

analyzed. Cauberghe and Pelsmacker (2010), Wanick et 

al. (2018), for example, combined convenience 

sampling with snowballing to obtain a sampling frame 

that accurately represents the game population. 

 
Table 7. Summary of the number of play sessions 

Number of play sessions No. of articles 

Unlimited 6 

Once 1 

Two times 1 

Two - four times  1 

n.r 22 

Total 31 

 

Based on the number of play sessions (Table 7), 22 

studies did not specify how many times participants 

could play the advergame. Six studies allowed 

participants to play the game as many times as they 

wanted (Cicchirillo & Mabry, 2016; Sukoco & Wu, 

2011), and another study allowed participants to play 

the game 1 to 4 times. The goal of determining the 

number of play sessions is to keep advergame exposure 

consistent (Gross, 2010; van Reijmersdal et al., 2012). 

Our results also reveal that some studies used a 
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combination of play sessions (Cauberghe & 

Pelsmacker, 2010). 

Table 8 summarizes our findings regarding duration 

exposure. According to the table, 20 studies used a 

specific duration of exposure, such as 1, 2, or 15 

minutes (Peters & Leshner, 2013; Soebandhi et al., 

2018; Wanick et al., 2018). Others played the 

advergame for a set amount of time (Gross, 2010; 

Wottrich et al., 2017) or for an unlimited amount of 

time (Kinard & Hartman, 2013). Furthermore, none of 

the others mentioned how long the participants could 

play the game. We adopted van Berlo et al.'s (2020) 

framework to categorize brand-related outcomes after 

the advergame play into cognitive, affective, conative 

(intention), and behavioral (actual) responses. Our 

findings are summarized in Table 9. 

 
Table 8. Summary of exposure duration 

Duration of exposure (min.) No. of articles Percentage 

(%) 

1 1 3% 

2 2 7% 

3 1 3% 

4 1 3% 

5 7 23% 

10 6 20% 

15 2 7% 

10 - 15 1 3% 

3 - 5 1 3% 

5 - 6 1 3% 

Unlimited 1 3% 

n.r 6 20% 

Total 30 100% 

 
Table 9. Summary of the advergame outcomes 

Cognitive response 

Agent Knowledge Brand recall 

Beliefs  about  the  Game’s  

Assistive  Intent 

Brand recognition 

Company evaluation 

Brand attention Flow experience 

Brand beliefs Perceived brand value 

Brand memory Persuasion Knowledge 

Brand perceptions 

 Affective response 

Advergame Attitude Game enjoyment 

Brand attitude Mood 

Brand trust Telepresence 

Conative responses (intention) 

Intention to play Purchase intention 

Intentions to share the advergame Word of Mouth intention  

Personal information disclosure Toward the game 

Behavioral responses (actual) 

Actual shares of the advergame Snack choice 

 

4. Discussion 
According to our systematic review of the existing 

literature, advergame has been studied in several 

countries, including the United States, South America, 

Europe, and Asia. However, the vast majority of the 

extracted articles in this review are from the United 

States and India. This dominance can be explained by 

the fact that most management science research has 

concentrated on the mature market in the United States. 

There are concerns about the potential impact of 

advertising on childhood obesity (Truman & Elliott, 

2019). Furthermore, India's rapidly expanding gaming 

industry necessitates advergame research, as an 

advergame can lead to improved customer relationships 

(Sharma, 2014). Our analysis also reveals that most of 

the studies we reviewed focused only on one country. 

Only a few studies attempted to capture cross-cultural 

consumer behavior. 

Most studies assert that people's susceptibility to 

advertising is determined by their age. In other words, 

children may be more susceptible to the persuasive 

intent of advertisements than adults (Wang & Mizerski, 

2019). Hence, we initially assumed that advergame 

research involving children would outnumber that 

involving adolescent and adult consumers. Nonetheless, 

our review clearly shows that adolescent and adult 

studies predominate. One plausible explanation for this 

finding is that empirical evidence for the assumed 

association is inconclusive (Mizerski et al., 2017). 

Furthermore, more teens and older people are gamers, 

making them a potential target for covert advertising 

such as advergames (Cauberghe & Pelsmacker, 2010; 

van Berlo et al., 2020; Vashisht & Royne, 2016). As a 

result, studies in this age range are inevitable. 

In terms of advergame characteristics, most studies 

focus on web-based advergames and real-world brands. 

Furthermore, food and beverages are the most popular 

product category. There is no statistically significant 

difference in the number of specially developed 

advergames compared to existing advergames 

implemented in the studies we investigated. Few studies 

in our analysis make use of the mobile advergame 

platform. Future research is expected to use this 

alternative platform as the number of mobile users 

continues to grow. Because it can be played anywhere, 

this could be strong evidence that more and more 

people will play games on their cell phones. As a result, 

further investigation in this research area is required. 

In terms of methodology, our review indicates that 

researchers used a variety of study designs in their 

research. Both experimental and questionnaire methods 

were widely used in the research for young and adult 

consumers. For ensuring that exposure duration was 

equal among all participants, participants were exposed 

to a pre-selected advergame for a set period. Most 

studies did not specify how many times a participant 

could play an advertisement game. This is unfortunate 

because everyone's exposure would be different. The 

more they play the advergame, the more likely they 

realize that it is designed to promote a brand. For 

ensuring equal brand exposure, future research should 

consider implementing an equal number of play 

sessions. Furthermore, recruitment from a university, 

college, or high school was commonly used to find 

participants who matched the study's objectives. Our 

findings also show that using multiple sampling 

techniques simultaneously is acceptable. 

In terms of advertising game outcomes, the extracted 

articles in our review concentrated on cognitive 

responses (e.g., brand recall and recognition, brand 

beliefs, brand memory). On the other hand, advergames 



719 

 

are typically found on company websites, with the 

brand or product at the center of the game. Before they 

start playing the advergame, players are familiar with 

the brands or products. As a result, affective responses, 

such as brand attitude, may be more effective than 

cognitive responses (Youn & Mira, 2012). More 

research is needed to compare the effectiveness of 

cognitive versus affective responses in an advergame 

study. 

 

5. Conclusion  
Advergame has evolved as an innovative marketing 

communication that has demonstrated to be an effective 

marketing campaign for customer engagement. Several 

studies have conducted meta-analysis or content 

analysis studies, but few have focused on research that 

analyzes and summarizes previous research in this field. 

Overall, our systematic review contributes to online 

advertising research and literature, particularly in the 

context of advergaming. We summarize 30 eligible 

articles on advergame research in the marketing context 

using the TCCM and PRISMA frameworks. 

Advergame is a suitable medium for promoting a 

company's brand that has piqued the interest of both 

academics and practitioners. Advergame can improve 

customer engagement, which will benefit the company 

in the long run. However, its efficacy as a new 

marketing communication medium needs further 

investigation. Of course, there are some limitations to 

our systematic review. We excluded non-journal 

publications to maintain a consistent analysis standard, 

only looked at articles published in the last ten years, 

and only advertising research in the context of business 

and management was considered. However, advergame 

research is still evolving. Thus, based on our findings 

and the limitations of our study, our review can provide 

insights into the current landscape of advergame 

research and directions for future studies, benefiting 

both academics and practitioners. 

 

Acknowledgment 
This research was funded by the Internal Grant of 

the Universitas Wijaya Kusuma Surabaya, Indonesia, in 

2021. 

 

Authors’ Contributions 
Santirianingrum Soebandhi is responsible for the 

research framework, literature search, data analysis, and 

writing evaluation; Anang Kukuh Adisusilo is 

responsible for literature search, data analysis, and 

writing. 

 

Appendix 
List of all papers 

1. An and Stern (2011) 

2. Catalán et al. (2019a) 

3. Catalán et al. (2019b) 

4. Cauberghe and Pelsmacker (2010) 

5. Choi et al. (2013) 

6. Cicchirillo and Mabry (2016) 

7. Gross (2010) 

8. Hernandez (2011) 

9. Hernandez and Chapa (2010) 

10. Kinard and Hartman (2013) 

11. Martí-Parreño et al. (2013) 

12. Okazaki and Yagüe (2012) 

13. Peters and Leshner (2013) 

14. Soebandhi et al. (2018) 

15. Sreejesh and Anusree (2017) 

16. Steffen et al. (2013) 

17. Sukoco and Wu (2011) 

18. Sung and Lee (2020) 

19. van Berlo et al. (2020) 

20. van Reijmersdal et al. (2015a) 

21. van Reijmersdal et al. (2012) 

22. Vanwesenbeeck et al. (2017) 

23. Vashisht and Pillai (2016) 

24. Vashisht and Royne (2016) 

25. Vashisht and Sreejesh (2015) 

26. Vashisht and Sreejesh (2017) 

27. Waiguny et al. (2013) 

28. Waiguny et al. (2012) 

29. Wanick et al. (2018) 

30. Wottrich et al. (2017) 

 

References 
[1] AN, S., & STERN, S. (2011). Mitigating the Effects 

of Advergames on Children. Journal of Advertising, 

40(1), 43-56. https://doi.org/10.2753/JOA0091-

3367400103  

[2] CATALÁN, S., MARTÍNEZ, E., & WALLACE, E. 

(2019a). Analysing Mobile Advergaming 

Effectiveness: The Role of Flow, Game Repetition 

and Brand Familiarity. Journal of Product & Brand 

Management, 28(4), 502-514. 

https://doi.org/10.1108/JPBM-07-2018-1929  

[3] CATALÁN, S., MARTÍNEZ, E., & WALLACE, E. 

(2019b). The Role of Flow for Mobile Advergaming 

Effectiveness. Online Information Review, 43(7), 

1228-1244. https://doi.org/10.1108/OIR-06-2018-

0198  

[4] CAUBERGHE, V., & PELSMACKER, P.D. (2010). 

Advergames. Journal of Advertising, 39(1), 5-18. 

https://doi.org/10.2753/JOA0091-3367390101  

[5] CHOI, Y.K., YOON, S., & LACEY, H.P. (2013). 

Online Game Characters' Influence on Brand Trust: 

Self-Disclosure, Group Membership, and Product 

Type. Journal of Business Research, 66(8), 996-

1003. https://doi.org/10.1016/j.jbusres.2011.12.023  

[6] CICCHIRILLO, V.J., & MABRY, A. (2016). 

Advergaming and Healthy Eating Involvement. 

Internet Research, 26(3), 587-603. 

https://doi.org/10.1108/IntR-04-2014-0091  

[7] FOLKVORD, F., ANSCHÜTZ, D.J., & BUIJZEN, 

M. (2016). The association between BMI 

development among young children and (un)healthy 

food choices in response to food advertisements: a 

longitudinal study. International Journal of 

https://doi.org/10.2753/JOA0091-3367400103
https://doi.org/10.2753/JOA0091-3367400103
https://doi.org/10.1108/JPBM-07-2018-1929
https://doi.org/10.1108/OIR-06-2018-0198
https://doi.org/10.1108/OIR-06-2018-0198
https://doi.org/10.2753/JOA0091-3367390101
https://doi.org/10.1016/j.jbusres.2011.12.023
https://doi.org/10.1108/IntR-04-2014-0091


Soebandhi & Adisusilo. Branded Video Game: A Review of Advergame as a Marketing Tool, Vol. 58 Autumn/Winter 2021 

720 

Behavioral Nutrition and Physical Activity, 13, 16. 

https://doi.org/10.1186/s12966-016-0340-7  

[8] FRIESTAD, M., & WRIGHT, P. (1994). The 

Persuasion Knowledge Model: How People Cope 

with Persuasion Attempts. Journal of Consumer 

Research, 21(1), 1–31. 

https://doi.org/10.1086/209380  

[9] GROSS, M.L. (2010). Advergames and the Effects 

of Game-Product Congruity. Computers in Human 

Behavior, 26(6), 1259-1265. 

https://doi.org/10.1016/j.chb.2010.03.034  

[10] HERNANDEZ, M.D. (2011). A Model of Flow 

Experience as Determinant of Positive Attitudes 

Toward Online Advergames. Journal of Promotion 

Management, 17(3), 315-326. 

https://doi.org/10.1080/10496491.2011.596761  

[11] HERNANDEZ, M.D., & CHAPA, S. (2010). 

Adolescents, advergames and snack foods: Effects 

of positive affect and experience on memory and 

choice. Journal of Marketing Communications, 16, 

59-68. https://doi.org/10.1080/13527260903342761  

[12] HOFMEISTER-TÓTH, Á., & NAGY, P. 

(2011). The content analysis of advergames in 

Hungary. Qualitative Market Research: An 

International Journal, 14(3), 289-303. 

https://doi.org/10.1108/13522751111137514  

[13] KINARD, B.R., & HARTMAN, K.B. (2013). 

Are You Entertained? The Impact of Brand 

Integration and Brand Experience in Television-

Related Advergames. Journal of Advertising, 42(2-

3), 196-203. 

https://doi.org/10.1080/00913367.2013.775794  

[14] LE, T.H., ARCODIA, C., NOVAIS, M.A., & 

KRALJ, A. (2019). What We Know and Do Not 

Know about Authenticity in Dining Experiences: A 

Systematic Literature Review. Tourism 

Management, 74, 258-275. 

https://doi.org/10.1016/j.tourman.2019.02.012  

[15] MARTÍ-PARREÑO, J., ALDÁS-MANZANO, 

J., CURRÁS-PÉREZ, R., & SÁNCHEZ-GARCÍA, 

I. (2013). Factors Contributing Brand Attitude in 

Advergames: Entertainment and Irritation. Journal 

of Brand Management, 20(5), 374-388. 

https://doi.org/10.1057/bm.2012.22  

[16] MIZERSKI, D., WANG, S., LEE, A., & 

LAMBERT, C. (2017). Young Children as 

Consumers: Their Vulnerability to Persuasion and 

Its Effects on Their Choices. In: JANSSON-BOYD, 

C.V., & ZAWISZA, M.J. (eds.) Routledge 

international handbook of consumer psychology. 

Routledge, pp. 327-346. 

[17] OKAZAKI, S., & YAGÜE, M.J. (2012). 

Responses to an Advergaming Campaign on a 

Mobile Social Networking Site: An Initial Research 

Report. Computers in Human Behavior, 28, 78–86. 

https://doi.org/10.1016/j.chb.2011.08.013  

[18] PAGE M.J., MCKENZIE J.E., BOSSUYT 

P.M., BOUTRON I., HOFFMANN T.C., 

MULROW C.D., SHAMSEER L., TETZLAFF 

J.M., AKL E.A., BRENNAN S.E., CHOU R., 

GLANVILLE J., GRIMSHAW J.M., 

HRÓBJARTSSON A., LALU M.M., LI T., LODER 

E.W., MAYO-WILSON E., MCDONALD S., 

MCGUINNESS L.A., STEWART L.A., THOMAS 

J., TRICCO A.C., WELCH V.A., WHITING P., and 

MOHER D. (2021). The PRISMA 2020 statement: 

An updated guideline for reporting systematic 

reviews. International Journal of Surgery, 88, 

105906. https://doi.org/10.1016/j.ijsu.2021.105906  

[19] PAUL, J., & ROSADO-SERRANO, A. (2019). 

Gradual Internationalization vs Born-

Global/International new venture models. 

International Marketing Review, 36(6), 830-858. 

https://doi.org/10.1108/IMR-10-2018-0280  

[20] PETERS, S., & LESHNER, G. (2013). Get in 

the Game: The Effects of Game-Product Congruity 

and Product Placement Proximity on Game Players’ 

Processing of Brands Embedded in Advergames. 

Journal of Advertising, 42(2-3), 113-130. 

https://doi.org/10.1080/00913367.2013.774584  

[21] QUILLIAM, E.T., LEE, M., COLE, R.T., & 

KIM, M. (2011). The impetus for (and limited power 

of) business self-regulation: The example of 

advergames. The Journal of Consumer Affairs, 

45(2), 224-247. 

http://www.jstor.org/stable/23859815  

[22] ROETTL, J., & TERLUTTER, R. (2018). The 

same video game in 2d, 3d or virtual reality – How 

does technology impact game evaluation and brand 

placements? PLoS ONE, 13(7), e0200724. 

https://doi.org/10.1371/journal.pone.0200724  

[23] SHARMA, M. (2014). Advergaming – The 

Novel Instrument in the Advertising. Procedia 

Economics and Finance, 11, 247-254. 

https://doi.org/10.1016/S2212-5671(14)00193-2  

[24] SOEBANDHI, S., HARTINI, S., & 

GUNAWAN, S. (2018). Children and Advergame: 

The Role of Presence, Flow, and Persuasion 

Knowledge. International Journal of Electronic 

Business, 14(4), 293-308. 

https://doi.org/10.1504/IJEB.2018.098126  

[25] SREEJESH, S., & ANUSREE, M.R. (2017). 

Effects of Cognition Demand, Mode of Interactivity 

and Brand Anthropomorphism on Gamers’ Brand 

Attention and Memory in Advergames. Computers 

in Human Behavior, 70, 575-588. 

https://doi.org/10.1016/j.chb.2017.01.033  

[26] STEFFEN, C., MAU, G., & SCHRAMM-

KLEIN, H. (2013). Who Is the Loser When I Lose 

the Game? Does Losing an Advergame Have a 

Negative Impact on the Perception of the Brand? 

Journal of Advertising, 42(2-3), 183-195. 

https://doi.org/10.1080/00913367.2013.774598  

[27] SUKOCO, B.M., & WU, W.-Y. (2011). The 

Effects of Advergames on Consumer Telepresence 

and Attitudes: A Comparison of Products with 

Search and Experience Attributes. Expert Systems 

with Applications, 38, 7396-7406. 

https://doi.org/10.1016/j.eswa.2010.12.085  

[28] SUNG, Y.H., & LEE, W.-N. (2020). Doing 

https://doi.org/10.1186/s12966-016-0340-7
https://doi.org/10.1016/j.chb.2010.03.034
https://doi.org/10.1080/10496491.2011.596761
https://doi.org/10.1080/13527260903342761
https://doi.org/10.1108/13522751111137514
https://doi.org/10.1080/00913367.2013.775794
https://doi.org/10.1016/j.tourman.2019.02.012
https://doi.org/10.1057/bm.2012.22
https://doi.org/10.1016/j.chb.2011.08.013
https://doi.org/10.1016/j.ijsu.2021.105906
https://doi.org/10.1108/IMR-10-2018-0280
https://doi.org/10.1080/00913367.2013.774584
http://www.jstor.org/stable/23859815
https://doi.org/10.1371/journal.pone.0200724
https://doi.org/10.1016/S2212-5671(14)00193-2
https://doi.org/10.1504/IJEB.2018.098126
https://doi.org/10.1016/j.chb.2017.01.033
https://doi.org/10.1080/00913367.2013.774598
https://doi.org/10.1016/j.eswa.2010.12.085


721 

 

Good While Playing: The Impact of Prosocial 

Advergames on Consumer Response. Computers in 

Human Behavior, 106, 106244. 

https://doi.org/10.1016/j.chb.2020.106244  

[29] TERLUTTER, R., & CAPELLA, M.L. (2013). 

The Gamification of Advertising: Analysis and 

Research Directions of In-Game Advertising, 

Advergames, and Advertising in Social Network 

Games. Journal of Advertising, 42(2-3), 95-112. 

https://doi.org/10.1080/00913367.2013.774610  

[30] THOMSON, D.M. (2011). The mixed health 

messages of Millsberry: a critical study of online 

child-targeted food advergaming. Health 

Communication, 26(4), 323-331. 

https://doi.org/10.1080/10410236.2010.549817  

[31] TRUMAN, E., & ELLIOTT, C. (2019). 

Identifying food marketing to teenagers: a scoping 

review. International Journal of Behavioral 

Nutrition and Physical Activity, 16(1), 67. 

https://doi.org/10.1186/s12966-019-0833-2  

[32] VAN BERLO, Z.M.C., VAN REIJMERSDAL, 

E.A., & ROZENDAAL, E. (2020). Adolescents and 

Handheld Advertising: The Roles of Brand 

Familiarity and Smartphone Attachment in the 

Processing of Mobile Advergames. Journal of 

Consumer Behaviour, 19(5), 438-449. 

https://doi.org/10.1002/cb.1822  

[33] VAN REIJMERSDAL, E.A., LAMMERS, N., 

ROZENDAAL, E., & BUIJZEN, M. (2015a). 

Disclosing the Persuasive Nature of Advergames: 

Moderation Effects of Mood on Brand Responses 

via Persuasion Knowledge. International Journal of 

Advertising, 34(1), 70-84. 

https://doi.org/10.1080/02650487.2014.993795  

[34] VAN REIJMERSDAL, E.A., ROZENDAAL, 

E., & BUIJZEN, M. (2012). Effects of Prominence, 

Involvement, and Persuasion Knowledge on 

Children’s Cognitive and Affective Responses to 

Advergames. Journal of Interactive Marketing, 26, 

33–42. https://doi.org/10.1016/j.intmar.2011.04.005  

[35] VAN REIJMERSDAL, E.A., ROZENDAAL, 

E., & BUIJZEN, M. (2015b). Boys’ responses to the 

integration of advertising and entertaining content. 

Young Consumers, 16(3), 251-263. 

https://doi.org/10.1108/YC-10-2014-00487  

[36] VANWESENBEECK, I., WALRAVE, M., & 

PONNET, K. (2017). Children and Advergames: 

The Role of Product Involvement, Prior Brand 

Attitude, Persuasion Knowledge and Game Attitude 

in Purchase Intentions and Changing Attitudes. 

International Journal of Advertising, 36(4), 520-

541. 

https://doi.org/10.1080/02650487.2016.1176637  

[37] VASHISHT, D., & PILLAI, S.S. (2016). Are 

They Really Persuaded with the Brand Embedded in 

the Game? Journal of Research in Interactive 

Marketing, 10(3), 249-264. 

https://doi.org/10.1108/JRIM-04-2015-0026  

[38] VASHISHT, D., & ROYNE, M.B. (2016). 

Advergame Speed Influence and Brand Recall: The 

Moderating Effects of Brand Placement Strength and 

Gamers’ Persuasion Knowledge. Computers in 

Human Behavior, 63, 162–169. 

https://doi.org/10.1016/j.chb.2016.05.022  

[39] VASHISHT, D., ROYNE, M.B., & 

SREEJESH, S. (2019). What we know and need to 

know about the gamification of advertising. 

European Journal of Marketing, 53(4), 607-634. 

https://doi.org/10.1108/EJM-01-2017-0070  

[40] VASHISHT, D., & SREEJESH, S. (2015). 

Impact of Nature of Advergames on Brand Recall 

and Brand Attitude among Young Indian Gamers: 

Moderating Roles of Game-Product Congruence and 

Persuasion Knowledge. Young Consumers, 16(4), 

454-467. https://doi.org/10.1108/YC-03-2015-00512  

[41] VASHISHT, D., & SREEJESH, S. (2017). 

Effect of Nature of the Game on Ad-Persuasion in 

Online Gaming Context. Internet Research, 27(1), 

52-73. https://doi.org/10.1108/IntR-10-2014-0271  

[42] WAIGUNY, M.K.J., NELSON, M.R., & 

MARKO, B. (2013). How Advergame Content 

Influences Explicit and Implicit Brand Attitudes: 

When Violence Spills Over. Journal of Advertising, 

42(2-3), 155-169. 

https://doi.org/10.1080/00913367.2013.774590  

[43] WAIGUNY, M.K.J., NELSON, M.R., & 

TERLUTTER, R. (2012). Entertainment Matters! 

The Relationship between Challenge and 

Persuasiveness of an Advergame for Children. 

Journal of Marketing Communications, 18(1), 69-

89. https://doi.org/10.1080/13527266.2011.620766  

[44] WANG, S., & MIZERSKI, D. (2019). 

Comparing measures of persuasion knowledge 

adapted for young children. Psychology & 

Marketing, 36(12), 1196-1214. 

https://doi.org/10.1002/mar.21266  

[45] WANICK, V., STALLWOOD, J., 

RANCHHOD, A., & WILLS, G. (2018). Can Visual 

Familiarity Influence Attitudes Towards Brands? An 

Exploratory Study of Advergame Design and Cross-

Cultural Consumer Behaviour. Entertainment 

Computing, 27, 194-208. 

https://doi.org/10.1016/j.entcom.2018.07.002  

[46] WOTTRICH, V.M., VERLEGH, P.W.J., & 

SMIT, E.G. (2017). The Role of Customization, 

Brand Trust, and Privacy Concerns in Advergaming. 

International Journal of Advertising, 36(1), 60-81. 

https://doi.org/10.1080/02650487.2016.1186951  

[47] YOUN, S., & MIRA, L. (2012). In-Game 

Advertising and Advergames: A Review of the Past 

Decade’s Research. In: RODGERS, S., & 

THORSON, E. (eds.) Advertising Theory. 

Routledge, pp. 388-401. 

 

 

参考文: 

[1] AN, S. 和 STERN, S. (2011)。减轻广告游戏对儿

童的影响。广告杂志， 40（ 1）， 43-56。
https://doi.org/10.2753/JOA0091-3367400103 

https://doi.org/10.1016/j.chb.2020.106244
https://doi.org/10.1080/00913367.2013.774610
https://doi.org/10.1080/10410236.2010.549817
https://doi.org/10.1186/s12966-019-0833-2
https://doi.org/10.1002/cb.1822
https://doi.org/10.1080/02650487.2014.993795
https://doi.org/10.1016/j.intmar.2011.04.005
https://doi.org/10.1108/YC-10-2014-00487
https://doi.org/10.1080/02650487.2016.1176637
https://doi.org/10.1108/JRIM-04-2015-0026
https://doi.org/10.1016/j.chb.2016.05.022
https://doi.org/10.1108/EJM-01-2017-0070
https://doi.org/10.1108/YC-03-2015-00512
https://doi.org/10.1108/IntR-10-2014-0271
https://doi.org/10.1080/00913367.2013.774590
https://doi.org/10.1002/mar.21266
https://doi.org/10.1016/j.entcom.2018.07.002
https://doi.org/10.1080/02650487.2016.1186951


Soebandhi & Adisusilo. Branded Video Game: A Review of Advergame as a Marketing Tool, Vol. 58 Autumn/Winter 2021 

722 

[2] CATALÁN, S., MARTÍNEZ, E., & WALLACE, E. 

(2019 一种)。分析移动广告的有效性：流量、游

戏重复和品牌熟悉度的作用。产品与品牌管理杂

志 ， 28 （ 4 ） ， 502-514 。
https://doi.org/10.1108/JPBM-07-2018-1929 

[3] CATALÁN, S., MARTÍNEZ, E., & WALLACE, E. 

(2019b)。流量对移动广告效果的作用。在线信息

评 论 ， 43 （ 7 ） ， 1228-1244 。

https://doi.org/10.1108/OIR-06-2018-0198 

[4] CAUBERGHE, V., & PELSMACKER, P.D.（2010

）。广告游戏。广告杂志，39（1），5-18。

https://doi.org/10.2753/JOA0091-3367390101 

[5] CHOI, Y.K., YOON, S., & LACEY, H.P.（2013）

。网络游戏角色对品牌信任的影响：自我披露、

团体成员和产品类型。商业研究杂志，66（8）

， 996-1003 。
https://doi.org/10.1016/j.jbusres.2011.12.023 

[6] CICCHIRILLO, V.J. 和 MABRY, A. (2016)。广告

和健康饮食参与。互联网研究，26（3），587-

603。https://doi.org/10.1108/IntR-04-2014-0091 

[7] FOLKVORD, F., ANSCHÜTZ, D.J. 和 BUIJZEN, 

M. (2016)。幼儿体重指数发展与响应食品广告的

（不）健康食品选择之间的关联：一项纵向研究

。国际行为营养与体育活动杂志，13、16。
https://doi.org/10.1186/s12966-016-0340-7 

[8] FRIESTAD, M., & WRIGHT, P. (1994)。说服知

识模型：人们如何应对说服尝试。消费者研究杂

志 ， 21 （ 1 ） ， 1-31 。
https://doi.org/10.1086/209380 

[9] 格罗斯，M.L.（2010）。广告游戏和游戏产品一

致性的影响。人类行为中的计算机，26（6），

1259-1265 。

https://doi.org/10.1016/j.chb.2010.03.034 

[10] 埃尔南德斯，医学博士（2011 年）。流动体验

模型作为对在线广告游戏的积极态度的决定因素

。 促 销 管 理 杂 志 ， 17 （ 3 ） ， 315-326 。

https://doi.org/10.1080/10496491.2011.596761 

[11] 医学博士 HERNANDEZ 和 CHAPA, S. (2010)。

青少年、广告游戏和零食：积极影响和经验对记

忆和选择的影响。营销传播杂志，16, 59-68。
https://doi.org/10.1080/13527260903342761 

[12] HOFMEISTER-TÓTH, Á., & NAGY, P. (2011)。

匈牙利广告游戏的内容分析。定性市场研究：国

际 期 刊 ， 14 （ 3 ） ， 289-303 。

https://doi.org/10.1108/13522751111137514 

[13] KINARD, B.R. 和 哈特曼, K.B.（2013）。你开

心吗？电视相关广告游戏中品牌整合和品牌体验

的影响。广告杂志， 42（ 2-3）， 196-203。

https://doi.org/10.1080/00913367.2013.775794 

[14] LE, T.H., ARCODIA, C., NOVAIS, M.A., & 

KRALJ, A. (2019)。我们对用餐体验真实性的了

解和不了解：系统文献综述。旅游管理，74，

258-275 。

https://doi.org/10.1016/j.tourman.2019.02.012 

[15] MARTÍ-PARREÑO, J., ALDÁS-MANZANO, J., 

CURRÁS-PÉREZ, R., & SÁNCHEZ-GARCÍA, I. 

(2013)。广告游戏中影响品牌态度的因素：娱乐

和刺激。品牌管理杂志，20（5），374-388。

https://doi.org/10.1057/bm.2012.22 

[16] MIZERSKI, D., WANG, S., LEE, A., & 

LAMBERT, C. (2017)。作为消费者的幼儿：他们

的说服力及其对他们选择的影响。在：

JANSSON-BOYD, C.V., & ZAWISZA, M.J. (编辑

。) 劳特利奇国际消费者心理学手册。劳特利奇

，第 327-346 页。 

[17] OKAZAKI, S., & YAGÜE, M.J. (2012)。对移动

社交网站上的广告活动的回应：初步研究报告。

人 类 行 为 中 的 计 算 机 ， 28, 78–86 。

https://doi.org/10.1016/j.chb.2011.08.013 

[18] PAGE M.J., MCKENZIE J.E., BOSSUYT P.M., 

BOUTRON I., HOFFMANN T.C., MULROW C.D., 

SHAMSEER L., TETZLAFF J.M., AKL E.A., 

BRENNAN S.E., CHOU R., GLANVILLE J., 

GRIMSHAW J.M., HRÓBJARTSSON A., LALU 

M.M.、LI T.、LODER E.W.、MAYO-WILSON 

E. 、 MCDONALD S. 、 MCGUINNESS L.A. 、

STEWART L.A.、THOMAS J.、TRICCO A.C.、

WELCH V.A.、WHITING P. 和  MOHER D.（

2021 年）。棱镜 2020 声明：报告系统评价的更

新 指 南 。 国 际 外 科 杂 志 , 88, 105906. 

https://doi.org/10.1016/j.ijsu.2021.105906 

[19] PAUL, J. 和 ROSADO-SERRANO, A. (2019)。

渐进式国际化与天生全球化/国际化的新风险投

资模式。国际营销评论，36（6），830-858。
https://doi.org/10.1108/IMR-10-2018-0280 

[20] 彼得斯，S.和莱什纳，G.（2013 年）。参与游

戏：游戏-产品一致性和产品放置接近度对游戏

玩家处理嵌入在广告游戏中的品牌的影响。广告

杂 志 ， 42 （ 2-3 ） ， 113-130 。
https://doi.org/10.1080/00913367.2013.774584 

[21] QUILLIAM, E.T., LEE, M., COLE, R.T., & KIM, 

M. (2011)。企业自律的动力（和有限的权力）：

以广告游戏为例。消费者事务杂志，45（2），

224-247。http://www.jstor.org/stable/23859815 

[22] ROETTL, J. 和 TERLUTTER, R. (2018)。2d、3d 

或虚拟现实中的相同视频游戏——技术如何影响

游戏评估和品牌定位？公共科学图书馆一号，

13(7) ， e0200724 。

https://doi.org/10.1371/journal.pone.0200724 

[23] 夏尔马，M.（2014 年）。广告游戏- 广告中的

新工具。普罗西迪亚经济与金融，第 11 页，第 

247-254 页 。 https://doi.org/10.1016/S2212-

5671(14)00193-2 

[24] SOEBANDHI, S.、HARTINI, S. 和 GUNAWAN, 

S.（2018 年）。儿童和广告游戏：存在、流动和

说服知识的作用。国际电子商务杂志，14（4）

， 293-308 。
https://doi.org/10.1504/IJEB.2018.098126 

[25] SREEJESH, S. 和 ANUSREE, M.R. (2017)。广告

游戏中认知需求、交互方式和品牌拟人化对游戏



723 

 

玩家品牌注意力和记忆的影响。人类行为计算机

， 70, 575-588 。

https://doi.org/10.1016/j.chb.2017.01.033 

[26] STEFFEN, C., MAU, G., & SCHRAMM-KLEIN, 

H. (2013)。当我输掉比赛时谁是输家？输掉广告

游戏会对品牌认知产生负面影响吗？广告杂志，

42 （ 2-3 ） ， 183-195 。
https://doi.org/10.1080/00913367.2013.774598 

[27] SUKOCO, B.M., & WU, W.-Y.（2011）。广告

游戏对消费者远程呈现和态度的影响：产品与搜

索和体验属性的比较。具有应用程序的专家系统

， 38, 7396-7406 。

https://doi.org/10.1016/j.eswa.2010.12.085 

[28] SUNG, Y.H. & LEE, W.-N.（2020年）。在玩的

时候做好事：亲社会广告游戏对消费者反应的影

响。人类行为中的计算机， 106、 106244。

https://doi.org/10.1016/j.chb.2020.106244 

[29] TERLUTTER, R., & CAPELLA, M.L.（2013）

。广告的游戏化：游戏内广告、广告游戏、社交

网络游戏广告的分析与研究方向。广告杂志，42

（ 2-3 ） ， 95-112 。
https://doi.org/10.1080/00913367.2013.774610 

[30] 汤姆森，D.M.（2011）。米尔斯伯里的混合健

康信息：一项针对在线儿童食品广告的批判性研

究 。 健 康 通 讯 ， 26 （ 4 ） ， 323-331 。

https://doi.org/10.1080/10410236.2010.549817 

[31] TRUMAN, E. 和 ELLIOTT, C.（2019年）。确

定面向青少年的食品营销：范围审查。国际行为

营 养 与 体 育 活 动 杂 志 ， 16(1), 67. 

https://doi.org/10.1186/s12966-019-0833-2 

[32] VAN BERLO, Z.M.C., VAN REIJMERSDAL, 

E.A. 和 ROZENDAAL, E. (2020)。青少年和手持

广告：品牌熟悉度和智能手机依恋在移动广告游

戏处理中的作用。消费者行为杂志，19（5），

438-449。https://doi.org/10.1002/cb.1822 

[33] VAN REIJMERSDAL, E.A., LAMMERS, N., 

ROZENDAAL, E., & BUIJZEN, M. (2015一种)。

揭示广告游戏的说服性本质：情绪通过说服知识

对品牌反应的调节作用。国际广告杂志，34（1

） ， 70-84 。
https://doi.org/10.1080/02650487.2014.993795 

[34] VAN REIJMERSDAL, E.A., ROZENDAAL, E., 

& BUIJZEN, M. (2012)。突出、参与和说服知识

对儿童对广告游戏的认知和情感反应的影响。互

动 营 销 杂 志 ， 26, 33–42 。
https://doi.org/10.1016/j.intmar.2011.04.005 

[35] VAN REIJMERSDAL, E.A., ROZENDAAL, E., 

& BUIJZEN, M. (2015b)。男孩对广告和娱乐内容

整合的反应。年轻消费者，16（3），251-263。

https://doi.org/10.1108/YC-10-2014-00487 

[36] VANWESENBEECK, I., WALRAVE, M., & 

PONNET, K. (2017)。儿童和广告游戏：产品参

与、先前品牌态度、说服知识和游戏态度在购买

意图和改变态度中的作用。国际广告杂志，36（

4 ） ， 520-541 。

https://doi.org/10.1080/02650487.2016.1176637 

[37] VASHISHT, D., & PILLAI, S.S. (2016)。他们真

的被游戏中嵌入的品牌所说服吗？互动营销研究

杂 志 ， 10 （ 3 ） ， 249-264 。
https://doi.org/10.1108/JRIM-04-2015-0026 

[38] VASHISHT, D., & ROYNE, M.B.（2016年）。

广告游戏速度影响和品牌召回：品牌定位强度和

游戏玩家说服知识的调节作用。人类行为中的计

算 机 ， 63, 162–169 。

https://doi.org/10.1016/j.chb.2016.05.022 

[39] VASHISHT, D., ROYNE, M.B. 和 SREEJESH, S. 

(2019)。我们对广告游戏化的了解和需要了解的

内容。欧洲营销杂志， 53（ 4）， 607-634。

https://doi.org/10.1108/EJM-01-2017-0070 

[40] VASHISHT, D., & SREEJESH, S. (2015)。广告

游戏的性质对印度年轻游戏玩家的品牌召回和品

牌态度的影响：游戏产品一致性和说服知识的调

节作用。年轻消费者， 16（ 4）， 454-467。
https://doi.org/10.1108/YC-03-2015-00512 

[41] VASHISHT, D., & SREEJESH, S. (2017)。游戏

性质对在线游戏背景下广告说服的影响。互联网

研 究 ， 27 （ 1 ） ， 52-73 。
https://doi.org/10.1108/IntR-10-2014-0271 

[42] WAIGUNY, M.K.J., NELSON, M.R., & MARKO, 

B. (2013)。广告游戏内容如何影响显性和隐性品

牌态度：当暴力泛滥时。广告杂志，42（2-3）

， 155-169 。
https://doi.org/10.1080/00913367.2013.774590 

[43] WAIGUNY, M.K.J., NELSON, M.R. 和 

TERLUTTER, R. (2012)。娱乐很重要！儿童广告

游戏的挑战和说服力之间的关系。营销传播杂志

， 18 （ 1 ） ， 69-89 。

https://doi.org/10.1080/13527266.2011.620766 

[44] WANG, S. 和 MIZERSKI, D. (2019)。比较适合

幼儿的说服知识的措施。心理学与市场营销，36

（ 12 ） ， 1196-1214 。

https://doi.org/10.1002/mar.21266 

[45] WANICK, V., STALLWOOD, J., RANCHHOD, 

A., & WILLS, G. (2018)。视觉熟悉度会影响对品

牌的态度吗？广告游戏设计与跨文化消费者行为

的探索性研究。娱乐计算， 27， 194-208。
https://doi.org/10.1016/j.entcom.2018.07.002 

[46] WOTTRICH, V.M., VERLEGH, P.W.J. 和 SMIT, 

E.G.（2017）。定制化、品牌信任和隐私问题在

广告游戏中的作用。国际广告杂志，36（1），

60-81 。

https://doi.org/10.1080/02650487.2016.1186951 

[47] YOUN, S., & MIRA, L. (2012)。游戏内广告和广

告游戏：回顾过去十年的研究。在：RODGERS, 

S., & THORSON, E. (编辑。) 广告理论。劳特利

奇，第 388-401 页。 




