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Abstract: Product placement or indirect advertising, and video games are two
very current themes. There are more and more video game users in the
world, and fewer are those who have confidence in traditional forms of
advertising. In order to reach a larger number of consumers, product
placement is increasingly used today, and product placement in video games
is becoming an increasingly attractive field of action. Although there are
numerous studies in the field of the application of product placement in video
games, authors have so far not been concerned with studying the way
different motivation for playing influences the acceptance of product
placement and whether, depending on the type of motivation, the effects of
product placement would be different. This will allow better targeting of video
game players and increasing product placement efficiency in video games.
This paper examines whether different categories of primary motivation can
affect the product placement effects, and whether players’ attitudes towards
product placement differ, depending on the primary motivation.

Keywords: product placement, video games, player types, players’ motivation
Istrazivanje indirektnog oglasavanja u industriji video igara

Apstrakt: Indirektno oglaSavanje i video igre predstavijaju dve veoma
aktuelne teme. Sve je vise korisnika video igara u svetu, a sve je manje onih
koji veruju u tradicionalne vidove oglaSavanja. Kako bi se dosegao veci broj
potroSaCa, danas se sve viSe Koristi indirektno oglasavanje, pa ovaj tip
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oglasavanja u video igrama postaje sve atraktivnije polje delovanja. lako
postoje mnogobrojne studije u oblasti primene indirektnog oglasavanja u
video igrama, do sada se autori nisu bavili istraZivanjem kako razliita
motivacija za igranje uti¢e na prihvatanje indirektnog oglaSavanja i da li ¢e se
u zavisnosti od tipa motivacije efekti od indirektnog oglasavanja biti razli¢iti.
Ovo ¢e omoguciti bolje ciljanje igra¢a video igara i povecanje efikasnosti
indirektnog oglaSavanja u video igrama. U ovom radu se istraZzuje da i
razli¢ite kategorije primarne motivacije mogu da uti¢u na efekte oglasavanja,
kao i da li se, u zavisnosti od primarne motivacije, razlikuju stavovi igraca
prema indirektnom oglaSavanju.

Kljuéne reci: indirektno oglaSavanje, video igre, tipovi igraca, motivacija
igraca.

1. Introduction

Faced with contemporary, cluttered and saturated advertising environment,
marketers are constantly trying to find innovative ways to reach different
target groups. In recent times, various forms of product placement, which is
generally defined as “the intentional, paid inclusion of products, services,
brands, or/ and brand identifiers into media content” (Chen and Haley, 2014)
are becoming popular and important communication tools. The great
popularity of computer and video games and increasing number of their
consumers makes this media attractive for product placement (Sierra and
Taute, 2013). Revenues from video games have supprased revenues from
Holywood in 2004 (Yi, 2004). At the global level, video game marketis
estimated to reach 72.5 billion U.S. dollars until the end of 2017. Worldwide
spending on video games advertising reached 4.91 billion dollars in 2016, and
is expected to reach 5.6 billion U.S. dollars in 2017. It will continue to grow
annually, up to 6.91 billion dollars that are estimated for 2019 (Statista, 2017).

Statistical data show that at least one family member plays video games
regularly in 63% of the households in USA. Among them, 59% are male and
41% female players. Unlike earlier opinion that mainly children and teenagers
are video game players, data indicate that the average age of today’s male
players is 35 and 44 for female players (Entertainment Software Association,
2016). Therefore, it is obvious why product placement in video games is
gaining popularity among marketers, considering its ability to effectively reach
different target groups by incorporating the advertising messages into games
(Sierra and Taute, 2013).

Video games have become mass medium suitable for reaching millions of
people on the global level due to the development and constant upgrading of
game technology, including 3D graphics and interactive gaming, which
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stimulates the gaming experience and players’ interest (Besharat et al., 2013;
Terlutter and Capella, 2013). However, despite their growing popularity, video
games still represent underutilized advertising medium that is yet to be
developed (Poels, Janssens and Herrewijn, 2011).

Although there are numerous studies in the field of the application of product
placement in video games, authors have so far not been concerned with
analysing of how different motivation for playing influences the acceptance of
product placement and whether, depending on the type of motivation, the
effects of product placement will differ. If this influence is empirically proved,
video game players can be targeted even more better, so the overall
efficiency of product placement, as a form of indirect advertising, can be
increased.

The paper is structured in such a way that the following section contains an
overview of literature in the field of games, motivation for playing games and
product placement. In the next section, the methodology and research results
are presented. In conclusion, authors suggest the ways results can be used,
note the limitations of the research presented in this paper and provide
guidelines for future work.

2. Theoretical background

2.1. Video games

The first impressions related to video games are mostly fun and
entertainment. However, games are generally attributed much more
importance. Crawford (1997) noted that games represent a fundamental part
of human existence. Games were of great importance for the survival of the
human species through improving the survival skills and learning the
importance of respecting rules (Bergeron, 2006; Koster, 2014). In the last
decade, video games are being developed for using to train employees, build
relationships with customers, advertise products or services, or increase
experience (Ryan, Rigby and Przybylski 2006). Considering the trend of
digitalization and networking in business and marketing communication
(Veselinovi¢ et al.,, 2016), games are used in corporate environment in
different contexts. Edery and Mollick (2009) note that companies today use
games to revolutionize the way they interact with employees and customers.

Salen and Zimmerman (2004) define the game as a system in which players
engage in an artificial conflict, defined by rules, which results in a quantifiable
outcome. Adams (2010) defines the game as a type of play activity,
conducted in a context of a pretended reality, in which the participant (s) try to
achieve at least one arbitrary, non-trivial goal by acting in accordance with the
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rules. McGonial (2011) says that playing a game is a voluntary attempt to
overcome unnecessary obstacles. These, like many other definitions, are
based on similar bases, which relate to the rules that must exist, to the
challenges that have to be overcome, to the goals that need to be achieved
and to the world of a game that has its limits. Good game (Koster, 2013) is
defined as one that teaches everything it has to offer before the player stops
playing.

Games can be categorized in different ways. Categorization is an important
aspect to be considered when reconsidering product placement in the context
of this media. Games can be categorized into (Sheldon, 2004): action,
adventure, role-playing, simulations, strategy, and multiplayer. A similar
categorization is illustrated by Rollings and Adams (2003) and defines games
as: action, strategy, role-playing, real-world simulations, construction and
management games, adventure, and puzzle games. Edery and Mollick (2009)
classify games according to two dimensions. The first refers to whether the
game is casual or enthusiastic, and the other relates to sociability and sets the
game as a single or multi-player. Games can be: single-player enthusiastic,
single-player casual, multi-player enthusiastic and multi-player casual. Each
segment carries a certain potential for product placement. Single-player
enthusiastic "sandbox" games are, for example, ideal for in-game advertising
(Edery and Mollick 2009). Multiplayer enthusiastic is suitable for
unconventional strategies. Sheldon (2004) also analyzed the possibility for
mapping genres of games and identified the following genres: fantasy,
science fiction, war, espionage, crime, mystery, horror, romance, and
western.

Most authors agree that stories are a fundamental part of game design (Rolls
and Adams, 2003; Adams, 2010; Radoff, 2011; Schell, 2015). Story
represents the one extreme is the game, while the player, as the one that tells
the story by the act of playing, represents the other extreme (Rollings and
Adams, 2003). There are two types of product placement considering the
integration into the story (Edery and Mollick, 2009): highly integrated into the
gameplay experience and peripheral to game action. Higly integrated product
placement campaigns are some of the most successful campaigns. For
achieving highly integrated product placement, the product needs to be
integrated into the story or gameplay. This requires a considerable amount of
effort. In case of peripheral product placement, products are integrated into
the game landscape. Except in very simple games, the story is made of
separate episodes or steps (Sheldon, 2004). These steps or activities
(Adams, 2010) or levels (Sheldon, 2004) are the basics of game organization.
Story behaves like a frame for separate episodes (Sheldon, 2004), a mean of
integration. Story integrates objects in a scene, joint player efforts (like a
mission, for example) or ways players communicate between them. From
previous, it can be concluded that the story is key to the integration of product
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placement into the game. Stories can be linear and nonlinear. Sometimes,
nonlinear story can be mistakenly equated with a linear one, because players’
experience is always linear (Sheldon, 2004). But, the linear sequence is
somewhat less intuitive, much more predictable and less interesting for
gamers. Predictability is less creative, and stories often offer different paths to
foster creativity.

2.2. Motivations to play

Games have been studied for decades, however, very little research is
dedicated to the motivation to play (Ryan, Rigby and Przybylski, 2006), and
although most authors agree that what characterizes games is their power of
motivation. Motivation for playing the game is a prerequisite for understanding
the behavior and interaction of players in the game environment, so the
identification of the motives is of exceptional importance.

One of the widely cited approaches to the classification of patterns of player
behavior is Richard Bartle's typology of player types (1996). According to this
typology, there are four types of players:

- Achievers - players who are motivated by achieving goals related to

the game;

- Explorers - players who are motivated by the research of the game
world;

- Socializers - players who are motivated by interaction with other
players;

- Killers - players who are motivated by a victory over other players.

Bartle created an updated model (Bartle 2004) in which he made a distinction
between implicit and explicit player behavior. Each type of the previous model
has a subtype for an implicit and subtype for an explicit dimension. For
example, socializers can be classified into implicit friends and explicit
networkers. Friends are players who interact with players they know and with
whom they have deeper links. Networkers are players who interact with other
players, even those unknown. Updated model has eight categories:
opportunists, hackers, friends, griefers, planners, scientists, networkers, and
politicians.

Ryan and Deci (2000a) suggested that motivation is not unitary phenomenon,
and that people have different types of motivations by level and orientation of
motivation. In Self-Determination Theory (SDT) distinction between types of
motivations is based on different reasons or goals that affect actions.
Motivation can basically be classified into intrinsic and extrinsic (Ryan and
Deci 2000a). The main difference between intrinsic and extrinsic motivation
(Ryan and Deci, 2000b) is that intrinsic refers to doing something because it is
inherently interesting or enjoyable, while extrinsic refers to doing something
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because it leads to separable outcome. Activities that are intrinsically
motivated are those people do naturaly and spontaneously in order to follow
their inner interests (Deci and Ryan, 2000). Although intrinsic motivation
represents innate propensity, it is neccessary to provide supportive conditions
for its maintenance and enhancement. Intrinsic motivation can be improved if
experienced feelings of competence during action are accompanied by a
sense of autonomy (Ryan and Deci, 2000a; Ryan and Deci, 2000b). Some
research results suggest that satisfaction of the need for relatedness may also
be important for intrinsic motivation (Ryan and Deci 2000b). Extrinticly
motivated behavior is not inherently interesting and must be externaly
prompted and can vary in the extent in which it represents self-determined
behavior. According to SDT, under certain conditions, these externaly
prompted behaviors can become more self determined (Ryan and Deci,
2000a; Ryan and Deci, 2000b). These conditions are: sense of relatedness
(belongingness and connectedness), as mainly responsible, as well as
competence and authonomy. Authors Ryan, Rigby and Przybylski (2006)
confirmed in their research that games, regardless of genres, possess
psychological attractiveness thanks to the capacity to generate feelings of
autonomy, competence and relatedness.

Author Yee (2005; 2006) developed a model of player motivation, relying on
research by Bartle (1996). In order to address the shortcomings of previous
research, such as low correlation between components, overlapping of
components and no practical way to assess users, Yee created a model
based on empirical research. By using factor analytical approach, Yee
identified three overarching nonexclusive motives. These three components
are: achivement, social, and immersion. The component ,achievement‘refers
to satisfaction in continuous advancement, in analyzing and understanding
game mechanics and in challenging and competing with others. The second
component refers to the pleasure of meeting and getting acquainted other
players, relation to other players and working together and cooperation with
others. The ,immersion“component refers to the pleasure in exploring the
world of games, in role playing, in the customization of character appearance,
and escapism from the real world.

2.3. Types of product placement in computer and video games

Product placement is a set of instruments used by advertisers for easier
reaching the target group, and it involves incorporating brands or their
elements into different media formats for commercial reasons (Lowrey, et al.,
2005). Advertisers have embarked on the development and implementation of
innovative advertising instruments that include the incorporation of brands,
products and / or some of their features into various media content (movies,
series, TV shows, radio shows, video games, music videos and books) in
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order to achieved the desired influence on the perception, attitudes and
behavior of the target group. The main advantage of these advertising tools
reflects in overcoming the problems that arise in connection with traditional
advertising instruments (Kuster et al., 2010).

There are three main types of product placement in computer and video
games: advertising in social network games, in-game advertising and
advergames. Each of the types possesses specific characteristics, and all
three are considered to be effective promotional tools.

Social network games are online communities in which players can interact
and play games with others (Rozendaal et al. 2013). Product placement in
social network games represents “placement of brands or products in games
that are played via social networks” (Terlutter and Capella, 2013). The
increasing popularity of social games and rising number of social network
users at the global level motivates advertisers to embed indirect advertising
messages in this medium (Vanwesenbeeck, Walrave and Ponnet, 2013; Chen
and Haley, 2014).

In-game advertising considers embedding of products and corporate brands
within computer or video games. There are two types of in-game advertising.
Static ads are fixed in the game and cannot be lately removed. This
characteristic represents the major disadvantage of static ads (Terlutter and
Capella, 2013). Dynamic ads are replaceable and, therefore, able to convey
up-to-date information. They allow the incorporation of new advertising
messages, which prevents obsolescence of advertisements (Nelson, 2002).

Advergames are designed for the special purposes of promoting certain
brands or products. As Terlutter and Capella (2013) noted, their major
advantages are: short time necessary for playing, possibility to play during
breaks, effectiveness as advertising tool and ubiquity; however, they are
sometimes criticized for unethical nature since many are designed for
promotion of unhealthy products.

2.4. The effectiveness of product placement in computer and
video games

There is a growing body of evidence of product placement effectiveness in
computer and video games. Authors mainly support the attitude that a
significant percentage of game players are able to recall ads they saw during
the play. In the earlier research, Nelson (2002) found out that players recalled
between 25% and 30% of advertised brands immediately after finishing the
game, and 10% to 15% after five months. Research results show that game
players are actually able to subconsciously notice background
advertisements, although they may not be able to explicitly recall them
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afterwards. This is especially notable for brands for which players have
previous favorable attitudes, so they automatically stimulate further
elaboration (Gangadharbatla, Bradley and Wise, 2013). Therefore, empirical
findings indicate that players actually have explicit and implicit memory of
advertisements, despite the concentration put on playing games (Yeu et al.,
2013).

Some of the main advantages of this type of product placement are:
interactivity, experiential nature of video games and players’ engagement
(Sierra and Taute, 2013) and the ability of personalization (Kwak et al., 2010).
Actually, research on video game product placement effectiveness have
shown that interactivity encourage better memorization of advertising
messages (Jeong et al., 2011). Certainly, memorization is also enhanced with
longer durability of product placement in relation of traditional advertising
which may significantly prolong the period of consumers’ exposure to
advertising. The difference in information processing between product
placement and traditional forms of advertising occurs due to a lower likability
of ad skepticism activation in case of product placement since its commercial
function is less obvious (Obermiller, Spangenberg and MacLachlan, 2005).
This happens due to the fact that players willingly participate in entertainment
content, which is in the focus of their attention, so receiving advertising
information comes simultaneously (Grigorovich and Constantin, 2004). The
research of Tikkanen et al. (2009) showed that players are likely to remember
indirectly advertised brands even though they are aware of commercial
intentions, which implies that their knowledge of persuasive intention did not
counteract advertising effects.

There are also some opposite opinions imposing that interactive features of
video games may reduce the perceptive possibilities of players because their
attention is divided between visual perception and controlling the game (Duff
and Faber, 2011). Shapiro and Krishnan (2008) found out that placements are
less likely to be remembered when players’ attention is divided between
visualization of displayed brands and listening to unrelated sounds. Auditory
distractions restrict implicit brand memory retrieval, while visual distractions
cause no such effect. A bit higher distraction effects on implicit memory
appear when it comes to familiar brands, while, on the other hand, unfamiliar
brands bring more attention which annuls sensory distraction (Choi et al.,
2013). Chaney, Lin and Chaney (2004) found out that, in case of first-person
shooting games, players could remember seeing virtual billboards in the
game, but were not able to recall most of brands or product categories
displayed on billboards which could be explained with interactive nature of
video games that affects the ability of players to perceive advertising
messages. But, as Yang et al. (2006) noted, it should be considered that
product placement in interactive video games generates effects not only on
explicit, but also on implicit memory, which indicates that even though players
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could not explicitly recall brands embedded in video games, they store that
information in implicit memory and can use it in future when making
purchasing decisions.

Product placement significantly contributes to the enhancement of the reality
of the game. Players’ experiential experience becomes more realistic due to
the improved technology of video games which enables highly realistic
simulations of advertised products. Nelson, Keum and Yaros (2004) found out
in their research that, from players’ perspective, the degree of reality of sport
games is considerably dependent on brands that are incorporated in the
game. On the other hand, there is an additional possibility for enhancement of
product placement effectiveness when players identify with famous sportsmen
that appear in the game, who are associated with advertised brands.

Furthermore, research results have shown mainly positive attitudes of players
towards product placement in video games (Nelson, 2002). However, the
probability of brand recall and positive attitudes towards advertised brands
depends on the modality of advertisement. Research has shown that verbal
and audio-visual forms and more easily remembered than solely visual form
which means that more prominent placements are better remembered than
subtly displayed ones (Grigorovich and Constantin, 2004). On the other hand,
players’ attitudes are more positive when product placements are not
interruptive and impeding, when they are relevant to the game theme and not
too deliberate (Chen and Haley, 2014). Therefore, attitudes are more
favorable when placements are not too intrusive. Also, both recall and
attitudes are better when game and product placement are congruent, as it
enhances players’ positive gaming experience (Peters and Leshner, 2013).

A connection between game outcome and brand attitudes has also been
detected. It was shown that game success influences product placement, so,
after playing the game, winners evaluate both, the game and advertised
brands, more favorably than before beginning (Mau, Silberer and Gddecke,
2010; Steffen, Mau and Schramm-Klein, 2013). Violent content of many video
games that evoke an aggressive mindset of players, may adversely affect the
image of advertised brands. As Jeong et al. (2011) noted, even though violent
scenes influence brand logo memory through engagement and may cause
change of attitudes via psychological arousal, it appears that placement of
ads in violent games does not lead to desired effects.

3. Research methodology

In the paper, an empirical research on the sample of video game players was
conducted in order to answer the following research questions:
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- Are there any differences and what are the differences in the memory
level of brands that are advertised in video games in relation to the
primary motive for playing video games?

- Are there differences in players’ attitudes towards product placement
in relation to the primary motive for playing video games?

Procedure

The research involved players of a commercial sports soccer simulation game
in which the character is activated through game-pad controls on game
consoles or through a mouse and/or keyboard on a PC platform. Participants
were recruited by placing an invitation to survey on a game comuity online
forum and by personal contact with gamers in playing centers. Participants
were asked to fill out a questionnaire regarding their experience with particular
soccer simulation game. The questionnaire was divided into four sections.
The first section included questions about the experience of the respondents
in the gameplay, following by the section with questions about the type of
motivation for the game, and the last two sections containing questions about
recall and recognition of the brands displayed in the game and questions
about attitudes towards product placement.

Used game

A commercial sports soccer simulation was selected for research. The sports
game was chosen due to the fact that it is most suitable for in-game
placement (Nelson 2002). Bilboards with brands in field sports games add
realism to the game (Chaney, Lin, and Chaney, 2004). The reasons for
choosing the soccer simulation are (Yang, Ewoldsen, Dinu, and Arpan 2006):
brand placements are easy-to-see, the nature of placements ensures that all
players, regardless of their playing skills see placements, and relatively simply
playing controls. All 37 brand placements were visual, either as bilboards or
signage on the field or signage on player dreses.

Participants

There were 86 gamers, participants in this study. Before proceeding with
statistical analysis, eight cases were excluded from the data set due to a large
number of missing values and because of failure to demonstrate serious
response. After exclusion, the total number of cases included in the analysis
was 78. Out of the remaining participants, 100% (78) were men between 18
and 43 years old. Table 1 shows age structure.

Most of the participants are regular game players. In 16.7% of cases, they
play video games every day, and 37.2% play video games from 3 to 6 times a
week. This coincides with the research that 15% of gamers are "hardcore"
gamers (Griffihs, 2003).
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Table 1. Age structure of participants

Age Participants (%) Cumulative % (%)
<=20 6,5 6,5

21-25 21,6 28.1

26-30 27 55.1

31-35 32 87.1

36-40 10.3 97.4

> 40 2.6 100

Source: Review authors

More than 50% of players play intensively more than three times a week.
Table 2 shows detailed information about the frequency of playing video
games. Details of the frequency of playing a specific video game that was
used as a stimulus in the study is given in Table 3.

Table 2. The frequency of playing video games

Frequency of playing Participants (%) Cumulative % (%)
Every day 16.7 16.7

3 to 6 time per week 37.2 53.9

1to 2 times a week 154 69.3

Less than that 30.7 100.0

Source: Review authors

Table 3. The frequency of playing video games used in the research

Frequency of playing Participants (%) Cumulative % (%)
Every day 9.0 9.0

3 to 6 times a week 8.9 17.9

1 to 2 times a week 25.6 43.5

Less than that 56.5 100.0

Source: Review authors

Measures

Player motivation. Player motivation was measured using a scale developed
by Yee (2005; 2006). This scale was chosen as a first oprerationalized scale
and one of the few scales that measure player motivation. The scale
measures three components of playes motivation (achievement, social, and
immersion) using 39 items. The score for the achievement component was
obtained by calculating the mean of 14 items representing this component
(Crombach's a = .78). The score for the social component was obtained by
calculating the mean of 11 items (Crombach's a = .73). The score for the
immersion component was obtained by calculating the mean of 14 items
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representing immersion (Crombach's a = .78). In this study, only primary
motivation was analyzed.

Explicit memory test. Explicit memory was measured using a recognition
and unaided recall tasks. For the recognition task, the participants were given
37 brand names that appear in the game and 37 brand names that were not
presented in the game. The total number of brands presented for recognition
was 74.

At the end, within the fourth segment of the second phase of the research, the
participants were asked to evaluate certain statements on the Likert scale of
one to five, while 1 meant ,| completely disagree" and 5 ,| completely agree*.
The objective of this segment of the questionnaire was to evaluate players’
attitudes regarding product placement in video games, especially in relation to
traditional advertising and its effects.

4. Results

Participants in the research expressed different primary motives for the game.
The primary motive for 28 players (35.9%) was achievement. For majority of
players (n = 34; 43.6%), socialization was the primary motive. The smallest
number, 16 of players (20.5%) was motivated by immersion.

Figure 1 Frequency of brand recalls

12

10

immersion
6 - H social
M achievement

1 2 3 4 5 6 7 8 9 10 11

When tested for unaided recall, 36 players (46.2%) did not manage to recall
any brand from the game, and in 42 cases (53.8%) they managed to

124 Industrija, Vol.45, No.4, 2017



Stavijanin V. et al.: Research of indirect advertising in video game industry

remember at least one brand. Those who remembered brands, managed to
recall from one to 11 brands of 37 that appeared in the game. Figure 1 shows
the frequency of brand recalls by players. Participants also recalled brands
that they have not seen in the game. In the group where achievement is the
primary motive, the percentage of those who recalled a brand was 67.9%,
while 32.1% did not managed to recall any brand. In the group of those whose
motive is social, the percentage of those who remembered a brand was
38.2%, while 61.8% did not recall any brand. In the group motivated by the
immersion, percentage of those who remembered a brand was 62.5%, and
37.5% did not remember any brand at all.

Brand recall was subjected to chi-square to determine whether there was an
association between recall and primary motivation category. A chi-square test
indicated significant association between brand recall and primary motivation
category x2 (2.78) =6.028, p=.049. Figure 2 shows brand recall in relation to
different primary motives.

Figure 2 Recall of placed brands by primary motive categories

25
20
15
M no
10
M yes
5
0 -

achievement social immersion

Almost all participants recognized at least one brand in the recognition section
of the questionnaire. Only one participant did not recognize any brand.
Participants recognized from one to 21 brands out of 37 brands. In relation to
the recall test, 268% more brands were recognized. Figure 3 shows the
frequency of brand recognition by players. To determine whether there was
an association between brand recognition and primary motivation category,
chi-square analysis was performed.

Participants were categorized as "low recognition" and "high recognition".
"Low recognition" participants recognized five or fewer brands. "High
recognition” participants recognized more than five brands. A chi-square test
indicated no significant association x2 (2.78) = 0.043, p =.979. Figure 4 shows
the level of recognition in relation to different primary motives.
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Figure 3 Frequency of brand recognition
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Figure 4 Recognition of placed brands by primary motive categories
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In order to answer the second research question, the participants gave
evaluated given statements to determine whether there were differences in
their attitudes resulting from the different primary player's motive. A Kruskal-
Wallis test revealed no statistically significant difference in attitudes whether
the appearance of brands in video games does not disturb players, in relation
to different primary motives for the game. However, a Kruskal-Wallis test
revealed a statistically significant differences in players’ attitudes towards
statements that placed brands in video games are not considered to be
"disguised" advertisements across three different primary motive categories (n
= 28: achievement, n = 34: social, n = 16: immersion), x2 (2, n = 78) = 16.46,
p = .000. The group social recorded a higher median score (Md = 3.50) than
the other two motive groups, which recorded median values of 2.00
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(achievement) and 3.00 (immersion). Testing revealed no statistically
significant difference in the statement that the appearance of brands in video
games contributes to the realism of the action.

Furthermore, a Kruskal-Wallis test revealed a statistically significant difference
in the statement that players consider displaying brands in video games to be
a good alternative to traditional advertising across three different player
primary motive categories, X2 (2, n = 78) = 12.86, p = .002. The group
»=achievement recorded a higher median score (Md = 4.00) than the other two
motive groups, which recorded median values of 3.50 (social) and 3.00
(immersion). Testing revealed no statistically significant difference in the
statement that players do not mind that advertisers pay game producers to
integrate their brand into game plot, across three different player primary
motive categories. Testing revealed a statistically significant difference in the
statement that players do not consider it unethical to influence players this
way to purchase a particular brand across three different player primary
motive categories, x2 (2, n = 78) = 12.03, p = .002. The group ,social
recorded higher median score (Md = 4.00) than the other two motive groups,
which both recorded median values of 3.00 (achievement and immersion).

Testing revealed no statistically significant difference in the statement that
brands that appear in games do not draw players’ attention in relation to three
different player primary motive categories. Testing revealed a statistically
significant difference in the statement that players prefer when the brand is
discreetly placed in the background of the scene across three different players
of primary motive categories, x2 (2, n = 78) = 9.02, p = .011. The group
»immersion® recorded a higher median score (Md = 4.50) than the other two
motive groups, which both recorded median values of 4.00 (achievement and
social).

A Kruskal-Wallis test revealed a statistically significant difference in the
statement that players consider placing brands in games as a good alternative
to traditional advertising across three different player primary motive
categories, X2 (2, n = 78) = 9.57, p = .008. The group with social motives
recorded a higher median score (Md = 3.00) than the other two motive
groups, which recorded median values of 2.00 (achievement) and 1.50
(immersion). Testing revealed a statistically significant difference in the
statement that players develop a desire to try a particular brand after it
appears in a favorite game across three different player primary motive
categories, x2 (2, n = 78) = 6.06, p = .048. The group with social motives
again recorded a higher median score (Md = 2.50) than the other two motive
groups, which recorded median values of 2.00 (achievement) and 1.50
(immersion).
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5. Discussion

An empirical study has shown that players can be classified according to
primary motivation and that, depending on the primary motivation, unaided
recall of the brands that are placed in video games will be different. It was
shown that the group whose primary motivation is achievement and which is
focused on satisfaction in continuous advancement, in the analysis and
understanding of game mechanics and in challenging and competiting with
others, has the highest percentage of recalling of one or more brands they
saw in the game (67.9%) compared to those who did not remember any brand
(32.1%). On the other hand, the smallest percentage of participants driven by
social motives, who enjoy meeting other players, developing relations with
other players and cooperating with others, recalled at least one brand
(38.2%), compared to percentage of those who did not managed to recall any
brand (61.8%). Recognition was much more successful than recall, since the
number of brand recognitions has increased almost three times in comparison
to the number of brand recalls. Testing did not show that there was a
statistically significant difference in recognizing brands relative to the primary
motivation category when observing a high and low degree of recognition.
The limit of low and high recognition was the number of recognizing the
closest to 50 cumulative percent.

Certain attitudes towards product placement differed in accordance with the
primary motivation of the players. Among the groups of players, there were
different attitudes regarding: not observing product placement in video games
as "disguised" advertising, considering placed brands in games as a good
alternative to traditional advertising, not considering intentions to influence
players to purchase a particular brand this way to be unethical, liking when
the brand is discreetly placed in the background of the scene and desire to try
a particular brand after it appears in players’ favorite game. The group with
social motives varied in the largest number of cases and had the highest
median score compared to other groups. Attitudes that did not differ among
groups concerned that players did not mind the appearance of brands in video
games, that the appearance of brands in video games contributes to realism
of the game, that players do not mind the fact that companies pay game
producers to integrate their brand into the game and that players are not
being distracted by brands which appear in video games.

6. Conclusions

The research has confirmed that, depending on the motivation of players, the
effects of the product placement can give different results. The group whose
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primary motivation was social, have achieved a higher percentage of brand
recalls compared to groups whose had achievement and immersion as the
primary categories of motivation. So far, a significant number of authors in the
field of video game development have pointed out that it is necessary to pay
attention to the fact that there are different types of players and that the
typology should be used in the choice of elements of video games. The
results of this paper suggest that it is possible to use the typology of
motivation in order to make a different schedule of product placements for
different types of players, with the goal to use the game space and story best,
to increase the product placement efficiency. An important aspect of the
research is also the confirmation that different groups have a different
attitudes towards the product placement in video games. This result can be
used to balance differences in attitudes, but also to improve adverse attitudes
to different video game strategies. An important fact may be that a group
whose primary motivation is social, has had the most favorable attitude
towards a product placement.

The research also has a number of limitations. One of the limitations of the
survey is the inequality of the sample by gender. In the survey, the sample
considered entirely of male players. However, in research and studies
(Entertainment Software Association, 2016) it has been found that the female
population plays video games to a large extent. One of the research
limitations was the questionnaire used in the research that was created in the
MMORPG (Massively-Multiplayer Online Role-Playing Games). There are
other instruments to explore the motivation of players that are created as
independent of a particular type of game (Ryan, Rigby and Przybylski 2006).
The third limitation may relate to the use of the game in which 37 brands
appear for the research, which is far more than it was the case in other
studies (Chaney, Lin, Chaney, 2004; Yang, Roskos-Ewoldsen, Dinu, Arpan,
2006). It should also be taken into account that the research was not
conducted under controlled conditions and that a large number of players
have a longer experience in playing the game used in the research.

Future research should eliminate the limitations of this research, referring to
the gender structure of the sample, the number of brands in video games, and
controlling the research conditions. Future research should consider involving
factors such as experience, which is also related to product placement.
Additionally, other types of games should be included in future research to
confirm that the product placement effects will be different depending on the
motivation for the game. In addition to visual placement, future research may
also include verbal placements. In different games, the influence of the place
where the brand is placed can also be explored. One of the options that can
be included in future research, is a division to passive and active placements.
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