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Abstract

The current study examined the effects of ad type, game type, and the timing of ad
placement on player's memory and attitude toward the advertisement embedded within a
mobile game. Results of our experiment revealed that animated ads prompt better advertising
memory than static ads. Static ad placement yielded a more favorable attitude toward the ad.
The scores of memory for the ads placed during game play were the highest. It was also found
that ad placement in games with low playfulness has a more favorable effect on ad
recognition, whereas the ad placement in games with high playfulness has more favorable
effects on attitudes towards the billboard placement. Managerial implications and limitations
for the use of these ad execution cues are discussed, and future research is suggested.

Keywords: In-game advertising, Static and dynamic, playfulness, placement timing,
advertising effect.



