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¢ƻŘŀȅΩǎ ¢ƘƛƴƪƛƴƎ !ōƻǳǘ .ǊŀƴŘǎ ƛƴ DŀƳŜǎ

ÅIn-game ads: static vs. dynamic?

ÅAdvergames: Platform? Longevity? Reach?

ÅIndependent research:

ïFocused on a single genre, i.e. racing

ïFocus on static billboards

ïVery specific test population, i.e. college students

ïSmall sample sizes, i.e. 10 to 50 respondents

ïSmall play times, i.e. one 15-minute session

ïFocus on brand recall, not conscious & subconscious impact
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Highly-Integrated 
Advertisements

Vs

Peripheral
Advertisements  



Why Does it Matter 
if an Ad is Peripheral?











²ƘŀǘΩǎ ǘƘŜ tǳƴŎƘ [ƛƴŜΚ

ÅPeripheral advertisements:

ïIncrease brand affinity, but not recall

ï/ŀƴΩǘ ŎƻƴǾŜȅ ŎƻƳǇƭŜȄ ƳŜŀƴƛƴƎ 

ïParticularly good for impulse purchase decisions

ïRepeat exposure, even when extremely brief, matters 

more than long single exposures for this type of ad



Peripheral Ads Sound Good; 
²ƘŀǘΩǎ ǘƻ [ƛƪŜ !ōƻǳǘ 

Highly-Integrated Ads?




