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Abstract

Through the concept of online games, gamification on mobile platforms has the potential to produce customer
engagement that has never been seen before. As the number of mobile devices and internet users’increases, the
gamification industry has emerged as a viable means of reaching and influencing younger consumers who are
heavy gamers and spend significant time on their phones. This study concentrated on unconventional marketing
(in-game advertising) to determine their purchase intentions. Specifically, this study aims to explore the role of
in-game interactivity on purchase intention with mediator like gamer engagement and moderator like game-
product congruence.
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I.  Introduction

It is quite challenging for marketers to attract consumers for brand message and maintain their
engagement for extended periods of time due to competition and advertising clutter. Particularly, consumers are
overly exposed to traditional media methods, such as communication channels including: TV, print, and radio
(Dix & Phau, 2017). These behaviours have pushed marketers to come up with new ways to convince consumers.
For instance, gamification of advertising enables marketers to use entertainment media, such as digital games, to
promote brands as brief message which provides important details to customer is essential to a successful brand
communication (Peters & Leshner, 2013).

By 2024, it is anticipated that the worldwide gaming sector would bring in around 455 billion US dollars,
of which 98.7 billion will come from mobile gaming (Statista, 2024). Growing trends of gaming industry
encourages companies to invest more into alternative marketing methods. By 2025, in-game advertising is
predicted to generate $124.40 billion in revenue worldwide (Statista, 2025). Such trend also helps marketers to
believe that gamification can potentially increase customers’ engagement and awareness for the brand (Xi &
Hamari, 2019).

To learn more about how IGA's environment and workings impact on consumers' reactions to brands,
more research is required (Vashisht & Chauhan, 2017). Interactivity has supplanted traditional advertising in
modern unconventional media (Hu and Wise, 2021). Vashisht (2017) suggests that integrating brands into games
may increase the effectiveness of advertising and attract customers by including brand messaging (Yoo & Eastin
2016). According (Vashisht, 2021), because advergames allow customers to interact with integrated brands, they
are more successful than traditional media channels. Also, there is a positive correlation between purchase
intention and engagement (Jiménez-Castillo & Sanchez-Fernandez, 2019).

II.  Literature review and Hypotheses
2.1 Theory of vividness effects

According to the theory of vividness effects, information that is specific, emotionally impactful, vivid and
interactive has a greater chance of influencing attitudes and intention than information that is neutral or abstract.
Vibrant details draw our attention, improve memory recall, and elicit more intense emotional reactions. According
to Collins et al. (1988) the message is vivid if it draws our attention, provokes some amount of thought, incredibly
inspiring, genuine or third-dimensional. Information must appeal to all senses and be sensory-rich in order to
qualify as dynamic in-game advertising.

Internet ad formats come in two varieties: dynamic and static. Static advertisements consist of text, images,
and graphic elements, whereas dynamic advertisements include sounds and videos (Abitbol & Lee, 2017). Namin,
Hamilton & Rohm (2020) stated that video advertisings are more vibrant than image ads and the ads with more
vividness have a higher click-through rate. In addition, the interactivity generated by video ads provides useful
value to young users (Kim, Chung & Fiore, 2023).
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2.2 In-game interactivity and Purchase intention

Interactivity refers to a user's real-time influence over the content of a mediated environment. In simpler
words, the capacity of user to communicate with machine (Steuer, 1992). Players are able to modify, control, and
influence the course of events in digital games because to interactivity (Herrewijn & Poels 2014). Driving a
sponsored car in a racing game, customizing and wearing branded sportswear in a soccer game or the ability to
change the course of game based on user choice are the examples of interactive in-game ads (Herrewijn, 2015).
Conversely, passive billboards and posters that the player is unable to interact with are known as non-interactive
in-game advertisements (e.g., billboards or posters around a soccer stadium or racetrack). By utilizing their gaming
avatars to experience, control, and/or interact with a brand or product in a realistic and immersive setting,
interactive IGA enables players to take an active role in advertising which helps them to build a positive purchase
intention towards the displayed brand (Nelson et al., 2004).

The impact of IGA interaction on customer purchase intention is still a neglected topic, despite research
showing that it is positively effects brand attitudes and brand recall. Thus, Vashisht and Chauhan (2017) suggested,
to fully understand how IGA interaction influences customers' behavior, particularly their propensity to purchase,
more research is required. Since IGA interactivity affects players' intents and makes them targets for marketers,
purchase intentions are seen to be one of the indicators of IGA interactivity (Lee and Hong, 2016). It also indicates
that in-game interactivity significantly increases the engagement of players for game as it makes game more
enjoyable. Because of the interactive nature of the ads, players emotional reactions are getting triggered such as
satisfaction and joy (Vashisht et al., 2020), then eventually it influences their attitude favorably towards the brand
and players would like to make a purchase. Thus, it was hypothesized that:

Hi: In-game interactivity results favorable purchase intentions with presence of high interactivity than otherwise.

2.3 Mediating role of gamer engagement

When players feel high interactivity in a game, they are inclined to spend more time, have great
experiences, and want to share same with other people. Customers are more likely to spread the word if they had
a positive experience. (Fetscherin et al., 2019), including by suggesting game and displayed products to others.
Players feel more motivated and engaged in the game as a result of strong interactive brand elements, such as
getting more leads and getting frequent feedback in the game, which greatly increases player engagement. As a
result, having a highly interactive in-game advertising can creates both, enduring representations of the brand that
is ingrained in the game and extremely favourable emotional responses. Positive attitude from a good experience
will then lead to intent of purchase of advertised brand. (Jiang et al., 2010).

In the gaming environment, engagement has been assessed by players' enthusiasm and commitment to
the game (Schaufeli et al., 2002). Therefore, playing online games encourages positive gaming behaviors like
purchase intent (Malthouse et al., 2016). The level of involvement and enjoyment that the player (consumer) feels
while playing, it influences their purchase intentions even more (Lee et al., 2017). In other words, a player who is
more connected or engaged and has an ideal experience will eventually show an increased propensity to purchase
the advertised brand (Martins et al., 2019) Thus, it was hypothesized that:

H:z: The mediation of gamer engagement results favorably between in-game interactivity and purchase intentions
with presence of high interactivity than otherwise.

2.4 Moderating role of game-product congruence (GPC)

The product category and the game subject may be incongruent (opposite) or similar (congruent). Game-
product congruence is the degree to which the product category of the embedded brand is similar to or associated
with the game theme (Lee and Faber, 2007). A game-product congruence is another department that increases
purchase intention (Hofman-Kohlmeyer, 2018). The product placed in game has to be in sync with the theme of
the game to provide seamless experience for the players. As player who is more engaged in a game will have more
favourable attitude for the brand compared to less engaged. Thus, it is important for advertisers to place such in-
game advertisements in game that helps players to maintain their engagement for effective brand communication
that leads to purchase intention (Wise et al., 2008).

Modern researchers (Hussain, Islam & Rehman, 2022) have established the fact that high game-product
congruence have significant edge over the products which has less relevance to the game theme. Thus, this
research will only focus on the moderating impact of GPC between in-game interactivity and gamer engagement
by having only one brand for the experiment (see pre-test). Lee et al., (2017) suggested that the design components
of advergames, such as interactivity of the advertising and GPC, may have an impact on the level of engagement
and enjoyment that players (customers) have while playing, which in turn to influence their intent to make a
purchase. Thus, it was hypothesized that:

Hs: The moderation of game-product congruence results favorably between in-game interactivity and purchase
Intention.

DOI: 10.35629/8028-14060107 www.ijbmi.org 2 | Page



Gamer engagement, game-product congruence and online gamers’ purchase intention: A ..

III. Research Methodology

Experimental research design was used to investigate the relation between the variables, the hypotheses
were tested using two experiments. In the first experiment participants (n= 103) were asked to respond on low
interactivity stimuli (see Figure 2). In the second experiment participants (n=134) were asked to respond on high
interactivity stimuli. Active gamers were selected as target population for this study. There are two main parts to
the survey questionnaire. The first section answered broad questions concerning demographics and mobile
gaming. The questionnaire's other component asks about In-game interactivity, Gamer engagement, Game-
product congruence and Purchase intention. The scale was developed by the study using previously validated
assessments from the literature. A Seven-point Likert scale, with 1 denoting "strongly disagree" and 7 denoting
"strongly agree," was used to rate each question. The study had 237 participants in total. Males with 75.1 percent
of all responses, while females with 24.9%. The majority of the sample audience, 45.1% of the total sample size,
was between the ages of 16 and 30. All respondents were informed and given the assurance of complete
confidentiality and anonymity; there were neither right nor wrong answers.

H2
In-game . Gamer R Purchase
Interactivity engagement intention
Hi

H3

———————

Game product
congruence

Figure 1. Research Model to investigate the relationship between In-game interactivity (independent variable),
Purchase intonation (dependent variables) with mediation of Gamer engagement and moderation of Game-
product congruence (designed by authors).

3.1 Brand selection

Battlegrounds Mobile India (BGMI) earlier known as PlayerUnknown's Battlegrounds (PUBG), a winner-
take-all team game based on the Japanese movie Battle Royale, is now the most played game. In BGMI, teams of
100 players are formed on a virtual island. Only one squad survives after four teams battle to the death. The game,
which was released in December 2017, works with both smartphones and game consoles. BGMI has become a
popular research and analytical topic as well as a game for both players and viewers since developers often offers
new updates and innovations to keep gamers on their toes (Chakarverti, Sharma & Divivedi, 2019).

In December 2024, 8.14 million people downloaded the BGMI Mobile app worldwide per month. With
over 57 million US dollars in global mobile player spending in the recent month, BGMI Mobile is among the
highest-grossing mobile game worldwide (Statista, 2025). The graphics, players’ engagement and money are
associated with the game makes it ideal choice for the study.

3.2 Pretest

Pretest method was adopted from Ghosh (2016). All the participants were informed that BGMI was
selected as game for the study and they were requested to provide response by keeping this in mind. Two pretests
were conducted to develop the stimuli for the experiment. The purpose of the first pretest is to select product for
the game. This pretest was conducted in two stages. In a first stage we interviewed university students (n=26) and
asked them to provide frequently used product categories, soft drink was selected based on majority of votes. On
the second stage, we asked students (n=32) to provide brand to be featured in the advertising, “Coca Cola” was
selected based on highest response. The image of “Coca Cola” and their target audience is very similar to the
game as both are targeting teenagers and mid-aged adults. Thus, authors also find brand a good fit for the study
to get featured in advertising.
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3.3 Stimulus Development

High

In-game
interactivity

Low

Figure 2. Stimuli-Edited gameplay

YouTube was selected to present the gameplay to respondents. YouTube interactivity feature was used to
create high/low interactivity gameplay, on high interactivity gameplay video viewers has an option to click on
bran advertising (within 5 second window) to interact with the ad. In 2024, over 2.5 billion people reported
frequent YouTube users globally. With over 476 million members, India had by far the most YouTube audience in
January 2024. The platform is perfect for the study because of its interactive features and widespread use.

IV.Analysis and Results
4.1 Manipulation check

Using the respondents' answers to the questionnaire, we verified the manipulation of the independent
variable. Significant differences in the means for the various treatment levels were found using simple t-tests on
the independent variable's levels. As a result, the manipulation check was successful.

Table 1: Manipulation check

Independent variable Levels N Mean Std. dev. p value
High 134 6.75 0.49 0.00
Interactivity
Low 103 2.14 0.69 0.00
Table 3: Hypotheses results of structural model
High In-game interactivity Low In-game interactivity
Path
Beta t p-value Beta t p-value
In-game interactivity —®Gamer 0.32 4.44 - 0.29 311 0.001*
engagement ' ' ' ' '
Gamer engagement —» Purchase 0.52 6.10 xx 0.31 456 0.001*
intention ' ' ' ' '
In-game interactivity — Purchase 0.45 6.16 ok 0.41 7.04 Sk
intention (Introducing: Gamer engagement) ' ' ' '

Note: *p<0.05; ***<0.001

To test H1 and H2, as shown in table 3, where B value of In-game interactivity to Gamer engagement is 0.32 and
0.29 for high and low interactivity respectively with significant p-value. Gamer engagement to Purchase intention
B value is 0.52 and 0.31 respectively for high and low interactivity. Lastly, In-game interactivity to Purchase
intention has (B= 0.45) and ($=0.41) for high and low interactivity respectively introducing Gamer engagement.
Whereas p-value for both shows significant results. Thus, it can be concluded that In-game interactivity results
favourable purchase intentions with presence of high interactivity than otherwise. It also concludes that mediation
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of gamer engagement results favorably between in-game interactivity and purchase intentions with presence of
high interactivity than otherwise. As both paths are statistically significant, it will be considered as partial
mediation.

Table 4: Results of moderating effect of game-product congruence

Interaction coeff SE t p-value LLCL ULCL

In-game interactivity — Purchaseintention | 0.2347 | 0.0733 | 3.202 | 0.001* | 0.0903 | 0.3790

Note: *p<0.05
To test H3, results (Table 4) support the moderating role of game-product congruence on the relationship between
in-game interactivity and purchase intention (coeff = 0.2347; p =0.001; 95% CI [0.0903; 0.3790]).

4.5 A 4.1106

Moderator

2.8332
& 31 2.6974 —4—Low GPC

2:5 1 —8—High GPC

Low interactivity High interactivity

Figure 3. Moderating effect of game-product congruence

As results (Figure 3) shows game-product congruence strengthens the relationship of in-game
interactivity and purchase intention. The value of coeff (0.2347) indicates positive moderation. In other words,
the higher game-product congruence the better in-game interactivity impact on purchase intention.

V.  Discussion and implications
5.1 Theoretical implications

Using vividness effects theory, this experimental study examines how interactivity affects gamer
engagement and purchase intention in an emerging market, like India. There hasn't been much study on how
important interactivity is for marketers when positioning their brand as in-game advertising in high and low
situations, despite the growing popularity of interactive media like the internet and branded entertainment. The
purpose of this study was to thoroughly examine these areas.

In contrast to a low-interactivity scenario, the results showed that greater interaction led to higher levels
of player engagement and purchase intention. The study also looks into the effects of in-game advertising in an
industry that is still emerging. Since the combined GDP of emerging markets and developing nations was around
42.52 trillion US dollars in 2022 (Statista, 2025), this area cannot be unstudied when examining the effects of
advertising. Therefore, by examining the effects of in-game advertising in a developing country like India, this
study aims to close the aforementioned research gap. Additionally, by using an "experimental methodology" to
examine the causal relationship between interactivity, gamer engagement, and purchase intention, the study
contributes to the body of research on advertising.

5.2 Managerial implications

The conclusions of study have captivating results for the practice of in-game advertising, showing that
while choosing which game or game category to advertise the brand, in-interactivity and game-product
congruence are important factors to take into consideration. This study also offers detailed insights for marketers
and game developer to make/choose game in such a manner that syncs well with advertised brand. Based on
advertiser’s goals, they may create or select games that best fit their promoted brands to optimize the effect of
advertisement. The results suggest that high interactivity results into grater gamer engagement and purchase
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intention. In addition to that, study also suggests that game-product congruence positively moderates the relations
between in-game interactivity and purchase intention. That means marketers must make sure that advertising is in
highly interactive environment and the promoted brand is must be suitable with the theme of game. When gamers
find more interactive advertising and game itself, it results in favourable purchase intention especially when
advertised product is related to game.

The study has implications not only for marketers/game developers but also for organizations that
regulate advertising and policy makers. For instance, by increasing interaction and congruence elements in the
games, educational games or any specific theme-game that conveys a social message can be created by influencing
their engagement and attitudes. Advertisers sometimes utilize damaging and non-social elements that are
inappropriate for consumers in their rush to sell products, which is not right especially for young customers.
Therefore, this seems to be a better alternative to catch young customers attention.

VI.  Limitations and future research

Even though this study provides meaningful insights on in-game advertising and the impact of in-game
interactivity in different conditions, there are some limitations that needs to be taken under consideration. First,
we have only tested only two laves of interactivity (high and low) however, in future study moderating level also
can be studied. Secondly, future research can be conducted by adding more game related variables such as game
type, gamers’ brand recall and gamers’ attitude towards ad/game. Thirdly, this study used real brand to conduct
the experiment however, in future study fictitious brand also can be used. Lastly, cross-cultural study can be
conducted, this study targets all active gamers without breaking them into any age group but for future the effect
of in-game advertising can be tested on young, mid-age and old-age gamers.

APPENDIX A

Variables Measurement items Original scales Alpha

In-game Interactivity | Ithink I had interacted with the brand information in this Vashisht & Chauhan 0.959
Battlegrounds Mobile India (BGMI) in-game advertising. (2017)
I think I had interactive exposure to the brand information in this
in-game advertising.
I think I had interactive experience with the brand information in
this in-game advertising.
Gamer Engagement I intend to play BGMI again. Yang, Asaad, & 0.959
Dwivedi (2017)
I intend to play BGMI frequently in the future.

I intend to continue playing BGMI because it is fun.

Game—product The images I associate with the brand (Coca Cola) are related to the = Lee & Faber (2007) 0.936
congruence visuals I associate with advergame context (PUBG/BGMI mobile).

Shown product category (Coca Cola) is an object that is relevant to

the game (PUBG mobile) context.

Brand (Coca Cola) represents a lifestyle associated with the

advergame context (PUBG/BGMI mobile).

The advertised brand (Coca Cola) is a good fit for the advergame

context (PUBG/BGMI mobile)
Purchase intention In the future, I am very likely to purchase Coca Cola. Souiden, Pons, & 0.975

Mayrand (2011)
Coca Cola appeal to me.

I would be very satisfied to have Coca Cola.
I'am very impressed by Coca Cola.
I recommend Coca Cola to others.

I think my surrounding people love Coca Cola.
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