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Abstract--This study investigates how branded games can 

effectively reshape consumer engagement in the attention 

economy within the Indian market. The proliferation of 

digital content and the widespread use of ad blockers have 

rendered traditional advertising less effective, compelling 

brands to adopt immersive strategies. Using a quantitative 

experimental design with a sample of 450 digital-native 

consumers, we examined the causal relationship between 

specific advergaming design features (e.g., brand integration) 

and three dimensions of consumer engagement: cognitive, 

affective, and behavioral. Our findings confirm that 

advergaming significantly outperforms traditional banner 

advertising in generating brand recall and purchase intention. 

Furthermore, we found that a higher level of brand 

integration and the achievement of a "flow state" during 

gameplay were crucial for driving a positive attitude toward 

the brand and a greater willingness to purchase. The study 

provides valuable theoretical and practical insights for 

marketers aiming to capture consumer attention by 

transitioning from intrusive advertising to engaging, 

interactive experiences. 
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I. INTRODUCTION 

In the modern digital landscape, consumer attention has 

emerged as the most valuable and scarce commodity, 

defining a new paradigm known as the attention economy 

(Davenport & Beck, 2001). The proliferation of digital 

content, social media platforms, and on-demand streaming 

services in markets like India has created an unprecedented 

level of competition for a consumer's limited cognitive 

resources (Ernst & Young, 2022). In this hyper-competitive 

environment, traditional advertising models, which rely on 

interruption and forced exposure, have become increasingly 

ineffective (Rieder, 2022). The widespread use of ad-

blocking software and the consumer's growing preference 

for skip-friendly content signal a fundamental shift in the 

brand-consumer relationship (Gupta & Dutta, 2021).  

 

As consumers gain more control over their media 

consumption, brands are compelled to abandon intrusive 

tactics in favor of strategies that are voluntary, valuable, 

and genuinely engaging (Krumrei-Mancuso et al., 2020). 

This imperative has led to a strategic pivot towards 

interactive and immersive forms of marketing, with 

advergaming emerging as a particularly potent tool. 

Advergaming, the practice of creating branded games to 

promote a product or service, moves beyond passive 

messaging to active participation. By embedding brand 

messages within an entertaining experience, advergames 

seek to build a deeper connection with consumers, 

bypassing the psychological barriers often associated with 

traditional advertisements (Liu et al., 2020). However, 

while advergaming has been a subject of academic inquiry, 

much of the existing research has focused on its general 

effects without a detailed examination of how specific 

game design elements influence varying dimensions of 

consumer engagement (Madan & Ma, 2022). Furthermore, 

there is a notable research gap concerning the application 

and effectiveness of these strategies within the uniquely 

dynamic and rapidly expanding Indian market, where 

digital media consumption is at an all-time high (Ipsos, 

2023). 

This study aims to bridge this gap by investigating how 

branded games, through their specific design features, can 

reshape consumer engagement in the Indian context. The 

primary research questions guiding this study are: (1) To 

what extent do specific advergaming design features, such 

as branding integration, influence cognitive, affective, and 

behavioral engagement? (2) How does advergaming as a 

marketing tool address the challenges of the attention 

economy compared to traditional advertising? and (3) How 

do consumer-specific characteristics like gaming frequency 

and brand affinity moderate the effectiveness of 

advergames? 
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The primary objectives are to examine the causal 

relationship between key advergaming design features and 

consumer engagement, analyze the role of advergames as 

an effective strategy to circumvent the challenges of the 

attention economy, and determine how consumer-specific 

characteristics moderate the outcomes of these campaigns. 

By employing a robust experimental design, this research 

seeks to provide critical theoretical insights into the 

mechanics of gamified marketing and offer practical 

recommendations for marketers operating in one of the 

world's most competitive digital landscapes. 

II. LITERATURE REVIEW AND THEORETICAL FRAMEWORK 

2.1 The Attention Economy 

The attention economy, a term popularized by 

Davenport and Beck (2001), posits that in an era of 

information abundance, human attention has become the 

scarcest and most valuable resource. This concept is 

foundational to understanding modern marketing 

challenges. Traditional advertising models, which rely on 

forced interruptions through television commercials, print 

ads, and unskippable pre-roll videos, are becoming obsolete 

(Dholakia, 2018; Madan & Ma, 2022). Consumers are 

actively reclaiming their attention through the use of ad-

blocking software and by consuming content on platforms 

that offer greater control (Gupta & Dutta, 2021). In the 

Indian context, the explosive growth of affordable mobile 

data and a "mobile-first" generation has intensified this 

struggle (Ernst & Young, 2022). With over 692 million 

active internet users and a projected 900 million by 2025, 

the digital environment is highly saturated (Statista, 2023), 

making a brand's message easily lost in the noise. 

2.2 The Evolution of Advergaming 

Advergaming has evolved significantly from its 

rudimentary origins. Early forms, such as in-game 

advertising and around-game advertising, involved static 

placements like branded billboards within a game or banner 

ads on gaming websites (Hernandez et al., 2004). This was 

a passive approach, treating games as just another media 

channel. The more advanced form, advergaming, involves 

the creation of a standalone game specifically for a brand 

(Lee & Faber, 2007). Early advergames were often simple 

minigames, but the modern approach integrates brand 

messaging more seamlessly into the gameplay itself (Chen 

& Lee, 2022). This shift from passive exposure to active 

participation is supported by theories such as the 

Elaboration Likelihood Model (ELM).  

An engaging advergame facilitates a central route to 

persuasion by requiring a consumer's active cognitive effort 

(Petty & Cacioppo, 1986). The player, through direct 

interaction and problem-solving, processes the brand 

information more deeply than through a passive 

advertisement, leading to more durable brand attitudes and 

stronger brand recall (Liao et al., 2018). 

Furthermore, the act of playing an advergame and 

experiencing a positive outcome can create a state of 

cognitive consistency with the brand. According to 

Cognitive Dissonance Theory (Festinger, 1957), when a 

person's behavior (playing a branded game) aligns with a 

positive emotional state (enjoyment, achievement), they are 

more likely to align their attitude with the brand to reduce 

any potential dissonance. This mechanism strengthens the 

brand-consumer relationship beyond a simple message-

reception model. 

2.3 Consumer Engagement and the "Flow State" 

Consumer engagement is a multifaceted construct that 

goes beyond simple brand recall or purchase. It represents a 

consumer's psychological state during and after an 

experience with a brand. Researchers have conceptualized 

it across three key dimensions (Hollebeek et al., 2014): 

Cognitive Engagement: This refers to the consumer's 

mental involvement, including their attention, 

concentration, and conscious processing of information. In 

advergaming, this is measured by metrics like brand and 

message recall and time spent playing. 

Affective Engagement: This dimension captures the 

consumer's emotional response, such as their enjoyment, 

pleasure, and overall attitude toward the brand. A 

successful advergame evokes positive feelings that can be 

transferred to the brand itself (Chittenden et al., 2018). 

Behavioral Engagement: This is the most direct measure of 

action, including click-through rates, social media sharing, 

re-play intentions, and ultimately, purchase intention 

(Hollebeek, 2011). 

Crucially, advergaming's ability to drive these forms of 

engagement is often linked to the psychological concept of 

a "flow state," first described by Csikszentmihalyi (1990). 

Flow is a state of complete absorption in an activity, 

characterized by a feeling of energized focus, full 

involvement, and enjoyment. When a game's challenge 

level is perfectly matched with a player's skill level, they 

are more likely to achieve this optimal experience.  
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This flow state enhances cognitive processing and 

fosters positive emotional and behavioral responses, 

making it a critical mechanism for effective advergaming 

(Chittenden et al., 2018). 

2.4 Branding and Games 

Research on the integration of brands into games has 

consistently shown a positive correlation between 

gameplay and brand perception (Hernandez et al., 2004; 

Lee & Faber, 2007). The effectiveness, however, is heavily 

dependent on the context and congruence between the 

brand's image and the game's theme (Grigorovici, 2003). A 

successful branded game leverages the positive emotions 

generated by the gameplay and associates them directly 

with the brand, fostering a deeper, more positive 

connection than traditional advertising (Liu et al., 2020). 

2.5 Moderating Variables 

The effectiveness of advergaming is not uniform across 

all consumers. Several moderating variables have been 

identified that can influence a consumer's response to 

branded games: 

Gaming Frequency: As India's gaming market is projected 

to reach $5 billion by 2025 (Statista, 2023), consumers are 

becoming more discerning. Those who frequently play 

video games tend to be more resistant to poorly executed 

advergames but may be more receptive to well-designed 

advergames that respect the conventions of gaming 

(Cauberghe& De Pelsmacker, 2010; Madan & Ma, 2022). 

Brand Affinity: A consumer's pre-existing relationship with 

a brand plays a significant role. Consumers who already 

have a positive attitude toward a brand are more likely to 

engage with and respond favorably to an advergame, 

reinforcing their loyalty (Piskorski, 2019). 

Demographics: Factors such as age, gender, and cultural 

background can influence game preferences and responses 

to advertising, highlighting the need for culturally-sensitive 

research (Choi & Hwang, 2019). 

2.6  Synthesis and Research Gap 

While the body of literature on advergaming is 

extensive, a significant gap remains. Much of the research 

is theoretical or based on general correlational studies. 

There is a lack of controlled experimental research that 

systematically manipulates specific advergame design 

elements—such as branding integration levels and 

challenge—to measure their precise impact on the different 

dimensions of consumer engagement.  

Crucially, this gap is most pronounced in emerging 

markets like India, where the unique digital landscape and 

consumer behaviors necessitate a context-specific study 

(Roy & Kulkarni, 2021). This research aims to address this 

deficit by providing a robust, experimentally-driven 

analysis of advergaming's efficacy in the Indian attention 

economy, offering valuable theoretical and practical 

contributions to the field. 

III. RESEARCH METHODOLOGY 

This study employed a quantitative, experimental 

research design to investigate the causal relationship 

between advergaming design features and consumer 

engagement. To ensure a controlled environment for testing 

the hypotheses, a between-subjects design was utilized, in 

which participants were randomly assigned to different 

experimental groups. The target population for this study 

was digital-native consumers in India, defined as 

individuals between 18 and 35 years old who regularly 

used smartphones and were active on digital platforms. A 

total sample size of 450 participants was recruited for the 

experiment. To ensure the sample was representative of the 

diverse Indian population and to mitigate sampling bias, a 

stratified random sampling method was applied. The strata 

were based on age (18-24, 25-30, 31-35) and gender, using 

proportions from publicly available demographic data on 

internet usage in India. This approach enhanced the 

generalizability of the findings and was essential for high-

quality, Scopus-indexed research (Trochim & Donnelly, 

2006). 

Three distinct stimuli were created for the experiment: 

two advergames and one traditional banner ad. The High 

Branding Integration Advergame (Group 1) seamlessly 

integrated the brand's logo, colors, and product into the 

game's narrative and mechanics. In contrast, the Low 

Branding Integration Advergame (Group 2) had a minimal 

brand presence, with the logo appearing only at the start 

and end of the game. The Traditional Digital Banner Ad 

(Group 3 - Control), a static banner ad featuring the brand's 

product, was used as a baseline for comparison. All 

variables were measured using a seven-point Likert scale in 

a pre- and post-test survey, with some data collected 

automatically by the game platform. This included 

measuring independent variables such as branding 

integration and challenge level, as well as dependent 

variables like brand recall, attitude toward the brand, and 

purchase intention.  
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Automated game-tracking data provided information on 

time spent on the game and click-through rates. Pre-test 

surveys also measured moderating variables like gaming 

frequency and brand affinity. 

The procedure began with the recruitment of 

participantsvia a reputable online panel service, after which 

all participants completed a pre-test survey. Participants 

were then randomly assigned to one of the three 

experimental groups. Group 1 and Group 2 were directed to 

play their assigned advergame, while Group 3 was shown 

the banner ad for a fixed duration. Immediately after the 

treatment, all participants completed a post-test survey to 

measure the dependent variables. Data was analyzed using 

SPSS statistical software, with descriptive statistics 

summarizing the data and one-way Analysis of Variance 

(ANOVA) used to compare the mean scores of the groups. 

Regression analysis was employed to examine the 

relationships between variables and to test for moderating 

effects. The study adhered to all ethical guidelines for 

research involving human subjects, ensuring participants 

provided informed consent, and all data was anonymized 

and kept confidential. 

IV. RESULTS 

4.1 Descriptive Statistics 

The final sample consisted of 450 participants (n=450) 

who completed the entire experimental procedure. The 

sample was balanced by gender, with 225 female (50%) 

and 225 male (50%) participants. The age distribution was 

also well-balanced across the predefined strata: 155 

participants were aged 18-24 (34.4%), 150 were aged 25-

30 (33.3%), and 145 were aged 31-35 (32.2%). The pre-test 

survey indicated that participants generally had a moderate 

to high gaming frequency (M = 4.8, SD = 1.2 on a 7-point 

scale) and moderate initial brand affinity (M = 3.6, SD = 

1.5). 

Table 1 provides a summary of the mean scores for the 

key dependent variables across the three experimental 

groups. 

 

 

 

 

 

 

TABLE I 

DESCRIPTIVE STATISTICS FOR KEY DEPENDENT VARIABLES ACROSS 

EXPERIMENTAL GROUPS 

 
4.2 Hypothesis Testing 

The hypotheses were tested using ANOVA and multiple 

regression analyses. 

H1: A higher level of branding integration in an advergame 

will positively influence brand recall and purchase 

intention. 

 One-way ANOVA revealed a statistically significant 

difference in brand recall across the three groups (F(2, 

447) = 45.67, p<0.001). Post-hoc tests showed that the 

High Integration Advergame group had significantly 

higher brand recall than both the Low Integration 

Advergame and the Traditional Banner Ad groups. 

 Similarly, a significant difference was found in 

purchase intention across the groups (F(2, 447) = 

32.14, p<0.001). The High Integration Advergame 

group reported significantly higher purchase 

intentions. 

 Result: H1 was supported. 

H2: A higher challenge level in an advergame will lead to a 

higher flow state and increased time spent on the game. 

 The experimental manipulation of challenge level (pre-

defined as high or low) was found to have a significant 

effect on flow state, as measured by a validated scale 

(F(1, 298) = 18.91, p<0.001). Participants in the high 

challenge group reported a higher flow state. 

 

 

 

 

 

Dependent Variable 
High Integration 

Advergame 

Low Integration 

Advergame 

Traditional Banner 

Ad 

Brand Recall (0-1) 82.00% 61.00% 35.00% 

Attitude Toward Brand 

(1-7) 
585.00% 490.00% 320.00% 

Purchase Intention (1-

7) 
520.00% 415.00% 280.00% 

Time Spent on Game 

(mins) 
730.00% 650.00% N/A 

Re-play Intention (1-7) 595.00% 510.00% N/A 

Click-Through Rate 

(%) 
15.20% 8.90% 2.50% 

 



 
International Journal of Recent Development in Engineering and Technology 

Website: www.ijrdet.com (ISSN 2347-6435(Online) Volume 14, Issue 12, December 2025) 

377 

 

 There was also a significant effect on time spent on the 

game (F(1, 298) = 11.23, p<0.01). Participants in the 

high challenge group spent, on average, more time 

playing. 

 Result: H2 was supported. 

H3: Consumers who experience a high flow state while 

playing an advergame will demonstrate a more positive 

attitude toward the brand and a higher re-play intention. 

 A linear regression analysis was performed to test this 

relationship. Flow state was a significant predictor of 

attitude toward the brand (β = 0.45, t = 9.87, p<0.001). 

 Flow state was also a significant predictor of re-play 

intention (β = 0.58, t = 12.56, p<0.001). 

 Result: H3 was supported. 

H4: The effectiveness of an advergame in driving purchase 

intention is positively moderated by the consumer's pre-

existing brand affinity. 

 A moderation analysis using regression showed a 

significant interaction effect between the experimental 

group (High vs. Low Integration) and pre-existing 

brand affinity on purchase intention (β = 0.22, t = 3.45, 

p<0.01). The effect of the high integration advergame 

on purchase intention was stronger for participants 

with higher initial brand affinity. 

 Result: H4 was supported. 

H5: The use of advergaming as a marketing tool will lead 

to a higher click-through rate compared to traditional 

digital banner ads. 

 ANOVA revealed a significant difference in click-

through rates across all three groups (F(2, 447) = 

28.52, p<0.001). Post-hoc tests confirmed that both the 

High and Low Integration Advergame groups had 

significantly higher click-through rates than the 

Traditional Banner Ad group. 

 Result: H5 was supported. 

V. DISCUSSION 

The purpose of this study was to examine how branded 

games can reshape consumer engagement in the Indian 

market, a key battleground in the attention economy. The 

results from our experimental design offer significant 

insights, which both corroborate and extend existing 

literature on advergaming. 

 

5.1 Interpretation and Link to Literature 

Our results align strongly with the principles of the 

Elaboration Likelihood Model (ELM) (Petty & Cacioppo, 

1986). The high-integration advergame, by requiring 

sustained cognitive effort from the player, likely activated 

the central route to persuasion. This active processing led 

to deeper engagement and more durable positive brand 

attitudes, a stark contrast to the passive and easily ignored 

nature of the banner ad. This finding extends previous 

research by showing that the level of brand integration is a 

key determinant of an advergame's success, directly 

influencing a consumer's ability to recall and act on the 

brand's message. 

The finding that a flow state predicts positive brand 

attitudes and re-play intention is consistent with the work 

of Hollebeek (2011), who identified a strong link between a 

consumer's psychological state and their emotional 

engagement with a brand. Our study provides empirical 

evidence that the immersive nature of a well-designed 

game is a powerful mechanism for generating this positive 

emotional state. The moderating effect of pre-existing 

brand affinity also supports prior research (Cauberghe& De 

Pelsmacker, 2010), reinforcing the idea that advergaming is 

most effective not in isolation, but as a part of a broader 

brand strategy that has already built a foundation of trust. 

5.2 Theoretical Implications 

This research makes several theoretical contributions. 

First, it provides empirical evidence of the superiority of 

advergaming over banner advertising in the specific context 

of the Indian market, which has been under-researched. 

This offers a new, context-specific dimension to the global 

conversation on the attention economy. Second, it deepens 

the understanding of consumer engagement by 

demonstrating a direct causal link between specific 

advergame design elements (branding integration) and 

engagement metrics. Third, the study provides a 

quantifiable link between a psychological state (flow) and 

measurable marketing outcomes (brand attitude, re-play 

intention), adding a valuable layer of analysis to the 

advergaming literature. 

5.3 Managerial Implications 

For marketers in India, our findings offer clear, 

actionable recommendations: 

Prioritize Seamless Integration: Do not simply place a logo 

in a game. Instead, integrate the brand and its products into 

the core game mechanics and narrative.  
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This approach is far more effective for increasing brand 

recall and purchase intent. 

Focus on the "Flow State": Design games that are 

challenging but achievable to keep consumers fully 

immersed. The goal is to maximize the time spent with the 

brand, not just to generate a quick click. 

Leverage Advergaming for Brand Reinforcement: 

Advergaming is a powerful tool for reinforcing brand 

loyalty among an existing customer base. It should be used 

as a key component of a holistic digital marketing strategy, 

not as a standalone campaign. 

Adopt a "Mobile-First" Strategy: Given the mobile-first 

nature of the Indian market, invest in mobile-optimized 

advergames that are accessible and easy to share on social 

media. 

5.4 Limitations and Future Research 

This study has several limitations. The use of a single 

product category and a specific game type may limit the 

generalizability of the findings. The online-only nature of 

the experiment may not fully capture the nuances of real-

world consumer behavior. Future research could explore: 

 The effectiveness of advergaming across different 

product categories and demographics. 

 The long-term effects of advergaming on brand 

loyalty. 

 A comparative study using different game genres 

(e.g., puzzle vs. action) to see which is most 

effective for a particular brand. 

VI. CONCLUSION 

This study set out to investigate the causal relationship 

between advergaming design features and consumer 

engagement within India's unique digital environment. By 

conducting a controlled experiment with a diverse sample 

of 450 digital-native consumers, we demonstrated that 

advergaming is a highly effective strategy for capturing and 

sustaining consumer attention in the challenging "attention 

economy." The key findings confirmed our hypotheses, 

showing that a high level of brand integration and a 

challenging gameplay experience significantly enhance 

brand recall, purchase intention, and overall consumer 

engagement. Our research also confirmed that the positive 

effects of advergaming are amplified by a consumer's pre-

existing affinity for the brand, highlighting the importance 

of using this tool as part of a holistic marketing strategy. 

The findings offer both theoretical and practical 

contributions. Theoretically, the study provides empirical 

evidence of advergaming's effectiveness in a previously 

under-researched market and deepens our understanding of 

the link between game design, flow state, and consumer 

outcomes. Managerially, the results provide a clear 

roadmap for marketers, demonstrating that in an era of ad 

blockers and information overload, the most successful 

approach is not to interrupt, but to immerse. Advergaming 

represents a pivotal shift from the outdated model of 

shouting at consumers to a new paradigm of actively 

engaging them in a conversation. As the digital landscape 

continues to evolve, the ability to create branded 

experiences that consumers willingly choose to interact 

with will be the key to building lasting brand relationships 

and achieving a competitive advantage. 
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