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Abstract
Marketers seek to improve their advertisements and their ways to
target their consumers through their interests, Nowadays the
number of gamers increases and game market is getting more
attractive to present their advertisements via digital games. One of
these advertisement’s form is advergames that are digital games
designed specifically to a brand to deliver a specific advertising
message. Our aim is to explore the outcomes of advergame
effects (discount — praising) on the emotional and utilitarian

consumer’s perceptions.

Our experiment was conducted on a group of customers at

Pizzarilli restaurant (N= 48: between-subjects design: discount
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won versus praising won versus discount lost versus praising lost),
The data obtained from the four studies were analyzed and

interpreted using IBM SPSS Statistics 25.

The results show discount’s winners brand attitude is more
positively, whereas losing the game showed no significant effect on

the participants’ brand attitude.

Keywords:
Advergame, game outcomes, discount, praising, brand attitude,

motivations.
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Std.
Mean N Deviation Std. Error Mean
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Std. Error
Mean N Std. Deviation Mean

Pair 1 BA1 V 4.3056 12 70293 20292

3

BA2 V 4.3889 12 .66414 19172
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Paired Samples Test
Paired Differences
95% Confidence
Interval of the
Std. Std. Error Difference Sig.

Mean Deviation Mean Lower Upper T df tailed)
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BA2 V3
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Std. Std. Error
Mean N Deviation Mean
Pair | BA V4 4.1944 12 .59388 17144
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