NI ST ] &

63g-Ll> gLaULS a5 g 49

(b 9ib 5o Wleds) advergames gliwly 3o Wy Cwasis S8 @

advergames S523 3y S sl (S2s 30

s Alie LSSl Glgie

An application of brand personality to advergames:

The effect of company attributes on advergame personality
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5.2. Managerial implications

From a practical standpoint, the findings in the present study
can help advertisers identify potential problems with their adver-
games and provide new insights into ways to advertise through
digital games. For example, determining which type of advergames
is suitable for which types of product categories. Under which
conditions does the congruity of the companies with the adver-
games lead to positive effects of advertising on purchase proba-
bilities? Which game features need to be taken into consideration?
As brand personality has many benefits for advertisers, including
an increase in consumer loyalty and trust (Fournier, 1998), and the
ability to increase consumers' preference towards the brand (Sirgy,
1982), we believe that firms should recognize AP as effective ways
of creating brand differentiation and generating consumers’ posi-
tive behavioral intentions.
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