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Extended Abstract

In game advertising is one of the best methods for effective advertising. One of the
factors that affects the effectiveness of digital advertising is satisfaction of games. In this
study, our purpose was investigating the factors affecting customer satisfaction and the
effect of satisfaction on the effectiveness of advertising, 5 factors we identified that
impact on customer satisfaction, which included game content, ease of use, game price,
graphical design of the game, and game-producer services. To examine the impact of
these factors, a sample of 242 undergraduate students at management and accounting
faculty of Allameh Tabataba’i University. These individuals were selected were playing
daily at least 1 hour of digital game. A questionnaire was used to collect information
and the data were analyzed using structural equation and confirmatory factor analysis.
Based on the results of statistical analysis, the effect of all factors was confirmed and all
the factors influencing satisfaction were ranked based on the statistical results.
According to this rating, ease of play, the most important and services of the game-
producer, had the least importance on the satisfaction of the customer, the main
hypothesis of the research was that the effect of customer satisfaction with the game on
effectiveness of advertising was confirmed.
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INTRODUCTION

Today, the economical and communicational development of enterprises in the
community has increased the competition of the business. That's why firms and
marketing managers are planning to attract audiences rather than attract
customers, and then they try to convert audiences to customers (Hwang & lee,
2017)To attract audiences, there are a variety of media and techniques. All of
this techniques and media have their own characteristics and effect, one of the
media that is so effective for advertising is digital games (Sparks & Chung,
2016). Digital advertising is effective because user's focus on the game and the
message, and generates more durable messages in the minds of the audience
(Yoo & Eastin, 2016). There are other opportunities for using digital games for
advertising purposes, such as producing advergames, brand placement in the
game, product placement in the game, and advertising during the game, each of
which can provide good opportunities for attracting audiences and profitability
(Ghosh, 2016).

PURPOSE

Considering the development of the digital advertising market and the
multiplicity of users of digital games in Iran, it is necessary to research in this
field. In this research, we are looking to answer the question which factors
should be considered in order to provide satisfaction with digital games? Using
the study of previous documents and research, we identified factors and, at a
later stage, we will answer the question of whether the satisfaction of the game
affects the effectiveness of digital advertising. And by answering this question,
we are looking to identify the factors affecting the satisfaction of the game and
the effectiveness of digital games. To identify the factors affecting the audience's
satisfaction with digital games, we use a review of past studies and articles that
have already been featured on this topic, and after identifying these factors, we
will rank them, the results of the research will be useful for digital game
producers and companies that intend to advertise in digital games.

METHODOLOGY

The present research is descriptive-correlational research and it is an applied
target. In terms of collecting and analyzing data, it is also a quantitative
research. The statistical sample is 242 master students of Allameh Tabatabai
University. Sampling method was the bias sampling.

RESULT

According to the results obtained from the statistical analysis, it can be said that
at the level of 5% error there is no reason to refute the hypotheses and all the
hypotheses have confirmed. It should be noted that research has been carried



out on a community of people that is more than the mobile platform for the
game for this reason, the game's ease of play has had the most correlation. On
the other hand, game creator services in other countries have been ranked
higher in terms of correlation, but due to the cultural and social conditions in
Iran, there is less correlation and the last rank On the other hand, the price and
content of the game are also different It's a great deal of dependence, and it
shows that in order to create satisfaction in the game, attention should be paid
to the appropriate content and attractive graphic design, and the appropriate
price to attract the audience and customers.

CONCLUSION

In this research, the purpose of identifying the factors affecting customer
satisfaction and the effect of customer satisfaction on the effectiveness of
advertising within digital games was identified. With the studies in the field of
collected data and theoretical background, five effective factors were identified
that affected the satisfaction of the game and also the effect of satisfaction on the
effectiveness of in game advertising. A questionnaire was used to collect data
and the subjects studied in this study were graduate students of Allameh
Tabataba'i University School of Management. The most important limitation of
the research was the availability of the same people for studying. Therefore, the
results of the research can be generalized for the same individuals and
individuals. According to the results of the statistical analysis, it was determined
that all factors affect the satisfaction and satisfaction of the game also has a great
influence on the effectiveness of the advertisement.

It is necessary to create the necessary content for the games and the content
of the games is proportional to reality or based on creative inventions such as
imagination and fiction, the graphic design of the game must be beautiful and
attract the attention of the customer and people can play the aesthetics of the
game that fits Real or imaginative stories with It's fun to use, it's easy to use, for
example, the training is needed at the beginning of the game, and a good
interface for the game must be designed so that the audience can easily take into
account different and play different parts of the game, the price of the game
must be reasonable. Firstly, there must be a reasonable increase in the process of
inflation, and secondly, it should not be higher than the price of rival games,
because the game will lose its audience and as a result, fewer people will see the
advertisement, and ultimately the necessary services for customers and users of
the game should Consider, for example, units for answering and responding In
the table, factor rating is based on the correlation and the use of the results of
the research.
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Advertising using digital games has several methods and various variables also
affect the effectiveness of advertising, one of the important factors in the
effectiveness of advertising using digital games is of satisfaction of audiences
from the game, this research is a model for advertising in games Digital the
model based on satisfaction. According to this model, companies need to focus
on the ease of play in order to advertise in digital games, and then consider
game graphics factors, game content, play prices, and services so that effective
advertising To success.
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