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Propose Directions for Effective Marketing in
Mobile Game Advertising

Sunha Park’

ABSTRACT

Today, the life cycle of mobile games is getting shorter. In order to overcome this problem, we tried
to summarize the strategies and marketing types of game marketing. Recently, 1 considered the TV
advertisement that used the star of the marketing form of mobile game. In this research, user survey
was analyzed based on correlation between star marketing and mobile game TV advertisement. And,
through an interview with Delphi experts, I summarized the important elements of TV advertisement
for mobile games. In conclusion, this research presented a total of five elements on a successful mobile
game marketing strategy.The direction of mobile game advertising can promote a successful game that
needs to set effective advertising marketing strategy, based on the basic nature of the game and main

target.
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Fig. 1. Release date standard disappeared game number (2009~2017).
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Table 1, Research classification and contents

Classification

Contents

Theoretical arrangement of mobile game marketing

Mobile game marketing

Types of Mobile Gaming Marketing

Case analysis

Correlation of TV advertising marketing / star marketing

Analysis of previous research

Research on TV advertising
marketing

Survey through Delphi Research

Derived content Summary
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Fig. 2. Marketing by life cycle and each time period Source [11].
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MOBILE GANME NAME GENRE RELEASE DATE TV ADVERTISEMENT EXECUTION AMOUNT
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Hearth Stone Simulation 15.4.15. 2,505, 980
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Diisney Find Picture 15.6.16_ 12, 227
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Fig. 3. Mobile game TV advertisement execution amount,
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Fig. 6. The most important item in game advertisement,
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Table 2, Expert Delphi interview Contents

Stage Interview Contents Format
Ind Please explain and present essential elements of mobile game advertisement. Semi-open
9nd First-order result sub-element was derived. Representation required and 0/X

additional comment request. Notation

3nd Display the importance of the subelement derived from the 2nd order result.

Importance 5
point scale
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Table 3. Derivation of depay research results
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Method | Classification Item Details
. Appeal to consumer sentiment through emotional, persuasive functions
. Picture .
Trial Aspect of Language / desire to purchase
method sensitivity mﬁsicg Package design: Use various design elements such as brand logo,
color, shape, line, pattern etc
Brand color: Advertisement model costumes and model accessories
. etc.
. Picture, . . . L . .
Visual aspect Laneuage TV advertisement model: Using the similarity with character design,
Exl?res‘ guag facial expressions of advertisement models, dressing, costumes, etc.
sion character expression of character design
Auditory Language Linguistic music linguistic messages, slogan music, jingle music
aspect Music coming out with the end scene logo
Copywriting, mobile game naming: meaning conveyed through
Linguistic symbols of goods through visual language
Language . . .
Infor— aspects Ensuring reliability through memory and understanding through
mation linguistic expression methods
system . Background music, sound effects, etc. to promote the effect of being
Non-verbal Picture, . . e . . .
side Music advertisements, trigger specific emotional reactions, feel attitude
towards advertising games etc
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