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ABSTRACT

The Effects of Mobile Rewards Ads in Chinese Mobile Game Market

XIAJING HAO

Master, School of Communication, Kookmin University

Se—dJin Lee

Professor, School of Communication, Kookmin University

This study examined the effect of reward advertisement in Chinese market using technology acceptance model,
First, this study analyzed the effect of reward advertisement type (audience type vs, executive type) on attitude
toward reward advertisement, Next, this study examined how the ‘usefulness’ and ‘ease of use of reward ads
influence attitude toward reward ads when controlling attitude toward the game platform, Finally, this study
examined the effect of attitude toward reward advertisement on acceptance intention, recommendation intention,
purchase intention,

The results of this study are as follows: First, the type of reward advertisement did not affect the attitude
toward reward advertisement, Also, it was found that the type of reward ad did not significantly affect the ac—
ceptance intention, recommendation intention, and purchase intention of the ad, Secondly, we examined the ef—
fect of ‘usefulness’ and ‘ease of use on the attitude toward reward advertisement, As a result, it was found
that only the ‘usefulness’ of reward advertisement, which is the perceived attribute of reward advertisement,
had a significant effect when controlling attitude toward game platform, Third, the attitude toward reward ad—
vertisement has a positive effect on ad acceptance intention, recommendation intention, and purchase intention,

This study is aimed at consumers of Chinese game market which is growing rapidly in the world in terms of
size in game advertisement market as well as in game consumption, This study is expected to help expand the

theoretical and practical scope of research on reward advertisement effect.

Key Words: Mobile Reward advertising, Technology Acceptance Model, Usefulness, Ease of Use, Attitude
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