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Abstract 

This research aimed to investigate the impact of smartphone advergames characteris-
tics on purchasing intentions. Four dimensions were considered (irritation, entertain-
ment, credibility, and informativeness). To achieve this aim, the researchers developed 
a model based on literature reviews and previous studies; a self-administrated ques-
tionnaire was designed and distributed over a convenience sample. The researchers 
used a quantitative method and a descriptive-analytical approach; the study sample 
consisted of 600 consumers, and 519 questionnaires were returned with an 86.5% re-
sponse rate. Various statistical methods, including descriptive, simple linear regression, 
were used to analyze the data and test the hypotheses. This research’s key findings were 
that there is a statistically direct impact of irritation, entertainment, credibility, and 
informativeness on consumers’ purchasing intentions. Moreover, there is a mediating 
role of game involvement between advergames and consumers’ purchasing intentions. 
Hence, many Jordanian companies can use smartphone mobile advertising to increase 
sales and create product brand image among consumers. Smartphone advergaming 
provides numerous opportunities and challenges for advertisers in the current dynam-
ic business environment.
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INTRODUCTION

These days, the unstable and changeable conditions of the business 
environment forced organizations intensely to be entrepreneurial and 
agile, especially with the emergence of the internet and its advanced 
tools (Bataineh, Alhadid, Al-abdallah, Alfalah, Falah, & Idris, 2015). 
The digitalization of media has resulted in innovative media outcomes, 
including mobile phones, which offers a wide scope to reach consum-
ers easily and interact with them. Mobile phones, such as smartphones, 
can be effectively used as an advertising channel. Marketers recog-
nize the unique features related to smartphones and use them to inter-
act with prospective consumers. However, the internet has improved 
marketing effectiveness through its flexibility, speed, and low cost, 
which enabled the companies to replace their old-style promotional 
tools with efficient online techniques to create unique online models 
to communicate with their audience (Al-Abdallah & Bataineh, 2018).

The spread of innovative mobile devices provided multisided and ex-
tremely targeted advertising interactive messages, even inside games. 
Furthermore, mobile gaming’s fast growth has amplified the demand 
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for mobile games as a strategic marketing platform (Newzoo, 2012). Therefore, there is increased de-
sire from both researchers and practitioners to get informed about the new development, since it is 
perceived that the games nature and extended exposures to advertisements are the most relevant part 
of making profits on games as compared to traditional media. Earlier, game inventors have paid licens-
ing fees to reflect real products/services into the games to improve reality, but today firms are ready to 
spend more to place their brands in the game to reach the increasing amount of online players (Kureshi 
& Sood, 2009). 

Mobile game advertising considered a new phenomenon; mobile phone game advertising service was 
launched in 2006 before brands were simply can be advertised in fixed, inflexible advertisements 
(Persaud & Azhar, 2012). However, various information technology tools reshaped the relationships be-
tween customers and organizations and helped them take greater benefits of their current relationships 
(Bataineh et al., 2015). Since mobile game advertising is in its first steps, it is defensible to start exam-
ining mobile players, as the diffusion of innovative mobile technology is highly and quickly increasing 
in Jordan. Mobile gaming in the Jordanian market consumes $4 of $10 paid out by gamers in 2017; that 
figure will go up to $6 out of every $10 by 2020, according to a recent forecast by ipsos.com. Based on 
in-depth investigation and analysis of the available advergames literature, the research problem stems 
from exploring smartphone advergames’ impact on purchasing intentions in Jordan.

With the dramatic growth of smartphones and mobile applications globally and with the impact of this 
growth on the advertising business sector, the study’s importance stems from its attempt to identify 
the impact of smartphone advergames on individual purchasing intentions. Based on the researchers’ 
best knowledge, this will be the first research on smartphone advergames in the Arab nations since it 
has weak attention from scholars and practitioners, which enabled for the researchers to set up the cor-
nerstone of this growing area to help entrepreneurial marketers who depend heavily on smartphones 
as a strategic tool to reach their target markets, as well as build a comprehensive model that describes 
consumers’ attitudes towards smartphone advergames and demonstrate the probable role of consumer 
involvement as a key driver in consumers’ purchasing decision-making process. 

1. LITERATURE REVIEW

1.1. Advergames

Advergaming can be defined as the “use technolo-
gy of gaming interactive to carry marketing messag-
es to the individuals” (Dobrow, 2004). In general, 
advergames are free of charge and can be down-
loaded or played on websites, offering instant re-
wards like casual games setup (Redondo, 2012). 
Advergames are designed for both short and long 
playing times to be played during the day breaks, 
for instance, waiting times (Terlutter & Capella, 
2013). Moreover, consumers looking for adventure 
are considered bored and seek something unusual 
that supports their feelings of fantasy (Al-Obaidi, 
Bataineh, Aljabaly, & Salhab, 2020).

The internet level has enhanced the level of game 
interactivity, with much probability of viral mar-
keting occurrence (Călin, 2010). Nowadays, sev-

eral advergames have more resources than tradi-
tional casual games and reached more complicat-
ed levels than others in the game industry, includ-
ing videos, 3D graphics, and even console games 
like Xbox 360 (Antonsson & Games, 2009). Over 
the last decade, internet development and mo-
bile advergaming are becoming more observable 
and considerable in the advertisement. Evidence 
showed that solid brand recognition is typically in-
creased from playing advergames; the interactivi-
ty and the repetitive entertainment significance 
were the key benefits of advergames (Cauberghe & 
Pelsmacker, 2010). 

1.2. Advergames characteristics 

1.2.1. Irritation

In general, advertisement is known as irritation 
when it causes consumers’ annoyance, disap-
pointment, and dissatisfaction. Irritation refers 
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to consumers’ negative attitudes formed around 
the idea of mobile advertising (Altuna & Konuk, 
2009). According to the theory of psychological 
reactance for freedom and control, individuals 
tend to respond negatively when they recognize 
that their freedom is somehow lost or threatened 
(Wong, 2008). Therefore, Ercis (2011) considered 
irritation one of the most important factors driv-
ing consumers to ignore advertisements. 

In particular, consumers and recipients might be 
confused by the information load that mobile ad-
vertising offers and which, in some cases, is con-
sidered a real invasion of their privacy (Stewart 
& Pavlou, 2002). Many reasons make consumers 
recognize advertisements offensive and uncom-
fortable, and one of them is using unpleasant, ag-
gressive, disrespectful, and dishonest advertising 
techniques (Tsang, 2004). In this study, irritation 
can be defined as the negative attitude of consum-
ers toward mobile advertising. This variable can 
be measured through annoy, offend, insult, and 
overly manipulative. 

1.2.2. Entertainment

Entertainment contains the capability to satisfy 
the audience’s needs more than emotional and 
aesthetic enjoyment. It is shown as an activity 
or action, which is meant to attract, satisfy, and 
entertain users. In mobile advertising, there is a 
positive interaction between consumers’ attitudes 
and entertainment, therefore, considered a cor-
nerstone that assists in identifying and predicting 
consumers’ attitudes in mobile advertising con-
text (Zabadi, Shura, & Elsayed, 2012). However, 
contradicting the finding that entertainment did 
not influence consumers’ attitudes towards prod-
ucts was done by Christensen (2013). In this study, 
entertainment refers to the marketer’s efforts in 
fulfilling consumers’ needs for diversion, aesthetic, 
escapism, and emotional enjoyment through ad-
vertising. This variable can be measured through 
pleasure, feeling of enjoyment, and fun. 

1.2.3. Credibility

Organization credibility can be defined as “the 
degree to which consumers trust that a compa-
ny can design and provide products and services 
that can satisfy customer needs and wants” (Lee 

& Faber, 2007). However, when the consumer 
decides, he/she will calculate if the product is 
truthful in advance of using information de-
pending on their prior experience with the ad-
vertisers (Christensen, 2013). Consequently, if 
the perceived credibility was high, advertising’s 
value will increase (Islam, Kang, & Yang, 2013). 
According to Zabadi et al. (2012), there is an in-
f luence of advertising credibility on consum-
ers’ attitudes toward the advertisement. In this 
study, credibility refers to the degree of con-
sumers’ belief and trust in product advertising 
through mobile gaming. 

1.2.4. Informativeness 

One of the advertising objectives is to update 
consumers about new or current products or 
let consumers know of any price modifications 
(Kotler & Armstrong, 2016). Informativeness is 
defined as “advertising ability to convey updat-
ed, timely and simple information for consum-
ers” (Altuna et al., 2009). Furthermore, infor-
mation quality in advertising messages affects 
consumers’ perceptions of the overall company 
image and its products (Usta, 2009). The main 
role of informativeness is to spread products-re-
lated information and deliver valuable offers 
(Daugherty, Logan, Chu, & Huang, 2008). Wong 
and Tang (2008) showed that informativeness 
had been recognized as a key element for ad-
vertising. Perceived informativeness positively 
affects consumers’ attitudes toward advertis-
ing (Tsang, Ho, & Liang, 2004; Blanco, Blasco, 
& Azorin, 2010). In this study, informativeness 
refers to advertising ability to let consumers 
know product features and alternatives to as-
sure the utmost possible satisfaction for them. 
This variable can be measured through infor-
mation accuracy, timeliness, and usefulness for 
the consumer. 

1.3. Purchasing intentions 

Marketers consider purchasing intentions 
as a tool that can predict the sales of existing 
goods and services (Kotler & Armstrong, 2016). 
According to Kawa, Rahmadiani, and Kumar 
(2013), the six stages consumers go through be-
fore deciding to purchase a product are aware-
ness, knowledge, interest, preference, persua-
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sion, and purchase. The likelihood of a consum-
er buying a product can be easily measured by 
consumer purchasing intention, and the greater 
the purchasing intention, the higher a consum-
er’s willingness to buy a product (Schiffman 
& Kanuk, 2012). Consumers will follow their 
experiences, preferences, and external envi-
ronment to gather information, assess alter-
natives, and make a purchase decision (Yang, 
2009). Moreover, consumers’ purchasing inten-
tions will be greater with a higher preference 
image and familiarity for the product (Wang, 
2006). In general, consumers evaluate the ben-
efits they receive for what they had sacrificed 
to get their perceived satisfaction (Ridgway & 
Kukar-Kinney, 2012). Previous research stud-
ies on purchasing intentions among consumers 
considered that intentions are a vital variable 
for predicting consumers’ actual purchasing. In 
advertising aspects, purchasing intentions data 
is used to evaluate and pre-test the marketing 
and promotional plans for both the newly de-
veloped and existing ones. According to Kotler 
and Armstrong (2016), purchasing intentions 
are viewed as an indicator of consumer buy-
ing behavior, and the information is used as a 
good measure in determining specific behavio-
ral aspects.

1.4. The mediating role of game 
involvement in advergames 

According to Abdulvand and Nikfa (2011), there 
is no perfect definition of involvement in mar-
keting literature; there is an agreement that in-
volvement is an intrinsic variable, ref lecting 
the personal connection of goals. Involvement 
is used to determine the relative importance of 
people’s values, interests, and essentially their 
needs for certain items (Zaichkowsky, 1985). 
Some definitions considered unobservable in-
volvement state of enthusiasm or interest in a 
particular situation or motivation (Rothschild, 
1984). However, involvement has two differ-
ent but very much connected dimensions: im-
portance and interest (McQuarrie & Munson, 
1992). Importance can be recognized by stim-
ulus meaning and relevance (e.g., it really mat-
ters to me), while interest is about emotion 
and value-related valences, such as “it was very 
exciting”.

Game category involvement in advergames has 
been recognized by many scholars to have a 
considerable inf luence on evaluating consum-
ers’ advertising and purchasing intentions (Rai, 
2013). Previous studies about consumers’ atti-
tudes towards product and game involvement 
exposed that many participants trust and have 
a positive attitude towards this practice and, in 
general, do not considers that the commercial 
interrupts with their knowledge of the game 
(Nelson, 2002). In this study, involvement refers 
to the consumer’s inner state used to reveal an 
on-going interest of a product derived from the 
importance of the purchasing process. This var-
iable can be measured through time, preferenc-
es, and alternatives. 

2. RESEARCH HYPOTHESES

Based on the literature discussed earlier, the fol-
lowing hypotheses were generated to answer the 
research problem statement in the first section:

H01: There is no impact of irritation on consum-
ers’ purchasing intentions at a significant 
level (α ≤ 0.05).

H02: There is no impact of entertainment on con-
sumers’ purchasing intentions at a signifi-
cant level (α ≤ 0.05).

H03: There is no impact of credibility on consum-
ers’ purchasing intentions at a significant 
level (α ≤ 0.05). 

H04: There is no impact of informativeness on 
consumers’ purchasing intentions at a signif-
icant level (α ≤ 0.05).

H05: There is no mediating role of game involve-
ment between advergames and consumers’ 
purchasing intentions at a significant level 
(α ≤ 0.05).

3. RESEARCH MODEL

To facilitate testing the relationships between the 
research variables, the researchers developed this 
model based on previous studies.
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4. METHODS

4.1. Population and study sample

The study population consisted of all who have 
smartphones and play online games on the smart-
phone in Jordan. Accordingly, each respondent 
should meet the following sample selection crite-
ria: (1) have a smartphone, (2) play online games 
on a smartphone.

According to Sekaran and Bougie (2013), the sample 
size will depend on the desired confidence interval 
for an infinite population. If the study is arranged to 
accept an error level of 5%, then the study requires 
a sample size of 400 observations. Accordingly, a 
convenience sample was adopted in this study by 
distributing 600 questionnaires. 519 questionnaires 
were received with an 86.5% response rate. After re-
viewing and assessing the received questionnaires, 
7 questionnaires out of 519, which represent 1.35%, 
were excluded due to incomplete data essential for 
the study analyses. Therefore, the sample selection 
criteria were applied to 512 questionnaires.

1. Do you have a smartphone?

Table 1. Frequency distribution of the study 
sample based on “Do you have a smartphone?”

Category Frequency Percentage

Yes 493 96.3%

No 19 3.7%

Total 512 100%

Table 1 shows that 493 respondents out of 512, rep-
resenting 96.3% of the initial sample, have smart-

phones. However, 19 respondents out of 512, rep-
resenting 3.7% of the initial sample, do not have 
smartphones. Accordingly, 19 questionnaires 
were excluded, and the sample became 493 after 
applying the first criterion.

2. Do you play online games on your smartphone?

Table 2. Frequency distribution of the study 
sample based on “Do you play online games on 
your smartphone?”

Category Frequency Percentage

Yes 406 82.4%

No 87 17.6%

Total 493 100%

Table 2 shows that 406 respondents out of 493 
represent 82.4% and play online games on their 
smartphones. However, 87 out of 493 respond-
ents, representing 17.6%, do not play online games 
on their smartphones. Accordingly, 87 question-
naires were excluded, and the sample became 406 
after applying the second criterion.

4.2. Research instrument

Based on a thorough analysis of previous stud-
ies measurements, the researchers developed a 
self-administered questionnaire where a 5-point 
Likert scale was used to measure the respond-
ents’ answers, ranging from strongly disagree to 
strongly agree. The research instrument consists 
of three parts. The first part is a cover letter that 
indicates the study’s aims by ensuring the confi-
dentiality of the information and the privacy for 
respondents by indicating that the information 

Figure 1. Research model

Source: Developed by the researchers based on previous studies (Ducoffe, 
1996; Bracket & Carr, 2001; Hashim & Zolkepli, 2014).

Irritation

Informativeness

Entertainment

Credibility

Game involvement Purchasing 
intention
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will be used only for academic research purposes.

The second part deals with the questions related 
to sample selection criteria and the study sample’s 
demographic information, which consisted of 4 
questions related to respondents’ playing hours 
of online games on their smartphone, age, educa-
tional level, and income.

The third part consists of questionnaire’s questions 
regarding study variables where the first section 
deals with the irritation factor using 4 questions 
followed by entertainment factor with 4 questions; 
credibility factor with 3 questions; informative-
ness with 5 questions; game involvement, which is 
employed as mediating variable with 10 questions; 
and consumers’ purchasing intention, which is 
considered the dependent variable of the study 
with 5 questions.

4.3. Instrument validity

The validity of the research instrument of the 
study was verified in two ways:

1) pilot study – the research instrument was in-
itially distributed to 50 respondents; 27 ques-
tionnaires were received with a 54% response 
rate; the respondents asked to express their 
opinions whether the statements of the ques-
tionnaire were understandable, clear, the lan-
guage is simple; therefore, the necessary mod-
ifications were made to the questionnaire;

2) face validity – the research instrument of the 
study was assessed by a panel of experts, with 
a total of 6 experts from reputable electronic 
and digital marketing companies in Jordan; 
the opinions and feedback of the experts were 
considered, and the required modifications 
were made. 

4.4. Reliability analysis

To make sure that the study’s questionnaire meas-
ured what was supposed to be measured and the 
internal consistency of the instrument of the study, 
the Cronbach’s Alpha approach was employed. 
Tables 3-6 document the outcomes of reliability 
analysis using Cronbach’s Alpha approach.

The results pointed out that the Cronbach’s alpha 
coefficients range from 0.683, referred to informa-
tiveness items, to 0.931, which referred to game 
involvement items. According to Sekaran and 
Bougie (2013), all Cronbach’s alpha coefficient val-
ues above 0.6 are considered acceptable.

5. RESULTS

5.1. Descriptive statistics  
of the study sample

This sub-section presents the descriptive statistics 
of the study sample (i.e., 406 respondents) using 
the frequency and percentage for all demograph-
ics dimensions of the study, which consisted of 4 
dimensions, namely respondents’ playing hours a 
day, age, education, and income.

Table 4. Distribution of sample based on their 
playing hours a day

Demographic 

variable
Category Frequency Percentage

Playing hours a day

Less than 1 

hour
11 2.7%

From1 to 2 

hours
42 10.3%

From 3 to 4 

hours
234 57.6%

More than 4 

hours
119 29.3%

Total 406 100%

Table 3. Reliability analysis – Cronbach’s Alpha approach

Variable Dimension No. of items Cronbach’s alpha coefficients

Independent

Irritation 4 0.897

Entertainment 4 0.877

Credibility 3 0.711

Informativeness 5 0.683

Total advergames characteristics 16 0.908

Mediating Game involvement 10 0.931

Dependent Purchasing intentions 5 0.888
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Table 4 depicts the distribution of the respondents 
based on their playing hours of online games a day. 
As can be observed from the table, 234 respond-
ents out of 406 represent 57.6% of the study sam-
ple spending 3-4 hours a day playing online games. 
Also, 119 respondents out of 406 represented 29.3% 
of the study sample spending more than 4 hours a 
day playing online games. However, 11 respond-
ents out of 406 represent 2.7% spending less than 1 
hour a day playing online games. The majority of 
the study sample (i.e., 86.9%) plays online games 
from 3 hours and above, which implies that the 
study sample is considered relatively representa-
tive of those who enjoy playing online games.

Table 5 shows the distribution of the respondents 
based on age. As revealed in the table, the age of 
293 respondents out of 406, which represent 72.2% 
of the study sample, was 18 – less than 28 years, 
since young individuals would be more interested 
in spending their time playing advergames with 
fewer responsibilities they have at that age, which 
allowed them more time to play. Furthermore, the 
age of 95 respondents out of 406, representing 
23.4% of the study sample, was 28 – less than 38 
years. However, the age of 2 respondents was less 

than 18 years. The age of most respondents (i.e., 
95.6%) was 18 – less than 38 years.

Table 6 shows the distribution of the respondents 
based on their educational level. As observed in the 
table, 296 respondents out of 406, which represent 
72.9% of the study sample, had a Bachelor’s degree; 
this can be explained with more free time this level 
has. Moreover, the educational level of 107 respond-
ents out of 406, representing 26.36% of the study 
sample, was a Master’s degree. However, the educa-
tional level of 2 respondents out of 406, representing 
.493% (i.e., less than 1% of the study sample), was high 
school or less. Whereas the educational level of 1 re-
spondent was Doctor of Philosophy, the higher the 
maturity level, the lower the interest of such games. 

Table 7 shows the distribution of the respondents 
based on their income. As depicted in the table, the 
income of 260 respondents out of 406, representing 
64% of the study sample, was 500 – less than 1,000 
JD, which expresses the normal range of salaries in 
Jordan. Moreover, 114 respondents out of 406, repre-
senting 28.1% of the study sample, had less than 500 
JD. Whereas, 2 respondents, which represent 0.493% 
(i.e., less than 1%), had more than 1,500 JD.

Table 5. Distribution of respondents’ age

Demographic variable Category Frequency Percentage

Age

Less than 18 years 2 .493%

18 – less than 28 years 293 72.2%

28 – less than 38 years 95 23.4%

38 – less than 48 years 14 3.4%

More than 48 years 2 .493%

Total 406 100%

Table 6. Distribution of respondents’ educational level

Demographic variable Category Frequency Percentage

Education

High school or less 2 .493%

Bachelor’s degree 296 72.9%

Master’s degree 107 26.36%

Doctor of Philosophy 1 .246%

Total 406 100%

Table 7. Distribution of respondents’ income (JDs)

Demographic variable Category Frequency Percent

Income

Less than 500 114 28.1%

500 – less than 1,000 260 64%

1,000 – less than 1,500 30 7.4%

More than 1,500 2 .493

Total 406 100%
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5.2. Normality test

The normality data assessment is a cornerstone for 
numerous statistical tests since normal data rely 
on the fundamental assumption in parametric 
tests, particularly normal distributions assumed 
in regression analysis, non-normally distributed 
variables (i.e., kurtosis and skewed variables, or 
variables with significant outliers) can distort rela-
tionships forms (Osborne & Waters, 2002). Table 8 
presents the skewness and kurtosis values of each 
of the study variables.

Table 8. Skewness and kurtosis values of each  
of the study variables

Variable Skewness Kurtosis

Irritation .443 .156

Entertainment –.180 .003

Credibility –.343 –.655

Informativeness .471 .749

Game involvement –.423 –.661

Purchasing intentions –.254 –.304

It can be observed from Table 8 that the skewness 
values for the study variables range from –0.423 
to .471, and kurtosis values for all variables var-
ied between –0.661 and .749, which suggests that 
the data are approximately normally distrib-
uted, and using linear regression is considered 
appropriate.

5.3. Multicollinearity test 

Table 9 presents tolerance and variance inflation 
factor (VIF) tests, where multicollinearity problems 
exist when VIF is larger than 10, and the tolerance 
level is less than 0.05 (Gujarati, 2009). Based on that, 
the problem of multicollinearity in interpreting the 
regression analysis results did not exist.

Table 9. Collinearity statistics results

Variable
Collinearity statistics

Tolerance VIF

Irritation .909 1.100

Entertainment .849 1.178

Credibility .855 1.170

Informativeness .859 1.164

5.4. Durbin-Watson statistics

Table 10 shows Durbin-Watson statistics, used to 
know the probability of autocorrelation occur-
rence in the relationship among separated values 
through a certain time lag of residuals (prediction 
errors) within the regression test (Gertzou, 
Karabagias, Drosos, & Riganakos, 2017).

Table 10. Durbin-Watson statistics results

Variable Durbin-Watson

Irritation 2.056

Entertainment 2.087

Credibility 2.015

Informativeness 2.111

Advergames 2.163

Table 10 shows the values of Durbin-Watson on 
each of the study variables. According to Gujarati 
(2009), autocorrelation means that the adjacent er-
rors of observations are correlated, so if they are 
correlated, then the least-squares regression can 
undoubtedly underestimate the coefficients of 
standard errors. Based on that, no autocorrelation 
exists if the Durbin-Watson statistics fall between 
1.5 and 2.5.

Table 10 shows that the Durbin-Watson values 
range between 2.056 and 2.163, which suggests no 
presence of autocorrelation in the prediction er-
rors of regression analysis.

5.5. Hypotheses testing 

To achieve the research objectives, simple linear re-
gression and hierarchical linear regression were run.

Table 11 shows the results of testing the first hy-
pothesis, which states: “There is no impact of irri-
tation on consumers’ purchasing intentions at the 
significant level (α ≤ 0.05)” using simple linear 
regression.

Table 11. Simple linear regression for testing the 
first hypothesis

Variable Beta coefficient T-value Sig.

Irritation –.247 –5.117 .000

F-value= 26.188 R = .247

Sig.= 0.000 R
2 = .061
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The outcomes of simple linear regression testing 
on the impact of irritation on consumers’ purchas-
ing intentions were significant (F = 26.188) and 
p = 0.000, suggesting that the model is statistically 
valid. The results revealed that the value of R2 
was 0.061, which means that 6.1% of consumers’ 
purchasing intentions are explained by irritation 
factor.

As shown in Table 11, the consumers’ purchasing 
intentions are affected negatively by irritation at 
0.05 level of significance, where the beta coeffi-
cient was –0.247, with t-value (–5.117) and p-value 
(0.000). Accordingly, H01 has been rejected.

Table 12 provides the outcomes of the second hy-
pothesis, which states: “There is no impact of en-
tertainment on consumers’ purchasing intentions 
at the significant level (α ≤ 0.05)” using simple lin-
ear regression.

Table 12. Simple linear regression for testing the 
second hypothesis

Variable Beta coefficient T-value Sig.

Entertainment .391 8.549 .000

F-value =  73.088 R = .391

Sig. = 0.000 R
2 = .153

The outcomes of simple linear regression test-
ing on the impact of entertainment on con-
sumers’ purchasing intentions were significant 
(F = 73.088) and p = 0.000, suggesting that the 
model is statistically valid. The results revealed 
that the value of R2 was 0.153, which means that 
15.3% of consumers’ purchasing intentions are ex-
plained by the entertainment factor, suggesting a 
strong and high explanatory power. The results 
revealed that entertainment positively influences 
the consumers’ purchasing intentions at 0.05 level 
of significance, where the values of the beta coef-
ficient (0.391), t-value (8.549), and p-value (0.000) 
statistically approved such influence. Accordingly, 
H02 has been rejected.

Table 13 illustrates the findings of testing the third 
hypothesis, which states: “There is no impact of 
credibility on consumers’ purchasing intentions at 
the significant level (α ≤ 0.05)” using simple linear 
regression.

Table 13. Simple linear regression for testing the 
third hypothesis

Variable Beta coefficient T-value Sig.

Credibility .341 7.280 .000

F-value = 53.003 R = .341

Sig. = 0.000 R
2  = .116

The outcomes of simple linear regression test-
ing the impact of credibility on consumers’ pur-
chasing intentions were found to be significant 
(F = 53.003) and p = 0.000, suggesting that the 
model is statistically valid. The results revealed 
that the value of R2 was 0.116, which means that 
11.6% of consumers’ purchasing intentions are 
explained by the credibility factor, suggesting a 
strong and high explanatory power. It can be no-
ticed from Table 13 that the consumers’ purchas-
ing intentions are affected positively by credibili-
ty at 0.05 level of significance, with a beta coeffi-
cient (0.341), t-value (7.280), and p-value (0.000). 
Accordingly, H03 has been rejected.

Table 14 presents the results of testing the fourth 
hypothesis, which states: “There is no impact of 
informativeness on consumers’ purchasing in-
tentions at the significant level (α ≤ 0.05)” using 
simple linear regression.

Table 14. Simple linear regression for testing the 
fourth hypothesis

Variable Beta coefficient T-value Sig.

Informativeness .285 5.974 .000

F-value = 35.683 R = .285

Sig. = 0.000 R
2  = .081

The outcomes of simple linear regression test-
ing on the impact of informativeness on con-
sumers’ purchasing intentions were significant 
(F = 35.683) and p = 0.000, suggesting that the 
model is statistically valid. The results revealed 
that the value of R2 was 0.081, which means that 
the informativeness factor explains 8.1% of con-
sumers’ purchasing intentions. It can be observed 
from table 14 that informativeness positively influ-
ences the consumers’ purchasing intentions at 0.05 
level of significance with a beta coefficient of 0.285, 
t-value 5.974, and p-value 0.000. Accordingly, H04 
has been rejected.

To test the fifth hypothesis, the hierarchical lin-
ear regression was run. Table 15 provides the re-
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sults of testing the fifth hypothesis of the study, 
which states: “There is no mediating role of game 
involvement between advergames and consum-
ers’ purchasing intentions at the significant level 
(α ≤ 0.05)”.

The results of hierarchical linear regression found 
that the impact of smartphone advergames char-
acteristics on consumers’ purchasing intentions 
without including the mediation of game involve-
ment was statistically significant at 0.05 level of 
significance, beta coefficient (.334), t-value (7.117), 
and p-value (0.000). Furthermore, F = 50.646 and 
p = 0.000, which means that the model is statis-
tically valid, whereas the explanatory power is 
11.1%.

As can be observed in Table 15, the game involve-
ment mediates the relationship between adver-
game characteristics and consumers’ purchas-
ing intentions, where R2 increased from 11.1% to 
24.3%, which considered a great change in the 
explanatory power. Consequently, H05 has been 
rejected.

6. DISCUSSION

There is a statistically direct impact of smart-
phone advergames irritation on consum-
ers’ purchasing intentions. However, the im-
pact is low to moderate since the value of 
R = 0.247. There is a statistically direct impact 
of smartphone advergames entertainment on 
consumers’ purchasing intentions. However, 
the impact is low to moderate since the value of 
R = 0.391. There is a statistically direct impact of 
smartphone advergames credibility on consum-
ers’ purchasing intentions. However, the impact 
is low to moderate since the value of R = 0.341. 
There is a statistically direct impact of smart-
phone advergames informativeness on consum-
ers’ purchasing intentions. However, the impact 

is low to moderate since the value of R = 0.285. 
There is a statistically direct mediation role of 
game involvement on purchasing intentions, 
the value of R = 0.493.

The era of information technology (IT) provid-
ed organizations with various means to reach 
and serve their target audience (Bataineh, 2015). 
Consequently, the impact of irritation on con-
sumers’ purchasing intentions was consistent 
with Chowdhury, Parvin, Weitenberner, and 
Becker (2010), which suggested that advertising 
messages must be distributed only to consumers 
interested in receiving information from com-
panies and avoiding consumers who think ad-
vertising messages being irritating. For the en-
tertainment impact on consumers’ purchasing 
intentions, the findings support the fact that ad-
vergames should be more exciting; this result is 
in line with Xu (2007), Zabadi et al. (2012) who 
confirmed that mobile advertising must be fun-
ny and to include attractive pictures, videos or 
sounds. In terms of credibility, the findings re-
vealed that when consumers trust and believe 
in the advertising messages, they tend to have 
a positive image regarding the brand; this result 
is in line with Brackett and Carr (2001), Wang 
(2006). For informativeness, the findings re-
vealed that not only in mobile advertising but 
also in traditional media, informativeness influ-
ences attitude toward advertising. This result was 
consistent with Aitken, Gray, and Lawson (2008) 
who stated when consumers perceive advertise-
ment as helpful and contain valuable informa-
tion, they will respond positively to it. There is 
a statistically direct mediation role of game in-
volvement in purchasing intentions. Finally, for 
the mediating role of game involvement, it was 
significant and in line with many studies (Kim, 
2003; Cabanero, 2006) who stated that involve-
ment is a vital variable in marketing studies, so-
cial-psychology consumers’ behavior and has a 
noticeable effect on purchasing intentions. 

Table 15. Hierarchical linear regression for testing the second main hypothesis

Effect direction R R2 F Sig(f) Beta coefficients T Sig(t)

Smartphone advergames characteristics on consumer 
purchasing intentions .334 .111 50.646 .000 .334 7.117 .000

Mediation of game involvement .493 .243 64.745 .000 .382 8.377 .000
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CONCLUSION

Nowadays, smartphone advergaming is considered one of the best personal communication channels 
that involve both the sender and the receiver for conveying information to one another. Besides, smart-
phone advergaming has the best to reach out the frequency and influences different exposure to the 
targeted consumers. However, the advertising content, structure, and format in advergames should be 
attractive, accurate, and acceptable by the target consumers. Clarified advertisements and communi-
cation may increase the efficiency of gaining important information, leading to high sales volume and 
better consumer loyalty. 

This research contributes to the theoretical and marketing understanding of consumer attitude towards 
smartphone advergaming in Jordan. At a theoretical level, this study has contributed greater knowledge 
and understanding of the various variables that appear responsible for structuring consumers’ attitudes 
towards smartphone advergaming on purchasing intentions and the mediating role of game involve-
ment. In this perspective, the model means that when a customer forms a certain attitude towards 
smartphone advergaming, that consumer may later retrieve the constructs directly related to the same 
scenario. It is important to know which factors contribute to a negative attitude towards smartphone 
advergaming and how such attitudes can be changed to attain the organization’s set objectives and goals. 
From the practical point of view, this paper’s finding has considerably clarified the confusing roles of 
informativeness, entertainment, credibility, and irritation in the aspect of smartphone advergaming. 
Practitioners can use these findings in designing promotional and marketing programs with smart-
phones that create positive attitudes at the expense of negative effects. 

Finally, many Jordan companies can use smartphone mobile advertising to relatively increase sales and 
create product brand image among consumers. Smartphone advergaming provides numerous opportu-
nities and challenges for advertisers in the current dynamic business environment. This study addresses a 
new topic, which has not been employed much in Jordan but may set a framework and become a central 
theme of research interest in practical and academic approaches. However, the researchers suggest the 
following future studies: (1) this study has attempted to outline major variables that influence attitude 
towards smartphone advergaming in Jordan; the data were collected among smartphone holders within 
Jordan locality, (2) the data collected were based on a convenience sample in Jordan, which may have re-
sulted in sample biases. Finally, a comparative study of this model with other regions might lead to build-
ing a new model for advergames characteristics and its relationship with consumer behavior in general.
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