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The gamification of society, increased ad-blocking practices, and technological leaps in mobile augmented 
reality (AR) have manifested themselves as an increased amount of augmented reality social media 
advergame (ARSMAG) campaigns being published. These advertisements utilize social media platforms’ 
gamification and AR features to provide consumers with increasingly immersive and engaging brand 
experiences. However, no research exists on ARSMAGs specifically, and the potential consumer value of AR 
in ARSMAGs has not been addressed in academic literature. It is imperative for practitioners and researchers 
to know which consumer experience variables affect AR’s value creation process. The aim of this thesis was 
to review existing AR, social media, and advergame knowledge and practices, and propose key variables to 
study AR’s value creation in ARSMAGs. 

The research was completed using a conceptual framework method. First, initial keywords were identified, 
and then the studies revealed by the search were assessed by their relevance to the topics of AR, social 
media, and advergames, in addition to consumer value creation, leaving 155 topic-relevant academic papers. 
According to conceptual framework guidelines, existing practical applications of these concepts were then 
reviewed, along with related online blog posts and other non-academic material. At this point, some data 
sources were discarded due to topic irrelevance. After that, key findings revealed by the review were 
categorized into a conceptual framework as variables under AR, social media, and advergame topics, and 
their definitions and relations to the AR value creation process in ARSMAGs were further elaborated on. Based 
on each variable category review findings, this thesis proposes that to study the process of AR value creation 
in ARSMAGs, researchers and practitioners should consider the AR experience variables esthetics, 
telepresence, satisfaction, novelty, and sensory interactions, social media variables shared social experience 
and electronic word-of-mouth (eWOM), and advergame variables flow, limited-capacity model of attention, and 
congruence. 

The main limitation of this research was the conceptual and interpretive format of the chosen methodology, 
conceptual framework. Quantitative methods would have produced more measurable results instead of 
interpretive findings and propositions. Other limitations were the subjective nature of the data gathering, 
analysis, and categorization related to the framework, as each researcher would interpret the findings 
differently based on their variable-related emphasis, study background, and interests. The final limitation was 
the concept of consumer perceived value, which is always subjective to the individual, and hard to measure. 
Practitioner benefits from this research are the AR value creation variables proposed in this thesis, as by 
understanding the AR value creation process, practitioners can create better ARSMAGs. The value of this 
thesis for researchers is the proposed conceptual framework to study AR value creation in ARSMAGs and the 
multitude of future research directions related to them. The originality and value of the entire thesis for the 
academic community is the initiation of research on ARSMAGs, the first definition of the term and concept of 
ARSMAGs, and the consequent added research knowledge to advergames, AR, social media, and value 
creation. 
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Yhteiskunnan pelillistyminen, kuluttajien lisääntyneet mainostenestotavat sekä lisätyn todellisuuden (AR) 
mobiiliteknologian eteenpäinharppaukset ovat näkyneet sosiaalisen median AR-mainospelien (ARSMAG) 
lisääntyneinä julkaisuina. Nämä mainokset hyödyntävät sosiaalisen median alustojen pelillistämis- ja AR-
ominaisuuksia tuottaakseen kuluttajille yhä immersiivisempiä ja mukaansatempaavampia brändikokemuksia. 
Tästä huolimatta ARSMAG-mainospeleistä ei ole tehty aikaisempaa tutkimusta, eikä AR:n potentiaalisesti 
tuottamaa kuluttaja-arvoa näissä mainospeleissä ole käsitelty akateemisessa kirjallisuudessa. 
Ammatinharjoittajien sekä tutkijoiden on tärkeä saada tietää, mitkä kuluttajakokemuksen muuttujat vaikuttavat 
AR:n arvonluontiprosessiin. Tämän tutkielman tarkoituksena oli tarkastella olemassa olevia AR:n, 
mainospelien ja sosiaalisen median tietoa ja käytäntöjä, ja osoittaa niihin perustuvat muuttujat AR:n 
arvonluontiprosessin tutkimiseksi ARSMAG-mainospeleissä.  

Tutkimus toteutettiin käyttäen teoreettisen viitekehyksen luomismetodia. Aluksi valittiin hakusanat, joiden 
avulla löytyneet AR-, mainospeli-, sosiaalisen median sekä arvonluonnin tutkimukset arvioitiin ja lajiteltiin 
niiden relevanssin perusteella, josta jäi 155 akateemista julkaisua. Teoreettisen viitekehyksen 
rakennusprosessiin nojaten seuraavaksi tarkasteltiin ja arvioitiin aiheisiin liittyviä käytännön sovelluksia, 
asiaankuuluvia verkkojulkaisuja sekä muita ei-tieteellisiä materiaaleja. Tämän vaiheen jälkeen osa 
tutkimusaineistosta hylättiin niiden merkityksettömyyden vuoksi. Seuraavaksi tarkasteluissa tehdyt löydökset 
kirjattiin muuttujina ylös teoreettiseen viitekehykseen kolmen eri luokitusten alle: AR-kokemusmuuttujat, 
mainospelimuuttujat sekä sosiaalisen median muuttujat. Tämän jälkeen muuttujien kuvaukset ja määritelmät 
käytiin läpi, ja niiden AR-arvonluontiprosessisuhteista ARSMAG-mainospeleissä keskusteltiin tarkemmin. 
Kunkin muuttujaluokan löydösten perusteella tämä tutkielma ehdottaa seuraavaa: AR-arvonluontiprosessin 
tutkimiseksi ARSMAG-mainospeleissä tutkijoiden ja ammatinharjoittajien tulisi ottaa huomioon AR-
kokemusmuuttujat estetiikka, telemaattinen läsnäolo, tyytyväisyys, uutuusarvo ja aisti-interaktiot, sosiaalisen 
median muuttujat jaettu sosiaalinen kokemus ja sähköinen vertaisviestintä (eWOM), sekä mainospelimuuttujat 
virtauskokemus (flow), rajoitetun kapasiteetin huomiomalli ja kongruenssi.  

Tutkimuksen suurin rajoittuneisuus tulee sen valitusta tutkimusmetodista, teoreettisesta viitekehyksestä, 
jota voidaan luonnehtia hyvin käsitteelliseksi ja tulkinnalliseksi. Kvantitatiiviset metodit olisivat tuottaneet 
mitattavampia tuloksia tulkinnallisten havaintojen ja ehdotusten sijaan. Muut rajoittuneisuudet liittyivät 
teoreettisen viitekehyksen mallin mukaiseen subjektiiviseen tiedonkeruuseen, analysointiin ja luokitteluihin, 
koska eri tutkijat tulkitsisivat löydöksiä perustuen eri painotuksiin, tutkimustaustaan sekä kiinnostuksen 
kohteisiin. Myös arvonluontiprosessi itsessään on yksilöille omakohtainen, ja haastava mitata. 
Ammatinharjoittajat hyötyvät tässä tutkimuksessa esitetyistä AR-arvonluontimuuttujista, koska niitä 
ymmärtämällä ja niiden avulla voidaan luoda parempia ARSMAG-mainospelejä. Tutkielman arvo tutkijoille on 
ARSMAG-mainospeleihin liittyvän teoreettisen AR-arvonluontiprosessitutkimustehdotelmaviitekehyksen 
lisäksi lukuisat siihen liittyvät tutkimussuuntaehdotukset. Opinnäytetyön omaperäisyys ja kokonaisarvo 
akateemiselle yhteisölle perustuvat ARSMAG-mainospelien tutkimuksen aloittamiseen, ARSMAG-termin ja 
sen konseptin määrittelyyn ensimmäistä kertaa, sekä mainospelien, AR:n, sosiaalisen median sekä 
arvonluonnin tutkimustiedon lisäykseen. 
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1. INTRODUCTION 

In the last twenty years, games and gamification have become an ever-growing 

part of consumers’ lives (Dillon, 2020; Kinnunen et al., 2020), increasingly 

appearing in the form of advergames and gamified augmented reality filters on 

social media (Okazaki and Yagüe, 2012; Terlutter and Capella, 2013; Appel et al., 

2020; Hawker and Carah, 2020; Lenslist, 2020). The development of digital 

gaming has been relatively fast as it has reached mainstream status in just a 

couple of decades, which has significantly impacted existing business models 

and gaming technologies (Mäyrä and Alha, 2020). At the same time, augmented, 

virtual, and mixed reality gaming have also seen huge developments, creating an 

optimal breeding ground for hybrid forms of play (Mäyrä, 2017, 2020; Parekh et 

al., 2020). However, there has not been a similar rise in research surrounding 

these new technologies. Studies on augmented reality as a value creator in social 

media advergames are particularly lacking, as current research solely focuses on 

these concepts as separate entities. This thesis aims to find ways to understand 

and study the combined value and relationships of augmented reality, social 

media, and advergames while discussing the areas in need of further research. 

The thesis also hopes to inspire and aid future academic studies related to the 

subject. 

1.1 Research Background and Motivations 

In 2020, the total value spent on digital advertising campaigns, including ads for 

search engines, website banners, and social media, crossed $355 billion 

(Hootsuite and We Are Social, 2021). However, if the current digital advertising 

world were to be described in one word, it would be ‘intrusive’ (Parra-Arnau et al., 

2017; Rus-Arias et al., 2021). Constantly forcing commercial messages upon 

users has, over time, led to the current situation where consumers prefer to 

browse ad-free by utilizing ad-blocking tools, hurting the free economy of the 

Internet that relies on advertising to keep their platforms running (Zhechev, 2015; 
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Parra-Arnau et al., 2017; Shiller et al., 2018; Wielki and Grabara, 2018; Rus-Arias 

et al., 2021). Globally, during the year 2020, almost 43% of Internet users 

reported blocking advertisements on monthly basis (Hootsuite and We Are Social, 

2021, pp. 74–75). Out of Internet users between 16 and 64 years of age, 22% 

reported using ad blockers because of the number of ads on the Internet and 22% 

because too many of the ads were either deemed as annoying or irrelevant 

(Hootsuite and We Are Social, 2021, p. 76). This change has forced practitioners 

to come up with new innovative ways of attracting and keeping consumer 

attention (Anderson, 2010; Hanssens and Pauwels, 2016; Kotler et al., 2017; 

Hanssens, 2018; Li et al., 2021). One increasingly popular way of creating more 

positive and engaging user experiences is the practice of gamification in 

advertising. 

Nowadays, gamification, including various game mechanics, technologies, 

features, and affordances, has been widely adapted to multiple business 

practices. Gamification is the act of utilizing game elements in non-game contexts 

(Deterding et al., 2011), such as achievements, progression bars, and 

scoreboards (Hamari, 2013, 2017; Hamari et al., 2018; Xi and Hamari, 2020), to 

motivate consumers and influence their behaviors (Deterding et al., 2011; van 

Berlo et al., 2021). In commercial contexts, one example of gamification is a 

customer loyalty program, where after each purchase, customers gain points 

towards increasingly better rewards. In an attempt to increase ad engagement 

and enhance ad attitudes, the marketing industry has taken the concept further 

by creating fully gamified advertising campaigns, better known as advergames. 

Advergames are a way of making the ad content feel more playful, immersive, 

and valuable to the consumer. Van Berlo et al. (2021) define advergames as 

advertising messages that are fully gamified. The difference between a game and 

an advergame is that, while the former is created for entertainment purposes, the 

latter focuses on being persuasive through gameful elements. Advergames are 

believed to increase brand value (Okazaki and Yagüe, 2012) and create positive 

effects on consumer-brand relationships (Terlutter and Capella, 2013; van Berlo 

et al., 2021). Advergames are often seen as superior to regular digital 

advertisements since the consumers voluntarily search for them for 

entertainment purposes, knowingly submitting themselves to receive persuasive 
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messages while doing so (Roettl et al., 2016). Although used in modern-day 

marketing, advergames themselves are not a novel phenomenon. Advergames 

have been a part of marketing campaigns for more than thirty years (de la Hera, 

2019), and have reached consumers in the form of CDs in cereal boxes, Flash 

games on web pages, and, more recently, through the scanning of QR codes on 

mobile social media platforms, such as Instagram and Snapchat. These 

technologically advanced platforms have also provided an opportunity for 

practitioners to utilize another novel mobile technology, augmented reality (AR), 

to enhance the advergame experience. 

Social media platforms like Instagram, Snapchat, and TikTok have all integrated 

AR into their in-app camera features, giving consumers easy access to the 

technology. While virtual reality (VR) technologies immerse the user into a 

synthetic virtual environment, AR technologies enhance reality by adding 

interactive virtual elements into a live camera-feed through 3D tracking 

algorithms (Milgram and Kishino, 1994; Milgram et al., 1995; Azuma, 1997; Zhou 

et al., 2008; Carmigniani and Furht, 2011; Craig, 2013; Javornik, 2016; Gupton, 

2020). AR is said to provide exciting possibilities for various businesses (Javornik, 

2016) and is thought to be an effective and engaging customer acquisition tool 

(Sung, 2021). Because of this, it is no wonder many brands have started creating 

and publishing their own AR advergames on social media. 

Social media advergames utilizing AR have increasingly been published by multi-

billion-dollar global brands, such as Starbucks, Red Bull, and Candy Crush Saga. 

In an AR social media advergame (ARSMAG), AR is often used to integrate the 

user’s face into the gameplay scene and the games are controlled with either 

gestures or facial expressions. These features have the potential to make 

ARSMAGs highly immersive and impactful. When impressive AR experiences are 

shared on social media, they can have a positive effect on electronic word-of-

mouth (eWOM) practices and make other users want to find similar experiences 

to share within their networks (Seidman, 2013; Sung, 2021). Since bigger brands 

have shown an interest in the possibilities offered by the technology, it could lead 

to smaller brands copying the advertising method. This, in return, would further 

increase consumer exposure to AR and could diminish some of the technology’s 
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perceived novelty value. Because of this, it is crucial to understand in what ways 

AR can affect the user experience and perceived value beyond first impressions.  

Unfortunately, research on AR’s effect on social media advergames at present 

remains nonexistent. Despite practitioners being eager to utilize novel 

technologies in their advertising campaigns (Scholz and Duffy, 2018; Sundar et 

al., 2019; Goebert, 2020) and the rise of research interest in mobile AR games 

like Pokémon Go (Anderson, 2016; Mäyrä, 2017; Rauschnabel et al., 2017; 

Apperley and Moore, 2019) that are similar to ARSMAGs, the latter topic has not 

yet become prominent in academic settings. Practitioners need to be able to 

understand what makes people play these gamified advertisements and how 

playful features in commercial contexts enhance the effectiveness of advertising 

(Anderson, 2010; Terlutter and Capella, 2013; Hamari and Keronen, 2017; 

McCaffrey, 2020), in addition to understanding how AR can affect the social media 

advergame experience. Beyond software and hardware performance issues, 

arguably the biggest issue in ARSMAG utilization and development is the dearth 

of research surrounding the subject. 

Since ARSMAGs suffer from a severe lack of academic attention, it has led 

practitioners into a paucity of knowledge. A meta-analysis conducted by van Berlo 

et al. (2021) revealed that most advergame research focused on games played 

on a desktop computer, leaving out modern-day applications, such as AR and 

social media platforms. Phua and Kim (2018) and Dodoo and Youn (2021) have 

researched the consumer effects of branded AR filters on Snapchat, but currently, 

no research exists on how AR affects advergame experiences on these same 

platforms. For practitioners, it is vital to study how these presently popular 

technologies work together and what role AR plays in creating better consumer 

experiences in social media advergames. It is also necessary to shed light on 

which features and affordances of advergames and social media can impact the 

AR experience and especially how they relate to AR’s value creation process.  

Value creation aims to increase value generation (Chesbrough et al., 2018; Dyer 

et al., 2018; Visnjic et al., 2018; Sjödin et al., 2020). Value, or the subjective 

consumer experience of interacting with and assessing brands or branded 

content, is an integral part of the consumer experience (Pine II and Gilmore, 1998, 

2013; Gentile et al., 2007; Brakus et al., 2009; Pentina et al., 2011; Merrilees, 
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2016). Since there is an increasing need to understand AR’s effects on the 

consumer experience of social media advergames, research is essential on AR’s 

value creation procedures and the variables affecting it. By studying and 

understanding the value creation process of AR, researchers and practitioners 

can begin identifying other aspects related to the consumer experience in 

ARSMAGs. 

1.2 Research Aims, Questions, and Scope 

The main reason this study is needed is the lack of research on augmented reality 

social media advergame practices and the increasing consumer dissatisfaction 

towards current forms of digital advertising. ARSMAGs are also gaining immense 

popularity in advertising practices, so research on the subject should be 

conducted to make sure that practitioners do not waste important development 

resources simply because the advertising technique is not thoroughly understood. 

AR advergames on social media need to be studied to provide consumers with 

better ARSMAGs, hopefully leading to both successful advertising campaigns 

and valuable customer experiences. By combining concepts and theories from 

different disciplines, this thesis aims to guide practitioners and researchers in 

studying how ARSMAGs can create value in the eyes of ad-critical online 

audiences. The research question for this study is: 

RQ: Which value creation related variables of advergames, social media, 

and AR should be included to study AR’s value creation process in 

ARSMAGs? 

To answer the research question, studies related to the background of 

advergames, social media, and AR need to be reviewed and reflected upon from 

the research question’s perspective. Conflicting effects must also be uncovered 

to provide an overall view of the value creation process and challenges. As value 

is subjective, this research focuses only on consumer-perceived value. The study 

will aim to reflect on the existing knowledge of AR, social media and advergames, 

and present practitioners with research directions for the betterment of the overall 

practice and consumer ARSMAG reception. It will also aim to present researchers 

with gaps found in studies and guide and inspire research on the topic. 
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1.3 Thesis Structure 

Chapter 1 introduces the topic of research and presents the research background, 

motivations, aims, scope, and the research question.  

In Chapter 2, the definitions and considerations related to the research question 

and background are explored. This chapter introduces and reviews the concepts 

of advergames, augmented reality, AR social media advergames, value, and 

value creation through existing literature. 

Chapter 3 presents the chosen research method, the conceptual framework, and 

explains why it was selected. This chapter also discusses the overall design 

process and study structure of the thesis, leading to the creation of the conceptual 

framework. 

In Chapter 4, the research question Q1 is answered through the presentation of 

a conceptual framework for the study of AR value creation in ARSMAGs. For each 

presented framework variable, an extensive literature and other relevant data 

review have been conducted. These results are further elaborated on and 

discussed in the following chapters, divided into three parts: AR experience 

variables, social media variables, and advergame variables. 

Chapter 5 discusses the AR experience variables esthetics, telepresence, 

satisfaction, novelty, and sensory interactions. The selected concepts are defined 

and proposals to include them in the conceptual framework are presented. 

In Chapter 6, the social media variables shared social experience and electronic 

word-of-mouth are explored. The selected concepts are defined and proposals to 

include them in the conceptual framework are presented. 

Chapter 7 presents the advergame variables flow, the limited-capacity model of 

attention, and congruence. The selected concepts are defined and proposals to 

include them in the conceptual framework are presented. 

In Chapter 8, the contribution of the thesis is discussed. The implications of the 

conceptual framework for the study of AR value creation in ARSMAGs are also 

reviewed. The research limitations, in addition to future directions for research, 

are presented. Finally, the conclusions are drawn from the research and thesis.  



7 
 

2. DEFINITIONS AND CONSIDERATIONS 

To begin exploring the study of AR’s value creation in ARSMAGs, the surrounding 

background theories and concepts must be presented. In this chapter, the 

definitions and considerations of advergames, augmented reality, augmented 

reality social media advergames, and value are explored through existing 

literature and practical applications. In Chapter 2.1, the terms and concepts of 

advergames are defined. Advergames are then reviewed through the concept of 

gamification, and some of the negative aspects of advergames from the 

consumers’ perspective are discussed. Chapter 2.2 defines AR through existing 

literature and explores its relation to virtual reality and mixed reality. The chapter 

also presents current AR technologies and popular social media applications. In 

Chapter 2.3, ARSMAGs are defined, and three existing games are explored and 

evaluated. Chapter 2.4 defines and discusses value and the value creation 

process from the perspective of this thesis. 

2.1 Advergames 

The name advergame consists of two parts: adver and game. The first word adver 

is an abbreviation of the word advertising or advertisement, the latter being 

defined as an intentionally persuasive message created by an advertiser 

(Thorson and Rodgers, 2019) and the former as the action of doing so. The 

second word, game, is a slightly broader concept. The traditional definition for 

games comes from the book Rules of Play by Salen and Zimmerman (2004). 

After combining various concepts from other authors, they define games as “a 

system in which players engage in an artificial conflict, defined by rules, that 

results in a quantifiable outcome” (Salen and Zimmerman 2004, chapter 7, p. 11). 

The scientific definition of an advergame, depending on the background of the 

surrounding research, varies from an advertising message that is fully gamified 

(van Berlo et al., 2021) to a specifically designed digital game that conveys an 

advertising message to the player (de la Hera, 2019). All definitions agree, 

however, that advergames include branded assets or messages and are 

commonly used in providing consumers with engaging and interactive advertising 
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through the use of gameful elements. This thesis assumes a position in which the 

difference between games and advergames is in the purpose that they are 

created for. Games are usually created for entertainment purposes, while 

advergames are created to persuade and affect consumer thoughts or actions 

and are inherently commercial.   

An advergame’s purpose is to ultimately reach a commercial goal set by the 

designers (Terlutter and Capella, 2013; de la Hera, 2019; van Berlo et al., 2021) 

and deliver curated brand information to consumers (Thomson, 2010; Terlutter 

and Capella, 2013). For business use, advergames offer a relatively cost-

effective way of reaching consumers that otherwise might not engage with 

branded content. Most advergames can be described as being relatively short 

experiences that offer quick rewards and leverage game thinking to positively 

affect consumer-brand relationships (Terlutter and Capella, 2013; van Berlo et al., 

2021). Many modern-day advertising agencies praise advergames for their 

innovativeness as a medium, but in reality, advergames have existed as a 

marketing tactic for more than three decades (de la Hera, 2019). The only thing 

that has changed is that nowadays advergames are mostly published in various 

digital formats. Furthermore, the consumer effects of advergames are often 

exaggerated and not conclusive. Advergames are often seen as more engaging 

and likable than other kinds of advertising, but actual empirical evidence to 

support these claims is lacking (van Berlo et al., 2021). However, according to 

Okazaki and Yagüe (2012), advergames are an effective viral tool in improving 

brand value, which primarily consists of “favorability, uniqueness, and awareness” 

(Okazaki and Yagüe, 2012, p. 85). The popularity of using advergames in 

marketing campaigns can be credited to the fact that advergames are often seen 

by practitioners as a highly persuasive advertising medium. 

Advergames are created to be persuasive deliverers of advertising messages (de 

la Hera, 2019; van Berlo et al., 2021). These can include branded visual, textual, 

or auditory cues that are implemented into the advergames. Persuasive 

messaging itself includes sending out any messages that seek to modify 

consumers’ existing knowledge, attitudes, or behavior (Miller, 2014; de la Hera, 

2019). In scientific literature, the persuasiveness of advergames has been 

credited to their ability to stimulate emotions and entertain (van Berlo et al., 2021). 
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By invoking emotion, players combine their feelings with the advertising message, 

explaining the persuasiveness (van Berlo et al., 2021). According to Roettl et al. 

(2016), the way consumers find advergames to play is more voluntary and 

deliberate than interaction with other advertising forms. Consumers search for 

advergames mainly to enjoy themselves, knowingly agreeing to be immersed in 

brand messages and submitting themselves to persuasion attempts (Roettl et al., 

2016). This, in return, can be explained by the fact that people are assuming 

advergames as entertainment more than advertisements. Since advergames 

include rules, elements, and effects similar to normal games, they can be 

categorized as being part of gamification.  

2.1.1 Advergames as Gamification 

According to van Berlo et al. (2021), advergames are a form of gamification. 

Especially in the digital age, the term gamification and its practice have gained 

immense popularity in both academic and commercial contexts (Hofacker et al., 

2016; Huotari and Hamari, 2017; Xi and Hamari, 2020; van Berlo et al., 2021). 

Gamification’s popularity can be explained by its ability to utilize highly engaging 

game elements in non-game contexts, reaping motivational benefits (Deterding 

et al., 2011). In addition to commercial effects, van Berlo et al. (2021) further 

elaborate that gamification can also help influence people’s behaviors and aid in 

problem-solving. Gamification can also be seen as a much broader concept, as 

part of society’s overall journey towards more ludic technology-aided interactions. 

Hamari (2019) describes gamification as our modern lives becoming more playful, 

consequently increasing society’s overall happiness. At its core, gamification 

should lead to more enjoyable and pleasant experiences for users. 

Hedonic value, the immediate gratification user perceives from an experience 

(Cheng, 2014), has been claimed to be an important aspect of gamified 

advertising in generating positive ad attitudes (Poels et al., 2013). Engaging with 

gamified content should be enjoyable for the users (Altmeyer et al., 2019) to 

increase the perceived overall hedonic value (van Berlo et al., 2021). The 

underlying notion on why gamification is perceived as effective is that since 

games are engaging and motivating, using game elements in other contexts will 

lead to the same results (Catalán et al., 2019a). Playful experiences offered by 
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brands, like advergames, are suggested to increase consumer engagement in 

brand-related activities and promote their experience-sharing practices on social 

media (Harwood and Garry, 2015; Bianchi and Andrews, 2018). Although 

gamification is often seen as a positive trait, when combined with advertising 

messages into an advergame, the resulting end-product can also cause discord 

among the public. 

2.1.2 Advergame Criticism 

Advergames have faced negative feedback from both consumers and 

researchers due to their easily exploitable and persuasive nature. In addition to 

advergames, the game industry itself has suffered from the lack of rules and 

regulations regarding persuasion and influencing techniques. These rules are 

especially important when advergames are played by underage players who are 

more susceptible to advertising in general (Waiguny et al., 2014; Boyd et al., 2018; 

Skiba et al., 2019; van Berlo et al., 2021). In furtherance of creating sustainable 

and ethical advergames, researchers and practitioners must discover the central 

concepts of advergame effectiveness and identify possible pitfalls. 

In the academic community, discussion about the ethical side of advergames 

often surfaces (van Berlo et al., 2021). Gamified interactions can lower players’ 

ability to recognize advergames as advertisements, making them appear 

deceitful by design (Skiba et al., 2019). While performing their research on 

advergame effects on children, Waiguny et al. (2014) noted that the young 

players seeing an in-game rabbit character repeatedly jump higher after eating 

sugar-filled cereal was, at best, questionable. Taking into consideration the social 

cognitive theory, the way new behaviors are learned through observation, 

repetition, reward, and action-acceptance (Bandura, 1986; Terlutter and Capella, 

2013; van Berlo et al., 2021), the industry should set limitations on what 

advergames can ethically enforce. Critique aimed towards certain advertising 

practices should always be heavily considered by practitioners when planning 

their marketing campaigns. 

Criticism in advertising is not new, as each year new regulations are put in place 

to protect consumers from harmful practices. One brouhaha-inducing marketing 
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tactic advergames resembles is stealth marketing. When consumers are 

subjected to an increasing amount of advertising messages in digital and physical 

environments, they tend to shy away from or block anything that is perceived as 

a persuasion attempt (Kaikati and Kaikati, 2004; Petty and Craig Andrews, 2008; 

Zhechev, 2015). For this reason, practitioners have come up with softer ways to 

transmit their commercial messages. Stealth marketing uses advertising 

techniques that do not disclose or reveal the advertising party, hide the brand 

behind the message, and often take advantage of word-of-mouth marketing 

effectiveness (Kaikati and Kaikati, 2004; Martin and Smith, 2008; Petty and Craig 

Andrews, 2008; Zhechev, 2015). Although advergames usually display brand 

elements conspicuously, they distract the consumer with gamified elements 

(Skiba et al., 2019). Since advergames can be published by anyone, the user’s 

search for entertainment can easily be exploited by hiding brand messages into 

fun-looking games. Overall, advergames are a very persuasive form of 

advertising, and practitioners need to be aware of the negative public backlash if 

caught using deceptive advertising means (Martin and Smith, 2008).  

2.2 Augmented Reality  

In 1962, a motorcycle simulator Sensorama was created by cinematographer 

Morton Heilig (Carmigniani and Furht, 2011; Kipper and Rampolla, 2012) and 

became known as “one of the earliest known examples of immersive, multi-

sensory technology that had visuals, sound, vibration, and smell” (Kipper and 

Rampolla, 2012, p. 7). Even though the simulator could not be described as 

purely AR, it was the beginning of technologies starting to implement multiple 

sensory augmentations into our reality. In 1997, the three distinctive 

characteristics of AR systems were for the first time defined by one of the 

technology’s leading researchers, Ronald Azuma, as combining real and virtual, 

being real-time interactive and registered in 3D (Azuma, 1997, p. 356; Kipper and 

Rampolla, 2012, p. 10). Zhou et al. (2008, p. 193) define AR as “a technology 

which allows computer-generated virtual imagery to exactly overlay physical 

objects in real-time”. Through face and environment tracking algorithms, users 

can interact with a digitally-enhanced version of reality (Carmigniani and Furht, 

2011). 
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AR is also more than visual augmentation. In addition to allowing the 

implementation of graphics or text into a live camera view (Kipper and Rampolla, 

2012; Liao, 2015; Mathlin, 2020; Tsai et al., 2020), AR also has the potential to 

overlay real-time environments with a multitude of other digital or computer-

generated sensory effects, such as audio, olfaction, and haptics (Carmigniani and 

Furht, 2011; Kipper and Rampolla, 2012; Craig, 2013; Javornik, 2016; Caboni 

and Hagberg, 2019; Flavián et al., 2019; Riar et al., 2021). Despite being a 

significant object of interest to both academic researchers and practitioners, 

possibly from the very beginning of AR technologies, implementing augmented 

assets for every human sense has not yet reached mainstream applications. 

Nowadays, AR has evolved into a multi-billion dollar market (Research and 

Markets, 2021) and has gained a solid footing in people’s daily lives, thanks to 

the widespread adaptation of increasingly powerful smartphones and tablets 

(Hackl and Wolfe, 2017). AR technologies are increasingly being used in, for 

example, sports, medical field, robotics, education, communications, 

entertainment, and gaming (Kipper and Rampolla, 2012; Rauschnabel et al., 

2017; Goebert, 2020; Mathlin, 2020; Parekh et al., 2020; Dodoo and Youn, 2021). 

Interactive AR has become a significant actor in contemporary marketing 

environments, especially in smart device application formats, and has enabled 

new content delivery possibilities for marketers and product showcase 

opportunities for online and physical vendors (Javornik, 2016). 

A substantial rise has been reported in the use of AR in retail contexts, which is 

argued to be due to AR’s ability to create impressive virtual-physical experiences 

for customers shopping online (Breidbach et al., 2014; Janssen, 2018; Caboni 

and Hagberg, 2019; Flavián et al., 2019; Riar et al., 2021). AR has, for example, 

enabled consumers to virtually try on sunglasses before reaching their final 

purchase decision, making the shopping experience more personal and engaging 

(Scholz and Duffy, 2018; Caboni and Hagberg, 2019; Groove Jones, 2020; 

Parekh et al., 2020; Tsai et al., 2020). Compared to simple images or videos, the 

consumer trying on virtual goods can lower the threshold of buying goods online, 

since the product has already been deemed as fitting. 

The rich and vivid world of AR amplifies the suitability and realism of the 

advertised content for consumers (Tsai et al., 2020). Rauschnabel et al. (2019) 
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mention that, although previous research on AR has produced relevant insight to 

the reception of AR, on a broader scale their impact on brand-related outcomes 

remains unclear. Despite this, AR has great future potential both as an interactive 

entertainment technique (Kipper and Rampolla, 2012) and as a marketing tool, 

as long as its distinct qualities are taken into consideration (O’ Mahony, 2015). 

With the increased use of AR, the need for further research is ever-growing, as 

many parts of AR’s impact on consumer behavior and its effects remain 

inconclusive (Javornik, 2016). Researchers and practitioners should see if 

studies on AR’s effects are comparable with studies on similar virtual reality and 

mixed reality technologies, to understand the effect of extended realities on the 

consumer experience as a whole. 

2.2.1 AR, VR, and MR 

The terms augmented reality (AR), virtual reality (VR), and mixed reality (MR) 

often intermingle and are used to mean the same concept of computer-generated 

environments or objects in the real world. These technologies are all part of the 

concept of XR, extended reality (Alcañiz et al., 2019). The virtuality continuum 

model, first introduced by Milgram and Kishino (1994) and later refined by 

Milgram et al. (1995), shows the virtual and real environments as a spectrum 

presented in Figure 1. This model illustrates how these technologies are related 

to each other and can also explain why their concepts are often mixed in everyday 

language and contexts. MR is a combination of elements of reality, AR, and VR, 

existing in the environment between virtual and reality where digitally created 

objects can interact with the real world (Alcañiz et al., 2019; Flavián et al., 2019; 

Gupton, 2020). Following the virtuality continuum model (Milgram and Kishino, 

1994), it can be stated that all applications of AR are part of MR, but not all MR 

applications are part of AR (Craig, 2013, p. 30). 
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Figure 1. An adapted model of the virtual continuum (Milgram and Kishino, 1994, 
p. 1323; Milgram et al., 1995, p. 283). 

Compared to the reality-enhancing nature of AR, VR is a completely synthetic 

environment existing outside of the real world (Milgram et al., 1995; Craig, 2013; 

Javornik, 2016; Gupton, 2020). VR is made of “interactive computer simulations 

that sense the participant’s [relative] position and actions and replace or augment 

the feedback to one or more senses, giving the feeling of being mentally 

immersed or present in the simulation” (Sherman and Craig, 2018, p. 16). Unlike 

AR, VR also does not necessarily need to track real-life locations, objects, or 

shapes to be displayed properly (Craig, 2013). AR, VR, and MR share many 

devices, systems, and interaction mechanisms with each other, but AR can be 

distinguished by its use of interactive virtual elements on top of real-time 

environments. 

2.2.2 AR Technologies 

The technological advancements achieved in the mobility and portability of AR, 

in addition to the decrease in development costs, have helped increase the 

importance of AR in the digital society (Javornik, 2016, p. 258). Particularly in 

commercial contexts, AR is increasingly being used to enhance the customer 

journey in both online and mobile environments. Part of AR’s success has been 

the advancements made in global positioning system (GPS) and near-field 

communication (NFC) technologies, as they both have increased AR’s utility 

value and relevance. (Javornik, 2016, p. 258.) AR relies on the development of 

better tracking technologies to further improve its functionality, in addition to 

increased hardware performance. 

Modern-day AR hardware includes, for instance, mobile, computer web camera, 

and head-mounted devices (Riar et al., 2021). As AR relies on interaction with its 
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human user, researchers and practitioners have grown a particular interest in 

studying and utilizing wearable AR devices, such as contact lenses and glasses. 

AR wearables are expected to be the next big trend in contemporary technologies 

(Liao, 2015; Stockinger, 2015; Yaoyuneyong et al., 2016; Mathlin, 2020). Earlier 

this year, the social media platform Snapchat announced the development of their 

own smart glasses capable of featuring AR effects in real-time, something that 

their earlier Snap glasses were not able to do (Clark, 2021; Heath, 2021).  

Both AR hardware and software innovation from this social media giant is not new. 

Snapchat was the first to introduce social media users to the world of AR through 

the launch of its Lenses feature in 2015 (Team Snapchat, 2015). Lenses, or AR 

filters, can change the user’s facial features, add two-dimensional (2D) or three 

dimensional (3D) graphics on their faces or in their environment, and integrate 

them into an interactive background that has virtual elements (Hawker and Carah, 

2020; Dodoo and Youn, 2021; Flecha-Ortíz et al., 2021). The technology was 

eagerly adopted to a plethora of different social media platforms, including 

Facebook, Instagram, and TikTok, and is nowadays regularly used in daily social 

media interactions (Team Snapchat, 2015; Bayer et al., 2016). Differences in AR 

features between three popular social media channels Instagram, Snapchat, and 

TikTok are presented in Table 1. 

Table 1. AR feature comparison of social media platforms Instagram, Snapchat, 
and TikTok. 

 

FEATURE DESCRIPTION INSTAGRAM SNAPCHAT TIKTOK 

Mobile Augmented Reality 

(Front & Back-Facing Camera) 
Yes Yes Yes 

Desktop Augmented Reality 

(Webcam) 
No 

Yes, Windows & 

Mac 
No 

Gamified AR Filters Yes Yes 
Only via selected 

3rd party agencies 

User Created AR Filters Yes Yes No 

AR Filter Brand Name Instagram Filter Snapchat Lens TikTok Effect 

AR Development Software Spark AR (public) 
Lens Studio 

(public) 

Effect Creator 

(partners only) 
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In 2018, Spark AR, a direct competitor to Snapchat’s 2016 AR filter creator 

software Lens Studio, was published by Instagram’s owner company Facebook 

(Costley, 2020; Lenslist, 2020). This quickly led to an influx in community-created 

AR content on social media (Lenslist, 2020). Facebook’s chief executive officer 

Mark Zuckerberg stated that AR filters created through Spark AR had been used 

by over a billion people within its first year (Lee, 2019), indicating a growing 

consumer interest in AR, or more specifically, AR social media filter technologies. 

In addition to altering facial features and adding virtual assets or backgrounds to 

the image, social media AR engines enable the use of game elements and rules 

in the filters. The resulting games can be controlled through facial expressions 

and gestures. (Lens Studio, n.d.; Spark AR, n.d.; Groove Jones, 2020.) If these 

gamified filters also include branded assets, they are called augmented reality 

social media advergames. 

2.3 Augmented Reality Social Media Advergames 

An ARSMAG is a playfully interactive digital advertising method that utilizes social 

media AR filter technology to provide gamified content to consumers. Depending 

on the rules of the specific social media platform, they can be published as a paid 

sponsored filter campaign, e.g., on Snapchat, or freely to the brand’s social media 

page, e.g., on Instagram. By combining the definitions and concepts of AR (Zhou 

et al., 2008) and advergames (van Berlo et al., 2021) presented in the previous 

chapters, the following definition for ARSMAGs is synthesized: 

An augmented reality social media advergame is a digital and fully 

gamified promotional message that overlays branded computer-generated 

objects or environments on top of a real-world camera view and is played 

on a social media platform. 

Despite the lack of academic research, practitioners have eagerly invested in the 

development of ARSMAGs. Gamified AR experiences can enhance consumer 

impressions if implemented correctly (Ericsson ConsumerLab, 2019; Lenslist, 

2020), and are a great tool for brands seeking ways to engage with their 

audiences through playful methods. In ARSMAGs, the player is frequently 

implemented as a game character or shown in the background of the game. As 
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users often share videos or pictures of these filters with their contacts, they 

simultaneously become brand advocates and produce free advertising for the 

brand (Hawker and Carah, 2020). 

 

Figure 2. Screenshots from Sip, Smile, Spring! (Starbucks, 2021). 

Examples of three globally popular ARSMAGs are presented in Figure 2, Figure 

3, and Figure 4. Screenshots from the first ARSMAG example Sip, Smile, Spring! 

(Starbucks, 2021), published on their Instagram page by the coffee brand 

Starbucks, are shown in Figure 2. In the advergame, the player controls a 

Starbucks coffee cup that automatically jumps over moving objects whenever the 

user smiles. Each successful jump scores points for the user, shown on the 

screen inside a sun icon that has been attached to the player’s forehead. At the 

end of the gameplay session, the user is presented with a score screen that they 

can share, or simply choose to play again. If the gameplay video or picture is 

shared, a link directing to the ARSMAG is automatically added to the message. 

Figure 3 showcases the ARSMAG Chasin Paul (Redbullgermany, 2021), 

published by the energy drink brand Red Bull’s Germany-localized account on 

Instagram. In the advergame, the player controls an autorunning 3D character, 

presenting the freerunner celebrity and Red Bull partner Jason Paul, by tilting 

their head left, right, or up. The aim of the game is to collect as many cans of Red 

Bull as possible. The player is implemented to the background of the gameplay 

screen, and the AR game components are laid on top of the live camera feed. If 

the character hits an obstacle, the game ends, and a score screen pops up. Like 



18 
 

in the previous ARSMAG example, the user can play the advergame again in 

hopes of better results, or share their gameplay to their page or contacts, along 

with a link to the advergame. 

 

Figure 3. Screenshots from Chasin Paul (Redbullgermany, 2021). 

 

Figure 4. Screenshots from CCS Jumping (Candy Crush, 2020).  

Figure 4 shows the user interface (UI) and gameplay steps from the Snapchat 

ARSMAG CCS Jumping (Candy Crush, 2020), published by the brand account 

Candy Crush. The ARSMAG promotes and includes graphics, music, and sounds 
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from the popular mobile game Candy Crush Saga (King, 2012). The player is 

implemented into the advergame as the playable character’s face, in addition to 

being displayed next to the score bar on top of the screen. The game character 

jumps up and down automatically, and the user can control the character’s 

direction by tilting their head left or right. The game has a time limit of 30 seconds, 

and the user must collect three similar colored candies to win the game. When 

the game ends, the user can share their gameplay with their contacts or add it to 

their Snapchat story, including a link to the advergame. 

The main problem with AR games, in general, is their often inferior quality (Parekh 

et al., 2020) in comparison to non-AR games. The ARSMAG examples in Figure 

2, Figure 3, and Figure 4 also seem to confirm this. It seems that very little thought 

has been put into the games from game design’s perspective. The games have 

very few narrative dimensions and contain minimal interaction features. Software 

and hardware performance naturally limit the design possibilities of emerging 

technologies (Parekh et al., 2020), but the greatest issue lies within the lack of 

research performed on current ARSMAG environments. Many ARSMAGs seem 

to have been created based only on the novelty value of the technology. To 

enhance the practice and create impressive and engaging ARSMAGs, 

researchers and practitioners need to be able to understand their underlying 

consumer experience variables, including value creation. 

2.4 Value and Value Creation 

The definition of value largely varies based on the context and is always a 

subjective experience. Zeithaml (1988, p. 14) defined perceived value as the 

“consumer’s overall assessment of the utility of a product based on perceptions 

of what is received and what is given”. In more simple terms, Grönroos (2008, p. 

303) presented value as “[being] or feel[ing] better off than before”. Value creation 

is defined as the process of aiming to increase value generation (Chesbrough et 

al., 2018; Dyer et al., 2018; Visnjic et al., 2018; Sjödin et al., 2020). In this thesis, 

value is understood as the subjective experience of the consumer interacting with 

and assessing brands or branded content, and value creation the ongoing 

process of increasing the perceived value. 
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According to Cheng (2014), the value consumer perceives consists of three 

dimensions: social, hedonic, and utilitarian. Social value is the “self-perception of 

social status associated with the use [of products]” (Arli and Dietrich, 2017, p. 

838) or ”the product’s ability to enhance social self-concept” (Sweeney and 

Soutar, 2001, p. 211). This means that the products used by the consumer must 

be congruent with their self-image and how they might want to appear to others. 

The use of well-known brands’ products in public view often entails increased 

social value based on the brand alone. Hedonic values are gratifications derived 

from product use via sensory and emotional attributes, while utilitarian values are 

associated with living necessities, product functions, and informational aspects 

(Sweeney and Soutar, 2001; Voss et al., 2003; Cheng, 2014; Arli and Dietrich, 

2017; Rese et al., 2017). Most ARSMAGs produce only values related to social 

and hedonic values, although some advergames can also offer factual and 

informational content in addition to entertainment. Chylinski et al. (2020) also 

argue that consumer value evaluations are adaptive by nature since they can be 

affected by physical and social environments. The concept of value is heavily 

linked to the overall consumer experience, and many models have tried to depict 

and explain this phenomenon in the past. 

 

Figure 5. Adapted consumer experience realms (Pine II and Gilmore, 1998). 

Value can be seen as an integral part of the consumer experience (Pine II and 

Gilmore, 1998, 2013; Gentile et al., 2007; Brakus et al., 2009; Pentina et al., 2011; 

Merrilees, 2016). A popular concept for consumer experience realms was 
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developed and published by Pine II and Gilmore (1998), illustrated in Figure 5. 

The center place between passive and active participation, and absorption and 

immersion, depicts the environment for optimal consumer experience (Pine II and 

Gilmore, 1998). Practitioners are often urged to design impressive experiences 

for consumers to increase engagement and generate positive associations (Kang 

and Gretzel, 2012; Jung et al., 2016; Phua and Kim, 2018; Sung, 2021), as this 

simultaneously also creates value for the consumer. However, if the complete 

process of value creation and its variables are not understood, producing 

impressive, branded content for the consumers is highly challenging. Customer 

experiences seem to be most effective when customers can physically interact 

with products or services in a self-relevant context, have them adapt to their 

preferences, and can share them with others. All of these aspects are possible to 

implement into and produce with ARSMAGs. By first understanding one aspect 

of the value creation process in ARSMAGs, AR, research on ARSMAGs other 

consumer experience variables can also be initiated. 
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3. RESEARCH METHODS  

In this chapter, the reason for selecting the conceptual framework as the research 

method is explained. In Chapter 3.1, the term and processes of building a 

conceptual framework are described, and the advantages and disadvantages of 

selecting the conceptual framework method are presented. Chapter 3.2 

describes the research design and development of the conceptual framework via 

data gathering, evaluation, and categorization. Additionally, it presents the 

research keywords, search engines used, the scope of the study, and material 

selection criteria.  

3.1 Conceptual Framework 

Since no research existed on the topic of ARSMAGs, a conceptual framework for 

the study of AR value creation in ARSMAGs was chosen to be constructed, using 

comprehensive and extensive review and data collection from AR, social media, 

and advergame literature and practical sources. According to Jabareen (2009), 

through the use of qualitative analysis processes a conceptual framework can be 

created, resulting in new knowledge that is interpretative instead of factual 

(Levering, 2002). A qualitative approach to the research and data review was 

selected over a quantitative approach due to the nature of conceptual frameworks. 

The main difference between quantitative and qualitative research is how they 

approach the concept of knowledge (Efron and Ravid, 2019). Quantitative 

knowledge is seen as universally applicable, measurable, objective, unbiased, 

and systematically verifiable information that has been gathered from 

standardized studies with explicitly strict and well-documented procedures 

(Wieman, 2007, 2014; Efron and Ravid, 2019, pp. 16–17). Qualitative knowledge, 

on the other hand, is created by assigning subjective socially constructed 

meanings to reality, with each individual experiencing the same concepts 

differently (Efron and Ravid, 2019, p. 17). As this study focused on gaining a 

broad view on the topic instead of providing quantifiable data, the research 

method needed to be consistent with the desired outcome. Qualitative research 
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aims to uncover patterns and existing relationships within different phenomena 

through “describ[ing], analyz[ing], and interpret[ing]” them, justifying the creation 

of “conceptually specified analytic categories” (Mishler, 1990, p. 437). Miles and 

Huberman (1994, p. 440) state that the purpose of a conceptual framework is to 

define “key factors, constructs, or variables” to help explore and assume existing 

relationships between them. According to Jabareen (2009, p. 51), instead of 

being thought of as “merely a collection of concepts”, a conceptual framework 

should be interpreted as a “construct in which each concept plays an integral role”. 

For the conceptual framework to achieve its intended purpose, sources for the 

framework concepts should include relevant and multidisciplinary literature 

sources, such as news articles, journals, interviews, and books, and represent 

practices related to the researched phenomenon (Jabareen, 2009). Relevant 

“social, cultural, political, and environmental phenomenon or… behavior” should 

ultimately be represented by the literature and other sources selected for the 

conceptual framework (Jabareen, 2009, p. 53). The process of creating a 

conceptual framework is not static, as it requires an exploratory, analytical and 

reiterative perspective and practice in handling and categorizing acquired data 

(Orlikowski, 1993; Jabareen, 2009). This is to ensure that the scale and 

conceptual levels of the emerging conceptual framework remain under the 

researcher’s control (Orlikowski, 1993). Even as the framework is constructed, it 

should still be in a constant state of validation and reiteration (Jabareen, 2009) to 

stay relevant in the ever-changing societal landscape. An eight-step process of 

building a conceptual framework was proposed by Yosef Jabareen (2009) and 

largely adapted to create the conceptual framework presented in this thesis. 
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Figure 6. Conceptual framework building process, adapted from Jabareen 
(2009, pp. 53–55) and constructed by the author. 

As shown in Figure 6 and explained by Jabareen (2009, p. 53), the process starts 

from an extensive search and mapping of multidisciplinary literature and the 

practical applications surrounding the studied phenomenon. After that, the 

selected data is reviewed and categorized by discipline and level of relevance 

and importance (Jabareen, 2009, p. 54). In phase three, the aim is to read the 

selected literature again to uncover framework-relevant concepts that sometimes 

compete or contradict each other (Glaser and Strauss, 1967; Corbin and Strauss, 

1990; Jabareen, 2009, p. 54). In the next three phases, the concepts should be 

deconstructed, categorized, integrated, grouped, iterated, and re-iterated to 

finally synthesize a conceptual framework in phase 6 (Jabareen, 2009, p. 54). 

This phase is the final one this thesis can use, since phase 7 requires the 

conceptual framework to be tested by other scholars, presented in seminars or 

conferences, or otherwise discussed and evaluated academically (Jabareen, 

2009, p. 54). The final phase 8 involves revising the conceptual framework 

according to feedback, emergent literature, studies, etcetera. The conceptual 

framework resulted from this process should always be multidisciplinary and 
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dynamic, evolve as new concepts and knowledge emerge, and revisit the 

previous phase to continuously validate itself. (Jabareen, 2009, p. 55.) 

Despite the limitations conceptual frameworks have, such as the subjectiveness 

of the categories selected by the researchers, they also come with many 

advantages. The resulting findings are flexible and conceptual, leaving room for 

interpretation, modification, and adaptation as the related phenomena evolve.  

Instead of predicting how phenomena work, conceptual frameworks help 

researchers and practitioners in understanding them. (Jabareen, 2009, p. 58.) 

For these reasons, building a conceptual framework was deemed appropriate for 

this thesis. By combining and categorizing variables into a conceptual framework 

for future studies, the relationships between AR, advergames, social media, and 

value creation could be explored and better understood by both researchers and 

practitioners. To summarize, this research method was chosen since: 

• No literature existed on the specific topic, so a starting point for research 

needed to be proposed in a format that was easily adaptable to the 

workflow of scholars. 

• The research data pool was very broad and was influenced by many 

different research fields. 

• The desired result for the thesis was a conceptual proposal to the study of 

understanding the related phenomena instead of qualitative data analysis. 

• Current state of knowledge of AR, social media, and advergames needed 

to be addressed from a multidisciplinary perspective, and the theoretical 

foundations related to the topic needed to be identified and presented in a 

format that would aid future research on the topic. 

• As a nascent research topic, gaps found in existing research were 

inevitable. Selecting a method that involved researching multidisciplinary 

sources for information was optimal since it could easily help identify the 

most prominent and urgent needs for future research. 
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3.2 Research Design 

The research started by first selecting a topic and then narrowing it down until the 

overall research aims and the research question were formed. After that, the initial 

search for relevant sources began in December 2020, continuing to February 

2021. The main keywords were formed based on existing literature selected at 

the beginning of the thesis process, and the search for further studies and 

phenomena-related sources continued until April 2021. While data analysis, 

iteration, and categorization for the conceptual framework were in constant flux 

until early May, the writing process itself was initiated in late February. The 

findings were continuously re-iterated and reviewed whenever new knowledge 

was gained or new concepts surfaced. The final literary form of the thesis was 

established over four months. The building and analysis of the conceptual 

framework and its variables were concluded in early May 2021. New directions 

for research were identified and the relevance of the thesis was analyzed, 

evaluated, and concluded in mid-May. These research steps are further explained 

below. 

3.2.1 Keywords, Process, and Review Phases 

As the three main topics presented in this paper were AR, advergames, and 

social media, the keywords listed in Table 2 were chosen for the first phase of 

building the conceptual framework of studying AR value creation in ARSMAGs. 

These keywords were also combined to gain access to more relevant results. The 

selection was based on the key theories and words used in pre-examined 

scientific publications on augmented reality (Parekh et al., 2020; Tsai et al., 2020; 

Dodoo and Youn, 2021; Riar et al., 2021), advergames (Catalán et al., 2019a; 

van Berlo et al., 2020, 2021) and social media (tom Dieck et al., 2017; Phua and 

Kim, 2018; Hawker and Carah, 2020). As this thesis aimed to guide and inspire 

future research on the topic, all existing research on these topics was not 

reviewed. The keywords selected for the first phase were used to help find the 

most relevant scientific literature surrounding the phenomena and provide the 

conceptual framework with enough material to be valid in research use in the 

future. 
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ADVERGAME KEYWORDS 
AUGMENTED REALITY 

KEYWORDS 

SOCIAL MEDIA 

KEYWORDS 

Advergame/Advergames Value Augmented Reality/AR Value Social Media Value 

Advergame Consumer 

Experience 

Augmented Reality Consumer 

Experience 

Social Media Consumer 

Experience 

Advergame Gamification 
Augmented Reality 

Gamification 

Social Media 

Gamification 

Advergame Social Media 
Augmented Reality Social 

Media 

Social Media Platforms 

Advergame Effectiveness Augmented Reality Immersion Social Media Sharing 

Table 2. Search keywords for the first stage of literature search. 

Search results from before the year 2010 were excluded in the first phase. The 

first 40-80 results per keyword and keyword combination were reviewed by their 

headline and abstract. The papers that seemed relevant to the thesis topic were 

then downloaded for further review. To find relevant, peer-reviewed literature, the 

online search engines used in the first phase were Tampere University’s Andor1, 

Google Scholar2 and ResearchGate3. Andor utilizes over a hundred bibliographic 

databases, such as Scopus, IEEE, ScienceDirect and ACM Digital Library. A 

physical search for relevant literature was not possible due to pandemic 

restrictions in accessing local libraries, but Andor could be used to electronically 

reserve and loan books that were deemed important for the research by their 

abstract or headline. 

Only studies written in English were selected in the first phase, but later some 

publications written in Finnish were accepted as well since they were included in 

the references of previously selected studies. The search focused on finding the 

most recent and relevant literature possible, but some significant existing 

scientific knowledge was most likely missed due to the search keywords not being 

all-encompassing. Since there is also a gap in the hands-on knowledge of 

researchers compared to practitioners, especially in the field of advertising (De 

 
1 Andor search engine: andor.tuni.fi  
2 Google Scholar search engine scholar.google.com  
3 ResearchGate search engine: researchgate.net  
 

https://andor.tuni.fi/
https://scholar.google.com/
https://www.researchgate.net/
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Pelsmacker, 2020), some research results presented in the reviewed literature 

might not be applicable in real-world situations and need further research and 

evaluation. When reviewing the research papers, their practical relevance was 

heavily considered, and those papers that focused only on discussing theories 

without practical applications were categorized as less relevant. 

The second phase started with a shallow quality assessment of the selected 

literature. This phase started with 515 studies, gathered from the search engine 

results and references used in studies analyzed during the first phase. Several 

papers were then discarded due to either poor quality reporting or lack of clear 

results. At the end of the second phase, 155 topic-relevant academic journals and 

conference proceedings were left for the final phase. During this phase, existing 

AR advergames on social media were also researched and reviewed, along with 

online interviews, blog posts, and other phenomena-relevant publications. These 

sources were searched via Google through the keywords “AR filter games”, 

“social media games”, “Instagram games”, “Snapchat games”, “gamified AR 

filters”, and “popular AR filters”. Due to the scope of the review, conceptual 

approach, and the high variety and multidisciplinary nature of the sources, a 

critical assessment was not conducted on the material. 

During the third and final phase, some literature was eventually discarded due to 

being deemed unrelated to the topic. The final phase was an iterative process of 

writing, categorizing, and narrowing down the data for the framework. Once the 

data was in its final form, the conceptual framework for studying AR value creation 

in ARSMAGs was constructed and presented in Chapter 4. The proposed 

framework variables were divided into three categories based on the reviewed 

literature and other relevant sources and were further discussed in chapters 5, 6, 

and 7, respectively. Other topic-relevant concepts and background information 

gathered from the reviewed literature and data sources were described in 

Chapter 2. Finally, the contributions and conclusions related to the conceptual 

framework and data review were made and written down in Chapter 8, along with 

suggestions for future research. 
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4. THE CONCEPTUAL FRAMEWORK 

One of the primary motivators for practitioners to create novel technology-aided 

advertising content, such as ARSMAGs, is the desire to enhance the consumer 

perceived value by offering immersive and inspiring advertising experiences. How 

this value is created by AR in ARSMAGs, however, remains a mystery to both 

researchers and practitioners. This thesis aimed to aid researchers and 

practitioners in understanding what variables can affect the value creation of AR 

technology in advergames published on social media. Due to the scattered 

knowledge surrounding the subject and dearth of research in combining the three 

different concepts, AR, advergames, and social media, creating a conceptual 

framework for the study of AR value creation in ARSMAGs was necessary. 

Through an extensive literature review and the assessment of practical 

applications and other relevant data, the conceptual framework presented in 

Figure 7 is suggested for studying AR value creation in ARSMAGs. 

 

Figure 7. A proposed conceptual framework for the study of AR value creation 
in ARSMAGs. 
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The conceptual framework proposes key variables derived from AR, social media, 

and advergames, showcasing them as constituents of AR’s value creation 

process. The framework shows the selected variables in three categories, AR 

experience variables, social media variables, and advergame variables, and how 

they are proposed to relate to the value creation journey. As asserted by Jabareen, 

(2009), the next steps for the framework are academic peer-reviews, for example 

being presented and discussed in scientific seminars, and continuous reiteration 

after further studies on the subject have been conducted. In this thesis, the 

variables of the conceptual framework and the proposals presented in them are 

discussed in the following chapters, along with an assessment of the conceptual 

framework concerning future studies.  
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5. AR EXPERIENCE VARIABLES 

After reviewing AR literature (64) and other data sources (10) related to AR during 

the process of creating the conceptual framework, 20 sources mentioned the 

consumer perceived esthetic, 30 the feeling of telepresence, 37 satisfaction, 23 

novelty, and 17 sensory interaction and effects as part of the consumer 

experience and value creation. Based on these findings, it is proposed that: 

Proposition 1: AR experience variables in AR value creation in ARSMAGs 

are esthetics, telepresence, satisfaction, novelty, and sensory interactions, 

each of which is considered a constituent of the value creation process. 

In the following chapters, the proposed variables are reviewed and discussed. 

Chapter 5.1 focuses on the perceived esthetics of AR experiences. Chapter 5.2 

reviews the feeling of telepresence instigated by AR. Chapter 5.3 presents the 

variable consumer and end-user satisfaction in AR experiences. Chapter 5.4 

explores how perceived novelty affects AR experiences. In Chapter 5.5, the 

sensory interaction dimensions of AR experiences are reviewed and discussed. 

5.1 Esthetic 

In many contexts, visual features are often the first thing consumers notice. Tom 

Dieck et al. (2018) claim that the assessment of any AR experience begins with 

the evaluation of its esthetic before anything else. Esthetic is the beauty 

consumer perceives through the elements presented in a digital interface, such 

as colors, photos, typography, and UI design (Lee et al., 2015). In AR, the quality 

of 3D models, animations, and interactions with the augmented environment all 

relate to esthetics. Esthetic is considered one of the main elements of the 

consumer experience realms (Pine II and Gilmore, 1998), as well as part of value 

creation. The higher the perceived esthetic, the better the user evaluation is of 

their experience. With the rise of AR applications, esthetic has arguably become 

an even more important factor in consumer experiences than before (Jung et al., 

2016; tom Dieck et al., 2018). According to Lee et al. (2015), AR’s perceived 

esthetic can enhance consumers’ hedonic perception and was found to positively 
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affect AR’s perceived usefulness, ease-of-use, and enjoyment. AR experiences 

also benefit from perceived esthetics in advertising contexts. Consumer ad 

attitude, purchase motivation, and ad engagement were all found to be influenced 

by it (Dodoo and Youn, 2021). Sung (2021) encouraged practitioners to design 

AR advertisements to be esthetically pleasing, as the ads would then be 

perceived as immersive, memorable, and satisfying by the consumers. To 

conclude these findings, the following is proposed: 

Proposition 2: Consumer perceived AR esthetic impacts AR value creation 

in ARSMAGs. 

5.2 Telepresence 

Modality affordances like AR that enhance the ad viewer’s presence trigger the 

feeling of telepresence and positively affect consumer opinions (Sundar et al., 

2019). Telepresence, one of the antecedents of flow (Catalán et al., 2019b; Han 

et al., 2020), is the immersive feeling of being transported to another place, or in 

other words, the sensation of being in a meditative state beyond the surrounding 

physical world (Biocca, 1997). This feeling is aided by a medium, such as an 

electronic entertainment platform (Kim and Biocca, 1997; Tsai et al., 2020). The 

antecedents leading to the feeling of telepresence were modeled by Kim and 

Biocca (1997), presented in Figure 8. 

 

Figure 8. Adapted model of telepresence (Kim and Biocca, 1997, Figure 1). 



33 
 

The interactivity and vividness of the advertising media, like AR advertisements, 

positively affect the feeling of telepresence (Steuer, 1992; Coyle and Thorson, 

2001; Tsai et al., 2020). According to Kim and Biocca (1997) and echoed by Tsai 

et al. (2020), the general scientific consensus is that when virtual and physical 

stimuli simultaneously enter the user’s cognition, a battle ensues: the stimuli mix 

is combined with the user’s traits and states, resulting in the feeling of being 

transported into a mediated environment (Lombard and Ditton, 1997). 

Telepresence promotes the feeling of escapism, one of the four elements of the 

consumer experience (Pine II and Gilmore, 1998), increasing the consumer 

perceived value. Even though studies are not conclusive (see, e.g., Nelson et al., 

2006), too much telepresence created by AR can be detrimental to consumers’ 

brand recall in game settings (Grigorovici and Constantin, 2004). If the consumer 

is unable to recall the advertiser in ARSMAGs, created value is also lost. Hence, 

based on these findings, the following is proposed: 

Proposition 3: Consumer perceived feeling of telepresence through AR 

affects AR value creation in ARSMAGs. 

5.3 Satisfaction 

Satisfaction is a very important part of the creation process of consumer 

perceived value in AR. Satisfaction in computer-mediated interactions is defined 

as “the affective attitude towards a specific computer application by someone who 

interacts with the application directly" (Doll and Torkzadeh, 1988, p. 261). 

Satisfaction has been found to affect technology adaptation, along with consumer 

retention (tom Dieck et al., 2017, 2018). This is important for AR applications 

since lessened consumer satisfaction simultaneously lessens the value of the AR 

experience, which can lead to lesser desire to use AR as a result. According to 

Sung (2021), the level of satisfaction in AR advertising increases the more 

consumers are immersed in the feelings of escapism. Unfortunately, the 

consumer’s age and previous AR exposure play a role in the amount of 

satisfaction the consumer gets from using AR. Younger consumers, who are 

overall more familiar with digital advertising technologies, find less sense of 

escapism from AR, which leads to a decreased feeling of satisfaction (Sung, 

2021). This will simultaneously negatively affect AR’s consumer perceived value. 
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This can partly be caused by badly designed AR applications (O’ Mahony, 2015) 

or the fact that AR’s perceived novelty value is slowly decreasing (Yim et al., 2017; 

Hinsch et al., 2020; Riar et al., 2021; Sung, 2021). As a conclusion to these 

findings, this thesis proposes the following: 

Proposition 4: Level of consumer satisfaction with the AR experience 

impacts AR value creation in ARSMAGs. 

5.4 Novelty 

Novelty, or the perceived newness, unusualness, or originality, can both greatly 

enhance and lessen AR’s perceived value. Even though most AR applications 

currently benefit from AR’s perceived novelty value (Hopp and Gangadharbatla, 

2016; Yaoyuneyong et al., 2016; Chylinski et al., 2020; Riar et al., 2021), the 

novelty value of AR is found to decrease over time, and previous exposure greatly 

lessens AR’s overall impressiveness (Hopp and Gangadharbatla, 2016; Yim et 

al., 2017), along with its value. The rise in the use of AR technology will eventually 

lead to negative value perceptions, as consumers will start evaluating the 

experience outside of novelty through its other, more prominent features like 

performance and quality. In their study on AR’s effects on advertising 

effectiveness, Yang et al. (2020) reported that only unfamiliarity with AR 

technology led to positive attitudes toward AR advertisements. Hopp and 

Gangadharbatla (2016) found that the longer people were subjected to AR 

advertising environments, the worse the participants’ attitudes towards AR ads 

were. Additionally, they concurred with past research on that residual levels of 

arousal left from a previously stimulating experience accelerate negative 

evaluations when thoroughly explored (Hopp and Gangadharbatla, 2016, p. 124). 

In light of these findings, the following is proposed: 

Proposition 5: AR’s perceived novelty value affects AR value creation in 

ARSMAGs. 

5.5 Sensory Interactions 

An integral part of the AR experience is the way consumers interact with 

augmented senses, such as haptics, visuals, and sounds. According to Pine II 
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and Gilmore (1998), the more sensory elements are implemented into an 

experience, the more it affects the consumer. Practitioners should, however, 

experiment with different senses to achieve optimal product congruence (Pine II 

and Gilmore, 1998). Due to technological limitations, most AR sensory research 

has focused on visual, auditory, haptic, and olfactory sensations, leaving out 

senses like taste and movement (Craig, 2013). As an example, touch feedback, 

such as mobile device vibrations when interacting with digital objects in AR 

applications, can help increase the perceived realism and authenticity of the 

augmented environment, greatly enhancing consumer perceived value of the AR 

experience. Sensory interfaces induce emotional responses (Petit et al., 2015), 

and when used in AR advertising, create genuinely impressive and engaging 

consumer-brand experiences (Sung, 2021). In this regard, it can be postulated 

that added sensory elements of AR advertisements create more value for 

consumers and increase customer satisfaction. At the same time, lesser sensory 

interactions in AR will lessen the perceived value. This thesis proposes that: 

Proposition 6: Sensory interaction features in AR experiences, such as 

augmented touch, taste, and smell, have an effect on AR value creation in 

ARSMAGs. 
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6. SOCIAL MEDIA VARIABLES 

After reviewing social media (30), social media AR (5), and social media 

advergame (2) literature and other data sources (3) related to social media during 

the process of creating the conceptual framework, 25 sources were found to 

mention eWOM and shared social experience as part of the consumer experience 

and value creation. Based on the findings, this thesis proposes that: 

Proposition 7: Social media variables in AR value creation in ARSMAGs 

include the shared social experience and eWOM, both of which are 

considered constituents of the value creation process. 

The following Chapter 6.1 discusses and reviews these proposed social media 

variables shared social experience and eWOM practices, along with their relation 

to AR’s value creation. 

6.1 Shared Social Experience and eWOM 

Interactive and immersive brand experiences that inspire escapism, sometimes 

cause consumers to create unpaid advertising content for the brand known as 

user-generated viral marketing or the shared social experience (Sung, 2021). 

Gamified branded AR experiences can be very effective in inspiring consumers 

to share the brand message, as the perceived value of the experience is high. 

According to Sung (2021), novel AR ad experiences positively influence 

consumer attitudes and responses towards the brand, suggesting that successful 

campaigns induce both shared social experience and higher purchase intention. 

The shared social experience is very similar to the concept of eWOM, in which 

consumers share brand and product-relevant messages to their peers online 

(Hennig-Thurau et al., 2004; Chu and Kim, 2011; Marchand and Hennig-Thurau, 

2013; Chu and Sung, 2015; Erkan and Evans, 2016). These messages can be 

positive or negative and are usually perceived as trustworthy. This is due to word-

of-mouth not being considered marketing, and because the messages are often 

shared by someone the recipient has a close relationship with, such as friends or 

relatives (Derbaix and Vanhamme, 2003).  
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Both activities and attitudes related to brands are enhanced when consumers 

interact with the company on social media (Schivinski et al., 2016). This means 

that consumer experiences with branded content, such as ARSMAG, affect the 

consumer perceived value either positively or negatively, depending on how 

these interactions play out. Sung (2021) stated that when impressive and 

immersive AR brand experiences are shared directly or indirectly by the 

consumers, they cause cognitive and emotive shifts in those that receive the 

messages (Dixon et al., 2005). Those individuals can then be motivated to search 

for similar experiences to share with their social groups (Seidman, 2013; Sung, 

2021). One of the three motivators of personal identity, the need for self-

expression (Muntinga et al., 2011), has been deemed to be fulfilled by users 

sharing interesting or unusual experiences, such as AR, with their social circles 

online (Edell and Staelin, 1983; Sung, 2021). To fulfill people’s social identity 

needs, the visual communication style of AR is highly congruent as it lets 

consumers experience highly enhanced social interactions in both private and 

public (Scholz and Duffy, 2018; Carrozzi et al., 2019).  

If an AR experience is deemed valuable by the consumer, they are more eager 

to share it, increasing its value even more in the eyes of other consumers. 

Consumers add value to companies on social media by generating brand-related 

content, becoming brand or product advocates, or by influencing other customers’ 

purchase behavior through eWOM practices (Okazaki and Yagüe, 2012; Erkan 

and Evans, 2016; Bianchi and Andrews, 2018; Caboni and Hagberg, 2019; Zhang 

et al., 2020). At the same time, brands add value to consumers by providing them 

with impressive experiences, such as AR. Okazaki and Yagüe (2012) proclaim 

that even the bare intention of eWOM, such as thinking of sharing an impressive 

AR experience, improves the perceived value. In conclusion, if the AR experience 

is perceived as, for example, very impressive or very bad, and then shared by 

consumers, it can affect the subsequent consumer perceived value of the 

experience. Based on findings presented in this chapter, the following is proposed: 

Proposition 8: Shared social experience and electronic word-of-mouth 

practices affect the AR value creation in ARSMAGs. 
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7. ADVERGAME VARIABLES 

After reviewing advergame (40) literature and other sources (8) related to 

advergames during the process of creating the conceptual framework, 14 were 

found to mention the feeling of flow, 15 the limited-capacity model of attention, 

and 9 congruence as part of the consumer experience and perceived value. 

Based on these findings, the following is proposed: 

Proposition 9: Advergame variables in AR value creation in ARSMAGs are 

proposed to include flow, limited-capacity model of attention, and 

congruence, each of which is considered a constituent of the value 

creation process. 

These advergame variables related to AR value creation in ARSMAGs are 

reviewed and discussed in the following chapters. Chapter 7.1 presents the 

feeling of flow, its relation to AR’s feeling of telepresence, and how it can affect 

the AR value creation process. Chapter 7.2 discusses the limited-capacity model 

of attention, which is related to AR value creation by the cognitive processing 

limits of the consumer. Chapter 7.3 focuses on the concept of congruence and 

how it can relate to AR value creation. 

7.1 Flow 

Research has shown that a wide range of activities can inspire a state of flow, 

including playing digital games (Hoffman and Novak, 2009; Bonaiuto et al., 2016; 

Hamari et al., 2016). Flow can be described as a deep, psychological mental 

state attained by a person who is optimally and happily absorbed into the activity 

they are performing at present (Csikszentmihalyi, 1975, 1990; Bonaiuto et al., 

2016). Flow equals the saying of being in the zone, often used in non-scientific 

contexts (Csikszentmihalyi, 1990; Carlson et al., 2017). Hoffman and Novak 

(1996) asserted that the flow state is achieved by combining a high degree of skill, 

optimal challenge, arousal, concentration, interactivity, and telepresence 

(Carlson et al., 2017). In advergames, the feeling of flow is simplified as “the 

relation between challenge and skills” (Roettl et al., 2016, p. 279), and it is often 
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used to discuss the entertaining features of games (Roettl et al., 2016). The 

influence of flow on mobile advergame effectiveness was studied by Catalán et 

al. (2019b), and their findings showed that flow had a great effect on the 

advergame’s later success. The outcomes of achieving the state of flow include 

enhanced learning capabilities and momentarily gaining an exploratory mindset, 

in addition to creating more memorable and positive brand experiences (Hoffman 

and Novak, 1996, 2009; Bonaiuto et al., 2016). All of these aspects of flow can 

be seen as consumer valuer creators through the consumer experience realms 

esthetics, entertainment, and education. As one aspect of gaining the feeling of 

flow is telepresence, the negative consequences on value creation described in 

Chapter 5.2 apply to flow as well. 

Based on earlier findings on telepresence, it can be presumed that AR’s value 

creation can suffer if the advergame creates too strong feelings of flow in the 

consumer. In another study Catalán et al. (2019a), repetitive play of the same 

advergame was found to not affect the player’s state of flow, suggesting that, 

unlike AR experiences, repetitive advergame experiences do not decrease 

consumer perceived value. However, if the performance of the brands’ online 

environment is not delivered efficiently, the flow state will be disrupted and the 

customer experience suffers (Carlson et al., 2017). This means that badly 

designed or performing AR advergame experiences are likely to not induce flow, 

but instead create negative feelings toward the advertising brand, and lessen the 

perceived value. In accordance with the findings, the following is proposed: 

Proposition 10: The feeling of flow created by advergames affects the AR 

value creation process in ARSMAGs. 

7.2 The Limited-Capacity Model of Attention 

Terlutter and Capella (2013, p. 98) name the limited capacity model of motivated 

mediated message processing (Lang, 2000) as one of the grounding theoretical 

models of all advergame research. The model claims that people’s cognitive 

capacity is finite, meaning that the number of cognition-requiring tasks a person 

can simultaneously execute is limited (Lang, 2000; Lee and Faber, 2007; Terlutter 

and Capella, 2013; van Berlo et al., 2021). For example, when a consumer is 



40 
 

subjected to an advertisement, they need to cognitively process the branded 

information without being distracted to be able to recall the advertisement 

afterward (van Berlo et al., 2021). Advergames that have too many distractions 

can therefore be detrimental to the advertising message, lessening the value of 

the advergame. Playing games requires constant and reactive thinking (Lee and 

Faber, 2007), which reduces the cognitive capacity available. According to Huh 

et al. (2015) and Daems et al. (2019), when commercial information recollection 

is compared, research has shown that messages embedded in advergames are 

the least likely to be remembered out of all other advertising formats. Advergames 

are often created in a way that the play instructions do not encourage the player 

to cognitively engage with the branded information or elements, meaning that 

other more important goal-oriented tasks, such as controlling the gameplay, 

ultimately prevent the advertising message from being processed by the 

consumer (Nelson et al., 2006). As van Berlo et al. (2021) explain, unless the 

branded information is an integral part of the gameplay, every game mechanic 

featured in an advergame will divert the players’ attention along with their 

cognitive capacity away from the commercial message.  

With increase gaming experience, the cognitive capacity required to play the 

games decreases, meaning that the opposite will happen to players with less 

gaming experience (Vashisht and Sreejesh, 2015). If the players’ level of 

involvement in the game climbs too high, meaning that the game is too 

challenging, the player will simply be unable to recognize or recall brand elements 

or the brand’s message since the game takes up too much cognitive processing 

power (Lee and Faber, 2007; Terlutter and Capella, 2013; Vashisht and Sreejesh, 

2015; van Berlo et al., 2021). Fortunately, like Nelson et al. (2006) predicted in 

their study, Cauberghe and De Pelsmacker (2010) found that bigger brand 

prominence in games had a positive influence on brand recollection, indicating 

that some of the recall-diminishing effects can potentially be avoided by simply 

increasing brand presence in advergames. To AR value creation this means that 

the advergame should be optimally challenging for the players, for AR to work as 

a value creator instead of an additional cognitive distraction that would, in turn, 

decrease the perceived value. According to these findings, the following is 

proposed: 
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Proposition 11: The limited capacity model of attention triggered in 

advergame playing sessions affects the AR value creation process in 

ARSMAGs. 

7.3 Congruence 

For each advergame, there is a right and wrong target audience, and the results 

of an advertising campaign’s success depend on the advergame’s congruence 

with its player base (Martí-Parreño et al., 2013). Congruence, or the perceived 

harmony or compatibility, is a creator of consumer perceived value. In a controlled 

experiment Wise et al. (2008) found that when the thematic of the brand 

advertised was congruent with the advergame, players reportedly had a stronger 

positive connection with the brand post gameplay session. This created value for 

both the brand and the consumers. Wise et al. (2008) subsequently suggested 

that practitioners create advergames that engage customers in activities that 

mirror owning the marketed product. However, special care should be taken when 

evaluating whether advergames are the right marketing solution for the 

associated brand since the positive effects only appear when the advergame is 

seen as product-relevant (Wise et al., 2008).  

An opposite result on user-brand attitudes was recorded by Gross (2010) in a 

student-based study: When students played advergames with a high game-

product congruity, their attitudes towards the brand worsened. It can be argued 

that the adverse attitudes resulted from the games being too obvious in their 

advertising messaging, resulting in players finding the perceived persuasion 

attempt itself as negative (Gross, 2010), and not the congruence between the 

product and the advergame. For AR value creation this can mean that if the 

advergame is deemed not congruent with the advertised product or brand and 

therefore not valuable, AR has no real effect on the value creation. On the other 

hand, if the advergame is perceived as congruent, so should the AR experience, 

in order to create value for ARSMAGs. The concluding proposition is as follows: 

Proposition 12: The feeling of congruence between the advergame and 

the brand or advertised product impact the AR value creation process in 

ARSMAGs. 
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8. CONTRIBUTION AND CONCLUSIONS 

This thesis aimed to propose a conceptual framework for studying the value 

creation of AR in ARSMAGs. To answer the research question on which 

augmented reality, advergames, and social media variables should be included 

in the study, an extensive review of existing literature and other relevant sources 

was conducted. The research was initiated by first selecting relevant keywords 

and then reviewing the findings and excluding sources deemed unrelated or 

lacking in quality. Practical applications of ARSMAGs were also reviewed. By 

following the conceptual framework building steps, presented by Jabareen (2009), 

findings from the data review were categorized, re-evaluated, and reiterated until 

the final variables were identified and presented in the conceptual framework in 

Chapter 4. The conceptual framework proposes that studies on how AR creates 

value in ARSMAGs should take into consideration the consumer value creation 

variables related to three different categories: AR experiences, social media, and 

advergames. 

The findings from AR-related sources, discussed in Chapter 5, indicated that the 

most important value creator variables in AR experiences were esthetics, 

telepresence, satisfaction, novelty, and sensory interactions. The findings from 

social media-related sources, discussed in Chapter 6, suggest that the social 

media variables shared social experience and eWOM in theory have the greatest 

effect on AR-related value creation. Finally, from advergame-related sources 

discussed in Chapter 7, the findings indicated that the advergame variables flow, 

limited-capacity model of attention, and congruence potentially have the greatest 

impact on AR’s value creation process in ARSMAGs.  

In the following chapters, the research contribution and conclusions from the 

conceptual framework and this thesis are presented. In Chapter 8.1, the research 

is evaluated, and its limitations are discussed. In Chapter 8.2, the scientific 

contributions are discussed, and future research directions are offered. Chapter 

8.3 focuses on discussing and indicating the research’s practical implications.  In 

the final Chapter 8.4, the thesis conclusions are presented. 
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8.1 Research Evaluation and Limitations 

The goal of this study was to propose which consumer experience variables from 

three different subject areas, AR, social media, and advergames, should be taken 

into consideration when studying AR’s consumer value creation process in 

ARSMAGs. The research question for the thesis was: “Which value creation 

related variables of advergames, social media, and AR should be included to 

study AR’s value creation process in ARSMAGs?”, which was answered through 

a thorough literature review, practical applications review, data analysis, and 

discussion. The answer was presented in the format of a conceptual framework, 

which is argued to work well when presenting new theories, combining knowledge 

from multiple areas of research, and presenting findings in an interpretive format 

(Levering, 2002; Jabareen, 2009). The thesis has succeeded in creating a 

conceptual framework that exhibits all of these aspects.  

The conceptual framework proposed for studying AR’s value creation is 

suggested to be sufficiently thorough, but as is the case with other conceptual 

models and frameworks, it requires further development, reiteration, and studies 

to confirm its pertinence. The findings, and especially data categorization, are 

also highly subjective. Therefore, the findings from this thesis must be confirmed 

by other studies in the future, and complete applicability to AR value creation 

studies in ARSMAGs currently cannot be verified. Furthermore, to investigate the 

validity of the variables presented in the framework, extensive additional research 

and academic validation are needed. However, as the purpose of this thesis was 

to identify and propose variables for studying value creation, it can be stated that 

all the research aims were achieved. 

As this study was initiated from a very practical perspective, some of the more 

theoretical aspects of ARSMAGs and consumer value were most likely missed. 

As stated in this thesis, there are often differences between research and 

practical knowledge, especially in advertising contexts (De Pelsmacker, 2020). 

The study also only included one aspect of value creation in ARSMAGs, AR, 

leaving many possible value variables outside of the scope of the research. 

Another problem of this thesis was its schedule. The number of resources 

required to make a conceptual framework is incredibly extensive, meaning that 
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since only six months were reserved for the entire thesis process, some 

potentially relevant data had to be left out. Out of the little over five hundred 

potential sources, less than two hundred could be reviewed and used within this 

time. As the process was also iterative, due to the nature of conceptual framework 

building, the thesis was reorganized and rewritten multiple times. If there had 

been existing studies to build upon, the process probably would have been easier 

and faster. However, even within such a short time, this thesis managed to 

indicate entirely new subject areas to study through ARSMAGs, with great 

research and practical potential. 

The main limits of this study are its conceptual and interpretive format, the 

subjective nature of the data gathering, analysis, and categorization, in addition 

to the concept of consumer perceived value. The conceptual framework can be 

freely interpreted by researchers, and their interpretations will also be subjective 

to their views. Different researchers would likely have selected different sources 

of data, interpreted and categorized the results differently, and reported different 

findings, based on what variables of the consumer experience and value creation 

they wish to emphasize with their studies. Value creation itself is highly adaptive 

and interpretive, so studies concerning value are bound to be almost always 

qualitative. However, conceptual qualitative research, such as this thesis, is a 

good starting point when the research topic is new since it is good at combining 

different theoretical concepts and finding trends that might be missed in more 

quantitative research.  

8.2 Scientific Contribution and Future Research 

This study is, to our knowledge, the first research conducted on the popular 

advertising method ARSMAGs. Through the definitions of AR and advergames, 

this study was also able to define what ARSMAGs are. The thesis has presented 

researchers with a propositional conceptual framework to study AR’s value 

creation, which when validated further, will hopefully lead to new theories and 

models based on it. This thesis has also proposed that AR’s value creation 

process in ARSMAGs is affected by esthetics, telepresence, satisfaction, novelty, 

sensory interactions, eWOM, shared social experience, flow, limited-capacity model 

of attention, and congruence, which have previously not been academically 
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explored in relation to each other. Overall, the conceptual framework presented 

in this thesis is a great starting point for AR’s value creation process studies in 

ARSMAGs, along with other similar topics. During the data review, several gaps 

in studies were found related to ARSMAGs, so future research directions are 

proposed in Table 3. 

Table 3. Suggested future ARSMAG research directions. 

In general, ARSMAG research would greatly benefit from research on its 

definition and its relation to games, gamification, and game studies. Additionally, 

variables related to marketing and advertising theories and models should also 

be considered in future research, since they are related to the effectiveness of 

ARSMAGs as advertising campaigns. As an increasingly popular but currently 

under-researched advertising medium, ARSMAGs deserve more academic 

interest. By studying the effects and causalities of these engaging and playful ads, 

researchers can also help practitioners improve their ARSMAG campaigns and 

gain better results from them. 

RESEARCH TOPICS RESEARCH AREA 

The effect of… 

• Brand / product congruence 

• AR familiarity / perceived novelty value 

• Advertising / AR attitude 

• Perceived esthetic pleasure 

• Social identity / background (e.g., age, culture, 

language, socio-economic status) 

• Sensory features / interactivity (e.g., touch, 

taste) 

• Advergame difficulty 

• Level of gaming experience 

• Previous/continuous exposure to AR 

• Consumer persuasion knowledge 

• Hardware used (e.g., AR wearables) 

• Software / hardware performance 

• Social presence 

• Game design / genre / visual style 

• Publishing platform (e.g., Instagram, Facebook, 

Snapchat, TikTok) 

…on ARSMAG: 

 

Effectiveness / Persuasion 

• 

Attitudes 

• 

eWOM / Shared Social Experience / 

Consumer-Created Marketing 

• 

Satisfaction 

• 

Immersion / Escapism / 

Flow / Telepresence 

• 

(Consumer) Value Creation 

• 

Recall / Cognitive Capacity 
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8.3 Practical Implications  

Understanding how AR creates value is very important when developing gamified 

advertising campaigns. If the variables affecting the consumer in experiencing 

ARSMAGs are not considered, the advertising results will not be as good, and 

can even be detrimental to the brand image through negative value creation. 

Conflicting effects such as the limited-capacity model of attention and AR’s rich 

sensory interactions, combined with advergames that are too challenging for the 

players will ultimately waste ARSMAG development resources, lessening the 

brands’ return of investment in the process. By considering the variables 

proposed in this thesis, practitioners can further enhance their craft by creating 

increasingly engaging, immersive, and valuable ARSMAG campaigns. 

8.4 Conclusion 

Despite the growing interest in and use of ARSMAGs in marketing campaigns, 

no academic studies currently exist on the topic. Furthermore, even though AR is 

increasingly being used to enhance consumer value in commercial contexts, the 

conceptualization of AR’s value creation process remains unclear, especially in 

ARSMAGs. Through an extensive review of existing knowledge of AR, 

advergames, social media, and ARSMAGs, this thesis has contributed to the 

subject and surrounding phenomenon by proposing a conceptual framework for 

studying AR’s value in ARSMAGs. This framework can be used by researchers 

and practitioners to better understand the phenomena related to AR, value 

creation, and ARSMAGs. This thesis has also revealed gaps in current studies, 

providing multiple directions and topic areas for further research. Even though 

this study and its findings are conceptual, subjective, and interpretive, the results 

are also highly adaptable and easily applicable to future ARSMAG research and 

practices.  
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