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Abstract

The goals of this study were to compare responses to advertisements in social games
on blockchain technology via Facebook fan pages of consumers whose characteristics and
social gaming behaviors were different and to determine the relationship between in-game
advertisement patterns and consumers’ responses to social- game advertisements on
blockchain technology. For the population group, since the investigators did not know the
exact population, sample calculations were made using WG Cochran's (1953) computational
formula at a 95% confidence level with an error of 5%. The obtained sample size to be
collected was 385 people. However, the study collected data from 400 people to facilitate
the analysis by using the purposive sample selection method to choose those who played
social games on blockchain technology only through Facebook fan pages.

At a significance level of 0.05, the results showed that gamers of different genders
responded to advertisements differently in terms of knowledge, preference, special
preference, trust, and demand for purchase. The sample group with various social game
playing times then had distinct responses to social game advertisements in every aspect,
including overall aspect, perception, knowledge, preference, special preference aspect, trust,
and the aspect of demand to purchase at a significant level of 0.05. In addition, hidden in-
game commercial patterns influenced ad response, with the perception element having the
most impact. The advertisement pattern, which was prominent and easily visible, influenced
every aspect of the responses. Ad patterns that were consistent with in- game material
influenced responses to the advertisement in terms of perceptions, knowledge, and special

preferences at a significance level of 0.05.
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