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ABSTRACT

Advergames refer to the gamification of product and brand advertisements. AdsPlay is
a mobile application designed as a multi-brand advergame platform. The application
was developed using the Lean Product Development (LPD) framework and guided by
User Interface (Ul) design principles, incorporating brand-sponsored rewards to drive
user engagement. Through a mixed-methods approach combining both qualitative
and quantitative techniques, a series of Minimum Viable Product (MVP) prototypes
were iteratively created and tested with target users. The final prototype received
evaluation scores of 8 and 9 out of 10 for perceived value and ease of use, respectively.
The successful design and development of this application contribute to the body of
knowledge on advergames, particularly within the underexplored context of Thailand.
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INTRODUCTION

Advancements in technology, widespread internet access, improved data
infrastructure, and evolving customer behavior have driven the need
for more sophisticated online marketing strategies. In Thailand, online
advertising budgets grew by over 15% annually from 2013 to 2021, reaching
approximately 22.8 billion Baht in 2021 (DAAT, 2021). However, in-depth
interviews revealed that customers often find online ads intrusive, offensive,
and privacy-invasive—risks that may negatively affect brand perception.
This calls for alternative marketing approaches that foster positive user
experiences.

Advergames—gamified advertisements—offer a promising solution. They
not only entertain users but also enhance engagement, brand loyalty, and
brand awareness (Lucassen & Jansen, 2014; Mattke & Maier, 2020). Global
advergame revenues are projected to grow by 20% annually between 2020
and 2025, reaching approximately USD 11 billion (van Berlo et al., 2021). In
parallel, the Thai gaming market has shown strong growth at 14% annually
since 2017 and was expected to reach USD 38.9 billion by 2022 (DEPA,
2020). This study investigates user feedback and market testing of a mobile
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advergame prototype that integrates real brand rewards. The findings expand
the limited literature on advergames in the Thai context and offer practical
guidance for brand owners aiming to attract and retain customers through
interactive marketing experiences.

RELATED WORKS

Advergames—games developed for brand promotion—are a gamified form
of digital advertising designed to deliver marketing messages while enhancing
user experience, brand awareness, and purchase intention (Yu & Huang,
2022; Smith et al., 2014; Terlutter & Capella, 2013). As an advancement in
digital marketing, (Smith et al., 2014) suggested three forms of advergames:
associative, which integrates brand elements into users’ lifestyles through
game visuals; illustrative, which highlights the product as the game’s central
theme; and demonstrative, which allows players to interact with virtual
product trials, such as Volkswagen’s Real Racing GTI (Siridorothy, 2018).
Successful advergames require well-balanced game mechanics—clear rules,
rewards, social interaction, and customization—as well as strong technical
execution and seamless integration of the brand within the gameplay (Pour
et al., 2020).

Lean Product Development (LPD) applies lean principles derived from the
Toyota Production System, emphasizing waste elimination and value-added
activities. It aims to either create new products or improve existing ones to
better meet market demands (Rauch et al., 2016). Central to LPD is the
prioritization of customer needs, with product testing embedded from the
early stages through to completion to ensure the final outcome aligns with
what customers are willing to pay for (Popowska & Nalepa, 2019). Rather
than focusing solely on gaining market share, LPD emphasizes building
long-term market relevance (Zhou, 2019). The approach involves iterative
cycles of testing, measuring, and learning from user feedback throughout
the development process (Roshan et al., 2019). Customer discovery, often
through interviews, plays a critical role in identifying user pain points,
segmenting customer groups, and forming hypotheses for new product
development (Popowska & Nalepa, 2019).

The Product-Market Fit Pyramid (Figure 1) is a framework designed
to address poor market responses by systematically aligning product
development with customer needs. The pyramid is divided into two
sections: the lower part focuses on identifying target customer segments and
uncovering their underserved needs, while the upper part emphasizes defining
a compelling value proposition and selecting product features that address
those needs. User Experience (UX) plays a key role in validating market
response, with a product prototype serving as a crucial tool in this evaluation
process (Olsen, 20135; Siriborvornratanakul, 2017).



Lean Development of a Mobile Application for Advergames 31

— Product
Feature Set
___Value Proposition _|
_______ Product-Market | 7
Underserved Needs
— Market

/ Target Customers \

Figure 1: Product-market fit pyramid (adapted from (Olsen, 2015)).

METHODOLOGY

AdsPlay is a mobile platform that leverages advergames to help marketers
boost brand awareness, foster loyalty, and drive purchase intention among
target customers. To attract user traffic, the app offers a variety of real brand
rewards—both cash-equivalent (e.g., discounts, coupons) and non-cash (e.g.,
privileges, product samples)—to players who meet brand-defined conditions.
The app is designed following Lean Product Development and UI principles.
A series of user studies and iterative usability tests have been conducted
with target users, aligned with successive revisions of high-fidelity prototypes
(Figure 2).

CELINE

Figure 2: Interface samples of AdsPlay prototype.

Based on the Product-Market Fit Pyramid (Figure 1), the process begins by
identifying target users and their unmet needs, then defining product value
through key features. A prototype is developed and tested to gather user
feedback using both qualitative and quantitative methods. According to the
Digital 2021 Thailand Report (Kemp, 2022), 74.3% of the Thai advertising
audience is aged 18-44, with 33.9% aged 25-34, 22.7% aged 18-24, and
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17.7% aged 35-44. To create user personas and understand common pain
points, preliminary in-person interviews were conducted. Three personas
were developed (see Table 1), all sharing four key issues with current online
ads: being forced to watch, feeling annoyed, irrelevant offers, and privacy
concerns.

Table 1: User persona of Thai mobile games.

Somchai Somying Somsri
Age 22 34 40
Representation 18 -24 25-34 35-44
Preferences Enabling to select  Loves easy games  Likes fun games
game difficulty is  to kill time and and worthful
a must. A nice boresome. A rewards. Time is
graphic and a play-to-earn is money.
smooth play are great!
expected.

Target customers: A quantitative questionnaire survey was conducted
to further investigate mobile game players’ behaviors, given that AdsPlay
is a mobile advergame platform. Online questionnaires were randomly
distributed in March 2022, resulting in 101 valid responses. The survey
results revealed that the majority of Thai gamers are male (52.48%) and
primarily aged between 25 and 34 years (65.34%), with most holding a
Bachelor’s degree (63.37%) and earning no more than 45,000 THB per
month (75.24%). Mobile phones are the predominant means of accessing
the Internet (100.00%), whereas desktop computers are the least preferred
(27.72%). Interestingly, we found that 54.45% of respondents use the
Internet for more than 10 hours daily, although less than 6 of those hours
are devoted to gaming.

Underserved needs: Based on the pain points identified in the preliminary
interview, respondents were asked to rate the dimensions of satisfaction and
importance on a 10-point Likert scale. The ratings were then converted to
percentages and used to calculate the opportunity to add value (Olsen, 2015)
in Eq. 1. For our results, the opportunity values ranged from 0.38 to 0.53,
with “forced to see” ranked highest (0.53) and “in risk of privacy disclosure”
ranked lowest (0.38).

Opportunity = Importance x (1 — Satisfaction) (1)

Value proposition: According to (Olsen, 2015), product values can be
categorized into three benefits: must-have, performance, and delighter.
AdsPlay’s values were discussed and rated by respondents on a 10-point
Likert scale. Table 2 shows the survey results from 101 valid responses. On
average, brand rewards (mean = 6.80) garnered the most attention, while
privacy received the lowest importance score.

Feature set: AdsPlay features were derived from literature on mobile game
apps and team brainstorming. Using LPD principles and gamification, each
feature was mapped in a 2x2 grid to ensure alignment with both frameworks
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(Table 3). These features were then included in a survey, where respondents
rated their importance on a scale of 1 to 10.

Prototype: Prototypes were developed based on prioritized AdsPlay
features using the Return on Investment (ROI) concept from (Olsen,
2015), where return was the feature’s importance and investment was its
development time. Table 4 outlines the MVP development plan through
usability tests. MVP1 was a low-fidelity prototype with top ROI features,
while MVP2 and MVP3 were high-fidelity prototypes created using Figma.

Table 2: Importance scores of value propositions.

Value Proposition Mean (n = 101) SD
Must have
- Fun & Relax 6.40 0.97
- Time-killing 5.94 1.43
- In-game reward 4.89 1.74
Performance
- Smoothness 6.67 0.73
- Nice graphic 5.86 1.46
- Version update 5.41 1.68
- Theme update 4.58 1.83
Delighter
- Brand reward 6.80 0.62
- Technical support 5.10 0.84
- Community 4.80 0.93
- Privacy 4.10 1.65
Table 3: Features of AdsPlay.
Gamification Features
Benefits Value Immersion Achievement Social Technical
Must have Fun, Relax, Avatar Difficulty level, - -
Time-killing Growth
In-game - Reward, - -
reward Badge,
Prolonged
play, Bonus,
Unlock,
Feedback
Performance Smoothness - - - Offline
Nice graphic - - - Graphic
Version update - - - Update
Theme
update
Delighter Brand reward - Brand reward - -
Privacy Privacy setting - - -
Tech. support - - - Customer
support,
Notification

Continued
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Table 3: Continued

Gamification Features

Benefits Value Immersion Achievement Social Technical
Community Invitation,
Teammates,
Challenging,
Social share,
Leaderboard,
Progress
Table 4: Plan of prototype development.
Features
Benefit Value MVP1 MVP2 MVP3
Must have Fun, Relax, Avatar Avatar Difficulty level
Time-killing selection creation
In-game Unlocking, Prolonged Bonus,
reward Rewards play, Badges Feedback
Performance  Smoothness Offline mode
Graphic Graphic mode
Version update Update mode
Theme
update
Delighter Brand reward  Brand reward
Privacy Privacy setting
Tech. support  Customer Notification
support
Community Teammates, Challenging, Leaderboard,
Progress Invitation Social share
USABILITY TEST RESULTS

Usability tests of AdsPlay followed (Nielsen, 1989) recommendation of
3-8 users per iteration, with 15 users in total covering nearly all product
perspectives. Three test rounds, each with 5 users, were conducted through
in-depth interviews with 15 Thai users (6 male, 9 female, aged 22-35). MVP
prototypes were used to collect feedback on features, UX, and messaging,
with a discount coupon as the brand reward. Users rated the app’s value and
ease of use on a 10-point Likert scale. Each interview lasted about 30 minutes,
and the results are shown in Figure 3.

Iteration 1: MVP1, a low-fidelity prototype, was tested with one male and
three females aged 24-35. The average scores for application value and ease
of use were 6 and 7, respectively. The prototype received positive feedback on
UX design, with 40% of users noting that it was neat and familiar, and 20%
appreciating the clear marketing message on brand awareness. Notably, 40%
of participants suggested that the game platform should feature animations,
such as a movable avatar and pop-up notices for new games, as animation
would make the game feel livelier. However, there was negative feedback on
offline mode, graphic mode, update mode, and privacy setting, as follow:
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Figure 3: Average scores of prototype revisions.

“...The offline mode sounds nice, actually, but I'm a bit worried if it
supports a team-play mode or the rewarding system, and when turns the
online mode, my scores would be updated...” (Female, aged 35).

“...Even the graphic mode is a good choice, | won’t waste my time
setting it because usually 1 play a game with a default setting. I rarely
adjust things...” (Female, aged 28).

“...The update mode is needed, but I love to see it just only when
there’s a new version to be updated. Else, it gonna be great if you make
it automatic...” (Female, aged 24).

“...Sounds good, but better you can detail what I can set up with my
privacy. Usually, I see only about a location...” (Female, aged 27).

These negative reactions were useful and brought to improve the prototype
in the next iteration of a usability test.

Iteration 2: MVP2, a high-fidelity prototype, was tested with a group
interview of 2 males and 3 females, aged 22-30. It received higher average
scores of 8 for value and 7 for ease of use. However, all participants noted the
need for a back/home button. New features were generally well-received, but
technical features remained a weakness, with 60%-80% of users deeming
them unnecessary. This indicated that previous issues had not been fully
resolved. Feedback included:

“... I think only bigh resolution / low resolution is just enough. I can do
the rest in my phone setting...” (Male, aged 26).

“... It don’t need to update at the app, I do it via App Store...”
(Female, aged 24).

“... I quite don’t care about privacy setup, I did it already at my phone
setting...” (Female, 30).

Based on this feedback, offline mode, graphic mode, update mode, and

privacy settings were removed, and the prototype was revised accordingly.
Iteration 3: The MVP3 prototype was tested with § participants (3 males,

2 females, aged 24-35). It received scores of 8 for value and 9 for ease
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of use. Feedback highlighted the importance of a back/home button, with
40% suggesting it should be available on every screen. Additionally, 60%
commented on the poor button arrangement. Despite higher scores, there
were negative reactions to two features: notification and feedback messages,
as follows:

“... It’s nice to have the notification, but I think you better make it able to
activate or deactivate...” (Male, aged 24).

“... I don’t care about it. I am just worried if it annoys while playing a
game, or not...” (Male, aged 28).

DISCUSSION

In-depth interviews conducted during usability testing provided several
valuable insights for application developers, marketers, and UX researchers.
One of the key findings was that personal privacy is not a primary concern
for Thai gamers. This observation is significant for mobile game developers
planning to launch a game platform in Thailand, as overemphasizing privacy
settings and related features could potentially become an annoyance to users,
thus leading to a waste of their time. Another important discovery was
that animation could enhance the game’s environment and increase user
engagement. A game developer should consider incorporating animations or
other movable game elements to make the game more lively and attractive to
users.

While the feature of social sharing was theoretically suggested, the study
revealed that users tend to avoid using this function. This behavior is likely
driven by concerns that sharing might disturb others. This insight contrasts
with the survey results, where the graphic, offline, and privacy modes were
rated as important. However, when implemented in the prototypes, these
features were regarded as unnecessary, particularly by female users. This
suggests that female players may not place high importance on technical
features in mobile game applications.

Implication: The study also provides several implications for brands
planning to use advergames to engage customers, expand market reach, and
increase brand awareness. The findings suggest that users generally prefer a
minimalist Ul design that still maintains a strong brand image. This insight
is particularly relevant for brands looking to utilize advergames as a new
marketing strategy.

Limitations: Despite its contributions, the study has several limitations.
First, brand rewards were a critical element in attracting users to AdsPlay.
While discount coupons were used as an example in the prototypes, the
study did not explore the impact of other types of rewards, including non-
cash incentives. Different types of rewards could influence user satisfaction
and the overall evaluation of the application, suggesting that further research
should consider a wider range of reward options.

Second, customer behaviors and preferences can vary significantly across
different product categories. However, the design of AdsPlay did not account
for these differences, which may have led to the oversight of valuable insights.
Additionally, the study focused solely on the end-users of the platform,
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without involving brand owners. As platforms like AdsPlay are monetized
by both product customers and brand owners, future research could benefit
from examining the brand’s perspective, particularly in terms of investment
and return on the application.

Finally, the study did not address factors influencing user engagement
among both regular game players and non-gamers. Understanding the
engagement dynamics of these two groups could provide valuable insights
for future advergame designs.

CONCLUSION

The overall assessment of AdsPlay improved throughout the usability tests
(see Figure 3, indicating that the development process was appropriate and
met a satisfactory standard. This suggests that AdsPlay is well-suited for the
Thai market. The removal of certain technical features led to higher ease-of-
use scores. Additionally, incorporating brand rewards proved to be a valuable
addition to the advergame.
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