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External telepromotions, 51

Food Marketing Defence Model,
384

Game advertising, 390�392
Game context

See also In-game advertising
(IGA)

game story, 313
impact of, 310�311
key findings, 321�325
limitations, 327�329
managerial implications,

329�330
method, 317�321
player control, 312�313
player involvement, 314�316
social setting, 312
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Multi-dimensions, media
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273�279
regulations, 273�276
schematic overview, 289�290
traditional advertising, 267�270
types of, 270�273

Program liking, 293�294
Public policy, 137, 138
Public policy perspective, 273�279
Purchase intention, 35

Real-world branding, 350�351
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