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Abstract
The fairly new medium, In-Game Advertising (IGA), has

become an alternative vehicle, which allows advertisers to
embed their ads in sports video games. Therefore, this study
drew up the experiential marketing, involvement, and
acceptance of in-game advertising in order to analyze the
repurchase intention of Taiwanese sport video gamers. The
on-line survey in this study especially targets the chat-room
gamers in a well-known platform of sport video game, called
Bahamut, in Taiwan. The method in this research was a survey
of the web-site and 100 samples were involved. The data were
analyzed by statistic tools, such as descriptive statistic,
independent-sample t test, ANOVA, and regression. The
results of this study were showed below:

1. Taiwanese sport video gamers were mostly male, age less
than 30, and most of them were college or university students.
They played sport video game over 13 hours every week. Their
budget upper limit for purchase sport video game software is
between NT1,101 and 1,400.

2. The variables of demographic had insignificant differences
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on experiential marketing and involvement.

3. The play hours of a week had significant differences on the
acceptance of in-game advertising.

4. Experience marketing, involvement, and acceptance of
in-game advertising were variables for the best model of
regression to predict repurchase intention of Taiwanese sport

video gamers.

Key word: experience marketing, involvement, in-game

advertising, repurchase intention
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