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Abstract 
Purpose – The purpose of this paper is to find an answer to if females today think 
in-game advertising is more sexist than other advertising. The paper will thereby 
investigate if females feel abused in in-game advertising and also what they think 
of in-game advertising in general. The paper will further also study if there are any 
differences in the females’ opinions connected to their age and therefore also clarify 
if the age is an dependent factor for the outcome.   
Design/methodology/approach – This is a deductive and descriptive study built on 
both primary and secondary sources. The primary sources are gathered through an 
empirical survey consisting of 237 females and their opinions about in-game 
advertising. The secondary sources are scientific articles gathered from mainly Web 
of Science and Scopus but also Scholar and Summon. Some information also 
comes from lessons held by Göran Svensson, professor in business economics at 
Halmstad University, November 3rd and 8th 2016.       
Findings – This study firstly reveals that females in general have both experienced 
and permit in-game advertising. Further on the study also states that females in 
general have a neutral opinion to if in-game advertising is more sexist than other 
ads, even since they have different opinions about how it is abusive or not. The 
study also present that there are differences between the answers and the females’ 
age and that females between 31-45 years are those who find in-game advertising 
mostly negative.  
Originality/value – By using both primary and secondary sources this study 
provides an answer to what females historically thought of advertising and their 
thoughts today about in-game advertising, as it has been an efficient and growing 
marketing tool for companies. 
Keywords – In-game advertising, females, sexist, permission, abused 
Paper type – Research paper 
 
 
Introduction 
Lately the technology developments have increased impressively. This trend has 
been affecting many different areas such as television channels and remote controls, 
which have made it possible for consumers to escape ordinary advertising. As a 
result, companies have been forced to find new solutions to still reach out to the 
consumers with their advertising. One alternative to reach out to the consumers that 
has received much attention lately is the product placement in entertainment media 
(Lee & Faber, 2007). This method has been proved to be a very useful method 
since it entails a wide range of alternatives for the companies to present their 
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message. For example, entertainment media makes it possible for companies to 
reach the consumers through movies, novels, songs, television shows and last but 
not least through games (Lee & Faber, 2007; Gould & Gupta, 2006). 
 
Since the video and computer game industry have expanded considerably during 
the last years advertisers have found that video and computer games are efficient 
vehicles for marketing their products or brand. When advertisers use video and 
computer games to market their products or brand it is called for “in-game 
advertising” (Yang, Roskos-Ewoldsen, Dinu & Arpan, 2006).  
 
Historically there have been many discussions about how advertising not presented 
females in a realistic way. Researchers have found and reported some gender 
stereotypes that have been reflected in advertising: females’ place is at home, 
females can not make important decisions, females are dependent on males’ 
protection and females are sexual objects (Courtney & Lockeretz, 1971). This 
wrong sight of females was highlighted already in the 1950s – 1970s as people 
began to overrule this view and advocate a new modern and more realistic image of 
females in advertising (Belkaoui & Belkaoui, 1976; Schenider & Schenider, 1979). 
But in the 1980s researchers showed different opinions about this problem as some 
stated that this sight of females still existed while others stated that the problem was 
solved (Soley & Reid, 1988). 
 
Since researchers lately stated that there has been a significant shift in how females 
today are presented in advertising in general (Lindner, 2004; Gill, 2008) and since 
advertising through games has increased lately, this study focus on investigating 
how females today perceive in-game advertising. Focus in the study is to clarify if 
females today think in-game advertising is more sexist than other advertising and 
further also if females feel abused in in-game advertising. The study also 
investigates if females think that the in-game advertising is mostly directed towards 
males or females and if there are any differences in the opinions between the ages.   
 
 
Review of previous research  
The digital games, which include both computer and console games, have been 
expanded considerably during the last years. Earlier the users were in general only 
young men but have now grown to include both genders (Williams, Consalvo, 
Caplan & Yee, 2009) and also people from different sociodemographic 
backgrounds (Poels, Janssens & Herrewijn, 2013). Based on this, games have 
turned into to an efficient vehicle for companies to reach out to consumers and 
market their products and brand. This marketing-method calls for in-game 
advertising and means that companies place their products or brand in the digital 
game as an element in the game environment (Nelson, Keum & Yaros, 2004).  
 
In an edition of Elle magazine from 2002 Dior advertised a perfume by using the 
slogan “Dior Addict” and further on “pictured a woman in her bra and underwear 
apparently enduring withdrawal symptoms. She is thrashing her body, and is 
literally covered in beads of sweat. Her bra is coming off on one side, exposing 
nearly all of her breast. She is a sex object, who is completely powerless and out of 
control” (Stankiewicz & Rosselli, 2008, p. 579).  
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Already in the 1960s and 1970s females were fighting for equity both at home and 
in the business world (Miller, 2005). The females were tired of being disparaged 
and presented as homemakers that constantly needed their men for protection and 
as sexual objects (Courtney & Lockeretz, 1971). The advertisement during this time 
was not necessary characterized by sex, but the sexism ruled as the females 
constantly disparaged. Years later the sexism still exists in advertising, but with a 
different meaning and a closer connection to the term “sexist”. Earlier “sexism” 
referred to attitudes and social practices that were based on gender and further 
disparaged the females. But later, as it means a closer relation to the term “sexist” it 
also includes attitudes that tend to arouse sexual desire. In advertising purpose, 
sexist commercials refer to make females look powerless and present them as 
objectives that are to be used by and for the satisfaction of males (Lysonski, 2005). 
 
The presentation of females as sexual objects and victims, both in pornographic and 
non-pornographic films and music videos, have been proved to increase the 
acceptance and support of violence and sexual violence against females (Malamuth, 
Addison & Koss, 2000; Kalof, 1999; Ohbuchi, Ikeda & Takeuchi, 1994). The 
sexual victimization of females are no longer limited to the pornography-market, 
but have also reached the advertising-market in general since the body positions 
and sexual relationship between males and females many times have been adopted 
from the pornography (Stankiewics & Rosselli, 2008).  
 
 
Methodology  
This study is a descriptive study built on primary and secondary sources, since it 
includes both new empirical studies and previous research from other scientists. 
When conducting a study one of the first step is to decide if the study should be of 
either deductive or inductive nature (Jacobsen, 2002, p. 42.45). Since the author 
chose to firstly study precious research to get a perception of the area and further on 
collect empirical information this study is of deductive nature.  
 
The secondary sources that are used in this study consist of scientific articles. 
Those have been gathered from generally Web of Science and Scopus but also from 
Scholar and Summon. To maintain a high validity through the review of previous 
research the author chose to mainly use peer-reviewed articles that have been cited 
many times, and therefore are trustworthy sources. Some fact in this study is also 
gathered from lessons held by Göran Svensson, professor in business economics at 
Halmstad University, November 3rd and 8th 2016.       
 
Survey design and process 
When creating a survey and collecting primary sources, it can either be of 
quantitative or qualitative nature (Jacobsen, 2002, p. 57-58). Since there exist 
previous research in the area and since the essential variables are clear, the author 
chose to go wider and made a quantitative study consisting 237 females.  
 
The survey was created as a digital survey through Google Drive Formular and 
further posted on Facebook. The motive for using a digital survey and Facebook is 
that the author wanted to reach out to as many females as possible, independent of 
what city they live in, to maintain a high validity and reliability. Since both Google 
Drive Formular and Facebook are free applications the author was able to be 



parsimony in the survey-process. The author also chose the digital survey since 
many today have a computer or cell phone and thereby easily can reach the survey. 
By using digital survey the author also were able to have minimal interference on 
the participants and avoid affecting the result. 
 
The survey focused on finding females’ opinions about if in-game advertising more 
sexist than other ads. Since the concept sexist is both wide and abstract the author 
firstly made items of the concept through operationalization. By doing this, the 
author made four questions and four statements that all connects to the main 
question and also made the concept measureable and concrete. According to G. 
Svensson (lecture, November 8th, 2016) this operationalization process consists of 
six steps:  

1. Determine research context 
2. Assess precious studies and existing theory  
3. Define construct(s) 
4. Define measurement scale and anchor points 
5. Develop items 
6. Design questionnaire layout.  

 
The respondents were in the survey given different answers and were supposed to 
mark the answer that best fits their opinions. The first question, about their gender, 
included the alternatives “male” and “female”. The reason for including this 
question was that the author wanted to be able to remove the males’ answers, since 
the study focus on females’ opinions. The next question, about their age, included 
six different and exhaustive alternatives (0-15, 16-30, 31-45, 46-60, 61-75, 76-) to 
make sure that every respondent found an answer that fits their age.    
 
The third and fourth questions about experience and permission included the 
alternatives “yes”, “no” and “do not know”, and the fifth statement about the 
advertisings direction included the alternatives “males”, “females” and “do not 
know”. The motive for the neutral answer was that the author wanted to secure the 
validity of the survey and further not force the respondents to choose an answer that 
not fits their real opinion. The neutral answer also makes it possible for respondents 
that do not have an opinion to give a trustworthy answer (Wärneryd et al, 1990, p. 
107-108).  
 
The three last statements, about if advertising is sexist and the abusiveness towards 
females and males, were given the alternatives in the shape of a Likert-scale from 
1-5. This means that the respondents where supposed to take a stand if they 
disagree strongly (1), disagree (2), neutral (3), agree (4) or agree strongly (5). Even 
at these statements the respondents were given a neutral answer to not be forced to 
pick an answer and to maintain a high validity in the survey.  
 
Given the 237 answers, the author further used SPSS to compile the answers and to 
make a Chi-square test to se if there were any connection between the females’ ages 
and their answers. The Chi-square test was therefore used to se if there was a 
chance that the coincidence has affected the outcome at each question. According 
to G. Svensson (lecture, November 3rd, 2016) the critical limit is 5%, which meant 
that it the significance is over 5% there is a chance that the answers depend on 
coincidence. 



Empirical findings  
The survey was based on eight questions that are showed in Table 1 below.   
 
 
 
 
 
 
 
Table 1. The questions that were asked in the survey. 

Table 1 shows that there are 383 valid answers at the question gender and then 237 
valid answers at the remaining seven questions. This difference, 146 answers, 
represents the answers that the males who participated in the survey gave and are 
further not included in the survey. Table 1 also states that there are no missing 
answers at any question. 
 

 
   Figure 1. The females’ answers on the question “Age?”. 

Figure 1 present the females’ answers to the question “Age?” and states that 2 
respondents are between 0-15 years, 146 respondents between 16-30 years, 60 
respondents between 31-45 years, 22 respondents between 46-60 years and 7 
respondents between 61-75 years. The alternative 76 years and over are in table 2 
removed since no one answered with that age.  
 

 
 
 
 
 

 
 
  
 
 

 
Figure 2 and Table 2 shows the outcome of the females’ answers between the ages 
on the question “Have you experienced in-game advertising?”. These present that 
181 females of 237 respondent females’ have experienced in-game advertising and 

 Table 2. Females’ experience of in-game advertising 

Figure 2. Females’ experience of in-game advertising  
  

 Table 3. The Chi-square test  



that 37 females have not. 19 females stated that they do not know if they have 
experienced in-game advertising. Table 3 present the result of the chi-square test, 
which gave a significance on 2,4%.  
 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
Figure 3 and Table 4 shows the outcome of the females’ answers to the question 
“Do you permit in-game advertising?”. At this question 142 females answered that 
they do permit in-game advertising and 70 females answered that they do not. 25 
females stated that they do not know their opinion about this. Table 5 shows the 
Chi-squared test and states that the significance is 2,2%. 
 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
Figure 4 and Table 6 present the females’ answers to the statement “In-game 
advertising is mostly directed towards...”. 159 females answered that in-game 
advertising is mostly directed towards males, 10 answered that it is mostly directed 
to females and 68 answered that they do not know. Table 7 shows the Chi-squared 
test which gave a significance of 0%. 
 
 
 
 
 

Table 4. The answers to if females permit in-game 
advertising 

Figure 3. Females’ permission for in-game advertising Table 5. The Chi-squared test 

Figure 4. Females’ opinions on whom in-game 
advertising are directed towards 

Table 6. The answers to whom females think in-game 
advertising are directed towards 

Table 7. The Chi-squared test 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 5 and Table 8 shows the females’ answer to the statement “in-game 
advertising is more sexist than other advertising”. 109 females answered neutral, 71 
agreed or agreed strongly and 57 disagreed or disagreed strongly. Table 9 showed 
the Chi-squared test which gave a significance of 85,3%.  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 6 and Table 10 present the females’ answers to the statement “In-game 
advertising is abusive for females. 121 females answered neutral, 59 answered 
agree or strongly agree and 55 answered disagree or disagree strongly. Table 11 
shows the Chi-squared test that gave a significance of 48,4%.  
 
 
 
 
 
 
 
 
 
 

Figure 5. Females’ answers to if in-game advertising is 
more sexist than other ads 

Table 8. The answers to if females think in-game advertising is more 
sexist than other ads  

Table 9. The Chi-squared test 

Figure 6. Females’ answers to if in-game advertising is 
abusive for females 

Table 10. The answers to if females think in-game advertising is 
abusive for females  

Table 11. The Chi-squared test 



 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 7 and Table 12 present the females’ answers to the statement: “In-game 
advertising is abusive for males”. 58 females answered neutral, 11 answered agree 
and 168 answered disagree or disagree strongly. No female answered agree strongly 
and therefore that alternative is not included in Table 12. Table 13 shows the Chi-
squared test which gave a significance of 2,5%.   
 
 
Results  
The result from the survey states that the majority of the respondents are between 
the ages 16-30 years and that no respondents were over 76 years (Figure 1). Since 
there are 237 females that answered in the survey the sample-size might not 
represent the population perfect, which therefore is a bias in the study.  
 
The result states that there is a majority at all ages that answered that they have 
experienced in-game advertising (Figure 2 & Table 2). This can be related to the 
fact that games in general have grown to be used by both genders and therefore also 
can be seen as a efficient marketing tool. Since the significance at this question is 
2,4% (Table 3), and therefore is below the critical limit of 5%, the outcome in 
every age-interval are trustworthy since there are a low chance that the coincidence 
have affected the answers. Even though it is an efficient marketing tool for the 
companies and since 142 females permit it, there are still 70 females in the study 
that do not permit it. The females in the ages between 31-45 years were the ones 
that showed most negative attitudes towards in-game advertising since 26 of 60, 
which is 43,3%, answered no to the question about permission (Figure 3 & Table 
4). Since the significance was proved to be 2,2% the outcome between the ages are 
trustworthy.  
 
Previous research states that games historically have been more directed towards 
and used by males, but means that there have been a shift in this view since more 
females recently have began to play both computer and video games. Although, 
most of the females in this survey stated that they find in-game advertising to be 
more directed toward males (Figure 4 & Table 6). At this question the significance 

Figure 7. Females’ answers to if in-game advertising is 
abusive for males 

Table 12. The answers to if females think in-game 
advertising is abusive for males 

Table 13. The Chi-squared test 



was 0% (Table 7), which states that the answers that the females at different ages 
have been given are trustworthy.  
 
Historically much advertising has been including a very sexist presentation of 
females, as the example of Dior in the Elle magazine from 2002. Females were 
often presented as sex objects and victims and were constantly disparaged as they 
looked powerless and out of control. In the beginning the advertising focused on 
the “sexism” by disparaging the females because of their gender, but within time it 
went more towards the “sexist” way since females become more and more sexual 
objects. The females in this study had quite various answers to if in-game 
advertising is more sexist than other advertising today. The majority, 109 females, 
answered with the neutral option and 71 females agreed or agreed strongly and 57 
disagreed or disagreed strongly (Figure 5 & Table 8). The Chi-square test showed a 
significance of 85,3% (Table 9), which is high and also states that there might be a 
chance that the answers within the ages might depend on coincidence. Even at the 
statement about if in-game advertising is abusive for females the Chi-square test 
showed a high significance of 48,4% (Table 11). 59 females answered agree or 
agree strongly and 57 females disagree or disagree strongly, which is quite close. 
Even here mostly of the females chose the neutral answer, more specifically 121 
females chose the neutral answer (Figure 6 & Table 10). But at the opposite 
statement, if in-game advertising is abusive for males, the majority of the females 
were quite agreed. 11 females answered agreed (no females agrees strongly), 58 
chose the neutral answer and 168 answered disagree or disagree strongly (Figure 7 
& Table 12). Since the significance is proved to be 2,5% (Table 13) there is a low 
chance that the answers between the ages depends on the coincidence and the 
outcome is therefore trustworthy.   
 
Conclusion 
This study states that in-game advertising is commonly occurring today and that 
females in general permit it. Since the significance at the question about permission 
is below 5% the outcome within the ages are trustworthy and the conclusion can 
therefore be drawn that females between the ages 31-45 years are the ones that are 
mostly against the in-game advertising. One reason for this can be, as they are born 
in the 1970s, that they have a negative sight on advertising in general since they 
might have seen females be abused in advertising historically. This conclusion 
might also be proven by the fact that, within the females between 31-45 years, there 
were more respondents that agreed with the fact that in-game advertising is abusive 
for females than those who disagreed.  
 
The conclusion is further that there are different opinions about if females think in-
game advertising is more sexist than other advertising. Based on the empirical 
survey many females chose to be neutral in their answers, which can mean that they 
either do not know because of low knowledge in the subject or that they feel that 
their answer fits in that alternative the best.  
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