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Abstract

The PGA Tour/Tiger Woods golf series was examined
for brand and product placement and found to have
2,100 identifiable brand images, with all but one
occurring in the final three years. Brands appearing
most frequently included Oakley, Nike, adidas,

TW Nike and Tag Heuer. By product category, Nike
was leader in equipment (36%) and Oakley in apparel
(31%). The results indicate that video games are
increasingly seen as viable marketing avenues.

Executive summary

The increasing popularity of the sports video game
genre has provided advertisers with new avenues for
marketing and product placement. Video games, once
seen as kids' games and strictly recreational tools,
have transformed into vivid, life-like representations of
a wide variety of situations. Sports video games in
particular have been embraced in the marketplace,

with the genre holding 40% of the console gaming
marketplace. Chief among the demographic groups
that purchase sports video games is Generation Y, a
highly desirable target market for advertisers that
comprise consumers aged 18-34. As video games
have advanced technologically, advertisers appear to
have taken notice, with industry-wide expenditure on
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in-game product placement rising sharply — from
$50 million in 2004 to a projected $120 million in
2006.

The purpose of this study was to examine whether
companies are using the sports video game genre for
the purposes of branding and product placement, and
if so, to what extent this utilisation is taking place. The
study examined the highly popular PGA Tour/Tiger
Woods golf game for the Playstation and Playstation 2
consoles from 1997-2006, utilising the content
analysis method to measure the amount of product
and brand placement present in the various menu
options for each year of the series. The study used the
brand image, name or logo as the unit of
measurement.

The results of the study reveal that advertisers are
indeed using sports video games for the purposes of
branding and product placement, and that this
utilisation is a relatively new phenomenon. For the first
seven years of the series, there was only one
incidence of branding. However, in the final three
years of the series, from 2004-2006, there were
2,099 unique occurrences of branding and product
placement. Furthermore, the number of incidences of
branding in each game more than doubled from 2004
to 2006, while the number of brands represented in
the game nearly doubled over that same time span.
Certain brands had a much larger presence than
others, with adidas, the Nike family and Oakley
accounting for more than two-thirds of the total
branding impressions recorded. In all, 24 distinct
brands were identified over the life of the series,
including such niche companies as Cobra, Precept
and Under Armour.

These results indicate that sports video games are
increasingly seen as viable marketing avenues by
companies and by advertisers. The growing number of
visible company brands, coupled with the increasing
number of available products, indicates a desire by
these companies to have their brands seen and
utilised by users of this game series.

Introduction

Video games (i.e. Pong, Space Invaders, Pac-Man)
were introduced almost three decades ago as a new
form of home entertainment. While early home video
games were rather basic in design and execution, the
genre has since evolved in terms of technology,
interactivity and popularity. Today, there are 132
million teen and adult gamers in the United States
alone, where nearly half of all households have a
games console (Brown, 2006). Sales of entertainment
software reached $8.2 billion in 2004, and are
expected to reach $15 billion in 2009. The potential
reach for advertisers and corporate entities is
enormous, as video games have provided another
medium through which marketers utilise brand
development and brand awareness.

The modern success of the sports video game genre
began with EA Sports’ Madden NFL Football. The
series has sold more than 19 million units since its
debut in 1989. Because of the enormous success of
this video game, a separate sports category was
created, which now includes games from several
different sports entities, such as golf (PGA Tour/Tiger
Woods), baseball (MVP Baseball, Triple Play), football
(NCAA College Football), basketball (NBA Live, College
Hoops) and boxing (Fight Night). In 2005, 17.3% of
video games sold were of the sports genre (Essential
Facts, 2006) and six of the top 10 units sold in 2005
were sports games.

Despite competition from several other companies,
EA Sports — a subsidiary of Electronic Arts (EA) — is
the leader in the sports gaming industry, with a 25%
market share. EA Sports accounts for a third of EA's
$3.1 billion annual revenue. Video sports games not
only provide EA and other gaming companies with
billions of dollars in revenues, but they also provide a
uniqgue ‘outside the box” method of marketing and
advertising for the corporate world. According to the
Sports Business Journal, in-game video game
advertising spending was at $50 million in 2004.

In 2005, advertising expenditures jumped to
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$80 million (Video Game, 2006), with a projected
total of $730 million by 2010 (Brown, 2006).

The traditional marketing and advertising spending
patterns that have supported corporate brands are not
as effective in the current market environment,
because many of these time-honoured initiatives are
creating less of a return on investment than they did
before. In today’s marketplace, it is the marketer’s job
to relate the brand to its target consumer in a very
personal and relevant way. Experts indicate that major
advertising agencies are expanding client services to
include all forms of sports marketing and sponsorship
opportunities, including video games (Bonham, 1998,
as cited in Bush et al, 2004). Sports video games
have become an effective way in which advertisers
can reach an ever-growing target audience.

While it is true that video games reach a wide
demographic range (Brown, 2006), one of the most
important market segments to advertisers is
individuals born between 1977 and 1994, otherwise
known as Generation Y (Bush et al, 2004). Within
this overall market is the teen market segment, one of
the most coveted of all segments due to the
consumers’ spending power, ability to be trendsetters,
receptivity to new products and tremendous potential
for becoming lifetime consumers (Brand, 2000;
Wolburg & Pokrywczynski, 2001). Video games are
the “most frequently used interactive media” among
this valued market segment (Beentjes et al, 2001,
p.95). The teen market is notoriously difficult for
marketers to capture, so as the infrastructure for
in-game ads improves, it seems clear that advertisers
will recognise the potential and embrace it (Tochen,
2006). Advertising in video games provides marketers
with a rare opportunity to play a significant role within
this popular and ever-growing entertainment vehicle
(Brown 2006). By actively getting involved in video
games, advertisers are developing a brand image in a
medium that is attractive to this market segment.

Review of literature

Advertising
Successful advertising can enhance a brand’s
reputation in a specific product category, which can
lead to a greater increase in sales and more positive
feelings for the overall brand (Chaudhuri, 2002;
Zajonc, 1980). Advertising theory concludes that in
the absence of functional brand differentiation, brand
advertisement has to give every consumer some
reason, benefit or added value to be able to select one
brand over another (Ehrenberg et al, 2002).
Successful advertising and marketing should affect a
consumer’s experience, meaning that advertisers
should not just tell the consumer about the brand, but
should also allow the consumer to experience the
brand (Calder & Malthouse, 2005). Customer
perception of a brand'’s value occurs when the
customer is familiar with the brand and holds
favourable, strong and unique brand associations in
their memory (Keller, 1993). Video gaming is a genre
that is well suited to marketing and advertising.
Advertising, through the gaming experience, allows
for repeated exposure of the brand, which in turn
leads to a more conscious understanding of a brand'’s
image (Ehrenberg et al, 2002).

Brand and product development

To properly develop a product’s brand, advertisers and
marketers must be able to differentiate their product
from those of their competitors. Both Aaker (1991) and
Keller (1993) argue that the creation of brand value
(i.e. added value associated with a brand name) is
largely driven by consumers’ mental associations
relative to a specific brand. As noted by Mehta et al
(2001, p.9), “A consideration set refers to the set of
brands (a subset of all the brands in the product
category) over which a consumer makes an explicit
utility comparison or cost-benefit trade-off before she
makes her brand choice decision.” Video games
present a new method of advertising to those target
consumers that corporations may not fully be reaching.
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The concept of brand community may be applicable
to the investigation of brand placement in video games.
Cova and Pace (2006, p.1087) noted that the study of
brand community involves the examination of
“consumers driven by a similar passion or ethos to
form a group, thereby producing a sub-culture”. Brand
communities form around a particular product and
have been interpreted in several ways in previous
research, including relatively simple brand-to-consumer
connections, as well as more complex webs of
community which involve the brand, the customer, the
product and the marketer (McAlexander et al, 2002).
Brand communities may exist on a dual-level basis in
relation to product placement in video games, on one
level involving communities focused on the brands
included in the game and on another level involving
communities focused on the games themselves.

It is essential that advertisers maximise their overall
investment by actively leveraging their role in video
games with a meaningful marketing strategy (Farrelly
et al, 2005). Product placement via video games
offers advertisers an opportunity to reach a larger and
more captive audience than they would with
traditional advertising methods (Nelson, 2002).

While some marketing methods involving sports could
be considered obtrusive, this is not the case with
in-game marketing. In fact, research shows that gamers
enjoy the method of marketing via product placement
because they believe it enhances the realism of the
experience, aids character development, creates a sense
of historical subtext and provides a sense of familiarity
(Nelson, 2002; Tsuruoka, 2006). Advertisers see the
effectiveness of including their products in computer
and video games as a popular method to increase
brand awareness (Nelson, 2002). Advertisers have
found that the marketing method of product placement
is a successful way to develop their brand to a specific
market segment. The brand can play an endorser role,
in that it will provide credibility and instil confidence in
the consumers, especially if new technology like video
games is involved (Aaker, 2004).

Product placement within video games provides
advertisers with the ability to consistently demonstrate

their product in its natural state, such as a round of
golf, and to do so over a period of time not afforded by
the temporal constraints of a television broadcast.

Video games

Video games allow for brands to create a significant
number of unique impressions on a specific target
market that they might otherwise not be able to reach.
A unique brand that can position itself in the
marketplace as superior will lead to an increase in its
reputation, which will in turn lead to a greater market
value (Chaudhuri, 2002). Video games provide this
unigue opportunity for corporate brands. The
technological advancements in gaming have made it
easier and more efficient for marketers to place highly
targeted brands in games which will have a positive
effect on the consumer’s involvement with the
respective brand (Nelson, 2002).

There have been several studies done within the
genre of video games, most of which focus on
sociological aspects of the individual participating
(Beasley & Standley, 2002; Vandewater et al, 2004).
However, only a few studies have focused on business
aspects of the video game industry. Most notable was
the study by Nelson (2002), which focused on the
effectiveness of placing brands in racing games by
measuring the sponsorship recall of the participants.
The study found that players were able to recall 25-
30% of brands in the short term and approximately
10-15% of the brands at a delay. Brands that were
associated with a major part of game play or brands
that were already relevant to the consumer
experienced a higher recall rate.

Purpose of the study

The purpose of this study was to determine the recent
trends in brand development in sports video gaming.
This work breaks new ground because it concentrates
on brand development and trends over the past
decade in sports video games. In an effort to
determine the existence and extent of this brand
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development, this paper analyses the annual golf
video games offered through EA Sports and Tiger
Woods PGA Tour. This sport and these releases were
selected because of their unique position in the video
game marketplace. The burgeoning popularity of the
sport of golf, particularly among young people, can be
traced back to the appearance of Tiger Woods on the
PGA Tour in the late 1990s and his subsequent
successes. Not only have Woods’ on-course successes
increased interest in the game among the youth
demographic, but the presence of a consistently
successful multiracial golfer made golf an attractive
sport to a wide variety of social, racial and economic
groups (Lieber, 2001).

The PGA Tour/Tiger Woods series is also relatively
unigue in the video gaming segment of the sports
industry, standing as the only mainstream sports title
where the user can create an individual character in
his/her own image, progress that character through a
series of individual-play tournaments and dress that
character in whatever way s/he sees fit. In addition,
the PGA Tour/Tiger Woods series is one of the longest-
running sports gaming franchises, with the original PC
version of the game appearing in the early 1990s. The
study involved an analysis of the first decade of golf
video-game releases (1997-2006). By examining the
brand usage and placement, a better understanding of
how corporations use video games to develop a
specific brand line to a captive audience is achieved.

Based on the results of previous research into
branding, brand development and video games, the
following research questions were developed for this
study:

1. Do corporate advertisers use sports video games as
an avenue for branding?

2. To what degree are corporate advertisers integrating
their products into sports video games?

Methodology

The methodology for this study was a content analysis
of brand images appearing in the annual golf video
games offered through EA Sports and Tiger Woods
PGA Tour. Content analyses have been conducted on
books, newspapers, television broadcasts, websites
and many other communication formats (Riffe et al,
2005). This unobtrusive and non-reactive research
methodology is simply the systematic and replicable
examination of communication symbols. The brand
images appearing within the menu frame of the video

games (N=10) provided the overall data for this study.

All of the game menu options, products and brands —
with the exception of the manufacturer’s (EA) brand —
were coded. Only those brand images that met the
study’s codebook and coding protocol (i.e.
recognisable, visible, understandable) were coded.

Measures

The study involved a descriptive analysis of brand
images (e.g. logos) included in the video games
(N=10) over the prescribed time (1997-2006). For
the coded material examined, the unit of analysis was
the brand logo or image. In an attempt to discover the
existence and extent of brand development in sports
video games, seven coding measures were developed
and coded. The coders first identified themselves (1 or
2). Next, the year in which the golf video game was
released was recorded. Following this, the game menu
location (i.e. equipment, apparel) was noted. The
coders then recorded the brand name of the product,
and the featured product was noted by the coders. For
example, the coders identified if the brand appeared
on a ball, putter, pair of pants, shirt, glove, etc and
then determined whether the feature product was
locked or unlocked. (This was determined by the
user’s ability to purchase or use the item in question
in the default game — if an item was unable to be
purchased from the game menu frame, it was
considered a locked product.) The last variable coded
was the dollar amount. This only applied to those
elements of the game where items were being
purchased (i.e. the game’s Pro Shop).
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Coders

Riffe et al (2005) note that content analyses can use
one coder, two coders or several coders. In order to
efficiently and effectively code the content of this study,
two trained sports management doctoral students were
utilised as coders. Both of the coders had an effective
level of training and worked independently. These two
coders were utilised due to their involvement in and
familiarity with the codebook, coding sheets and coding
protocol. First they independently examined the same
two video games, which were chosen by random
selection and which represented 20% of the total
sample. This initial coding was done in order to test
intercoder reliability (explained below). After the
completion of the intercoder reliability section, the
remaining eight video games (from a total of 10) were
randomly divided into two groups, with each coder
given four video games. In total, each of the coders
coded six video games (two intercoder reliability games
plus four individual games).

Reliability

Reliability in content analyses is directly connected
with intercoder reliability. This is the determination of
the degree to which coders consistently measured the
coding variables. The testing of intercoder reliability
involves measuring consistency, which involves both a
simple agreement percentage and a statistic that takes
into consideration the element of chance agreement.
To effectively test reliability in content analysis,
researchers must have an overlap of data (normally a
minimum of 10%) where the project coders have
coded the same information (Riffe et al, 2005).
Therefore, two video games (20% of the 10 video
games in this study) were randomly selected, in order
to provide a reasonable size for a data overlap. The
same two video games were independently coded by
the study’s two coders. An examination of the issues
in this sample that fit the requirements of the
codebook protocol produced a total of 404 brand

images. The 404 brand images were 19.2% of the
total brand images (2,100) coded for this study.

The first stage of reliability requires the calculation of
simple percentage agreement, which can be
determined by tabulating the number of times the
coders have coded the data the same way. For this
study, the agreement between the coders in the
overlap area resulted in percentages that ranged from
95.8% to 99.3% (Table 1). According to Riffe et al
(2005), any agreement percentage above 80% is
considered acceptable. However, because this
agreement could be the result of accurate coding or
nothing more than agreement by chance, there is a
need for a second stage in the testing of intercoder
reliability. This stage takes out agreement by chance
alone. It involves turning the percentage of agreement
into a coefficient of reliability (Potter & Levine-
Donnerstein, 1999). For this study, these scores
ranged from .953 to .992. Any reliability assessment
above .70 is considered acceptable for the corrections
for chance agreement (Riffe et al, 2005). This study’s
high numbers relating to percentage of agreement and
correction for chance agreement confirm that the two
coders were thoroughly familiar with the coding
protocol and codebook by the time this study was
conducted. Overall, they were highly consistent in
their application of the protocol definitions and
procedures.

Data analysis

The purpose of this study was to determine the recent
trends in brand development in sports video gaming.
The data gathered were used to determine the
existence and extent to which brands were integrated
into the golf video games offered through EA Sports
and Tiger Woods PGA Tour. Using the Statistical
Package for the Social Sciences 13.0 [SPSS],
descriptive statistics and frequency tables were used to
tabulate, describe and summarise the parameters of
the data that were collected.
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TABLE 1 Reliability percentages and corrections for chance agreement

VARIABLE PERCENTAGE OF AGREEMENT SCOTT'S PI
CODER 99.3 .985
VIDEO GAME 99.3 .985
GAME MENU 99.3 .989
BRAND NAME 99.3 .992
PRODUCT 95.8 .953
LOCKED/UNLOCKED 99.3 .985
DOLLAR AMOUNT 98.8 .986

TABLE 2 Total brand images by game year

GAME YEAR NUMBER OF IMAGES PERCENTAGE OF TOTAL
1997 0 0.0%
1998 0 0.0%
1999 0 0.0%
2000 0 0.0%
2001 0 0.0%
2002 2 0.1%
2003 0 0.0%
2004 403 19.2%
2005 779 37.1%
2006 916 43.6%

Results

This study involved the coding of all 10 golf video
games released by EA Sports and Tiger Woods PGA
Tour from 1997 through 2006. The coding protocol
and timeframe of the study yielded for analysis a total
of 2,100 brand images that fitted the study’s protocol.
Nearly every brand image recorded in the coding
process occurred in the last three years of games that
were examined, with the most recent year, 2006,
containing 916 brand images. Table 2 reflects the
year-by-year breakdown of recorded images.

The 2,100 images coded in this study represented 24
unigue brands over the life of the series, with the top
five occurring brands appearing in Table 3. None of
the remaining brands coded comprised more than
3.9% of the total data set. In order, however, these
remaining brands included: Taylor Made, Callaway,
Under Armour, Ping, Cleveland Golf, Dunlop, Maxfli,
Cobra, Precept, Grafalloy, Mizuno, True Temper,
MacGregor, Odyssey Golf, Bridgestone, Golden Bear,
Rossa, Tour Stage and Never Compromise.
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An examination of the brands within each specific
year revealed that several brands were consistently
represented in the 2004, 2005 and 2006 editions of
the video games. Table 4 illustrates the top brand
occurrences for those three years. There were 15
different product groupings coded over the life of the
series. The product grouping with the most
occurrences was ‘Shirts’ with 535 (25.5% of the
total), followed by ‘Headwear’ with 472 (22.5%),
‘Pants’ with 199 (9.5%), ‘Watches/Jewellery’ with
152 (7.2%) and ‘Shoes’ with 125 (6.0%). The
remaining product groupings coded in this study
(ranging from 5.4% to 1.4 %) were Shafts, Eyewear,
Balls, Irons, Wedges, Gloves, Putters, Drivers, Fairway
Woods and Gloves.

Also analysed were the distributions of brands in
terms of the various product groupings. The Nike
brand had the widest distribution, appearing in 14 of
the 15 identified product groupings. The
‘Watches/Jewellery’ product grouping was the only one
in which the Nike brand was not represented. The
other brands that had wide distributions were
Callaway and Dunlop (each represented in nine of the
15 product groupings), Precept and Taylor Made (eight
product groupings each), Bridgestone, Cleveland Golf,
Cobra, Mizuno, Oakley and Ping (seven product
groupings each), Golden Bear and MacGregor (six
product groupings each) and adidas, Tour Stage and
TW Nike (five product groupings each).

For the life of the series, Nike was the most
commonly occurring brand in five of the product
groupings: Balls, Putters, Fairway Woods, Socks and
Gloves. Oakley was the most commonly occurring
brand in five categories as well: Shoes, Pants,
Headwear, Eyewear and Watches/Jewellery. Taylor
Made was the most commonly occurring brand in
three of the product categories: Irons, Drivers and
Shafts. Cleveland Golf was the most commonly
occurring brand in Wedges, and adidas was the most
commonly occurring brand in Shirts.

While there were no brands included from 1997 to
2001, several brands were added to the game during
the final three years that were reviewed. Although

there were no brand images coded in the 2003 game,
the two brand instances coded in the 2002 game
both belonged to Nike. In 2004, the number of
brands increased to 13. In addition to Nike, the
product line-up for 2004 included adidas, Callaway,
Cleveland Golf, Maxfli, Odyssey Golf, Ping, Precept,
Rossa, Tag Heuer, Taylor Made, Tour Stage and TW
Nike. In 2005, the number of brands included
increased to 17. The game added Cobra, Dunlop,
Grafalloy, Never Compromise, Oakley and True
Temper, while Precept and Tour Stage did not repeat
their appearances in the game. In 2006, the number
of included brands increased to 22, with Bridgestone,
Golden Bear, MacGregor, Mizuno and Under Armour
appearing for the first time, Precept appearing again
after a one-year hiatus, and Cleveland Golf and Never
Compromise not appearing.

An examination of brand occurrences based on type
of product category was also conducted, with the 15
product categories broken up into two segments:
Equipment, which encompassed all items dealing
directly with the playing of golf (Balls, Drivers, Fairway
Woods, Gloves, Irons, Putters, Shafts, Wedges), and
‘Apparel’, which denoted all other categories (Eyewear,
Headwear, Pants, Shirts, Shoes, Socks,
Watches/Jewellery). For the life of the series, the
brand with the most instances of equipment was Nike,
with 107 (22.1%) of the 485 equipment items. The
leader in number of apparel items was Oakley, with
499 (30.9%) of the 1,615 apparel items in the game,
and all of those occurring in just the last editions
released over the last two years of the study’s
timeframe (2005 and 2006). An examination of the
individual final three years (2004, 2005 and 2006) of
the study reveals some interesting results in terms of
brand occurrence based on type of product category,
highlighted in Table 5.

‘Locked’” and ‘unlocked’ products were also a
measured element of the game. An ‘unlocked’ product
was available for purchase from the outset of the
game, while a ‘locked’ product was not available to
the user until some sort of in-game requirement had
been met. Of the 2,100 products, 835 (39.8%) were

150 International Journal of Sports Marketing & Sponsorship e JANUARY 2009 e



TABLE 3 Top five occurring brands

BRAND NAME NUMBER OF IMAGES PERCENTAGE OF TOTAL
OAKLEY 499 23.8
NIKE 414 19.7
ADIDAS 368 17.5
TW NIKE 134 6.4
TAG HEUER 119 5.7

TABLE 4 Top five brand occurrences 2004-06

2004 2005 2006

BRAND NUMBER BRAND NUMBER BRAND NUMBER
NIKE 121(30%) OAKLEY 251 (32.2%) OAKLEY 248 (27.1%)
ADIDAS 111(27.5%) NIKE 140 (18.0%) NIKE 151 (16.5%)
TW NIKE 37 (9.2%) ADIDAS 128 (16.4%) ADIDAS 129 (14.1%)
TAG HEUER 32 (7.9%) TAG HEUER 52 (6.7%) UNDER ARMOUR 50 (5.5%)
CLEVELAND GOLF 22 (5.5%) TW NIKE 48 (6.2%) TW NIKE 49 (5.3%)
TOTAL 403 TOTAL 779 TOTAL 916
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TABLE 5 Brand leaders by category 2004-06

BRAND LEADER NUMBER OF ITEMS PERCENTAGE OF YEAR TOTAL CATEGORY ITEMS
2004 EQUIPMENT NIKE 36 35.0% 103
2004 APPAREL ADIDAS 117 37.0% 300
2005 EQUIPMENT NIKE 36 23.8% 151
2005 APPAREL OAKLEY 251 40.0% 628
2006 EQUIPMENT NIKE 35 23.2% 628
2006 APPAREL OAKLEY 248 36.2% 685

TABLE 6 Brands with at least 40% of items unlocked

BRAND NUMBER OF UNLOCKED ITEMS PERCENTAGE OF BRAND'S ITEMS
ADIDAS 192 52.2
NIKE 213 51.4
TAG HEUER 57 47.9
OAKLEY 204 40.9
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‘unlocked’ and therefore available from the outset of
the game, while 1,265 (60.2%) were ‘locked’. The

brands with over 40% of their products unlocked are
listed in Table 6.

Discussion

The purpose of this study was to investigate recent
trends in brand development in sports video gaming.
The results indicate a demonstrable increase in brand
occurrence over the life of the PGA Tour/Tiger Woods
video game series, both in terms of number of brands
included and overall number of available products.
This increase of brand occurrence indicates that this
video game series has rapidly become an important
marketing conduit for companies engaged in the
manufacture of golf products, apparel and other items.
According to the data collected, the development of
the PGA Tour/Tiger Woods video game series into a
viable marketing element was sudden. The lack of
branding in the games from 1997 to 2003 could have
been due to a number of factors, including technical
limitations, graphics capacity and a lack of advertiser
familiarity and/or comfort with the video game genre.
As discussed earlier, it has become essential that
advertisers can maximise their overall investment by
actively leveraging their role in video games with a
meaningful marketing strategy (Farrelly et al, 2005).
One of the most revealing results is that the number
of brands nearly doubled from the first version of the
game that had a large quantity of branded products
(2004) to the last version coded (2006). In 2004, the
number of brands stood at 13. Despite three brands
dropping during the next two years, the overall
number of brands increased to 22. In addition to an
increase in brands featured, the overall number of
products more than doubled over the same time span,
from 403 in 2004 to 916 in 2006. This finding is not
surprising given the overall increase in spending on
in-game advertisements during this period (Video

Game, 2006) and the increasing realisation among
companies that video games are a useful method by
which their target markets can be reached.

The prominence and volume of products bearing the
Oakley brand are two intriguing findings of this study.
A possible reason for this finding is that Oakley, which
is not as well known as Nike or adidas in terms of its
golf apparel line, wanted to utilise the popularity and
visibility of the Tiger Woods video game series to
introduce its vast product line to golfing fans in the
game's demographic. It should be noted that if the
Nike and TW Nike brands were combined into one,
the overall Nike brand would lead in overall branded
products featured.

Nike was the most diversified brand in terms of
product grouping appearances, with its logo appearing
in 14 of the 15 groupings. Given Nike's recent
entrance into the golf equipment industry, and given
its existing contract with the golfer (Tiger Woods)
whose name is featured on the title of the series, this
is not a surprising occurrence. Furthermore, Nike had
the greatest number of ‘unlocked’ products available to
users at the start of the game. One could interpret this
as indicating Nike's desire to have its products readily
available to users from the outset. If Nike has chosen
to follow the basic premise of brand exposure
mentioned above (Chaudhuri, 2002; Zajonc, 1980),
then it makes sense that it would want its products to
be given a greater level of exposure.

It is also important to note that while the overall
percentage of Nike products to the whole went down
over the final three years of the game, the actual
number of Nike products from year to year increased.
This is not surprising, given the increase in overall
brands offered in the game over this time period. The
entry of companies with broad product lines, such as
Oakley, combined with the addition of ‘niche’
companies such as Bridgestone, Cobra, Grafalloy and
Mizuno, helped to spur the increase in the overall
number of products offered. Furthermore, as noted in
the conceptual framework of this study, the ability for
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a company to have its product(s) portrayed as quality
items can lead to increased market value and market
share (Chaudhuri, 2002).

The PGA Tour/Tiger Woods series is ideally suited for
this task, because all products are portrayed in a
positive light. The only noticeable differentiation
offered between the products is in appearance,
character skill modification and price, and none of
these factors is portrayed in a negative manner to the
user. Indeed, it appears from empirical observation
that practically every company has a ‘specialised’
product in at least one equipment category, thereby
allowing that company to have a core product or
products portrayed in the best possible light. Given
this, it is not surprising that both the number of
products and the number of brands increased with
each passing year from 2004.

The results of this study reveal that the PGA
Tour/Tiger Woods video game series is increasingly
seen as a viable and important marketing avenue by
companies whose product line includes golf and
golfing accessories. Given the rapidly increasing level
of marketing capital spent on in-game advertisements
over the last three years (Video Game, 2006), it is
obvious that companies with an interest in golf
decided to increase their marketing activity in the
realm of video games. As Chaudhuri (2002)
explained, the success of in-game advertising can
deliver an overall enhancement of a brand’s reputation
in a specific product category, which can lead to a
greater increase in sales for the overall brand.

A greater level of exposure to the target consumer, in
this case the video gamer and the golf enthusiast, can
lead to a more positive feeling towards that brand
(Chaudhuri, 2002; Zajonc, 1980). To focus marketing
resources on the video game market is to focus one’s
brand image on Generation Y consumers, whose
prospects for becoming long-term consumers are very
high (Wolburg & Pokrywzynski, 2001).

Conclusions

The results of this study reveal that corporate
advertisers do indeed use sports video games as an
avenue for branding, and that the degree of product
and brand integration in games has increased rapidly
over the past three years. Furthermore, the benefits of
brand integration in video games appear to have only
recently been understood by advertisers. Brand
integration in the PGA Tour/Tiger Woods series of
games was virtually non-existent from the launch of
the series through the first seven years. That number
increased in the last three years examined, with the
number of products more than doubling by 2006 and
the number of brands represented nearly doubling over
the same period. This indicates that corporate entities
with an interest in marketing golfing products are
utilising video games as a new marketing tool, and
that they appear to be interested in expanding the
degree of integration that their products enjoy.

The increasing levels of brand integration in sports
video games have been demonstrated to be
quantifiable by the methods utilised in this study.
However, an important conceptual element of brand
integration is a corresponding increase in brand
awareness by the individuals who utilise the medium
into which the brands have integrated. As mentioned
earlier, the members of Generation Y, towards whom
sports video games are marketed, have the potential to
become long-term consumers (Wolburg &
Pokrywzynski, 2001). An experimental research
design could quite easily ascertain the level of
increase in brand awareness among such individuals,
by comparing the brand integration data derived from
a particular game (or games) with the degree to which
game users are familiar with the brands and their
products before and after use. Such an investigation
would have two main conceptual implications. First, it
would measure the effectiveness of product placement
in video games, a topic important to both practitioners
looking to measure their marketing efforts and to
scholars seeking to examine the theoretical
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implications of an interactive secondary delivery
system (i.e. video games). Second, it could indicate
whether the brands’ inclusion into video games
fostered an extension of brand community (Cova &
Pace, 2006; McAlexander et al, 2002) for those
brands, whether they fostered an extension of brand
community for the game itself, or neither. This
exploration could contribute to, and potentially expand,
the theoretical body of research relating to brand
community, by considering the role of interactive
media in the brand community process.

This potential extension of brand community theory
possesses implications for marketers and other
managers, as well. The presence of a particular brand
or product within a video game could entice people to
purchase the game who would not otherwise be
inclined. Alternatively, or additionally, the inclusion of
brands and products within video games could bolster
brand community for the game itself, with users’
loyalty to the game(s) increasing due to a higher
perceived level of real-life detail or authenticity. By
exploring the effects of product placement in video
games, marketers and managers could potentially
increase their consumer base, increase their current
consumers’ loyalty, or both.

The limitations of the study are that its findings can
only be applied to one particular video game series,
namely the PGA Tour/Tiger Woods series, over one
particular timeframe (1997-2006). However, these
limitations are minimalised given the fact that the
increase in brand representation and product
placement observed in the PGA Tour/Tiger Woods
series very closely matches the proportional increase
in overall money spent on in-game advertising over
the same period (Video Game, 2006). Future studies
could examine the extent of branding in other series of
sports video games, such as the aforementioned
Madden NFL series or the FIFA soccer series.

Research should be conducted throughout
qualitative techniques to examine branding decisions.

For instance, researchers should interview brand
managers and marketing directors of companies that
have placed products in sports video games.
Furthermore, it might be beneficial for future
researchers to compare and contrast the amount of
in-game advertising in sports video game titles

with in-game advertising from non-sports video game
titles, to see if the market for brand development and
placement is advancing evenly across the video game
spectrum. It would also be beneficial to examine the
target markets for a set of companies using in-game
branding in sports video games, to see how the
demographics of these markets skew towards a
particular gender, age or income class.

For many years, video gaming was seen as simply
a leisure activity for the young, with relatively primitive
graphical interfaces and an unpredictable user base.
But as the video gaming world has matured, so too
have its technical aspects, which in turn help to
introduce that world to a multitude of new users.

As research has shown, video gaming now reaches
a significant portion of sports consumers, and those
consumers are very desirable to companies due to
both their age and their consumption habits
(Fromme, 2003).

It is of importance to both the business of sports
branding and the academic study of sports marketing
that this emerging marketplace be identified, observed
and analysed, because it represents the opening of a
new frontier in the connection between commercial
sports enterprise and sports consumers. Specifically,
sports consumer products aimed at the key gaming
demographics should pay particular attention to this
emerging practice of brand development. As a result of
this study, brand managers and marketing directors of
consumer products should develop marketing
strategies that include the sports video gaming
experience.

© 2009 International Marketing Reports
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