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1. Introduction 

The intent of this dissertation is to analyse the theory behind stealth marketing, the previous and current use of these strategies in the gaming industry; and future uses of stealth marketing in video games. Preceding research on stealth marketing has been conducted to explore the uses of this strategy in the entertainment industry, touching on the video game industry (Abhijit, 2009); and studies such as (Kaikati, 2004) explains the techniques and looks at the stealth marketing used in .

1.1 Background and Literature Review 

(Abhijit, 2009) gives an expanded definition of the term stealth marketing as ‘Stealth marketing is a deliberate act of entering, operating in, or exiting a market in a furtive, secretive or imperceptible manner, or an attempt to do so’. (Kaikati, 2004, p. 6) Explains the main objective of stealth marketing in simple terms as ‘The main objective is to get the right people talking about the product or service without it appearing to be company-sponsored’. 

The increased popularity of the stealth marketing strategies came from the three factors that created the decline in effectiveness of traditional techniques of advertising come down to the growing criticism of the general advertising industry; tracking customers is becoming more difficult as audiences’ fragment because of the increased competition in the entertainment industry (e.g. Increase in Television channels and radio stations) and the introduction of new technologies that allow customers to bypass advertisements (e.g. Digital Video Recorders (DVRs)) (Kaikati, 2004, p. 8). These factors are an increasing pressure on traditional advertising which will eventually force organisations to adopt some form of stealth marketing to reach their demographics instead of relying on the traditional methods as they may become obsolete in future. In relation to the study, the researcher will assess the new technologies and advances in the gaming industry to be able to evaluate the potential areas that (Kaikati, 2004, p. 14) claims is untapped in the video game market.

Stealth Marketing is not a new strategy in marketing, it was traditionally viewed negatively as it was  perceived as a deceptive, but marketers now acknowledge stealth marketing strategies as a possible means to meet the needs of new customers efficiently and effectively (Abhijit, 2009, p. 71). As the business world grows less wary of stealth marketing strategies the more opportunity for research into approaching demographics in a more subtle manner should be address as the public grow more distressed with the amount of advertising that is pushed in front of them daily. As research shows the shift in how people consume entertainment has become more digital base and the percentage of people who watch television has dropped and that young men of the ages 18 – 34 are watching less and playing more games (Kaikati, 2004, p. 8). 

Current stats show that the UK video gaming market is the 6th largest in consumer revenue and approximately 37.3 million of the UK population play video games (The Association for UK Interactive Entertainment, 2019). This shows a big section of the population that could be reached through stealth marketing to gain more understanding of the demographic and how to approach them, especially as only a portion of the population that play video games indulge in sports and racing games which is where companies have used stealth marketing strategies before.  

1.2 Rationale

There are numerous studies analysing stealth marketing and its various implementations within the entertainment industry. These preceding studies put forward the idea that the gaming market is relatively untapped (Kaikati, 2004) and has potential to become the more viable route of using stealth marketing to reach their demographics. There is a minimal amount of academic literature focusing on the current gaming market and how the gaming industry could implement these stealth marketing strategies with the current gaming technology to approach their demographics in a possibly new and more efficient manner. 

1.3 Aims and Objectives

The aim of this study is to critically analyse the theories behind stealth marketing and its effectiveness through previous implementations; and its future possibilities. The objectives of the study are as follows:

1. To critically analyse previous academic literature on Stealth Marketing to provide an understanding of the strategy for this research.

2. To collect the necessary primary research through conducting Interviews with the chosen sample.

3. To conduct extensive research and produce competent literature to create recommendations for the organisations within the gaming industry and its future marketing methods.


2. Research Design 

The term research can be simply defined as ‘something that people undertake in order to find out things in a systematic way, thereby increasing their knowledge’ (Saunders, et al., 2009, p. 5).
[image: C04NF001]The strategy model defined by Saunders shows a methodical way of conducting research. The various pathways available to the researcher are shown in the (Saunders, et al., 2009) Research Onion as seen below.
Figure 2.1. The Research Onion. Source: (Saunders, et al., 2009)

2.1 Paradigm

The researcher will look at the interpretivism philosophical approach to the study as it will be focusing on the gathering of studies and analysing the possible areas of exploration in those academic sources. While there is flexibility with data using this philosophy it can be criticised for the researcher’s subjectivity that is inevitable in the data collection and analysis. (Stainton, 2018)

2.1.1 Approach 

The researcher is undertaking a qualitative approach. As said by (statistics solutions, 2019) ‘The qualitative approach is informed by inductive logic, in which potential understandings of phenomenon are derived from data, at which point the additional data are often collected to assess the hypotheses in an iterative process’. Using this approach, the researcher will gather their data to construct inductive logic from the academic resources and primary data collected.

2.1.2 Research Strategy

As the researcher is conducting interviews with a chosen sample the research strategy that will be taken is the survey strategy which allows the researcher to collect a condensed sample of data. The mono-method approach to the choices section has been taken as the researcher is conducting just interviews to gather qualitative data. As the data collection is structured to be collected at a specified time in the collection period the investigation will be cross-sectional.


2.2 Data Analysis and methodology 

2.3 Sample 

As said by Saunders ‘Sampling techniques provide a range of methods that enable you to reduce the amount of data you need to collect by considering only data from a sub-group rather than all possible cases or elements’ (Saunders, et al., 2009, p. 210). 

Purposive sampling will be used to conduct the primary research. By collecting the data from a chosen “representative” the researcher will be able to collect qualitative data while also having the ability to be time efficient. Unfortunately, while there are benefits to the quality of data when using a purposive sample there can be disadvantages to taking this approach such as volunteer bias and potentially broad findings that may not be necessarily representative (Helen Barrett, 2018). 

2.3.1 Validity 	

The research questions that will be used in the primary data collection stage will be influenced and constructed from the academic theory that is reviewed.

The research technique will be further discussed with the dissertation supervisor to reduce any researcher or sample errors that could occur. 




2.3.2 Reliability 

To ensure reliability the researcher will focus on ensuring that all data collection is derived from the academic literature reviewed, all methods of data collection is verified and reviewed by an experienced dissertation supervisor. The researcher will ensure to remain true to the objectives of the paper and to have an unbiased attitude towards the research throughout.

2.3.3 Collection Method

The data collection methods that will be undertaken to gather the necessary data needed to achieve the objectives of this paper are as follows:

· Thorough research of the academic literature available on Stealth Marketing to achieve a good understanding of the topic before analysing the data.
· Conducting Interviews to gather adequate primary data to find public perceptions on advertising and stealth marketing.
· Use data analysis software and the Matrix method to evaluate the retrieved primary data and categorise it into the appropriate channels.


2.3.4 Qualitative data Analysis

The data collected from the Interviews will be analysed using the qualitative data matrix method and analysis software provided by the university. The researcher will take the raw data and break It down into categories in line with the responses given from the chosen sample to come to a result and evaluate the information that is extrapolated from the academic research to come to a conclusion and understanding of the results that are shown. 

2.4 Limitations 

The main limiting factors are time and limited access to resources. Due to the constrained time frame available for the research to be undertaken the researcher must use their time management skills to assess the most efficient way to conduct this research and analysis of the data collected. The researcher will produce a Gantt chart (see section 3.3) to breakdown the timeframe and organise the tasks needed to conduct the analysis.     

2.5 Ethics Risks

An ethics form will be produced alongside the dissertation proposal to ensure the ethical considerations are taken before beginning the study. For the this research the ethical risks are the collection of personal data while conducting the primary research. This will mean all data collected through primary research will be anonymous.

3. Research and Planning

3.1 Resources 

Primary Data: The researcher will collect primary data through interviewing the chosen sample and compiling the information into written format using the software provided by the university and Matrix method to analyse the samples responses.
[bookmark: _GoBack]
Secondary Data: The researcher will access secondary data through using the theoretical sources on the subject and the range of physical, online library resources, academic literature and internet sources available to broaden their understanding of the topic.

3.2 Timescale

When conducting research, to ensure the researcher achieves the research within the timescale available it is important to break down the time and allocate the time needed to conduct each section of the project. As said by    (Saunders, 2009, p. 43) ‘this provides a simple visual representation of the tasks or activities that make up your research project, each being plotted against a timeline.’ The following chart visually represents the tasks required to conduct the research in an appropriate amount of time to ensure the deadlines are met for each section and the ensuring the project is completed in time for the 11th of May. 






































3.3 Gantt Chart
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