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EXECUTIVE SUMMARY
In this chapter, I define six factors that determine the conceptualization of persuasive strategies for advergames. Advergames are understood here as “digital games
specifically designed for a brand with the aim of conveying an advertising message”
(De la Hera Conde-Pumpido, In Press). These six factors have been used for the
analysis of the advergame Tem de Tank (DDB Amsterdam & Flavour, 2010), which
was launched in 2010 by Volkswagen to introduce the Volkswagen Polo BlueMotion.
The reason for selecting this game as a case study for this chapter is that, although
the advergame’s goals were properly defined, the game contains, in my opinion, a
series of problems in terms of persuasion. Therefore, this game is a perfect case
study to exemplify how the factors presented here can be useful to identify problems
in the persuasive strategy of an advergame.

Copyright ©2014, IGI Global. Copying or distributing in print or electronic forms without written permission of IGI Global is prohibited.

Six Factors That Determine the Conceptualization of Persuasive Strategies for Adverg

BACKGROUND
The case study presented in this chapter is part of the PhD research project that
I have conducted as a member of the Center for the Study of Digital Games and
Play at Utrecht University (The Netherlands). The Center for the Study of Digital
Games (GAP) is focused on the examination of digital games as well as the role of
play in our contemporary culture. Studying these games, the way they are played,
as well as the culture that formed around them, the GAP provides insight in past
and contemporary media use.
In my PhD thesis “Persuasive Structures in Advergames”, that aims to broaden
the understanding of how advertising messages can be conveyed through digital
games, I have proposed a theoretical model for the study of persuasive structures
in advergames that addresses one main questions: (1) how can an advertising message be conveyed through a digital game and (2) the factors that determine the
conceptualization of advertising strategies for advergames. This chapter applies the
part of the theoretical model of my PhD thesis that answers to the second question.
This part consists of six factors that determine persuasive communication through
advergames.
Due to the interactive nature of digital games, the factors that determine the
conceptualization of advertising strategies for advergames are related not only to the
way the advertising message should be conveyed but also to how the game motivates
players to play it and how it engages them to keep playing. I have thus identified
six factors that should influence advertisers’ decisions: advergames’ objectives,
products in advergames’ integration, advergames’ target, advergames’ visibility,
advergames’ credibility and advergames’ playability. In the following sections I
explain how these factors influence the process of decision-making.

SETTING THE STAGE
The theoretical model presented in this chapter has been applied for a content
analysis of the advergame Tem de Tank (DDB Amsterdam & Flavour, 2010). I have
also conducted an in-depth interview with Jain van Nigtevegt, Creative Director
at Flavour, the game company that has developed the advergame. In this interview
I have collected specific information about the objectives of the advergame, the
conditions of the development process and the difficulties they have encounter
within it. In this interview, I have also discussed the results of the analysis of the
advergame, which has served to adjust some of my appreciations about the content,
and therefore the results of the analysis.

2

18 more pages are available in the full version of this
document, which may be purchased using the "Add to Cart"
button on the publisher's webpage:
www.igi-global.com/teaching-case/six-factors-that-determinethe-conceptualization-of-persuasive-strategies-foradvergames/113482

Related Content
Co-Creating Games with Children: A Case Study
Karen Mouws and Lizzy Bleumers (2015). International Journal of Gaming and
Computer-Mediated Simulations (pp. 22-43).

www.irma-international.org/article/co-creating-games-with-children/136333/
Engineering Sociability: Friendship Drive, Visibility, and Social Connection in
Anonymous Co-Located Local Wi-Fi Multiplayer Online Gaming
Carrie Heeter, Chandan (Dan) Sarkar, Becky Palmer-Scott and Shasha Zhang
(2012). International Journal of Gaming and Computer-Mediated Simulations (pp. 118).

www.irma-international.org/article/engineering-sociability-friendship-drivevisibility/67549/
The Travelling Rose: A Persuasive Game to Stimulate Walking Behaviour of
Older Persons in Low SES Neighbourhoods
Valentijn Visch, Ingrid Mulder, Wessel Bos and Richard Prins (2015). Gamification:
Concepts, Methodologies, Tools, and Applications (pp. 1296-1311).

www.irma-international.org/chapter/the-travelling-rose/126117/
Exploring Cognitive Load in Immersive Educational Games: The SAVE
Science Project
Brian C. Nelson, Diane Jass Ketelhut and Catherine Schifter (2010). International
Journal of Gaming and Computer-Mediated Simulations (pp. 31-39).

www.irma-international.org/article/exploring-cognitive-load-immersiveeducational/40937/

Rules of Engagement: Influence of Co-Player Presence on Player
Involvement in Digital Games
B. J. Gajadhar, Y. A.W. de Kort and W. A. IJsselsteijn (2009). International Journal of
Gaming and Computer-Mediated Simulations (pp. 14-27).

www.irma-international.org/article/rules-engagement-influence-playerpresence/3957/

