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Abstract

Purpose of the article The paper is involved in the utilization of the knowledge in the process of the
competitive advantage improvement by means of the perspective marketing tool - advergaming. The
objective of the article is the informing on the possibilities of the use of the knowledge in the field of
the advergaming as the possible tool in the marketing communication, leading to the improvement of
the competitive advantage of the companies.

Scientific aim Research objective was to identify how knowledge management is used in the Czech
companies with respect to their size. Specific aspect of our research was an influence of knowledge
management on a decision making process. On the base of results we have identified the requirement
of usage of knowledge management in the area of advertgaming. We argue that this is a possible ap-
proach improving competitiveness of companies.

Methodology/methods Data for this paper are the data from the research carried out in the Czech
companies. This survey focuses on the share of the application of the knowledge management in sur-
veyed companies. 265 companies from the whole Czech Republic, various segments and industries,
starting with the tourism, building industry, hotel industry, transport and ending with the manufactur-
ing and distribution of the detergents and the distribution of the medical materials, were involved in
the research. The companies were selected randomly. The necessary data were collected from the
total number of 265 companies by means of the questionnaire research, and in certain cases the struc-
tured interview was used. The synthesis from the individual parts was made, on the basis of which the
following conclusions were based.

Findings The paper identifies the method of the use of the knowledge in the advergaming as a possi-
ble starting point for the potential model of the utilization of the knowledge in the marketing commu-
nication.

Conclusions (limits, implications etc) For the improvement of the competitiveness of companies we
recommend using of the advergaming for the promotion of both product and company itself. Either in
the form of the embedment of the advertising billboard, advertising wallpaper (photograph or any
other key element identifying the product or form) in the game background or the building of the puz-
zle, or embedding of the plot of the game into the realistic environment transferred into the electronic
form (downhill skiing, car races etc.). Nevertheless, strong emphasis should be placed on the attrac-
tiveness and playability of the game itself so as to guarantee the positive perception of the advertising
message of the product or company, which should influence the behavior of the receiver of the mes-
sage, thereby the promotion would meet its purpose. The competitive advantage then depends on the
level of the utilization and the level of concinnity of the knowledge management in the individual
companies and its correct application into the advertising game. The theoretical model, proposed by
the authors, should serve in the company practice as the support of the decision making process in the
fields of the strategic marketing and knowledge management. The application of the model should
represent the competitive advantage.

Keywords: Advergaming, Competitiveness, Competitive Advantage, In-Game-Advertising, Knowl-
edge.
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Introduction

All available instruments and tools should
be utilized in the present supercompetitive
environment for the maintaining of the com-
petitiveness of the company. Thus, the focus
on the unconventional methods of the market-
ing communication hand in hand with the ex-
ploitation of the knowledge is necessary. The
advergaming can represent one of them. With
regards to the originality of such tool there is a
reasonable assumption of its development and
utilization. Thanks to the knowledge applied to
the advergaming the individual companies can
better address potential customers and target
groups. Another advantage is then the deepen-
ing of the knowledge of the demands of the
users of the advergames and, consequently, the
strengthening of the competitive position.

1 Definition of term Advergaming

The term “advergaming” covers the mar-
keting instruments based on the creation and
utilization of the computer games, making
brands or products visible (Dahl, Eagle &
Biez, 2009). Rehot (2008) explains the term as
the integration of the advertising principles
directly into the computer games.

According to Kanth (2010) the advergame
(advertising game) is a game established on the
attributes of the brand. The game should aim at
the target, which the brand manager wants to
hand-over to the public. The brand is then be-
coming the hero of the game; however, the
customer should entertain himself/herself at
the same time. After the finishing of the game,
the player should learn something about the
brand/product (Kanth, 2010). According to
Schulze, Jockel and Will (2007) the main in-
tention of the game-playing is the enter-
tainment, and not the search for the informa-
tion on product or brand. Identically, Wise et
al. (2008) assert that the remembering of the
placed brand is not on the first place, as the
primary focus of the attention is on the game.
Moreover, he states that a careful attention
should be paid to the relevance of the place-
ment of the advertising message and the inten-
tion what we want to achieve by the place-
ment of the brand or product with regards to
the subject of the game itself.

Svahn (2005) postulates that the adver-
gaming is a phenomenon covering the games,
which completely, or partially, transfer the

messages proposed for the persuasion of the
player to the change of his/her behavior also
outside the circle of the game itself.

1.1 System/forms of the advergaming

Svahn (2005) identifies a three-step sys-
tematization of the advergaming, according to
Jane Chen and Matthew Ringel.

a) Associative — connection of the lifestyle
with the logo of the brand in the game subject.
The search for the combination of the subjects
of game and brand comes up. This is linked
with the competition of two points of view.
Both the perception of the brand image by the
customers (players) and the aesthetics of the
game itself. The products or brands are not
prepared for the real game-playing. The best is
then the placement such as for example to the
billboards in the game.

b) Illustrative — the function of the product di-
rectly in the game in such a way that the
player directly co-operates with the product in
some way.

¢) Demonstrative — designing of the playability
and story for the revealing of the attributes of
the individual products, f.e. a digital basketball
game, where the success depends on the selec-
tion of the shoes (Svahn, 2005).

Not necessarily these three categories are
downright independent — they can be mutually
combined. (In the realistic game, where we can
drive virtual vehicles of the real brand, the game
is demonstrative as well as illustrative; with re-
gards to the theme of the game also associative).
(Svahn, 2005).

Schulze, Jockel and Will (2007) describe
the general classification of the digital games as
the so-called in-game-advertising and so-called
advertising games (also adgames/ advergaming).

Under the term “advergaming” can be un-
derstood the brand on-line games as the promo-
tional tool, where the main objective of the game
is the handing-over of message of the brand. The
games then represent the advertising material,
designed for the support to the product or brand
(Schulze, Jockel & Will, 2007).

In-game-advertising is mainly the place-
ment of the advertising in the digital games,
identically to the product placement in the movie
or TV (Winkler & Buckner, 2006). More spe-
cifically, it is a planned, systematic and by the
game inventors paid integration. The in-game
advertising operates as a new communication
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tool, which tries, identically to the traditional
advertising media, by means of planned and
systematic utilization to influence the ap-
proaches and behaviors of the recipients.
Thanks to the ingame advertising the compa-
nies are provided with the opportunity to pre-
sent their products in the virtual integrated en-
vironment (Schulze, Jockel & Will, 2007).

1.2 Why the advergaming

Should we understand the advergaming as
the part of the viral marketing, the advergam-
ing gains the advantage when compared to the
most common current type of the viral (vid-
eos). At present time, one of the most famous
viral video channels, YouTube, is rather over-
saturated. Thus, making oneself visible just
through this “classic” form is harder and
harder. In case of the viral spreading, the lower
costs are the considerable advantage; owing to
a.m., such a method of promotion can become
appropriate also for the com-panies which in
the time of the crisis reduce their marketing
and promotional activities.

There are relatively many servers, in-
volved in the online games, or supporting the
game playing free-of-charge. The fact that in
this particular field the competition is not so
strong means that the game can win (and wins)
far more views than the viral advertising vid-
eos (Walklate, 2009).

According to Walklate (2009) the integra-
tion of the direct links into the viral games
represents one of the advantages. It is far more
probable that the player would click just when
playing the game - in consideration of other
advertising banners and links.

Thanks to its interactivity the advertising
games strongly enhance the chance of the at-
tracting of the interest of the customer in the
product. Just the interaction of the viewer is
important for better introduction and remem-
bering of the brand. Besides classical advertis-
ing message there is also the possibility of the
repeated playing - repeated perception of the
brand (Walklate, 2009).

Another advantage is- according to Walk-
late (2009) — an easy method of the monitoring
of the visitors by means of the monitoring ser-
vices (for example also Google Analytics).
Owing to it the monitoring of the success and
spreading of the viral campaign (including the

number of the clicks to the product web pages)
is possible.

Moreover, the advergaming can be also
beneficial for the maintaining of long-term good
relations with the customers. The long-term
good relations then influence the customer satis-
faction (Simberova, 2010). The advergame can
be even perceived as a sort of the supplement to
the product or service. So as to strengthen the
relationship with the customers, the quality of
the advertising game (advergame) itself should
be paid the attention, too.

The problem in the advergaming applica-
tion in certain companies can be the fact that
these companies usually do not have sufficient
level of knowledge and practical experience
with the utilization of the tools for the crisis
management (Kolendk and Milichovsky, 2010)
and we can assume that they will not be able to
use untraditional tools of the advergaming type.
Nevertheless, certain researches prove that in
spite of the fact that the companies in the period
of the crisis reduce f.e. the advertising costs, for
all of them this activity remains important.

The indicator of the use of computer games
for the promotion can be also the fact that the
receipts of the computer game vendors in the
Czech and Slovak Republic in the year 2010,
despite computer piracy, increased for 17%
(CTK, 2011), which clearly refers to the popu-
larity of the computer games. Moreover, the
popularity is also confirmed by the increase of
the financial means, invested in the world game
market in the year 2010, for 36% (O'Malley,
2011).

1.3 Product placement in the advergaming

While creating the “advertising games”, the
model AIDA should be followed, similarly as in
the creation of every marketing communication
(Jakubikova, 2009). It means that firstly the
game should be able to attract the attention so as
the viewer would notice it. Afterwards, when
playing the game, the game should awaken the
interest in the particular product, service or
company, followed by the desire to use the
product or service; finally, some action should
happen. Therefore, the completion of the game
with data, clearly showing the recipient where to
introduce himself/herself with other details or
with the place where he/she could buy (use) the
product or service, is advantageous.
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Various game genres can be utilized for
the creation of the advergames. These can be
adventures, puzzles, action games, arcades,
strategies, simulators, RPG games or their
various combinations. Product or advertising
message can be then integrated into the game,
such as for example billboard, the product it-
self used as the part of the game, clothing of
the main hero, color of vehicles or only as the
picture or wallpaper of the puzzle. Appropri-
ateness of selected genre and factual location
of the product depend on the addressee of the
game itself (as the advertising message) in
combination with the financial budget to the
game.

On the basis of above mentioned assump-
tions various proposals can be presented,
which should be the combination taking into
account what we want to attract new visitors
to. Then it depends what is the objective of the
campaign. The important issue is the willing-
ness of the re-cipient to start the game itself, to
play it and to feel its message positively. An-
other essential precondition for the correct
application of the advergaming is the meaning-
fulness and playability of the game. Should not
the “player” see any meaning in the game, then
the playing of such a game is wasting of
his/her time. The same result can occur also in
the event that the game could not be practically
playable based on its difficulty (Mracek &
Mucha, 2010).

1.4 Spreading of the advergames

Most of the advertising games are avail-
able free-of-charge in the internet, promising a
strong link between consumer and product.
Very rarely the advertising games are offered
for sale (f.e. “Mercedes-Benz World Racing”)
(Schulze, Jockel & Will, 2007).

The classical distribution chains are used
for the spreading of the paid games, identically
to the software sale. In case of freely spread
game the use of either own or partner web
pages, various servers specializing in the free-
of-charge games, different traveler’s pages or
the placement of the advertising banner with
the direct link can be used. The connection of
the social networks is possible and advanta-
geous nowadays, too.

Another possibility of the spreading can
be the use of the bluetooth marketing (Caby-
ova, 2009). The sale support, show events etc.

can be then suitably completed with the form of
BT marketing.

While placing the free-of-charge games in
the internet in the combination with the possible
free spreading of the game, the advertising game
promoting product or service can become a vi-
ral. Similar situation can happen in principle in
the form of the mobile marketing (the use of
bluetooth technologies).

2 Occurrence of the knowledge managment
in the Czech Republic

Knowledge is classified according to the
various criteria and the individual authors under-
stand it from several points of view. It represents
a complex term, attractive for many scientists
from various fields (Greiner, Bchmann, Krcmar,
2007). The most important segmentation is the
classifica-tion into two groups of knowledge
(Polanyi, 1966), (Nonaka et al., 2000) and
(Trunecek, 2004):
e explicit
e tacit

According to Grant (1997) the knowledge
is recognized as the main source of the competi-
tive advantage. The knowledge is a potentially
important source for the company as it bears
inimitable, unique and valuable properties, espe-
cially if possessing tacit feature (Hall & Sapsed,
2005). Each company has the possibility to work
with the contemporary trends in the field of the
management. Effective communication, sharing
and handing over of the information and knowl-
edge result - as the final consequence - in the
improvement of the competitiveness (Zvejskova,
Mucha, 2010). In case of the link to the adver-
gam-ing the explicit knowledge is taken as a
source, recorded in the customer databases.
These databases serve as the support to the bet-
ter addressing of the customers. Based on this
reason the survey was carried out in the Czech
companies so as to identify whether the compa-
nies already introduced the knowledge manage-
ment and whether the knowledge influences
their behavior.

2.1 Methodology and
research
We used both empiric and logic methods
for the finding of our intentions. From the group
of the empiric methods we applied quantitative
and qualitative research, by means of which we
acquired the primary data.

information on
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The applied procedures included for ex-
ample structured interview, selection of the
sample and statistic procedures of the data
treatment. The qualitative research identified
the reasons and motives of the behavior of
people.

265 companies from the whole Czech Re-
public participated in the research, involved in
various fields and industries, starting with the
tourism, building industry, hostelry trade,
transport, and finishing with the manufacturing
and distribution of the detergents, manufactur-
ing and distribution of the sanitary material. A
representative selection of the companies was
carried out, reflecting the structure (size of
company, production or business company) of
all companies within the framework of the
Czech Republic. The support was the database
of Czech companies, serving for the selection
of the representative sample. The companies
were selected randomly. The collection of data
was the first task, followed by the evaluation
and determination of criteria.

From the total number of 265 companies
we collected necessary data by means of the
questionnaire investigation and in certain cases
also by the structured interview. We classified

the companies into small, medium-sized and

large, according to the following criteria:

1.small companies — less than 49 employees,

2.medium-sized companies — 50 to 249 employ-

ees,

3.large companies — more than 249 employees.
We sorted the companies as manufacturing

and commercial ones. We set the criterion that if

at least from 80 % prevails the activity manufac-

tur-ing or commercial, than the company is

ranked among manufacturing or commercial.

2.2 Results of research

From the total number of 265 companies, in

the research participated:

e 103 small companies (39%)

e 117 medium-sized companies (44%)
e 45 large companies (17%)

Out of them 35 % manufacturing compa-
nies and 65 % commercial companies. For the
purposes of this article we consider this classifi-
cation as informative. Following questions then
aim at all questioned companies together.

Moreover, we were interested in the an-
swers to the following question:

e How many companies already imple-mented
the knowledge management? (Graph 1)

70

Graph 1 Companies with implemented knowledge management

Source: Own work
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98,4

98,29

98,3

98,2
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Graph 2 Knowledge influences decision-making process Source: Own work

From the total number of 103 small com-
panies only 15 of them already implemented the
knowledge management, i.e. 14,56 %. From the
total number of 117 medium-sized companies
only 57 of them already implemented the
knowledge management, i.c. roughly 48,72 %.
From the total number of 45 large companies
only 28 of them already implemented the
knowledge management, i.e. roughly 62,22 %.

The criterion for the classification whether
the company uses (or not) such form of the
management was also the delimitation of this
term by the responsible respondents and in what
factual way it is applied in their working places.

Moreover, the following was investigated:
e Level of the influence of the knowledge on

the decision-making process in the company
(Graph 2)

From the total number of 103 small com-
panies 101 of them assume that the knowledge
influences the process of the decision-making,
i.e. roughly 98,06 %. From the total number of
117 medium sized companies 115 out of them
assume that the knowledge influences the proc-
ess of the decision-making, i.e. roughly 98,29
%. From the total number of 45 large compa-
nies 44 of them assume on the influence of
knowledge to decision-making, i.e. roughly
97,78 %.

From the results it is obvious that the
knowledge is an important factor in the decision
making process of the companies. The applica-

tion of the knowledge is necessary for the suc-
cessful marketing communication. Therefore,
there is a need of the collecting and classifica-
tion of data and information on market, cus-
tomers, competitors, suppliers, distributors etc.
These data are then becoming the knowledge
base for the support in the company decision-
making. For the effective use of the advergam-
ing is more than suitable to apply knowledge
and methods of the knowledge management.
Thus, the possibility of the attracting of new
customers as well as better spreading of the
knowledge about the brand or product is rising.
Thanks to facile method of the monitoring of
the game users the knowledge can be further
broadened and thus, can be better focused in the
future.

3 Advergaming and competitive advantage

Provided that the competitiveness is gener-
ally understood as an attribute to the company,
facilitating it to achieve the success in the com-
petitive environment with the perspective of the
long term development, then such competitive-
ness is established by the competitive advan-
tages (Zich, 2010). For such advantages can be
accepted Porter’s characteristics that as such
they offer the company the advantage before
the competitors (Porter, 2004).

Nevertheless, according to Zich (2010)
such delimitation represents only a certain logi-
cal framework, in which the competitive advan-
tage can be perceived. The competitive advan-
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tage is perceived as a factor, which helps, resp.
facilitates the company to achieve the success,
but it is not necessarily its guarantee. We can
not understand and identify the competitive
advantage unless watching the company as a
complex. Its source is the quantity of the inde-
pendent activities, which the company performs
when designing, introducing to the market and
supporting its product (Porter, 2004). These
individual activities can be drawn (according to
Porter) in each company by the so-called value
chain, characterized by the depicting of the
historical development, strategies, approaches
to these strategies and the economy of the indi-
vidual activities. One of the primary activities is
the marketing and sales, being defined by the
activity which should enable the customers to
buy a particular product and to attract them for
the buy, for example advertising, promotional
events, activity of the sales managers, various
offers, distribution routes etc.

Based on this reason the authors propose
the advergaming as the competitive advantage.
As stated above, the environment of the viral
videos, for example YouTube, is rather over-
saturated. The target orientation should then
point at freely distributed games, used by the
potentially large group of people. These are not
purely the players of the computer games,
deeply persuaded, but also various groups of
people at homes and work places, should we
omit the ethics of the work activity, who can -
through such freely distributed games; for ex-
ample relax. In this moment, the advergaming
is becoming the competitive advantage for the
particular company. The company then uses a
new communication tool for the promotion of
the particular destination, which increases its
competitiveness. The probability of the “click”
to the link is higher in comparison to the stan-
dard banner, placed for example in the video
YouTube and the application, i.e. the technical
method and form of the promotion is already an
individual solution according to the assigned
requirements.

From the point of typology (Zich, 2010)
such a competitive advantage falls into the so-
called purely competitive advantage, character-
istic by absolutely legal and ethical way, not in
any way negatively influencing or limiting the
competitive advantage. On the contrary, these
advantages strengthen the particular company
and are based on the internal ability of the com-

pany to form and maintain them. The competi-
tive advantage, resulting from the application of
the knowledge in the advergames, is also the
possibility for the establishment of the virtual
discussion rooms, in which the recipients can
informally talk, thus supporting the transfer of
the tacit knowledge (Nonaka, Takeuchi, 1995).

Application of knowledge for the adver-
gaming can be delimitated as follows:

On one hand there is a company, utilizing
classified knowledge of its target group for its
marketing communication (advergaming). The
company shall embody such knowledge into the
advertising message; in this particular case into
the advergame. The knowledge is then used in
such a way so as the recipient could perceive
the advertising message positively and could
gather from the advertising the information on
company, product or service. On the other hand
there is a customer (consumer of the advertising
message; player). Thanks to the possibilities of
the current technique the company is provided
with very important information by means of
the monitoring and feedback. With the help of
the information the company can gain another
new knowledge, which it can further apply into
its products and other advertising messages.
Thus, the “cycle” of deepening of knowledge
and its subsequent application into the advertis-
ing message for the purpose of the informing of
the recipients on products and gaining of the
new knowledge just on these recipients comes
into the existence.

Conclusion

We recommend applying of the promo-
tional computer games for the increasing of the
company competitiveness. These games can be
utilized in the form of the advergaming as well
as the in-game-advertising. The companies,
which take advantage of the advergaming as a
component of the marketing communication,
should also focus on the method of the utiliza-
tion of the knowledge, which should delimitate
a specific competitive advantage to them.
Should it be the company with already imple-
mented knowledge management, the question is
then solved by the applicability to the particular
field, whereas the enormous sources do not
have to be used. Should not the company use
the knowledge management, it does not have to
search for large sources for the application of
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the principle, as presented by the authors, and
can use it.

As clear from the research, the knowledge
is utilized in the overwhelming majority of all
investigated companies, though not all of them
already implemented the knowledge manage-
ment. Based on this reason we recommend
small and medium-sized companies the utiliza-
tion of knowledge, which is not financially de-
manding. The utilization of knowledge in com-
bination with the advergaming will result in the
increasing of the competitive advantage. In the
advergames the company can also informally
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