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Abstract

Recently in Taiwan, many advertisers widely use advergames as an emerging way of
promoting the product or brand. Most of the advertisers embed the advergames in

social network services in order to create the buzz and on-line viral marketing effect.

Although researchers have done many surveys about advergames’ effect and design,
(Tzi-Chien Ho, 2005; 75 5-3E, 2006; Luan, Wen Ting, 2010; Jai-Wei Lin, 2011 ) little
academic research has been conducted on how major marketers use advergames in
Taiwan. This study examined the usage of advergames in Taiwan and compared with
Lee & Youn result in 2008. Besides, researcher also created a category of ““ Purpose 7,

in order to understand the usage strategies of advergames in Taiwan.

The result showing that a majority of product categories incorporating advergames in
Taiwan are personal care product (36%) compared with food in American (Lee &
Youn, 2008). Nearly 100% advertisers (98%) use social network service as platform
and promotion tool promote advergames. Most widely use advergames type in Taiwan
are action games (28%), and role-playing game(24 %) varied from America witch
most advergames are dominated by puzzle(58%). From the viewpoint of purpose,
over 80% advertisers (81%) use advergames to promote product instead of brand or

educate consumers.

Key Words: Advergames, viral marketing, Word of mouth marketing
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