
Exploitation of the Advertainment Value Potential  

 IX

List of contents Page 

 

List of contents ..............................................................................................................IX 

List of figures ............................................................................................................... XII 

List of tables................................................................................................................. XV 

List of abbreviations ..................................................................................................XVI 

 

1 Advertainment preface ....................................................................................... 1 

1.1 Subject matter and objective of thesis.............................................................. 1 

1.2 Methodology of the thesis ................................................................................ 2 

 

2 Essential framework for advertainment ........................................................... 7 

2.1 Characteristics of advertainment ...................................................................... 7 

2.1.1 Delimitation of the term advertainment....................................................... 7 

2.1.2 Multimedia................................................................................................... 8 

2.1.3 Interactivity................................................................................................ 10 

2.1.4 Entertainment software as pulse generator ................................................ 12 

2.2 Development of an advertainment framework............................................... 17 

2.2.1 Presentation and explanation of the advertainment background ............... 17 

2.2.1.1 Stakeholder and their marketplaces ...................................................... 18 

2.2.1.2 Environmental factors........................................................................... 19 

2.2.2 From the classical marketing approach to society-oriented marketing ..... 21 

2.2.3 Integration of communication policy into the marketing concept............. 23 

2.2.4 Integration of advertainment into the communication policy ................... 27 

2.2.4.1 Normative framework for an advertainment communication............... 32 

2.2.4.2 Communication objectives as guiding lines for respective strategies .. 35 

2.2.4.3 Integration of advertainment into the communication-mix .................. 40 

2.3 Development of an interactive online communication model........................ 41 

2.3.1 Delimitation of offline and online communication ................................... 41 

2.3.2 Representation of an interactive online communication model ................ 47 

2.3.3 Particularities of online communication.................................................... 48 

2.3.3.1 Pull versus push information ................................................................ 48 

2.3.3.2 Non-linearity ......................................................................................... 50 

 



Exploitation of the Advertainment Value Potential  

 X

3. Presentation of the advertainment subject ..................................................... 53 

3.1 Development of an advertainment analysis model......................................... 53 

3.2 Advertainment subject.................................................................................... 54 

3.2.1 Advertainment genre ................................................................................. 54 

3.2.2 Role of advertising information................................................................. 63 

3.2.2.1 Advertising information as core element .............................................. 64 

3.2.2.2 Advertising information as peripheral element..................................... 65 

3.2.3 Advertainment media ................................................................................ 68 

3.2.4 Audio-visual representation of advertainment .......................................... 75 

3.2.5 Advertainment functions ........................................................................... 81 

3.2.5.1 Degree of interactivity .......................................................................... 81 

3.2.5.2 Complexity and usability ...................................................................... 86 

3.2.5.3 Multi-user capability............................................................................. 88 

3.2.5.4 Recipient data acquisition ..................................................................... 90 

3.2.6 Technological representation of advertainment ........................................ 93 

3.2.6.1 Online and offline availability .............................................................. 93 

3.2.6.2 Data amount .......................................................................................... 95 

3.2.6.3 Software basis ....................................................................................... 97 

3.2.7 Organisational presentation of advertainment ......................................... 102 

3.2.8 Advertainment recipients......................................................................... 105 

3.2.9 Critical factors for advertainment success............................................... 112 

3.2.9.1 Limitation of data amount................................................................... 113 

3.2.9.2 Attractive audio-visual representation ................................................ 115 

3.2.9.3 Functional design ................................................................................ 117 

3.2.9.4 High degree of rule transparency........................................................ 119 

3.2.9.5 Moderate integration of product information ..................................... 121 

3.2.9.6 Network and community extensibility................................................ 122 

3.2.9.7 Strict privacy policy............................................................................ 123 

 

 

 

 

 

 



Exploitation of the Advertainment Value Potential  

 XI

4. Analysis and exploitation of advertainment value potential ....................... 127 

4.1 Analysis of advertainment value potential ................................................... 127 

4.1.1 Development of an analysis model for advertainment value potential.... 127 

4.1.2 Value potential in the pre-sales phase ..................................................... 129 

4.1.2.1 Global reach ........................................................................................ 129 

4.1.2.2 Targeted contact with the recipient..................................................... 131 

4.1.2.3 Psychological activation ..................................................................... 134 

4.1.3 Value potential in the sales phase............................................................ 137 

4.1.3.1 Ease of information reception, processing, and memorising.............. 137 

4.1.3.2 Positive product attitude ..................................................................... 142 

4.1.3.3 Purchase without media breaks........................................................... 144 

4.1.4 Value potential in the after-sales phase ................................................... 147 

4.1.4.1 Improved customer relationship by means of a community............... 147 

4.1.4.2 Advertainment reporting..................................................................... 151 

4.2 Development of an integrated advertainment communication concept ....... 152 

4.2.1 Analysis of the communication situation ................................................ 152 

4.2.2 Positioning of the advertainment solution ............................................... 155 

4.2.2.1 Definition of the advertainment objectives......................................... 155 

4.2.2.2 Definition of the advertainment target group...................................... 157 

4.2.2.3 Development of the communication strategy ..................................... 158 

4.2.2.4 Definition of the advertainment budget .............................................. 160 

4.2.3 Definition of the advertainment design ................................................... 162 

4.2.3.1 Content design .................................................................................... 162 

4.2.3.2 Integration of functions....................................................................... 165 

4.2.4 Integration of advertainment into the communication landscape............ 166 

4.2.5 Evaluation of advertainment communication.......................................... 169 

 

5. Advertainment closing.................................................................................... 175 

5.1 Advertainment synopsis ............................................................................... 175 

5.2 Advertainment prospects for the future........................................................ 183 

 

List of references ......................................................................................................... 187 

List of attachments................................................................................................... XVII 


