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To upload the videos onto the net we chose Facebook mainly for two reasons. 
Although abroad the preferences for the social media are getting more balanced, 
in the CR Facebook is absolutely dominant. Moreover, as mentioned above, 
videos on Facebook have much higher viewer ratings when compared to videos 
on YouTube. The videos may be seen at https://www.facebook.com/hgfvsbtuo 
(Picture 3).

.
Picture 3: Facebook of the Faculty of Mining and Geology VŠB – TU Ostrava
Source: Facebook of the Faculty of Mining and Geology VŠB – TU Ostrava. [online]. [2015-10-
13]. Available at: <https://www.facebook.com/hgfvsbtuo>. 

The chance to obtain points towards credits motivated the university students not 
only to make a good video, but also to actively address potential applicants for the 
studies, which gradually started the very viral effect. At the time of writing this 
paper, other phases of the study branch promotion concept are being prepared 
to be implemented between October 2015 and January 2016. The authors hope 
to present further partial results during the conference presentation. We realize 
that online interviewing is not an innovative approach in marketing research. 
The question is how online interviewing is used in practice. The authors do 
not have any “hard data” to answer this question but they are persuaded that 
in academia online interviewing is mainly used on the part of students and by 
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academics specialising in marketing. Therefore, we expect that standard research 
tools prevail among academics. Still, we believe that with respect to zero costs, 
relatively fast collection of data and their processing, online interviewing should 
receive more attention. In a way, the paper is trying to contribute to promoting it.

To be able to objectively evaluate the online interviewing method, it must be 
pointed out that online interviewing also brings certain complications. There 
are some general limitations to online interviewing, such as lower access to the 
Internet, especially in the older generation, and low credibility of the answers. 
There are still many people who do not trust new technologies or are afraid 
the electronic answers may be misused in some way. To boost the return rates 
of the completed questionnaires, motivation means are used during online 
interviewing in the form of prize draws or getting points (credits) for which 
users may buy products with discount, get free capacity in their email box, get 
a direct �inancial reward, etc. The plan of the marketing team to involve the 
university students in order to promote the study branches at the secondary 
schools was ful�illed as students made original and creative videos building on 
humour and imagination. We believe and students’ reactions con�irm that the 
attractive contents of the course re�lected in better perception of the educational 
process on the students’ part. This way, students were also able to practise and 
enjoy their theoretical knowledge and skills in the real conditions.

Conclusion

The idea of digital marketing is not as new as the use of different information 
technologies in marketing. The application of digital marketing at the research 
team’s workplace brings a synergetic effect as it gives space to educate students 
learning about marketing tools so that they use them in a practical manner and at 
the same time to actively participate in sharing the workplace visions. The student 
assignment gradually became a challenge of self-presentation and presentation 
of the study branch in general. The results of the primary investigation clearly 
show high viewing rates and prominent use of social media by the target group of 
secondary school students, who when involved into the two-way communication 
became parts of the viral distribution of positive information about the Institute 
and the studies. The presented outputs of the research team make part of 
a complex solution of the given marketing issue, which the team members deal 
with at the workplace and will expand in the form of future outputs.
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DIGITAL MARKETING AND IT´S IMPACT ON TARGET GROUPS 
BY SECTORS OF ECONOMIC ENVIRONMENT

Peter Vaško – Ľuboslav Blišák

Abstract
Nowadays, customers come into contact with organizations and businesses in various ways, 
through various communication channels and devices. Organizations and companies are 
aware, that it is necessary to know customers in detail views, opinions and preferences. It 
is also necessary to know, how the customers behave, what web portals are they watching, 
what application actually using and based on that identify them. The most comprehensive 
accessing insights and opinions represents data, which carry useful information and 
therefore represent a starting basis for marketing and for further planning and activities. 
Also in today’s digital age, customers expect that their suppliers on the basis of information 
can easily recognize, identify and access to them individually on the basis of individual ever 
increasing demands.

Key words: 
Content marketing. Digital marketing. Inbound Marketing. Outbound marketing. Search 
engine optimization.

Introduction

Companies and organizations are trying to be in constant contact with 
customers. Companies are trying to establish these contacts as soon as possible, 
sooner than competition. One of the option to get these contacts represents 
digital technologies. Nowadays, digital technology represents an opportunity 
for companies to comfy life of the target group. The indisputable advantages of 
using digital marketing is that it can cause a fast stir among customers. Digital 
technologies allow marketers to listen the opinions of millions people, and thus 
have the opportunity to watch in real time what people are searching, what is 
their buying behavior and what information governing their attitudes. Ultimately, 
these options allow them to better adjust marketing tools in order to best re�lect 
the needs and wishes of �inal consumers. Currently, more and more companies 
�iguring out that the digital access is just one of the ways to increase sales, but it 
is mainly a tool through which they can obtain more with less costs. 

1 De�inition of digital marketing

The best way to understand “digital” is to compare it with opposite, which is in 
this case analog. „Analog can be described as a device or system that represents 
a continuously changing values of physical quantities. Digital, on the other hand, 
is discontinuous and �inite. It uses data points that are either on or off, one or 
zero. For many years the discipline of computer science is largely focused on the 
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combination of these data points.“1 As the author Kaufman says, digital marketing 
represent: „An integrated strategy and tactics with values based on the latest 
digital tactics on the basis of which it can prepare individuals or organizations to 
achieve growth through relevant digital integration.“2 The very concept of digital 
integration can be understood as speci�ic data on the electronic device that can 
read or control other electronic devices. In today’s technological society are 
data very dif�icult to collect, analyze and visualize by using standard software. 
For that reason arose concept called, “Big Data”. Recent studies indicate that 
unstructured data represent even 80% of global data. Therefore, so-called “Big 
Data”, pose for entrepreneurs and marketers collecting, gathering, analyzing and 
sorting information’s from a seemingly endless stream of other information’s. In 
2010, the exponential growth of data summarized in its statement Eric Schmidt: 
„Between the period of creation the World and 2003 it was created �ive exabytes. 
Nowadays is created �ive exabytes every two days. That is the reason, why is 
dif�icult to operate with market information.“3 Exabyte is a unit of data that equals 
one billion megabytes and internet currently handles one exabyte of data every 
hour. According to a recent study (February 2015), the company Smart Insights 
and company TFM & A on a sample of 765 respondents from around the world 
points out, that the marketing staff about 60% of their working time spends by 
digital marketing activities. Today is digital marketing strategy to achieve or 
sustain the growth essential. Creating a successful digital marketing strategy is 
not easy. This is evidenced by the results of research “Ascend 2” which consisted 
of 333 marketing and business professionals from around the world. The biggest 
barrier in developing effective and successful digital marketing was selected 
a lack of effective strategy. 

Picture 1: The most dif�icult barriers to success in digital marketing
Source: Barries in Digital Marketing. [online]. [2015-10-28]. Available at: <http://ascend2.
com/home/wp-content/uploads/Digital-Marketing-Strategy-Summary-Report.pdf>.

1 KAUFMAN, I., HORTON, CH.: Digital marketing, integrating strategy and tactics with 
values. New York : Taylor and Francis, 2015, p. 33.

2 Ibidem, p. 7.
3 Ibidem, p. 58. 
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2 Digital integration

One of the basic principles of effective branding and thus the marketing in the 
digital environment is: „Finding relevantly different way to facilitate consumer 
life. Succeed only companies that recognize how can internet or various digital 
conveniences simplify the operations. Thereto contributes digital integration, 
which enables interconnection of company management, employees, strategies, 
classical marketing with digital media environment and thus providing new 
business areas.“4 Of course, the most advanced digital marketing still has rules 
of type, �ive times as many people read the headline as the text itself. (classical 
marketing rule)

Picture 2: Digital integration
Source: KAUFMAN, I., HORTON, CH.: Digital marketing, integrating strategy and tactics with 
values. New York : Taylor and Francis, 2015, p. 33.

3 Inbound marketing versus Outbound marketing

The main difference between these two approaches lies in the fact, that outbound 
marketing is based only on unidirectional communication. It represents a well 
known TV commercials, classi�ied ads, etc., where the customer has no speci�ic 
opportunity to express feedback. Inbound marketing is based on the principle 
of two-way communication. This means that enables customers to gather 
much more information about the products, that they want to purchase based 
on previous experiences of other customers through digital channels. Inbound 
marketing is based on the principle of minimal budget implementation through 
blogs, social networks, webinars, reviews and so on. On the other hand, outbound 
marketing is paid forms of advertising that are used in the vast majority by 
mobile operators, automobile manufacturers and many more. Reasons, why 

4 ADAMSON, P. A.: Digitálna značka, brand digital. Bratislava : Eastone Group, 2011, 
p. 4.
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many companies using newer forms of inbound marketing is more. This is due 
for example, thereby:
•  86% of people switch TV ad to another program,
•  44% of direct mails are never opened, because people think it’s a waste of time 

and paper.

It is just some of the reasons for the application Inbound marketing. But 
main reason is that inbound marketing does much more for a better return of 
investment. Moreover Inbound marketing essentially attract the interest of the 
target group, thanks to the use of different techniques, programs and applications.

Picture 3: The difference between the Outbound and Inbound marketing
Source: Is Outbound Marketing Dead? [online]. [2015-10-31]. Available at: 
<http://www.business2community.com/marketing/outbound-marketing-dead-
0913349#hHrayrmZYTrtw97m.97>.

4 Inbound marketing versus Content marketing

Online agencies that deal with digital marketing, likes to using techniques of 
Inbound or Content Marketing. But is any difference between them? In practice, 
we can show two illustrative examples. Slovak online marketing agency Visibility 
Ltd. in their strategy uses elements of “Content Marketing”: „Content marketing 
is the current trend in online marketing. Just create quality content. Visitors will 
�ind you and you can turn them into customers.“5 According to HubSpot, who is the 
founder of “Inbound” strategy, it is a marketing process which is usually in the 
online space focused on the creation, publishing and distribution of content for 
the target group. The task is to attract new customers, especially through social 

5 Sprievodca Content Marketingom. [online]. [2015-11-10]. Available at: 
<http://www.visibility.sk/o-visibility/e-books/sprievodca-content-marketingom>.
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networks, blogs, visual content, webinars, or premium content.6 Everything 
is based on expertise and credibility of the content that creates company. 
Throughout the strategy process plays an important role also Google AdWords. 
This service is paid by PPC form (“Pay Per Click”), or SEO (“Search Engine 
Optimization”), which helps to improve placement on the websites, directly by 
searching. Simply, SEO helps in searching. The key is relevance and frequency 
of the content and credibility of the site, because only users visits helping to 
improve the �inal location. It’s not just about physical visits, but also on content 
downloading, sharing and participation through comments. It´s important to 
create, so-called “Personalized” content. Overall, it´s a long-term process of 
establishing a relationship and image. Good content marketing brings new and 
interesting information, and it also has the potential for education of the target 
group. Content marketing can be considered as online PR tool. Another technique 
is already mentioned Inbound Marketing. We can consider it as a counterpart 
outbound marketing, but in practice this method hides more. The HubSpot 
developed idea of Inbound marketing in 2006. Since then it works with global 
corporations such as. Google Inc. and Microsoft Corp. The difference between 
Inbound marketing and the Content marketing could be de�ined on the basis of 
complexity. Inbound marketing is a bit more complex and in remodeling process 
of potential clients is more strategically dedicated to individual processes.7 

Picture 4: How Inbound Marketing works
Source: The Inbound Methodology. [online]. [2015-10-30]. Available at: 
<http://www.hubspot.com/inbound-marketing>.

According to the creators of Inbound Marketing is Content marketing a subset of 
the Inbound Marketing, however, at the same time there would be no Inbound 
marketing without content folder which brings Content marketing. According 
to research conducted by HubSpot, this argument prevails with about 60% of 
marketers, for less than 20% are these two phrases synonyms. For approximately 

6 The Difference Between Content Marketing and Inbound Marketing (and Why It 
Matters). [online]. [2015-11-08]. Available at: <http://blog.hubspot.com/marketing/
difference-between-content-and-inbound-marketing>.

7 Ibidem.
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10% Inbound Marketing is the subset of Content Marketing. Approximately 
8% of surveyed marketers answered that the two concepts are fundamentally 
different (Fig. 4). Finally, we can therefore say that the Inbound marketing is the 
most complex strategy of online marketing, but it´s also based on the content 
marketing and also uses the most affordable techniques, that are also mentioned 
above (eg. Search Engine Optimization or Google AdWords ).

Picture 5: Relationship between Content and Inbound marketing
Source: The Difference Between Content Marketing and Inbound Marketing (and Why It 
Matters). [online]. [2015-10-30]. Available at: <http://blog.hubspot.com/marketing/
difference-between-content-and-inbound-marketing>.

5 Business sector and digital marketing

Digital technologies affect not only our homes and our private lives, but 
penetrating and to the development of entire sectors, and even transforms and 
creates new markets. If the entrepreneurs and companies want to maintain 
competitiveness, they must adapt to the emerging trends and get started to take 
full advantage these trends. The business sector is thus seeking to transform the 
number of traditional business models to digital, mobile and internet. As well as 
traditional media such as magazines, newspapers are nowadays shift towards 
this direction.
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5.1 Opportunities of business sector in digital marketing

One of the effective application of digital marketing occurs with in-game 
advertising and advergaming. In 2009, the game Borderlands began to 
incorporate simple QR codes containing text messages. But with a much higher 
success came studio THQ with his title Homefront. In Homefront were hidden 
QR codes which give an access to bonus content. Without any marketing and 
promotion for the �irst two days of playing, 30,000 QR codes was scanned. It has 
been downloaded 30000 wallpapers and viewed 18,000 videos. It was found 
that the most commonly used device for scanning was the iPhone. With even 
more sophisticated model came studio Ubisoft in 2014 with the title Watchdogs, 
where each code was necessary to take a picture and then combined for the 
creation of an whole QR code. Then, the QR code then made available bonus 
content. However, in this case, there are real QR codes that can be read using 
a application withdrawn from the App Store for accessing audio recordings and 
bonus missions. This is particularly the use of inbound marketing. This creative 
approach to promote different games with minimal costs caused evolution. These 
games promote themselves through social networks and other applications. In 
future it will be possible this or a similar way, advertise sponsoring sites or links 
of other companies.

5.2 Missed opportunities of digital marketing in business sector

Brands that not understand essential importance of digital technology began to 
lag behind competitors. Many companies have already paid the price for lack of 
interest or lack of initiative in introducing digital technologies. One of them is 
Quelle. Quelle was founded in 1927 in Furth near Nuremberg and is one of the clear 
example of mismanagement digital marketing. The company began its existence 
by selling knobs, wool, sewing supplies, etc. The current generation knows her 
mainly by clothing catalogs located in almost every household. However, over 
time, company began to pay for the inability of adapting to upcoming trends. 
The company even in 2003, only in Germany distributed twelve million catalogs 
and were among the most popular print media. The company established its 
marketing in that period on a fact, that it can distribute its products in every area. 
However, the company missed the entrance to the future and managers did not 
develop adequate marketing strategy. They missed the opportunity to combine 
the company name with the advent of new technological possibilities and in 
2009, company has no money to print the catalog and need �inancial injections. 
The company survived the World War II and the advent of digital technologies 
ruined it. The company �inally acquired rival �irm OTTO Group. Branches in 
Eastern Europe became the subject of purchase of the Swedish company Halens 
Group.
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6  Application of digital marketing in government and non-pro�it 
sector

Naturally the tools and resources offered by digital marketing can not only use by 
businesses to communicate with their target groups. The scope for using digital 
techniques are also open to organizations in government and the non-pro�it 
sector. It is quite logical that the new trends must pass “test” �irst through the 
business sector, only then will have the opportunity to apply them elsewhere. 
Among the two most important reasons are �inancial, requiring any such of 
innovation, the second reason is technical and personnel background.

6.1 Application of digital marketing in public sector

In the public sector is problem the second reason. Create the platform, �ind a project 
leader in the required quali�ications and quality can be a problem, especially if 
we take into account a large number of institutions, which includes public sector. 
For the bureaucracy mechanism is also possible threat of inef�icient handling of 
�inances and corruption, which is being re�lected in the public opinion. In the 
state apparatus is in particular the problem of slow implementation processes 
related to digitization and informatisation. Positive impact on the target group of 
citizens could have communication of the state apparatus, particularly through 
the use of online PR tools – eg. independent blogs or creating content marketing 
– informing about the successes or publication reactions crisis communication. 
Take advantage of tools such as SEO or Google AdWords, has no greater potential 
importance for government authorities.

6.2 Application of digital marketing in non-pro�it sector

As for the reasons, which have a signi�icant in�luence on the decision to implement 
the new digital forms of marketing in the non-pro�it sector, we can say that they 
are both right. Technical-personnel and also �inancial security. Also important 
is the answer to the question, how far wants to tackle each of the institutions 
interactive communication, that brings new trends. Potential for improvement 
and raising awareness in the non-pro�it sector has, as in the public sector, 
especially in production of content marketing, which in the long term create 
a close relationship between the organization and the supporters – the so-called. 
donor to help the organization �inancially or active participation. Compared to the 
state sector, potential for non-pro�it organization is to use SEO tools like Google 
AdWords, that can help to keep better positioning of organizations in search 
engines. Currently, before starting the agenda about donating 2% of income 
tax of natural and legal persons, several non-pro�it organizations using Google 
AdWords. For example, if you enter the phrase “of 2% of income tax”, appears 
on the �irst places in search engine Google paid advertising (PPC) of non-pro�it 
organization “Plamienok” or even a non-pro�it organization “DePaul” (Fig. 6). It 
is expected that this form of investment in the form of PPC advertising, helps 
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organizations increase revenue in the form of contributions of 2% of income tax, 
because �inances in the non-pro�it sector must be transparent and rational.

Picture 6: Google AdWords and non-pro�it sector
Source: Google.com. [online]. [2015-12-01]. 
Available at: <https://www.google.sk/#q=2+dane+z+pr%C3%ADjmu>.

Recently, the online space discovered other options for the non-pro�it sector, 
which can help organizations to raise awareness of their activities, and also these 
programs helping in obtaining funds. The projects multinationals Facebook (tool 
“Fundraiser”) and Google (tool “Google for Nonpro�its”). Social networks are 
generally very successful platform for getting �inancial contributions to charities. 
A few of us visits a website designed for collecting money for charity, but if the 
user hit the social networking challenge to contribute, is slightly more likely to 
eventually contribute.8 In November 2015, the company Facebook focused on 
the, so-called “Crowdfunding”. We could describe it as a way of raising capital 
for charitable purposes of the mediation project idea and its further education 
through the organization, which is exclusively devoted to this, or social networks. 
This is an alternative method of fundraising, mostly in the online environment. 
In Slovakia, we know such projects, for example “Ľudia Ľuďom, Dobrá krajina», 
or by March 2015 also StartLab, thus, after Facebook launched its own new tool 

8 Facebook se pouští do crowdfundingu. Nový nástroj Fundraiser pomáha dobročinným 
organizacím. [online]. [2015-12-02]. Available at: <http://www.m-journal.cz/cs/
aktuality/facebook-se-pousti-do-crowdfundingu--novy-nastroj-fundraiser-pomaha-
dobrocinnym-organizacim__s288x11727.html>.
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Fundraiser intended for non-pro�it organizations. In Fundraiser we can create 
your own social network fundraising campaigns, which generally has a potential 
for long range. The latest comes to Slovakia next project – Google for Nonpro�its, 
which makes non-pro�it applications and productivity tools from Google for free 
(AdGrants Google, Google Apps, Google AdWords, etc.). In addition it offers the 
possibility of participation in the workshop “How to use Google tools” and also 
the possibility of obtaining a grant $ 10,000 for search advertising. In addition, 
some functions and makes YouTube videos or Google Earth.9

Conclusion

In this article we looked at the issues around the de�inition of digital marketing 
and the closer we describe approaches of inbound marketing and content 
marketing. Then we looked at the various sectors of the economic environment, 
techniques and tools such as, Google Adwords, Search Engine Optimization, or 
even the latest program of Facebook and Google. These have the potential to help 
the non-pro�it sector in meeting their objectives.
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DIGITAL MARKETING COMMUNICATION TOOLS 
IN THE PROCESS OF IMPLEMENTATION OF MARKETING 

STRATEGY OF THE TOURIST AREA JESENÍKY � EAST

Vladimír Vavrečka – Jiří Mezuláník

Abstract 
It is a clear fact that tourism is one of the worlds’s the most important sectors of the 
economy in�luencing local, regional and national levels. The complexity of the sector is given 
by both its structure (predominant number of small businesses) and interconnections with 
other sectors affecting tourism and contributing to its success, including the public sector, 
especially municipal institutions. Collaboration and networking are becoming essential 
prerequisites for the tourism destinations success. The beginning of the 21st century 
brings with it a very dynamic development in the activities and instruments of destinations’ 
marketing management. Logically, not far behind is the development of marketing 
communication and its tools and technologies. Destination management clients are not 
only satis�ied visitors and tourists, but many other stakeholders, more or less in�luencing 
the success of destination management and competitiveness of the destination. In order 
to maintain its competitiveness destinations and tourism operators have to increase 
creativity, ef�iciency and effectiveness of implementation tools of marketing strategy, 
including marketing communication tools. Implementation of marketing strategies 
destination and an example of using the tools of digital marketing communication is the 
subject of the paper.

Key words: 
Digital marketing. Digital tools of marketing communication. Marketing strategy. Tourism. 
Tourism destination.

1 Integrated and digital marketing communication

In the 21st century marketing evidently has no longer got by with the classic 
marketing mix. In conditions of hyper-competition the tools of the marketing 
mix are as follows – product, price, and distribution in companies in the same 
sector very similar. Therefore, the current marketing still focuses more on 
communication and relationship building with customers (relational marketing). 
At the same time, all the communication activities of the company are integrated 
to the differentiated communication towards the target group of customers. 
Integrated marketing communication is supported by CRM systems, which have 
effective ICT technologies, and other analytical tools that allow to obtain the 
relevant information about customers, their grouping (clustering), determining 
the value of the customer for the company in terms of the normal value and the 
lifetime value1.

1 LOŠŤÁKOVÁ, H.: Diferencované řízení vztahů se zákazníky. Praha : Grada Publishing, 
2009, p. 20.
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Integrated marketing communication is a complex process that utilizes all forms 
and channels of communication that are appropriate to the target group2. Such 
a procedure creates a synergistic effect, where the effect of one communication 
tool strengthens the effect of other instruments in order to create a uni�ied and 
credible image in the minds of those to whom it is intended3. 

The bene�its of integrated marketing communication are as follows: 
•  goal-directed – reaching out to each of the target groups in a different way
•  ef�iciency and saving – that is facilitated with an appropriate combination of 

communication tools
•  create a clear company positioning – creates an uniform image of the company 

product
•  interactivity – marketing communication meets the needs and expectations of 

the target group4. 

As every marketing concept also integrated marketing communication has its 
risks, as regards perceptions on the part of the target group. Above all there 
is a scale and repetitive of information that the target group get and then the 
dif�iculty of getting the measurability of effectiveness the following integrated 
targeting.

2  Trends of the development of tourism and their connections 
to the tools of marketing communication

On the basis of studies of the United World Tourism Organization (UNWTO), 
“Tourism 2020 Vision”5, we can expect more increases as the number of 
“travellers” (tourists), either the money that travellers (tourists) spend for 
services (transportation, accommodation, meals, admission fees/charges 
for attractiveness, etc.). From the perspective of marketing, we can therefore 
expect more market growth. At the same time, however, we should need to 
monitor changes in the evolution of demand, in the behaviour of the visitors 
and tourists, and these would be put on in the tools of marketing and marketing 
communication.

From the perspective of behaviour of tourists and visitors, and the consequent 
impressing of their behaviour in the markets, there have been a number of 
changes, which are involved in or contribute to the formation of the main 
trends in the markets of tourism as well as in business, marketing or marketing 

2 PICKTON, D., BRODERICK, A.: Integrated Marketing Communication. Lewiston : 
Financal Times Management, 2005, p. 26.

3 PŘIKRYLOVÁ, J., JAHODOVÁ, H.: Moderní marketingová komunikace. Praha : Grada 
2010, p. 48.

4 Ibidem, p. 49.
5 UNWTO. [online]. [2015-09-25]. Available at: <http://www.unwto.org/facts/eng/

vision.htm>.
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communication in this sector. Based on the analysis of secondary data, resulted 
from the resources of the major professional organizations in the international 
(UNWTO, WTTC, the OECD, the European Travel Commission, etc.) or national 
(CzechTourism, SOCR, AHR ČR, etc.) tourism, these trends are summarized and 
discussed in the following Table No. 1.

Table 1:  Trends in development of demand, offer and marketing communication in 
tourism

Trends in the development environment 
and the behaviour of tourists and 

visitors (demand)

Trends in business, marketing and 
marketing communication (offer)

1.  The advancing from travel for „tangible“ 
to travel for „immaterial“. When choosing 
a destination or tourism facilities 
play a still greater importance to the 
experiences, emotions and cognition. 
This trend further reinforces the role of 
cognitive tourism, whose part is cultural 
tourism and creative tourism.

•  the strengthening of the programming 
proposition, 

•  the strengthening of collaboration 
(partnership) among the stakeholders in 
destination – networking (value-building 
network as a tool for competitiveness),

•  expanding the proposition, based on 
interactively use of modern technologies, 
as well as on the speci�ics of destinations, 
history and traditions, 

•  the use of modern technologies in 
marketing communication, able to capture 
and transmit emotions, mood, atmosphere 
(point time pictures for the social 
networks, movie spots, animations, Web 
presentations, etc.)

2.  The Internet has been changing the 
World, and thus tourism and both on 
the offer side, so on the demand side. 
The Internet has moved for the last 
two decades signi�icantly from the 
information tool on the booking tool, sales 
and communication. Online booking and 
the possibility of making custom packages 
have changed relationships, form and 
nature of the tourism market. In addition, 
the Internet has brought a diversi�ication 
in travel and stay, an unprecedented 
extension of the communication between 
the interested parties and bodies, 
a reduction from the perspective of 
travellers of the unused time (games, 
information portals etc.).The Internet can 
convey such information and in such form 
as (audio and video recordings) and the 
quality that traditional tools fail (printed 
�lyers, catalogues, photographs, etc.).

•  the Internet as a tool for the information 
protection — information portals, Web 
sites, social networks with the use of video 
and audio tools, 

•  the Internet as a tool of marketing 
communication, e-marketing campaign, 
emails, e-advertising (PPC, PPT, banners, 
etc.), 

•  the Internet as a tool for booking 
-accommodation, transport, tickets, etc.,

•  the Internet as a shopping tool – 
implementation of orders and payments 
for services, 

•  the Internet as a tool for the evaluation 
of quality and pressure on the quality of 
the services – customer reviews/users on 
reservation portals on social networks, etc.
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Trends in the development environment 
and the behaviour of tourists and 

visitors (demand)

Trends in business, marketing and 
marketing communication (offer)

3.  In addition to the Internet or, sometimes, 
in cooperation with the Internet, a series 
of tools has been created that contribute 
to the safety and comfort of passengers, 
so changes in the behaviour of the 
visitors and tourists. Typical such tools 
are the location services, whether as 
a navigation for travellers (automobile, 
pedestrian, bicycle, etc.), or as a tool for 
creating interesting products for leisure 
and tourism (geocaching), etc. The mobile 
communication is still more in�luential, 
which is supported by the technical 
development and miniaturization on 
the side of production, and tourists and 
visitors not only brings ever greater travel 
convenience, but also increases security, 
allows almost permanent communication 
with the surroundings, with friends, 
but also with service providers and in 
several languages. New technologies 
appear increasingly capable for adapting 
to reality (augmented reality), and these 
signi�icantly in�luence the purchase 
behaviour of tourists and visitors.

•  navigation for motorists, cyclists, 
pedestrians, runners, etc. facilitating 
the tourists and visitors to travel to 
the destination and, in the terms of the 
(unknown) destination, helping to search 
for the tourist destinations, 

•  the locator service as a tool for targeted 
advertising (SMS, MMS, email) and search 
for the tourist destinations, 

•  the locator service as a tool of 
entertainment (geocaching), 

•  smart phones as a communication tool, 
a guide to destinations, attractiveness, as 
a „translator“ guide (languages), 

•  „smart“ mobile phones/smart phones as 
a tool to improve safety of stay/travel in an 
unknown destination, 

•  the use of virtual reality/augmented reality 
as a marketing tool, but also a product of 
tourism,

Changes in the structure of the market and 
both on the demand side and offer side. 
•  Demand-involvement so far less important 

source markets to international tourism. 
The new target group on tourism markets 
of economically growing countries (China, 
India etc.). 

•  Offer- the growth of competing pressures 
inputs for newly created tourism products, 
attractions and destinations, seeking to 
gain a market share.

•  the development of new tourism products 
and/or customizable existing ones in the 
form of matching expectations of new 
target groups, 

•  customize the proposition of languages 
and cultural needs of new target groups,

•  customize the tools, the form and 
content of the marketing communication, 
the communication focused on new 
target groups (digitizing of marketing 
communication)

4.  Natural disasters (volcanoes, tsunamis, 
earthquakes, etc.) and diseases (SARS, 
avian in�luenza, etc.) are increasingly 
highlighting the safety requirements for 
the destinations. The advantage to those 
destinations that are not associated 
with the possibility of natural disasters 
(earthquakes, tornado, etc.), the low level 
of health security, political instability, 
armed con�licts, etc.

•  the Internet and Smart phones as a tool of 
communication with the safety systems in 
the destination, the tool to improve safety 
of stay/travel in an unknown destination,

•  the Internet, smart phones and tablets as 
a tool of entertainment, reduction of the 
unused time for unexpected situations 
(accidents, traf�ic jams, etc.),
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Trends in the development environment 
and the behaviour of tourists and 

visitors (demand)

Trends in business, marketing and 
marketing communication (offer)

5.  Travellers require quality infrastructure, 
minimize the language barriers, air 
connection and knowledge of the culture 
of these newly involved tourists host 
countries, destinations and tourism 
actors, i.e. high quality marketing 
intelligence. Travellers require access to 
modern technology and communication 
resources, immediate sharing their 
current experiences with relatives and 
friends. This increases the pressure 
on the range, facing the creativity and 
marketing tools that in the �ight for the 
target markets play an increasingly more 
critical role.

•  the development of the supra and infra 
structure of tourism in accordance with 
the requirements of the customers, 

•  the use of traditional tools of marketing 
intelligence (market surveys, studies, 
etc.) and the use of „new“, as a rule the 
Internet and modern technology, using 
the tools (ranking by guests in the booking 
portals, social network analysis, etc.), 
the use of digital communication tools 
for overcoming language barriers and 
for the improvement of the guide and/or 
information services,

6.  Senior population rate – the fastest 
growing target group are seniors. This 
is determined by both demographic 
trends and lifestyle and standard of 
living, enabling to higher number of 
seniors involved in tourism, not only 
at the regional or national level, but 
also at the international level. Just 
a segment of the seniors is among the 
typical representative of the worldwide 
growing target markets. Signi�icantly 
there is also increasing the number of 
„digitally“ literate seniors able to use 
digital marketing tools separately or in 
combination with traditional instruments 
(printed matter, signs, etc.).

•  more tailor-made products (including 
marketing communication) for seniors, 

•  the adaptation of traditional activities/
resources (e.g. bicycles – electric bicycles), 
information tools (press with a larger font, 
customized mobile phones for seniors, 
etc.), 

•  specialized and trained staff to meet the 
needs of seniors, 

•  targeted marketing campaigns from the 
perspective of a comprehensive marketing 
mix, 

•  increasing the importance of linking 
tools, traditional and digital marketing 
communication,

7.  Cultural tourism – is one of the fastest 
growing forms of tourism in the last 10-
15 years. Travellers, tourists, visitors still 
want more to explore different cultures, 
their characteristics (cuisine, customs, 
traditions, crafts, art, etc.). Even the above 
trends and involving new target groups 
lead to the strengthening of the cultural 
tourism, just as a cognitive component, 
or experiential tourism. Cultural tourism 
can also strengthen the local demand 
for the local culture and cultural events 
or activities, and thus it is often actively 
involved in the conservation of a series of 
such actions, activities and traditions for 
the next generation.

•  expanding proposition of cognitive and 
cultural tourism and the adaptation of the 
tourism products to highlight local cultural 
speci�icities, traditions, customs,

•  the development of local and regional 
networking (value-building networks), 
that supports the inbound tourism, 
through the strengthening of demand for 
products/services seemingly unrelated to 
tourism (craftsmen, local food producers, 
etc.), 

•  the use of digital tools of marketing 
communication in relation to HW 
equipment (smart phones, tablets, Google 
glass „Apple Watch“), and the availability 
of Wi-Fi,
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Trends in the development environment 
and the behaviour of tourists and 

visitors (demand)

Trends in business, marketing and 
marketing communication (offer)

8.  Creative tourism – cultural tourism with 
an increase in activity of travellers is 
partially transformed and extends for so 
called creative tourism. This represents 
one of the forms of tourism, which is 
characterized by a speci�ic motivation 
and content to stay. The objective of the 
participants of the creative tourism is to 
get new art, craft, mental or other creative 
skills during a relatively short period of 
time (e.g. during long weekends, during 
one week in the relevant courses or so-
called creative workshops, etc.). The aim 
is not only to explore the culture, but 
passively learn them (languages, cooking, 
crafts, local musical instruments, etc.) 
and this will not only improve in their 
knowledge, but also get experience.

•  the strengthening of the interactivity 
and creativity of tourism products and 
developing new products that support the 
dissemination of local culture, customs, 
traditions (preparation of the specialties 
of the local gastronomy, the production of 
local products, training courses focusing 
on speci�ic local know-how, usually related 
to local history and tradition – such as 
glassmaking, stonework, etc.), 

•  the linking of entities from the tourism 
sector and the sector of production and/or 
providing services, primarily non-focusing 
on tourism (value-building network), 

•  the use of digital communication tools for 
overcoming language barriers, cultural 
barriers and for the improvement of the 
guide and information services,

9.  An increasingly important element is 
the Internet and, in particular the tools 
based on it. During the last 5 years there 
is a period of rapid development of social 
networks. Social media are a phenomenon 
of nowadays. Social media have made for 
people-travellers-on their hands the great 
power (the difference compared with off-
line communication/advertising). People 
can communicate post, comment on, and 
tag e.g. using the „like“ and all these in an 
unprecedented scale, still more affecting 
not only demand, but also the offer and 
it‘s in the online system, supported by 
mobile technologies (smart phones, 
tablets) and SW. Moreover, even those 
entities which are not on social networks; 
are found in the form of ideas and insights 
of „net viewer“ appear, without knowing 
them, and often without them.

•  the growing focus on the Internet-related 
tools of marketing communication, 
communication with clients (visitors, 
tourists), communication between 
partners – actors of tourism etc, 

•  the development and use of speci�ic social 
networks, characteristically used by the 
selected target groups (men, women, 
professional travellers, etc.), 

•  use of the Internet and wireless 
technologies (Wi-Fi, Bluetooth) to promote 
information and guide services, 

•  in addition to traditional surveys, currently 
the social networks are increasingly 
important sources of knowledge of 
marketing intelligence and both for the 
clients (travellers) and for the actors (the 
service provider) in tourism

10. Safety:
–  Crime and terrorism prevention is 

becoming an increasingly important task 
of all stakeholders in the tourism industry. 
Safety is becoming an integral factor in the 
choice of travellers’ destinations/tourism 
facilities. Growing role of police and its 
importance, not only in the protection of 
residents, visitors and tourists, but also its 
role as the prevention of crime.

•  the use of the information to ensure the 
safety of visitors and tourists within 
marketing campaigns, 

•  cooperation with the actors of the tourism 
and public administration, the security 
forces (connecting to the value-building 
network), 

•  the use of safety and protective systems 
within the scope of the attractions and 
activities of tourism,
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Trends in the development environment 
and the behaviour of tourists and 

visitors (demand)

Trends in business, marketing and 
marketing communication (offer)

–  Workers in tourism, the organizers of 
the events and activities are increasingly 
pressured to support the safety of visitors 
and tourists. This is about the growth of 
requirements by tourists and visitors to 
the knowledge and skills of the personnel, 
the need for training of the organizers 
and staff to support safe and ful�illing 
the requirements to increase the sense of 
safety not only visitors and tourists, but 
also of the other participants in the events 
and activities.

•  networking of professionals in the tourism 
sector with workers from the safety and 
health, 

•  the use of organizational tools and aids 
for coping with rush-time in attendance/
transport, 

•  the use of modern communication and 
safety support systems substitute staff 
and contributing to the increased sense of 
safety,

–  In particular, in the case of mass cultural 
events is the importance of prevention 
in the area of security rising and past 
experience with such actions greatly affect 
the behaviour of visitors and tourists, 
and therefore also the success and the 
necessary level of marketing spending.

•  strengthening the cost of ensuring the 
safety of tourists and workers in tourism,

•  the usage of the services by security 
experts and agencies (networking), 

•  the usage of the information on ensuring 
the safety of visitors for marketing 
purposes,

11.  People – workers in tourism. The quality 
required by tourists and visitors is 
still missing. Visitors and tourists are 
still more in�luenced in their decision 
making, the quality and level of the staff. 
And again the Internet – booking portals 
and systems, social networks – they 
play an increasingly important role in 
spreading the messages of satisfaction 
or dissatisfaction of the visitors and 
tourists with the quality of services and 
thus, even with the approach of the staff.

•  the increasing demands on the readiness 
of workers in tourism (languages, special 
skills, business methods and tactics, 
knowledge in the �ield of security systems, 
etc.), 

•  creating and/or improving the system of 
selecting and training the personnel,

•  improving the use of the Internet and 
modern audio-visual and communication 
techniques for quality promotion 
(evaluation systems, tracking systems, 
etc.).

Source: Own processing based on internal research work and data used from ČSÚ, ČCCR-
CzT, UNWTO, OECD, WTTC.

3 Marketing strategy of TO (tourist area) Jeseníky – East

Individual economic sectors are logically differing not only by focusing, inputs 
and outputs, but also the basic variable demands. In the tourism sector can be 
considered as a basic indicator of the demand of tourists (indicator “number 
of guests in the accommodation facilities”), and the length of their stay in the 
destination (indicator “the average duration of stay in days”). In the framework 
of processing the marketing strategy of the tourist area of the Jeseníky – East, the 
development shows that the number of incoming tourists into the tourist area – 
Jeseníky-East (textual: TA Jeseníky-E) has decreased. This decline has occurred 
since 2002, however, in particular on the energy has picked up after 2008. Here, 
we can assume that the main reason for the acceleration of the decline is the 
impact of the global economic crisis. Positive turn at best can be traced from the 
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beginning of 2012. An important factor here is the newly processed marketing 
strategy of development of the CR, the newly created professional destination 
management of the area, covered under the Euroregion Praděd and strategy of 
implementing the annual action plans, in 2012-2015 signi�icantly supported by 
the ROP of the Moravian-Silesian Region. One of the core ideas of the strategy 
and action plans has became the idea of creating the conditions for cooperation, 
motivation for cooperation and networking of local tourism players and 
stakeholders. Both the historical development, prior to processing the marketing 
strategy and development in the course of implementation of this strategy is 
captured in the following Table No. 2, Development of indicators of demand in 
the TA Jeseníky– E.

Table 2: Development of indicators in the TA Jeseníky-E

Before 
31.12.

Number of 
incoming 
visitors

Number of 
residents

Number 
of non-

residents

Number 
of nights

Number of 
residents

Number 
of non-

residents
2002 144 051 115 458 28 593 578 425 501 327 77 098
2003 134 354 113 681 20 673 584 214 521 353 62 861
2004 118 840 102 292 16 548 495 443 445 903 49 540
2005 113 676 99 152 14 524 450 838 406 639 44 199
2006 112 079 97 292 14 787 403 030 355 506 47 524
2007 109 019 96 550 12 469 368 258 331 833 36 425
2008 106 182 94 443 11 739 330 216 297 874 32 342
2009 94 807 87 359 7 448 315 300 295 779 19 521
2010 88 059 80 395 7 664 295 599 274 886 20 713
2011 88 660 82 872 5 788 295 730 280 397 15 333
2012 96 723 90 421 6 302 314 780 298 399 16 381
2012* 118 694 108 262 10432 365 719 339 818 25901
2013* 122 617 110 255 12362 378 787 347 802 30985
2014* 111 638 102 361 9277 355 044 332 215 22829

2014/2013 91,0 92,8 75,0 93,7 95,5 73,7
Source: ČSÚ, own processing, revised data of ČSÚ

3.1 Basis of marketing strategy-vision, mission and objectives

On the principles of community planning was processed a basic strategy for 
the development of tourism and draw the vision of the tourist area (TA) and its 
mission, or mission of destination management.

Vision: „To create from TA Jeseníky-E an important annual tourism destination 
with an international importance, based on:
•  a healthy environment linked to the exceptional climatic conditions, 
•  exceptionally well-preserved and intact nature, 
•  a broad portfolio of areas, forms and products of tourism with the dominance of 

winter sports, relaxation (Spa and wellness residence), active holiday (hiking, 
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walking and cycling, horse riding, water sports), stays in the countryside and 
exploring (history of architecture, nature, industrial heritage and technical 
attractions), 

•  geographical and natural diversity of the tourist region (mountain territory of 
Hrubý Jeseník, Nízký Jeseník, rural territories of Osoblažsko, Vítkovsko, and 
a series of small charming towns and villages).“

The Mission of the destination management in the tourist area: “To service 
the tourist region by organizing and coordinating activities related to the 
development of the tourism sector and to help increase the competitiveness and 
the marketability of TA Jeseníky on the target markets of tourism at home and 
abroad. To play the role of the coupling of the organization element between 
both parts of the Jeseniky-East and the Jeseníky-West and in cooperation with 
the Association of Jeseníky tourism to eliminate the negatives for visitors and 
tourists resulting from the administrative division of the natural tourist region 
of the Jeseníky mountains.”

Objectives structure of the marketing strategy for TA Jeseníky-E has been set up 
as follows:
•  Global marketing strategy objective: to ensure the long-term sustainable 

development of the CR, aimed at the countryside, its exploring and active 
holiday.

•  Essential – quantitative aims:
 •  the total growth of the number of tourists and visitors by 2015 about 10% 
 •  measurement: yearly, according to the default state of 2010.
•  Speci�ic aims: 
 •  the strengthening of the TA Jeseníky in the area of attractions in the CR, 
 • a professional destination management in the TA, 
 •  improving cooperation between actors within in the CR and the TA,
 • expansion and improvement of the supply of products, 
 • improve the quality of services CR in the TA, 
 •  improving and increasing the effectiveness of marketing in the TA.

3.2 Target groups of the marketing strategy

Due to the nature of the destination and its possibilities there were designed 
within a marketing strategy the following target groups:
•  Target groups according to status: 
 •  families with children (a signi�icant group, based on the image of the 

destination and its character), 
 •  seniors (signi�icant growing group, focused especially on the core product 

– hiking and Spas, a signi�icant group from the perspective of reducing the 
out-of-season variations),

 •  school groups (a signi�icant group considering nearby urban and industrial 
agglomerations, suffering from increasingly smog situations and the 
growing rate of illness among children).
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•  Target groups according to motivation: 
 •  active and vacation sportsmen: hikers, cyclists, skiers (downhill and cross-

country) and snowboarders, adrenaline sportsmen (hanging and sporting 
�lying, climbing),

 • �ishermen, 
 • spa guests, 
 •  those interested in learning about (natural, architectural, technical 

attractions), 
 • corporate events (companies, organization).
•   Target groups according to countries: 
 • the CR – domestic clientele (basic group) ,
 •  Poland – the second most important group after the domestic tourists, 
 •  Germany – the third most important group with a link to the history, 
 •  the Netherlands – clientele able to appreciate the mountain character, 

nature, 
 • Russia – in particular in relation to the capacity of the spas, 
 • Ukraine – in particular in relation to the capacity of the spas.

 
4 Research focusing on selected target groups

The analytical part is resulted from the research of tourist area Jeseníky-East 
which has been implemented repeatedly by Ostrava Business School plc, the 
company of VAV Enterprise plc, s.r.o. within the programme of the European Fund 
for Regional Development. As bene�iciary of the results has been the Euroregion 
Praděd6. On the results there have been processed marketing communication 
studies, which answered and still answer the purpose of respectable data basis 
for development of strategic plans in the individual tourist areas. 

The research insisted on the analysis of secondary data, in particular, from the 
agency Czechtourism, the Czech Statistical Of�ice, the National Information and 
Advisory Centre for Culture (NIPOS), sources of the Euroregion Praděd and other 
sources. The research also relied on primary investigation that was aimed at 
foreign visitors and tourists with the aim to improve the supply of tourism services 
and thereby increase the attractiveness of TA for this target group. The research 
problem was a �inding the links between their motivation to visit TA Jeseníky-E 
and satisfaction with a visit to this destination. The basic method used for data 
collection was a research technique represented with a printed questionnaire 
(PAPI), and in-depth interviews with representatives of service providers. The 
second method of data collection was controlled in-depth structure interviews in 
the range of approximately 15-20 minutes. The interviews were focused on the 
experience of the organizers and operators of attractions to foreign clients. The 

6 Research task Development of marketing intelligence in the form of marketing 
research activities and the subsequent transfer of the key knowledge to tourism (2014 
and 2015).



MARKETING IDENTITY 

384

data obtained from the questionnaire were processed by the SPSS IBM Statistics. 
To examine the relationships between variables and statistical processing of data, 
there were used descriptive statistics methods (table of frequency, calculation 
of mean values, margins, quantity). Subsequently, the quantitative results were 
interpreted and formulated into speci�ic proposals and recommendations for the 
research taskmaker in the form of the �inal research report.

As a part of the research, there was to track the use of digital and traditional 
marketing communication tools in the tourism sector. From this point of view it 
is interesting to determine what information sources the visitors of TA use. The 
respondents had the option of 16 possible sources and evaluated the use of these 
sources with range from (yes), after (patially) up to do not use (not). The result 
of the query shows the Chart No. 1.

Chart 1:  The use of information sources by visiting the tourist area of the Jeseníky–
East

Source: VAVREČKA, V., DURDA, L., MEZULÁNÍK, J.: Rozvoj marketingové inteligence formou 
aktivit marketingového výzkumu a následného přenossu klíčových poznatků a výstupů 
směrem k místním aktérům cestovního ruchu. [Závěrečná zpráva z výzkumu]. Ostrava, 2015.
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The highest usage at the level of “yes” or “partially” reached the Internet 
searchers (almost 60% of respondents), followed by information from the staff 
(55.4%), printed matters – promotional materials, brochures, guides (53.2%), 
other Internet sources (52.4%) and the tourist information centres (51.4%). 
On the contrary, at least source to use was the radio (at all was not used as 
a source of information with 80.3%), e-mail trailers, MMS messages (not used 
with 79.4%) and periodicals – newspapers, magazines (those not at all 74.6% of 
respondents). From the data it is clear that, even if the digital tools of marketing 
communication (the Internet, Facebook, social networking, and the Internet 
search engines) are the basic source of information for respondents of Jeseníky–
East, the traditional information sources (references and printed promotional 
materials) play an increasingly important role. The survey shows that this fact is 
given by the particular composition of the target group of visitors, which is made 
up of middle and older generations rather (seniors). 

5  The realization of digital marketing tools within 
the implementation of the marketing strategy of the TA Jeseníky–
East

The Euroregion Praděd, which has acted in the TA Jeseníky-East (the territory 
of the Moravian-Silesian Region) since 2011 as the destination enterprise, 
has been running with limited resources to implement all the tools utilizable 
of marketing communication. In terms of digital marketing communication, 
therefore, has been an effort to create within the partners network of the 
Euroregion Praděd (administrators of tourist destinations, local service 
providers, manufacturers of original products, etc.) the conditions for effective 
digital marketing communication in relation to the potential target markets and 
within the partners network. These conditions also include setting the rules 
of public aid to private operators in favour of complexity and quality of the 
products offered by the tourism industry. The Euroregion Praděd has became 
the �irst destination enterprise in the Czech Republic, which has established as 
a condition of cooperation with the operators of accommodation facilities the 
compulsory certi�ication of such facilities. Hotels and pensions are recognized 
by the European certi�ication with partner Hotelstars whereas the Euroregion 
Praděd´s partner is the Association of Hotels and Restaurants of the Czech 
Republic, that certi�ication is carried out by. Operators of private accommodation 
or farms are required to be certi�icate by the Union of Country Tourism and 
camps are required for the certi�ication by the Association of camps and cottage 
colonies.

The introduction of this rule of public support, the Euroregion Praděd has earned 
partners guarantee the quality of the accommodation in the particular category 
and also it is seen that these are actors who are willing to work for the bene�it 
of the whole complexity of the product range with the use of digital tools of 
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marketing communication. Currently, the Euroregion Praděd in the context of the 
creation of the tourism product offer coordinates the cooperation of more than 
100 partners in the network, of which 25 operators of accommodation facilities 
with a total capacity of about 1500 certi�ied beds. The other partners are the 
administrators of the tourist destinations, the local manufacturers of original 
products and providers of information or services7. 

In 2012, the Euroregion Praděd launched in cooperation with partner travel 
agencies the work to create a unique digital marketing tool – Voucher system in 
the Jeseníky with the use of gradually forming a network of cooperating partners. 
This system is aimed at effective production and sales promotion of tourism 
product packages on the markets of travel agencies. Product packages contain 
mainly offer a program of stay, i.e. the opportunity to visit more than 15 tourist 
destinations with discounts of 20-30% or free children (Discount voucher of 
the Euroregion Praděd), also includes accommodation and catering services 
and additional services (e.g. wellness). An additional marketing tool is to offer 
experiential chip “Praděd”, which provides for clients with travel agencies market 
exclusivity associated with a visit to the manufacturers of the products with the 
brand “Jeseníky – original product.”

These manufacturers are in a network thanks to cooperation within TA 
Jeseníky-E promoted free of charge on the Web sites of partner travel agencies. 
Voucher system Jeseniky is open to any partner travel agency, which it can use 
without �inancial performance, however, with the obligation to cooperate with 
the partners of the Euroregion Praděd, i.e. especially with the operators of 
certi�ied accommodation facilities and provide feedback relating to the number 
of packages sold and the number of guests. Voucher system Jeseniky was 
programmed and put into operation in 2013, with the fact that expenditure on 
administrative system in the order of thousands of Czech crowns annually are 
distributed to individual partners – the Euroregion Praděd and partner travel 
agents. Expenditure on product packages concern of those who have bene�ited 
from their sales, then the partner travel agencies and operators of certi�ied 
accommodation facilities.

Thanks to this system of cooperation, dozens of product packages arise every 
year offered on the Web sites of partner travel agencies and also the tourist 
portal called Rodinné Jeseníky (http://jeseniky-rodina.cz), operated by the 
Euroregion Praděd. At least once a year the Euroregion Praděd supports sales 
of product packages to the target markets of tourism in the form of PPC (pay 
per click) advertising campaigns, which are primarily motivated by travel agency 
partners to create product packages. Embedded sources in the form of public 
spending of tourists return immediately and it more than quadrupled which 

7 VAVREČKA, V., BLAŠKO, M.: Síťování jako jeden z předpokladů úspěšnosti destinace 
cestovního ruchu. Brno : Vysoká škola hotelová v Praze, 2012.
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makes the Voucher system Jeseníky very ef�icient. It documents the data from 
the most recent advertising campaign realized early in 2015:
•  expenditure on advertising campaign in the amount of 120.000 CZK,
•  sold 46 residences (105 adults, 40 children) with the total number of 662 

overnight stays, 
•  total spending of tourists was approximately 500.000 CZK.

Since 2013 under the Voucher system was sold a total of 382 residential packages 
with a total of 4325 overnights and the total amount of tourists’ spending of 
approximately 3 million CZK. According to the information of partner travel 
agencies is the increased number of sales in the markets of travel agents, which 
can be considered as a signi�icant contribution to the change in the structure of 
visit rate to destinations in favour of economically interesting clientele. It also is 
related to increase traf�ic tourist destinations listed in the Voucher Euroregion 
Praděd and manufactories producing handmade products with the brand 
“Jeseníky – original product.” The unique Voucher Jeseníky, therefore, uses the 
digital marketing communication to support the sales of a competitive offer of 
tourism and also to promote this offer on the Web sites of partners system.
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USE OF CORPORATE INFORMATION SYSTEMS 
TO IMPROVE PROJECT MANAGEMENT IN MARKETING

Yulia Vertakova – Olga Kryzhanovskaya – Vladimir Plotnikov

Abstract
Currently it actualized the need for implementation of corporate information systems, 
project management in business. The subject of analysis in this article – project management 
in marketing. Analysis of theoretical approaches to its solution, as well as empirical data 
on the organization of marketing activities of Russian companies showed that a signi�icant 
role in this area played by information and communication technologies. The development 
of project management capabilities have a decisive in�luence of corporate information 
systems. In this regard, consideration of increasing the ef�iciency of project management 
in marketing will be done through the prism of the use of corporate information systems.

Key words:
Corporate information systems. Ef�iciency. Marketing. Project management. 

Introduction

An analysis of the global and Russian practice shows that over the past 30-40 
years, the activities of the companies are gradually moves from a functional 
to a project-oriented (Drucker, 1973; Sherrer, 2009, etc.)1. This applies to all 
functional areas of general management (general management). But it is most 
clearly manifested in marketing, innovation, investment spheres. Widespread 
project approach has received in some sectors of economic activity, such as 
single and small batch manufacturing, consulting, engineering, etc. This trend 
is determined by the nature of business processes. Functional activity itself has 
neither the initial nor the �inal date of homogeneous operation are repeated 
again and again, there is a duplication of the same product (service). Such 
activities correspond to regular management routine (Barney, 1990; Poister 
and Streib, 1995, etc)2. In contrast, the projects are always limited in time, have 
a strictly de�ined end date, and the results are always unique. If the results of the 
project were not unique, the work to achieve them could be clearly regulate, set 
standards for the production and sell as part of the standard operations. Thus, 
the objective of the project – to achieve a speci�ic business purpose. In contrast, 
the task of operations – ensuring the proper functioning of the business.

1 DRUCKER, P.: Management Tasks, Responsibilities, Practices. Harper & Row, 1973, p. 43.
 SHERRER, J. A.: Project Management Road Trip for the Project Management 

Professional. Moscow : PMBOK, 2009, p. 62.
2 BARNEY, J. B.: The Debate Between Traditional Management. Theory and 

Organizational Economics: Substantive Differences or Intergroup Con�lict. Acad. 
Manage Rev., 1990, Vol. 15, p. 384.

 POISTER, T. H., STREIB, G.: MBO in Municipal Government: Variations on 
a Traditional Management Tool. In Public Administration Review, 1995, Vol. 55, p. 50. 



MARKETING IDENTITY 

390

The subject of analysis in this article – project management in marketing. 
Analysis of theoretical approaches to its solution, as well as empirical data 
on the organization of marketing activities of Russian companies showed 
that a signi�icant role in this area played by information and communication 
technologies. The development of project management capabilities have 
a decisive in�luence of corporate information systems. In this regard, 
consideration of increasing the ef�iciency of project management in marketing 
will be done through the prism of the use of corporate information systems.

1  Theoretical approaches to the formation of the concept 
of «project»

The methodology and project management practices are devoted to the work 
of many scientists (Howes, 2001; Kloppenborg, 2015; Lock, 2013; Patel, 2008; 
Shimizu, 2012, etc)3. Says that, without a systematic approach to the process 
of project management can not develop successfully and lose their competitive 
advantage. Practical experience of many companies both in Russia and 
abroad supports this conclusion. Formation of the system concepts of project 
management must begin with a strict de�inition of the category of «project». 
The best-known de�inition of «project» is given in the international standard 
ISO 21500: 2012 – Guidance on project management: «A project consists of 
a unique set of processes consisting of coordinated and controlled activities with 
start and end dates, performed to achieve project objectives. Achievement of the 
project objectives requires the provision of deliverables conforming to speci�ic 
requirements. A project may be subject to multiple constraints». There is given 
de�inition of «project management»: «Project management is the application of 
methods, tools, techniques and competencies to a project. Project management 
includes the integration of the various phases of the project life cycle and is 
performed through processes»4.

Analyzing the different literature, we can conclude that the authors do not emit 
a single universally accepted de�inition of «project», despite the existence of 
a standardized de�inition (given above). For example, the Body of Knowledge 
Project Management PMI, offers the following de�inition: «Project – is something 

3 SHIMIZU, T., PARK, Y. W.; HONG, P.: Project managers for risk management: case of 
Japan. Benchmarking, 2012, Vol. 19, p. 537. 

 HOWES, N. R.: Modern project management: successfully integrating project 
management knowledge areas and processes. New York : AMACOM, 2001, p. 121.

 KLOPPENBORG, T. J.: Contemporary project management: organize, plan, perform. 
Stamford : Cengage Learning, 2015, p. 144.

 LOCK, D.: Project management. Farnham : Gower, 2013, p. 86.
 PATEL, V. N.: Project management. Jaipur, India : Oxford Book Co, 2008, p. 71.
4 Projeсt Management Institute Projeсt Management Body of Knowledge (PM BOK). 

Pennsylvania : DrexelHill, 2007, р. 35.
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that thinks, or is planned, a great company»5. The British Association project-
managers uses the de�inition of «project – it is a separate entity with speci�ic 
goals often include requirements on time, cost and quality of results achieved»6. 
German Institute for Standardization gives the following de�inition: «The project 
– an enterprise (intention), which is largely characterized by the uniqueness 
conditions in their entirety, such as: setting goals; time, �inancial, human 
and other restrictions; differentiation from other intentions; project-speci�ic 
organization for its implementation»7. Popov Y.I. and Yakovenko O.V. give the 
following de�inition: «The project is a company with a pre-set objectives, the 
achievement of which determines the completion of the project. Or the project 
could be a separate entity with speci�ic goals often include requirements on time, 
cost and quality of results achieved»8.

In this article, with regard to project management in marketing, we understand 
by a draft set of operations (actions) that differ from traditionally performed in 
the company (routine actions), having a clearly de�ined target limited allocated 
to achieve this goal, resources, and �ixed dates for the beginning and end of the 
project. That is, the project is de�ined by a triad of factors: the goal (quantity and 
quality) – resources – time. An example of a project in the author’s interpretation 
of a marketing campaign to promote a new product on the market, which has 
a clearly de�ined goal – to provide in the sales share of the new product is not less 
than D% (option – to ensure sales in the amount of not less than V rubles). With 
a limited budget in rubles to set the time interval [Tstart, T�inish].

2  The selection and implementation of a corporate project 
management system

Obviously, the management of the project – non-standard task that requires 
unique competencies, and management techniques. If the number of projects 
implemented by the company at the same time increases (namely, that there 
is in business today), the effective management of their aggregate becomes 
a formidable task in practice. The development of information technology makes 
it possible to solve it9. Currently it actualized the need for implementation of 
project management systems in the business. The available empirical evidence 

5 Projeсt Management Institute Projeсt Management Body of Knowledge (PM BOK). 
Pennsylvania : DrexelHill, 2007, р. 41.

6 Assoсiation of Projeсt Managers Body of Knowledge. Buсkinghamshire : INTERNET 
UK, 2009, р. 6.

7 Deutsches Institut für Normung. Baden hat der, 2007, р. 21.
8 VOROPAEV, V. I.: Management of projects: bases of professional knowledge. Moscow : 

Design Practice, 2010, p. 10.
9 VERTAKOVA, Y., POLOJENCEVA, Y., KRYZHANOVSKAYA, O.: Managing a brand 

portfolio formation of innovative companies. In MATÚŠ, J., PETRANOVÁ, D. (eds.): 
Marketing Identity : Explosion of Innovations. Trnava : FMK UCM in Trnava, 2014, 
p. 271.
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suggests that the introduction of a corporate project management system – 
it’s very dif�icult task. Variants of such systems offered on the market are many, 
and each system is unique, because it consists of a number of components that 
can be implemented in various ways (Picture 1).

 
 
 
 
 
 

 

Automated control system for projects Оffice of management of projects 

System of motivation and principles of 
formation of design teams 

Concepts "project" and "management of the 
project" 

Methodology of management of projects and portfolio of projects 

Picture 1: Components of corporate project management system
Source: Own processing

The problem is not only in the effectiveness of a particular corporate project 
management system (CPMS), but also the ability to adapt to the conditions 
of a speci�ic company. Particularly, this problem becomes more complicated 
in the case of historically realized in the company model of «patchwork of 
automation». The corporate project management system includes a set of 
methodological, administrative and information tools to organize and maintain 
project management processes in the company. CPMS is a comprehensive tool, 
which aims to standardize, automate and support the project activities of the 
company. This approach is being implemented to improve the quality of planning 
and, consequently, more ef�icient execution of projects and programs under the 
current limitations on resources10.Introduce a corporate project management 
system makes sense for companies and organizations (project-oriented and 
project-dependent), who work on project management is a signi�icant part of the 
total activity. And the management of such companies is committed to developing 
and increasing the number of successfully implemented internal and external 
projects11. The introduction of the corporate project management system should 
consider the following elements of the project management system (EMS)12:
•  methodological element of EMS, is a set of methods, tools, tools, theories 

and approaches in the framework of the projects, this project management 
methodology, which determines how to do the work;

•  EMS organizational element, determines the order of activities and interaction 
between the participants of the project.

It consists of 3 components: the organizational structure of projects and 
management and control bodies (eg, project of�ice, steering committee); 

10 BALASHOV, A. I., ROGOVA, E. M., TIKHONOVA, M. V., TKACHENKO, E. A.: Management 
of projects. Moscow : Yright, 2013, p. 88.

11 KERTSNER, G.: Strategic planning for management of projects with use of model of 
a maturity. Moscow : DMK Press, 2003, p. 103.

12 Development of a control system of projects in the organization of medium business. 
[online]. [2015-08-23]. Available at: <http://megamozg.ru>.
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members of the project team and project management bodies; documentation 
support SOUP (rules of interaction between participants of the project 
management procedures various stages of the project, detailed instructions on 
execution procedures, templates, document management, the provisions of the 
governing bodies and job descriptions);
•  software and hardware element of soup. Basically it is a hardware-software 

complex calendar and resource planning, which can be integrated with 
the systems of �inancial planning and accounting, document management, 
personnel management, accounting system;

•  motivational element of EMS, is a set of motivations to perform the functions to 
ensure effective project management.

The correct choice of software solutions CSEA is very important for the successful 
implementation of project management in the organization and depends on 
many factors. Selecting information system requires a serious approach, costs, 
planning, monitoring, etc13. The selection algorithm software while improving 
project management process is shown in Picture 2.

Contact with producers Selection of software  
products for testing 

3. Testing Use of the trial version Maintenance check 

Assessment  of parameters Making decision 

1.Collection of information 

Analysis of the market 
 of the software product Definition of requirements  

Comparison of  software  
products according to 

requirements 

Reviews of a product 

2. Analysis 

Analysis of specifications 

Summarization of information 
on products 

Picture 2: The selection algorithm in the software process improvement project 
management
Source: Own processing

In the course of our study on the implementation of corporate information 
systems, covering the computerization of marketing functions, it was considered 
about 80 services on the Russian market. From this list to the study of solutions of 
seized 13, 4 were subjected to a detailed expert analysis (Table 1) and 3 software 
product tested in full screen (they were given a numerical score): «PlanFiks» 
«A2B» and «Worksection».

13 VERTAKOVA, Y., TRUSOVA, N.: Marketing functions to ensure better investment 
attractiveness of a territory. In MATÚŠ, J., PETRANOVÁ, D. (eds.): Marketing Identity: 
Explosion of Innovations. Trnava : FMK UCM in Trnava, 2014, p. 270.
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Table 1: Speci�ications of software project management in marketing

Evaluation item Wrike PlanFix Worksection А2В

C
om

m
on

 
w

or
k

Notifications Yes Yes Yes Yes
Search and filters Yes Yes Yes Yes
Access management Yes Yes Yes Yes
Comments Yes Yes Yes Yes

To
ol

s 
of

 
co

m
m

on
 w

or
k Integration into e-mail Yes Yes Yes Yes

Reports Yes Yes Yes Yes
Sources management No Yes Yes No
Split-second messages Yes No No Yes
Timetable Yes Yes No Yes
Time-management Yes Yes Yes No

P
ro

je
ct

 m
an

ag
em

en
t

Gant chart Yes Yes Yes Yes
Reports Yes Yes Yes Yes
Priorities Yes Yes Yes Yes
Adding guest users No Yes Yes Yes
Attaching files to tasks Yes Yes Yes Yes
Repeat of tasks No Yes Yes Yes
Accessibility setup Yes Yes Yes Yes
Summing up of costs Yes Yes Yes Yes
Project templates No Yes No Yes
Notifications Yes Yes Yes Yes
Comments to tasks Yes Yes Yes Yes
Filters Yes Yes Yes Yes
Delegation of tasks Yes Yes Yes Yes

P
la

n
n

in
g

Reminders Yes Yes Yes Yes
Tracking of spending 
time

Yes Yes Yes Yes

Login management Yes Yes Yes Yes

Synchronization to 
another calendars

Yes Yes Yes Yes

Common calendars Yes Yes Yes Yes
Forecast / calculation 
of salary

Yes Yes Yes Yes

Periodic events Yes Yes Yes Yes
Scalability Yes Yes Yes Yes

Source: Own processing

The evaluation results are as follows: «PlanFiks» – 55 points, «A2B» – 50 points 
and «Worksection» – 46 points. It was assumed that a large number of points 
corresponds to the best quality product. Thus, the service «PlanFiks» received 
the highest rating in the studied sample, because it is a versatile product that 
can be easily con�igured for any task with the greatest ease of working with 
documents, when setting does not need quali�ied personnel, integration with 
other software companies can proclamation on their own.

As part of our study we were also considered practical experience in 
implementing corporate information systems to improve the ef�iciency of 



DIGITAL MARKETING

395

project management in marketing. The object of the study was the Russian 
company «Telecommunication» The company’s activity is related to the 
permanent implementation of various projects. Projects vary by category, size 
and functionality (Picture 3).

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
The short-term The medium-term The long-term 

Scale of projects 

Small Averages Large The very 
large 

Project duration 

Research Development 
of strategy

Agency 
scheme

Hiring of the 
personnel

Creation of 
department

Training 

Type of projects 

Active sales to legal 
entities 

Access 
coordination 

Management of 
outflow 

Direct sales to 
natural persons 

Form of projects 

Picture 3: Type projects in «Telecommunication»
Source: Own processing

Based on the analysis, the company decided to start to use the service «PlanFiks» 
The algorithm of action for the implementation of this service is shown in 
Picture 4. It is typical and may be used by other organizations planning to use 
corporate information systems to improve the ef�iciency of project management 
in marketing.

 
 
 
 
 
 
 
 
 
 
 
 

The head has to understand and accept the most important principle of service

The head has to start using service

The announcement to colleagues about introduction

Distribution to employees of simple instructions

Registration of employees in service

Full use of service

Picture 4:  Algorithm Implementation Service «PlanFiks» in the company «Telecom 
Innovations»

Source: Own processing
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The introduction of the corporate information system enabled the company to 
«Telecommunication» improve the ef�iciency of project management, not only in 
marketing, but also to get extra pro�it due to changes in the management culture.

3  The effectiveness of the implementation of corporate project 
management system in marketing

The effectiveness of the implementation of the project approach in the activities 
of the company can be estimated by comparing the costs of alternative projects. 
In the �irst case, a traditional model of work organization. In the second – the 
project. As a �ixed parameter serves the volume and quality of work and the 
composition of the project team. Variables – the execution of works, the duration 
of which affects the costs.

As an example, Tables 2 and 3 show alternative estimates for the cost of one 
control performed by «Telecommunication» projects. The composition of the 
project team – 2 staff: project manager and project manager. In the traditional 
organization of work (Table 2), the term of the project was 3 months, with 
the project (see Table 3) – 2 months. As can be seen from the above data, the 
management costs of the project, modeled when «PlanFiks» reduced to 140.35 
thousand. Rubles, or by 36%. Given the fact that the average number of such 
projects implemented in the marketing activity of 5 per year, additional pro�it for 
the company before tax amounted to 700 thousand rubles per year. This result is 
achieved through the implementation of project-based approach to management.

Table 2:  Administrative costs for the project (traditional scheme of work), ths. rub.

Cost item August September October

Salary 100 100 100

Cellular communication 1,5 1,5 1,5

Rent of rooms 27 27 27

Total 385,5

Source: Own processing

Table 3:  Administrative costs for the project (design scheme of work), ths. rub.

Cost item August September

Salary 100 88,4

Cellular communication 1,5 1,25

Rent of rooms 27 27

Total 245,15

Source: Own proccesing
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Thus, the optimization of project management in marketing, achieved through 
the introduction of modern management practices in the software is the key to 
success, and prosperity of the enterprise, allowing time to identify shortcomings 
in the organization of their activities and to adjust, improve project management 
and, ultimately, increase pro�its.

Conclusion

In modern management and marketing more and more widespread receives 
project-based approach. Its bene�its are determined by better coordination of 
work and greater ef�iciency compared to the traditional approach to management. 
In the study, the authors examined the concept of the project, corporate 
information systems, analysis of corporate project management systems 
suitable for use in marketing. The authors systematically the basic requirements 
for software products, implementing project management methodology in the 
execution of the functions of marketing companies. Evaluated the functionality 
of this software. It was the algorithm selection and comparison of software 
products that can be applied in any company, in any way related to the project 
activities. It was considered about 80 services on the Russian market. From 
this list, the study selected 13 solutions were subjected to a detailed analysis 
of 4 and 3 software products have been tested in full: «PlanFiks», «A2B» and 
«Worksection». Results of the analysis allowed us to construct the following 
ratings: «PlanFiks» – 55 points, “A2B” – 50 points and «Worksection» – 46 points. 
Thus, the service «PlanFiks» received the highest rating in the test sample, and 
is recommended for automation of project management in Russian companies.

Its main advantages: a versatile product that can be easily con�igured for any 
task, the best place to work with documents when setting does not need quali�ied 
and integration can be the proclamation by the company. Calculations performed 
by the example of the Russian company «Telekommunication» showed that 
the implementation of project management system «PlanFiks» in marketing 
activities provides additional income (in this example, it amounted to about 700 
thousand. Rubles a year before tax).
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DESIGN OF INFORMATION ARCHITECTURE 
AND NAVIGATION OF INTERNET PORTAL 

ON SUPPORT OF REGIONAL INNOVATION DEVELOPMENT
 

Marián Zajko – Branislav Mišota

Abstract
The paper analyses innovation performance of the EU innovation leaders (Sweden, 
Denmark and Finland) and their innovation strategies focusing on the role of key innovation 
agencies and their internet portals on innovation support. These agencies and their 
internet portals play an essential role in digital communication among the stakeholders 
of innovation ecosystem. The results of these analyses especially internet portals of 
the innovation agencies will be utilised in the proposal of information architecture and 
navigation of internet portal on support of regional innovation development in Slovakia. 
This should contribute to boosting innovation performance and thus competitiveness of 
Slovak enterises and regions within the EU due to more ef�icient mutual collaboration in 
innovations among them as well as with neighbouring cross-border regions. 

Key words: 
Competitiveness. Information architecture. Innovation. Internet portal. Portal navigation. 
Regional development.

1 Innovation leaders in the EU-27

Sweden, Denmark and Finland have been the European innovation leaders as 
measured by the Summary Innovation Index (SII) 2015. These three Nordic 
countries perform best on all SII dimensions: from research and innovation 
inputs, through business innovation activities up to innovation outputs and 
economic effects (Table 1). 

Table 1:  Dimensions of innovation performance of the innovation leaders in the EU 
27 in 2014 

SII dimensions HR RS F&S FIN L&E IA IN EE
European Union 27 0.598 0.542 0.556 0.454 0.473 0.624 0.505 0.601
Sweden 0.846 0,826 0.746 0.684 0.727 0.901 0.630 0.590
Denmark 0.631 0.823 0.797 0.513 0.767 0.892 0.585 0.760
Finland 0.806 0.581 0.756 0.581 0.668 0.856 0.560 0.594

Notes: HR–Human resources, RS–Research systems, F&S–Finance&Support, FIN–Firm 
investments, L&E –Linkages&Entrepreneurship, IA-Intellectual Assets, IN-Innovators, EE–
Economic Effects.
Source: European Commission, 2015, adjusted by authors.

It re�lects their balanced national research and innovation systems, since they 
also show the smallest variances in their performance across all eight innovation 
dimensions of the SII. In terms of the Global Competitivenes Index (GCI) these 
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countries rank also among the most competitive countries of the world: Finland 
as #4, Sweden as #10 and Denmark as #13 in contrast to Slovakia as #75 1.

2  Innovation strategies, inno-vation intermediaries
and innovation portals in the countries of innovation leaders

2.1 Sweden

Sweden is one of a few OECD member countries that do not use �iscal stimulate for 
R&D. Instead it prefers provision of funding to enterprises and R&D institutions 
within purpose-bound programmes for speci�ic sectors of economy and 
technologies realized by agencies and foundations, with whom these recipients 
enter into partnerships and consortia. 

The Swedish government agency for innovation systems VINNOVA with budget of 
SEK 2.7 b (€290 m) in 2014 is the most important innovation intermediary with 
representations in Stockholm and Brussels. It provides about 30% of funding to 
enterprises and about 60% of funding to R&D institutions (mainly to universities: 
44% in 2014) via programmes on the co-funding base. Co-funding leads to more 
than doubling of the total funding amount. VINNOVA acts as a national contact 
point of EUREKA and Eurostars programmes. Some of the programmes involve 
funding of research that is important for renewal of Swedish industry. In other 
cases they involve enterprises applying for funds for their development projects. 
Some of the programmes require actors to merge to jointly manage large and 
long-term projects. The programmes target actors in society who are important 
for Sweden’s innovativeness, such as knowledge-intense companies, universities, 
colleges, research institutes and actors within the public sector. At present the 
VINNOVA programmes focus on innovation support in the following three areas: 
1)  Strategically important knowledge areas2, e.g. Future health and Health care, 

Transport and environment, Services and ICT, Production and Work life, 
2)  Strenthening of innovativeness od speci�ic groups, e.g. Public sector, Innovative 

SME´s, Knowledge triangle3 and Strong innovation environments, 
3)  Cross-border cooperation, e.g. innovations driven by societal challenges (with 

innovation user participation or interdisciplinary collaboration on solving 

1 SCHWAB, K. (ed.): Global Competitiveness Report 2014-2015. World Economic Forum, 
2014, p. 13. [online]. [2015-10-18]. Available at: <http://www3.weforum.org/docs/
WEF_GlobalCompetitivenessReport_2014-15.pdf>.

2 VINNOVA. [online]. [2015-10-18] . Available at: <http://www.vinnova.se/en/Our-
acitivities/Search-for-programme/>.

3 The Knowledge triangle is orientated to boosting collaboration of enterprises and 
R&D institutions, including universities, e.g. in programme Veri�ication for growth 
(risk evaluation of research-orientated enterprises). Strong innovation environments 
support building of the VINN centres of excellence (17 applied research centres), 
Berzelii centres of excellence (4 centres of fundamental research).
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these isssues), partnership programmes (research of strategic means of 
transport or aviation engineering), EU and international collaboration.

The internet portal of VINNOVA promotes its pro�ile, activities, results and 
supports both one-way and two-way communication with interested parties 
in Swedish and English. Under the VINNOVA brand and the search window is 
a global navigation bar containing six information blocks:
1.  Block “Our activities” comprises the sub-blocks: Strategically important 

knowledge areas, Innovativeness of speci�ic target groups, Individuals and 
Innovative milieus, Cross-border co-operation, and Search for programmes, 

2.  Block “For programme applicants” includes the sub-blocks: Calls for proposals, 
Terms and conditions, and How to apply, 

3.  Block “Results” provides sub-blocks: Evaluations (of VINNOVA´s achievements), 
and Impact analyses,

4.  Block “Publications and events” includes sub-blocks: 
Calendar (of events), News, Publications and Webcasts,

5.  Block “EU and international co-operation” covers the EU programmes, the EU 
strategy for the Baltic Sea region, Mobility and grants, Brussels and Silicon 
Valley of�ices,

6.  Block “About VINNOVA” provides information on Sweden´s innovation system, 
Globalisation, Target groups and further internal information.

The portal footers provide direct access to e-Services, Blogs, Publications, 
Employment and European contact of�ice, Contacts, Press releases and nine 
Social Media channels including Subscription button.

2.2 Denmark

Denmark is one of six countries of the world spending on research and 
development (R&D) more than 3% of GDP a year. It has strong science 
and research base with several world class universities (3 among top 100 
universities of ARWU ranking). Danish innovation policy has been characterised 
by substantially lower level of coordination in the long term than the Swedish 
or Finnish ones. However, in the past two years this has changed in favour of 
stronger coordination and global focus. The science, research and innovation 
policies are directed by the restructured Ministry of Higher Education and 
Science (MHES, previously Ministry for Science, Technology and Innovations) by 
means of the Danish Agency for Science, Technology and Innovations. In 2014 
three specialised agencies for R&D funding merged into the Danish Innovation 
Fund with annual budget of €215 m for grants for strategic applied research 
and experimental development, technologies and innovations. Another two 
specialized institutions are: Danish Council for Independent Research with 
annual budget of €175 m for grants for independent research, Danish National 
Research with annual budget of €55 m for grants on fundamental research and 
centres of excellence. For basic funding of university research is reserved €1,200 
m per year that may be increased depending on the quality of outputs. Private 
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institutions (Novo Nordisk, Carlsberg and Lundberg) contribute to research 
�inancing an average annual amount €250 m as well.

In 2012 Danish government passed the �irst Danish innovation strategy„Denmark– 
Nation of Solutions“. It does not focus on technology areas but above all on 
social changes: (1) Innovations motivated by social challenges, (2) Higher 
transformation of knowledge into values, (3) Education as a means of boosting 
innovation capacity. For these three topics were formulated 27 initiatives aiming 
at starting up demand for new solutions in society and thus demand-driven 
innovations.

Among the most important means of MHES are programmes and tools such as 
innovation vouchers, innovation consortia for knowledge transfer to enterprises 
and open funds for funding and new collaboration forms, Danish innovation 
networks (20 networks, communication forums for industry and public 
education institutions), knowledge pilot schemes (subsidies to development 
project of enterprises), projects of industrial studies of PhD students (3-years 
projects with state funding), innovation agents for knowledge transfer to small 
enterprises, incubators of innovation-driven enterprises.

The Innovation Centre Denmark (ICD)4 was established in 2006 through joint 
initiatives of Ministry of Foreign Affairs and Ministry for Science, Technology and 
Innovations as a part of globalisation strategy of the Danish government aiming 
at transformation of Denmark into a leading knowledge economy by 2016. The 
�irst ICD representation was opened in Palo Alto in Silicon Valley, currently such 
centres operate also in Munich, Sao Paulo, Delhi, Seoul, Shanghai and Tokyo in 
order to boost collaboration of Danish enterprises, investors, universities and 
R&D institutions with their counterparts in their countries of residence using the 
following tools: Innovation and entrepreneurship camp, programme Innovation-
driven growth, programme Innovation pack, and Programme of scienti�ic and 
technology survey.

The internet portal of IDC promotes its pro�ile, activities, results and supports both 
one-way and two-way communication with interested parties. On the top of the 
page there is the utility navigation with the Subscription, Contacts and Language 
(Danish/English) buttons and the link “Denmark in the world” to the internet 
page of the Ministry of Foreign Affairs of Denmark with comprehensive content 
fostering the global focus of Danish innovation and enterprise. Underneath there 
are the IDC title, the search window, four Social Media channels, e-mail and the 
global navigation bar with six information blocks:
1.  Block “What we offer” comprises the sub-blocks: Service areas and Innovation 

tools,

4 Innovation Centre Denmark. [online]. [2015-10-18]. 
Available at: < http://www.icdk.dk/>.
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2.  Block “Where to �ind us” includes pro�iles of eight ICD innovation centres 
abroad with contacts and local news including communications via four Social 
Media channels and e-mail,

3.  Block “Case stories” provides videos, text and pictures on successful projects 
of Danish companies abroad,

4.  Block “Reports” includes reports from the ICD and its innovation centres 
abroad,

5.  Block “News” covers the news on innovations from Denmark and abroad,
6.  Block “About us” provides information on contacts to the IDC and job openings.

The portal footer offers direct access to the information blocks of the global 
navigation bar and to the web sites of Danish embassies.

2.3 Finland

Finland puts considerable stress not only on the support of R&D of new 
technologies but also on the foresight and technology forecasting. Foresight is 
focused on identi�ication and planning broader technological and related social 
and economic trends and risks in the longer time horizon (5 years and more). 
It serves as a base for formulation of regional, branch or national science and 
technology policy. Its continuation is technology evaluation and forecasting 
orientated more closely to technology development and time horizon of up to 
5 years.

The National Foresight Network5 was set up for this purpose with the aim to 
estimate strategic challenges, risks and opportunities in Finland and in the world, 
which will be considered in directions, objectives and structure of research, 
technology and innovation policies. Finland belongs among the countries well 
known for the importance of the public sector in innovation development, 
application and implementation. In 2010 there was formulated in the document 
„Innovation policy managed by demand and users“ an action plan for innovation 
promotion and implementation in public procurement in order to improve 
conditions in public procurement of innovations. The National Innovation 
Strategy of Finland accentuates implementation of user-led innovations and 
demand-driven innovations (addressing environmental and social issues, 
climatic changes, population aging, public services, etc.).

Strategic conception “Internationalisation of Finnish education, research and 
innovations for period 2010-2015” responded to low international focus of 
Finnish innovation system and lead to establishment of Finnish innovation 
centres abroad (FinNode) as a new model of creating partnerships in R&D, 
entrepreneurship, innovations, entrepreneurship and marketing. Their aim is 
to promote Finnish enterprises, attract foreign investors to Finland, strenthen 
knowledge �lows to Finland and vice versa, assist Finnish enterprises in 

5 Foresight. [online]. [2015-10-18]. Available at: <http://www.foresight.�i>.
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penetration foreign markets, get higher visibility of Finnish innovations, present 
Finland as an attractive R&D destination and support mobility among unversities 
and researchers. They are established in the USA (Silicon Valley), Russia, China, 
Japan and India as a colllaboration of several public entities: TEKES, Finpro, VTT, 
Sitra and Finnish Academy. Finland is another OECD member that did not use 
�iscal incentives for R&D. However, for the period 2013 – 2015 it temporarily 
introduced for SME´s and start up investors tax bene�its for R&D.

Finland has a well developed institutional network for support of science, R&D 
and innovations. The most important of them is the innovation agency TEKES. 
The TEKES deals with project funding of enterprises (with co-funding up to 50% 
of project costs for SME´s and up to 65% – 75% for large entreprises) in line 
with the following strategy: one third of funds is for the young SME´s (less than 
5 years in business) with a growth potencial6. Another one third is for support 
of internationalisation of established SME´s and SME´s with a research project 
or pilot development and testing of innovation. The remaining one third is for 
the large enterprises with export potencial that plan to substantially innovate 
their businesses (with a research project or pilot development and testing of 
innovation). Funding is carried out according to differenciated rules: nearly 40% 
of funds is for customer iniciatives, about 20% of funds is for the research in the 
Strategic centres for science and technologies, about 25% serves for funding of 
TEKES programmes and remaining 15% is for other strategic topics.

TEKES provides funding for Programme of procurement of consulting and 
innovation support services for SME´s with the aim to boost development of 
business activities of enterprises using external innovation services. These 
services are involved especially with commercionalisation of new products, 
creation of innovation methods, market studies and research, protection of 
intellectual property, knowledge and technology transfer, trainings, etc. TEKES 
offers to enterprises and research institutions funding for participation in 11 
TEKES research programmes for the period 2014-2019 regarding speci�ic topics 
and sectors7.

In collaboration with organisations Finnverra and Finpro TEKES fosters 
development of globalisation of Finnish enterprise through the SME network 
Team Finland via several programmes, e.g. Team Finland – Future Watch, Team 
Finland – Export, Fudan iLab, Finland Let´s Grow, VIGO and others.
Six Strategic centres for science and technologies (SHOK) operate as cooperation 
platforms for long term intensive collaboration of enterprises and top research 
institutions. In the period 2008–2012, nearly 500 enterprises and 30 research 

6 TEKES. [online]. [2015-10-18]. 
Available at: <http://www.tekes.�i/en/funding/yic/funding/>.

7 TEKES. [online]. [2015-10-18]. 
Available at: <http://www.tekes.�i/en/programmes-and-services/tekes-programmes/>.
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organisations collaborated in this way. TEKES provided for these research 
programmes €373 m and enterprises co-funded 40% of project costs.

The internet portal of TEKES promotes its pro�ile, activities, results and supports 
both one-way and two-way communication with interested parties in Finnish, 
Swedish and English. Under the TEKES brand, the search window and language 
button (Finnish/Swedish/English) in the top line is a global navigation bar 
containing six information blocks:
1.  Block “News” comprises the sub-blocks: News from TEKES, Application 

schedules, Events and Invitations to tender,
2.  Block “Funding” includes the sub-blocks on funding for companies, research 

organizations and public services,
3.  Block “Programmes and Services” provides information sub-blocks on 

TEKES programmes, Campaigns, Go global, European co-operation, SHOKs, 
International companies, International researchers,

4.  Block “TEKES” includes information sub-blocks on TEKES pro�ile, strategy 
and organisation, Working at TEKES, Publications, Media, Contacts and Team 
Finland,

5.  Block “Finland” covers information on Finnish innovation environment,
6.  Block “Online services” provides information on Log-in to TEKES online 

services and Terms and conditions of funding of these services.

The portal footer offers direct access to the TEKES News, Shortcuts to Funding, 
Programmes, Services for internationalisation, Organisation and Of�ices. It also 
includes links to four Social Media channels, Team Finland network, Enterprise 
Finland and Contacts.

2.4 Conclusions on information architecture of internet portals

Our analysis of innovation strategies and internet portals on innovations in the 
EU innovation leaders was based on the following criteria: comprehensiveness 
of content, global focus, design and graphical solution, and extent of multimedial 
content. As for comprehensiveness of content the winners appear to be the 
portals of the Swedish agency VINNOVA and the Finnish agency TEKES. In terms 
of the global focus the portal of the Danish ICD is the best (collaboration with the 
Ministry of Foreign Affairs and with network of the ICD centres abroad) and of 
the Finnish TEKES (collaboration with the network of FinNodes abroad) surpass 
that of VINNOVA. However, the winner of our analysis is the VINNOVA portal with 
its modern, simple and functional design and graphic solution as well as with the 
extent of multimedial content (webcasts) and e-publications.
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3  Design of information architecture and navigation of internet 
portal on support of regional innovation development

Information portals on innovations are among the most important tools 
of increasing awareness about needs and possibilities of development of 
innovation activities among the target groups in the SME´s and public audience 
as well as about various approaches to collaboration in innovation processes. 
They bring to the economy and society the most signi�icant bene�its in the long 
run. The Bratislava Self-governing Region (BSR) is a territorial entity with the 
highest concentration of universities and R&D organisations in Slovakia with 
high innovation potential. This justi�ies the need to build up regional internet 
portal on support of innovation and enterprise activities of key innovation actors 
within the Regional innovation strategy of BSR for the period 2014-20208. Such 
a portal should serve as a key tool of digital communication of regional/national 
organisations fostering innovation and enterprise activities with SME´s as well as 
big enterprises, public administration, local authorities educational institutions, 
R&D organisations, mass media and interested public.

The following part of paper will deal with design of information architecture 
and navigation of internet portal on support of innovation and enterprise 
development in the BSR. This internet portal could come into being within the 
internet site of the Innovation Forum of Slovakia9 administered by the Business 
Innovation Centre Bratislava. Based on the analysis of literature on creation 
of information architecture of internet portals 10,11,12, the main requirements 
upon an internet portal of this kind may be summarised in the following four 
functions: (1) accumulation of information, (2) categorisation and organisation 
of information, (3) information retrieval, and (4) distribution of information. In 
line with these requirements we tried to set out the categories of content within 
the information architecture of internet portal that may best comply with them. 
Based on the considerations of results of user survey focusing on the analysis 
of key words in the target user groups we transformed the requirements stated 
above into the following eight categories of content, that should be included 
in the design of information architecture and navigation of internet portal on 
support of innovation and enterprise development in the BSR: (1) Case studies, 

8 Inovačná stratégia BSK: Rozvoj výskumno-vývojovej a inovačnej základne 
Bratislavského samosprávneho kraja v rokoch 2014 – 2020. [online]. [2015-10-18]. 
Available at: <http://www.region-bsk.sk/SCRIPT/ViewFile.aspx?docid=10047807>.

9 Inovačné fórum Slovensko. [online]. [2015-10-18]. Available at: 
 <http://www.inovacneforum.sk/>.
10 MORVILLE, P., ROSENFELD, L.: Information Architecture for the World Wide Web: 

Designing Large-Scale Web Sites. O’Reilly Media, 2006, 504 p.
11 GILCHRIST, A., MAHON, B.(eds.): Information Architecture: Designing Information 

Environments for Purpose. (Managing Information for the Knowledge Economy). 
Neal-Schuman Publishers, 2003. 

12 DIJK, P. Van: Information Architecture for Designers: Structuring Websites for Business 
Success. RotoVision, 2003.
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(2) Expert reports, (3) Multimedia content, (4) Conferencies, (5) Events planned 
and realised, (6) Relevant theoretical knowledge, (7) Collaboration with industry, 
and (8) Supply of job openings. During the design process of this information 
architecture we made efforts to draw inspiration from the conclusions of the 
analysis of innovation strategies of the European innovation leaders in terms of 
eight categories of content as shown in the Table 3 below. Evaluation was carried 
out by means of binary variables (one, zero). 

Table 2:  Results of comparative analysis of internet portals of the European 
innovation leaders

Categories of content VINNOVA ICD TEKES
Case studies 1 1 1
Expert reports 1 0 1
Multimedia content 1 1 1
Conferencies 1 1 1
Events planned and realised 1 1 1
Relevant theoretical knowledge 1 0 0
Collaboration with industry 1 1 1
Supply of job openings 1 1 1
Total number of categories of content 8 6 7
Source: Own processing

The comparisons of intensity of use of the individual categories of content within 
the internet portals under investigation we arrived at the decision to include 
in the information structure of our internet portal the following navigation 
elements: Case studies, Multimedia content, Events planned and realised and 
Relevant theoretical knowledge on innovations.

Design of information architecture of internet portal on support of innovation 
and enterprise activities in the BSR based on the preceding analyses is 
represented in the Chart 1 below. Information architecture is complemented by 
the “Inno Market” facility fostering dissemination of open innovations. The Inno 
Market is to provide functionality of an e-marketplace for commercionalisation 
of open innovations, and thus support mutually bene�icial collaboration among 
industry and free R&D capacities of universities and R&D institutions, and in the 
end the competitiveness of enterprises. Having considered the requirements 
on the internet portal we selected the Content Management System (CMS) 
Drupal as the most suitable as the most suitable technology solution.

Therefore in design of information architecture and navigation of our internet 
portal we shall take regard to the functionality of the CMS Drupal only. During 
the process of portal design and development we shall presume, that the internet 
users have been working with internet services for longer time and thus have 
some experience with visual placement of control elements of internet pages, 
and their behave according to these usage stereotypes. The most important 
element of each web page is the main navigation, which should be located on the 
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page so, that users are able to �ind the speci�ic menu item easily and in the next 
step have a fast and ef�icient access to the desired information of the web page.

 
 

 

 
 

 

 

 
Inno Start Forum Slide share Open inovations Eset 

Tech Inno Days 2015 Videos Oslo manual Sygic 

Events Multimedia content Theory on innovations Case studies 

                        Innovations  in  Business      (Home)  Capacity offers  

Innovation Calls  

Contact information About us Inno News Inno Market 

 
etc. etc. etc. etc. 

Chart 1:  Design of information architecture of internet portal on support of 
innovation and enterprise activities in the Bratislava Self-governing Region 

Source: Own processing

Good design of main navigation functions as crossroads to content of any speci�ic 
sub-page required by users. Another feature of good design of main navigation is 
to be clearly visible and identi�iable. 

Picture 1: Final visual of design of innovation portal
Source: Own processing
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We took into consideration these requirements in categorisation of content and 
in our �irst iteration of content categories we strove to simplify the resulting main 
navigation menu as much as possible. Finally, we decided for horizontal layout 
of four navigation menu items and we arranged their menu sequence according 
to their relevance and anticipated use frequency on the part of users. Thus the 
�inal group of main navigation items looks as follows: Case studies (B–Inno 
case study), Relevant theoretical knowledge (Inno theory), Multimedia content 
(Media), Events planned and realised (Events). The visual of portal design using 
the CMS Drupal is represented in the Picture 1. 

Another required navigation elements of our navigation design are represented 
by references back to the home page, one of the key references of each page of 
our internet portal. In line with the usual rules we opted for the classic layout 
of web pages, where the top left corner contains the reference to home page 
and portal logo as well. User can return through this to the home page and start 
a new search of required information in case he/she immersed too deep into 
the portal information structure. User Log-in or registration are located in the 
top right corner of the main navigation bar to save the space. Above this spot 
there are also language buttons for switching between the English and the 
Slovak communication. Under the main navigation bar in the left corner there is 
reference to the form element for user search on the page.

Since the information portal will accumulate large amount of data on innovations 
we decided to implement a more sophisticated functionality via extending 
modules of the CMS Drupal in order to achieve the most ef�icient user search 
in the published content. We expect the content volume to grow through new 
publications on the ongoing basis during the operation of the portal. Further 
navigation elements implemented within the design process were applied in the 
„News“block and enable switching among the most read contributions, published 
news and RSS13 output. The reference to the „Inno Market“ (e-marketplace for 
open innovations) is located to the right of the „News“ block. In the same line with 
„Inno Market“ is the link to the “Mutimedia” content, that will be also a relevant 
and attractive part of the information portal on innovations. Due to the emphasis 
on the simple user navigation both these references are represented as clear 
graphic navigation icons. Underneath them there is located set of hypertext links 
to home pages of the information portal in the most frequented social networks 
Facebook, Google plus and Twitter.

Similarly as the links for entry to the „Inno Market“ or to the „Multimedia“ content 
all these references have their distinguishing graphical form for the sake of 
transparency and simple user navigation.The carousel block14 and the reference 

13 Really Simple Syndication (RSS) feeds enable publishers to provide data from an 
internet site to multiple users automatically and enables users to receive timely 
updates from favourite websites or to aggregate data from many sites.

14 The carousel block presents the latest content in an automatic slide show format to 
any web page visitor.
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links are in the central part of the page. Navigation elements are represented 
by balls standing for a number of top contributions and the currently chosen 
highlighted contribution belongs to the group of the latest published content 
nodes or to the content category just visited. 

Conclusion

The innovation portals as a marketing communication hubs are a necessary but not 
suf�icient component of the infrastructure15 of the regional innovation systems. 
They are mostly the missing link of the projects of Regional Innovation Strategy 
(RIS) of the self-governing regions in Slovakia developed in the period 2002-
2008 and their (non-)implementations. Without the regional innovation centres 
with well functioning information portals on innovation and enterprise remain 
many objectives, priorities and policies of regional innovation development 
based on the support of regional R&D declarations only. As positive examples of 
consequent implementation of RIS and sources of inspiration may be mentioned 
the Zilina Self-governing Region (ZSR) in Slovakia and South Moravian Innovation 
Centre (SMIC) in Brno. Positive signs indicate also the Model of innovation 
tools to be implemented within the regional innovation system of the Banska 
Bystrica Self-governing Region or the Innovation Strategy of the Bratislava Self-
governing Region for period 2014 -2020. Target groups/stakeholders of the 
innovation portal of the BSR could access and make use of the broad system of 
information support on innovation and enterprise as well as a spectrum of other 
communication tools offered by various consulting, councelling, marketing and 
network services. Digital marketing via an information portal fosters not only 
building awareness about supply of activities and services of innovation actors 
on innovation and enterprise support and development for their potential 
bene�iciaries but also potential synergies of local knowledge and expertise with 
knowledge and expertise within an interregional network of internet portals on 
inovations and enterprise (e.g. Innovation portal of the ZSR and other Slovak 
self-governing regions). It might be linked to cross-border networks in the Czech 
Republic (e.g. to the portal of SMIC), innovation portal of the Zlin Region or to 
other information portals for this purpose16 within the CENTROPE Region.

15 This infrastructure may comprise regional innovation centre, regional innovation 
funding facility, internet portal on innovation and enterprise, start-up incubator/
accelerator, science park, university technology transfer centre, technology centre, 
competence centre, innovation consulting and councelling schemes (e.g. Innovation 
assistant scheme), innovation voucher schemes, business cluster support schemes, 
targeted education programmes on innovation-driven enterprise and further support 
tools.

16 ZAJKO, M. et al.: Inovačné procesy a konkurenčná schopnosť malých a stredných 
podnikov v SR. Brno : Knowler, 2014, p. 105-115. 
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POSITION OF DIGITAL MARKETING 
IN BUSINESS´S ECO�INNOVATION ACTIVITIES

Anna Zaušková – Lukáš Grib

Abstract
The issue of protection of the environment as a result of own environmentally unfriendly 
activities requires our attention. Eco-innovative solutions generate positive contribution 
by improving businesses´ production processes, decreasing environmental impact and 
simultaneously communicating social responsibility along with adequate education. The 
communication and innovation environment is known for its dynamicity. Such is currently 
represented by on-line communication channels and new attitudes to information 
collected thanks to various digital technologies. The paper deals with using marketing 
communication in the business´s eco-innovation activities with emphasis on digital 
marketing while presenting the results of the research carried out in small and medium-
sized enterprises operating in the Slovak business environment. 

Key words: 
Innovations. Eco-innovations. Environment. Marketing communication. Digital marketing. 

Introduction

Business environment is getting more and more demanding in terms of customers´ 
wants and needs while competitiveness and technological evolution is growing. 
Doing business is becoming a global issue. Eco-innovations have thus become 
a worldwide notion. The �ield of eco-innovations is highly dynamic and therefore 
in�luenced by various trends. The society is taking into consideration a growing 
need for their implementation as customers are calling for environmentally-
friendly products or ecological manufacturing. Environmentally-friendly 
behaviour has become a key term of all types of production processes. Although 
businesses are currently focusing on inventions and their implementation in 
eco-innovation processes, they are far from using all the tools of marketing 
communication.

1 Eco-innovations and marketing communication

The factors, e.g. a growing number of inhabitants, deterioration of quality of the 
environment or excessive exploitation of renewable resources are all placing more 
emphasis on simplifying economic processes and yet focusing on sustainable 
development. Modern industry is having negative impact on the environment. 
Experts have had to solve out a key issue: how to harmonise evolution with the 
nature. Even though various interest groups are trying to solve ecological issues, 
they are mainly businesses which need to face this challenge. The measures in 
the �ield of eco-innovations thus represent a key opportunity for businesses how 
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to place environmentally-friendly products and services on the world market. 
The measures implemented in the �ield of eco-innovations have to bring about 
considerable improvements in terms of businesses´s impact on the environment 
on a global scale.1 Therefore eco-innovations represent one of the possibilities 
how to contribute to a change by particular steps and �inally, positively in�luence 
human thinking. 

Eco-innovations represent any innovation which positively in�luences the 
environment as an alternative to an existing product. They can take a various 
form and according to many authors, they should change the environment in 
a positive way. This change, whether it concerns products, processes or any 
other business procedures is much needed these days. A lot of people are asking 
what kind of eco-innovation is more important. It may seem that eco-innovations 
resulting in saving natural resources/energies or concerning environmental 
pollution can top the chart, but even an ordinary activity, e.g. waste treatment 
or a waste dump located within the company premises or recycling do bring an 
effect.

Eco-innovations are especially popular in countries with high living standards. 
Still, they may be found even in developing countries. They almost rarely appear 
in underdeveloped countries.2 As in�low of new inventions is just temporary, 
Slovak businesses do not have enough personnel or �inancial resources allocated 
herefor. As a result, in order to increase their innovative capacity, businesses have 
to use external resources in order to bene�it from those inventions which are 
available to large expert public or from those with an added value for the bene�it 
of customers, the environment or the society as such.3 There are various groups 
of customers when it comes to ecological features of products. While some of 
them call for a change by asking for environmentally-friendly products, the others 
are neglectful or buy a particular product by accident or on recommendation. 
Only the time shows whether it is only a new fashion or social responsibility and 
comeback to the nature. Our main motivation can be a desire to live in harmony 
with the nature, live more healthily and begin to protect everything the nature 
provides to a humankind.4

1 BEDNÁRIK, J. et al.: Zelené inovácie v slovenských priemyselných podnikoch. 
In KARBACH, R., ŠTEFANČIKOVÁ, A. (eds.): Sociálno-ekonomické aspekty rozvoja 
ľudského kapitálu. Trenčín : Trenčianska univerzita Alexandra Dubčeka v Trenčíne, 
2014, p. 29.

2 HOLLÝ, J.: Zelený marketing ako nástroj preniknutia na trh. In MAGO, Z., BAČÍKOVÁ, 
Z., KIKOVÁ, H., KUBAĽÁKOVÁ, D. (eds.): Nové výzvy masmediálnej a marketingovej 
komunikácie IV. Nitra : Univerzita Konštantína Filozofa v Nitre, 2015, p. 87.

3 BEZÁKOVÁ, Z.: Nástroje na podporu zvyšovania ekoinovačnej výkonnosti. In 
ZAUŠKOVÁ, A., MADLEŇÁK, A., MIKLENČIČOVÁ, R. (eds.): Otvorený inovačný proces. 
Trnava : FMK UCM in Trnava, 2014, p. 38.

4 GRIB, L.: Marketing Support of Green Innovations by Communication Mix Tools. 
In Slovak Scienti�ic Journal – Management: Science and Education, 2015, Vol. 4, No. 1, 
p. 31.
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Each business which takes into account social responsibility has to run its 
activities in accordance with sustainable development and thus protect the 
environment and eliminate negative impact hereon. Sustainable development 
can be measured not only on an environmental, but also an economic and a social 
scale.5 Eco-innovations seem to be a solution to an unfavourable situation in all 
the �ields of business when supported with a suitable communication strategy 
in order to educate a customer, increase his/her ecological awareness while 
helping him/her purchase environmentally-friendly goods. A company should 
not underestimate conscious customers and focus on communication in order to 
persuade them to purchase environmentally-friendly products as an alternative 
to ordinary goods. Communication with a customer is a key to success. By way 
of suitable marketing communication a business informs its customers it offers 
products satisfying their needs and meeting the quality standard re�lected in the 
price, as well. 

The way in which a marketing message is communicated to a consumer in 
order not to fade away in the information spectrum requires �lexible thinking, 
creativity and continuous searching for the ideas.6 In case of eco-innovations, 
an environmentally-friendly product is still looking for its target audience, 
which may vary from one product to another, and therefore special marketing 
communication tools and their right timing are more than crucial. A marketing 
strategy is of high importance as it needs to be linked with the overall 
environmental and communication strategy of a business. When launching 
ecological and economical products, businesses make use of various marketing 
tools which they �ind reliable and well-established. The main aim is to gain 
customers´ con�idence by persuading them those products have tangible impact 
on the environment while being similarly usable and bene�icial as the products 
which had not previously met these criteria.

Businesses can increase consumers´ con�idence and build up enthusiasm for 
particular environmentally-friendly products through a comprehensible and 
clear message about what it means to be ecological for the society. Education and 
informability form the basis for building environmental awareness of businesses. 
The message can be spread by different types of marketing communication 
without negative impact on the environment.7 We have recorded a rapid growth in 
the number of consumers and businesses taking into consideration environmental 

5 MIKLENČIČOVÁ, R., ČAPKOVIČOVÁ, R.: Environmental Management and Green 
Innovations in Businesses. In MATÚŠ, J., PETRANOVÁ, D. (eds.): Marketing Identity: 
Explosion of Innovations. Trnava : FMK UCM in Trnava, 2015, p. 485.

6 KENDER, Š.: Marketingová komunikácia a komunikačný mix. In Transfer inovácií, 
2005, Vol. 7, No. 8, p. 78. [online]. [2015-10-23]. Available at: <http://www.sjf.tuke.
sk/transferinovacii/pages/archiv/transfer/8-2005/pdf/78-79.pdf>.

7 GRIB, L.: Vyžitie online komunikačných nástrojov v zelenom marketingu. In MAGO, 
Z., BAČÍKOVÁ, Z., KIKOVÁ, H., KUBAĽÁKOVÁ, D. (eds.): Nové výzvy masmediálnej 
a marketingovej komunikácie IV. Nitra : Univerzita Konštantína Filozofa v Nitre, 2015, 
p. 82.
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criteria in their purchasing behaviour. Businesses which provide a more ecological 
alternative to ordinary products can gain a competitive advantage. In most cases, 
individuals and businesses do not buy only a brand, but also the philosophy and the 
policy of a particular business. Eco-innovations are highly important and therefore 
businesses should allocate their budget, efforts and energy to create inventions 
and implement eco-innovative processes supported by a massive marketing 
campaign.8

Techniques enabling a faster �low of information are a prerequisite to an effective 
and organised dialogue among stakeholders, e.g. techniques of digital marketing.9 
A lot of businesses are currently following the trend of eco-innovations. Existence 
od digital marketing helps spread the information in a simpler and a more global 
way, which has allowed a lot of businesses to get established on the market.10

When promoting eco-innovative activities, businesses may use various 
techniques of digital marketing, e.g.:
•  On-line marketing – an irreplacable position is taken by Search Engine 

Optimization (hereinafter referred to as „SEO“). The need for optimilization has 
resulted from a considerable increase in the number of web pages. SEO can be 
understood as a set of tools thanks to which web pages are ranked and adapted 
to particular standards.11 Environmentally-friendly businesses need to have 
their products and brands sought for and found. Blogs are of high importance in 
on-line marketing. A blog can be dedicated to green, environmental, ecological 
products or brands re�lecting eco-innovative activities of particular subjects. 
Once a marketing message has been created, it is crucial for it to be spread in 
the large public. A proper news or a press report, which is tailored to the needs 
of a particular target group, can generate a positive appeal, increase awareness 
or company good will.

•  Social media – their main aim is to join and develop social contacts. Their main 
advantage is that their content can be created, modi�ied or commented on by 
any registered user. Interaction of visitors is considered to be a main added 
value of social media. They are not only a source of information for consumers, 
but also a medium to share experience with the others.12 Social media offer 

8 GRIB, L.: Podpora zelených inovácií nástrojmi marketingovej komunikácie. 
In RYBANSKÝ, R., GÁLIK, S. (eds.): Quo vadis massmedia, quo vadis marketing. Trnava : 
FMK UCM in Trnava, 2015, p. 86.

9 ZAUŠKOVÁ, A., KYSELICA, P.: Inovácie v marketingovej komunikácii podnikateľských 
subjektov. In ZAUŠKOVÁ, A., MADLEŇÁK, A., MIKLENČIČOVÁ, R. (eds.): Otvorený 
inovačný proces.Trnava : FMK UCM in Trnava, 2014, p. 364.

10 GRIB, L.: Podpora eko-inovácií prostredníctvom digitálneho marketingu. 
In Manažment podnikov, 2015, Vol. 5, No. 1, p. 34.

11 SEO optimalizácia. [online]. [2015-10-25]. Available at: <http://www.
optimalizaciaseo.sk>.

12 MATÚŠOVÁ, J. G.: Vstup novej značky na trh v digitálnej ére. In MAGO, Z., BAČÍKOVÁ, 
Z., KIKOVÁ, H., KUBAĽÁKOVÁ, D. (eds.): Nové výzvy masmediálnej a marketingovej 
komunikácie IV. Nitra : Univerzita Konštantína Filozofa v Nitre, 2015, p. 13.
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room for creativity and ideas of an environmentally-friendly business. Video-
marketing also plays a key role in the framework of digital marketing as it is 
one of the strongest tools in on-line marketing campaigns of businesses. In 
case of an environmentally-driven business, it mostly relates to presentation of 
business´s activities and initiatives.

•  Mobile marketing – it records a growing numbers of advertisers, which 
only underlines key importance of this form of marketing.13 It is only up to 
environmentally-driven businesses to show they are able to present and sell 
a particular message to target audience it is aimed at.

Innovative environment is known for its dynamicity mostly represented by 
communication channels and access to information through various digital 
technologies.14 Therefore digital marketing is considered to be a considerable 
tool of a marketing communication strategy when it comes to promoting eco-
innovations.

2  Analysis of the present state in the �ield of creation and 
implementation of eco-innovations in small and middle-sized 
businesses in Slovakia

Small and middle-sized entreprises (hereinafter referred to as „SME“) represent 
the main element of innovative business in Slovakia. They are known for high 
�lexibility when adapting to market changes. On the other hand, these businesses 
do not mostly have enough �inancial resources allocated for implementation 
of innovations. A possible solution would be to bene�it from state subventions 
combined with the innovative tools provided by the European Union.15

In order to analyse the present state of eco-innovations in Slovakia we carried 
out market research from February to June 2015 as the �irst stage of the 
VEGA project 1/0640/15 named „Conception Phygital and its implementation 
in the sustainable integrated environmental management of businesses.“ The 
main aim of the research was to �ind out which of the questioned businesses 
had implemented eco-innovations and whether those innovations had been 
supported by marketing communication tools with the emphasis placed on 
digital marketing. In total we distributed 500 on-line questionnaires.
The term of an eco-innovation represents a modern trend, which most of the 
businesses are aware of. Up to 86.67% of the questioned businesses are aware of 
the term of an eco-innovation or have encountered it despite not paying too much 

13 Green Digital Marketing. Mobile marketing. [online]. [2015-10-25]. Available at: 
<http://www.greenlightdigital.com/digital-marketing/mobile-advertising>

14 PFEFERMAN, N., MINSHALL, T.: Strategy and Communication for Innovation. Berlin : 
Springer, 2013, p. 241.

15 ZAUŠKOVÁ, A., LOUČANOVÁ, E.: Inovačný manažment. Zvolen : Technická univerzita 
vo Zvolene, 2008, p. 29.
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attention hereto or not proceeding to investment and implementation of their 
own eco-innovative trends. The main reason herefor is that eco-innovations are 
not being as much promoted as in foreign countries and moreover, the general 
de�inition of the term is not available in our business conditions or not enough 
research has been done in the issue. Therefore the majority of Slovak businesses 
are trying to copy the examples and practices from abroad when implementing 
eco-innovations.

The research showed that 57.22% of the questioned businesses implemented 
eco-innovations in the years 2011 – 2014. The businesses stated that in most 
cases, they proceeded to product recycling, implementing new environmentally-
friendly technologies or upgrading their manufacturing processes in order to 
eliminate exploiting natural resources and use ecological materials (see the 
Graph 1).

Product recycling

Environmentally-friendly 
technologies

Production process 
eliminating exploitation of 
natural resources

New ecological materials

Graph 1: Implementation of the selected types of eco-innovations
Source: Own processing, 2015

By way of the research, we were trying to de�ine a relation of a particular business 
to environmental protection in day-to-day business activities. The Graph 2 
shows that most of the questioned businesses (58%) take an active approach to 
environmental protection while the fewest businesses (4.00%) take a pro-active 
approach.
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Active approach

Reactive approach

Preventive approach

Pro-active approach

Graph 2: Businesses´ approach to environmental protection
Source: Own processing, 2015

By summing up the results, we came to the conclusion that 89.00% of the 
questioned businesses take a positive approach towards environmental 
protection. Business´s awareness of the term along with an active approach 
towards environmental protection enable them to implement their ecological 
initiatives.

Environmental awareness and focus of the businesses which implemented eco-
innovations resulted in their interest in environmental protection (80.58%). 
Another reason for eco-friendliness was gaining a competitive advantage (20.39%) 
or eventually, meeting consumers´ wants and needs (14.59%). Neverthless, 
when evaluating the outcome, the greatest obstacle to implementation of eco-
innovations seems to be a lack of �inancial resources (48.00%) or a lack of 
time to deal with the issue (29.00%). Moreover, we found out that 77.78% of 
the questioned businesses are not planning to implement any special eco-
innovations in the years 2015 – 2020. The research also focused on analysing the 
relations between gaining a competitive advantage for a business implementing 
an eco-innovation and consumer´s interest in eco-friendly products or services. 
Even though 20.39% of the questioned businesses implemented eco-innovations 
in order to gain a competitive advantage, our research showed that consumers 
themselves were not particularly interested in eco-friendly products (18.00%). 
We can assume that both businesses and customers are aware of environmental 
protection, saving resources or eliminating negative impact of a consumer way 
of life, but these elements do not much in�luence their purchasing behaviour and 
as a result, a customer appears to be rather unsure when it comes to buying an 
eco-innovative product.

Based upon the results, we can state that 35.00% of businesses use at least one 
of the marketing promotion tools. When promoting eco-innovations through 
marketing tools, businesses use the on-line environment (51.43%) rather than 
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the off-line environment (48.57%). The Graph 3 shows the use of particular 
marketing communication tools when promoting eco-innovations.

Advertising

Sales promotion

PR

Direct marketing

Personal communication

Digital marketing

Graph 3:  Using marketing communication tools when promoting eco-innovations
Source: Own processing, 2015

The businesses which make use of digital marketing are aware of its potential 
and the advantages arising herefrom. The Graph 4 shows which techniques of 
digital marketing are used the most. 

On-line marketing

Social media

Mobile marketing

Graph 4:  Using the techniques of digital marketing when promoting eco-innovations
Source: Own processing, 2015

Based upon the results, we found out that 51.11% of the questioned businesses 
intend to implement marketing tools when promoting eco-innovations, mainly 
through digital marketing. 48.89% of the businesses, however, are reluctant 
to do so. The businesses which use digital marketing in a large scale do so in 
order to monitor or measure communication activities or obtain feedback 
from customers. They appreciate its availability and overall effectiveness. The 
businesses which do not use digital marketing or are not planning to use it to 
promote eco-innovations stated several reasons for doing so, e.g. non-con�idence 
from the part of consumers, dif�iculties in implementing digital marketing or the 
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fact that eco-innovations are not present within a business to such an extent to 
require promotion through digital marketing. 

By carrying out the research, we managed to clarify the important facts which 
can help us to solve out a research issue in the upcoming years. 

Conclusion

Eco-innovations currently represent a common technique used by large 
businesses which are able to re-use spare parts or energies or create products 
lowering energy consumption. Global efforts are aimed at implementing eco-
innovations in day-to-day business activities of companies and make them 
a part of life of the society. Effective marketing communication focuses on eco-
innovations as a key to success.16 The world of digital media is rapidly changing 
and so is the way in which people use them and communicate with one another. 
On-line communication, combining innovative elements as a source of marketing 
promotion and differentiation is implemented by a growing number of 
businesses. They have to take into account that in order to elaborate a viable and 
successful strategy and allocate resources herefor, it is necessary to understand 
and assess effectivity of their activities in light of today´s digital world. The issue 
is which of the environmentally-driven businesses are able to bene�it from the 
potential those digital techniques offer.

Acknowledgement: The paper was elaborated in the framework of VEGA project 
1/0640/15 named: „Phygital Concept and Its Use in Sustainable Integrated 
Environmental Management of Businesses“.
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DIMENSIONS OF �DIGITAL� GAMES 
FROM THE POINT OF J. HUIZINGA AND R. CAILLOIS 

Zuzana Bučková

Abstract
In the theoretical re�lection, the author deals with the dimensions of games problem in 
terms of two authors, J. Huizinga and R. Caillois and comparing their approaches with 
digital games. The study relates to the issue of games as regards their de�inition, naming 
the new gaming space 	 cyberspace, understanding the game and its analysis in differential 
areas by J. Huizinga and R. Caillois, who do different analysis on the issue of game through 
game principle. The author introduce new context by comparison of authors theories 
with the current digital reality. By studying works of J. Huizinga responds to the games 
originality in the social reality, in its activities, areas and likened its game re�lection in the 
digital dimension. Secondarily, on the basis of theoretical concepts R. Caillois explains the 
principle of the game, copying the social behavior and con�irms their identical appearance 
in virtual reality.

Key words:
Cyberspace. Digital games. Games. Principles of game. Virtual reality.

Introduction

The principle of a game has been appearing in society for several centuries 
thanks to continuous development of new technologies and multimedia. It 
is possible to contemplate this principle also in digital dimensions. This issue 
nowadays is primary integrated into the virtual world but it has a much deeper 
essence. Its perception, through the viewpoint of theoreticians, in terms of social 
activities such as law, art, military or the language itself, is relevant in the context 
of examination of this phenomenon.

We can speak about different views the laic and expert public hold of a game as 
such. The general public – laic – often understands game to be an “unproductive” 
activity, serving only to entertain and relax. As for society, games lead to irrelevant 
activities, which are valid only for individuals in the area of strengthening their 
individual preferences and desires. In comparison to a narrower part of society 
– expert – but not in complex representation – it considers the principle of 
a game to be relevant in terms of historical and cultural development, nowadays 
supported by new technological tendencies. Games should not be understood 
explicitly as phenomenon of entertainment, but mainly as a tool of certain 
in�luence, or as part of common activities taking part in creating social-cultural 
background. Just as in a virtual game, in reality experienced on daily bases we are 
exposed to “game” situations as well, in which we apply “game” behaviour. We 
ourselves are game avatars. Therefore, it is relevant to explore the understanding 
of modern digital entertainment primarily in its heterogeneous meaning, which 
means in a game, which is part of everyday real life. 
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1 There was a game at the beginning – de�inition of a game 

Several authors have tried to de�ine what a game is. Their individual view of game 
activity diffuse, complete each other and it can be argued they do not contradict. 
They agree it is an activity with certain characteristics. „A game is already in its 
simplest forms and in the life of animals something more than purely physiological 
occurrence or physiologically conditioned mental reaction. A game as such exceeds 
limits of only biological or physical activity. It is a meaningful function. Something 
enters the game, what surpasses the immediate self-preservation instinct and what 
gives activity sense.” 1 M. Vágnerová recognises a game to be the most natural and 
the strongest activity in a child’s life, in which it expresses its understanding 
of reality and maintains thus its attitude to the world and to the child itself.2 A. 
Koltaiová claims, that a game represents a great number of manifestations such 
as preparation for life, senso-motoric functions of functioning in different roles. 
Among other signs she also includes the ability to exercise self-awareness though 
the element of repetition and ritualisation, activation character, an individual 
copes through games with the real world and takes place in a different reality.3

P. Hupolíček considers the basic attributes of a game to be the free will and to 
a certain degree detaching from the usual ways of handling objects, substances 
and thoughts.4 J. Švelch´s contribution stems from J. Juul and states, that for the 
de�inition of a game the rules that determine mechanics and leave place for 
a possibility of a variable outcome, are fundamental. He also mentions other 
features, namely the player’s interest, effort and assessment. Moreover, he 
mentions the fact, that a game is a transmedia phenomenon, so it is not dependent 
only on a certain type of media.5 It is this statement that partly con�irms the 
author’s opinion and so a game is not only a transmedia phenomenon in terms 
of individual types of media and virtual reality. A game also acquires a so called 
transcharacter, within the frame of different realities, so it is not reliant only 
on the media reality but visibly on social reality as well. The above mentioned 
theoreticians indirectly point out with their statements to opposing factors, 
which can be perceived in a game – the combination of freedom and rules. It 
is this syncretism that gives a game a title of seriousness and elevates it above 
a simple form of entertainment. It is true that a game is a type of amusement and 
is a source of positive feelings in terms of relaxation and joy. A substantial fact is 

1 HUIZINGA, J.: Jeseň stredoveku. Homo ludens. Bratislava : Tatran, 1990, p. 222.
2 VÁGNEROVÁ, M.: Vývojová psychologie. Dětství, dospělost, stáří. Praha : Portál, 2000, 

p. 110.
3 KOLTAIOVÁ, A.: Kyberpriestor a hrdina. In GÁLIK, S. et al.: Kyberpriestor ako nová 

existenciálna dimenzia človeka. Łódź : Księży Młyn, Dom Wydawniczy Michał 
Koliński, 2014, p. 160-161.

4 HUMPOLÍČEK, P.: Diagnostika aterapie hrou – historie a součastnost. In Psychologie 
dnes, 2005, Vol. 11, No. 1, p. 32.

5 ŠVELCH, J.: Počítačové hry a jejich místo v mediálních studiích. Praha : FSV UK, 2007, 
p. 9.
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that a game is made of rules that bind certain “players” on a certain “game” �ield 
to certain “game” activities. This binding allowed a game to grow in importance.

For us the important de�inition of a game comes from two authors: J. Huizinga 
and R. Caillois. J. Huizinga describes a game as an activity, which creates a sense 
of freedom, relaxation, discharge of energy in the player or it is about coping 
with current life situations. On the other hand, he also states that a game often 
creates an impression of seriousness, when sportsmen of important matches and 
contests together with the spectators are “deadly” serious about winning and 
losing. A game offers interest, includes elements of beauty, is free, is excursion to 
life and has rules, process, meaning and order.6 J. Huizinga clearly labels a game 
“homo ludens”, which means a playing human and elevates a game above culture. 
Since a game, in his opinion, is observable among animals, he uses attributes 
such as innate and instinctive. It is about connection between a human in the 
role of a player and the game itself. He also pointed to the importance of Latin 
language, which uses a single term ludus – ludere for the whole concept of 
a game. The etymology of the word ludere comes more from not serious, illusion 
and mockery. It includes children games as well, competition, liturgy, scenic 
performance and games based on happiness.7 R. Caillois states that a game is 
essentially a free activity and the player cannot be forced to play. It is separated 
from everydayness, uncertain and neither its process nor the outcome can be 
predicted. It is not productive, real and subdued to rules. 8

The scope of observation of both authors is a game. The difference lies in different 
viewing of the issue. J. Huizinga understands a game to be an everyday activity, 
he sees elements of games in the language or in poetry and even in areas, in 
which the element of a game is not visible at �irst sight, such as law, war and 
philosophy. On the contrary, R. Caillois describes a game in terms of different 
game principles, all having unique and unambiguous characteristics, which set 
them apart. We can say that he creates a typology of games. Both authors laid 
theoretical foundations applicable and still valid even in virtual reality – in digital 
games. The fundamental sign which distinguishes digital games from “other” 
types of games is the space in which they take place. This space has speci�ic 
attributes and thus acquires its obvious separateness. 

2 Cyberspace – dimension of digital games 

„The term cyberspace was used for the �irst time by a sci-�i writer William Ford Gibson 
in his novel Neuromancer from 1984. The etymology of this word suggests that it 
points to a cybernetic space, which is not identical with three-dimensional physical 

6 HUIZINGA, J.: Jeseň stredoveku. Homo ludens. Bratislava : Tatran, 1990, p. 223-227.
7 Ibidem, p. 222, 245.
8 CAILLOIS, R.: Hry a lidé. Praha : Nakladatelství studia, 1998, p. 32.
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world. It is a space that only simulates real space.”9 W.F. Gibson de�ines cyberspace 
as a shared hallucination, which is experienced by billions of individuals of all 
nations including children, who are learning the bases of mathematics.10 We can 
speak in this context about cyberspace as a �ictional reality that is understood as 
a world of fantasy and imagination. Our perception of time and space has been 
altered thanks to electronic technologies, constituting factors synchronising 
our being here. Virtual reality is something �ictional, a game of dimensions and 
formations or mimicking reality.11 In general, theoreticians have adopted the 
opinion, that as for cyberspace we are dealing with virtual reality that makes 
up borders between the reality and �iction. Cyberspace is a term connected 
mainly to the Internet and computers; however, television and radio can be 
considered a virtual reality as well.12 S. Gálik in contrary states, that cyberspace 
should be distinguished from virtual reality. Virtual reality is de�ined by him as 
something fabricated, arti�icial and less real. Cyberspace does not need to be in 
Gálik´s opinion real on principle. He gives example of telephoning and skypeing, 
during which we do not feel sense of virtuality and yet the communication takes 
place in cyberspace.13

Despite creating a feeling of real communication and also so called sur�ing 
through the means of information technologies, this space can be characterised by 
considerably unreal or virtual activities. Playing digital games or representation 
of a player and maintaining of game principles are clear examples. Cyberspace 
has become, as a new form of interactive space, besides a fair number of 
heterogeneous virtual activities, “a culture-medium” for formation and 
continuous growth of game industry. This space is characterised by considerable 
user popularity and at the same time visible disparateness of consumers, which 
is again a similar feature with a game in social reality. Ways of games, their rules 
and principles remain in its essence identical whether we are speaking about 
a game in terms of virtual or social reality, closer to various social activities. 
Nonetheless, we are still dealing with execution of a certain activity either in 
contact with a real being (physically present “play mate”) and environment, or 
virtual opponents and super sensible, often unreal environment. De�initions of 
individual theoreticians can be in a conformal manner applied to both poles of 
realities.

9 GÁLIK, S.: Kyberpriestor ako nová existenciálna dimenzia človeka. Filozo�icko – 
etický pohľad. In GÁLIK, S. et al.: Kyberpriestor ako nová existenciálna dimenzia 
človeka. Łódź : Księży Młyn, Dom Wydawniczy Michał Koliński, 2014, p. 8.

10 GIBSON, F. W.: Neuromancer. Plzeň : Laser – books, 2001, p. 58.
11 VIRILIO, P.: Informatická bomba. Červený Kostelec : Pavel Mervart, 2004, p. 16-26, 

p. 133-144.
12 SAWICKI, S.: Kyberpriestor a kyberrealita. In GÁLIK, S. a kol.: Kyberpriestor ako 

nová existenciálna dimenzia človeka. Łódź : Księży Młyn, Dom Wydawniczy Michał 
Koliński, 2014, p. 68.

13 GÁLIK, S.: Kyberpriestor ako nová existenciálna dimenzia človeka. Filozo�icko – 
etický pohľad. In GÁLIK, S. et al.: Kyberpriestor ako nová existenciálna dimenzia 
človeka. Łódź : Księży Młyn, Dom Wydawniczy Michał Koliński, 2014, p. 9.
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3 Dimensions of games from the point of J. Huizinga 

Johan Huizinga, a Dutch cultural historian, started studying the phenomenon of 
a game in detail and apparently differently from other authors. As mentioned 
earlier, he explored elements of a game in areas in which they are not obvious at 
the �irst sight, or during activities we are not aware, performing them on daily 
bases. The �irst game in his opinion is language. Language is understood by him 
as a tool which he named a game. He also claimed that individual languages 
explain the meaning of a game differently and there is no such thing as a common 
term for a game. „A game is a voluntary activity or occupation, which is performed 
within clearly stated time and space limits, according to voluntarily accepted but 
unconditionally obliging rules, it is an aim in itself and is accompanied by a feeling 
of suspense, joy and awareness of being “different” from “ordinary life”. It becomes 
apparent immediately, that languages from the very beginning are far from 
differentiating identically and unambiguously this general category and do not 
include it in one word.”14

Language is not only essential as a tool for naming the term game. Language 
is a game in itself whether we speak of Greek, Latin, German, Semite or other 
languages. Language is a game, whose principle is ordering words to make 
sentences within the same regulations. Based on this thesis we can claim that 
there are as many games as languages. It is closely connected to games in writing 
observed in crosswords. We would, however, without the knowledge of the rules, 
not be able to realise. A game, automatically appearing in speech in a modi�ied 
version is apparent also in virtual reality. There is a fair number of digital games 
based on the same principle of completing words, letters or their replacements 
with the aim of creating a meaningful sentence, in which it is impossible without 
the knowledge of the language to qualify in the following level.

The author reaches an unambiguous chain reaction: language – game – culture. 
His claim is clear. We would not name the term game without a language and 
without this activity labelled “game” there would be no conditions for the birth 
of culture. He speaks about the function of a game in terms of culture.

Culture does not start as a game, not even from the game itself, but rather in 
a game. J. Huizinga discovers, that a game is a given parameter in culture that 
existed even before the culture and accompanies and exceeds it from the 
beginning up to a stage, which he himself experiences. The true culture in his 
opinion cannot be without the game content, it assumes limitation of self-control 
and is voluntarily limited by regulations. He characterises a game as an agonistic 
instinct – the need to win, be better, simply the need for combat and game.15

14 HUIZINGA, J.: Jeseň stredoveku. Homo ludens. Bratislava : Tatran, 1990, p. 240.
15 Ibidem, p. 224, p. 261, p. 362.



DIGITAL GAMES

431

The original culture is described in a virtual form. A ritual acquires a cultural 
character, mainly through dance, singing or paining and other customs. 
Traditions have certain rules and thus acquire a character of a game. This type 
of “a game” has certain meaning, certain value for the culture, in connection to 
different views – aesthetic, moral and intellectual. In cultural understanding we 
can understand a game as a need for better dance, singing and consequently be 
closer to god. Even in a digital form an equivalent to a game can be found, a game 
that has inclination to a culture with agonistic character, mainly in connection to 
competition in dance and dancing through the use of game console. 

Hardly conceivable connection of two semantically heterogeneous terms as 
a game and law became for J. Huizinga an exemplary connection. „The idea, that 
the law can be associated with a game is apparent as soon as we notice that the 
actual practicing of law, in other words a hearing, has the attributes typical for 
competition, regardless of the ideological foundation of the law. Speaking about 
competition is speaking about a game.”16 At present this type of “a game” has 
strict rules, used for solving of legal disputes, in which the essence is a game 
and this explicit goal is always the central point of every game. The court is the 
institution that decides about the winner in this agonistic contest. The outcome 
of the game is not accidental, but on an observer known to both parties – the 
judge. A court case can be also seen as a bet, in which the participants bet on 
the winning of one of the parties. In these cases it is not possible to apply this 
type of “the social reality game“ to purely virtual reality. Despite this, this kind 
of understanding of a game is a supertemporal issue. A mutual element of two 
heterogeneous realities is seen by a law game in terms of changing of identity. 
The judges and other participants’ legal representation are dressed in black 
gowns, said in a more expressed way – in masks for rituals that change their 
status from everyday life, as well as identity and character. The same principle is 
used as a base for role digital games (The Sims, Second life). 

Huizinga´s image of a game in war appears to be primary ironic. Each �ight 
regulated by limiting rules has essential attributes of a game as such and is 
manifested as especially intensive, energetic and at the same time also as 
a tangible form of game. A war can be labelled as a phenomenon with cultural 
function only if it is waged within certain circle, whose members regard each 
other as equal. J. Huizinga gives two different attitudes of players in a �ight. In one 
a player uses satire and mockery to provoke the enemy. On a higher level, which 
he calls a noble game, it means, on the contrary, to be a courteous opponent.17 
We secondarily discover that the author considers a �ight to be a game only if 
the power is balanced. Eventual disproportion of power is already violence and 
that is not a feature of a game. In every “game” “the players” start with the same 
conditions and then the game has agonistic character. The ideal of every game 
is to win. Mostly it involves a gain of abstract prize (honour, fame and power) 

16 HUIZINGA, J.: Jeseň stredoveku. Homo ludens. Bratislava : Tatran, 1990, p. 273.
17 Ibidem, p. 281, p. 287-289.
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rather than material. The imitation of war in digital reality would, according to 
Huizinga´s categorisation, not ful�il the de�inition of a game. In virtual reality 
�ight has developed a form of a bloody �ight in combination with provocation of 
the enemy. Mostly it is “bloodthirsty” killing of opponents without any signs of 
any culture. This description �its action games. A certain degree of agreement 
and a balanced �ight is represented by strategy games.

The author sees a game aspect also in the category of knowledge. Competitive 
customs and meaning, which is attributed to them, are characteristic in all 
cultures in an unusually homogenous manner. This almost perfect consonance 
proves in what depth of spiritual human life and coexistence the agonistic 
attitude is rooted. Even more apparently than in the �ield of law and war 
mentioned above, this consonance of forms of archaic cultures radiates from 
competitions in knowledge and accomplishment. Philosophical thinking comes 
into being in the form of a game and is connected to certain rules of grammatical, 
poetical and ritual nature.18 The author points out, that elements of competition, 
meaning a game, is possible to �ind also in knowledge. He takes an example from 
culture. Asking questions about the fundamentals of the world, life and others 
are the most common object of rituals and take the form of puzzles (people ask 
questions, guess what their principle and precondition of their formation was). 
It is possible to state again that the presence of rules directly implies a game. 
It is not only a game of socio-culture but also of media culture, in the form of 
knowledge quizzes, contests requiring certain knowledge. Identical type of game 
has been projected into virtual reality, namely into online knowledge quizzes. In 
all types of realities in this context we deal with proving accomplishment, with 
contests with agonistic character and thus it is a game.

The function of a game poetry has not been projected into digital form. This artistic 
game has remained “untouched” by virtual reality. It is an object of discussion 
whether this phenomenon is caused by the demanding nature of this kind of game 
in respect of the narrower group of “players” who can play it. Its digital existence 
can be only supposed in the form of recitation on social networks. It would be an 
insight into a private zone, which can hardly be subjected to analyses. However, 
character pg a game in poetry cannot be denied.

Poetry represents a unity of music, game, puzzle and skills. It is “born” in a game 
and is part of cultural customs. An aspect of a game is highlighted by repetition 
of words, changing of strophes or asking love questions in the form of a game. 
A connection to culture is acquired when the poet is trying to express by means 
of a poem something sacred, important for society, mostly during a ceremonial 
event. The rule is artistic language and thus what poetic speech does with images 
is a game. The last apparent area of a game is for J. Huizuinga philosophy. What 
he says about this area is as follows. This game is played by a player – a sophist. 
His task and desire is to beat the opponent (opponent with a different view) 

18 Ibidem, p. 292-295.
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that is what powers this game. He sees similarity to knowledge in boasting of 
accomplishments, and he labels sophistry an ancient game of acumen. He also 
mentions its identical features with a puzzle, when sophists talk about the issue 
of being, often in the form of questions. It is mostly rhetorical duel, in which 
a sophist – rhetor, does not primary desires for the truth but rather for victory of 
the individual stand-point.19

This discipline borders with knowledge and to a certain degree also with poetry. 
This is why its transformation into digital dimension is challenging. We can 
also observe it in a broader sense in different virtual discussion forums, in the 
sense of promoting your own views, which is pseudo-performance in front of 
usually an anonymous and often interactive audience. The author speaks of 
only a certain precondition of a possible philosophical interconnection. The 
previously mentioned J. Huizinga’s thesis can be found in discussions in virtual 
reality, in which the members of the discussion try to achieve a victory by having 
the best constructed opinion more often than by supporting the existence of the 
phenomenon which became the subject of the discussion itself.

4 Dimensions of games from the point of R. Caillois

R. Caillois, a French writer, sociologist, philosopher and literary critic, views the 
subject of a game from a different angle, from the point of game principles. It 
needs to be noted that he became an author of the classi�ication – typology of 
games in which the individual types are de�ined by the individual principles. His 
contribution to the subject of a game is apparent and he himself offers a critical 
view of the research in this area conducted so far.

For a long time the study of games was nothing else but a history of toys. The 
attention was mainly concentrated on game tools rather than on game instincts, 
natural relations and the feeling of pleasure they offer. Games were considered 
spiritless entertainment for children and nobody even considered that an 
apparent cultural value should be attributed to them.20 As for game principles, the 
author’s typology is, in terms of mapping the factors of the game development, it 
is very interesting. We should not forget to mention a piece of knowledge about 
game behaviour, which in his opinion contains two stages – paideu and ludus. 
He describes Paideu as a primary force that is based on man’s ability to have 
good time and improvise. The stage ludus is supplementary to the primary stage 
and comes into being when playfulness based on instincts begins to organise, 
which means when the players compete in overcoming obstacles.21 Both sages 

19 HUIZINGA, J.: Jeseň stredoveku. Homo ludens. Bratislava : Tatran, 1990, p. 301-310, 
320-324.

20 CAILLOIS, R.: Hry a lidé. Praha : Nakladatelství studia, 1998, p. 76.
21 PRAVDOVÁ, H.: Sociokultúrne dimenzie hier v kybernetickom priestore. In GÁLIK, S. 

et al.: Kyberpriestor ako nová existenciálna dimenzia človeka. Łódź : Księży Młyn, Dom 
Wydawniczy Michał Koliński, 2014, p. 139.
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are apparently observable in digital games. Players in essence behave the same 
way regarding of in which reality the game takes place. Each individual’s primary 
intention in playing games is entertainment and relaxation, which is perceptible 
at the �irst sight. The goal is to excel at perfect unprepared behaviour and at some 
kind of “ventilation” of emotions or knowledge. The second stage corresponding 
with the primary is an agonistic stage. A player wants to be entertained by the 
game, overcome obstacles and achieve success in the form of winning. 

The following table shows a combination of social (also game) behaviour, certain 
possible psychological attitudes in it and its transformation into terminology of 
game principles.

Table 1:  Psychological attitudes and their combinations as determinants of game 
principles 

Psychological attitude Game principles
 Competition – chance
 Competition – simulation 
 Competetion – vertigo
 Chance – simulation 
 Chance – vertigo 

 agon – alea 
 agon – mimikry
 agon – ilinx
 alea – mimikry
 alea – ilinx

Source: CAILLOIS, R.: Hry a lidé. Praha : Nakladatelství studia, 1998, p. 89.

What is fundamental for the author is theoretical de�ining of game principles and 
comparison of their validity in digital dimensions. R. Caillois in his work clearly 
speci�ies four fundamental game variants. It is agon, which is de�ined as discipline, 
strict rules in competition. Excelling at given game �ield is determined here. The 
variant alea is based on a fatalistic approach of a player, who is characterised 
by passivity a thus leaves “fate” of winning in the “hands” of the game. It is 
characterised just as agon, however, by the presence of game rules. Mimicry is 
a principle with an attribute of simulation of a different reality, transformation 
of environment or playing heterogeneous identities. They are games, often based 
on imaginary stories, in which a player takes a role of a different character. The 
fourth game variant is called ilinx or vertigo. It is an adrenalin experience of 
a player, a feeling evoking amazement bordering with fright.22

Caillois´s typology of game principles is still highly valid at present, since its 
validity is identical not only in terms of other social activities but also in terms 
of digital games. The principle agon, whose essence is competing, restricted by 
rules, can by observed in sport games (football, hockey) or in knowledge games, 
which are characteristic for both types of realities. Sport games are a type of 
games exercised not only in everyday reality but also in media, such as radio 
and television, broadcast mainly live (Stars on ice, Let’s Dance). Sport games 
are last but not the least phenomenon of digital reality (FIFA, NHL). A similar 
connection occurs in the principle agon also in knowledge contests. From 
classical philosophising, knowledge tests in paper form through TV programs 

22 CAILLOIS, R.: Hry a lidé. Praha : Nakladatelství studia, 1998, p. 35-47.
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such as Duel, Millionaire etc., also to different quizzes and various TV programs 
played online. The principle alea is apparent mainly in card rules or in all kinds 
of hazard games (roulette, slot machine games etc.). We encounter with similarly 
composed game norms in virtual as well as real world. We have to complete 
the list with TV programs such as Hra o Niké, Akčná výhra, Sex výhra and so 
on. In virtual world games in a modi�ied version on principle alea such as card 
games, dice and slot machine games, in which the outcome of the game, despite 
following the set rules, is determined beforehand. This principle can be found 
also in adventure games, in which, despite the fact that the players go thought 
the game within the rules by themselves, they end up adopting apathetic attitude 
and the �inal fate of the character remains in the “hands” of the game. The variant 
mimicry is characterised by a new identity of a player and by simulation of real 
situations along with the surrounding environment. We can witness it in theatre 
performances or in TV reality shows and in almost all television formats. Its full 
application can be found in digital role games the types of Sims or Second life. 
In this case it is a game variant, which does not bind players by rules that are 
too strict and offers the possibility of participation in creating their own game 
character, their own environment and thus a virtual “life”. The principle ilinx has 
its alternative also in social reality, mainly acts offering adrenaline experience, in 
the form of interaction or it is more about applying the self-preservation instinct 
or �ighting for “bare” life. In television formats we can see this type of “games” in 
reality show Farma or Fort Boyard and others. In virtual reality the proportion of 
adrenaline experience (ride in a funfair, jumping from building and similar ones), 
decreases in this game principle, with regard to experiencing the action through 
game avatar. In this context of the experience itself embodiment of players into 
the game, taking place in real environment, is relatively stronger than in a game, 
in which the player is forced to use digital technologies. This thesis can not only 
be used for the game principle vertigo, on the contrary, we are dealing with 
a principle that is concretized in all three types of game variants. 

Conclusion

As was already outlined in the theoretical re�lexion, game in any approach is 
by general public perceived as a simple type of entertainment and amusement. 
The authors J. Huizinga and R. Caillois, discussed by the author, con�irmed the 
assumption of a much deeper character of a game. We need to understand 
game as an ancient socio-cultural phenomenon and features of social behaviour 
as game attitudes and principles. A game is not understood by theoreticians 
purely elementary as a source of mindless amusement but as subject or essence 
of genuinely socially signi�icant activities. This is how J. Huizinga viewed 
a game. Besides analysing a game in terms of culture, he looked at this form 
of entertainment from the point of language, law, war, knowledge, poetry and 
philosophy. He was apparently an advocate of looking at a game as a primary 
phenomenon and culture as a secondary one, in other words – if there were no 
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games, there would be no corresponding culture. This thesis can be applied also 
to virtual reality of digital games, therefore if there was not a media product of 
this type, there would not be a certain digital community with certain digital 
language and certain characteristic morals.

Analyses of J. Huizinga´s thoughts lead to a conclusion of possible application of 
selected areas by the author, in which presence of game elements in dimensions 
of current digital games was revealed. The author thinks that in application 
of present digital games almost all J. Huizinga´s areas can be involved. Even 
though in certain cases such as a game in poetry or in philosophy in digital 
domain, a game de�ined this way is much harder o apply. Categorisation, for 
contribution of fundamental game principles of theoretician R. Caillois, pointed 
to its own atemporality and thus apparent validity in the context of digital games 
– phenomenon of present day. The summary is knowledge of priority of social 
reality before globally inhomogeneous medial, more concretely digital reality. 
During studying areas or elements of social reality, a dominant opinion of more 
authenticity of a game as a culture was explained. This opinion has become 
crucial for different and new perception of previously used term game, which 
has been gaining in society in both differential realities the same meaning – 
meaning of entertainment, relaxation and pleasure. It is essential to look at the 
subject of a game as a process with prominent social meaning. In this case it 
needs to be noted, that the meaning of a game is one of certain fundamentals 
for the birth of a new social space – cyberspace, a new social mentality and new 
collective structure. Logically, the rapidly evolving of present age of information 
technology in many aspects, concretely in case of a game, is almost an unexplored 
environment.
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“HOW INTERACTIVE?“ IS MUSIC IN VIDEO GAMES 
JUST A FILM MUSIC IN DISGUISE?

Tomáš Farkaš

Abstract
The goal of this article is to answer what looks like a simple question. In what extent can 
we discuss music in video games the same way we discuss �ilm music? What do these two 
have in common and how do they differ? Both are closely interconnected to image. Within 
the context of a cinematography, its “moving images“, the screen or a TV. Video games 
dominate TV screens as well (in the case of consoles) and more often, they appear on our 
personal computer screens. Some theories refuse discussion about these media on the 
same level because in fact, they really are two different phenomenons whose def�initions 
should not be confused. But when we closely look on how music works within them, we 
cannot deny some of their intersections. But then again, a spectator is not a player and vice-
versa. In this article we create a basic frame for an analysis of this relationship, compare 
the functions and effects of both media in the context of their musical parts, confront them 
with the notions of interactivity and immersion and thus we pose yet another questions 
for additional study.

Key words:
Film. Immersion. Interactivity. Music. Player. Sound. Video game. 

1 Key de�initions and short history

Film art and video games are in fact a very young media. With its approximately 
120-years long history (if we don´t count everything that lead to its discovery), 
�ilm today occupies the cinemas and the screens in our living rooms as well. 
Its �irst steps, most commonly connected to the acts of brothers Lumieres, 
are slowly but con�idently being integrated into the gerenal knowledge of the 
ordinary people. They don´t really have to be �ilm scholars, nor historians. And 
although it could seem unlikely to any of the young contemporary fan of games, 
the history of a video games is not so short when compared to cinema. There 
are debates in a literature over what should be considered as the very �ist video 
game. But analogous to cinema1, we will probably never know the exact year and 
a game which started the story of video games. According to John Kirriemuir, in 
1952 Alexander (Sandy) Douglas, then a PhD student at Cambridge University, 
produced a version of noughts and crosses (Tic-Tac-Toe) which ran on the 
EDSAC.2 Kate Berens and Geoff Howard mention an MIT student Steve Russel, 

1 The most common names of a directors and movies are always being repeated in 
books concerning the history of cinema, but since it emerged in many different 
places in the world, it is hard to call any of these movies as „the �irst“ – nor could we 
�ind where and when it was created. Another problem results from the fact that it 
was very dif�icult to preserve a �ilm material 100 years ago.

2 RUTTER, J., BRYCE, J.: Understanding Digital Games. London : SAGE Publications, 
2006, p. 22.
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who created a game called Spacewar! in 1961, and who introduced concepts still 
used today: in-game options, a two-player mode, a scoring system and limited 
resources.3 When we look on this short evolution, we can already see some of the 
paralels between these media. And although authors like geoff King and Tanya 
Krzywinska state, that the use of perspectives taken from �ilm studies in the 
analysis of digital games can be a contentious business4, the resemblances are 
undeniable. Both media are closely interwoven with the evolution of technologies 
(cameras, �ilm material or methods of projection in the case of �ilm; computer 
science development in the case of digital games) and both have gone through 
their “silent era“ of sorts. As the �irst �ilms were just a tincture of reality without 
the sound, likewise the �irst games were just a series of a simple graphic symbols. 
The visuality is therefore one of the most important aspects of these two media 
as well.

Maybe it is a bit daring to say, but the history of �ilm music is in its own way the 
history of the music in video games as well. First we have to consider the fact, 
that by nearly a third shorter evolution of video games started to emerge in the 
time, when cinema has already passed through some of its famous eras. That 
simply means, that the spectator was naturally expecting to hear the sounds and 
music when looking on the moving images. These, incorporated along with many 
other forms of a scenic representation, were present much earlier than �ilm ever 
existed. As Claudia Gorbman says, music and dramatic representation, as is often 
pointed out, have weathered many centuries as a team. Starting no doubt even 
before the Greeks, continuing through the Middle Ages and the Renaissance, and 
resurfacing to popularity in the late eighteenth-century French mélodrame, the 
tradition of accompanying drama with music simply passed along, into a variety 
of nineteenth-century forms of popular entertainment, and �inally into the new 
cinematic medium.5 In this form, music introduced characters on the stage, 
underscored the dialogues, and it it could appear unnoticed in the scene and 
vanish the same way. Audience was thus naturally expecting to hear music in 
the �irst �ilms – centuries of its use in drama caused, that we simply encoded this 
expectation into us. When we then think about the history of video games again, 
we �ind out that it started in an era, when the traditional spectator (moviegoer or 
“theatre-goer“) already existed. It´s only logical, that after the �irst video games 
came out, we needed to accompany them with music and sounds, not mentioning 
the fact, that their graphical representation was based on the movement6 from 
the beginning.

3 BERENS, K., HOWARD, G.: The Rough Guide to Videogames. London : Rough Guides 
Ltd., 2008, p. 4.

4 RUTTER, J., BRYCE, J.: Understanding Digital Games. London : SAGE Publications, 
2006, p. 112.

5 GORBMAN, C.: Unheard Melodies – Narrative �ilm music. London : Indiana University 
Press, 1987, p. 33.

6 Some �ilm theories consider the movement as one of the most important aspects 
when discussing the need to hear music and sound in �ilms.
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Karen Collins writes that the novelty game machines date back to at least the 
nineteenth-century Bagatelle table, a kind of bumper-billiards. The Bagatelle 
developed into the pinball machine, �irst made famous by the Ballyhoo in 1931, 
created by the founder of Bally Manufacturing Company, Raymond Maloney. 
Within two years of the Ballyhoo, pinball machines were incorporating various 
bells and buzzers, which served to attract players and generate excitement.7 
Later, these were replaced with more fashionable electronic pinball machines 
in the 1970s. It is interesting, that we would probably recognize many of these 
sounds even nowadays. As we move into the 1970s, as Steve Horrowitz and Scott 
Looney write, we begin to hear the �irst primitive bleeps and bloops made by the 
�irst arcade games. At this point these sounds are created with hardware chips 
and the sounds are programmed using oscillators and basic tone generators 
like sine and square waves.8 In the 80s, the MIDI (Musical Instrument Digital 
Interface) was on its rise, and with the coming of the �irst Sony PlayStation 
in 1995, �irst orchestral scores were heard in video games. Paradoxically, one 
of the �irst videogames to introduce an orchestral score (Voyeur from 1993) 
originated on Philips Interactive system console, which had a very short lifetime. 
We should probably mention, that MIDI is one of the most innovative and far 
reaching standards developed in the last 30 years and is still heavily in use 
today.9 It allows to run various processes (musical or non-musical) by sending 
the messages back and forth. In the context of video games (as well as DAW – 
Digital Audio Workstations) that means, that even a very small �ile can contain 
a huge amount of information. For example, it can include notes – based on what 
softvare we open the �ile in, we can play these notes as a simple sounds, but at 
the same time, we can produce a sound resembling a live instrument. The size of 
a �iles in general is a vital component when understanding sounds and music in 
digital games. Although extremely primitive versions of digitized sound in games 
had been used since the beginning of the 1980s, putting sampled sound into 
a game as a regular feature did not come fully into practice until early in the next 
decade. There were no audio-compression schemes commonly available like 
MP3 that could run on consoles.10 This problem was later solved with the coming 
of the �irst CD-ROM drives, which caused that the games could grow in size, 
as well as in magni�icence. In the last 20 years, video games have gotten much 
more sophisticated. With the advent of digital recording, it became possible to 
implement digitally recorded music into a video game, rather than programming 
it through MIDI, as in days past.11

7 COLLINS, K.: Game Sound. An Introduction to the History, Theory and Practice of 
Video-Game Music and Sound Design. Massachusetts : Institute of Technology, 2008, 
p. 7.

8 HORROWITZ, S., LOONEY, S. R.: The Essential Guide to Game Audio. The Theory and 
Practice of Sound for Games. Burlington : Focal Press, 2014, p. 22.

9 Ibidem, p. 39.
10 HORROWITZ, S., LOONEY, S. R.: The Essential Guide to Game Audio. The Theory and 

Practice of Sound for Games. Burlington : Focal Press, 2014, p. 43.
11 CHILDS, G. W.: Creating Music and Sound for Games. Boston : Thomson Course 

Technology, 2007, p. 143.
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1.1 Functions of �ilm music in the context of video games

In the �ilm literature, we can �ind a great deal of perspectives on how the �ilm 
music works, what is its role and what it can do and achieve when confronted 
with a spectator. Noël Carroll, Jeff Smith and Roy Prendergast all quote 
a newspaper article in which respected concert-hall composer Aaron Copland 
posited the following �ive categories of �ilm music function: creating atmosphere, 
highlighting the psychological states of characters, providing neutral background 
�iller, building a sense of continuity, sustaining tension and then rounding it 
off with a sense of closure.12 Jozef Grečnár identi�ies three main categories of 
functions – informative (historical, geographical, social and life´s dimension), 
technological (continuity of a scenes and �ilm as a whole) and spectators psychic 
impact (setting the mood, signifying untold thoughts and unseen implications, 
deception of the audience).13 Kathrin Kalynak writes about how the classical 
Hollywood �ilm score revolved around a core set of functions: music to sustain 
unity by covering potential gaps in the narrative chain occasioned by editing, 
music to emphasize narrative action through coordination of music and image, 
often through “mickey mosing“, music to control connotation by �leshing out 
mood and atmosphere, establishing time and geographic place, and delineating 
characters´ subjectivity, music to accompany dialogue and music connect the 
audience to the �ilmic world through an appeal to emotion.14 Without even 
thinking of video games, we are already confronted with a major problem: all 
these theories, de�initions and categories, cannot be generally applied to all the 
movies and genres. We can however come to a simple statement: one of the most 
important functions of the �ilm music is the control. According to K. J. Donnelly, 
�ilm music embodies �ilm´s aspiration to control/manipulate audiences.15 

When we want to confront the functions of �ilm music (although very compressed) 
with the video games, �irst we have to �ind out when in a matter of fact are we 
allowed to think of these two on the same level, and where do we have to take 
their differences into consideration. We could say, that the only ground where we 
can approach both media equally and the same way we approach the �ilm music, 
are the cut-scenes in video games – animated game sequences, or so called 
Computer-generated imagery (CGI). These are either pre-rendered (created 
as a stand-alone video, which is played back within the game), or scripted (the 
animated scene is running in the game engine) and usually contain an important 
part of the game story. They can be situated in the beginning (as intro), within 
the game in different phases of play, and of course at the end – the closing outro 

12 DONNELLY, K. J.: The Spectre of Sound: Music in �ilm and television. London : British 
Film Institute, 2005, p. 22.

13 GREČNÁR, J.: Filmová hudba od nápadu po soundtrack. Bratislava : Ústav hudobnej 
vedy SAV, 2005, p. 27-31.

14 KALYNAK, K.: Film Music. A Very Short Introduction. Oxford : University Press, 2010, 
p. 62.

15 DONNELLY, K. J.: The Spectre of Sound: Music in �ilm and television. London : British 
Film Institute, 2005, p. 22.
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gives the character an ending and lets you know what happened to the hero.16 In 
other words, cut-scenes are sequences in which the player is offered no direct 
control through the game´s interface.17 These scenes are the exact spot, where 
a game player becomes a mere spectator again, since they are not interactive 
and he can only watch them. From this point of view, the music in video games 
functions the same way as �ilm music. Cut-scenes could be considered as a short 
movies with its own internal structure – they incorporate �ilm editting, different 
shots, dialogues – everything we know from the movies. The only difference is 
their relative shortness (their lenght and amount mostly depend on the genre of 
the particular game, and on the size of the actual budget of developing company) 
and thus all the aspects have to operate with a smaller space and lenght. But 
what about the rest of a game? Karen Collins aptly explains the main difference 
between �ilm and a video game through the medium of edit. Except for cut-
scenes, the spectator is again changing into a player – the integral part of a game 
world, which he actively enters. The factor of interactivity thus rises up.

2  Factor of interactivity in the context of a game music 
and sound

The sound and music in �ilm is often closely tied to the edit. That is, either the 
�ilm is cut (edited) to the music, or the music is editet to �it the cut. With games, 
however, most action takes place in real time.18 It means, that the sound and 
music have at least one more function here – on the basis of factors like the game 
genre, playing style, gameplay and so on – they have to respond to the actual game 
area and the players actions. If for example player decides to stop controlling his 
game character and stays on one spot for the next two hours, music and sound 
have to “obey“ him. The atmosphere is not going to change, nor is he going to 
hear another music track. In cases like this, the importance of looping rises up. It 
is a huge part of creating sound effects or music, primarily because of the open 
nature of time in gameplay.19 It concerns the sound effects, ambient atmospheres 
and the music alike and it stems from the simple requirement – to save the space, 
which would be otherwise taken by the larger �iles. As in the cinema, there is 
a lot of genres in the world of video games. Richard Stevens and Dave Raybould 
simply divide games on the ground of what expectations do the players have 
from them. Naturally, analogous to many �ilm genres, there are some rules, which 
are often being violated. The music for social/casual/puzzle games is often 
repetitive and undemanding in terms of processing. Arcades and platformers 

16 CHILDS, G. W.: Creating Music and Sound for Games. Boston : Thomson Course 
Technology, 2007, p. 129.

17 NEWMAN, J.: Videogames. London : Routledge, 2004, p. 17.
18 COLLINS, K.: Game Sound. An Introduction to the History, Theory and Practice of 

Video-Game Music and Sound Design. Massachusetts : Institute of Technology, 2008, 
p. 128.

19 HORROWITZ, S., LOONEY, S. R.: The Essential Guide to Game Audio. The Theory and 
Practice of Sound for Games. Burlington : Focal Press, 2014, p. 144.
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use what might be considered repetitive level music within other game, but is 
still alive and well here, the iconic feedback sounds of pickups and powerups 
often blur the line between “music“ and “gameplay“ sounds, and it is not 
unusual to �ind an extremely reactive score that speeds up or suddenly switches 
depending on game events. Simulations and sport games are closely associated 
with playing back your own music or listening to the radio, so it is not surprising 
that the racing genre remains dominated by the use of the licensed popular 
music sound track. Simulations typically do not have music (apart from in the 
menu), and sport-based games aim to closely represent the real-life experience 
of a sporting event. The music in strategies and Role-Playing Games (or MMOG/
MMORPG) is often imporant in de�ining both the location and the culture of the 
player´s immediate surroundings, although it often also responds to gameplay 
action. Attempting to provide music for an experience that can last an inde�inite 
amount of time, together with the complexities of simultaneusly representing 
multiple characters through music means that this genre is potentially one of 
the most challenging for the interactive composer. Adventures, action games and 
shooters are probably the most cinematic of game genres. These games aim to 
use music to support the emotions of the game´s narrative. The composer here is 
expected to match the expectations of a Hollywood-type score within a nonlinear 
medium.20

Similarly to �ilm, we distinguish between diegetic and non-diegetic music in 
video games. These however dispose of a very important attribute, which makes 
them an autonomous medium: interactivity. Clearly, this element is one of the 
most important things in analysis of the nature of video games, their existence in 
society and their relation to the players. In the context of an examination of music 
in games, a whole new cateogories comes out, or a way of how to look at it. The 
notion of interactivity could be simply percieved on three levels. The �irst level 
could be characteristic for games, in which the music is by no means adapting 
to the player´s action and its only job is to guide him through a particular area 
or to create a simple background. This characteristic would mostly �it to above 
mentioned casual and puzzle games and alike, in which the music is repetitive 
and bears no signi�icant meaning. The time, which player spends for example by 
solving a puzzle, is not given. The so called internal looping comes into play. It is 
when a piece of music starts over when it reaches the end of a piece of music or at 
a certain point within the music. But instead of restarting at the beginning of the 
song, it will restart somewhere in the middle.21 Any musical motive can be played 
long enough for a player to �inish a level or to hear the ending of a song this way. 
The second level could be found in the majority of video games, in which story and 
adventure is important. The most simple way to describe this category is action or 
horror games, where the music is actively responding to whatever is happening 

20 STEVENS, R., RAYBOULD, D.: The Game Audio Tutorial. A Practical Guide to Sound and 
Music for Interactive Games. Burlington : Focal Press, 2011, p. 162.

21 CHILDS, G. W.: Creating Music and Sound for Games. Boston : Thomson Course 
Technology, 2007, p. 149.
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to the player´s character. Music is therefore not just a passive element, but reacts 
to the action in real time. In the moments when a player walks through the game 
world without any interaction with NPCs (non-playable character) or enemies, 
we hear calm music, more resembling the �ilm´s underscore. Imediatelly after 
the player´s character is attacked by a monster, the music quickly and unaudibly 
transitions into the more action and sinister-like style. In the games like this, the 
sideways crossfade is used. It is the ability to crossfade from one piece of music 
to another, seamlessly, during the game.22 When creating the music in any music 
softvare (or DAW), the composer constructs a neutral sequence, and then he 
creates louder, more action-like version of this music, which stays muted in the 
same project. By keeping the song tempo (or BPM), he can then jump between 
these two variations withouth noticing. Needless to say, this music behavior is 
very similar to �ilm music, particularly when speaking about the genres related 
to horror and action. Silent motive creates the suspense and anticipation in 
player, meeting the monster is then accompanied by a loud stingers after the 
silent sequence.23 It should be pointed out here, that while in the �ilm, this kind 
of music and sound utilization can be identi�ied as a hundred-times seen and 
heard cliché – it actually has a surprisingly strong effect in a video game. The 
player is an active participant here and he is identi�ied with the character not 
only on the emotional level, but also literally – his hands are on the keyboard/
mouse/controller and he controls the game character, therefore reacting much 
more intesively to every action.

The third level is a literal interactivity of music with player´s character or the 
entire graphic engine. First games which we could assign to this group arrived 
with the coming of Sony PlayStation, and due to this, there is great number of 
so called music driven/music-adapting games today. More recent games include 
Parappa the Rapper, Dance Dance Revolution, Guitar Hero and Rock Band. As the 
name would suggest, these games use music or rhythm as both a goal, and a way 
to dictate the gameplay mechanic.24 In other words, the player have to react to the 
rhythm via the controller to actually make progress in the game. There is another 
variation to these games, such as Audio Surf, which allows the player to generate 
his own level, based on the music (for example an MP3 �ile on his drive) he loads 
into it. The game then reads the music �ile and generates the track, obstacles, and 
adjusts the dif�iculty. Interactivity like this rises to the whole new level. However, 
another new level of interactivity can be achieved in the context of another factor, 
which can play a considerable role in reception of video games: immersion.

22 Ibidem, p. 150.
23 See also: FARKAS, T., SURINOVA, L.: Phenomenology Of Sound And Music In Horror 

Movies. In Communication Today, 2012, Vol. 3, No. 1, p. 31.
24 HORROWITZ, S., LOONEY, S. R.: The Essential Guide to Game Audio. The Theory and 

Practice of Sound for Games. Burlington : Focal Press, 2014, p. 59.
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3  Immersion – how to turn the interactive music by a 180 degrees

The notion of immersion is rather dif�icult to de�ine with a few words. There are 
many contexts within which it is discussed in a literature dealing with it, but the 
exact de�inition is nearly nowhere to be found. Although it is one of the most 
important terms to work with when analysing some of the game genres, there is 
more approaches on how to explore it. In general, we could say that the immersion 
occurs when the player looses the track of a real life when playing the game, and 
is able to spend there many hours without noticing the real �low of time around 
him. According to Rouse, there are three particularly notable player motivations 
and expectations: challenge, immersion and players expect to do, not to watch.25 
Immersion is thus something that every game developer should crave for. By 
the early 1990s it looked as though the next step towards total immersion was 
in virtual reality games.26 Unfortunatelly, this trend has stumbled upon a huge 
�inancial demandingness and a strange feeling people had when wearing a large 
weird-looking device mounted on their heads. Virtual reality´s rebirth could be 
seen in the devices like Oculus Rift27, whose of�icial release is announced on the 
March 2016. In the case of products like this however, immersion is mainly visual. 
That is only one of the elements that could describe the notion of immersion. 
Contrary to �ilm theory, in the world of a video games we can more easily depend 
on the opinions of the gamers themselves. Game discussion forums and portals 
are full of reviews and ideas on particular video games or even genres, thus 
creating a huge portfolio for analysis of a diverse topics. For an example, one of the 
users of the Gamespot.com portal (with a distinctive nickname “swamplord666“ 
– very often, we don´t stumble upon a real names on the internet) within the 
frame of his own study asked the other users on their opinion on what are the 
most important components of the video games, which cause total immersion.28 
He assumed that one of these components are gameplay, graphics, story, or 
cutscenes. He didn´t have to wait too long for the �irst answers. Users added 
another components among which were the importance of a character actions 
and a strong characterisation, the level of arti�icial inteligence of the NPC´s and 
enemies, the game world and a fashion in which the nature and life is visually 
presented, the level of interaction with surroundings, the athmosphere and the 
general measure of the ability to “suck“ the player in. Within the context of our 
article, it is important to mention that only 3 users of this discussion refered to 
music. What´s even more interesting, one of them noted that music is an element, 

25 NEWMAN, J.: Videogames. London : Routledge, 2004, p. 16.
26 BERENS, K., HOWARD, G.: The Rough Guide to Videogames. London : Rough Guides 

Ltd, 2008, p. 274.
27 Virtual reality head-mounted display with the ability to create stereoscopic image 

according to the movement of a user´s head. In the context of a videogame, player is 
able to literaly look around the game world. There is already a list of games which 
support this device and it is expected to greatly rise the level of immersion.

28 What is your de�inition of immersion? [online]. [2015-09-22]. Available at: <http://
www.gamespot.com/forums/games-discussion-1000000/what-is-your-de�inition-
of-immersion-27549095/>.
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which he usually eliminates (or turns off), because there is no such a thing in real 
world as an off-screen music. 

Several thougths can be elicited based upon these opinions. The �irst one is 
a simple fact, that immersion means various things for various players. That 
means that this term has a lot of individual and subjective qualities into it. 
The second thought is, that in contrast to the highly interactive and responsive 
games (like we discussed in chapter 2), there is a large number of games, which 
paradoxically offer greater immersion to players while their music is turned off. 
Naturally, this group is dominated by a top-level games whose graphics, game-
world execution and a sound design offers a pinnacle of what contemporary 
computer technologies can achieve. With action-packed survival horor games 
like Dead Space or a “space operas“ like Mass Effect, a strange diversi�ication 
of a players can occur, dividing them at least into two groups. One group bears 
much resemblances to a classic �ilm spectator – their feeling of immersion comes 
into play enjoying both gameplay and the original soundtrack – whether during 
the cutscenes (which undoubtedly evoke the magni�icence of some of it´s movie 
counterparts) or during the gameplay itself. For this kind of a player, it is usually 
primary to �inish the main storyline and a succesfull beating of a game. Another 
group of players is far from being a mere spectators – they expect the promise of 
a complex (game) world exploration, running through all the sub-quests, merging 
in and living somewhat another life within the game. This kind of a players tend 
to turn the music off to fully integrate into the world of a particular game and to 
percieve all the sounds, ambiences and atmospheres, which the game offers to 
them – they expect the “more realistic“ experience. We can see a similar trend in 
the modders29 community. Modding centres on the modi�ication of game code, 
assets and level design and we see concerted efforts to alter the experiences, 
aesthetics and structures of games.30 A great number of mods have a form of so 
called “graphical overhauls“ – a complete reconstructions of textures in game, 
or implementation of the modern technologies, which were not available in the 
time when original (or “vanilla“) game was released. This way even the game 
from 2002 can astonish us with its superb graphic, using the latest technologies 
to create advanced lighting effects, bloom and HDR, in�inite drawing distance or 
“godrays“ (this effect allows us to see the rays of light rendered real time, when 
we for example look to the sky through the trees, or the same with the lights 
and the myst). Graphical overhauls go arm in arm with sound upgrades, which 
try to remake the original sound design to more superior and closer to reality. 
Open-world RPGs like Morrowind, Oblivion or Fallout 3 dominate the ground 
of graphical overhauls, in which the sophisticated top-notch graphics adds 
enormously to an immersion into the game world. Independence War 2: Edge 

29 From the verb “modify“. In the context of video games, modders are people, who 
create and use unof�icial modi�ications (so called mods) for games. These mods 
customize, improve, or change some of the game´s qualities, whether it is visual/
auditive or gameplay changes. All the mods are usually free to download and a player 
can additionally install them into already installed games.

30 NEWMAN, J.: Playing with Videogames. London : Routledge, 2008, p. 162.
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of Chaos also had its sound overhauled. This game is a space simulator, so the 
biggest effort went into the creation of sound design, which would evoke realistic 
experience in space. New sounds of a cockpit interior were added and some of the 
original sounds were intensi�ied and contrariwise, sounds coming from outside 
were considerably pushed down – indeed there is no audible sound in space.

All these mods have one thing in common – already on the of�icial forums where 
they can be downloaded, their makers often recommend to turn off the music 
for total immersion. Visual and sound (not musical) qualities of these games are 
so strong and are able to pull the player into the world so effectively, that the 
music would paradoxically disturb this experience – it would namely reffer to 
a fact that the player is playing the game and is in fact not in another, alternative 
world. In the context of re�lection on interactivity as one of the most important 
things in video games, this idea is a rather interesting paradox. One of the vital 
interactive elements (music) is eliminated in the name of a greater immersion. 
Perhaps the most problematic perk of this paradox is above mentioned fact, that 
we cannot really de�ine and categorize players into the boxes. Chris Bateman and 
Richard Boon divide players into conquerors (who focus on winning), managers 
(who enjoy strategy), wanderers (who play for fun), and participants (who play 
for social or narrative reasons). Katie Salen and Eric Zimmerman divide players 
into groups based on the player´s relationship to the rules of the game: dedicated 
gamers develop their own unique strategies, unsportsman like players have bad 
attitudes, standard players follow the rules, cheats violate the rules, and spoil-
sports try tu ruin the game. Perhaps the best-known categorisation of players 
is that of Richard Bartle, who focuses on the psychology of players, grouping 
them according to socializers (who use the game to communicate and socialize), 
explorers (who like to map out and know the game world completely), killers 
(who distress other players), and achivers (who adopt game-related goals and 
set out to achieve them). Most useful, however, is Bartle´s assertion that players 
shift between these groups regularly – even within a single play session.31

Conclusion

The objective of this article was to create a base for a further study of an auditive 
aspect of video games in the context of the notions of interactivity, immersion 
and the player itself. As we can see, while analysing relationships between these 
notions, one of the biggest problems we stumble upon is the impossibility to 
simply identify and categorise the players. Preferences of the various players are 
highly subjective and while analysing the behavior of a particular player, we can 
see him shifting quickly and easily between several categories at once. This kind 
of behavior depends on the game genre, situation in which a player currently is, 
as well as on many other factors (a merely change in the mood of a player can 

31 COLLINS, K.: Playing with Sound. A Theory of Interacting with Sound and Music in 
Video Games. London : The MIT Press, 2013, p. 14.
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extremely change his game experience as well as a gameplay style). An analogy 
with the categories and de�initions associated with cinematography is one of the 
methods, how to locate some of the essential differences between the mediums of 
video game and �ilm. The question, whether the music in video games is just a �ilm 
music in disguise, should be quite clear after the reading of this article. Warnings of 
many theorists not to use de�initions from �ilm theory to de�ine aspects of a video 
games are valid. Placing these two neck to neck and analysing their musical side 
however offers a solid ground for a study of many other issues. Game music really 
acts �ilm-like only in the cutscenes. Many of the �ilm music functions do appear in 
a video game during the gameplay, but only to a moment when confronted with the 
interactivity and immersion. Not only game music works with the time completely 
differently, but like a player who can change his behavior in the context of different 
categories, it can actively adapt to a player´s actions – or – completely disappear in 
the name of a greater immersion. In this sense, the popular statement about “good 
�ilm music“, which is good only if a spectator doesn´t notice it, takes on a whole 
new meaning. Perhaps video games resemble the theatre more than anything 
else. The player is a main character, moving, acting and actively interacting with 
a huge stage (game world). The more properties (interactive components) there 
is, the bigger amount of a good game experience and immersion. But is it possible 
to �ind an ideal measure of these elements so that it addresses the biggest amount 
of players, assuming that the game world pulls them in for total immersion? Is it 
even possible to contemplate on the notion of realism in a video game? In contrast 
with �ilms, what part does a cliché plays in games? Is there a possibility of games 
completely renouncing the music in the name of a greater game experience? These 
and similar questions arise and suggest further study of this topic from different 
point of views.
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ON THE QUESTION OF IDENTITY 
IN THE CYBERSPACE OF DIGITAL GAMES

Slavomír Gálik

Abstract
In this paper, the author studies in�luence of the cyberspace of digital games on human 
identity. Firstly he clari�ies the idea of real identity, which originates in the intersection 
of four dimensions: physical, mental, social and cultural. The real identity, according to 
the author, is represented by dynamic continuity of changes in all of the dimensions that 
synthesize in conscience. Identity on social networks is an intermediate stage between 
real and virtual identity. The author outlines that also photograph, as the so-called real 
presentation of human, is virtualised to some extent. In the highest degree of virtualisation 
players are represented by avatars in the cyberspace of digital games because an avatar 
is constructed by programmed features of the game. Despite this, identi�ication with an 
avatar in digital games is often very strong because players can realise their ideas and 
hopes through avatars. Several authors, for example Sh. Turkle, P. J. Eakin and A. Brings note 
that the cyberspace of digital games brings identity multiplication and that this identity is 
parallel to the real identity. Virtual identity can shift to real life, therefore it is important to 
learn to think critically and distinguish various degrees of identity virtualisation in human.

Key words:
Avatar. Digital games. Identity. Reality. Virtual reality.

Introduction

Our everyday life shifts more and more into the cyberspace of digital media, 
a signi�icant segment of which is represented by digital games. The cyberspace of 
digital games, which develops together with advancing possibilities brought by 
digital media, offers a high standard of not merely entertainment, but also more 
serious forms of games, for example education games. Among the very popular 
entertainment digital games are The Sims and World of Warcraft, we will be 
studying these in this paper. The main objective of this paper is to study in�luence 
of digital games on human’s identity, which features two aspects: rise of a virtual 
avatar and its in�luence on real identity of a human. There are three approaches 
that support examination of the main object: �irstly it is insight into the real 
identity as such, secondly web or social networks-based identity and thirdly 
identity in digital games. The web or social networks-based identity represents 
certain intermediate step between the real identity and identity in digital games. 
There are also two questions that correspond with the given goals: 1st – To what 
extent is our identity on social networks and in digital games virtualised? 2nd – 
How much is virtual reality transferred into real life? In order to achieve these 
objectives, we used the following methods – analysis and synthesis, as well as 
comparison and interpretation. 
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1 What is real identity?

A. J. Lyon starts his debate on personal identity by comparing himself and 
his photograph from the past.1 Lyon wonders how much this photograph 
corresponds with himself, since he has changed physically and also mentally. 
He notices the basic paradox of human identity, which relates to the physical 
and mental change on one hand and something that is permanent and connects 
us with our own past on the other. Identi�ication with our past is not based on 
mathematical equality, where A = A, but more in the sense of continuity of physical 
existence and memories that can �low coherently and thus constitute the “me.” 
The convergence of memories into a coherent �low represents the time aspect 
of human’s identity. The second aspect could be understood as “dimensional” or 
multidimensional, because human’s identity is shaped by the body and mind, but 
also society and culture. In the �irst case, human body represents some “central 
point” of our identity, even though it does change – it grows, matures and then 
ages. In the second case it is the internal, mental aspect of human’s identity that 
constitutes the core of identity, since it creates the “me” of a person, with mind 
and memory. Beside this, let us say individual feature of identity, identity is also 
greatly shaped by the social and cultural aspects of a given person. By the term 
social aspect we �irstly understand inter-personal communication (me-you) and 
secondly social communication (me-we). Without interpersonal communication, 
especially in the early childhood stage, also human identity would not be shaped 
enough.2 Therefore human is not merely animal rationale but also ens sociale, or 
social being. Paradoxically, it is also “the other person” that models the core of 
human being, this especially applies for the instinct to reproduce, which is not 
a one-person only matter, but two – a man and a woman. Along with the social 
feature, there is also the cultural feature, with its time-based and geography-
based setting. Human always grows up in a given cultural surrounding that 
comprises of language, religious and ethical standards, norms ad ideas – these 
greatly affect human’s identity. In this respect, we may speak of a language, 
regional and religion identity in a human. Originally, the cultural identity was 
quite strictly �ixed to a given geographical area, traditions and language, but this 
type of identity is changing and globalizing. There is a phenomenon that relates 
to globalisation – the phenomenon of rooting out or alienation and ability to 
globalise one’s identity, adjust it so that it would �it various requirements given 
by a new geographical location, language and so on. We can therefore summarise 
that the real identity in a human is shaped by these four dimensions:
•  1. human body – external dimension (physical),
•  2. memory, mind, conscience, unconsciousness, “me” – internal (mental),
•  3. social dimension – interpersonal relationships,

1 LYON, J. A.: Problems of Personal Identity. In Encyclopedia of Philosophy. London : 
Rouletdge, 1988, p. 441.

2 One of the most famous cases of the so-called feral children that were raised by 
animals, or more precisely wolves, is the case of Amala and Kamala, two children 
from India. The missioner Singh never succedded fully in thier hominization – 
teaching them human language and behaviour. They also died quite early.
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•  4. cultural – epoch dimension.

All of these four aspects are mutually dependent and together they shape 
human identity. Or, as Olson says “everything that contributes to identity is 
identity.”3 The real identity is generated in the intersection of the physical, 
mental, social and cultural dimension. Within it, as the most important seems 
to be the mental identity, as it is where the identity core – “me” of a person – 
originates. Human’s identity cannot be understood as something permanent and 
supertemporal, but dynamic and �lexible in continuity of development of the 
body, mind, society and culture. The real identity of human therefore resembles 
more the so-called “Wittgenstein’s Eye,” which becomes the object it sees, than 
the a priori given Cartesian Cogito.

2 Identity on web pages and social networks

Identity on web pages and social networks can be seen as certain intermediate 
stage between the real identity and identity in the cyberspace of digital games. This 
intermediate stage is introduced by a real photograph, for example our status on 
a social network, and its presentation in the virtual environment of cyberspace. 
This approach however becomes more complicated when it is combined with 
questioning whether a photograph represents our real identity – or the question 
of what it constitutes in the sense of semiotics. The �irst approaches supposed 
that a photograph showed a realistic picture and therefore it was taken as an 
instrument of scienti�ic evidence. Later, this approach was abandoned. Presently, 
the photograph is seriously distrusted and there is a considerable doubt about 
it showing reality even among the wide public, as we for example do not trust 
photographs that should prove existence of UFO. In semiotic discussions there 
are debates about whether the photograph is a symbol, icon or index. In his 
work Semiotics of Photograph G. Sonesson mentions various ideas about the 
photograph in history of semiotics. It is remarkable that great personalities of 
the world of semiotics disagree in the simple question of what the photograph 
is. For example, R. Barthes sees it as an icon, Ch. S. Peirce and G. Sonesson as 
an index and U. Eco a N. Goodman as a symbol.4 Each of these interpretations 
of the photograph has its positives and negatives. On one hand, the photograph 
resembles reality, therefore it can represent an icon but on the other hand it can 
also be deformed in showing reality because it is merely a snapshot of reality 
done by a photographer. The fact that the photograph is connected to reality 
through a �low of photons that leave their traces on a photo-sensible medium 
favours the idea of the photograph as an icon. On the other hand, the photograph 
is also quite different, because it is two-dimensional, set in a photo frame, taken 

3 OLSON, E. T.: Self: Personal Identity. In BANKS, W. (ed.): Encyclopedia of 
Consciousness. Elsevier Academic Press, 2009, p. 8.

4 SONESSON, G.: Semiotics of Photography – On Tracing the Index. Lund University, 
1989, p. 36.
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in certain light conditions and from certain angle, this classi�ies photographs as 
symbols. Also the fact that our eye constantly moves when we look, in contrast 
with the photograph which is merely a snapshot, static interpretation of reality, 
speaks in favour of a symbol.5 Furthermore, we need to learn how to “read” the 
photograph, we also need to set it into broader contexts in order to understand 
it. In this respect, the photograph is a unique phenomenon because though at 
the �irst sight it would seem that it is an icon or index, it in fact seems to be 
more a symbol when inspected in more detail. Our photograph on the web or 
on social networks will also offer a symbolic – therefore virtual – representation 
of our identity. Yet on the other hand, this identity is more real than a totally 
constructed avatar in the cyberspace of digital games. Our photograph therefore 
introduces certain degree of virtualisation of reality and identity of a human. 

3 Identity in the cyberspace of digital games

The highest degree of virtualisation will be taken by an avatar, as a representation 
of a player in the cyberspace of digital games, because we can freely create an 
avatar using some of the quite extensive programmed features. In this paper we 
study two computer games – The Sims and World of Warcraft – which feature 
such a creation of a representative identity, by some different means. The �irst 
game, The Sims, was created by Maxis studios and launched by Electronic Arts. 
The �irst series of The Sims was launched in 2000 and followed by further, more 
detailed versions such as The Sims 2, Sims 3 and Sims 4 in 2015. This digital game 
became a world-wide and very popular success. This game simulates life, we can 
build houses, spend time with friends, go for trips and, in the latest releases, also 
enjoy some sci-�i. In the beginning of the game however, we need to create one 
or more avatars to play the game with – we can alternate them later. The avatars, 
or the so-called Sims, have their needs that the player needs to keep in mind 
and look after. If the player cannot satisfy them, his Sims react negatively, which 
brings a feeling of authentic interactions between the player and his Sims even 
though these interactions are only performed by the means of the player and his 
computer. 

To understand one’s identity in the digital game The Sims, it is important to 
realise two main means of constructing the player’s avatar:
1. The �irst approach features “static,” �igurative constructing of a player’s 
representative. This construction is based on many possibilities given by the 
game. Thus the avatar becomes a rich re�lection of the player’s individual and 
collective ideas, dreams, idealisations but also stereotypes.6 However, the player 

5 GOODMAN, N.: Jazyky umění. Praha : Academia, 2007, p. 27. Also see: SOLÍK, M.: 
Semiotic approach to analysing of advertising. In European Journal of Science and 
Theology, 2014, Vol. 10, No. 1, p. 207-217.

6 JANSZ, J., MARTIS, R. G.: The Lara Phenomenon: Powerful Female Characters in Video 
Games. In Sex Roles, 2007, Vol. 56, No. 3, p. 144.
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will never chose an avatar that is disgusting, he or she will chose an avatar that 
he or she can identify with somehow.
2. The second approach features “dynamic” planning, graduation of the story 
and especially social interactions in which the identity of the player’s avatar is 
developed. The most attractive feature of the game, Albrechtslund believes (p. 3), 
are social interactions.7 Social interactions are most commonly realised between 
the player and the computer, but the de�ined rules of the game evoke reality very 
strongly, with real relationships between people. The player can construct his 
ideas and dreams that can never be fully constructed in the real life. This is the 
reason why the player can be strongly identi�ied with his or her avatar, because 
the avatar can ful�il all the wishes and desires.

The second game is the World of Warcraft (WoW), created by Blizzard 
Entertainment in 2004. Several countries, for example the USA, New Zealand, 
Australia, Canada or Mexico participated in creation of the game. A year later, in 
2005, also South Korea, China, the European Union, Taiwan, Singapore and Hong-
Kong joined in. Thanks to this, various symbolic and mythological elements from 
various cultures were applied and the game gained a massive intercultural and 
interreligious context. Presently, there are about 13 million players that play the 
game worldwide; they identify themselves with various mythological creatures 
of either positive or negative character. A feature that increases playability of the 
game is the ability to join a community to �ight a mutual foe. The game is set in 
two �ictional worlds of Azeroth and Outland/Draenor, Azeroth consists of four 
continents: Northrend, Eastern Kingdoms, Kalimdor and Pandaria. The greatest 
battle�ield is in Azeroth, which sees �ights between two factions: Aliance and 
Horde. The game of World of Warcraft offers a greater degree of virtualisation 
of the characters and the world than in the Sims because the WoW is a world of 
mythological characters, stories and rituals. However, this does not meant that 
a player is identi�ied with his avatar less than in the Sims. In the WoW, similarly 
to the Sims, there are two possible ways of creating identity of the player’s avatar:
1. The �irst way again means a “static” creation of one’s own avatar using prepared 
warriors and choosing a race, class and profession. Thus, the player can de�ine 
various avatars, for example a dark knight, shaman, elf, werewolf and others. 
The avatar’s identity also comprises of his characteristics, which can either be 
de�ined or gained in the course of the game. Choice of an avatar, de�inition of its 
characteristics is based on the player’s preferences.
2. Te second way is represented by a “dynamic” development of the 
avatar’s identity, the player chooses his game plan, place and most importantly 
– enemies. Unlike the Sims, the WoW brings real social interactions since it is 
played online and interactively. The gameplay even requires interactivity and 
cooperation between players to achieve higher levels in the game. Similarly to 
the Sims, also in this game identi�ication with an avatar is very strong. J. In his 

7 ALBRECHTSLUND, A. M.: Gender Values in Simulation Games: Sex and The Sims. 
[online]. [2015-10-15]. Available at: <http://nordicom.statsbiblioteket.dk/ncom/
�iles/30466184/Paper_2007_CEPE_-_Gender_values_in_simulation_games.pdf>.
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studies Vallikatt pointed out that players spoke about their avatars in the �irst 
person, not the third person – for example: “I was killed” instead of “my avatar 
was killed”8 or that the player communities were valued higher than the real 
ones.9

Conclusion

To conclude, we can say that the player’s identity in the cyberspace of digital 
media can be changed or developed hand in hand with changing degree of 
virtual reality. In this paper, we showed that certain degree of virtualisation of 
human’s identity can also occur in social networks because a photograph does 
not constitute a completely real representation of human’s identity. For this 
reason, it can represent a bridge between a real identity and identity that is 
created in digital games. Creating identity in digital games such as the Sims or 
WoW is on one hand more virtual, but on the other as emotional as in the case of 
social networks or in real life. However, a strong identi�ication with an avatar in 
a digital game cannot come without any in�luence on our real life and real identity, 
since it leaves its traced in our thinking, in our memory, which is transferred in 
neuroplastic changes in our brain.10 Neuroplastic changes are physical changes, 
so a virtual identity can, in a certain degree, be real. P. J. Eakin even claims 
that identity in the cyberspace is not different, but continual.11 Physical identity 
may be privileged, but not absolutely. Sh. Turkle also thinks that thanks to the 
cyberspace and especially thanks to the digital games we realise more clearly 
that also our real identity is constructed, changeable and multiplicable.12 Also A. 
Brings says that the Internet contributes to a �luid understanding of our identity.13 
Multiplication of identities in the cyberspace of digital media can be very exciting 
and enriching and thus make digital games a very attractive commercial product. 
On the other hand, we need to learn to keep a distance and critical attitude to 
such an environment, because excessive multiplication and experiments with 
identities may lead to disintegration of human’s identity. Digital games are now 
a very strong and in�luential phenomena, especially with the younger generation, 
therefore media education with particular focus on critical thinking should be an 
essential part of education.14 

8 VALLIKATT, J.: Virtually Religious: Myth, Ritual and Community in World of Warcraft. 
Melbourne : RMIT University, 2014, p. 164. 

9 Ibidem, p. 141.
10 Also see: SPITZER, M.: Digitální demence. Jak připravujeme sami sebe a naše děti 

o rozum. Brno : Host, 2014, p. 199, p. 266.
11 EAKIN, P. J.: Self and Self-Representation Online and Off. In Frame, 2015, No. 28, p. 7.
12 TURKLE, Sh.: Cyberspace and Identity. In Contemporary Sociology, 1999, Vol. 28, 

No. 6, p. 643.
13 BRINGS, A.: Identity Construction Online: An Analysis of Sherry Turkle’s Ideas on the 

In�luence of Technology on Identity. [online]. [2015-10-15], p. 8. Available at: <http://
web02.gonzaga.edu/comlstudentresources/Brings_FinalPaper_COML509_doc.pdf>.

14 PETRANOVÁ, D.: Does Media Education At Schools Develop Student´s Critical 
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CYBERSPACE OF DIGITAL GAMES AS A “LIVING SPACE” 
OF HUMAN AND EXPERIENTIAL PRODUCT 

�ON CHARACTERISTICS AND VALUE 
OF �CYBER� EXPERIENCE�

Sabína Gáliková Tolnaiová

Abstract
Digital games, or their cyberspace, are becoming a new “living space” of modern human. 
It is a “virtual” environment in which the essence of human experience is transformed. 
“Virtualisation” brings “freshness” and “uniqueness” of virtual worlds of digital games. 
Along with speci�ic features of these graphical and auditory worlds comes also a broad 
extent of subjective sharing. It is imagination and experiencing of the mostly “arti�icial” 
(cyber)experience of relative “freeing” from the �low of (physical) time, including relative 
unbodied form or “different body form” of the subject. They are determined by the so-called 
Presence and Immersion. Experiential production addresses digital games to the consumer 
– “guest” basing on personal aspect. In a spirit of phenomenology, experience seen in the 
context of digital games is understood as a subjective, individual-based temporary process. 
Also as experience that is in correlation to experience brought by human life. Seen from 
the point of cultural and social expectations, the key is in its potential to permit meaningful 
experience, signi�icant in human life and positively in�luencing quality of human life. 
Nowadays we re�lect attractivity and asset, but also risks and negative features, certain 
“price” that humans pays for their attachment to the cyberspace of digital games. A new 
evaluation does not lead to denial of (cyber)experience, but �inds the importance of its 
complementarity. It is important to learn how to live in both the “natural” and “virtual” 
reality; this needs to be understood also as a moral challenge. We may take it as a pro-active 
step if the question of what constitutes “the good” of experience in context of digital games 
is indeed approached in experiential production. 

Key words:
(Cyber)experience. Cyberspace. Digital game. Experiential production. Virtual reality. 

Introduction

Currently we can take digital games as a pervasive element in everyday life of 
modern human.1 In this respect, we can state say that it is the digital game culture 
that constitutes one of the most interesting phenomena of the last decades.2 
The game phenomenon opens space for examination in the sphere of media 
and cultural studies, social and cognitive psychology, sociology of media and 
informatics, even among philosopher. As a complex socio-cultural phenomenon, 
it becomes an element of not only socio-philosophical and historiographical 
studies or psychological theories, but also an important component of aesthetic 

1 CALLEJA, G..: Digital games as Designed Experience. Reframing the Concept of 
Immersion. Wellington : Victoria University, 2007, p. 11. 

2 KOLTAIOVÁ, A.: Kyberpriestor a hrdina. In GÁLIK, S. et al.: Kyberpriestor ako nová 
existenciálna dimenzia človeka. Lódź : Księży Młyn, 2014, p. 159. 
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debates, while its research calls attention to the considerable paradigmatic 
changes.3 It reveals that in our society we understand games as a valuable 
medium, practical for entertainment, creation, socialisation and similar activities. 
We can notice here a global progress of gaming industry and marketing. Yet it is 
a speci�ic kind of show business and cultural industry, which we see as the so-
called experiential industry and which is now not merely a hobby for enthusiasts, 
but serious and essential business sector. Digital games and media are therefore 
analysed today also as forms of experiential production.4 The mere fact that 
cyberspace of digital media is becoming a new “living world” of modern human, 
where we think and project our lives, evokes a number of various questions. 
Human, with his thinking and experience concerning cyberspace, is in the centre 
of observation. In the following paper we want to concentrate �irstly on the 
re�lection of the very cyberspace of digital games and its speci�ic “virtual reality,” 
thanks to which, inter alia, cyber experience is what it is indeed. Secondly, we will 
be interested in the very (cyber)experience of modern human (as the subject/I) 
in the context of digital games. We will concentrate on its nature and especially 
on some of the elements that are responsible for its “attractivity” for human. 
We will also speak about the nature of basic understanding of experience in 
the context of digital games as it is seen from the point of view of experiential 
production and marketing. We will also try to present our evaluation of various 
spheres of possible meaning that cyberculture offers to human. Here we dare to 
note that the process and interpretations of experiential event cannot possibly 
be comprehensively explicit.5 Here we will also approach the matter in the 
form of traditionally recognised “�irst person” view. We will concentrate on 
the subjectively undergone and conscious experience in a phenomenologically 
inspired spirit.

1 Cyberspace and “virtual reality” of digital games 

In the context of digital games, too, we need to say that there is not presently 
a single de�inition or expressive concept of either cyberspace or virtual reality. 
Most commonly we see here terms such as “media reality,” “virtual reality,” “virtual 
space,” and also “cyberspace” or “online space,” digital space or surrounding 

3 PRAVDOVÁ, H.: Sociokultúrne dimenzie hier v kyberpriestore. In GÁLIK, S. et al.: 
Kyberpriestor ako nová existenciálna dimenzia človeka. Lódź : Księży Młyn, 2014, 
p. 132, p. 133.

4 KYLÄNEN, M.: Introduction. In KYLÄNEN, M. (ed.): Digital Media & Games. Articles 
on Experiences 4. Rovaniemi : University of Lapland Press, 2007, p. 6, p. 9. [online]. 
[2015-11-05]. Available at: <houseo�lapland.�i/wp-content/uploac/2014/06/
Articles-on-Experiences-4-Digital-Media-Games.pdf>.

5 VALLIUS, L., MANNINEN, T., KUJANPÄÄ, T.: Sharing Experiences – Playing Together 
in Experimental Collaborative Computer Games. In KYLÄNEN, M. (ed.): Digital 
Media & Games. Articles on Experiences 4. Rovaniemi : University of Lapland Press, 
2007, p. 54. [online]. [2015-11-05]. Available at: <houseo�lapland.�i/wp-content/
uploac/2014/06/Articles-on-Experiences-4-Digital-Media-Games.pdf>.
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and similar. It may be pointed out that the very concept of cyberspace is quite 
vague and in a way colliding with the term of virtual reality, so sometimes virtual 
surrounding is understood as a synonym of virtual reality, also cyberspace is 
sometimes referred as online space and confused for virtual surrounding and 
similar terms.6 Let us now turn to the matter of cyberspace:

1.1 Cyberspace of digital games

As was already outlined above regarding virtual reality, there is a number or 
approaches to understanding cyberspace. We may generally identify those that 
are more precise and reducing as well as those that are wider and more complex. 
It is desirable and needed to mention �irst that the term of cyberspace guides 
us to think of it as of a certain kind of space where people can go (physically). It 
implies a range, place or designation. Yet, this is about a de�inition made through 
analogy.7 The term of cyberspace can be understood – metaphorically speaking 
– as a “place” or “space” where human’s mind and computer system meet, or 
in other words, we speak of a portal that links digital information to human 
perception. Therefore it refers to an information interface between computers 
and people.8 Cyberspace can also be understood, for example, as a range of 
technically constructed environments in which individuals participate while 
their location is not reduced to the physical world.9 It is obvious that the above-
mentioned types of approaches do not refer to interaction between people 
through computers as well as it does not concern multi-using (as in collective 
user) of virtual entities. As D. Groothuis states, the more basic approach to 
understanding cyberculture is not about reference to the simultaneous presence 
of other people or interaction between them. It is not about joining the others 
through digital “meeting.” In other words, the idea brought by the term of 
cyberspace does not include interpersonal dimension.10 However, in other cases 

6 See and compare KOEPSELL, R. D., RAPAPORT, W. J.: The Ontology of Cyberspace: 
Questions and Comments, 1995, p. 2. [online]. [2014-11-16]. Available at: <http://
www.cse.buffalo.edu/~rapaport/Papers/cyber.pdf>. BREY, Ph., SØRAKER, J. H.: 
Philosophy of Computing and Information Technology, 2009, p. 48. [online]. [2014-11-
16]. Available at: <http://www.idt.mdh.se/kurser/comphil/2010/PHILO-INFORM-
TECHNO-20081023.pdf>.

 CALLEJA, G.: Digital games as Designed Experience. Reframing the Concept 
of Immersion, p. 7, p. 38.

7 CLARK, D.: Characterizing cyberspace: past, present and future, 2010, p. 5. [online]. 
[2014-11-16]. Available at: <http://web.mit.edu/ecir/pdf/clark-cyberspace.pdf>.

8 GROOTHUIS, D.: Christian Scholarship and the Philosophical Analysis of Cyberspace 
Technologies, JETS, 1998, Vol. 41, No. 4, p. 632. [online]. [2014-11-16]. Available at: 
<http://www.etsjets.org/�iles/JETS-PDFs/41/41-4/41-4-pp631-640-JETS.pdf>. 

9 HOLMES, D.: Communication theory. Media, technology and society. London : SAGE, 
2010, p. 45.

10 My interaction with a CD-ROM takes space in the cyberspace, but does not concern 
presence or interaction with other people during the digital meeting. GROOTHUIS, 
D.: Christian Scholarship and the Philosophical Analysis of Cyberspace Technologies, 
p. 632, p. 633. 
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this term often refers exactly to interaction between people, constructed through 
computer, especially by the means of the Internet.11 

Cyberspace as such can generally be seen as a plural, multidimensional 
phenomenon. We think we may take it as a differentiated unity of a number 
of given layers. We can see this broader and more complex understanding 
for example in D. Clark (2010). In his concept it means linking the four layers 
that cyberspace is made of and understanding its nature: Cyberspace is a set 
of computer-based devices linked to a network, these devices store electronic 
information, use it and communicate it: It is manipulation and exploitation of 
information, facilitation and spreading communication between people and also 
interaction between people and information. As this author mentions, the “core 
power” in cyberspace is represented by information and active users – people. 
People represent the highest and most important component.12 In the case of 
digital games it is very clear that cyberspace is for people and is constructed by 
people and therefore people are the most important component of cyberspace. 
It is this cyberspace of digital games where people act, think and project their 
lives. This life becomes their new “living world.”The cyberspace of digital games 
can be seen as a particular type of “virtual” environment.13 Similar to other 
kind of cyberspace, also the environment of digital games works with virtual 
reality technology.14 Cyberspace as such opens through a computer, by graphical 
using of the interface, while the technology of virtual reality can also be used 
independently.15 However, what kind of reality is it? 

1.2 Virtual reality of cyberspace of digital games

Modern online or digital games show us that information processes can create 
virtual worlds with their own time, space, entities and objects.16 They bring 

11 GROOTHUIS, D.: Christian Scholarship and the Philosophical Analysis of Cyberspace 
Technologies, JETS, 1998, Vol. 41, No. 4, p. 633. 

12 CLARK, D.: Characterizing cyberspace: past, present and future, p. 1, p. 4. 
13 CALLEJA, G.: Digital games as Designed Experience. Reframing the Concept of 

Immersion. Wellington : Victoria University, 2007, p. 38. [online]. [2015-11-05]. 
Available at: <http://www.gordoncalleja.com/GordonCalleja_Digital_Games_as_
Designed_Experience.pdf>.

14 As D. R. Koepsell notes, virtual reality is speci�ic for the cyberspace, but makes just 
a small aspect of the cyberspace. KOEPSELL, R. D., RAPAPORT, W. J.: The Ontology of 
Cyberspace: Questions and Comments, 1995, p. 2. [online]. [2014-11-16]. Available at: 
<http://www.cse.buffalo.edu/~rapaport/Papers/cyber.pdf>.

15 Regarding technology of multi-using, we can speak of a network based virtual reality. 
BREY, Ph., SØRAKER, J. H.: Philosophy of Computing and Information Technology. 
2009, p. 48. [online]. [2014-11-16]. Available at: <http://www.idt.mdh.se/kurser/
comphil/2010/PHILO-INFORM-TECHNO20081023.pdf>.

16 WHITWORTH, B.: The Physical World as a Virtual Reality. Massey University, Albany, 
Auckland, New Zealand : CDMTCS-316, December 2007, p. 2. [online]. [2015-11-05]. 
Available at: <arxiv.org/ftp/arxiv/papers/0801/0801.0337.pdf>.
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technically generated forms of virtual (graphical, auditory) worlds. We can say 
that information and communication technologies (media) re-produce virtual 
existence or reality of “arti�icial” nature. This arti�icial, technically constructed 
reality is available for humans especially through computer terminals. It is 
evident that elements of technologically/electronically produced world, or media 
reality, do not belong to the “naturally” physical elements, therefore they are not 
elements we identify (also physically) as “real”. Then the question is what these 
elements – present also in digital games – are, what is their nature? For Brey 
and Sørak, they are software constructions with which computer users interacts 
and which, as these authors point out, exist “virtually” rather than physically 
or really. In this context, they speak of virtual entities, non-physical, software-
generated objects and space with which computer users interact. Virtual entities 
are represented as a part of user interface found in computer programs. It is 
a speci�ic class of software objects, nowadays usually in a graphical form. They 
represent virtual objects as common objects that can be manipulated physically.17 
The above-mentioned authors see the virtual reality as a speci�ic sort of graphical 
user interface that represents computer-generated three-dimensional interactive 
scenery that is accessible for those who use this technology and that is capable 
of being manipulated with.18 In different theoretical approaches however, virtual 
reality in not a (simple) product of technical advance in computer graphics. Here, 
we need to �ind the “source” of virtuality in human. For example, as T. Lenoir 
points out, Mark B. N. Hansen understands that virtual reality is based more on 
biological potential of human existence – it is attainable for the body and brain. 
The source of virtual is not based on technology, but biology, on the process 
of adaptation to gain new technological extensions that the new media offer.19 
Similarly, according to J. Lanier, “the principle of virtual reality lies in the very 
sharing of imagination, experiencing the graphical and auditory worlds that 
are mutually presented“.20 We can also say that it is a state of mind, while in the 
�irst case virtual reality is not a product of thinking process.21 Without virtual 
reality, there would be no speci�ic cyber-experience, regardless of whichever of 
its dimensions we would take into account – technological or anthropological/ 
biological, accepting its “accessibility” by either independent or multi-using 
of technology/computer. This virtual reality is relevant in the so-called cyber-
experience in the context of playing digital games. How speci�ic is cyber-
experience in the context of playing digital games? What attractions does it offer? 

17 BREY, Ph., SØRAKER, J. H.: Philosophy of Computing and Information Technology. 
2009, p. 48. [online]. [2014-11-16]. Available at: <http://www.idt.mdh.se/kurser/
comphil/2010/PHILO-INFORM-TECHNO20081023.pdf>.

18 Ibidem, p. 48. 
19 HANSEN, N. B.: New Philosophy for New Media. Cambridge : MIT Press, 2006, p. 24.
20 HORROCKS, Ch.: Marshall McLuhan a virtualita. Praha : Triton, 2002, p. 36.
21 Also for example CALLEJA, G.: Digital games as Designed Experience. Reframing the 

Concept of Immersion. Wellington : Victoria University, 2007, p. 38. [online]. [2015-
11-05]. Available at: <http://www.gordoncalleja.com/GordonCalleja_Digital_Games_
as_Designed_Experience.pdf>.
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2 Cyber-experience in the virtual world of digital games

Technologies serve as intermediate agents for our experiences and with their 
rise in the world, they also change our experience. At the same time they amplify 
some of the aspects of experience and reduce the others.22 We need to add 
however that they change human experience and cognition fundamentally.23 As 
W. Welsch warns, some people suppose that with the birth of arti�icial electronic 
worlds our experience simply broadens and enriches. He however believes that 
invention of something new always brings changes in the old.24 Cyber-experience 
therefore does not only enrich our everyday experience, but also brings massive 
changes here. This transformation is indeed caused by our phenomenon of the 
so-called “virtualisation.”

2.1 Virtualisation – immersion – presence

We may see virtualisation as a form of existence that relates to transformation 
of time and space.25 It inter alia means precisely a general attack against the 
principal coordinates of our everyday reality – time and space. In this context 
we have to point out that time and space are among the principal coordinates 
that constitute our everyday reality, existence or experience. The thing is, these 
are rejected by telecommunication, or at least become something marginal 
in experience.26 We may state here that a part of cyberspace, especially in the 
context of digital games, is represented in a broad spectrum of experiencing, 
or experiences bound to virtualisation. It appears that it is the “novelty,” 
“otherness” of electronic virtual worlds, their speci�ic characteristics or “virtual” 
phenomenon that in the context of digital games address and attract human. 
W. Welsch believes that it is also simplicity, freedom of movement, readiness 
for change, mutation and innovation, game with dimensions and shapes. 
In electronic space, as this author points out, it looks as if these objects were 
deprived of their physical features such as inertia, �irmness, resistance and mass, 
they move in a bizarre and fascinating way. Everything that is in this electronic 

22 FALLMANN, D.: The New Good: Exploring the Potential of Philosophy of Technology 
to Contribute to Human-Computer Interaction, 2011, p. 7. [online]. [2014-11-16]. 
Available at: <www.researchgate.net/publication/221514378_The_new_good...>.

23 BREY, Ph., SØRAKER, J. H.: Philosophy of Computing and Information Technology. 
2009, p. 7. [online]. [2014-11-16]. Available at: <http://www.idt.mdh.se/kurser/
comphil/2010/PHILO-INFORM-TECHNO20081023.pdf>.

24 WELSCH, W.: Umelé rajské záhrady? Skúmanie sveta elektronických médií a iných 
svetov. Bratislava : Soros Center for Contemporary Arts, 1995, p. 4.

25 CALLEJA, G.: Digital games as Designed Experience. Reframing the Concept of 
Immersion. Wellington : Victoria University, 2007, p. 50. [online]. [2015-11-05]. 
Available at: <http://www.gordoncalleja.com/GordonCalleja_Digital_Games_as_
Designed_Experience.pdf>.

26 WELSCH, W.: Umelé rajské záhrady? Skúmanie sveta elektronických médií a iných 
svetov. Bratislava : Soros Center for Contemporary Arts, 1995, p. 5.
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space could also be different.27 The so-called cyber-experience in the context of 
digital games is about subjective sharing of these graphical and auditory virtual 
worlds, subjective imagination and experiencing. We will mention in this context 
that in subjective experiencing of one’s own activities when playing digital games 
the anthropological aspect of consciousness or awareness of time is substantial. 
It is apparent that it is subjectively “different” consciousness, perception, feeling 
of time, other than in our “natural” living world. We may say that the cyberspace 
of digital media permits a speci�ic and, it seems, appealing “unnatural” (cyber)
experience of virtual reality along with (relative) “freeing” from the �low of 
(physical) time, feeling the time and relative (non) corporality or “different body 
form” of the given subject.

Feeling, experiencing of the “different,” virtual body form in the context of digital 
games is inevitably accompanied by speci�ic determining phenomena of the 
so-called presence and immersion.28 These are mental phenomena based on 
perceptive illusion. We need to say here that presence, the feeling of present 
time, or immersion, the feeling of submerging – whether caused by an avatar 
or the causal effect of “Hand of God” – may be understood as essential.29 As S. 
Buček outlines, the feeling of immersion that the subject experiences and that 
is caused by a medium/media and constructed upon perspective illusion means 
that the world of the medium or digital game revolves in his mind, the subject 
is capable of �iguring not only material world, but also emotions. Immersion, 
or the feeling of being there, is triggered through actions of the subject, his 
communication and relations with the others.30 This is a mental form of physical 
presence in the virtual surroundings, in which the participant’s body – physically 
located in a different place – is a part of perceptual illusion of non-mediated 
experience. Mediated experience feels to be non-mediated. Participants of 
digital game, even though they think, feel, hear and behave as if they were in 
a real world, more or less know that the scene they see, hear and feel is not real 
and set in the physical world.31 It seems that an important and major factor that 

27 Ibidem, p. 2-3.
28 “Immersion” can be understood theoretically as objective or technological 

consistency in appraisal of the mediated experience, while “presence” as subjective 
consistency in appraisal of mediated experience. AHN, S. J.: Embodied experiences in 
immersive virtual environments: Effect on pro-environmental Attitude and behavior. 
[Dissertation Thesis]. Stanford University, 2011, p. 22. [online]. [2015-11-05].
Available at: <https://vhil.stanford.edu/pubs/2011/ahn-embodied-experiences.
pdf>.

29 BUČEK, S.: Typologie her nezaložené na herných mechanikách. In Mediální Studia III, 
2013, p. 324, p. 327. [online]. [2015-11-05]. Available at: <https://medialnistudia.
�iles.wordpress.com/2013/12/ms_2013_3_web_bucek.pdf>.

30 Ibidem, p. 326-327.
31 FARROW, R., IACOVIDES, I.: “In the game”? Embodied Subjectivity in Gaming 

Environments. In 6th International Conference on the Philosophy of Computer Games: 
The Nature of Player Experience, January 2012, Madrid, p. 4. [online]. [2014-11-16]. 
Available at: <oro.open.ac.uk/33357/1/82-Farrow-Iacovides_FINAL.pdf>; also
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in�luences the feeling of immersion, or feeling of reality, is the game mechanics 
or ludic elements of gameplay. When playing in the interactive surroundings, 
the player is forced to react to the game almost constantly, which is a basic 
assumption for more intimate relations. The player can directly in�luence the 
outcome, which is a special reward that games offer.32 We point out in this 
place that also in the context of digital game we should not forget the fact that 
complete immersion into virtual reality, when one tries to be fully transferred 
and thus become a part of virtual reality (for instance using special technical 
equipment), is impossible.33 The idea of a digital platform enabling a complete 
sensory immersion remains purely science �iction. It is appropriate to speak, 
in this regard, of various types of immersion (sensory, challenge-based, and 
imaginative). It is de facto gradation of immersion (engagement, engrossment, 
immersion (presence is total immersion)), or of the sensation of presence at the 
same time (engagement, immersion, presence) – presence in gaming is, in fact, 
also gradual. It may be outlined that total immersion relates to a great extent of 
attention, yet this is something that only some players can achieve. It is therefore 
empathy and atmosphere of interaction that induce the more of less real feeling 
of existence in virtual reality in the subject. There are certain human, computer 
and contextual barriers that prevent total immersion, some authors claim that it 
is, in fact, impossible to reach the state of total immersion and total experience 
or presence.34 We may state that effects of experiencing in the context of digital 
games are generally attractive, especially thanks to the extent of transformation 
by “virtualisation.” Apparently, it is this attractivity that constitutes certain basis 
for experiential production and marketing. How do they see digitally based 
experiences? 

2.2  Experiences in the context of digital games in the point of view 
of production

For experiential production, a phenomenologically based view is quite 
acceptable – in general it sees experience as a subjective, or individual process 
with temporary character. Also individual life experiences are unique, in this 
respect.35 With this perspective, experiential production favours addressing an 

 JENNET, Ch., COX, L. A., CAIRNS, P.: Being “In the Game” In GUNZEL, S., LIEBE, M., 
MERSCH, D. (eds.): Conference Proceeding of the Philosophy of Computer Games. 
Potsdam : University Press, 2008, p. 210, p. 211. [online]. [2014-11-16]. Available at: 
<�ile:///C:/Users/fmk/Downloads/digarec01%20(2).pdf>.

32 BUČEK, S.: Typologie hier nezaložené na herných mechanikách, p. 324-327.
33 SAMOYLOVA, E.: Virtual World of Computer Games: Reality or Illusion? In Procedia 

– Social and Behavioral Sciences, 2014, Vol. 149, p. 843. [online]. [2015-11-05]. 
Available at: <ac.els-cdn.com/S187704281405037X/1-s2.0-S187704281405037X-
main.pdf?>.

34 See and compare: FARROW, R., IACOVIDES, I.: “In the game”? Embodied Subjectivity in 
Gaming Environments, p. 3-4; JENNET, Ch., COX, L. A., CAIRNS, P.: Being “In the Game”, 
p. 210-222.

35 VALLIUS, L., MANNINEN, T., KUJANPÄÄ, T.: Sharing Experiences – Playing Together in 
Experimental Collaborative Computer Games, p. 54. 



MARKETING IDENTITY 

466

experiential product to its consumer, to a “guest” (a guest is more important than 
a customer, client, spectator …) promoting individual qualities of experience. 
The “guest” is invited to experience something on a personal basis.36 We may 
see various and yet fusing concepts of understanding of experiences. Usually, 
also from the point of view of experiential production, it is understanding of 
(life and commerce-based) experiences as multi-sensory, signi�icant, positive 
emotional experiences that can lead to personal change in the subject, person. 
These are special experiences, seen also as a signi�icant occurrence, happening, 
episode or meeting. It is something that occurs in human’s mind, something that 
is accompanied by feeling, emotions… However, experiences are also understood 
as skills, practices, know-how, which – just like wisdom and knowledge – 
shape human life and which may also be communicated.37 Here we may say 
that commerce-based experiences themselves, being products of industry, are 
different from other, everyday experiences, for example because they introduce 
contrast (start/end), they are different physiologically, mentally, emotionally… 
However, as such, they are not understood as isolated but as existing in relations – 
linked in sequences of experiences in human life. The fact is that even in the point 
of view of experiential production, we, people, live constantly through experience, 
from the moment when our brain starts developing, from the beginning of our 
sensual perception. Our experiences are conscious but also unconscious (when 
we sleep). The conscious ones are those we learn from, re�lect to and remember. 
They can be meaningful and signi�icant for our life.38 

Computer game as a mean of entertainment, for example, has a great potential 
to bring strong and meaningful experiences.39 We may say it is exactly this fact 
that the current dominating cultural and social ideas, as well as expectations 
from playing digital games, refer to. In the current rise of experiential production 
we can see hopes for enrichment of human lives. This experiential production 
offers a multilateral view of meaning of experiences. Existence of different kinds 
of experiences or their categorisation, as we can see, corresponds with this. In 
the light of subjective user participation, we recognise for example entertaining, 
educational, aesthetical and escapist experience. It needs to be said that for 
a perfect experience-oriented product the experience itself is crucial, but the 
primary dimension of experiential production should apparently be in attracting 
the “guest” in the experience.40 We can say here that experiences in the context 
of worlds of digital games are apparently different from non-digital experiences. 

36 GELTER, H.: Towards an Understanding of Experience Production. In KYLÄNEN, M. 
(ed.): Digital Media & Games. Articles on Experiences 4. Rovaniemi : University of 
Lapland Press, 2007, p. 32. [online]. [2015-11-05]. Available at: <houseo�lapland.�i/
wp-content/uploac/2014/06/Articles-on-Experiences-4-Digital-Media-Games.pdf>.

37 Ibidem, p. 32-34.
38 Ibidem, p. 35-36.
39 VALLIUS, L., MANNINEN, T., KUJANPÄÄ, T.: Sharing Experiences – Playing Together in 

Experimental Collaborative Computer Games, p. 52.
40 GELTER, H.: Towards an Understanding of Experience Production, p. 36, p. 39-41.
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Gaming worlds are often products of �iction and do not correlate with real life.41 
Though we could assume they are inferior when compared to real world and 
real life, modern human’s attitude to them confesses something quite different. 
Regarding the fact that was already mentioned, we could present a question 
here: Are experiences in the context of “living world” of digital games, or cyber-
experience and “virtual things” possibly better and more valuable to modern 
human that those that are “natural” in our “natural” non-electronic world?

2.3 Evaluation of cyber-experience

As was already mentioned, it seems that the effects of experiencing digital games, 
especially virtualisation and immerse, are in general appealing. Apparently, 
human existence likes to be settled in the virtual surrounding of games. It appears 
that this setting might be attractive, but also bene�icial. The asset brought by 
cyber-experience, especially in the context of digital games, is in entertainment, 
relax, cleansing of emotions, freedom… A positive feature is also in encouraging 
of sensorimotor development, fantasy, improvisation, thinking …The world of 
virtual reality is most importantly easily understandable and very attractive. 
Perhaps also because everything is easily accessible, but also under control of 
the user, open to his manipulation since there are no limitations represented by 
material world. Technology of virtual reality, virtual world, can be attractive simply 
by offering a way to shape it according to one’s will.42 In contrast, in the natural 
world, reality requires demanding (and sometimes impossible) adaptation of 
the individual to the imperfect reality. In cyberspace, in contact with virtual 
reality the perfect electronic world adapts itself to suit human’s needs.43 What 
about risk or negative impacts of cyber-experience? Humans think and act in 
the context of cyberspace, especially in digital games, which introduces a risk of 
addiction instead of freedom, but also logical and logocentric, as well as creative 
atrophy,44 creativity. It may be appropriate here to mention the fact that every 
cyber-experience, including that of computer games, takes its toll on relation 
with reality in our “naturally” experienced world. J. Bystřický for example says 
that every new invention made in the �ield of technologies gradually leaves its 
traces in personal worlds and social systems, imprints its shape of perspective 
into the map of individual and collective perception. It seems that we will pay for 
increasing performance of techno-science by reducing some of the dimensions 
of the world we live in.45

41 FARROW, R., IACOVIDES, I.: “In the game”? Embodied Subjectivity in Gaming 
Environments, p. 3.

42 KIEPAS, A.: Človek a dilemy �ilozo�ie techniky. Žiar nad Hronom : Aprint, 2002, p. 102.
43 HEREC, O.: Prieskumník virtuálnej reality. In Filozo�ia, 2003, Vol. 58, No. 9, p. 

642. [online]. [2014-11-16]. Available at: <www.klemens.sav.sk/�iusav/doc/
�ilozo�ia/2003/9/636-655.pdf>.

44 GÁLIK, S., GÁLIKOVÁ TOLNAIOVÁ, S.: In�luens of the internet on the cognitive 
abilities of man. Phenomenological and hermeneutical approach. In Communication 
Today, 2015, Vol. 6, No. 1, p. 10. 

45 BYSTŘICKÝ, J.: Elektronická kultura a medialita. Praha : FHS UK, 2007, p. 81. 
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We see opening of the question of interiority of subject in cyberspace, its 
coherence in time, its identity. As J. Bystřický points out, on one hand media 
reality as relation reality brings a new paradigm into development phases 
of extension of the very ME, on the other hand it also comes with the risk or 
excessive similarity to other, borrowed models and constructive methods of the 
social, mental and aesthetic. Relation character of reality can imply multiphrenia, 
�issure of the individual in non-homogeneous fragments or it can multiply his own 
private investments into empty and non-functional forms of self-presentation as 
false mirrors of purely hypothetical possibilities of individual development.46 
We can probably change nothing about possible risks brought by digital games, 
about the “toll” that is linked to their relation to our “natural” non-electronic 
world. However, also another means of assessment of (cyber) experience can be 
used. W. Welsch, for example, points out that along with enriching our experience 
with electronic (cyber) experience, also our “natural” experience of reality – or 
traditional forms of experience that cannot be grasped by electronic media – 
revalidates complementarily. This, W. Welsch notices, is not completely re�lected. 
It means, according to Welsch, that it is the contrast brought by electronic media 
that triggers new interests in those qualities that cannot be offered by electronic 
cyber-world, qualities that are grasped exclusively by forms of non-media-based 
reality. For example, basing on electronic hyper speed, we are learning again to 
appreciate inertia, basing on universal instability and change, we are learning 
about the value of stability, we see the contrast between free, aimless playing 
and endurance or, determination, �loating in the air contrasting massiveness, 
changeability versus constancy or reliability.47

Conclusion

Human is “homo ludens” and today we apparently live in a period in which we 
will perhaps keep on playing until we drop dead, as N. Postman notices.48 Post-
modern culture is – speaking metaphorically – thoroughly saturated with the 
game phenomenon that intervenes even with such traditional and honourable 
activities as science and education. And it is digital game that has a special status 
in the postmodern culture. In this view, we witness a growth of experiential 
gaming industry and marketing. What are the cultural and social visions 
and expectations of digital games and experiential industry? It seems these 
expectations and visions see the potential in bringing meaningful experiences, 
signi�icant in human life. Experiential industry then seems to be offering 

46 BYSTŘICKÝ, J.: Mediální realita. In MAGÁL, S., MISTRÍK, M., SOLÍK, M. (eds.): 
Masmediálna komunikácia a realita I. Trnava : FMK UCM in Trnava, 2009, p. 15.

47 The author describes opposing tendencies that he believes can be jointly described 
by words such as matter, individuality, uniqueness. In fact, it is the unique and not 
interposed that is important. We can praise our imperfect, ageing bodies. WELSCH, W.: 
Umelé rajské záhrady? Skúmanie sveta elektronických médií a iných svetov, p. 7-8.

48 POSTMAN, N.: Ubavit se k smrti. Praha : Mladá Fronta, 2010.
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a variety of such experiences, experiences that positively determine quality of 
life.49 We may state here that modern man likes to be settled in a virtual world, 
especially that of digital games. Presumably, by entering the world of digital 
games, we can enjoy attractive experiences that come with the phenomenon 
of virtualisation. Cyber-experience seems to be not only as attractive, but also 
bene�icial for human. On the other hand, in order not to be overwhelmed by 
optimism, it is necessary to speak also of certain risks it brings. Here we dare to 
mention, together with Falmann, that today we probably suspect that the virtual 
worlds in which people start to live their lives (for example Second Life, World 
of Warcraft, Facebook) are not suf�icient alternatives to the �irst, real world.50 
Yet, the above-mentioned does not lead to denial of attractivity offered by virtual 
reality or denial of human’s obsession with this reality. It is not about rejecting 
our obsession with electronic worlds, cyberspace or rejecting cyber-experience. 
It is more accomplishing of complementarity that we should be interested 
in.51 We share W. Welsch’s belief that we should learn to live in both of these 
realities: We should enjoy walking around in the electronic worlds, but also in 
our “older” worlds and perhaps even “future” worlds. Transfers between these 
worlds are possible. When we have learnt to exist in these worlds, our life will 
be more complete and more exciting.52 Ability to move like this should clearly 
be understood as a moral challenge. That is, “entering” the cyberspace has some 
ethical implications that we should not forget.53 It is a challenge to perform ethical 
approach to the cyberspace of, but not only, digital games, which is a condition 
for a really human quality of all human experiences. In the light of this we believe 
that taking in account the “what constitutes the “good” of user’s experience” (for 
example in design)”, is a pro-active step.54

Acknowledgment: This contribution is a partial outcome of the national grant 
VEGA 1/0284/14 Cyberspace as a new existential dimension of man. Time span 
2014-2016.

49 THIJSSEN, T., BOSWIJK, A., PEELEN, E.: Meaningful Experiences & Cross Media 
Communication. In KYLÄNEN, M. (ed.): Digital Media & Games. Articles on Experiences 
4. Rovaniemi : University of Lapland Press, 2007, p. 113-115. [online]. [2015-11-
05]. Available at: <houseo�lapland.�i/wp-content/uploac/2014/06/Articles-on-
Experiences-4-Digital-Media-Games.pdf>. 

50 FALLMANN, D.: The New Good: Exploring the Potential of Philosophy of Technology to 
Contribute to Human-Computer Interaction, p. 1.

51 WELSCH, W.: Umelé rajské záhrady? Skúmanie sveta elektronických médií a iných 
svetov, p. 9.

52 Ibidem.
53 Games are and ethical object, players are moral agents. It is about complex 

responsibility and moral duties. SICART, M.: The ethics of computer games. London 
: The MIT Press, 2009, p. 3. [online]. [2015-11-05]. Available at: <https://mitpress.
mit.edu/sites/default/�iles/titles/content/9780262012652_sch_0001.pdf>.

54 FALLMANN, D.: The New Good: Exploring the Potential of Philosophy of Technology to 
Contribute to Human-Computer Interaction, p. 2-8.
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GAMIFICATION IN CSR COMMUNICATION

Jerzy Gołuchowski – Katarzyna Walotek Ściańska – Anna Losa Jonczyk

Abstract
Communication with stakeholders is an important process in organization. However, many 
organizations feel lack of good solutions. Corporate managers wanted to �ind an ef�icient 
way to communicate their CSR activities to stakeholders without creating a boomerang 
effect. Bad solutions in CSR communication strategy and achievements presentations 
sometimes create resentment instead of being good incentives for stakeholders. A good 
alternative to traditional channels is offered by social media channels due to low cost, 
space for interactions and, in consequence, reduction of the likelihood of the boomerang 
effect. However, using social media communication for CSR purposes challenges managers 
to attract followers to those social media channels. The use of gami�ication and gaming 
features (mechanisms) in the CSR communication is a promising but dif�icult way to 
improve the communication process. Good practices presented in the paper illustrate 
how gami�ication can be used to improve social media-based CSR communication of 
organizations with their stakeholders.

Key words:
Communication. Corporate social responsibility. Gami�ication. Social media.

Introduction

Even though communication plays a signi�icant role in organizations functioning, 
many of them struggle with the implementation of the process of communication 
with their stakeholders. This refers also to the CSR context and communication 
with both, internal and external stakeholders. The onset of the 21st century can 
be characterized by “information overload” (as described by A. Tof�ler, sociologist 
and author of the 1970 publication “Future Shock”) and, simultaneously, lack of 
time. Internet access and development of media technologies caused information 
– which used to be a de�icit good – to become the good (resource) available 
too abundantly, which in turns leads to the experienced overload (excess). 
The breakthrough in the ways people and organizations acquire information 
and knowledge, and communicate that took place in the recent years due to 
the development of ICT, has only intensi�ied this trend. Generating the new 
communication culture, especially among young people, new media – due to 
their plurality, diversity and intensity of use – generate additional dif�iculties. 
It happens all the more as the abundance of data, de�ined as the big data, and 
the dynamics of changes occurring in social media are enormous. Moreover, 
for many people it is time, not information as it used to be, that has become 
a limited, valuable asset. Thus, spending it in a possibly pleasant, satisfactory 
way has become more important. For many people, gaining experience, 
“collecting experiences/sensations” is becoming more valuable than acquiring 
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full information.1 Fun, entertainment and spending time through participation in 
various games has become their recipe for life. 

One of the new business phenomena is the growing popularity of game platforms, 
used not only for socializing and leisure purposes but also to solve many 
complex problems of the social and economic world. This is the phenomenon 
organizations must get familiar with in order to use new computer-related and 
smartphone-related habits as a chance to improve communication/interactions 
with their stakeholders. In Gartner’s opinion2 (analytical company operating on 
the IT market), until 2015 over 50% of innovation management organizations 
would have gami�ied this process. Gami�ied marketing services become as 
popular as Facebook, eBay or Amazon, and more than 70% of the 2000 biggest 
world corporations will have at least one application based on the gami�ication 
concept. Review of the literature shows that game mechanisms (gami�ication) 
have been successfully implemented in many areas e.g. team building (project 
teams in particular), development of staff competencies, improvement of 
customer service quality, implementation of innovations, and many others.3 
No wonder that improving relations with stakeholders in the area of CSR 
seems particularly promising. More and more often CSR becomes the strategic 
component in management, as it is seen as the factor that determines stable 
performance of the organization. Thus, gami�ication may facilitate knowledge 
and communication management. In particular it can: strengthen the exchange 
processes between the stakeholders, tighten collaboration of teams involved in 
solving CSR challenges in organizations, improve the effectiveness of individuals 
and groups engaged in CSR activities, improve the process of gathering 
feedback from the stakeholders (external and internal). This paper presents 
the perspectives of gami�ication in CSR communication. The aim of the text is to 
present the selected good practices of applying gami�ication in communication 
between organizations and their stakeholders in the CSR area. Descriptions 
of good practices in certain cases of gami�ication of CSR communication are 
introduced by pointing out to the conditions of CSR communication strategy 
and problems of management of communication with stakeholders as well as 
game mechanisms which can be used in CSR communication and rules governing 
gami�ication design. They are useful in the evaluation of good practices in the 
selected cases of CSR gami�ication.

1 TKACZYK, P.: Grywalizacja. Jak zastosować mechanizmy gier w działaniach 
marketingowych. Gliwice : Helion, 2012, p. 136.

2 Czym jest gami�ikacja i skąd ten szum dookoła niej. [online]. [2015-09-12]. Available 
at: <http://polygamia.pl/blogi/ozzie1973/2011/12/czym_jest_gami�ikacja_i_skad_
ten_szum_dookola_niej>.

3 GRAY, D., BROWN, S., MACANUFO, J.: Gamestorming, Gry biznesowe dla innowatorów. 
Warszawa : ABC Wolters Kluwer business, 2013, p. 77-105. ZICHERMANN, G., 
CUNNINGHAM, C.: Grywalizacja. Mechanika gry na stronach WWW i w aplikacjach 
mobilnych. Gliwice : Helion, 2012, p. 93-104.
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1  CSR communication strategy and challenges in management 
of communication with stakeholders

In the business world, in the traditional communication model which has been 
slowly becoming obsolete, a producer was at the same time a message sender, 
while a client was only its passive receiver.4 In the Internet era, social media 
in particular, recommendations from friends are more important than the 
information from products manufacturers or service providers. Therefore, 
interaction with clients has become important for entrepreneurs and customers’ 
loyalty is no longer won in the traditional, linear way.5 Customers, as one of the 
organizations external stakeholders groups, have ceased to follow the provided 
information; instead they are looking for experiences and corresponding emotions 
and memories. The model of communication with other groups of stakeholders 
(i.a. employees, vendors, media etc.) looks similar – unilateral communication 
initiated by organization does not yield the expected results. Only bilateral 
emotional involvement may strengthen relations between an organization and its 
stakeholders, and support the ful�illment of objectives set in CSR communication 
strategy. Therefore, managers show a growing interest in gami�ication; the 
latter is understood as the method of building and sustaining long-term 
relations and involvement between an organization and its stakeholders. In 
this context it is understandable that managers in modern organizations focus 
on stakeholders relationship management in order to achieve tangible bene�its, 
such as: minimized risk of con�licts, increased loyalty or product innovations. 
Engagement of employees and other gropes of stakeholders is one of the crucial 
factors that determine whether the implementation of social responsibility 
strategy in organizations is successful.6 Management of collaboration with certain 
stakeholders groups requires from organizations to carry out their communication 
activities in a responsible manner and with an open attitude towards the dialogue 
with their environment. Responsible organizations communicate with their 
stakeholders not only to pass on information but �irst of all to create a common 
value, to search for solutions serving common good. Even though communication 
management plays a very important role in organization functioning, many of 
them struggle with the implementation of the process of communication with 
their stakeholders.

4 OLEJNICZAK, A.: Reklama — psychologiczne aspekty wpływu marketingowych 
sztuczek. MINIB. Marketing instytucji naukowych i badawczych, Zeszyty Instytutu 
Lotnictwa 2012, No. 2, p. 139-140.

5 WRONA, K.: Grywalizacja i gry oraz ich potencjał do wykorzystania w strategiach 
marketingowych. In Marketing i rynek, 2013, No. 10, p. 25-31. [online]. [2015-12-16]. 
Available at: <http://www.pwe.com.pl/�iles/1276809751/�ile/wrona_mir_10_2013.
pdf>.

6 JONKER, J., RUDNICKA, A., REICHEL, J.: Nowe horyzonty. Przewodnik po społecznej 
odpowiedzialności i rozwoju zrównoważonym. Łódź : Centrum Strategii i Rozwoju 
Impact, 2011, p. 57-58, p. 152-155.
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It is obvious that stakeholders involvement is one of the main goals, both in 
communication about CSR activities and in communication within CSR activities. 
This is because no project carried out within the social responsibility strategy 
can succeed without the real dialogue and collaboration with the stakeholders. 
Communication experts (practicians and theoreticians) emphasize the numerous 
bene�its that result from the properly realized communication activities in this 
area. The main opportunities provided by the effective communication about 
CSR and within CSR projects are the following:
•  education on what CSR is,
•  promotion of the CSR idea,
•  encouraging stakeholders to undertake socially responsible actions,
•  building relationships with stakeholders,
•  benchmarking of the CSR activities,
•  exchange of opinions between stakeholders in order to create a common value,
•  increase in product/process/service innovation,
•  shaping organization’s image.

However, despite full awareness of their importance, communication about 
CSR 7 and communication activities often are not tailored to stakeholders’ 
expectations. The study research on CSR communication – conducted in 2012 
by the “Effective PR” Agency and PIN radio station among companies and the 
audience of the radio’s BIZON broadcast – indicate that communication tools 
used by enterprises are still insuf�iciently adapted to the channels from which the 
receivers derive information8. Moreover, as it was shown in the report, there is 
also the problem of the right choice of CSR messages audience and of addressing 
the right information to the speci�ic groups of stakeholders. According to the 
research, businesses most often communicate their CSR activities to employees, 
then owners, shareholders and media, while customers are as far as on the �ifth 
place. Thus, we can assume that the awareness that CSR communication builds 
brand reputation and creates its positive image among customers is still very low. 
Paula Owen in her book “How Gami�ication Can Help Your Business Engage With 
Sustainability”9 warns that, at present, information about the activities within 
the corporate social responsibility and sustainable development, provided 
through the traditional channels, does not evoke positive emotions among the 
receivers and this way it does not support stakeholders’ involvement. That is 
why the author tries to solve the problems of the effective CSR communication 
by introducing into the communication process the mechanisms used 
hitherto in games (gami�ication). She thinks that applying gami�ication to the 

7 For 70 % of the managers communication about CSR operations is not necessary, 
for the remaining 30 % it is essential. In Komunikacja działań CSR w Polsce. Raport. 
[online]. [2015-09-30]. Available at: <http://effectivepr.pl/Image/pdf/komunikacja-
dzialan-CSR.pdf>.

8 Komunikacja działań CSR w Polsce. Raport. [online]. [2015-09-30]. Available at: 
<http://effectivepr.pl/Image/pdf/komunikacja-dzialan-CSR.pdf>.

9 OWEN, P.: How Gami�ication Can Help Your Business Engage With Sustainability. 
London : Sedition Publishing LTD DoSustainability, 2013.
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communication activities of organizations may help to avoid the boomerang 
effect, that is, discouragement and boredom instead of interest and involvement 
in the CSR Digital Age activities offered to the stakeholders10. Well-chosen game 
mechanisms which evoke positive emotions and stimulate the desired behavior 
of the receivers may help CSR managers to educate stakeholders in the �ields of 
social responsibility and sustainable development as well as to engage them in 
CSR activities undertaken by organizations. 

Undoubtedly, proper development and implementation of CSR communication 
strategy requires the selection of such channels and tools that allow the right 
message to be delivered in the right time to a certain stakeholders group and 
to produce the desired effect. In the CSR communication which is a multilateral 
process and takes on the dialogue form feedback received by organization and 
stakeholders during the exchange of messages is extremely important. This 
necessary interactive character is nowadays ensured by the social media tools 
such as: Facebook, Twitter or Instagram – even if they have some disadvantages 
and do not always guarantee the success of the planned communication activities. 
Sometimes the result of communication activities is completely different from 
what was expected. Nevertheless, it seems that it is social media that allow full 
implementation of game mechanisms in order to ful�ill the abovementioned 
CSR communication objectives (“opportunities”). When managing a modern 
organization, one needs to be aware that employees belonging to the so called 
Millennials (born between 1980 and 2000) constitute already a high percentage 
of the workforce. For these people – who had spent over 10000 hours playing 
video games by the time they reached the age of 21 – mechanisms like 
overcoming challenges, reaching goals or awarding are rooted in their way of 
thinking and motivations.11 By applying the mechanisms known to employees, 
one can in�luence and reinforce the positive, desired behaviors and attitudes, 
also when it comes to staff morale or building effective teams. More, we need to 
remember that for modern societies time is the most valuable asset, therefore 
it is important to spend it in a possibly pleasant and satisfactory way. And it is 
gami�ication that makes it possible. Well designed game causes players to return 
to it more willingly – taking actions that sometimes seem to be completely absurd 
and detached from reality, and experiencing the so called “�low”, that is, the state 
of being “utterly into the game”12. Stakeholders would rather “catch”, collect such 
experiences than to absorb information.

10 COOMBSW, T., HOLLADAY, S. J.: Two-Minute Drill: Video Games and Social Media 
to Advance CSR. In ADI, A., GRIGORE, G., CROWTHER, D. (eds.): Corporate Social 
Responsibility in the Digital Age (Developments in Corporate Governance and 
Responsibility). Bingley : Emerald Group Publishing Limited, 2015, Vol. 7, p. 127-142.

11 GOODCHILD, L.: Three Trends in Employee Engagement in CSR: Mobile, 
Personalization, and Gami�ication. [online]. [2015-10-12]. Available at: <https://
www.sustainabilityprofessionals.org/three-trends-employee-engagement-csr-
mobile-personalization-and-gami�ication>.

12 ZICHERMANN, G., CUNNINGHAM, C.: Grywalizacja. Mechanika gry na stronach WWW 
i w aplikacjach mobilnych. Gliwice : Helion, 2012, p. 28-29.
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2 Game mechanisms in communication 

The literature of the subject provides us with two terms: game (including 
serious game) and gami�ication. Gami�ication is the implementation of game 
mechanisms to the real world in order to enhance users’ engagement or behavior 
change in the course of solving various problems.13 The fundamental difference 
between the traditional (classic) games and gami�ication is in the goals for which 
game mechanisms are created and applied to gami�ication. Games were designed 
in such a way that they would provide entertainment and fun. In gami�ication 
entertainment (mechanisms functioning in games) is used to achieve previously 
set objective (e.g. to increase customer loyalty, build a working team, rise interest 
in a product).14 Dutch historian and anthropologist, author of the book “Homo 
Ludens” – J. Huizing described play as a “ free activity standing quite consciously 
outside “ordinary” life as being “not serious”, but at the same time absorbing the 
player intensely and utterly. It is an activity connected with no material interest, 
and no pro�it can be gained by it. It proceeds within its own proper boundaries 
of time and space according to �ixed rules and in an orderly manner”. Similarly, J. 
Schell, professor at Carnegie Mellon, author of “The Art of Game Design: A Book 
of Lenses”, described game as “a problem-solving activity, approached with 
a playful attitude“.15 Contrary to other human activities, games are different from 
“ordinary” activities, both in terms of time and place. When we begin to play, we 
enter another space where rules of ordinary life have become “suspended” and 
replaced by the game rules. For a new player to enter the game, he/she must 
accept the temporary suspension of the reality.16 Game is a free act, so accepting 
its rules is the essential condition of the existence of the game world. If the rules 
are violated, the player is subject to punishment (sanctions). On the other hand, 
players may receive awards – exemptions and pro�its, which allow them to 
skip some of the rules.17 Gami�ication does not necessarily have to function on 
voluntary basis.

13 MARCZEWSKI, A.: Gami�ication: A Simple Introduction [e-book], [online]. [2015-
12-10]. Available at: <https://books.google.pl/books?hl=pl&lr=&id=IOu9kP
jlndYC&oi=fnd&pg=PA3&dq=MARCZEWSKI,+A.: +Gami�ication:+A+Simple+I
ntroduction&ots=kHNr2MkMV&sig=lgN0t3RuUVkyxhM3MF1726jbn24&red
ir_esc=y#v=onepage&q=MARCZEWSKI%2C%20A.%3A%20Gami�ication%3A%20
A%20Simple%20Introduction&f=false>.The term was �irst time used in 2002 by 
Nick Pelling and meant the set of activities inscribed in the video and computer 
games world, which were to be adapted to other areas

14 SIADKOWSKI, J.: Grywalizacja. Zrób to sam! Warszawa : Fundacja Orange, 2014, p. 9.
15 TKACZYK, P.: Grywalizacja. Jak zastosować mechanizmy gier w działaniach 

marketingowych. Gliwice : Helion, 2012, p. 14-27.
16 GRAY, D., BROWN, S., MACANUFO, J.: Gamestorming, Gry biznesowe dla innowatorów. 

Warszawa : ABC Wolters Kluwer business, 2013, p. 21.
17 WRONA, K.: Grywalizacja i gry oraz ich potencjał do wykorzystania w strategiach 

marketingowych. Marketing i rynek, 2013, No. 10, p. 27. [online]. [2015-12-16]. 
Available at: <http://www.pwe.com.pl/�iles/1276809751/�ile/wrona_mir_10_2013.
pdf>.
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Game mechanisms are the mechanics and dynamics of the game. Mechanics are 
the game functional components. Dynamics are the players interactions with 
the mechanics. Properly constructed makes the game attractive to players led 
by various motivations. Sometimes these terms are used interchangeably. The 
basic game mechanisms, according to G. Zichermann and Ch. Cunningham18 are: 
points, badges, levels, challenges, rewards. More detailed comparison of game 
dynamics and corresponding mechanics is presented in the book „Mechanika gry 
na stronach WWW i w aplikacjach mobilnych” (Implementing Game Mechanics 
in Web and Mobile Apps). The authors listed the following components of game 
mechanics:
(1) points and feedback (rewards), 
(2) levels (status), 
(3) leaderboards (competition), 
(4) badges (achievements and challenges), 
(5) training (introduction), 
(6) social engagement loops, 
(7) customization (self-expression), 
(8) gifts (altruism). 

Getting involved in a game, players follow various motivations. R.A. Bartle in 
„Games People Play” notices four main incentive factors19: (1) exploring the game 
world, (2) in-game achievements, (3) contacts with other players, (4) in�luence 
on others. Exploring the game world is important for those who like to tour 
the virtual world and learn about the rules governing it. In-game achievements 
matter for players who consequently reach the goals set in the game and 
want to be the best. Making contacts with others is crucial for those who like 
contacts, conversations, which then can be transferred to the reality, whereas 
exercising in�luence on others is important to those who like chaos, challenge 
others, steal and kill. In reference to the above types of behaviors, Bartle de�ined 
four basic player categories: (1) explorers, (2) achievers, (3) socializers, (4) 
killers. Explorers collect experiences, discover the game world, want to get to 
know it as much as possible. Their symbol is the spade (digging the world to 
�ind knowledge). Achievers collect points, they like games with leaderboards 
and levels. The most important for them is the most precise completion of tasks, 
they want to be better than others and failure most often causes them to loose 
interest in the game. Their symbol is the diamond (collecting riches). Socializers 
collect social experiences, for them game is an introduction to long-term social 
interactions. They value other players and the game itself is the background to 
initiate interesting relationships. They are represented by the hearts (empathy is 
a pleasure). They are the most numerous group of players. Killers are interested 
in other players’ loss. They play to rule over others. Their symbol is the clubs 

18 ZICHERMANN, G., CUNNINGHAM, C: Grywalizacja. Mechanika gry na stronach WWW 
i w aplikacjach mobilnych. Gliwice : Helion, 2012, p. 43-56.

19 BARTLE, R. A.: Hearts, Clubs, Diamonds, Spades: Players who suit MUDs. [online]. 
[2015-10-12]. Available at: <http://mud.co.uk/richard/hcds.htm>. 
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(having weapon gives pleasure to the game). This is the smallest group. Most 
players reveal all types of behaviors concurrently, with one or two dominating. 
Each area of activity, including CSR communication, has the potential to be 
approached in the gami�ication categories. The factor determining whether 
a certain area can be gami�ied and whether the game is interesting and 
entertaining, is not the motif (content) itself but the well-selected game 
mechanisms. It is due to those mechanisms (game mechanics and dynamics) that 
players can be kept longer and their interest sustained.20 It seems reasonable to 
design games for stakeholders in the CSR communication. Just as advergames 
inform about the organization’s brand, help to create its positive image and 
allow the receivers to interact with it longer through the Internet or other 
platforms, the games of similar type should allow to build strong relations with 
stakeholders by providing the latter with knowledge and experiences. They also 
allow to build stakeholders data bases and will be an important component of 
contests. By means of games one can win fans in social media, collect players’ 
e-mail addresses, educate and even integrate members of groups or industries, 
engaging them in i.a. solving social problems.

3 Gami�ication for CSR communication 

Game mechanisms may be applied to CSR communication in various ways both for 
educational purposes (to raise awareness of the nature of social responsibility) 
and to enhance engagement of different stakeholders groups in speci�ic activities 
connected with the realization of social responsibility by an organization. 
Gami�ication facilitates reaching with the information (e.g. about CSR or socially 
responsible actions undertaken) to the internal stakeholders (employees) and 
external stakeholders (i.a. local communities, contractors, vendors, media but 
also organization’s stakeholders in wider approach: society, institutions, schools, 
universities). The most important element in implementation of the CSR concept 
– stimulating a dialogue and stakeholders’ engagement – is also possible through 
the application of game mechanisms. The possibilities of the use of gami�ication 
in CSR communication are the following:
1.  Gami�ication in communication about CSR – universities, schools, media, 

institutions, NGO to society.
2.  Gami�ication in communication about CSR – business to employees – awareness 

rising, education, sharing knowledge and experience, motivating, engaging.
3.  Gami�ication in CSR activities:
 a) addressed to employees (HR, CSR, internal PR),
 b)  addressed to external stakeholders (local communities, contractors, 

suppliers).

20 ZICHERMANN, G., CUNNINGHAM, C.: Grywalizacja. Mechanika gry na stronach WWW 
i w aplikacjach mobilnych. Gliwice : Helion, 2012, p. 27-42.
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Organizations that wish to improve signi�icantly their communication with 
stakeholders and allow them to share experiences by active use of social media, 
will increase stakeholders engagement if they select proper incentives for each 
player type and game dynamics. In order to implement CSR one needs to identify 
the situation that is to be transformed into a game and then design the game, 
remembering that it is players’ motivation that determines the game’s �inal 
result. G. ZICHERMANN and Ch. Cunningham21 show the main reasons why 
people are motivated to start playing: to master, to get rid of stress and to have 
fun. By �inding out as much as possible about the potential players and their 
needs, it is easier to design the game in such a way that their actions would 
correspond with the desired behavior.Gami�ication brings in a huge potential 
which can be used in CSR operations. Thanks to adaptation of gami�ication one 
can show the stakeholders how valued their comfort is, entertain them and gave 
them fun. And thanks to these emotions and engagement the stakeholders will 
stay with an organization longer, they can also change their social behaviors and 
attitude. Commitment creates a close relationship between an organization and 
its stakeholders. If we transfer social media indicators into the CSR area, we can 
measure the strength of engagement through1: 
•  frequency of appearance,
•  frequency of interactions,
•  duration of interactions,
•  readiness to propagate,
•  assessment. 

The use of gami�ication may help organizations to gain competitive advantage 
in the market. If we begin to think of stakeholders as players, a symbiotic 
relationships based on entertainment and pleasure is formed. Despite 
appearances, the theme (content) itself is not the most important in creating 
the sense of pleasure. It is the game mechanics that can keep the player with 
a brand or organization for longer.22 Bene�its from applying gami�ication in CSR 
communication and activities are presented below:
•  improvement of communication with stakeholders,
•  education of stakeholders about CSR,
•  increase of engagement – if incentives are properly chosen for each player type 

and for the gami�ication system dynamics,
•  creation of the sense of belonging to a group by forming a community around 

certain CSR activity – services and forum members – loyalty – sharing opinions 
and information, inviting friends, notifying friends about the rewards – 
advertisement of a company,

•  motivating employees/stakeholders to perform certain actions,
•  stimulation of creativity of employees/stakeholders, encouraging innovations,

21 Ibidem, p. 35-38.
22 WRONA, K: Grywalizacja i gry oraz ich potencjał do wykorzystania w strategiach 

marketingowych. In Marketing i rynek, 2013, No. 10, p. 25. [online]. [2015-12-16]. 
Available at: <http://www.pwe.com.pl/�iles/1276809751/�ile/wrona_mir_10_2013.
pdf>.
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•  building long-term relationships with stakeholders,
•  reinforcement of collaboration mechanisms.

4  Challenges of designing gami�ication in CSR communication

Authors of the manual “Grywalizacja. Zrób to sam!” (Gami�ication. Do it yourself!)23 
proposed a �ive-step model of gami�ication development: (1) de�ine the problem, 
(2) identify the desired behavior, (3) describe players and their motivation, (4) 
introduce the element of fun, (5) describe game rules. According to the authors 
it is particularly important that during the gami�ication development process 
enough consideration is given to the proper selection of game elements that 
belong to the three main categories: mechanics, dynamics and components. 
Selection of elements that �it one another, properly enhance fun and complement 
it, is the key to successful gami�ication. In the process of game design, once the 
problem and the desired behavior are de�ined, the motivation of players should 
be considered in order to encourage them to participate in the game and to 
exercise greater effort and engagement. Experiences in the online communities 
formed for customers of a certain brand, enterprise or organization prove that 
games successfully enhance clients’ loyalty. Players may express it by sharing 
information, inviting friends or notifying them about the received rewards. 
Thanks to that the brand associated with the game is being talked about in the 
cyberspace (and not only there). This allows to stand out of the crowd and gives 
a chance to become the market leader. Service members form the community of 
brand followers, what gives them a sense of belonging to the group of fans and 
a sense that they will be listened to by the company’s representatives and receive 
answers to their questions. Gami�ication of contacts with customers and other 
stakeholders may help the company to gain market advantage in times when 
customers can choose from several or more similar – in terms of properties, price 
and availability – products or services. Seeing customers as players changes the 
approach towards the brand and assumes a long, symbiotic collaboration based 
on the features characteristic for games: pleasure and fun.24 

Mechanisms similar to those applied to customers may be used in case of other 
stakeholders. Of course, they have to be adapted to the group speci�ics and 
its needs. Games may not only stimulate the growth of customer loyalty and 
promote the brand. The range of application is much wider – from motivating 
employees to perform certain actions to stimulating their creativity what, in turn, 
leads to stimulating innovations. Transfer of players into another reality happens 
by means of a complex narrative structure which is supported by (physical, 

23 SIADKOWSKI, J.: Grywalizacja. Zrób to sam! Warszawa : Fundacja Orange, 2014, p. 18.
24 WRONA, K.: Grywalizacja i gry oraz ich potencjał do wykorzystania w strategiach 

marketingowych. In Marketing i rynek, 2013, No. 10, p. 27. [online]. [2015-12-16]. 
Available at: <http://www.pwe.com.pl/�iles/1276809751/�ile/wrona_mir_10_2013.
pdf>.
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sometimes only virtual) game objects such as pawns, chess pieces, bottle caps 
etc., to which higher than usual value is assigned. One of the three main narrative 
types can be employed in the process of designing CSR communication6:
1.  story-telling – the audience remains passive, is an observer, there are no 

interactions; this type of narrative is not typical for games,
2.  shaping the story – typical for chess games; players construct the story 

themselves,
3.  wandering through the story – typical for social media portals; all you have to 

do is to enter and immerse yourself in the virtual world by engaging in social 
interactions.

According to J. Banister – the owner and the president of the consulting agency 
SpectrumDNA – narrative program consists of �ive basic elements. They are as 
follows25: 
1.  context – rules, principles ensuring the structure of the narrative and at the 

same time imposing limitations, 
2. content – what we perceive with our senses,
3. community – interactions between players, 
4. trade – exchange of values, 
5.  instruments, code – limitations resulting from the employed technology, the 

game motor. 

Game designers face many challenges. In the design process one of them may 
be taking advantage of certain rituals, daily habits that players may associate 
with a given situation. In “The Ritual Masters” study published in 2007 by BBDO 
agency, rituals are categorized as follows26: (1) preparing for battle – facing the 
daily challenges after leaving home, family nest, (2) feasting – the pleasure of 
eating together, often after overcoming the hardships and challenges of the day, 
(3) sexing up – taking care of health, appearance and physical condition, (4) 
returning to camp – customers return home, of�ice after a busy meeting – stress 
is replaced by relax, (5) protecting yourself for the future – ensuring safety before 
going to bed. Another challenge is to construct a proper gami�ication system. It 
should �it into customers’ lifestyle. The biggest challenge in gami�ication design 
is to create a coherent and overall game experience. It involves the development 
of the coherent narrative layer (story) as well as creating names for certain 
procedures and components of the gami�ication system.27 Thanks to properly 

25 TKACZYK, P.: Grywalizacja. Jak zastosować mechanizmy gier w działaniach 
marketingowych. Gliwice : Helion, 2012, p. 18-19.

26 JANKOWSKI, J.: Rozwój advergames i gier w marketingu, Raport Game Industry 
Trends 2012. Nowy Marketing, 2012, p. 30. [online]. [2015-10-30]. Available at: 
<nowymarketing.pl/raport/1,raport-git-2012-gry-i-grywalizacja-praktyka-w-
marketingu>.

27 WRONA, K.: Grywalizacja i gry oraz ich potencjał do wykorzystania w strategiach 
marketingowych. In Marketing i rynek, 2013, No. 10, p. 30-31. [online]. [2015-12-16]. 
Available at: <http://www.pwe.com.pl/�iles/1276809751/�ile/wrona_mir_10_2013.
pdf>.
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designed gami�ication that �its stakeholders’ individual needs one can shape 
social attitudes, promote healthy lifestyle and popularize education. It is because 
gami�ication may in�luence the behavior of players in their daily life. 

5  Good practices of game mechanism application 
in CSR communication

B. Rok28 thinks that modern CSR – CSR 3.0 – involves interactions, joint action and 
collaboration of certain people and institutions, that build the common social 
and economic space. Therefore, gami�ication seems to be the best instrument to 
implement CSR activities, create a shared space for them and build the dialogue 
between organizations and their stakeholders. The following examples of 
gami�ication in CSR communication and actions illustrate the approach to this 
issue of Polish and foreign businesses and organizations, that implement the idea 
of social responsibility:
a) Board game “Fair play” for DB Schenker Logistics employees,
b)  Contest “Dances with Pallets” (“Tańczacy z paletami”) for fork lift operators 

(warehouse workers) in Raben Group,
c)  Gami�ication module in intranet platform – Spectrum Health in West Michigan,
d) Ecoinomy,
e)  Game “Your Family Budget” (“Twój Budżet Rodzinny”) by Bank Zachodni WBK,
f) USLP in Action.

DB Schenker Logistics has developed employee training program in the form of 
a board game “Fair Play”29. It has been created to strengthen ethical behavior 
among the company’s staff. The game is played in teams of 5 and it checks 
and consolidates the knowledge of company’s compliance rules regarding e.g. 
anti-corruption policy, con�lict of interest or business-like behavior towards 
competitors. The game involves answering three types of questions that allow 
to evaluate participants’ knowledge and level of ethics in reference to past and 
future, potential situations. Example questions: What do you know? – referred 
to DB Schenker Logistics compliance guidelines; Share your experience! – 
involved giving answers based on one’s own experiences; What would you 
have done? – referred to different situations and dilemmas that might occur. 
The goal of gami�ication of the “Dances with Pallets”30 contest was to promote 
safe behaviors in Raben Group warehouses. The contest consisted of 2 stages. 
First round – local – was divided into two parts: theoretical and practical. The 
next stage involved fork lift navigation – here it was precision and safety that 

28 ROK, B.: W kierunku CSR 3.0. [online]. [2015-10-12]. Available at: 
<http://odpowiedzialnybiznes.pl/artykuly/w-kierunku-csr-3-0-debata/>.

29 Program szkoleniowy Fair Play. [online]. [2015-10-12]. Available at: 
<http://odpowiedzialnybiznes.pl/dobre-praktyki/program-szkoleniowy-fair-play-
db-schenker-logistics/>.

30 Raben tańczy z paletami. [online]. [2015-10-12]. Available at: 
<http://www.kampaniespoleczne.pl/csrcrm,7600,raben_tanczy_z_paletami>.
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mattered. The winners of local editions met in the �inal held in the Raben Group 
central warehouse. Three best fork lift operators in Poland received a crystal 
pallet and �inancial awards. Spectrum Health31, a nonpro�it health system in 
West Michigan, instead of using gami�ication as a direct part of CSR efforts to 
engage customers, aims to use it to identify customer-facing CSR leaders within 
the company. Spectrum launched the intranet platform Jive with gami�ication 
modules. The aim was to develop a group of community relations ambassadors, 
and gami�ication principles were to help to recognize people taking on that role 
within the company. Participants are able to earn honors and to show those on 
the intranet, such as having the community relations ambassador designation, 
the number of community hours served, and more. Once identi�ied, ambassadors 
help to tell the CSR and brand story, but they also get “vital feedback” from the 
communities in which they serve.

Ecoinomy32 provides eco-gami�ication platforms and mechanics to companies 
to engage staff on environmental actions. They have partnered with a utility 
company, who used the system to motivate employees by promising a portion 
of monetary savings to community causes chosen by them. Each employee had 
their own online account and could submit eco-saving opportunities as they 
came up, like carpooling. The amount of money and CO2 emissions saved by the 
action were logged. Results were impressive, and over 25 percent of the staff 
joined with the pilot scheme. The project helped save the utility £41000 in costs 
and 66 tones of CO2. An annualized estimate of the savings for each employee 
active in the scheme came to £350, which translates to a potential £7 million 
in savings if every employee took up the challenge in the future. As a result, 
over £8000 was donated to local causes and nearly 5000 actions undertaken. 
The game called Your Family Budget33 is a gami�ication project available on 
Bank Zachodni WBK webpages, which introduces to the world of home budget 
planning and saving. Players take on the role of a young couple just starting out 
their life together. They have a small apartment bought on credit and with the 
support of their family. They dream about furnishing the apartment, buying 
a car, having a baby and a bigger apartment in the future. The game helps to 
realize what types of bank credits suit best certain types of purchases and family 
decisions. It also contains an educational quiz with questions regarding personal 
�inances. The right answers to questions about such terms as “charge back” or 
practical knowledge about the functioning of credit cards abroad are awarded 
extra game-money. By the end of 2014 the web had 33000 registered players. 
Unilever Polska has launched the intranet platform USLP in Action34 which 

31 The Valeu of Gami�ied CSR. [online]. [2015-10-12]. Available at: 
<http://www.prweek.com/article/1314544/value-gami�ied-csr>.

32 OWEN, P.: Can Gami�ication Help Enhance The CSR Credibility of Your Company. 
[online]. [2015-10-12]. Availbale at: <http://www.csrwire.com/blog/posts/757-can-
gami�ication-help-enhance-the-csr-credibility-of-your-company>.

33 Twój budżet rodzinny. [online]. [2015-10-12]. Available at: 
<http://twojbudzetrodzinny.pl>.

34  USLP in Action – Unilever Polska. [online]. [2015-10-12]. 
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were to educate employees and increase their knowledge about the principles 
of “Sustainable Living Plan”. USLP in Action is a tool to engage employees into 
a discussion on company’s sustainable development strategy. Each week the users 
were invited to take part in a new challenge. For 6 weeks they were, for example, 
taking quizzes on the issues connected with implementation of sustainable 
development idea in daily life and work. Each challenge was scored. At the end of 
the campaign employees who scored best received awards.The characteristics of 
the presented gami�ication solutions is shown in the table below.

Table 1: Characteristics of selected examples of CSR gami�ication

Gami�ication Gami�ication 
objective Players Form Mechanisms Results

“Fair Play” 
DB Schenker 
Logistics 

Education 
in workplace 
ethics.
Strengthening 
employees 
ethical 
behaviors.

Employees 

Board 
game – 
training

Fun
Competition
Scoring
Taking 
challenges 
Grati�ication

Rising awareness 
of ethical 
behaviors among 
staff

“Dances 
with Pallets”
Raben Group

Education 
in observing 
safety-
compliance 
rules during 
work in the 
company 
warehouses 
(workplace).

Employees
Contest

Fun
Competition
Reaching next 
levels
Awarding 
the winners

Increasing safety 
level during work 
in company’s 
warehouses

Spectrum 
Health 

Identi�ication 
of corporate 
CSR leaders
Education 
of employees 
about CSR

Employees

Game 
module 
on the 
intranet 
platform

Fun 
Scoring
Results 
lists published
Awarding

Identi�ication 
of trained CSR 
ambassadors – 
leaders of future 
CSR operations

Ecoinomy

Motivating to 
and engaging 
employees 
in ecological 
activities

Employees 
Eco-games 
platform

Fun 
Scoring
Collaboration
Results 
lists published
Awarding

Real involvement 
of staff 
in ecological 
behaviors
Savings 
from introducing 
ecological 
solutions 
in the company 
Realization 
of social projects 
�inanced from 
the money saved 
through ecological 
behaviors

Available at: 
 <http://odpowiedzialnybiznes.pl/dobre-praktyki/uslp-in-action-unilever-polska/>.
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USLP 
in Action
Unilever 
Polska

Education of 
employees 
and expanding 
their 
knowledge 
about the 
principles of 
company’s 
“Sustainable 
Living Plan”.

Employees
Intranet 
platform – 
game

Fun
Competition
Scoring
Taking 
challenges 
Grati�ication

Employees 
involvement 
in the discussion 
on sustainable 
development
Information about 
the “Sustainable 
Living” project

“Your Family 
Budget”
BZWBK Bank 
Zachodni

Education 
of customers 
in personal 
�inances 
management 

Existing and 
prospective 
customers

Internet 
game 
on the 
Bank 
website

Scoring
Reaching next 
levels
Improving 
players self-
assessment
Awarding

Increase the level 
of customers’ 
knowledge about 
personal �inances, 
presentation 
of bank’s credit-
related products, 
rising awareness 
on bene�its from 
multiplying 
savings

Source: Self-study based on:
Program szkoleniowy Fair Play. [online]. [2015-10-12]. Available at: 
<http://odpowiedzialnybiznes.pl/dobre-praktyki/program-szkoleniowy-fair-play-db-
schenker-logistics/>.
Raben tańczy z paletami. [online]. [2015-10-12]. Available at: 
<http://www.kampaniespoleczne.pl/csrcrm,7600,raben_tanczy_z_paletami>.
The Valeu of Gami�ied CSR. [online]. [2015-10-12]. Available at: 
<http://www.prweek.com/article/1314544/value-gami�ied-csr>.
OWEN, P.: Can Gami�ication Help Enhance The CSR Credibility of Your Company. [online]. 
[2015-10-12]. Availbale at: <http://www.csrwire.com/blog/posts/757-can-gami�ication-
help-enhance-the-csr-credibility-of-your-company>.
USLP in Action – Unilever Polska. [online]. [12.10.2015] Available at: 
<http://odpowiedzialnybiznes.pl/dobre-praktyki/uslp-in-action-unilever-polska/>.
Twój budżet rodzinny. [online]. [2015-10-12]. Available at: <http://twojbudzetrodzinny.
pl>.

Conclusion

Gami�ication may be employed to solve complex corporate problems by 
transferring game mechanisms and solutions into the daily life of various 
stakeholders groups. This should be done in such a manner that it would 
increase the involvement of the target group, motivate its members to undertake 
certain actions which, in turn, will result in loyalty and attachment to a given 
organization. CSR communication is one of the areas where gami�ication can 
be applied. Game mechanisms may be used in CSR communication both for 
educational purposes and to increase engagement of different stakeholders 
groups in speci�ic activities connected with following the social responsibility 
strategy by an organization. Thanks to that reaching with the information 
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(e.g. about CSR or socially responsible actions undertaken) to the internal 
(employees) and external stakeholders (i.a. local communities, contractors, 
vendors, media but also organization’s stakeholders in wider approach: society, 
institutions, schools, universities) will become easier. The most important 
aspect of CSR implementation – namely, prompting dialogue and stakeholders 
involvement – is also possible through application of game mechanisms. In the 
process of developing gami�ication in the area of CSR communication, not only 
the problem and the desired behavior should be de�ined, but also the motivation 
of players should be considered in order to encourage them to enter the game 
and to prompt them to a greater effort and engagement. Thus, gami�ication 
designers face many challenges. In the design process one should take advantage 
of the certain rituals and daily habits which players may associate with a given 
situation. Besides, it is necessary to establish the proper gami�ication system 
embedded in customers lifestyle. However, the biggest gami�ication challenge is 
to create a coherent and overall in-game experience. It involves the development 
of the coherent narrative layer (story) as well as creating names for certain 
procedures and components of the gami�ication system. So, thanks to properly 
designed gami�ication that �its stakeholders’ individual needs one can shape 
social attitudes, promote healthy lifestyle and popularize education. It is because 
gami�ication may in�luence the behavior of players in their daily life. The analysis 
of the selected solutions presents good practices in gami�ication development. 
They can be a good inspiration to create new solutions. 
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IN�GAME ADVERTISING WITHIN ALAN WAKE 
AND ITS PERCEPTION �CASE STUDY�

Zdenko Mago – Jarmila Knapcová

Abstract
In-game advertising as a mean of advertisement placement within digital games represents 
one of recent ways of how to reach potential consumers in current digital era. The aim of 
the study is to determine the difference in perception between digital in-game and non-
digital print advertisements of the same product. The digital game Alan Wake represents 
an ideal research material because it contains various types of in-game advertising. 
A quantitative content analysis of the game examines occurrence rates of particular types of 
in-game advertising placed in it. Afterwards, we investigate using semantic differential the 
difference in perception between in-game advertising and corresponding print advertising 
as a form of „traditional” advertising. Reduction of prejudices or aversion towards in-game 
advertising is also a partial goal of the study.

Key words:
Alan Wake. Comparison of in-game and traditional forms of advertising. Content analysis. 
Digital game. In-game advertising. Perception.

1 In-game advertising and Alan Wake

In current digital era, the importance of digital games in understanding of media 
as well as a marketing communication is still gaining its signi�icance. Despite 
the existing criticism of digital games (e.g. in form of stereotypes, prejudices, 
aversion) or the use of digital media in general1 they represent a novel way of 
reaching potential consumers.

In the digital games environment, in-game advertising as a placement of various 
advertising forms inside digital games that have not been originally created 
for promotional purposes is one of such marketing tools. According to DFC 
Intelligence – a video game and entertainment research company – the in-game 
advertising market will have globally grown to 7.2 billion USD by 20162. In-game 
advertising can use any form of traditional advertising in form of its virtual 
analogies – virtual billboards are the most common3, while it is possible to �ind 
posters, replicas of real shops and cars, even TV spots and more creative forms 
of advertising.

1 SPLITZER, M.: Digitální demence. Brno : Host, 2014.
2 Games: In-Game Advertising. [online]. [2015-03-10]. Available at: <http://www.

theesa.com/wpcontent/uploads/2014/11/Games_Advertising-11.4.pdf>.
3 MAGO, Z., MIKULÁŠ, P.: The Use of Computer Games for Promotional Purposes. 

In Journalism and Mass Communication, 2013, Vol. 3, No. 1, p. 55-56.
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Many authors (G. Marolf4, M. Svahn5 and others) distinguish only between a static 
and a dynamic in-game advertising that means between a permanent part of 
game and the option to change inserted promotion through the online connection 
and based on time terms. Besides, there exist more complex classi�ications. 
B. Klein6 divided in-game advertising into four types: associative, illustrative, 
demonstrative and value placement. Associative in-game advertising is the only 
one that has the character of pure product placement – it means peripheral 
integration of audial and visual placements (e.g. billboards). The other three types 
are considered as plot placement. Illustrative type is described as an interaction 
with the placement without precise details about promoted products / brands. 
Demonstrative type includes an interaction of the target players with the best 
possible features of the placed product / brand. Value placement represents the 
highest form of advertising integration inside digital games. An interaction with 
this type of placement gives gamer additional bene�its.

Typically, only one or two different types of in-game advertising are applied in 
a single digital game, most often it is the form of associative in-game advertising. 
However, exceptions can be found as we can see in the case of Alan Wake we are 
focusing on.

Alan Wake7 is a psychological survival horror game (sometime labeled as an 
action psychological thriller) originally created by Microsoft Games Studios only 
for consoles Microsoft Xbox 360 in 2010. Two years later, in 2012, Microsoft 
came up with another version for PCs to expand gamers base that later proved to 
be a smart move because only 48 hours after game release on Steam studio got 
its investments back8. Besides high rankings received from gaming portals (IGN, 
GameSpot, Eurogamer, etc.), game also gained numerous awards (including Best 
Horror Game) and nominations in 2010.

The game story focuses on the main character, Alan Wake, a famous thriller 
author, who is having a writer’s block. He and his wife decide to change an 
environment and go for a vacation to the Cauldron Lake near small town of 
Bright Falls. The �irst evening Alan’s wife Alice is kidnapped by mysterious 

4 MAROLF, G.: Advergaming and In-Game Advertising: An Approach to the next 
Generation of Advertising. Saarbrücken : VDM Verlag Dr. Müller, 2007, p. 93-97.

5 SVAHN, M.: Future-proo�ing advergaming: A systematisation for the media buyer. 
In PISAN, Y. (ed.): The Second Australasian Conference on Interactive Entertainment. 
Conference proceedings. Sydney : Creativity & Cognition Studios Press, University of 
Technology, 2005, p. 187.

6 KLEIN, B.: Zur Werbewirkung von In-Game-Advertising: Theoretische Fundierung und 
empirische Erkenntnisse. Mníchov : FGM-Verlag, 2009, p. 12.

7 Alan Wake (Microsoft Windows version 2012). [Digital Game]. Redmond : Microsoft 
Game Studios, 2012.

8 YIN-POOLE, W.: Alan Wake PC makes money back in 48 hours. [online]. 
[2015-10-29]. Available at: <http://www.eurogamer.net/articles/2012-02-20-alan-
wake-pc-makes-money-back-in-48-hours>.
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powers. In a quest to �ind her Alan has to experience the story of his own latest 
novel he doesn´t remember. To survive in a dark world full of shadows where the 
�lashlight becomes a powerful weapon is the only way to save his wife.

Apart from undoubtedly great gameplay and storytelling experience, gamers are 
also exposed to a large amount of in-game advertising (except for speci�ic game 
genres like racing or sport games9 requiring advertising placement in order to 
seem more realistic). Alan Wake contains almost all existing types of in-game 
advertising.

Energizer company created a comprehensive marketing campaign throughout 
this game in order to promote its new batteries – Energizer Advanced Lithium. 
In the game gamers can use Energizer �lashlight to �ight enemies, �ind couple of 
billboards and also collect common and Advanced Lithium packed real-looking 
Energizer batteries, which are used as “ammo” for �lashlight (see Picture 1). An 
interesting notion highlighting the abilities of new Advanced Lithium batteries 
and de�initely classifying this in-game advertisement in the category of value 
placements is the fact that using them in game restores four spare batteries, 
while using the standard Energizer battery pack replenishes only two of them. 
After spending 100 batteries gamer gains “Energized!” achievement.

Picture 1: Energizer in-game advertising within Alan Wake
Source: Alan Wake (Microsoft Windows version 2012). [Digital Game]. Redmond : Microsoft 
Game Studios, 2012.

Branded cars (Ford, Lincoln, Mercury) from Ford Motor Company can be driven 
by Alan Wake and it is possible to use their headlights as weapons against 
shadows. However, these cars do not bring additional bonuses in comparison 
with other non-branded cars in the game, therefore it can’t be classi�ied as the 
value placement, but it represents an illustrative and demonstrative example of 
in-game advertising. Moreover, Ford Mustang TV spot playing in virtual television 
is an example of possibility to use basically any type of traditional media and/or 
advertising in their digital version (see Picture 2).

9 ŠISLER, V.: Krásný nový svět virtuální reklamy. In Level, 2005, No. 123, p. 30.
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Picture 2: Ford Motor Company in-game advertising within Alan Wake
Source: Alan Wake (Microsoft Windows version 2012). [Digital Game]. Redmond : Microsoft 
Game Studios, 2012.

Verizon is another brand inserted to this game. Alan Wake uses Verizon cell 
phone several times during the game progress (mostly during the game 
cutscenes), there is a couple of billboards promoting Verizon company and a 30 
second long TV spot (see Picture 3). Game also provides some occasions for 
self- and cross-promotion. Ford Sync powered by Microsoft, Microsoft Xbox 360 
console and packaged game, poster promoting Death Rally10game from Remedy 
Entertainment and several references to Alan Wake game itself.

Picture 3: Verizon in-game advertising within Alan Wake
Source: Alan Wake (Microsoft Windows version 2012). [Digital Game]. Redmond : Microsoft 
Game Studios, 2012.

It is necessary to separately underline the usage of functional interactive QR 
codes linking the game with other parts of Alan Wake and Remedy universe (e.g. 
of�icial Facebook page) and cooperation of the Old Gods of Asgard songs in the 
game soundtrack with visual references of the band in gameplay – vinyl LPs, 
posters and replicas of awards.

10 Death Rally (DOS version). [Digital Game]. Garland : Apogee Software, 1996.
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2  The range of in-game advertising within Alan Wake 
and its perception compared to the traditional printed form 
of advertising

All aforementioned examples of advertising in Alan Wake show only ways of 
in-game placements, but do not represent the full range of in-game advertising 
implemented in the game. Therefore, with the aim to �ind out the extent of 
promotion inside Alan Wake to be able to determine an overall exposure to 
advertisements during whole gameplay of main story, the �irst research question 
is:

RQ1: What is the extent of in-game advertising within the game Alan Wake?

The following part of research deals with attitudes towards in-game advertising 
in the game called Alan Wake. A comparison of these attitudes with attitudes 
towards corresponding print advertisements could show a difference in the 
perception of these distinct ways of promotion and reduce possible prejudices 
towards in-game advertising.11 The second research question is formulated as:

RQ2: What is the difference in the perception of traditional and in-game advertising 
of the same product / brand?

2.1 Method and limitations

The quantitative content analysis is applied to quantify the extent of different 
types of in-game advertising in Alan Wake game. Visual placements of products / 
brands in the game, including those displaying within game cutscenes represent 
units of analysis and are divided into two categories: 1.) brand category, 2.) types 
of in-game advertising according to B. Klein´s classi�ication12. Audial placements 
(e.g. songs of the Old Gods of Asgard) are not taken into account. Next, semantic 
differential in the form of online questionnaire survey (via Google Forms) is 
used to investigate the difference in perception of occurring in-game advertising 
and corresponding print advertising as a form of the traditional advertising. 
Semantic differential, as a psycho-social method used to measure subjective 
feelings of the individual and the psychological perception of certain concepts or 
objects13, with 12 pairs of bipolar adjectives on a 5-point scale was constructed 

11 The online survey was carried out by J. Knapcová in 2014. Methodology as well 
as results and �indings are a part of her bachelor´s thesis. (For more information, 
see: KNAPCOVÁ, J.: Analýza reklamnej kampane vyuţívajúcej in-game advertising. 
[Bachelor´s Thesis]. Nitra : Filozo�ická fakulta Univerzity Konštantína Filozofa 
v Nitre, 2014, p. 30-41).

12 KLEIN, B.: Zur Werbewirkung von In-Game-Advertising: Theoretische Fundierung und 
empirische Erkenntnisse. Mníchov : FGM-Verlag, 2009, p. 12.

13 CHRÁSKA, M.: Metody pedagogického výzkumu. Praha : Grada Publishing, a.s., 2007, 
p. 221.
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while adjectives represented three dimensions according to C. E. Osgood14: 
evaluation, activity and potency. The remaining part of the questionnaire contains 
items regarding demographics, frequency of playing digital games, previous 
experiences with Alan Wake game and previous exposure to examined Energizer 
print advertisements. The limitation of the questionnaire is the presentation 
of in-game advertising only in a form of images captured from game, thus not 
presenting its full interactive potential.

2.2 Material and participants

The whole gameplay of Alan Wake became a research material for our content 
analysis. A couple of captured in-game advertisements for Energizer Advanced 
Lithium batteries (one billboard, one batteries pack) and corresponding print 
advertisement Energizer: Hot bikini models15 designed by TBWA\Chiat\Day 
Los Angeles agency in 2008 were compared with semantic differential. The 
target group of both campaigns was the same, because both were made with 
the purpose to reach rather younger audience, even though Energizer Advanced 
Lithium batteries promotional campaign used different channels to reach wider 
audience. Despite the fact that the print campaign was not designed for the Slovak 
market, due to the usage of English text it is understandable to a global audience 
and it could easily get to the Slovak recipient – via the Internet. As for Alan Wake, 
the game is available to Slovak market either in form of physical copies or using 
providers of digital licenses like Steam or Origin.

The research sample of 84 Slovak respondents (35 male, 49 female) in the age 
of 18 – 45 years participated in questionnaire survey in 2014. 12 participants 
(14.29 %) were in the interval of 15 – 20 years of age, 71 (84.52 %) were in 
the interval of 21 – 30 years of age and only 1 participant (1.19 %) belonged to 
the group of 31 – 45 years. 75 % of all participants were students. The rest of 
research sample was represented by employed people. 29.76 % of participants 
stated that they were often playing digital games, 47.62 % occasionally and 22.62 
% did not play games.

2.3 Results

Total of 175 in-game advertising implementations were found within the entire 
gameplay of the main story (without DLCs). Energizer products represent 
more than half (60.57 %) of all in-game advertising (battery pack, �lashlights, 
billboards). Rest of promoted products consists of Ford Motor Company 
products (9.14 %), Verizon (3.43 %), the Old Gods of Asgard (5.14%), Microsoft 
(2.29 %) and forms of self-promotion (19.43 %)16. Regarding the second 

14 OSGOOD, C. E.: On the whys and wherefores of E, P, and A. In Journal of Personality 
and Social Psychology, 1969, Vol. 12, No. 3, p. 194-199.

15 Energizer: Hot bikini models. [online]. [2015-03-10]. Available at: 
<http://www.coloribus.com/focus/selected-best-batteries-ads/12414905/>.

16 The self-promotion includes all QR codes, billboards, books, posters and stands 
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category of quanti�ication, mainly thanks to Energizer battery packs, the share 
of value placement is even 57.14 %. Associative in-game advertising shows the 
second highest frequency of occurrence (37.14 %) and both illustrative and 
demonstrative in-game advertising reach the same small share (2.86 %). 7.45 % 
of entire in-game advertising is implemented into game cutscenes. Summary of 
all content analysis �indings shows Table 1.

Table 1: In-game advertising within the game Alan Wake

In-game advertising 
within the game Alan 
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g Associative 4 2 6 3 3 3 7 2 3 1 29 2 65

Illustrative   5          5

Demonstrative   2        3  5

Value placement 100            100

Total
104 2 13 3 3 3 7 2 3 1 32 2

175
106 16 6 9 4 34

Source: Own processing

Only 2 participants (2.38 %) had seen research print advertisement prior to 
this research, 42.86 % remembered other ad for Energizer Advanced Lithium 
batteries and 54.76 had not seen neither remembered any other Energizer 
advertising. Similarly, only a few respondents (8.33 %) had played the game Alan 
Wake before and 9.52 % had watched another person playing this game.

displaying Alan Wake name or appearance including materials promoting Alan 
Wake’s �ictional novel. (Remark by Z. M. and J. K.).



MARKETING IDENTITY 

498

1,5 

2 

2,5 

3 

3,5 

4 

4,5 

Energizer Advanced Lithium batteries (print ad) Energizer Advanced Lithium batteries (in-game ad) 

Chart 1:  Semantic differencial chart of print and in-game advertising perception
Source: Own processing

Visually, both curves of semantic differential pro�iles seem to be very similar 
what means that research subjects perceived both presented forms of advertising 
in a similar way. More signi�icant divergences are re�lected only within two 
pair of adjectives: functional – playful, formal – informal. In-game Energizer 
advertisements are considered as slightly more modern than print ad and, 
surprisingly, more functional than playful. Semantic differential chart (see Chart 
1) shows participants’ attitudes toward print and in-game advertisements based 
on speci�ied dimensions. The value of Q-correlation is Qr = 0.84 (p < 0.005)17 
meaning that pro�iles are signi�icantly related, thus there is signi�icantly similar 
perception of print and in-game campaign of Energizer Advanced Lithium 
batteries.

2.4 Discussion

With the aim to �ind out the extent of promotion inside Alan Wake, the 
quantitative content analysis revealed that total of 175 in-game advertisements 
were placed in the game. Given the average length of the gameplay, 11 hours 
and 12 minutes18, it means that gamer is exposed to the advertising messages 
every 3 minutes and 50 seconds. Even though some commercial intentions are 
indisputable, according to the statement of Remedy Entertainment on the game 
discussion forum, their main goal was to make the world feel more real rather 
than to put ads into gamer’s face19. 

17 Q-correlation value was compared with table of critical values of Spearman rank 
correlation coef�icient. (For more information, see: WAGNER, S. F.: Introduction to 
statistics. New York : Harper Collins Publisher, 1992, p. 361).

18 Alan Wake. [online]. [2015-10-30]. Available at: <http://howlongtobeat.com/game.
php?id=319>.

19 Product placement – well done and not over-the-top. [online]. [2015-10-29]. Available 
at: <http://community.remedygames.com/forum/games/alan-wake/3995-product-
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Related to the previous research of Mago and Mikuláš20, there were promoted 
a lower number of different brands whilst the rate of advertising was high. More 
than 60 % of all in-game advertising was for the Energizer brand that handily 
applied their ads into corresponding Alan Wake’s game environment and 
mechanics – the �lashlight as a weapon, batteries as ammo. A. Sonder links a plot 
integration of in-game advertising with reaching of the premium advertising 
effect, while other ways are mainstream21. Moreover, this form of the interactive 
value placement, bringing additional bonuses to gamers, should aid not only 
gaining gamer’s conscious attention and engagement, but also forming a positive 
attitude towards object of placed advertising. Despite the fact that value placement 
is one of the most dif�icult implementation type of in-game advertising, because 
their implementation requires a close cooperation with developers during the 
game development (even agencies providing in-game advertising services like 
RapiFire mostly use its associative form22), its wider usage could boost ef�iciency 
of promotion inside digital games.

The second research question focused on the difference in perception of traditional 
and in-game advertising for the same product / brand. Overall, both examined 
advertisements were perceived in a similar way, except for minor divergences. 
Participants considered presented print campaign as more playful than in-game 
advertising campaign that seem to be strange at �irst sight, because digital games 
are primarily intended to playing thus they are playful by their very nature. 
Nonetheless, the reason may lie in a way of presentation. The print campaign 
consisted of funny cartoon text rather than serious writing, and therefore could 
evoke the impression of playfulness. In addition, respondents could not play the 
game to experience the in-game advertising by themselves. Only less than 18 % of 
participants, who had played or watched others while playing, could really assess 
the bene�it of Energizer Advanced Lithium batteries for a gameplay and grasp 
the advantages of value placements. Chart 2 shows slightly greater differences 
in perception of in-game ads between these participants and those with no prior 
experience with the game Alan Wake (r

in-game
 = 0.88) than in perception of print 

ads (r
print

 = 0.94).

placement-well-done-and-not-over-the-top?amp;postcount=11>.
20 MAGO, Z., MIKULÁŠ, P.: The Use of Computer Games for Promotional Purposes. 

In Journalism and Mass Communication, 2013, Vol. 3, No. 1, p. 56.
21 MAROLF, G.: Advergaming and In-Game Advertising: An Approach to the next 

Generation of Advertising. Saarbrücken : VDM Verlag Dr. Müller, 2007, p. 98.
22 Campaigns. [online]. [2015-10-29]. Available at: <http://www.rapid�ire.com/

campaigns/>.
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Chart 2:  Comparison of perception research ads due to prior experience with the 
game Alan Wake

Source: Own processing

A great potential represents the �inding that the comparison of semantic 
differentials showed statistically signi�icant relation (Qr = 0.84, p < 0.005) 
between the perception of in-game and print marketing campaigns for Energizer 
Advanced Lithium batteries. Despite the fact that in-game advertising has not yet 
found its use on Slovak market (especially because of slower game development 
industry), Slovak consumers perceive in-game advertising campaign without 
negative attitudes even when it is related to digital games, and comparable to 
traditional print that proves itself as a marketing tool with actual potential23. It 
means that future implementation of in-game advertising could greatly enrich 
Slovak digital marketing practice.

Conclusion

In current digital age, using the potential of digital games as media as well as 
promotional tools is a logical step. In-game advertising is one of such tools 
allowing promotion inside a digital game. Typically, only few different types of 
in-game advertising are applied within one digital game (associative in-game 
advertising is the most common and frequent), but there can be also found 

23 According to G�k research from 2012, Slovak respondents perceived print advertising 
as the second most trustful (after TV advertising) and compared with other 
traditional media (TV, radio) the print media determine trends in many areas and 
provide more information. (For more information, see: Finálna správa z prieskumov 
Efektivity printu a reklamy v printe. [online]. [2014-10-04]. Available at: <http://
www.vydavatelia.sk/�iles/ studie/GfK-sprava-vyber-konferencia-MM-1.pdf>).
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some exceptions, in our case a psychological survival horror Alan Wake. Except 
for undoubtedly great gameplay and storytelling experience, gamers are also 
exposed to the large amount of in-game advertising. 

The aim of the study was to investigate the extent of in-game advertising within 
the game Alan Wake (RQ1) using a quantitative content analysis and then to 
determine the difference in the perception of traditional print and in-game 
advertising for the same product / brand – Energizer Advanced Lithium batteries 
(RQ2).

The quantitative content analysis revealed that total of 175 in-game 
advertisements were placed in the game (on average, gamer is exposed to the 
advertising message every 3 minutes and 50 seconds), 60.57 % of all in-game 
advertising was sponsored by Energizer. Due to the promotion of Energizer 
battery packs, the share of value placement was high – 57.14 %. Except for 
minor divergences, the comparison of semantic differentials showed statistically 
signi�icant relation (Qr = 0.84, p < 0.005) between the perception of in-game and 
the perception of print marketing campaigns for Energizer Advanced Lithium 
batteries. These results indicate that Slovak consumers perceive in-game 
advertising campaigns as comparable to traditional print that has already proven 
itself in Slovak marketing practice. With another future development of gaming 
industry, in-game advertising could be important acquisition to Slovak digital 
marketing communication. 
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GAMIFICATION AS A STIMULATOR 
OF A FULL�FLEDGED USE OF ONLINE SERVICES

Peter Murár

Abstract
Gami�ication is a relatively new way of motivating people towards a desired behaviour 
through elements well-known from computer games. These elements can have signi�icant 
impact on the desired behaviour, especially in the �ield of web design and UX design. They 
can lead to an increased activity of visitor’s engagement and help them to fully bene�it from 
the website. This paper identi�ies some websites with perfect implemented gami�ication. It 
also presents a gami�ication concept designed for the Slovak academic portal. We believe 
the gami�ication might boost visitors’ activity and increase valuable user ratings.

Key words:
Behaviour psychology. Computer games. Gami�ication. User experience. Webdesign.

Introduction

The web development was considered a technical issue for a long time. 
Establishing a web usability in the late 90s was the �irst sign that the era of 
taming the internet is de�initely over. Experts1,2,3 begun to draw attention to 
the importance of eliminating the obstacles hindering the ease of using and 
access to the websites. This area has developed considerably over time, as 
re�lected in the quality of the web pages. They speculated that the usability is not 
enough, a few years ago. Anderson points out that increasing motivation is the 
equally important (Picture 1).4 Furthermore, the internet is a very competitive 
environment, where similar websites (or tools) are only just a few clicks away. 
Anderson5 created the analogy of Maslow’s hierarchy of needs, which represents 
the levels of advancement of the product. (Picture 2)

1 NIELSEN, J.: Designing Web Usability: The Practice of Simplicity. Berkely : New Riders, 
1999.

2 KRUG, S.: Don‘t Make Me Think! A Common Sense Approach to Web Usability. Berkely : 
New Riders, 2000. 

3 GARRET, J.: The Elements of User Experience: User-Centered Design for the Web. 
Berkely : New Riders, 2002.

4 ANDERSON, S.: Seductive Interaction Design. Berkely : New Riders, 2011, p. 10.
5 Ibidem, p. 12.
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Picture 1: Usability and Psychology in webdesign
Source: ANDERSON, S.: Seductive Interaction Design. Berkely : New Riders, 2011, p. 10

Picture 2: UX adaptation of the Maslow’ hierarchy
Source: ANDERSON, S.: Seductive Interaction Design. Berkely : New Riders, 2011, p. 12.
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1 Parts of game mechanics

Sarah Smith-Robbins mentions the three basic parts of the game: 1) a goal, 
2) obstacles, 3) collaboration or competition.6 Anderson, in the context 
of gami�ication, lists four principles of game design: 1) game features and 
challenges (e.g. take the perfect score, stay alive, etc.), 2) con�lict and choice 
(limited resources, necessity to choice, etc.), 3) feedback (continuous or overall) 
and 4) goals and rewards (e.g. pass to the next level, obtain a badge, etc.).7 The 
elements of the game are very diverse. The most frequent mentioned are the 
same as Anderson’s list: points, levels, leaderboards, achievements, quests.8 It is 
necessary to mention one more thing: the game mechanism might be attractive, 
but it is still just an ampli�ier. A gaming mechanism is not able to substitute for 
absent usefulness of the website or application. The game elements don’t work if 
we try to make users do something boring or useless. Fogg claims the behaviour 
is determined by three factors: motivation, availability and triggers (Figure 3).9 
According to Fogg’s behaviour model, if our motivation is high, we are more 
willing to do something despite the obstacles. Conversely, if we do something 
boring or unimportant it must be really very easy to do. If we apply these 
ideas to the internet environment, we can replace the availability by UX (user 
experience). If the users are attracted by something interesting, they are willing 
to do it despite the poor UX. Or vice versa: If we force the users do something 
uninteresting the UX must be really perfect. Both cases are subject to the right 
triggers. The following are some conclusions for web developers:
•  to simplify the performance of the expected behaviour,
•  reinforce the incentive to perform the expected behaviour,
•  increase a number of expected behavioral triggers.

6 SMITH-ROBBINS, S.: This game sucks: How to improve the gami�ication of education. 
In Educause Review, 2011, Vol. 46, No. 1, p. 58-59.

7 ANDERSON, S.: Seductive Interaction Design. Berkely : New Riders, 2011, p. 154.
8 Ibidem, p. 190.
9 FOGG, B. J.: A Behavior Model for Persuasive Design. In Proceedings of the 4th 

international Conference on Persuasive Technology. ACM, 2009, p. 40.
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Picture 3: Fogg Behaviour Model
Source: FOGG, B. J.: A Behavior Model for Persuasive Design. In: Proceedings of the 4th 
international Conference on Persuasive Technology. ACM, 2009. p. 40

The Ventrice mentions three mechanics of the gami�ication on their blog: gaming 
mechanism, reputation mechanism and the social mechanism.10 Game mechanism 
is the basis of every gaming system. The main idea consists in the distribution of 
the user behaviour to partial, measurable steps; in the tracking and evaluating 
these steps and in the catchy representing the progress. Usual forms to implement 
the points, milestones, badges and missions. Reputation mechanism consists of 
elevating a user’s status. It describes the results of the label to de�ine its quality. 
The 100 XP is just a number, it may be the very best or the very worst score. 
By assigning the labels Hero or Rookie makes this information more valuable. 
It is essential to understand what users want to hear about themselves. The 
main forms of reputation mechanism are status, victory, accomplishment. The 
third, last mentioned mechanism is social mechanism. It works as an enhancer 
score achieved and putting the results into the wider context. The fact is that, 
the isolated reputation is not interesting in the long term. Its value is rapidly 
disappearing. Sustainable value requires constant comparison of the results with 
the other people. According to the Ventrice, the main forms of these activities are 

10 VENTRICE, T.: Distinguishing Between Game, Social, and Reputation Mechanics. 
[online]. [2015-10-12]. Available at: <https://badgeville.com/distinguishing-
between-game-social-and-reputation-mechanics/>.
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streams, leaderboards, teams, status badges, followers and noti�ications, sharing 
and recommendations. Gami�ication with strong social mechanism is much more 
convincing than simply implementing game mechanics.11

2 Gami�ication the websites in action

Gami�ication – utilization of the gaming elements in a non-gaming environment 
– is the popular term of recent years. Although it is sometimes considered to 
be a buzz word, the fact is the only few �ields may be as strong improved by 
gami�ication as a web development. They had created some websites that 
demonstrate nice examples of the utilization of gami�ication on the web.

2.1 LinkedIn

Popular social network of professionals use a lot of different gaming elements. 
The main problem with LinkedIn was the quality of diverse user pro�iles. 
There were a lot of negligently �illed user pro�iles a few years ago. It was a big 
problem because the value of Linked In depends on the availability of personal 
information. Absence of relevant information jeopardizes the very essence across 
the network. The situation has improved after the introduction of a progress bar 
that displays the degree of �illing a pro�ile. Originally it displayed as a percent, 
later it was changed to display a chart with a group label (e.g. All Stars). Unlike 
the percentages, it leaves more room for future improvement. The Progress bar 
was complemented by noti�ications, so users can see some alerts to encourage 
them to add new skills, certi�icates, etc. The completing is easy, links in alert refer 
to corresponding inputs, so to update pro�ile is a matter of one click. Another 
noti�ication encourages the users to con�irm their skills of the connected users. 
Endorsements and its authors are displaying next to the skill-list in the pro�ile, 
so each user can to see who endorse certain skill of the user. With these forms 
LinkedIn has been able to dramatically improve the quality of user pro�iles and 
educate the users what information is relevant for business.

2.2 Stack Exchange

Stack Exchange is probably the best support forum on the web of recent years. 
It is focused mainly on people around web development: programmers, UX 
designers, WordPress developers, etc. The problem in the similar forums is their 
activity. Nobody guarantees the question will be answered. It may take an hours, 
days or a months – depends on a topic, number of users and actual total activity 
on a website. In this dismal reality Stack Exchange is a phenomenon. Up to 92 
% of the issues are solved, within an average of just 11 minutes. This success is 

11 VENTRICE, T.: Distinguishing Between Game, Social, and Reputation Mechanics. 
[online]. [2015-10-12]. Available at: <https://badgeville.com/distinguishing-
between-game-social-and-reputation-mechanics/>.
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a cleverly designed gaming mechanism. All activities are awarded. The user may 
get points for adding a question, for answering a questions, for a voting for the 
best published answer, for a marking an answer as solved, etc. Points are re�lected 
in the users’ reputation; higher score denotes a higher reputation. Receiving the 
badges runs in the background, too. Intelligence of that mechanism is in the well-
designed system of privileges. Anybody can ask a question, anybody can answer, 
but all other activities are dependent on the user’s score. The creating of wiki 
posts requires a score 10, reducing the ads requires a score 200, creating the 
tags requires a score 1500, etc. It may seem trivial, but it works. The proof is the 
fact that Google displays Stack Exchange’s discussions on the top positions in the 
SERP due to their high relevance.

2.3 LiveAgent

Web application Live Agent is one of the world’s leading helpdesk system. It 
integrates a voice services, chat, email and social media posts into the one 
product. Despite the fact, the user interface is really well designed, in that the 
type of software it is likely that a �irst time user will miss many features. Also, an 
installation and con�iguration can be a problem for regular users. In a trial version 
of the software may be a key reason to deter users from buying the product. The 
main objectives of gami�ication was to make installation easier and highlight all 
the main features. Unlike Stack Exchange or LinkedIn, this level of gami�ication is 
much simpler. The main tool is a checklist which displays all steps necessary to 
fully-�ledge using the application. The Checklist is intelligent. Every item shows 
a user-friendly instruction on how to complete it and displays a link for quick 
access to corresponding settings, too. Marking any item as checked increases 
the score on a progress bar, so the user immediately sees the current state of 
implementation. Live Agent is good example of how functional gami�ication 
need not be complex. Both, a reputation mechanism and a social mechanism are 
missing because they are redundant. The presence of these mechanics would 
have not helped to ful�il the goal. It keeps a system simple which is another rule 
of successful gami�ication.

3 Gami�ication concept for the PortalVS

Based on the positive experience we have started thinking about implementing 
a gami�ication into the PortalVS.sk, the Slovak academic portal. This website was 
established in 2005. Its main objective is to provide comprehensive information 
on studying at Slovak universities. It is also a gateway to a state academic 
projects. The primary target group are high-school graduates, secondary target 
audiences are the current university students and the academics. Since 2006, 
the website is working closely with the Ministry of Education, so it has the latest 
of�icial information. Its sees about 3000 unique viewers per day. Almost two 
thirds (57 %) are new visitors. In our earlier work we redesigned its information 
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architecture to getting the information easier. Now, in next stage we can focus 
on optimizing user experience.12 Although the PortalVS.sk is a most relevant 
website of its kind, there is a lot scope for further improvement. Currently, the 
website is mainly a source of information for prospective students. They are 
interested in viewing the website just a few weeks. There are no reasons to view 
it after submitting applications, so website viewers perceptibly decreases. One 
possibility of improvement might be increasing the off-season viewing. Another 
one is the promoting a rating module. This module was launched in 2014 with the 
intention of rating professors. Big scope for further improvement is in the social 
sharing. Currently all content (university pro�ile, faculty pro�ile, course pro�ile) 
has Facebook like button, but these buttons are just self-serving. PortalVS.sk has 
no idea why visitors should want to like their university or a course. We think 
the gami�ication of the PortalVS.sk could improve these issues. Not least because 
a primary target audience are adolescents, naturally predisposed to playing 
various games. Overall, we identi�ied the following objectives:
•  to socialize the website,
•  to encourage the users to rate their professors,
•  to encourage the users to rate their universities and faculties,
•  to increase the number of users of electronic application.

3.1 Idea concept

Our concept recommends integrating the social and gaming elements into 
the user pro�iles, university pro�iles and faculty pro�iles. Also, we recommend 
creating a sophisticated noti�ication system as well. The pro�iles generally contain 
basic personal information (date of birth, address, etc.) and information about 
the university the users want to apply to. This data is required for completing an 
on-line application. They are visible for user only, after logging in. We propose 
to raise the pro�ile on lists of friends grouped by a school they would like to 
study at. As with LinkedIn, conscientious completing is crucial. If the pro�iles 
are completed conscientiously, obtaining the information is easy. Therefore we 
propose and encourage users to update their pro�iles through different types of 
noti�ications and via progress bar, too. The main element of the social pro�iles of 
the universities’ and faculties’ should be the lists of the friends connected to the 
concerned university or faculty, as mentioned below.

3.2 Implementation

Step 1: Encouraging the users to signup 
Creating an account will be based on Facebook or Google accounts. By this 
way we will obtain users’ contact list and we will be able verify the users who 
have been registered already. It is a common practices, so users should have no 
problem with it.

12 MURÁR, P.: University Courses As Goods: How To Optimize Portal Information 
Architecture Using Faceted Search. In Communication Today, 2015, Vol. 6, No. 1, p. 25.
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Step 2: Displaying clear To Do list
A To Do list will be virtually a check-list that describes all the recommended pro�ile 
updates and further on-site activities (completing the favourite universities, 
courses, etc.), including the sending an invitation to unregistered friends.

Step 3: Incorporating the social list into the universities’ and faculties’ pro�iles 
We are thinking about two main lists: alumni and applicants. Each of these lists 
should display friends from Facebook contacts or Google contacts, who graduated 
at a given university or who want to submit an application.

Step 4: Creating a noti�ication system 
Noti�ication system should include two kinds of alerts. The �irst kind should run 
on a website, during the browsing. The second one should alert the users via 
email, which is effective way to remind. As regards to content, some alerts should 
inform on the user activity, another ones should inform about the friends’ activity. 

Picture 4: Wireframe of course pro�ile with implementaed social elements
Source: Own processing
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Picture 5:  Wireframe of user pro�ile with implemented social elements and check-
list

Source: Own processing

Conclusion

LinkedIn, Stack Exchange or Live Agent are perfect examples that gami�ication is 
not only a buzz-word, but really a functional concept that works. Well-designed 
and implemented game elements may signi�icantly improve the quality of the 
user experience and motivate users towards desired activities. Based on positive 
experiences we have designed a solution for PortalVS.sk, Slovak academic 
portal. The website, albeit convenient and full of relevant information, is neither 
memorable nor pleasurable. It is just an information source, often disposable. We 
believe the implementation of gaming elements could signi�icantly boost user 
experience and increase visitors’ activity. In order to implement it as a system, the 
user pro�iles connected to visitors’ Google or Facebook accounts are prerequisite. 
Visitors should be encouraged to conscientiously complete their pro�iles through 
progress bar, check-list and noti�ications. Subsequently, this will make it possible 
to display connected users from friend-list on universities’ and faculties’ pro�iles. 
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PRE�PACKAGED FANTASIES, SIMULACRUM,
AND VIRTUAL REALITY: IMPACT OF DIGITAL GAMES 

ON PRIMARY SCHOOL STUDENTS

Kristína Somerlíková – Miroslav Horák

Abstract
The m ain aim of this research is to assess the condition, and to what extent do the digital 
games in�luence everyday life of children attending primary school. Another aim of the 
research is to �ind out how children are familiarised with digital games and if there is 
any interest in the application of the games in the educational process. Twelve primary 
schools from Brno (6) and Brno-Country District (6) participated in the research. The 
on-line survey was carried out in the period from September to October 2014, and 599 
respondents from 5th and 9th grade participated in the survey. The results of the survey 
disproved the hypothesis that digital games in�luence everyday life of children attending 
primary school. Factor analysis proved that students do perceive possible risks following 
excessive or imprudent gaming and are able to determine them dependably. However, less 
than 13% of them are aware that gambling can be a problem. The survey results further 
show that, primary school students are interested in using digital games in the educational 
process. Nonetheless, this software is not structured towards school curricula in the Czech 
Republic, and there is no responsible social policy implemented.

Key words:
Digital games. Primary school. Students.

Introduction

The current phenomenon of massive gaming does not have precedent in the history 
of humanity. According to American Association of Pediatrics, today’s children 
spend an average of 7 hours a day on entertainment media, including televisions, 
computers, phones and other electronic devices.1 The increasing amount of time 
children spend on computers at home and school has raised questions about 
how the use of computer technology may make a difference in their lives—from 
helping with homework, causing depression to encouraging violent behaviour. 
Some studies con�irmed that playing violent digital games may increase 
aggressiveness and desensitize a child to suffering, and that the use of computers 
may blur a child’s ability to distinguish real life from simulation.2 The simulated 
worlds created by digital games are expanding children’s experiences from real 
life to virtual. Through games, children interact with simulated characters and 

1 PAGE, A. S. et al.: Children‘s screen viewing is related to psychological dif�iculties 
irrespective of physical activity. In Pediatrics, 2010, Vol. 126, No. 5, p. 1011-1017. 

 BARLETT, N. D. et al.: Sleep as a mediator of screen time effects on US children’s health 
outcomes. In Journal of Children and Media, 2011, Vol. 6, No. 1, p. 37-50. 

2 SUBRAHMANYAM, K. et al.: The impact of home computer use on children’s activities 
and development. In Children And Computer Technology, 2010, Vol. 10, No. 2, p. 123-
144.
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creatures and on the Internet they can assume multiple identities to interact with 
strangers and “bots” (i.e. a computer-controlled players or opponents) in the 
simulated worlds. Researchers have begun to examine how this shift from reality 
to simulation may in�luence children’s development.3 Existing research suggests 
that the social effects of children’s computer use vary widely, depending on the 
amount of time spent, type of activity engaged in, and the nature of the content 
or information delivered. The concern among educators, clinicians, treatment 
providers and the industry with respect to underage gambling has continuously 
grown in recent years.4 Considerable attention has begun to focus on underage 
gambling since the 1990s. During this period, the prevalence studies clearly 
revealed that children and adolescents viewed gambling as socially acceptable, 
found it entertaining, and participated in various legalized and non-legalized 
activities.5 Not only was it discovered that youths were regularly gambling, but 
also that they were doing it at rates comparable to adults, with problem gambling 
rates higher than those of adults.6

1 Methodology

In order to contribute to public debate on the dangers of gambling in the Czech 
Republic, the primary data was recollected, and their statistical analysis was 
performed. The main objective of this research is to assess the impact of digital 
games in the daily life of primary school students. Furthermore, we wanted to �ind 
out the level of risk perception of children that play the games and if they would 
be interested in the application of digital game into the educational process. For 
the purpose of the research, 12 primary schools selected were participated in 
the survey. We selected six (6) primary schools from Brno and the other six (6) 
schools from the Brno-Country District. For the objectives of this contribution 
to be achieved, an online questionnaire was distributed to the primary school 
students within the period from September to October 2014. All parents signed 
informed consent and gave permission to include their children in the survey 
interview. Finally, 599 students from the 5th to 9th grade in total participated 
in the survey. For data processing, basic statistical methods were used: the level 
characteristics and variability calculation, as well as sorting data into frequency 

3 TURKLE, S.: Life on the screen: Identity in the age of the Internet. New York : Simon 
and Schuster, 1995, p. 88-95.

4 DEREVENSKY, J. L., GUPTA, R.: The International Centre for Youth Gambling 
Problems and High-Risk Behaviors (Centre International d’étude sur le jeu et les 
comportements à risque chez les jeunes). In DEREVENSKY, J. L., MERRICK, J., SHEK, 
D. T. L. (eds.): Youth Gambling: The Hidden Addiction. Berlin; Boston : De Gruyter, 
2011, p. 250.

5 GUPTA, R., DEREVENSKY, J.: The relationship between gambling and video-game 
playing behavior in children and adolescents. In Journal of Gambling Studies, 1996, 
Vol. 12, No. 4, p. 375-394.

6 SHAFFER, H. J., MARTIN, R.: Disordered gambling: Etiology, trajectory, and clinical 
considerations. In Annual Review of Clinical Psychology, 2011, Vol. 7, p. 483-510.
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distribution tables. Qualitative data was collected, and its dependence was 
subsequently evaluated using contingency measures. One of the questions has 
been processed using the multi-criteria statistical method of factor analysis.

2 Results

Students begin playing digital games extensively before entering the primary 
school or simultaneously with the beginning of education. The average age when 
children begin to play games is 7 years.7 Young students are suf�iciently capable 
of understanding game controls. In general, children in rural areas tend to begin 
playing earlier, and the popularity of digital games among girls is signi�icantly 
lower than boys. Calculations have shown that there is a correlation between the 
age, when children begin to play digital games and whether it plays games that 
are designed for his age group. Higher dependence was demonstrated between 
gender and age when children begin playing video games. Computers are used by 
students mainly for playing digital games and using social networks. These two 
variables are the most common used by primary school students (see Chart 1). 
There is a difference between boys and girls in this case. While the boys prefer 
digital games, girls are more interested in social networks. The “other” category 
consists of programming, the use of MS Word and video editing.

Chart 1: Main reasons for using computers among primary school students 
Source: Own processing

7 Jimenez-Murcia et al. provided an in-depth examination of the relationship between 
age of onset and severity of gambling problems, and found that earlier onset of 
gambling was associated with increased severity of gambling problems, whereas 
older age of onset was associated with higher levels of psychopathology such as 
depressive, paranoid, and psychotic symptoms. JIMÉNEZ-MURCIA, S. et al.: Age of 
onset in pathological gambling: Clinical, therapeutic, and personality correlates. 
In Journal of Gambling Studies, 2010, Vol. 26, No. 2, p. 235-248.
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The popularity of different genres of digital games among primary school 
students is almost deployed constantly. While boys prefer more action games, 
�ighting, or massively multiplayer online role-playing games (MMORPGs), girls 
like more logical games, sports, and strategies.8 It would seem that boys play 
games, mostly to the discharge of aggression, while girls are developing their 
tactical skills, but this is a wrong notion. Current digital games are usually highly 
sophisticated, and their scenario often offers a combination of different game 
genres. There are logic elements and puzzles frequently inserted into the game 
and in order to make the game more attractive and complicated. So it is not just 
about mindless shooting, it is necessary to involve logical thinking as well. There 
is also a small group of players, who are strictly dedicated to one game genre 
only. They mostly combine digital games according to their mood. As expected, 
almost all respondents have either a computer or laptop at home. Game consoles 
and smartphones occur in almost half of the cases in comparison to computers. 
However, their occurrence is not insigni�icant. All of these devices occurred in 7% 
of households, only 2% was none of them.9 The overall results from the Brno and 
Brno-Country District reach nearly the same values, there are no big differences. 
Despite the common belief, primary school students do not spend as much time 
playing digital games (see Chart 2). The results show that boys play more games 
girls. There is a medium correlation between gender and frequency of playing 
with digital games, but discrepancies between urban and rural children are not 
important in this context. Central dependence was also demonstrated between 
the gaming frequency and place of residence. Mainly rural children feel that they 
would reduce their gaming frequency if there were achievable spare time of their 
activities in their place of residence.

8 ENTERTAINMENT SOFTWARE ASSOCIATION (ESA): Sales, demographics, and usage 
data: Essential facts about the computer and video game industry, 2015. [online]. 
[2015-10-02]. Available at: <http://goo.gl/V30osa>.

9 Rideout implemented a research in the USA, which demonstrated that there is 
still a signi�icant gap in ownership of home computers and mobile devices such as 
smartphones and tablets, but children from all income levels spend about the same 
amount of time playing games on digital devices and engaged in other computer-
based activities, including homework. RIDEOUT, V.: Zero to Eight Children’s Media Use 
in America 2013. San Francisco : Common Sense Media, 2013, p. 31.
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Chart 2: Gaming frequency of primary school students
Source: Own processing

There are also some �inancial consequences of digital games (e.g. games, the cost 
of consoles, peripherals, online access). However, these costs pale in comparison 
with the �inancial cost of gambling, but one has to keep in mind that these costs 
might seriously impact their �inancial well-being.10 Primary school students 
spend negligible amount of money on digital games and hardware. Their average 
expenses do not exceed 62 CZK/month, which is the price of one lunch. Also, this 
amount is affected by extreme expenses of some players, because the median, 
in this case, was less than 2 CZK. Most of the girls do not spend any money on 
these products; urban children spend less than their rural counterpart. This can 
be in�luenced by several factors, e.g. the amount of pocket money, game piracy, 
accessibility of game stores. The relationship between �inancial expenditure 
and gender was moderate, as well as the relationship between the cost and the 
number of hours spent playing digital games. Calculated level characteristics are 
interesting. Children often download games from the Internet. It is not surprising 
if we consider their �inancial possibilities. Students from the city spend on digital 
games more, and they regularly buy them in the stores. Because boys play digital 
games more than girls, they naturally have more games at home. It is interesting 
that students from Brno-Country District own average digital games more than 
urban students. Nonetheless, the number of titles is not high, most often around 
four games per household. 11% of households do not own a digital game.

Online gaming is reported as the most popular way to play digital games. Over 
90% of gamers play games online, and in the Czech Republic, the popularity of 
online gaming is the highest in Europe.11 It is expected that due to improvements 

10 TURNER, N. E.: A comment on “Problems with the concept of video game ‘addiction’: 
Some case study examples”. In International Journal of Mental Health and Addiction, 
2008, Vol. 6, No. 2, p. 187.

11 MASKEL, P.: Videogames in Europe: Consumer study Czech Republic. Brussels : ISFE, 
2012.
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in the high-speed Internet coverage, the popularity of online gaming will continue 
to increase. Attractiveness of this type of game is mainly in�luenced by chance to 
compare the skills of gamers. Currently, it is possible to observe, how gaming 
clubs gradually disappear in Brno, partly because gamers are simply no longer 
interested in visiting them and, therefore, are not �inancially self-suf�icient. The 
results of this research con�irm that rating policy has no tradition in the Czech 
Republic. Only about 20% of primary school students always follow instructions 
on the package of digital game, i.e. PEGI label (see Chart 3). There is a public need 
to incorporate rating and to inform all concerned about its meaning. Rating may 
warn consumers against negative in�luences. It provides information not only 
about the age group for which a game is designed, but also include profanity, 
teaches and encourages gambling, features nudity or explicit sexual content 
(so-called AO-rated video games), describes drug use, material that supports 
discrimination, etc. A thorough reading of the package must become a principle 
that precedes consumer’s decision to buy a digital game. There is a highly 
signi�icant medium dependence, between respecting of rating and gender. 
Especially boys do not respect it.

Chart 3: Playing games designed for the relevant age group
Source: Own processing

In the second part of the research, an impact of digital games on the primary 
school students was examined. In most cases, games more or less contributed 
to the fact that they have learned basics of computing. In boys, the percentage is 
higher in this context. The total number of urban and rural children is not much 
different – digital game might motivate children to study, and some media has 
proven to be bene�icial to older children. In any case, many products heavily 
marketed as educational make claims unsubstantiated by research. Digital games 
are attractive to students because they are perceived as funny and relaxing. 
However, in many cases they are also used to banish boredom, especially in girls. 
Only a minimum number of students play games to gain new knowledge and 
experience – it is not the main impetus for playing (see Chart 4).
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Chart 4: The main reason for playing digital games 
Source: Own processing

The results of the factor analysis show that, primary school students are aware of 
the risks of gambling. Rural children declare greater benevolence to this problem. 
Urban students are more concerned about it. Overall, less than 13% of students 
are aware of that gambling can be a problem (see Chart 5). In comparison with 
the research on gambling among primary school students in Ostrava, the overall 
results are almost identical. Local students are slightly less concerned about its 
potential risks.12 Highly signi�icant low dependence was proved between gender 
and opinion on gambling. Girls consider it a bigger problem than boys.

Chart 5: Risk perception of gaming addiction 
Source: Own processing

12 HLAVÁČ, J.: Vzdělávací program pro pedagogy ZŠ a SŠ v oblasti prevence sociálně 
patologických jevů. In Konference Primární prevence rizikového chování. Praha : 
Magistrát Hlavního města Prahy, 2010. [online]. [2015-09-30]. Available at: 
<http://goo.gl/npHinH>.
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Digital games can in�luence the student’s behaviour in everyday life. Especially, 
in case of boys coming from the Brno-Country District is clear that the game 
can motivate them to activities that are about their age inadmissible and can 
negatively affect their future development. 13% of rural boys tried smoking, 11% 
alcohol and 7% drugs due to the playing of digital game.13 These percentages are 
not negligible and may be related to the rating of games that is mostly not taken 
seriously in local conditions. In girls, the percentage is much lower (see Chart 6). 
The overall results show that rural children are more in�luenced by digital games 
than those living in the city. Most students consider the digital game as any game 
in general and do not recognize its negative impact on everyday life.

Chart 6: Imitation of the activities featured in digital games 
Source: Own processing

Craving for a game most often results in staying up late and waking up in the 
middle of the night, especially in boys. In many cases, they also do not hesitate to 
get up early for gaming. Playing digital games is more attractive to students from 
rural areas, who are increasingly turning to this behaviour than urban students. 
Surprisingly, a negligible percentage of primary school students inclines to 
truancy because of digital games. The overall results show that a majority of 
pupils are not affected by the games to the extent that they would get up early, 
stay up late, skip school or steal (see Chart 7).

13 There is an evidence of a high comorbidity rate of substance use and abuse among 
problem gamblers. It is believed that impulsive tendencies are partially responsible 
for these co-occurring disorders. CUNNINGHAM-WILLIAMS, R. et al.: Problem 
gambling and comorbid psychiatric and substance use disorders among drug users 
recruited from drug treatment and community. In Journal of Gambling Studies, 2000, 
Vol. 16, No. 4, p. 347-376.
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Chart 7: Implementing of activities featured in games into everyday life 
Source: Own processing

Moreover, digital educational games (e.g. containing historical references) may 
provide educational value to the player. Particularly in boys the game is not just 
about thoughtless mouse clicking but gives them a certain added value that can 
later be applied in everyday life. Overall results demonstrate that games motivate 
them to learn and may help them to gain new skills. Nevertheless, responsible 
social policy and adequate methodical framework must be implemented before 
any game is introduced to students.14

Chart 8: First thing students do when they come home from school 
Source: Own processing

14 DEREVENSKY, J. et al.: Youth gambling problems: A need for responsible social policy. In 
DEREVENSKY, J., GUPTA, R. (eds).: Gambling problems in youth: Theoretical and applied 
perspectives. New York : Kluwer Academic/Plenum Publishers, 2004, p. 231-252.
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Conclusion

Primary school students are progressively active online. They use internet for 
social networking, recreation and education. Currently, it is an important issue to 
distinguish accurately between an intense but ultimately benign or even healthy 
interest and prioritisation of gaming, also called ‘engagement’, and digital 
game addiction.15 The differences between the excessive digital game play and 
gambling addiction are interesting topics of research. The dynamics of gambling 
and digital games need to be examined to understand better the behaviors of the 
participants.16 Excessive digital game players may be trapped in a cycle just like 
gamblers, but the fantasy of digital games may have limits. Digital gaming can 
produce an extraordinary realistic fantasy. However, unlike gamblers, gamers 
cannot gain from playing games, so perhaps it might be easier to break out of 
the loop (Turner, 2008: 188-189). More research is needed to determine the 
problems and dynamics of digital games, and minimizing the risks of excessive 
gaming for the healthy development of children.
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GAME MECHANISMS IN MARKETING ACTIVITIES 
OF THEATRES

Katarzyna Walotek Ściańska

Abstract
The paper presents the new way theatres communicate with their audience in the area of 
social media. The author discusses game structures on theatres pro�iles as well as players-
spectators awarding and incentive schemes. She also describes experiments in presenting 
theatres live on Facebook and playing “advise, comment, vote” game with the audience. 
Gami�ication causes the changes in the behaviours of consumers of theatre offer. 

Key words:
Cyberculture. Gami�ication. Social media. Theatre.

Introduction

Today we experience the phenomenon of shaping a new culture paradigm – the 
cyberculture. We can approach this process with distrust, yet a better way is to 
prepare the research strategies which would allow to present and explain the 
occurring changes. In the world of techno-cultural transformations the model 
of formulating, presenting and promoting cultural activities must also change. 
Social media is a powerhouse of ideas how to promote and develop culture 
institutions or what kind of cultural offer to prepare. Two-way conversation 
between culture institutions and their audience (possible in social media) 
stimulates the development of the former. 95% of young respondents declare 
that prior to visiting a culture institution they look for information about its 
projects on Facebook or other online community portal.1 The network generation 
also does not agree on the passive consumption of one-way media. They do 
not want to reduce their role to be merely text decoders. They want to have an 
opportunity to express their opinions, be co-creators of various activities. This, 
in turn, requires a special creativity from the message senders and marketing 
activities facilitators. Young people would rather be prosumers than consumers. 

1 Cultural institutions in social media

Cultural institutions should use young receivers’ enthusiasm to undertake joint 
activities and create better services. More than 90% of the interviewed young 
people think that social media allow the effective promotion. None of the recipients 
thinks this is an ineffective marketing strategy. All respondents declared that they 
have a pro�ile in an online community portal. 84% of them check or update their 

1 Author’s own research study conducted among 500 students of Polish public and 
private university level schools.
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pro�iles every day (more than 30% do this several times a day, once every two/
three hours, also at night). The managers of culture institutions need to be aware 
of the growing popularity of social networking services and cannot overlook 
them. A good way of on-line promotion are YouTube or Vimeo services. They 
provide an opportunity to make available the fragments of plays or the whole 
events, to present interviews, reports from �ilm festivals, to advertise theatre 
workshops for school students. This way one can reach millions of recipients 
worldwide and practically costless. 40% of the interviewed young people often 
or very often watch plays and concerts via YouTube and 45% do that from time to 
time. Only 5% never watch such videos. So there is no doubt that these services 
have a great promotional potential. The research results indicate that all young 
people use social media, 98% of them are the users of content-based on-line 
communities and 40% enter the virtual game world. Much less of them follow 
blogs or micro blogs (8%). 85% of the recipients look for information about the 
offers and new events (35%) in the online community portals. 24% want an 
attractive consumer offer – they expect discounts or opportunities to participate 
in events for free. Young people want to watch movies, photographs (26%); they 
search for information about actors, authors (12%), they comment and review 
theatre plays (8%) or take part in discussions (8%). The research results clearly 
show that today a simple information about cultural offer is not enough to entice 
audience-spectators-consumers. It is worth to interact with network users in 
order to promote culture and create better services.  Culture institutions may 
also apply gami�ication and – by means of games – introduce products of culture 
to the receivers and at the same time educate the society. 

2 Gami�ication in theatre

More and more often theatre managers wonder whether a theatre is about 
playing on stage or playing with the audience. The main objective in using game 
mechanisms in theatres is to increase ticket sale, convince young people to spend 
their free time in the theatre and increase cultural competences. A game is to 
evoke emotions and provide satisfaction from performing certain, designated 
activities. It applies mechanisms such as rewarding, providing feedback, 
competing, winning and elements of surprise. The theatre is moved into the social 
media space. Facebook experiments provide examples of such activities. Actors, 
instead of occupying theatre stage, sit in front of computer screens. Novel/drama 
characters receive Facebook pro�iles. Narrator becomes an administrator. The 
character crucial to action development engages viewers in “advise – comment 
– vote” game. Before the live show begins, a few-second long video appears on 
Facebook. It shows a curtain, there is the sound of a ring bell and a sign saying: 
“Quiet! We won’t start until the audience is quiet.” Spectators-players may 
“like” this call, express their irritation or post a comment. During the show the 
registered users:
•  follow changes in characters statuses (e.g. “moved from... to...”),
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•  receive invitations to events (e.g. “wedding with the baron”),
• can give advices (e.g. in choosing the wedding dress or writing a love letter),
•  browse Google in search of e.g. duel weapon,
•  can interfere in the action by suggesting details of the story.

“Characters’ pro�iles” talk to one another through chat, audio podcasts and 
comments regarding their next actions. They kiss using emoticons (;-*).2

Table 1: The theatre on Facebook
THE THEATRE “ACTS” ON FACEBOOK.

DYNAMICS MECHANICS COMPONENTS MOTIVATION
Element of �iction 
(play, actual 
screenplay, plot 
adopted from a novel)

Opportunities 
(to score points, 
uncover secrets 
of the virtual 
characters and real 
actors)

Rankings (of 
characters, actors, 
possible solutions)

Points awarded for 
activity and exchanged 
for tickets or meetings 
with actors or director

Emotions (more 
intense than in 
a theatre as receivers-
players are co-creators 
of events, can change 
the course of action)

Collaboration 
on several levels 
(player – other 
players, player 
– play character, 
player – director)

Achievements (e.g. 
in solving the plot 
riddles, typing 
the characters 
responsible for 
certain actions)

Power – real in�luence 
on the course of events

Relations between the 
players (interacting 
e.g. mutual decision 
regarding the weapon 
a character should use 
in a duel)

Rewards (the more 
active players are 
in voting and group 
collaboration, the 
more points they 
get, which can be 
then exchanged for 
a ticket to the real 
theatre)

Avatars Ranking of players 
who contributed the 
most to shifts in action

Increase of 
competences 
(becoming familiar 
with the play, 
information about 
the given culture 
institution, virtual 
tour through the 
theatre)

Competition 
and challenges 
– decoding the 
structure or the 
system of game 
levels

Gifts (e.g. points 
exchanges for 
tickets to the real 
theatre, the title of 
the “Friend of the 
Theatre” etc.)

Unlocking the 
content (e.g. 
regarding 
characters’ secrets)

Source: Own processing

2 See: https://www.facebook.com/groups/MGTOB/ (retrieved: 10.12.2014), 
 http://wyborcza.pl/1,76842,11002732,Teatr
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For the description of these activities we can apply the term “con�iguration” 
which allows a distinction between interactivity from productive entertainment.3 
A theatre game is not about “click, comment, vote” interactivity but about the 
productive entertainment during which players-receivers signi�icantly interfere 
with the game world and the story. In the ancient theatre spectators were to 
experience catharsis, the puri�ication of souls through artistic experiences. In 
the “theatre” game receivers-players immerse in the virtual world, experience 
emotions resulting from the deep, intellectual and physical involvement in both, 
the story and the game technology. Another signi�icant difference is between 
participation in a theatre play and immersion in a simulated game world. One 
needs to discern between the speci�ic subjectivity of a theatre play spectator-
receiver and the subjectivity of a player. It is the simulation that is the key 
element pointing to the distinctness of these forms. Simulation is hermeneutic. 
Other of narratives; the alternative mode of discourse, bottom up and emergent 
where stories are top-down and planned. In simulations, knowledge and experience 
is created by the players’ actions and strategies, rather than recreated by a writer 
or moviemaker.4 Undoubtedly, through simulation one can gain knowledge about 
a theatre play and particular theatre. Computer game or activities involving 
game elements enforce the participation of users-receivers in the world of the 
play. Spectators cease to be simply consumers of the cultural offer. Culture is 
not something ready-made which we “consume”; culture is what we make in the 
pracitces of consumption.5 Receivers-spectators-players actively create meanings, 
acquire the status of participants in the story being told. They have a real power of 
commenting and affecting the course of events. Consumers become prosumers. 

3 Consumers of theatre offer

Today’s consumers of cultural offer are often cinema or theatre audience who 
tweet during watching a movie or a play6 – multi-screeners using several screens 
simultaneously.7 They are not only passive recipients but also creative individuals 

3 Con�iguration is the term appearing in the works of Steve Woolgar. See also DOVEY, 
J., KENNEDY, H.: Kultura gier komputerowych. Kraków : Wydawnictwo Uniwersytetu 
Jagiellońskiego, 2011, p. 8-10. 

4 AARSETH, E.: Genre Trouble: Narrativism and Art of Simulation. Cited after: DOVEY, 
J., KENNEDY, H.: Kultura gier komputerowych. Kraków : Wydawnictwo Uniwersytetu 
Jagiellońskiego, 2011, p. 13.

5 STOREY, J.: Cultural Theory and Popular Culture. Cited after: DOVEY, J., KENNEDY, H.: 
Kultura gier komputerowych. Kraków : Wydawnictwo Uniwersytetu Jagiellońskiego, 
2011, p. 17.

6 Due to the commonness of this phenomenon the idea introduced by the Chinese 
movie theatres owners (which did not passed unnoticed by the world media 
in August 2014) to install additional screens for tweets — see, for example. 
ENGELKING, W.: Tweety na ekranie kina. Najgłupszy pomysł Chińczyków. [online]. 
[2014-09-12]. Available at: <http://natemat.pl/114055,tweety-na-ekranie-kina-
najglupszy-pomysl-chinczykow>. 

7 The research conducted by IAB Poland (Internet Advertising Bureau) indicate 
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who got the role of producers (prosumers8) and, at the same time, “socializers” 
who share – through social media – every important event with their network of 
friends.9

Table 2: The characteristics of modern consumer – prosumer

PROSUMER
CREATIVE inventive, searching for new solutions, experimenting

INTERACTIVE
ACTIVE
COMMUNICATIVE

Communicating with other users, sharing own opinions, experiences, 
open to the dialogue with producers, business representatives, 
searching for information about products

INDIVIDUALIZED
looking for unique, personalized products that meet his/her own 
needs; aware of his/her expectations

INNOVATIVE
pursuing everything that is new, different, unique; valuing the latest 
technological solutions, willing to experiment, able to co-create new 
solutions

DEMANDING
INELLIGENT
AWARE

Knows the objectives of business marketing. Is familiar with the 
methods to achieve them. Has access to the world news (not only 
local information) and use them before purchasing certain products. 
Has high expectations towards the products. 
Is an aware purchaser and consumer.

INFLUENTIAL
Gives advise to other users and this way affects their purchasing 
decisions; creates products images and patterns of behaviors.
Co-creates brand values.

Source: Compiled by K. Walotek-Ściańska, M. Harasimowicz based on M. Samek: Zmierzch 
ery konsumenckiej. Prosument w komunikacji marketingowej (The Decline of the Consumer 
Era. Prosumer in Marketing Communication). In: Nowe trendy w reklamie. Między nauką 
a praktyką (New Trend in Advertising. Between Science and Practice). Ed. M. Wierzchoń, J. 
Orzechowski. Warszawa 2010, p. 177-180.

Modern technologies have a signi�icant impact on the cultural practices. The 
following features begin to de�ine culture: interactivity, virtuality, new status 
of receivers, new type of author-receiver relation. More and more often we 
encounter the cyberculture and gami�ication used to promote culture institutions. 

that 83 % of Polish Internet users aged 15 and more are multi-screeners — 
TV+WWW=Razem lepiej. Raport z badania. Lipiec : IAB Polska, 2014. [online]. [2014-
09-11]. Available at: <http://iab.org.pl/wp-content/uploads/2014/07/20140714_
IABPolska_TVWWW_raport_�inal.pdf>. 

8 See e.g. SIUDA, P.: Kultury prosumpcji. O niemożności powstania globalnych 
i ponadpaństwowych społeczeństw fanów. Warszawa : Instytut Dziennikarstwa 
Uniwersytetu Warszawskiego, O�icyna Wydawnicza ASPRA-JR, 2012.

9 See WALOTEK-ŚCIAŃSKA, K., HARASIMOWICZ, M.: Advertising in the World of New 
Technology – an Overview of the Selected Issues. In Zeszyty Naukowe Wyższej Szkoły 
Humanitas. Zarządzanie. 
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4 The Theatre “Game”

Games can be studied by applying the methods of literature science and 
linguistics (narratology) or the opposite – one can decide that games are not 
static media texts but rather an activity, entertainment (ludology).10 Is theatre 
game on Facebook becoming an entertainment? Can we call a spectator-receiver 
an agon who competes with other persons? Do such games contain also aleatoric 
elements (alea – games of chance) or the elements of mimicry (games of 
stimulation, role playing). We can also use other categories and try to describe 
Facebook theatre games as rule-based games (ludus) and at the same time 
creative and open-ended (paidia). We can apply the rhetoric of self (game permits 
the receivers to choose different avatars and experience esthetic satisfaction), 
rhetoric of imaginary (game allows to release creativity, improvisation), rhetoric 
of identity (game facilitates and sustains the identity of players community), 
rhetoric of progress (game serves the development of cultural competences).11 
The aims of launching a play on Facebook, a game played live with the network 
users are the following:
•  To gather a group of people interested in the theatre – fans who comment, 

create videos, click “I like it”, recommend us to others.
•  To acquire information about what the receivers think and what kind of theatre 

offer they expect.
•  To present the theatre building and theatre’s achievements (during the theatre 

virtual tour).
•  To increase ticket sales (points, rewards).
•  To increase receivers’ competences regarding creation process (education 

through fun). 

Live theatre on Facebook is, on one hand, a theatre experiment. It opens 
a discussion about the understanding of the stage space, actor-spectator 
interaction in the Internet space etc., and about cyberculture in a broader 
sense. However it is more dif�icult to evaluate it unequivocally (also in terms 
of semiotics) if virtually played show, allowing the audience to decide on the 
characters fate (by means of Facebook mechanisms: sharing, “likes”, or Google) is 
later performed on the real stage. So there will be the real meeting of spectators 
and actors. Thus both, virtual and real spaces will exist. It will also be more 
dif�icult to determine the subject of such theatre “game”. Internet users (the most 
active during the theatre game) receive free tickets to real plays, the best seats in 
the theatre, opportunity to meet with the director, actors, to visit the backstage. 
Others are given tickets discounts. There is a ranking of “creators”. And the most 
important for real theatres: they are “talking about this” on Facebook, young 

10 See more: DOVEY, J., KENNEDY, H.: Kultura gier komputerowych. Kraków : 
Wydawnictwo Uniwersytetu Jagiellońskiego, 2011, p. 27.

11 More about Sutton-Smith’s rhetoric’s in: DOVEY, J., KENNEDY, H.: Kultura gier 
komputerowych. Kraków : Wydawnictwo Uniwersytetu Jagiellońskiego, 2011, p. 36-
38. 
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people “invite” others to take part in such undertaking. This, of course, translates 
to the ticket sale. Thus, we can state that theatre experiment is also a “marketing” 
operation. The general outline of Facebook live game is planned by its director in 
advance. But it is Internet users who will decide which character turns out to be 
e.g. a murderer. So they have what counts in the game – a real power. Besides, this 
power is given to the spectators in the real theatre environments. There are more 
and more plays in Poland, in which the audience (through their applause) decide 
how the play would end or what would happen in the second act. One can watch 
one show in three completely different versions (which is a very interesting 
experience). What is the point of such game with the audience? The same stage 
set, the same actors and play, yet some spectators – intrigued by the “game” – 
comes to watch the same show again hoping they would see its other version, 
another �inal (though it may turn out this does not happen). The audience take 
the risk tied to such game, they want to experience more intense emotions. This 
kind of experiment evokes discussion in media – is it allowed, does it not violate 
freedom of creativity, is it not just another advertising trick. There is the media 
buzz – and in case of movie and theatre productions it is the key activity. If the 
goal was to raise interest in theatre among the young people (network generation 
representatives) and to encourage them to visit certain theatre house and watch 
the play – this goal may be achieved. 

5 Gami�ication mechanisms in marketing

The analyzed theatre marketing projects use various rewards (e.g. for the 
number of posts on a forum) and systems of achieving successive levels by 
collecting points (e.g. participation in dress rehearsal, invitation to premiere 
or meeting with play director). Players (consumers) compete with one another 
with the numbers of points collected. Social media publish rankings of players. 
The bene�its from implementing gami�ication in the promotional campaigns are: 
involvement, loyalty and brand awareness. Gami�ication in social media also 
involves:
•  contests in which one has to create advertising slogan of the show – the winner 

is the one that receives the most “I like it” clicks,
•  inviting the biggest possible number of friends to take part in a show or sharing 

certain content on one’s own notice board,
•  receiving ticket discount e.g. for signing up for a newsletter,
•  best show votes (stars, “I like it”), number of “shares” of a certain content in 

social media,
•  rewards for inviting friends to like the theatre pro�ile, e.g. on Facebook,
•  ticket discounts for posting play comments-reviews etc.

There is also online ticket booking that includes the elements of gami�ication. In 
the Silesia Theatre in Katowice the booking process begins with the question: 
“What would you like?” It is the spectator that decides if he or she chooses 
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modern and bold productions or prefers more leisurely evening with a good 
comedy, or would rather see some highly acclaimed drama. Each play has its own 
special marking so spectators can quickly �ind out if certain play is a proposition 
for students, presentation for adults only or perhaps the stage bestseller. 
Spectators-players then make a choice if they would like to see it on the Main 
Stage, the Chamber Stage or the Mall Stage. On the next level they must answer 
the question when are they free and what time they will visit the theatre (they 
then receive the map of the theatre venue in order to avoid late arrival to the 
show). The last question at the end of the booking procedure is: “When will 
you come back?” Spectators receive via e-mails repertoire lea�lets, invitation to 
follow the theatre’s pro�ile on community portals and a request to bookmark the 
theatre’s website and to subscribe for the newsletter. 

Picture 1:  Application of gami�ication in the ticket booking system. The Silesia 
Theatre in Katowice

Source: h ttp://www.teatrslaski.art.pl/bilety/miejsce

 
Picture 2: Application of gami�ication in the ticket booking system. The 
   Silesia Theatre in Katowice
Source: http://www.teatrslaski.art.pl/bilety/miejsce



DIGITAL GAMES

533

Conclusion

In order to develop incentive systems that use gami�ication the concepts of 
behavioral psychology (conviction that behaviour may be changed by applying 
an adequate system of rewards and punishments) and cognitive science are 
applied. Collecting points and rewards is not the only way to motivate receivers-
players. A lot of attention is given to emotions and inner motivation. Receivers-
spectators may get involved in a project because they feel the need to increase 
their knowledge, they are curious about the world. Motivations depend largely 
on the demographic characteristic of the players, their lifestyle, life goals and 
cherished values. Apart from the material goods – points, discounts, vouchers, 
rewards – players have the power. They can make decisions on behalf of others 
or decide about the course of common affairs e.g. how the theatre play would 
end (by voting), when it will be presented, they can choose the best actor etc. 
Spectators-players also gain access to the unique resources or tools (in games 
it may be unlocking hidden levels or characters; in social media – access to 
photographs of actors, news about their life received only after completing 
a certain task). Their social status is determined, they are respected by other 
“gamers” (e.g. by awarding the title of “friend of the theatre”, posting such 
information on one’s social media pro�ile). Culture institutions managers de�ine 
the desired behaviours (encouragement to take part in cultural events, active 
promotion of those events by adding “likes” on online community portals, 
sharing information) and then they form an engagement loop (by providing 
players with feedback, encouraging to remain active). The experiences that 
increase players’ engagement are: winning, collaboration, leisure, role playing, 
collecting, problem solving, being appreciated, creativity, discovering, learning, 
overcoming. It is worth to recognize the needs and motivations of the audience 
groups (also those connected with new technologies) in order to have a chance to 
create the model of spending free time with the art. Theatre is a play, pretending, 
mimesis, entertainment. Street theatre requires the maximum engagement from 
the audience. In theatre which does not separate stage from the audience the art 
is always interactive. Live Theatre on Facebook, gami�ication-based application, 
theatre pro�iles on online community portals are also the game of status, number 
of fans and “likes”, number of positive comments and site entries. Creating 
a pro�ile in social media (which would meet audience’s expectations) may be 
a way to tell institution’s history and to invite to the theatre world. 
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