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REKLAM ARACI OLARAK ADVERGAMING 

Betül ÖZKAYA

New Media presents a time and place free communication environment 
which creates a feeling of reality and functions much more interactive than the 
traditional mass media and this is essential for the advertisements that target to 
recognise the customers to influence them easily and  widely. Although the 
developments make it easier for us to recognise them, it also makes it harder to 
reach them. It seems very difficult to maintain the focus and attention of especially 
the young consumers since they focus on interactive and digital communication 
tools. This new communication enviroment has to draw the attention of the 
consumers who retain the power, to ingrain in their memories and to change their 
consumer behaviours , creative and impressive marketing communication strategies 
should be applied. Advergaming  as a strategy based on new media use is a starting 
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point for brand marks where the messages of traditional advertisements of mass 
media are gradually losing the effect in marketing communication. 

  Keywords: New Media, Interactivity, Interactive Advertisements, 
Advergaming 
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