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The change in brand attitude attributable to game enjoyment is stronger for  

product-relevant advergames than for product-irrelevant advergames.  

Journal of Interactive Advertising, 2008 

  

 

 Chipotle Mexican Grill’s advergame The Scarecrow and the associated website offer a 

compelling opportunity to experience the persuasive impact of themed branded entertainment 

advertising. In a nutshell, branded entertainment advertising “involves elements of brand 

communication into content that consumers seek out for entertainment purposes” (Wise, et al., 2008, 

p. 27).  Using a braided approach that combines both central and peripheral processing activities, 

Chipotle’s Scarecrow game draws the viewer into a narrative story that takes on the explosive growth of 

processed food, offering natural, whole food alternatives. The narrative and game are timely, relevant 

and intimately related to the product – the brand -- Chipotle’s Mexican Grill.   

 The Scarecrow website itself offers a variety of options to read, view, watch and think about the 

topic in an easy-to-navigate and friendly format with captivating game demonstrations, intriguing video 

shorts, plain text and plenty of white space. Although somewhat limited to clicking and viewing – a more 

passive form of participation – the modality interactivity of the website as a whole seems well able to 

grab the viewer’s attention and hold it through peripheral cues and snippets of information educating 

the viewer to the issue, encouraging a parallel central method of information processing. The combined 

approach compensates for decreased source interactivity to some extent, by offering a variety of 

activities as well as opportunities to get involved in the specific Chipotle foundation or in other more 

broad-based similar movements. Message interactivity was also a fairly one-way process, with the target 

reading or watching the presented information. However, as the website was not developed for forum-

based discussion, that point seems fairly moot. According to Sundar, et al., “. . . interactivity is assumed 

http://www.scarecrowgame.com/
http://www.chipotle.com/en-US/default.aspx?type=default
http://www.scarecrowgame.com/facts.html
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to breed greater involvement in the interaction” (2012, p. 393). My sense, after taking a look at 

Chipotle’s quarterly financial reports, is that the level of interaction was just right for the viewer. 

 The website offered 30-second demonstrations of the Apple-based game, with a clear invitation 

to avail oneself of the free download. Unfortunately, I possess no Apple products, so my analysis will be 

limited to the brief demonstrations. As a persuasive technology, the Scarecrow game clearly meets the 

Fogg, et al., definition of a product that has been created “with the intent to change attitudes or 

behaviors in a predetermined way” (2002, p. 766). The game demonstrations draw the viewer into an 

alternate reality through vivid graphics and a clear storyline that mixes fact and fiction. The emotional 

appeal through the use of music and a storyline (Willie Wonka’s Chocolate Factory) that is familiar and 

dear to the generation with the dollars to spend on more expensive whole foods also increases the 

chances of the viewer seeing him or herself as the scarecrow avatar.  With those odds increased, the 

viewer will be more likely to experience the Proteus Effect, described as “the tendency among 

individuals to model their online behavior after their digital self-representation” (Sundar, et al., 2012, p. 

396). 

 As a persuasive marketing technique, I found the website itself a compelling advertisement to 

explore Chipotle’s Mexican Grill. And more to the point, it got the mental juices flowing around the 

importance of resuming deliberate purchase of locally grown foods that are as close to nature as 

possible. Since I usually shrug off advertising attempts, I am curious about the strength of this approach. 

I suspect a large part of the appeal had to do with the familiar music and storyline of Willie Wonka and 

the Chocolate Factory, as well as the less-than-subtle reminder of Dorothy and the Wizard of Oz’s 

Scarecrow who had a big heart but really wanted a brain. In fact, I think that’s one of the main strengths 

of this approach: it appealed to head and heart in a multi-modal approach.  Individuals “rely on . . . their 

own affective response” when processing information, and furthermore with “any general autonomic 

nervous system arousal” experience increased “motivation to share information with others” 

http://ir.chipotle.com/phoenix.zhtml?c=194775&p=irol-newsArticle&ID=1895464
http://www.imdb.com/title/tt0067992/
http://www.imdb.com/title/tt0067992/
https://www.google.com/search?q=dorothy+and+the+wizard+of+oz&es_sm=93&tbm=isch&tbo=u&source=univ&sa=X&ei=d9UxVaqJBdOxogT1vYCQCg&ved=0CDgQ7Ak&biw=1366&bih=667#imgrc=sBD6Grwyf2GIWM%253A%3BeKqzBVGBfT_mEM%3Bhttp%253A%252F%252Fimages2.fanpop.com%252Fimages%252Fphotos%252F6300000%252FDorothy-Meets-The-Scarecrow-the-wizard-of-oz-6343145-640-480.jpg%3Bhttp%253A%252F%252Fwww.fanpop.com%252Fclubs%252Fthe-wizard-of-oz%25
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(Guadagno, et al., 2013, p. 304). I can attest to that impact. After watching the game demonstrations 

and exploring the website, I promptly posted it to my Facebook project page Whose Voice Matters? If 

nothing else, this advergame reminds me that even just one voice can make a difference – and that is a 

reminder that everyone needs from time to time. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://www.facebook.com/groups/442648505890961/
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