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Så kan gamification aktivera din målgrupp digitalt och skapa fler leads
G A M I F I C A T I O N

L E A D : F A M L Y
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C O N N E C T
Connect with your target 
audience activate them 

and collect new and 
valuable leads

E N G A G E
Engage deeper with the 

target audience in 

meaningful ways and 
make them loyal

Q U A L I F Y
Qualify key customer 

data and to do better 
targeting

GAMIFICATION
H O W

C A N  M A K E  Y O U
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- START: SHORT INTRODUCTION TO LEAD:FAMLY

- FRAMING: CONSUMER TRENDS

- CAMPAIGNS: WHY DO YOU DO CAMPAIGNS?

- GAMIFICATION: DEFINITION, WHY, TRENDS, BREAK DOWN

- CASES: EXAMPLES FROM CLIENTS

AGENDA
S å  k a n  g a m i f i c a t i o n  a k t i v e r a  d i n  
m å l g r u p p  d i g i t a l t  o c h  s k a p a  f l e r  l e a d s
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SHORT 
INTRODUCTION

S H O R T  I N T R O D U C T I O N
A B O U T  L E A D : F A M L Y
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2 0 1 5

2 0 0 7 - 2 0 1 5

+ 1 0  Y E A R S  A G O

We were in a web-agency bubble  
Doing websites, custom campaigns 
AND advent calendars

Hmmmmm……what if!
(GAMIFICATION + DIY ) * COST FRIENDLY = VALUE ?

LEAD:FAMLY BACKGROUND
A B O U T  L E A D F A M L Y



LEAD:FAMLY 6

2 0 1 5 - 2 0 1 6

2 0 1 7

2 0 1 8

Full launch of Lead:famly as a SAAS 
in Denmark. 

Trial and error, trial and error, trial error 
Single campaigns

Launch of Lead:famly in Sweden, 
Norway, UK and Holland
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N O W

First few clients is already onboarding 
in Sweden! 

17 employees

LEAD:FAMLY IS A CUSTOMER 
ACTIVATION PLATFORM
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Min. spent 18.396.000
12.234.056
10.747.067

1.410.298

Participations

Sessions

Unique participations

Campaigns +2.000
195Countries



LEAD:FAMLY 9

CONSUMER 
TRENDS

C O N S U M E R  T R E N D S
T H E  I N T E R N E T  H A S  C H A N G E D  T H E  W O R L D
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THE INTERNET HAS 
CHANGED THE WORLD AND 
THE WAY YOU DO BUSINESS
B E C A U S E  I T  H A S  

C H A N G E D  T H E  WAY  

Y O U R  C U S T O M E R S  B U Y.
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THE BIG PUSH
IS UNDER PRESSURE
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Mobile device consumption 73 %
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Social Media 
consumption grows and 

now accounts for every 1 
out of 3 min. spent 

online
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B E  T H E R E B E  R E L E V A N T B E  R E A D Y

IT HAS NEVER BEEN MORE IMPORTANT
TO BE RELEVANT

R E L E V A N C E
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WHY
CAMPAIGNS?

W H Y ?
W H Y  D O  Y O U  D O  C A M P A I G N S ?
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CONNECT
ACTIVATE
ENGAGE 
REMEMBER
LOYALTY
WIN

W H Y  C A M P A I G N S ?

REPEATG
A

M
IF

IC
AT

IO
N
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DEFINITION
WHY

TRENDS
BREAK DOWN

G A M I F I C AT I O N
W H A T  I S  I T ?
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DEFINITION
G A M I F I C AT I O N

W H A T  I S  I T ?



LEAD:FAMLY 26T H E  P O W E R  O F  
G A M I F I C AT I O N
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Gamification is the use of game mechanics to drive engagement in 
non-game business scenarios and to change behaviors in a target 

audience to achieve business outcomes.  

Many types of games include game mechanics such as points, 
challenges, leaderboards, rules and incentives that make the game-play 

enjoyable

S o u r c e :  G a r t n e r  I n c .

“
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“Gamification is a marketing tool that uses 
game theory and design for non-game use 

to influence user behavior and increase 
revenue and brand loyalty 

S o u r c e :  e n g a m i n g . c o m
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game mechanics, such as game theory 

and design, in order to activate and 
engage your audience to increase loyalty 

and revenue 

L E A D : F A M L Y
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TRENDS
G A M I F I C AT I O N

W H A T ’ S  G O I N G  O N ?
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- Gartner: More than 70% of the top2000 companies was expected to 
launch min. one gamification campaign in 2014

- MarketsandMarkets: Gamification will grow by 500% to 11B-USD 
before 2020

- Gartner: Gamification (as a marketing technique for activation) will 
grow rapidly until 2020

TRENDS
B I L L I O N  D O L L A R  I N D U S T R Y
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WHY
GAMIFICATIONG A M I F I C AT I O N
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We use games to make them enter a world where dopamine will flow 
(this is the feel good hormone) and all messages they will receive while 

playing a game will not only be well registered and will also be 
remembered…

No other marketing techniques can make that happen

S o u r c e :  N i c o l a s  B a b i n

“
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Humans are ‘hard-wired’ to enjoy games

S o u r c e :  G a r t n e r  I n c .

“
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NEURO
MARKETING

B R A I N  H A C K ! ! ! !
L E T  T H E  D O P A M I N  F L O W !
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BREAK 
DOWN

G A M I F I C AT I O N
C O M P O N E N T S  O F
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“ R E A L ”  G A M E S “ B O Y  S C O U T S ” A C T I VAT I O N  G A M E S

GAMIFICATION BREAK DOWN
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“ R E A L ”  G A M E S
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“ B O Y  S C O U T ”  G A M E S
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A C T I VAT I O N  G A M E S
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1. CHALLENGES
2. CHANCE
3. COMPETITION
4. FEEDBACK
5. REWARDS

G A M E  M E C H A N I C S
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K e v i n  W e r b a c h  “ F o r  t h e  W i n ”
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CLIENT 
EXAMPLES
C L I E N T  E X A M P L E S

P R O V I N G  T H R O U G H  E X A M P L E S
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Sinful: Game vs. non game - increase the conversion rate

Supervin: Luck vs. skills - different value

HBO: High engagement - low conversion - super value

If: From low interest to high interest 

ALDI: From offline to online - with help from game mechanics

ILVA+IDÉ: Frequency + gamification - better chances for being remembered

BONES: From online to POS - with help from game mechanics

CASE SCENARIOS
S U M  U P
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Non game vs game
I N C R E A S E  T H E  C O N V E R S I O N  R A T E

T H E  P O W E R  O F  G A M I F I C AT I O N

CTR: 3,6% CTR: 99,1%
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Luck vs.  ski l ls
C O M P A R I S O N  S T U D Y

S A M E  P R I C E

D I F F E R E N T  G A M E  C O N C E P T S



LEAD:FAMLY 48

Luck vs.  ski l ls
C O M P A R I S O N  S T U D Y

< - 1 5 0 %  h i g h e r  c o n v e r s i o n  r a t e
3 0 0 %  h i g h e r  s a l e s  - >

2 5 0 %  h i g h e r  t i m e  s p e n t  - >
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High engagement -  low conversion -  super value
H B O  6 0  q u e s t i o n  G o T  q u i z

+ 7 5 0 . 0 0 0  u n i q u e  p a r t i c i p a n t s

2 . 2 0 0 . 0 0 0  p a r t i c i p a t i o n s



LEAD:FAMLY 50

LOW INTEREST BECOMES HIGH INTEREST
I F  I N S U R A N C E

B O R I N G  C A N  B E  E N G A G I N G
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ALDI
F R O M  O F F L I N E  T O  O N L I N E :  G A M E  M E C H A N I C S  A N D  O M N I C H A N N E L  

5 6 . 0 0 0  v i s i t s  /  2 0 . 0 0 0  u n i q u e  p a r t i c i p a t i o n s
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IDÉmøbler  & ILVA
A W A R E N E S S

F R E Q U E N C Y  +  G A M I F I C AT I O N  -  B E T T E R  C H A N C E S  F O R  B E I N G  R E M E M B E R E D ?
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Bones Restaurants
F R O M  D I G I T A L  A C T I V A T I O N  T O  P O S

1 . 2 0 0 . 0 0 0  PA R T I C I PAT I O N S

2 4  AV E R A G E  T R Y / PA R T I C I PA N T
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- Easy to activate the audience -> high conversion rate

- Build positive and strong brand awareness

- Increase knowledge about your company, products and services

- Keeps you remembered

- Collect more data on participants (if there’s a registration)

THE VALUE OF  
GAMIFICATION

S U M  U P
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Do not make it to easy - stimulate the competing nature

Set the objective and pick a suitable game concept

Be carefull with luck based games (have a plan ready)

Launch campaigns with out prices and leads

The price size is not the key trigger

Let them know what’s going on

Test, test, test

TIPS N’ TRICKS
G E T T I N G  S T A R T E D
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TACK SÅ
MYCKETT H A N K  Y O U

M A N G E  T A K
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C O U N T R Y  M A N A G E R ,  S W E D E N

S T E E N  B L I C H E R

ssb@leadfamly.com

M A N A G I N G  D I R E C T O R

M A R T I N  B J Ø R N  M A D S E N

GET IN TOUCH

mbm@leadfamly.com


