LEAD:FAMLY

GAMIFICATION

Sa kan gamification aktivera din malgrupp digitalt och skapa fler leads



GAMIFICATION

CAN MAKE YOU

& £ K

CONNECT ENGAGE QUALIFY
Connect with your target Engage deeper with the Qualify key customer
audience activate them target audience in data and to do better

and collect new and meaningful ways and targeting

valuable leads make them loyal



A e i .aqs  -START: SHORT INTRODUCTION TO LEAD:FAMLY
AGENDA - FRAMING: CONSUMER TRENDS

- CAMPAIGNS: WHY DO YOU DO CAMPAIGNS?

- GAMIFICATION: DEFINITION, WHY, TRENDS, BREAK DOWN

- CASES: EXAMPLES FROM CLIENTS



SHORT INTRODUCTION



LEAD:FAMLY BACKGROUND

+10 YEARS AGO

00000000 2007-2015

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

2015 @

Hmmmmm...... what If!
(GAMIFICATION + DIY ) * COST FRIENDLY = VALUE ?



thansen.dk
new winners every day

SCRATCH & WIN

2015-2016

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

KaTpagne satnnk
ey

| 2017

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

EESE ]
2018

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



NORDIC NOW

First few clients is already onboarding

HANDEL ﬂﬂﬂﬁﬂ in Sweden!

LEAD:FAMLY IS A CUSTOMER
ACTIVATION PLATFORM

MMM
Terereeres

17 employees




CAMPAIGN ACTIVITY 2017

o 18.396.000
Partiipatons 12.234.056

Sessions 10.747.067
e pericpmions 1.4710.298
S +2.000
oot 195



CONSUMER TRENDS



BECAUSE IT HAS
CHANGED THE WAY
YOUR CUSTOMERS BUY.












NOW accounts
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RELEVANCE

IT HAS NEVER BEEN MORE IMPORTANT
TO BE RELEVANT

1 @ O

BE THERE BE RELEVANT BE READY
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CONNECT
ACTIVATE
ENGAGE
REMENMBER
LOYALTY
WIN

REPEAT

GAMIFICATION



GAMIFICATION



GAMIFICATION




THE POWER OF

GAMIFICATION




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

Source: Gartner Inc.



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

Source: engaming.com



Gamification in marketing is the use of
game mechanics, such as game theory
and design, In order to activate and
engage your audience to increase loyalty
and revenue

LEAD:FAMLY



GAMIFICATION




SILLION DOLLARINDUSTRY - Gartner: More than 70% of the top2000 companies was expected to

TRENDS 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



GAMIFICATION




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

Source: Nicolas Babin



Humans are ‘hard-wired’ to enjoy games

Source: Gartner Inc.



BRAIN HACK!!!!



GAMIFICATION




GAMIFICATION BREAK DOWN

“REAL” GAMES “BOY SCOUTS” ACTIVATION GAMES



“REAL” GAMES

22|::_|."J.._l";“
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“BOY SCOUT” GAMES

Book online or call

“ Hotels.com (+44) 20 3684 0273

Deals Groups Addyourproperty Help

Q Hotel search Continue your search See all >

Stockholm, Sweden Eg] Q Stockholm, Sweden

Thu 19 - Fri 20 April 2018, 1 night, 1 room, 1 adult Dok Check ind Mine bookinge Flys S
Destination, property, landmark, or address . Ap 9 \MJ Boo Lol IS O00RNIg= ystalu

/ Check in Check out T —
Tilbage til dashboar Log af
1010412018 2010412018 MIT EUROBONUS
/ Thursday Friday p
g Flyafgange
b Rooms !-

1 room, 1 adult %

4 500 point
Q Copenhagen, Denmark ®
Fri 22 - Sun 24 June 2018, 2 nights, 1 room, 2 adults Medlem Saly Guld Diamant
' 20000 45000 90000
point point point
27 775 point 634191993 Salv +40 500 point dec 1, 2017 - nov 30, 2018 december 2015

----------- 8 Collect 4 more nights to get 1 free*

And look out for Secret Prices on selected hotels

ADMINISTRER MIT EUROBONUS

Efterregistrér point Register 54

T
Wi

Foraer/modtag kort Foraer vaek nu

Bestil nyt kort, bagagemaerker eller SAS Smart Pass Bestil nu



OIIEISIO)

GAMES

ACTIVATION

Quiz Scratch card Puzzle

Personality test Slot machine 5 Spot the difference
Calendar game Wheel of fortune Memory

Guess the picture ==) Voting polls Sliding puzzle

Level quiz Lucky number Prio Game [ m




1. CHALLENGES
2. CHANCE

3. COMPETITION
4. FEEDBACK

5. REWARDS

MECHANICS

GAME

Kevin Werbach “For the Win”’



SKILLS

=
KNOWLEDGE

dOd3TMONM

0.

SKILLS (LUCK)



HIGH CONVERSION

=
HIGH ENGAGEMENT

INJINIOVONI MO

LOW CONVERSION



CLIENT EXAMPLES



S UMEUE Sinful: Game vs. non game - increase the conversion rate

CASE SCENAR'OS 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+IDE: Frequency + gamification - better chances for being remembered

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



Non game vs game

THE POWER OF GAMIFICATION

VIL DU HAVE ET
BEDRE SEXLIV?

Bliv inspireret til nye fantasier
og fa spa@ndende nyheder
direkte 1 din indbakke Skrab og vind - hver dag!

Paskeharen har gemt freekke
preamier pa dine skrabelodder
Vind praemier for over 6.000 kr.

Progv lykken!

. .

CTR: 3,6% CTR: 99,1%




Luck vs. skills

SAME PRICE
DIFFERENT GAME CONCEPTS

Hvilken druesort er mest udbredt i Australien?

GAv$o1 .
. KOR

Vind et gavekort pa 150,- kr.

Vind ot oavvalrart na 18N - LIr»




Luck vs. skills

Hvilken druesort er mest udbredt i Australien?

GAVE~ -
. KORT

Vind et gavekort pa 150,- kr.

Vind ot oavalzart na 180N - Ire

<-150% higher conversion rate
300% higher sales ->
250% higher time spent ->



High engagement - low conversion - super value

+750.000 unique participants
2.200.000 participations

NORDIC NORDIC NORDIC

YOU ARE DEAD!

Quiz: How long would you survive
in Game of Thrones?




LOW INTEREST BECOMES HIGH INTEREST

BORING CAN BE ENGAGING
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7nc%nw@squ
VED DU, HVORNAR
INDBOFORSIKRINGEN D/EKKER?

Spergsmal 2
Min indboforsikring dakker indbrud, selvom jeg har

DU SVAREDE FORKERT!

offentliggjort pa sociale medier, at jeg er taget pa ferie

Sadan er du daek'k.elt | -

Sadan kan du forebygge




ALDI

56.000 visits / 20.000 unique participations

Vind laekre pramier i vores store
paskekonkurrence

Du kan deitage én gang pr. kenkurrence.
Witrmbiuer 39 vindere | hver keakurrence Blandt dem, der har svaret rigtigt
Vinderne af konkwrrencen fthr divekte besked o vil ogsh kunne ses ph: addldb/passkelvindere

: ,4.
€ O

Find de gule piskekyllinger Find de Mia piskekyllinger Find de grenne piskel
Konhurrenien of shut, KONALFTeNOen of St Du an Gellage | Cenre b0
frad 22. manstid. 4

LEAD:FAMLY 51

FROM OFFLINE TO ONLINE: GAME MECHANICS AND OMNICHANNEL

shdan deltager du:

1, 0wl eres ALDH v from [3e avisen ondne
her)

7 T ale O fr v plihalBeger il Sevw

dev er vod o bivve wdilarihet | mgpethaborre
LW T NGIge e Fer s

Hvor mange grenne
paskekyllinger er der i
avisen

fra d. 23/3 til d. 29/3?



IDEmobler & ILVA

FREQUENCY + GAMIFICATION - BETTER CHANCES FOR BEING REMEMBERED?

IDEmobler

ik A

®
; e n d e S p ll Udover at vaere med i den arlige konkurrence pa 25.000.- far ILVA's

nyhedsbrevsmodtager hver maned:

Vind et gavekort pa 1000 Kr. il IDEmebler

IDEmobler

Vendespil

SPIL & VIND




Bones Restaurants

1.200.000 PARTICIPATIONS
24 AVERAGE TRY/PARTICIPANT




sUM UP - Easy to activate the audience -> high conversion rate

TH E VALU E OF - Build positive and strong brand awareness

GAMIFICATION - Increase knowledge about your company, products and services

- Keeps you remembered

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



GETTING STARTED Do not make it to easy - stimulate the competing nature

Tl PS N’ TRlCKS 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



THANK YOU



GET IN TOUCH

STEEN BLICHER MARTIN BJORN MADSEN

ssb@leadfamly.com mbm@leadfamly.com

(i) (in)



