Gamified Promotions:
Increasing Conversions
for Digital Marke\ting
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What are Gamified
Promotions?
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The application of game mechanics and
game principles to a marketing/
advertising context.

The goal of gamification is to motivate
user behavior in order to meet business R
objectives.
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Why Gamifred
Promotions?
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Why Gamified Promotions?

Audience Acquisition:

20%-30% of raw traffic converts to email
opt-Ins

[

[ apa mur,aTy?] Expires: 1/22/2016

Increased Sales:
Coupons & offers delivered as gamified

. . . ‘ / % 1\ \ Time Left: '
incentives see up to 4.5x the conversions | »
of standard mobile coupons. By somp———

Find Stores
User Engagement:

With an Instant Win mechanic, gamified
promotions see 40%-50% return user
traffic, with 3x longer average session
duration

Share with Friends

O
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Why Gamified Promotions?
Media Optimization

Deeper engagement translates to
more interactive events to track.

This means media spend for Gamified
Promotions can be optimized around
real performance, not just clicks and
Impressions.

Typical
Digital
Media

Average results of Gamified Media:
 17% more conversions
 2-3X better campaign performance

Gamified
Media

Opt=in &
Returni\Visits:
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Gamified Promotions
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Creating a Gamified Promotion involves 3 simple decisions:

Audience Experience Incentive

Who am | engaging? What do | want them to do? What’s in it for them?
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Creating a Gamified Promotion involves 3 simple decisions:
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Papa Murphy's: celebrate %’ p@ f [
Saint Paddy's day and spin S S *ﬁ
to win a prize! 5 Free

Cookie
Dough

http://mo-pro.co/12kODI S e o
%/

: Good for one (1) free cookie dough with
! purchase of pizza at regular menu price.

Clip Coupon

Terms & Conditions
Offer expires 3/18/15. Good for one (1)
‘ free lough with purchase of pizza
nu price. Limit 1 per

= o e e
7 7
c_ _ < J
Audience Experience Incentive
(i.e. the Brand’s (.. a prize wheel (I.e. a series of interactive
owned SMS Database) with custom logic) mobile coupons)
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Audience

Define;

 Point of Discovery
Size & Scope
Targeting Criteria
 Geo
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Audience:
Point of Discovery Q Paid Search g IStore T

There’s no need for an app. f  paid Social

Events <5F
] Mobile Media

Because Gamified

Promotions are built %  Prize Network
with HTMLS5, they = Desktop Media
can be integrated

Into any marketing
channel, at any =
point of discovery.

Physical Media 55

Instagram

@

Facebook F

" Pinterest ®

Twitter Y
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Audience: Targeting Criteria

 Age * Per-Household (Physical Address)

« w/kids in HH  Proximity to Participating Retailers

 HHIncome » Dayparting

* Geo/DMA * Interests

* Purchase History o JobTitle

. Political Affiliation . Gender ‘

« Automotive Data  Marital Status |

* Education * Dwelling Type “ ‘
» Lifestyle e (Consumer Data | |

* Modeled Credit Data * Neighborhood

* Business Data * Legal Drinking Age Y/N ‘

e Type of Device  Favorite Sports Team _‘_
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Experience Choose from:

* Digital coloring book
_ — —— * Prize wheel
‘ ‘ * Animated .gif maker
Social quiz/Survey
Lottery scratch card

(G minions oo |

= ININIONNE

}’ _______—-——1-—"""-. &

« Carnival shooting gallery *'Sﬁﬁuéf
* Branded photo booth | el &

Postcard creator
Shake-to-play

~* Memory matcher
o Slider puzzle
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Experience: Typical Post-Click Conversion Rates

|
" Prize Wheel 80-90%
/L L1LE Lottery Scratch 30%
- Card
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Incentive
Choose from:

» Sweepstakes

* Mobile coupons/offers
Entertaining content

360 Video/Traditional Video

Helpful tips
Product recommendations ; X/ X
- [

Gamified Promotions: Increasing Conversions for Digital Marketing | 15



Incentive: Typical Conversion Rates

Incentive Conversions

Sweepstakes 20%-30%
Digital Prizes 20%
Product 7%

Recommendations
Gamified Coupons 30%

Personalized 45% ; W Xﬂ
b

Coupons
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Incentive: Instant Win Mechanic

Context is everything: Instant Win
campaigns see 3x higher
conversions than standard
sweepstakes
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Case Studies:

[ [

=

Chiquita: “Minions Love Bananas"’

PepsiCo: “Game Day”
Carol’s Daughter: “Hairsonality Quiz”

i
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Case Study

“Minions Love Bananas”
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WIN

HUNDREDS oF

PRIZES P
SCANACHIQUITA

INSTANT' 0‘ ﬁ

. FunMobility helped Chiquita capitalize on its partnership ‘-’
with the despicable Minions, creating a wildly-active - °' S
community that devoured a collection of addictive //ﬁ
digital experiences. Cll&lll/ld

* Doubled the size of Chiquita’s CRM database
* 237,000 hours consumer attention
é * In-store digital engagement: “Sticker Scanner”
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Case Study: Chiquita

Audience: Mothers w/ child in HH.
In-store shoppers at Chiquita’s
retall affiliates

100% ii-ﬁ I
1 0 s

LEJ|E | F LS
mnnn

Experience: Sticker scanner, games
and activities

Incentive: Sweepstakes, instant-
win digital prizes
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Case Study: Chiquita

Incentives

Grand Prize: ‘& WINa

* End of campaign sweeps winner % gl 2 TRIPTU
Instant Prizes: | 4

h % | ." . N o A
. AN V)
/ 2 ) Eha
‘ " RN
N B ST
- N al .
| 5 ; )
3 N e
A w2y IS 1

or HUNDREDS or
otner PRIZES INSTANTLY.

« Sweeps entries

« Minion merchandise
« Wallpaper/Graphics
* Mini Movie Clips

o Activity Books

* (Game Power Ups
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Case Study: Chiquita

Instant-Win Digital Prizes

Provided an unlimited supply of rewards, delivering instant gratification every time
users engaged with the promotion.

Game Power-Ups: Wallpapers/Videos/Activities:
Unlocked mini game features that increased users Provided a digital trophy that the user could
ability to score and unlock more winning moments display on their device and collect.
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Case Study: Chiquita US UVERVIEW

MINIONS LOVE BANANAS
vy PAGE VIEWS

BB GAMES PLAYED

‘«e HOURS CONSUMER

ATTENTION FOR FUTURE EMAILS
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Case Study: Chiquita Us UVERVIEW

MINIONS LOVE BANANAS
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Case Study: PepsiCo

Campaign Snapshot:

PepsiCo used gamified couponsand | = ===
incentivized email opt-in to acquire and ' ===
engage a new digital audience forits :
retall partners.
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Clip Coupon

This program continues to drive IR | [INSTANTLY wine
recurring, predictable ROI for " ‘
participating stores. - )
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Case Study: PepsiCo

Audience: Millennials within close
geographic proximity to participating
retail partners: QSR & Convenient
Dining
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INSTANTLY WIN!

— ——

/. D‘”"J:;/ b.pr‘:'-; ,‘;"I/ 14/205 |
Clip Coupon

00:28:80:80

days hrs mins secs

00017105354300567853

Experiences: Spin to win, Email Opt-In

Incentives: Coupons, a Super Bowl-
themed sweepstakes

First and Last Name*

Email Address*
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Case Study: PepsiCo

In the lead-up to the Super Bowl, PepsiCo wanted to offer their
retail channel partners a turn-key program that would generate
recurring, predictable ROI while being fun & engaging for the end
user.

Overview

A Two-Phase Solution:

Hey Club Members,

FunMobility employed a two-phase strategy, revolving around
gamified mobile coupons to build an engaged, loyal community
near participating retailers.

20% off regular price for VIP Pizza Club
Members!| Click here to get your Easter
special. Leave the hard work for the Easter
Bunny this weekend!

o Expires. 12/14/20%
Radeem online or in-store at the nearest
sartisipating location lip Coupon

Bon appetit! .. .g Bn ‘

mins  secs |

053543200

First, FunMobility used targeted display ads that offered users a fun
way to “win” a variety of coupons to help them throw the ultimate
Super Bowl pizza party.

Users who did not opt-into the promotion’s CRM list from this initial
touch were retargeted with a second offer, to enter a sweepstakes

to win a $100 gift card.
77N
The second phase involved an ongoing CRM program to engage \ — ‘ o o
this newly-created audience with email offers that could be e ——————— S ————————
redeemed either online or in-store, driving long-term recurring Phase 1: Gamified Digital Display Phase 2: Interactive CRM

revenue from the initial campaign.
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The Game Plan

Targeted Display Ads

o o,a&-—m J \\\,’ No CRM Opb-In

eCommerce ' ’ Bncw & Mortar

Conversions Conversions (

A Re-Targeting
\ ~ Ny Campaign
Recurring Monthly

Engagement ‘i\\ "4 Chance
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User Flow, Pt. 1
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Donny’s Pizza
10415 Tierrasanta Bivd, San

ITER| |
xpires. 12/14/20%

ExOF ( Donny’s Pizza

/” 6110 Friars Rd Suite 111, San

Diego, CA

Optional

| L BT PR CRM Opt-In Clip Coupon ——
e A A onny’s Pizza
A \W‘.‘ Al /’) 7921 S Hosmer St, Tacoma,

WA
e T T Q8:88:80:80 e
s pencilar 1\ days hrs mins  secs Doti’s Piza
people fike this, . 'JP) 7011 27th Street West,
— A X University Place, WA
s wo et = : ALHROALA A AR g
—— 00017105354300567853
i ; o e s Donny’s Pizza )
= - @ 2601 N Pearl St, Tacoma, WA
655.7 miles away

Digital Display Ads HTML5 Gamified Post-Click Interactive Coupons Store Finder
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User Flow, Pt. 2
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PIZZACLUB

Hay Club Members,

TR If opted || e e
) p t -— 20% off regular price for VIP Pizza Club
Members! Click here to get your Easter
i n to C R M special. Leave the hard work for the Easter
I f N OT Bunny this weekend!

opted into
CRM

v

v O J
S —
Retargeted with Sent Ongoing Email Offers Coupons for both eCommerce and
sweepstakes offer physical stores
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The Road to Recurring ROI

$7.00
Value of
$6.00 new opt-in
$5.00 Positive ROI after
3rd email
4.
$4.00 Cost per
$3.00 new opt-in
$2.00
$1.00
$_

1st Email 2nd Email 3rd Email 4th Email 5th Email 6th Email
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Case Study: PepsiCo

Phase 2 Results (CRM)

e Email opt-in rate: 30%

Phase 1 Results (Display)

o 94% Post-click engagement

* Cost per coupon conversion; $3 * Cost per new opt-in; $3.39

 Average cart size: $25  Avg. coupon conversions per emall sent: 4.4%
e CTR:1.01%

1,052 FB likes within target dates
* Phase 1ROI: 8x

 Recurring value of avg. opt-in per email sent:
$1.10

* ROI after 6 emails: 2x

Cumulative ROI: 9x
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$urve;gs Give Product
engagwm{- Recommendations l
Carns Coupon™ e
Rewards

Case Study

“Hairsonality Quiz”
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Coconut Body
) Cleansing
Cream with
Frappé Duo
. L $31.00

This g duo gently softens

Locate &

-

$10 &  of

and leaves normal-to-dry skin smefling crisp and

— — clean. This set Coconut Body Cl
gl dne-duf derndpaghudal Cream, 8 l 0z and Coconut Frappé Body Lotion, erys "‘:‘;ﬁy: it Steat 5 miles >
T any 0fer siters or promations. Covpen 555 4th Stree
00es <an be rodeemed oaly i Carsts Daughter Boz
el Blaces o ot CatolaQanahier.som

| s

DINE © 1.5 miles
2125 Stoneridge Mall ImRes >
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Case Study: 7"
Carol’s Daughter :

Beauty products retailer and
manufacturer Carol’s
Daughter used a fun,
pranching quiz to lead users
to personalized mobile
coupons and products
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_Unique FunMobility _
internal user ID J' Nanosite Instantce

A B C D
User ID Date ‘ Brand | widgetinstancelD |
21548365 Thu Jan 15 16:45:28 PST 2015 Carol's Daughter 19715
11548222 Thu Jan 14 16:45:28 PST 2015  Carol's Daughter 19715
UTM parameters, defined
= at page creation
What's your hair's natural state : What's your h;uir!z;!uucm state? | E . |
—— = o ' Campaign Source  Campaign Medium Campaign Name |
Stranght i Mobile SMS Push App hair survey
Wavy Ory haly Mobile Email Email hair survey

Loose Carks Halc g h

Dynamic columns
generated by question.

M. |
Tight Curls PO,

Freeform responses

Rows are results are stored as text

| have no idea

| J K
Married D Hair Natural State = Hair Current State I Suggestions or Ideas
Yes Straight Frizz hair milk in a bigger container like a half gallon jug
No Loose Curls Dry Hair love almond cookie soap would like candle too
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Case Study: Carol’s Daughter

4.5x higher

redemptions vs. Results
average mobile e /2% Quiz Completion

o 45% Coupon Redemption Rate

coupons .
* (CRM Database Segmentation

“It’s been terrific. We’ve seen excellent results: 45% of all coupons have been redeemed, which is
an extraordinary number.”

- Jessica Klein | Director of E-Commerce, Carol’s Daughter
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Want to launch a
Gamified Promotion?

Contact us:

Sales@funmobility.com
(855)75-MOBILE

www.funmobility.com

MOBILITY



