
SPR ING  AND  SUMMER  

I NTERACT IVE  CAMPA I GN  

LOOK  BOOK



I NSP IRAT ION  FOR  

SPR ING  AND  

SUMMER

From dusting off our pastels to meticulously planning how we will be getting to the beach, spring 

and summer are arguably two of our favorite seasons here at Wyng. We have a few fall and winter 

enthusiasts, but deep down even they know spring and summer are where it is at -- especially 

when it comes to marketing.   

Every season has something different to offer to a marketing professional's strategy. Spring and 

summer are more than just seasons, they're opportunities for businesses to thrive. The spring and 

summer seasons come with unique holidays and activities, which are ideal for encouraging 

consumers to get outside to shop, share, or participate with your brand. 

We’ve compiled 12 of our favorite spring and summer campaigns for inspiration as you plan your 

upcoming spring and summer campaign strategies, but you see hundreds more by visiting 

www.wyng.com 



GET  SPR ING  AND  

SUMMER  READY  

WITH  WYNG

Wyng powers tens of thousands of campaigns around the world every year with the top brands, 

agencies, publishers, and broadcasters. The Wyng Platform enables them to increase engagement, 

maximize social sharing, and drive conversions and brand affinity.   

The Wyng Platform allows our customers to build interactive digital campaigns that inspire action 

from their consumers and expertly tell their unique brand story across all channels, both on and 

offline. 

Promote and Inspire consumers via video 

and photo UGC 

Build and integrate internal CRMs with 

digital campaigns 

Launch omnichannel experiences that 

drive sales 

Capture actionable audience insights and 

data 

Maximize audience engagement and social 

media sharing 

Seamlessly blend in-store and digital 

activations



WYNG  

CAMPA I GNS  BY  

THE  NUMBERS

On average, Wyng customers see: 

35,000+ campaign visits per month 

8,600+ UGC claims and sign-ups

90% more time spent on site with 

interactive marketing campaigns vs. 

traditional digital marketing tactics

Average DCI score of 113

10% increase in conversions 

25% increase in net new emails from 

interactive marketing campaigns

50% lift in engagement and sharing

238% increase in organic reach using 

the Wyng Facebook Chatbot



SPR ING  

Springtime is the perfect time for a fresh start, and for marketers, it is the perfect time to 

give your brand’s digital activities a refresh. Use spring to "clean up” and refine your 

marketing strategy using the insight gathered from the beginning of the year. Get rid of the 

old tactics that no longer work and bring in some new and innovative ones. Spring is the 

perfect time to test out new approaches ahead of the fall and winter shopping seasons.  



SPR ING  HOL IDAYS  

AND  THEMES

Spring Themes 

Spring Cleaning

Spring Weather

New Beginnings

Green Initiatives

Spring Fashion

Fitness

School Graduations

Holidays/Events 

March Madness

Easter

Passover

Chinese New Year

April Fool's Day

Earth Day 

Mother's Day 

Cinco de Mayo

Memorial Day

Father's Day 



GREEN  BAY  PACKERS '  

MOTHER 'S  DAY  ECARD  CREATOR

Use  Ca se :  eCa r d  C r ea t o r  

Concep t :  C r ea t e  f u n  and  s ha r e ab l e  c u s t om  

eCa r d s  t o  en cou r a ge  G reen  Bay  Pac ke r s  

f a n s  t o  s ha r e  a  l i t t l e  l o v e  and  t e am  p r i d e  

w i t h  t h e i r  mom ' s  on  Mothe r ' s  Day .  

Ob j e c t i v e :  P romo t e  t h e  G reen  Bay  Pac ke r s '  

b r and  and  d r i v e  engagemen t  and  s ha r i n g  

ove r  Mothe r ' s  Day  du r i n g  t h e  o f f - s e a son .   

http://www.essie.ca/suddenlysummer.aspx
http://pro-serv-tp.s3.amazonaws.com/PackersMom/www.packerseverywhere.com/2017-mother%27s-day-cards.html


THE  PANDORA  MUM  AWARDS

Use  Ca se :  Con t e s t  

Concep t :  I n  c e l eb r a t i o n  o f  Mothe r ' s  Day ,  

Pando r a  l a un ched  t h e i r  "Mum  Awa rd s . "  

Us i n g  Tw i t t e r  and  I n s t a g r am  f a n s  cou l d  

s ubm i t  t h e i r  mom  f o r  one  o f  f i v e  awa rd s .   

Ob j e c t i v e :  H i gh l i g h t  t h e  cho s en  hono r ee s  

and  en cou r a ge  f a n s  t o  s ubm i t  and  engage  

w i t h  Pando r a .  Laun ch  an  omn i c hanne l  

expe r i e n c e  t h a t  d r o ve  con ve r s i o n s .   

http://www.essie.ca/suddenlysummer.aspx
https://experiences.wyng.com/campaign/?experience=5899ed332cb48f6a6ae4a326


TOO  FACED  MARCH  MAKEUP  

MADNESS  BRACKET

Use  Ca se :  B r a c k e t  

Concep t :  Le ve r a ge  i n t e r e s t  i n  b r a c k e t s  

du r i n g  Mar ch  Madne s s  t o  have  f a n s  o f  

pa r t i c i p a t e  i n  a  b r and - t h emed  f o u r  r o und  

b r a c k e t  sweep s t a k e s .  

Ob j e c t i v e :  Engage  con sume r s  du r i n g  Mar ch  

Madne s s  w i t h  a  Too  Fa ced  t h emed  b r a c k e t  

sweep s t a k e s  t o  d r i v e  engagemen t  and  

b r and  a f f i n i t y .    

http://www.essie.ca/suddenlysummer.aspx
https://app.wyng.com/5a97085bf837ea6dd368c934


KEV I TA  # AL I VEL IKEYOU  

AMBASSADOR  CAMPA I GN

Use  Ca se :  Soc i a l  Map  and  Soc i a l  Con t en t  

S t r e am  

Concep t :  Spon so r  a  na t i o na l  con t e s t  t o  

bu i l d  a  ne two r k  o f  KeV i t a  A l i v e  L i k e  You  

Ambas s ado r s .  Encou r a ge  KeV i t a  f a n s  t o  ge t  

ou t s i d e  and  a c t i v e .  

Ob j e c t i v e :  D r i v e  b r and  l o y a l t y  and  co l l e c t  

h i g h -qua l i t y  UGC  t h a t  c an  be  u sed  i n  KeV i t a  

ma r ke t i n g  and  adve r t i s i n g .  Laun ch  d i g i t a l  

componen t  t o  s uppo r t  t h e i r  i n t e g r a t ed  

ma r ke t i n g  and  adve r t i s i n g  c ampa i gn s .     

http://www.essie.ca/suddenlysummer.aspx
https://info.wyng.com/blog/-campaign-of-the-week-kevitas-alive-like-you-video-and-photo-contest?


JOHNSON  &  JOHNSON  

#L I TTLEWONDERS  PHOTO  GALLERY

Use  Ca se :  Pho t o  Lab  

Concep t :  To  c e l eb r a t e  new  pa r en t s  du r i n g  

Mothe r ' s  and  Fa t he r ' s  Day ,  John son  and  

John son  l a un ched  a  s p r i n g  t h emed  pho t o  

ga l l e r y  a r ound  t h e  ha sh t a g  #L i t t l eWonde r s .  

Ob j e c t i v e :  P romo t e  and  I n s p i r e  con sume r s  

v i a  pho t o  UGC .  Bu i l d  b r and  a f f i n i t y  by  

t h r ough  a  non -p r omo t i o na l ,  con sume r  

empowe rmen t  c ampa i gn .    

http://www.essie.ca/suddenlysummer.aspx
https://wyng.com/commerce/gallery/26865


THE  TORONTO  RAPTORS  I N - APP  

PROMOT IONS

Use  Ca se :  P romo t i o n  

Concep t :  P romo t e  a l l  o f  t h e  To r on t o  Rap t o r s  

c u r r e n t  sweep s t a k e s  and  o f f e r s  u s i n g  t h e i r  

mob i l e  app .  Encou r a ge  pa r t i c i p a t i o n  by  

u s i n g  an  au t o -popu l a t ed  f o rm .   

Ob j e c t i v e :  Boo s t  mob i l e  pa r t i c i p a t i o n  by  

op t im i z i n g  o f f e r s  and  sweep s t a k e s  f o r  t h e i r  

mob i l e  app .  D r i v e  i n -app  u sage .   

http://www.essie.ca/suddenlysummer.aspx


TOO  FACED  "SWEET  AS  A  

PEACH "  PHOTO  LAB

Use  Ca se :  Pho t o  Lab  

Concep t :  C r ea t e  ex c i t emen t  and  engagemen t  

w i t h  t h e i r  c u s t ome r s  a r ound  t h e  r e - l a un ch  

o f  t h e i r  s p r i n g - t h emed  Swee t  a s  a  Peach  

p r odu c t s .  

Ob j e c t i v e :  Le ve r a ge  ema i l  s i g n  up  t o  bu i l d  

t h e i r  CRM  and  a cqu i r e  new  ema i l s .  Co l l e c t  

UGC  t o  u se  i n  f u t u r e  d i g i t a l  and  v i d eo  

t a c t i c s .  

http://www.essie.ca/suddenlysummer.aspx
https://experiences.wyng.com/campaign/?experience=582e49766caf49567425898b


VEUVE  CL ICQUOT  POLO  STYLE  

SWEEPSTAKES

Use  Ca se :  Pho t o  Con t e s t  w i t h  Vo t i n g  

Concep t :   Veuve  du r i n g  t h e i r  Po l o  C l a s s i c ,  

l a un ched  t h e i r  Veuve  C l i c quo t  Po l o  C l a s s i c  

s t r e e t  s t y l e  sweep s t a k e s  t o  engage  

a t t e ndee s  a t  t h e  e ven t  ove r  s o c i a l  med i a .  

Ob j e c t i v e :  Max im i z e  aud i en ce  engagemen t  

and  s o c i a l  med i a  s ha r i n g  and  s e am l e s s l y  

i n t e g r a t e  a  d i g i t a l  componen t  t o  t h e i r  l i v e  

e ven t .  Ex t end  t h e  r e a ch  and  impa c t  o f  t h e i r  

l i v e  e ven t .     

http://www.essie.ca/suddenlysummer.aspx


TR IPADV I SOR  

#TRAVELDEST INY  QU IZ

Use  Ca se :  Qu i z  

Concep t :  To  he l p  s p r i n g  and  s umme r  

t r a v e l e r s  ou t ,  T r i pAdv i s o r  pu t  t o g e t h e r  a  

pe r s ona l i t y  qu i z  t o  a c t i v a t e  t h e i r  

con sume r s  and  g i v e  t h em  a  l i t t l e  nudge  t o  

s t a r t  t h i n k i n g  abou t  t h e i r  v a ca t i o n  p l an s .   

Ob j e c t i v e :  S t a y  t op  o f  mind  w i t h  

con sume r s  have  t h e y  beg i n  t o  t h i n k  abou t  

t h e i r  s p r i n g  and  s umme r  t r a v e l  p l an s .   

  

http://www.essie.ca/suddenlysummer.aspx
https://wyng.com/campaign/832981
https://wyng.com/campaign/832981


SUMMER  

While not as holiday heavy as the spring, the summer holds numerous opportunities for 

engaging and inspiring consumers. Between the weather, beach vacations, refreshing 

summer wardrobes and the many things that are top-of-mind when the summertime 

arrives, brands can get creative with the digital campaigns and tactics they use. 

Keeping your consumers engaged during the summer is a great way to keep them primed 

for any bigger plays later in the year during back to school and holiday shopping weeks.  

SUMMER



SUMMER  HOL IDAYS  

AND  THEMES

Summer Themes 

Summer Weather

Summer Fashion

Road Trips

Barbecuing

Vacations

School's Out 

Shark Week 

Back to School 

Summer Weddings

Holidays/Events 

Flag Day

Independence Day

Bastille Day

Christmas in July

Labor Day



BA I 'S  "THE  EXOT ICS "  BRACKET  

CHALLENGE  

Use  Ca se :  B r a c k e t s   

Concep t :   I n s p i r e d  by  t h e  Co l l e g e  Ba s ke t ba l l  

b r a c k e t s  du r i n g  Mar ch  Madne s s ,  Ba i  c r e a t ed  

t h e i r  own  "Swee t  S i x t e en "  b r a c k e t  f o r  f a n s  

t o  choo se  t h e i r  t op  exo t i c  s p r i n g  f l a v o r  f o r  

t h e  chan ce  t o  w in .   

Ob j e c t i v e :  Tap  i n t o  a  huge  c u l t u r e  momen t  

by  g i v i n g  t h e i r  f a n s  and  new  aud i en ce s  an  

i n t e r a c t i v e  expe r i e n c e  t h a t  was  un i que  t o  

t h e i r  b r and .    

http://www.essie.ca/suddenlysummer.aspx
https://experiences.wyng.com/campaign/?experience=58db80a523847f21920fd64b


#HANDSONPURELL  PHOTO  

CONTEST  -  BACK  TO  SCHOOL

Use  Ca se :  Pho t o  Con t e s t  w i t h  Vo t i n g  

Concep t :  To  t a p  i n t o  t h e  momen t um  o f  

Bac k  t o  Schoo l  s hopp i n g  and  p l ann i n g ,  

Pu r e l l  l a un ched  a  pho t o  con t e s t  t o  f i n d  

t h e  mos t  un f o r g e t t ab l e  “hand s -on ”  

l e a r n i n g  momen t s .  

Ob j e c t i v e :  P romo t e  and  i n s p i r e  con sume r s  

t o  pa r t i c i p a t e  w i t h  Pu r e l l  v i a  UGC  and  

s o c i a l .  Max im i z e  expo su r e  du r i n g  bac k  t o  

s c hoo l  and  s a l e s .   

  

http://www.essie.ca/suddenlysummer.aspx
https://experiences.wyng.com/campaign/?experience=598adb9a2b5c7120b7286a0a


DEL  MONTE  

#S IDEOFSUMMER

Use  Ca se :  Pho t o  and  V i deo  Ga l l e r y  

Concep t :  To  c e l eb r a t e  t h e  s umme r  ge t -  

t o g e t h e r s  w i t h  f am i l y  and  f r i e nd s ,  De l  

Mon t e  bu i l t  and  pub l i s h ed  a  s e a son -  

app r op r i a t e  pho t o  and  v i d eo  ga l l e r y  t o  

c u r a t e  con t en t  a r ound  t h e i r  ha sh t a g  

#S i deo f Summe r .  

Ob j e c t i v e :  Max im i z e  aud i en ce  engagemen t  

and  s o c i a l  med i a  s ha r i n g .  Bu i l d  b r and  

a f f i n i t y  du r i n g  t h e  s umme r  mon th s .   

http://www.essie.ca/suddenlysummer.aspx
https://experiences.wyng.com/campaign/?experience=57169f2c0246451e17167056


DAV ID 'S  BR IDAL  " ARE  YOU  READY  

FOR  THE  R ING "  QU IZ

Use  Ca se :  Qu i z  

Concep t :  When  i s  i t  you r  t u r n  t o  wa l k  down  t h e  

a i s l e ?  Dav i d ' s  B r i d a l  t u r n ed  t h i s  que s t i o n  i n t o  an  

engag i n g  qu i z  Take  t h i s  qu i z  t o  c ap i t a l i z e  on  

wedd i n g  and  engagemen t  buz z .  

Ob j e c t i v e :  D r i v e  i n c r e a s ed  webs i t e  v i s i t o r s  and  

boo s t  on  page  engagemen t .  I n v i t e  con sume r s  t o  

t a k e  t h e i r  qu i z  t o  ga i n  a  deepe r  unde r s t a nd i n g  o f  

po t en t i a l  b r i d e s '  i n t e r e s t s  and  p r e f e r en ce s .   

  

http://www.essie.ca/suddenlysummer.aspx
http://www.davidsbridal.com/blog/wedding-planning/quiz-are-you-ready-for-the-ring/


SAVE - A -LOT  SCAVENGER  

HUNT

Use  Ca se :  S i g n -up  w i t h  Code  Va l i d a t i o n  

Concep t :  Save - A -Lo t  s t a s hed  s e c r e t  code s  

t h r oughou t  t h e i r  d i g i t a l  channe l s  f o r  t h e i r  

con sume r s  t o  f i n d  and  po t en t i a l l y  w in .  

Each  code  o f f e r s  an  en t r y  i n t o  t h e  

compe t i t i o n  u s i n g  an  ema i l  s i g n -up  f o rm .   

Ob j e c t i v e :  I n c r e a s e  v i s i t o r s  and  f o l l owe r s  

on  t h e i r  d i g i t a l  channe l s .  Encou r a ge  s i g n -  

up s  f o r  t h e i r  Sma r t  Shoppe r  Ema i l  C l ub .   

http://www.essie.ca/suddenlysummer.aspx
https://save-a-lot.com/akron-sweepstakes


L I FEWTR  ART  BEYOND  

BORDERS  SWEEPSTAKES

Use  Ca se :  Sweep s t a k e s  

Concep t :  Laun ch  a  sweep s t a k e s  t o  

c e l eb r a t e  t h e  L I FEWTR  Se r i e s  5  A r t  Beyond  

Bo rde r s  bo t t l e s .  

Ob j e c t i v e :  Engage  con sume r s  a r ound  t h e  

L I FEWTR  b r and ;  g r ow  L I FEWTR ’ s  ema i l  

da t aba s e .  

  

http://www.essie.ca/suddenlysummer.aspx
https://www.lifewtrsnap2win.com/


BENEF I T  COSMET ICS  SUMMER  

HASHTAG  LEADERBOARD

Use  Ca se :  Hash t a g  Leade r boa r d  

Concep t :  I n  c e l eb r a t i o n  o f  Sha r k  Week ,  

Bene f i t  Cosme t i c s  l a un ched  a  s ha r k  

t h emed  ha sh t a g  l e ade r boa r d  a r ound  t h r e e  

new  s hade s  o f  eye l i n e r .   

Ob j e c t i v e :  I n c r e a s e  engagemen t  on  s o c i a l  

med i a .  Le ve r a ge  t ime l y  e ven t  t o  boo s t  

b r and ' s  s ha r e  o f  vo i c e  and  v i s i b i l i t y  t o  

g r ow  c u s t ome r  ba se .   

http://www.essie.ca/suddenlysummer.aspx


HUDSON 'S  BAY  

#STARSONSTR IPES  CONTEST

Use  Ca se :  Soc i a l  Con t en t  S t r e am  

Concep t :  P l a y i n g  o f f  o f  Ju l y  4 t h ,  Hudson ' s  

Bay  l a un ched  an  i n - s t o r e  d i g i t a l  c ampa i gn  

l e v e r a g i n g  t h e i r  s t r i p ed  c a r pe t s  on  

I n s t a g r am  and  Tw i t t e r .  Fan s  who  up l oaded  

a  pho t o  o f  t h e i r  f e e t  on  t h e i r  s i g na t u r e  

c a r pe t ,  we r e  en t e r ed  f o r  a  chan ce  t o  w in .  

Ob j e c t i v e :  Encou r a ge  i n - s t o r e  v i s i t s  u s i n g  

a  s o c i a l  med i a  c ampa i gn .  T i e  t h e  Hudson ' s  

Bay  b r and  w i t h  a  popu l a r  s umme r  ho l i d ay  

t o  i n c r e a s e  engagemen t .   

  

http://www.essie.ca/suddenlysummer.aspx
https://wyng.com/commerce/gallery/20640


M&M ’S  FLAVOR  TEXT -TO -VOTE  

CAMPA I GN

Use  Ca se :  Tex t - t o -Vo t e   

Concep t :  Laun ch  a  t e x t - t o - vo t e  and  UGC  

c ampa i gn  t o  s o l i c i t  vo t e s  f r om  con sume r s  

t o  p i c k  a  new  M&M ’ s  f l a v o r .   

Ob j e c t i v e :  Take  advan t a ge  o f  t e x t  

mes sag i n g  c apab i l i t i e s  and  d i r e c t  UGC  

up l oad s  t o  engage  con sume r s  on l i n e  and  

i n - s t o r e .   

http://www.essie.ca/suddenlysummer.aspx
http://flavorvote.mms.com.s3-website-us-east-1.amazonaws.com/


ESS I E  "SUDDENLY  SUMMER "  

NA I L F I E  CONTEST

Use  Ca se :  Pho t o  Lab  

Concep t :  To  p r omo t e  t h r e e  new  s umme r  

na i l  po l i s h  s hade s  e s s i e  Canada  l a un ched  

t h e i r  Sudden l y  Summe r  Na i l f i e  Con t e s t  

l e v e r a g i n g  t h e  popu l a r i t y  o f  I n s t a g r am  na i l  

a r t .    

Ob j e c t i v e :  I n c r e a s e  gene r a l  b r and  

awa r ene s s  and  con sume r  engagemen t  

ahead  o f  new  p r odu c t  l a un ch .   

http://www.essie.ca/suddenlysummer.aspx
http://www.essie.ca/suddenlysummer.aspx


ONE  PLATFORM ,  I NF IN I TE  

CAMPA I GN  POSS IB I L I T I ES

Today’s marketers recognize that to build and nurture their online and mobile audiences to drive 

purchase intent, they need to be engaging them through immersive digital experiences that reflect 

and enhance what consumers are already doing online. 

To help, we created the Wyng Digital Campaign Platform, where anyone can quickly launch custom 

promotions, quizzes, UGC, meme generators, co-created video and much more using the most 

innovative library of interactive digital experiences to engage their consumers across all channels and 

in more than 6,000 different languages. 

With Wyng you can leverage our Drag & Drop Builder to equip your entire team or enterprise with the 

ability to create, customize, preview, publish, and even copy and reuse, campaigns and promotions in 

the Wyng Platform. 

No special training, no custom coding, all you need is an internet connection and  great idea to launch, 

customize, and begin seeing results with Wyng.  



ABOUT  WYNG

Wyng builds technology that powers compelling digital campaigns and 

promotions for agencies and brands. 

Our culture is rooted in technology and marketing, spanning diverse disciplines 

and decades of experience across mar-tech, adtech, 

CX, UX, data, and core mobile and web technologies. 

In 2011, Wyng powered the first ever hashtag campaign in connection with a 

Super Bowl ad, and continues to evolve its platform to align with shifts in 

consumer behavior. We believe great products are defined by intelligent 

architecture and a passion for innovation. Wyng is headquartered in New York 

City’s NoMad neighborhood. 

To learn more, visit wyng.com 

http://www.wyng.com/

