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While 2017 was full of ups and downs when it came to our Wyng customer's
interactive social and digital campaigns things were a bit more predictable
thanks to the launch of our Digital Campaign Index (DCI) this past year.

AN

On average, Wyng customers saw:

35,000+ campaign visits per month e 10% increase in conversions

8,600+ UGC claims and sign-ups e« 25% increase in net new emails from
90% more time spent on site with interactive marketing campaigns
interactive marketing campaigns vs. « 50% lift in engagement and sharing
traditional digital marketing tactics e 238% increase in organic reach using
Average DCI score of 113 the Wyng Facebook Chatbot

® s




FACEBOOK CHATBOT

According to a 2017 study done by Myclever, over 70% of consumers prefer to engage via Chabot

rather than an app. That same study also found consumers see Chatbots as the fastest way to get

content, help, and answers to their questions. Experiential marketing is the future and Chatbots will
enable brands and agencies to offer better experiences to consumers.




wil giffgaff = 15:48

< Home (8)

Joy Mangano

GIVEAWAY

We just need to take a few
details...

What's your first name?

What's your last name?

What's your email
address?

@ Richard@rixxo.com



http://info.wyng.com/blog/campaign-of-the-week-joy-manganos-facebook-chatbot-giveaway

PROMOTIONS & SWEEPSTAKES

Promotions, sweepstakes, and sampling programs were still as important as ever in 2017. Marketers
took promotions and sweepstakes to the next level in 2017 by creating omnichannel, immersive
experiences for their consumers taking full advantage of available data and optimizing their
campaigns to collect more useful data to inform future activities.
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U&ﬂs MEN WOMEN KIDS SPORTS BRANDS CUSTOMIZE

WOMEN WIN

ARTISTS CHALLENGE

ADIDAS AND ‘ e

REFINERY29 BOOST
THE NATION

MEET THE INSPIRING WOMEN BEHIND THE WOMEN

m = WIN SILENT AUCTION, AND ENTER FOR A CHANCE TO

g HAVE YOUR IDEA DESIGNED BY THE WINNING ARTIST.

Concept: Create an integrated

campaign with adidas' e- o
commerce platform to launch VOTE SHARE WIN
VOTE DAILY FORYOUR SPREAD THE WORD ENTER DAILY FOR A CHANCE
T o o 2 AN IAG J TO DESIGN YOUR OWN SHOE
the first ever digital silent A o L —

auction to promote adidas'
UltraBoost X sneakers

VOTE YOUR ARTIST

Objective: Encourage consumers
to take part in the first ever
digital silent auction to benefit
Women Win in partnership with
Refinery29

Use Case: Custom Fan Faves



http://info.wyng.com/blog/campaign-of-the-week-adidas-and-refinery-29-boost-the-nation

Sanle
"WIN!

“t hold ey, Sar i’ s

Cel a chance 1o win
EVERY TIME YOU FIND SANTA ON SOBEYS WEB PAGES

PRIZES: HOW TO PLAY:

where Santa’s hiding {see below]

nd fanta on Sobeys wob pages

Uhete's Santa? Hese's a

Engagement ‘



http://info.wyng.com/blog/sobeys-instant-win-seek-santa-contest
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EVITE’S “TINY PARTY
FRIENDSGIVING”
FACEOFF

AN

Concept: Pit two party
influencers in a head-to-head
Friendsgiving party design
challenge on a tiny $500 budget

One lucky voter will win a $500 Visa gift card!

Objective: Encourage consumers EB?,E::;;.,,
to vote for their favorite

influencer to drive engagement
and build brand loyalty

Use Case: Faceoff

Engagement



http://info.wyng.com/blog/campaign-of-the-week-evites-tiny-party-friendsgiving-faceoff

S FAZOLISEE
"WIN ATRIPTO

Great! You're signed up for a chance to win the trip to ltaly! Now, just for getting friends
to sign up, you'll get more chances to win!

Be sure to use your personalized link and share it with your friends and family.

http://bit.ly/

Engagement



http://info.wyng.com/blog/campaign-of-the-week-fazolis-naturally-italian-sweepstakes
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L’OREAL PARIS’ EMMY
AWARDS FAN FAVORITE
PROMOTION

AN

Concept: Launch a fan favorite
promotion to encourage new
sign ups through a beauty kit
giveaway during the Emmy
Awards

CELEBRATE THE

- |
WITH L'OREAL PARIS

Objective: Promote L’Oréal’s
beauty products and collect
new consumer emails

Use Case: Fan Faves and Sign
Up

Engagement



http://info.wyng.com/blog/campaign-of-the-week-loreal-paris-emmy-awards-fan-favorite-promotion
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http://info.wyng.com/blog/campaign-of-the-week-bais-exotic-vacation-sweepstakes

e

JOHNSON & JOHNSON folmor
AND STORKS
PROMOTION

AN

Concept: Launch an interactive
promotion to engage consumers
around the "Storks" movie and

J&J products

Objective: Drive J&J sales and
promote the "Storks" movie with

receipt-redemption program for
free toy

Use Case: Sign Up



http://info.wyng.com/blog/campaign-week-johnson-johnson-storks-promotion

DREAM CUSHION
LIQUID FOUNDATION

FRESA FACED FiIMISE



http://info.wyng.com/blog/campaign-week-johnson-johnson-storks-promotion?q=maybelline

COUNTDOWN CALENDARS

Countdown Calendars are a great way to count down to a big event or milestone with special deals
and offers that drive repeat traffic and engagement. In 2017, we saw Wyng customers use Countdown
Calendars to create immersive digital experiences that kept their consumers coming back day after
day to see what was being released next driving up website traffic, clicks, and conversions!




WE'RE CELEBRATING THE HOLIDAYS WITH 12 DAYS OF GIVEAWAYS!
CHECK BACK FOR A NEW SURPRISE EACH DAY AND ENTER TO WIN BELOW."

Engagement ‘



http://info.wyng.com/blog/12-days-of-kinky-boots-countdown-calendar
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GARAGE’S
“COUNTDOWN TO
COZY” GIVEAWAY

AN

Concept: Reveal new content
and give chances to win prizes
each day to promote new fall
apparel

We' ne wwm,g/ down Tor W

Enter to win daily prizes! Click a pic below to enter!

Objective: Encourage : ‘
consumers to visit S (e
garageclothing.com and sign 7 o
up via emails for the chance to

win prizes revealed each day

Use Case: Countdown Calendar

Virality

Engagement


http://info.wyng.com/blog/campaign-of-the-week-garages-countdown-to-cozy-giveaway

NDLLI UNLEEVED

Exr.luswe Custnm Marvei tnmn: Faneh

For !iljr featurette you retweet, you'll gain access to an exclusive n‘lgi!aj
comic — and a chance to win the comic as a set of custofn posters. lteep
1 _ following @suﬂu to unlock more.



http://info.wyng.com/blog/campaign-of-the-week-skittles-marvels-guardians-of-the-galaxy-comic-sweepstakes

LUSTER'S SUMMER OF

SMILES SWEEPSTAKES sdﬁﬁERDFEMILEE

LUSTER is giving away 10 prizes
worth SMILING about!

Click on the unlocked tiles below and enter vour infomation
for a chance to WIN!

AN

Concept: Launch a Countdown
Calendar that capitalizes on
the Summer of Smiles

Last day 1o erar far all prizes s 8430

Objective: To pair with
complementary brands and
promote their new Two Minute Dlekal
White dental whitening kit

Imdlex-

Use Case: Countdown Calendar

Virality

Engagement



http://info.wyng.com/blog/lusters-summer-of-smiles-sweepstakes

PHOTO AND VIDEO

2018 is going to be the year that marketers focus on honing the skills necessary to elevate and
breakthrough all of the noise across online and social channels. 2017 set the stage for
experimenting, adjusting and adapting to the different digital marketing tools and tactics available.
Social and video marketing, in-store and mobile offers, content marketing, experiential and
ephemeral marketing formats are all going to change the game in 2018 and will be rooted in photo
and video.




THE WEATHER CHANNEL'S
"IT'S AMAZING OUT
THERE" PHOTO CONTEST

AN

Concept: Amateur and pro
photographer photo competition
to highlight the most
spectacular photos of nature

In ;;n:grﬁ%pw ® &

Tovora | Places

Submit Judges Winners

Link for this page:

Objective: Encourage consumers
to share their best photos with , —
the Weather Channel for use okl . 5 ' T
across their web and social
assets

Use Case: Photo and Video
Contest

Virality

Engagement



http://info.wyng.com/blog/campaign-of-the-week-the-weather-channel-photo-contest

MAKE - ®
YOURSELF e 1 [
CHEEZ\ER 3

You know you want to.
In seconds, you too can
become cheezier

than ever.



http://info.wyng.com/blog/campaign-of-the-week-daiyas-make-yourself-cheezier-photo-lab

e

REEBOK’S “SWEAT
STYLE” NYFW CONTEST

AN

Concept: Have fashionistas
share their most fierce workout

looks during New York Fashion
Waalk far 5 clRETee e il e SNAP. SWEAT. STRUT. REPEAT.

Feel great and look good with Reebok and New York Fashion Week! Show us how you

R e e b O k S h O p p.l n g S p r e e sweal in style for the chance to win a 5500 gift card for the ullimate Reebok shopping

spree and other exclusive offers that'll keep you fashionable and fit.

Objective: Have consumers Campaign
engage and share their best
Reebok and workout looks on
social media with Reebok

Use Case: Content Gallery on
Website



http://info.wyng.com/blog/reebok-nyfw-sweat-style
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http://info.wyng.com/blog/campaign-of-the-week-cnbcs-my-worst-job-interview-video-gallery
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VERIZON’S
H#WENEEDMORE
CAMPAIGN

AN

Concept: Launch a national
campaign and content hub around
the hashtag #weneedmore to call
attention to the millions of )
students across the U.S. who lack

technology in schools

Objective: Raise national
awareness for the issue and
encourage consumers to visit the
#weneedmore online content hub

Use Case: Featured Content Gallery

Engagement



http://info.wyng.com/blog/campaign-of-the-week-verizons-weneedmore-campaign

ENTER OUR

SHARE YOUR KITTY
= LOOKING PRETTY

@ ARM & HAMMER™ cat litter, JCPenney | portraits

UPLOAD YOUR PHOTO

Engagement ‘



http://info.wyng.com/blog/campaign-of-the-week-arm-hammer-cat-photo-contest

e

LG’S “THIS IS REAL”
PHOTO LAB

AN

Concept: Launch a digital
campaign in conjunction with
the LG “This is Real” campaign

Objective: Highlight and
celebrate promises made by
their consumers to stay true to
themselves and give them the
chance to win the new LG V30

Use Case: Photo Lab

Results: Over 1.5 million
campaign visits!

e Ve A
“

I

Digital

Campaign

Index -

Virality

Engagement



http://info.wyng.com/blog/lgs-this-is-real-photo-lab-campaign

ENTER NOW
FOR YOUR

CHANCETO
'WIN $5,000

2017 s |

#ESBmoment

VIEW ENTRIES SUBMIT AN ENTRY FINALISTS ABOUT THIS CONTEST

ENTER YOUR PHOTO!

To enter your photo in the 2017 Empire State Building Photo Contest, upload your photo and complete the form
below.

Virality

Engagement



http://info.wyng.com/blog/campaign-of-the-week-empire-state-buildings-photo-contest
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M&M’S AND WALGREENS

)’ IT'SRED NOSE DAY

#NosesOn

‘RED NOSE’ DAY Shan ey ol e o b

you can help children in nead:

€} Shire on sockl media with #MosesOn to join
the
{| i &l 480 cha

Proisd swpporters of Red Nose Dury

Concept: Generate awareness for
Red Nose Day, a campaign
dedicated to raising money for
children and young people living in
poverty

Objective: Take advantage of brick-
and-mortar shopper locations to
launch an omni-channel experience
that merged in-store and digital
experiences to increase awareness
and participation

Use Case: Flex Grid Gallery



http://info.wyng.com/blog/campaign-of-the-week-mms-and-walgreens-red-nose-day

Every Saturday Night in August on nicn*
#SNICK25



http://info.wyng.com/blog/nick-splats-snick-photo-lab

FUJIFILM’S “OH
CANADA” PHOTO LAB

AN

Concept: Launch a bilingual
campaign in French and English
to generate awareness for the
Fujifilm Instax in Canada

Objective: Give consumers the
opportunity to sign up for a
chance to win a Fujifilm prize
package and display

their campaign in two different
languages

Use Case: Photo Lab and
Bilingual Sweepstakes



http://info.wyng.com/blog/campaign-of-the-week-fujifilms-oh-canada-photo-lab

Cnler the
HIVACCINATED
SWEEPSTAKES

$2500 |ewws e

R P



http://info.wyng.com/blog/campaign-week-zoetis-ivaccinated

TEXT AND EGREETING

CREATORS

2017 was such a rich year for memes, viral tweets, and internet sensations that you could easily map
out the year by when each new meme took the crown and dominated social media. When
consumers weren't snapping and sharing their own videos and photos, they were sharing text-based
memes and brands took notice by creating campaigns that gave consumers the chance to create
their own memes, ecards, fill in the blank, and text generators.




ASHLEY STEWART
#SHEDIDTHAT

AN

Concept: Ashley Stewart
launched the #SheDidThat
campaign, to showcase all body
types via a UGC campaign

Objective: Drive engagement
and brand affinity by
encouraging consumers to
upload and personalize content

Use Case: Text Choice
Generator



http://info.wyng.com/blog/campaign-week-ashley-stewart-shedidthat

PERSONALIZE YOUR ENTRY

Engagement ‘



http://info.wyng.com/blog/harpoons-thanksgiving-ecard-creator

e

WHATABURGER’S
“SEASON’S EATINGS”
EGREETING CREATOR

AN

Concept: Create a fun and
shareable holiday eGreeting
campaign to encourage
Whataburger consumers to share
eCards with friends and family

Objective: Have consumers
personalize and share branded
Whataburger holiday eGreeting
cards

Use Case: eGreeting Creator

‘!%m “'r

&“
"' -
- L4

Campaign
Inclex-

Digital

Engagement



http://info.wyng.com/blog/whataburgers-seasons-eatings-egreeting-creator
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sometimes the things
we love the most, stink
the most.



http://info.wyng.com/blog/campaign-of-the-week-febrezes-odorodes

o
ONE PLATFORM, INFINITE
DIGITAL CAMPAIGN
POSSIBILITIES

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.
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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/

