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With another trip around the sun complete, it's time for us to reflect back on 2017,

from Beyoncé's baby announcement to the Oscars mix-up to Proctor & Gamble 

cutting digital ad spend by $140 Million, 2017 was a year full of surprises. 

While much of the world was busy creating their own "Cash Me Outside" memes, 

we kept our eye on the marketing and social media trends and campaigns that 

defined the year. 

We've compiled our favorite Wyng "Campaigns of the Week" that drove 

engagement, increased data acquisition using Facebook Chatbots, and broke 

through the noise in 2017 to redefine what digital marketing success looks like. 



WYNG  

CAMPA I GNS  I N  

2 0 1 7

On average, Wyng customers saw: 

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.

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



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.  



JOY  MANGANO ’S  

FACEBOOK  CHATBOT  

G IVEAWAY  

Concep t :  P romo t e  t h e  r e l e a s e  

o f  new  Joy  Mangano  p r odu c t s  

t h r ough  a  t h r e e -day ,  Fa cebook  

Cha tbo t  G i v eaway  

Ob j e c t i v e :  Encou r a ge  f a n s  t o  

engage  w i t h  and  s ha r e  t h e  Joy  

Mangano  g i v e away  and  

Fa cebook  con t en t .  I n c r e a s e  

on l i n e  p r e s en ce  f o r  t h e  Joy  

Mangano  Fa cebook  page  

Use  Ca se :  Fa cebook  Cha tbo t  

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


PROMOT IONS  &  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.



AD IDAS  AND  

REF INERY2 9  BOOST  

THE  NAT ION  

Concep t :  C r ea t e  an  i n t e g r a t ed  

c ampa i gn  w i t h  ad i da s '  e -  

comme r c e  p l a t f o rm  t o  l a un ch  

t h e  f i r s t  eve r  d i g i t a l  s i l e n t  

au c t i o n  t o  p r omo t e  ad i da s '  

U l t r aBoo s t  X  s nea ke r s  

Ob j e c t i v e :  Encou r a ge  con sume r s  

t o  t a k e  pa r t  i n  t h e  f i r s t  eve r  

d i g i t a l  s i l e n t  au c t i o n  t o  bene f i t  

Women  Win  i n  pa r t n e r s h i p  w i t h  

Re f i n e r y2 9  

Use  Ca se :  Cus t om  Fan  Fave s  

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


SOBEYS ’  I NSTANT  WIN  

SEEK  SANTA  CONTEST  

Concep t :  Hos t  a  d i g i t a l  ho l i d ay  

t r e a s u r e  hun t  f o r  San t a  on  t h e  

Sobey s  webs i t e .  I f  con sume r s  

f i n d  San t a  t h ey  cou l d  w in  

p r i z e s  i n s t a n t l y  

Ob j e c t i v e :  I n c r e a s e  con sume r  

engagemen t  and  d r i v e  r e pea t  

webs i t e  v i s i t s  and  conve r s i o n s  

du r i n g  t h e  ho l i d ay  s hopp i n g  

s ea son  

Use  Ca se :  I n s t a n t  Win  

http://info.wyng.com/blog/sobeys-instant-win-seek-santa-contest


EV I TE ’S  “T INY  PARTY  

FR I ENDSG IV ING ”  

FACEOFF  

Concep t :  P i t  two  pa r t y  

i n f l u en ce r s  i n  a  head - t o -head  

F r i e nd s g i v i n g  pa r t y  de s i g n  

cha l l e n ge  on  a  t i n y  $ 5 0 0  budge t  

Ob j e c t i v e :  Encou r a ge  con sume r s  

t o  vo t e  f o r  t h e i r  f a vo r i t e  

i n f l u en ce r  t o  d r i v e  engagemen t  

and  bu i l d  b r and  l o y a l t y  

Use  Ca se :  Fa ceo f f  

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


FAZOL I ’S  “NATURALLY  

I TAL IAN ”SWEEPSTAKES  

Concep t :  Engage  con sume r s  by  

o f f e r i n g  t h e  chan ce  t o  w in  a  t r i p  t o  

I t a l y  o r  a  yea r ’ s  wo r t h  o f  f r e e  

Fa zo l i ’ s  Fam i l y  Mea l s  t o  d r i v e  

b r and  awa r ene s s ,  s ha r i n g  and  s i g n -  

up s  

Resu l t s :  Fa zo l i  bea t  i t s  mon th l y  

ema i l  engagemen t  ave r a ge  i n  one  

c ampa i gn .  Fa zo l i ’ s  had  ove r  2 7 , 0 0 0  

en t r i e s  f o r  t h e  c ampa i gn ,  a  t h i r d  o f  

whom  op t ed  i n t o  t h e  r e s t a u r an t ’ s  

ema i l  ma r ke t i n g  l i s t s   

Use  Ca se :  S i g n  Up  &  Re f e r  a  F r i e nd  

http://info.wyng.com/blog/campaign-of-the-week-fazolis-naturally-italian-sweepstakes


L ’OREAL  PAR I S ’  EMMY  

AWARDS  FAN  FAVOR I TE  

PROMOT ION  

Concep t :  Laun ch  a  f a n  f a vo r i t e  

p r omo t i o n  t o  en cou r a ge  new  

s i g n  up s  t h r ough  a  beau t y  k i t  

g i v e away  du r i n g  t h e  Emmy  

Awa rd s  

Ob j e c t i v e :  P romo t e  L ’Oréa l ’ s  

beau t y  p r odu c t s  and  co l l e c t  

new  con sume r  ema i l s   

Use  Ca se :  Fan  Fave s  and  S i g n  

Up  

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


BA I 'S  "EXOT IC  VACAT ION "  

SWEEPSTAKES  

Concep t :  D r i v e  b r and  awa r ene s s  

and  s i g n  up s  t h r ough  a  

sweep s t a k e s  t o  w in  mu l t i p l e  exo t i c  

va ca t i o n s  

P ro  t i p :  A l o n g  w i t h  c r e a t i n g  t h e  

mi c r o s i t e  t o  co l l e c t  s i g n  up s ,  Ba i  

c r e a t ed  an  i n t e r a c t i v e  s i t e  

embedded  on  t h e i r  webs i t e  l i n k ed  

t o  t h e i r  s o c i a l  med i a  a c coun t s  and  

p r odu c t  page s .  Con sume r s  had  

mu l t i p l e  oppo r t un i t i e s  t o  engage  

w i t h  Ba i  and  t h e i r  p r odu c t s .  

Use  Ca se :  S i g n  Up   

http://info.wyng.com/blog/campaign-of-the-week-bais-exotic-vacation-sweepstakes


JOHNSON  &  JOHNSON  

AND  STORKS  

PROMOT ION  

Concep t :  Laun ch  an  i n t e r a c t i v e  

p r omo t i o n  t o  engage  con sume r s  

a r ound  t h e  "S t o r k s "  mov i e  and  

J& J  p r odu c t s  

Ob j e c t i v e :  D r i v e  J& J  s a l e s  and  

p r omo t e  t h e  "S t o r k s "  mov i e  w i t h  

r e c e i p t - r e demp t i o n  p r og r am  f o r  

f r e e  t o y  

Use  Ca se :  S i g n  Up  

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


MAYBELL INE  DREAM  

CUSH ION  LAUNCH  

SWEEPSTAKES  

Concep t :  Wi t h  t h e  l a un ch  o f  t h e i r  

new  D ream  Cush i on  Founda t i o n ,  

Maybe l l i n e  New  Yo r k  Canada  

wan t ed  t o  p r omo t e  t h e i r  new  

p r odu c t  t h r ough  a  s imp l e  en t e r -  

t o -w in  s amp l i n g  p r og r am  

Ob j e c t i v e :  A cqu i r e  new  ema i l  

add r e s s e s  and  c u s t ome r s .  Ea s i l y  

s yn c  da t a  w i t h  CRM  s y s t em  

Use  Ca se :  Samp l i n g   

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! 



" 1 2  DAYS  OF  K INKY  

BOOTS ”  COUNTDOWN  

CALENDAR  

Concep t :  Laun ch  a  Coun tdown  

Ca l enda r  t o  ge t  K i n ky  Boo t s  

f a n s  ex c i t e d  du r i n g  t h e  

ho l i d ay  s ea son  w i t h  ex c l u s i v e  

g i v e away s  

Ob j e c t i v e :  D r i v e  r e t a r g e t ab l e  

t r a f f i c  t o  webs i t e  and  r ewa rd  

l o y a l  K i n ky  Boo t s  and  

B roadway  f a n s  t o  en cou r a ge  

t i c k e t  s a l e s  

Use  Ca se :  Coun tdown  Ca l enda r  

http://info.wyng.com/blog/12-days-of-kinky-boots-countdown-calendar


GARAGE ’S  

“COUNTDOWN  TO  

COZY ”  G IVEAWAY  

Concep t :  Revea l  new  con t en t  

and  g i v e  chan ce s  t o  w in  p r i z e s  

ea ch  day  t o  p r omo t e  new  f a l l  

appa r e l   

Ob j e c t i v e :  Encou r a ge  

con sume r s  t o  v i s i t  

ga r a ge c l o t h i n g . com  and  s i g n  

up  v i a  ema i l s  f o r  t h e  chan ce  t o  

w in  p r i z e s  r e v ea l ed  ea ch  day  

Use  Ca se :  Coun tdown  Ca l enda r  

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


SK I TTLES  &  MARVEL ’S  

GUARD IANS  OF  THE  

GALAXY  COMIC  

SWEEPSTAKES  

Concep t :  Laun ch  a  Coun tdown  

Ca l enda r  sweep s t a k e s  t o  o f f e r  

Mar ve l  f a n s  un i que  p r i z e s  

ahead  o f  t h e  p r em i e r e  o f  

Gua rd i a n s  o f  t h e  Ga l a xy   

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

w i t h  a  f u n  sweep s t a k e s  t o  

i n c r e a s e  gene r a l  b r and  

awa r ene s s  and  en cou r a ge  i n -  

t h ea t e r  p r odu c t  s a l e s   

Use  Ca se :  Coun tdown  Ca l enda r  

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


LUSTER 'S  SUMMER  OF  

SM I LES  SWEEPSTAKES  

Concep t :  Laun ch  a  Coun tdown  

Ca l enda r  t h a t  c ap i t a l i z e s  on  

t h e  Summe r  o f  Sm i l e s  

Ob j e c t i v e :  To  pa i r  w i t h  

comp l emen t a r y  b r and s  and  

p r omo t e  t h e i r  new  Two  Minu t e  

Wh i t e  den t a l  wh i t e n i n g  k i t  

Use  Ca se :  Coun tdown  Ca l enda r  

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


PHOTO  AND  V IDEO  
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  

" I T 'S  AMAZ ING  OUT  

THERE "  PHOTO  CONTEST  

Concep t :  Ama teu r  and  p r o  

pho t og r aphe r  pho t o  compe t i t i o n  

t o  h i g h l i g h t  t h e  mos t  

s pe c t a cu l a r  pho t o s  o f  na t u r e  

Ob j e c t i v e :  Encou r a ge  con sume r s  

t o  s ha r e  t h e i r  be s t  pho t o s  w i t h  

t h e  Wea the r  Channe l  f o r  u se  

a c r o s s  t h e i r  web  and  s o c i a l  

a s s e t s  

Use  Ca se :  Pho t o  and  V i deo  

Con t e s t  

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


DA I YA ’S  “MAKE  

YOURSELF  CHEEZ I ER ”  

PHOTO  LAB  

Concep t :  Laun ch  an  ou t -o f -  

t h e -box  d i g i t a l  c ampa i gn  t o  

c e l eb r a t e  Da i y a ’ s  new  chee z i e r  

t h an  eve r  p r odu c t s  

Ob j e c t i v e :  Ge t  con sume r s  

ex c i t e d  f o r  and  t a l k i n g  abou t  

Da i y a ’ s  new  and  imp r o ved  

chee s e  p r odu c t s  and  r a i s e  

b r and  awa r ene s s  on  s o c i a l  

med i a .  

Use  Ca se :  Pho t o  Lab  

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


REEBOK ’S  “SWEAT  

STYLE ”  NYFW  CONTEST  

Concep t :  Have  f a s h i on i s t a s  

s ha r e  t h e i r  mos t  f i e r c e  wo r kou t  

l o o k s  du r i n g  New  Yo r k  Fa sh i on  

Week  f o r  a  chan ce  t o  w in  a  

Reebok  s hopp i n g  s p r e e  

Ob j e c t i v e :  Have  con sume r s  

engage  and  s ha r e  t h e i r  be s t  

Reebok  and  wo r kou t  l o o k s  on  

s o c i a l  med i a  w i t h  Reebok  

Use  Ca se :  Con t en t  Ga l l e r y  on  

Webs i t e  

http://info.wyng.com/blog/reebok-nyfw-sweat-style


CNBC ’S  “MY  WORST  

JOB  I NTERV IEW ”  

V IDEO  GALLERY  

Concep t :  Laun ch  a  co - c r e a t ed  

con t en t  v i d eo  ga l l e r y  t o  

a c company  t h e  p r em i e r e  o f  

CNBC ’ s  new  s e r i e s  “The  Job  

I n t e r v i ew ”  

Ob j e c t i v e :  D rum  up  ex c i t emen t  

ahead  o f  t h e  s e r i e s  p r em i e r e ;  

g i v e  v i ewe r s  an  oppo r t un i t y  t o  

engage  and  con t r i b u t e  t o  

CNBC ’ s  V i deo  Ga l l e r y  

Use  Ca se :  B r and  V i deo  F i l t e r  

http://info.wyng.com/blog/campaign-of-the-week-cnbcs-my-worst-job-interview-video-gallery


VER I ZON ’S  

#WENEEDMORE  

CAMPA I GN  

Concep t :  Laun ch  a  na t i o na l  

c ampa i gn  and  con t en t  hub  a r ound  

t h e  ha sh t a g  #weneedmo r e  t o  c a l l  

a t t e n t i o n  t o  t h e  mi l l i o n s  o f  

s t uden t s  a c r o s s  t h e  U .S .  who  l a c k  

t e c hno l o gy  i n  s c hoo l s  

Ob j e c t i v e :  Ra i s e  na t i o na l  

awa r ene s s  f o r  t h e  i s s u e  and  

en cou r a ge  con sume r s  t o  v i s i t  t h e  

#weneedmo r e  on l i n e  con t en t  hub  

Use  Ca se :  Fea t u r ed  Con t en t  Ga l l e r y  

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


ARM  &  HAMMER™  CAT  

PHOTO  CONTEST  

Concep t :  Have  c a t  owne r s  

up l oad  t h e i r  f a vo r i t e  f u n  and  

c r e a t i v e  pho t o s  o f  t h e i r  c a t s  

f o r  t h e  chan ce  t o  w in  a  va r i e t y  

o f  p r i z e s  

Ob j e c t i v e :  Encou r a ge  

con sume r s  t o  engage  and  

s ha r e  t h e i r  be s t  c a t  pho t o s  

w i t h  ARM  &  HAMMER  and  

JCPenney  Po r t r a i t s ;  bu i l d  and  

nu r t u r e  b r and  a f f i n i t y  

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

Vo t i n g  

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


LG ’S  “TH I S  I S  REAL ”  

PHOTO  LAB  

Concep t :  Laun ch  a  d i g i t a l  

c ampa i gn  i n  con j un c t i o n  w i t h  

t h e  LG  “Th i s  i s  Rea l ”  c ampa i gn  

Ob j e c t i v e :  H i gh l i g h t  and  

c e l eb r a t e  p r om i s e s  made  by  

t h e i r  con sume r s  t o  s t a y  t r u e  t o  

t h emse l v e s  and  g i v e  t h em  t h e

chan ce  t o  w in  t h e  new  LG  V3 0  

Use  Ca se :  Pho t o  Lab  

Resu l t s :  Ove r  1 . 5  mi l l i o n  

c ampa i gn  v i s i t s !

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


EMP IRE  STATE  

BU I LD ING ’S  

#ESBMOMENT  CONTEST  

Concep t :  Pho t o  con t e s t  t o  

c ap t u r e  and  h i g h l i g h t  un i que  

momen t s  t a k i n g  p l a c e  a t  t h e  

Emp i r e  S t a t e  Bu i l d i n g  

Ob j e c t i v e :  Encou r a ge  

con sume r s  t o  s ha r e  t h e i r  

pho t o s  t a k en  a t  t h e  Emp i r e  

S t a t e  Bu i l d i n g  f o r  t h e  

#ESBMomen t  pho t o  

compe t i t i o n  

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

Vo t i n g  

http://info.wyng.com/blog/campaign-of-the-week-empire-state-buildings-photo-contest


M&M ’S  AND  WALGREENS  

‘RED  NOSE ’  DAY  

Concep t :  Gene r a t e  awa r ene s s  f o r  

Red  Nose  Day ,  a  c ampa i gn  

ded i c a t ed  t o  r a i s i n g  money  f o r  

ch i l d r e n  and  young  peop l e  l i v i n g  i n  

pove r t y  

Ob j e c t i v e :  Take  advan t a ge  o f  b r i c k -  

and -mor t a r  s hoppe r  l o c a t i o n s  t o  

l a un ch  an  omn i - channe l  expe r i e n c e  

t h a t  me rged  i n - s t o r e  and  d i g i t a l  

expe r i e n c e s  t o  i n c r e a s e  awa r ene s s  

and  pa r t i c i p a t i o n  

Use  Ca se :  F l e x  G r i d  Ga l l e r y  

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


N ICK  SPLAT ’S  SN ICK  

PHOTO  LAB  

Concep t :  Laun ch  a  d i g i t a l  

c ampa i gn  i n  con j un c t i o n  w i t h  

t h e  2 5 -yea r  ann i v e r s a r y  o f  

Sa t u r day  N i gh t  N i c k  (SN ICK )  

Ob j e c t i v e :  Hype  

N i c k e l odeon ' s  SN ICK  r e boo t  

w i t h  a  v i r a l  and  engag i n g  

s o c i a l  c ampa i gn  u s i n g  

b r anded  pho t o  f r ames  

Use  Ca se :  Pho t o  Lab  

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


FUJ I F I LM ’S  “OH  

CANADA ”  PHOTO  LAB  

Concep t :  Laun ch  a  b i l i n gua l  

c ampa i gn  i n  F r en ch  and  Eng l i s h  

t o  gene r a t e  awa r ene s s  f o r  t h e  

Fu j i f i lm  I n s t a x  i n  Canada  

Ob j e c t i v e :  G i v e  con sume r s  t h e  

oppo r t un i t y  t o  s i g n  up  f o r  a  

chan ce  t o  w in  a  Fu j i f i lm  p r i z e  

pac kage  and  d i s p l a y  

t h e i r  c ampa i gn  i n  two  d i f f e r e n t  

l a n guage s  

Use  Ca se :  Pho t o  Lab  and  

B i l i n gua l  Sweep s t a k e s  

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


ZOET I S '  # I VACC INATED  

AN IMAL  HEALTH  

CAMPA I GN  

Concep t :  Laun ch  a  d i g i t a l  

c ampa i gn  f o r  ho r s e  owne r s  t o  

en cou r a ge  and  edu ca t e  on  

ho r s e  va c c i n a t i o n   

Ob j e c t i v e :  D r i v e  b r and  

awa r ene s s  and  bu i l d  a  

r e l a t i o n sh i p  be tween  Zoe t i s  

and  ho r s e  owne r s  t h r ough  a  

pho t o  sweep s t a k e s  

Use  Ca se :  Pho t o  Lab  

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


TEXT  AND  EGREET ING  

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  

#SHED IDTHAT  

Concep t :  A s h l e y  S t ewa r t  

l a un ched  t h e  #SheD i dTha t  

c ampa i gn ,  t o  s howca se  a l l  body  

t y pe s  v i a  a  UGC  c ampa i gn  

Ob j e c t i v e :  D r i v e  engagemen t  

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

en cou r a g i n g  con sume r s  t o  

up l oad  and  pe r s ona l i z e  con t en t  

Use  Ca se :  Tex t  Cho i c e  

Gene r a t o r  

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


HARPOON ’S  

#LOVEBEERLOVEL I FE  

THANKSG IV ING  ECARD  

CREATOR  

Concep t :  C r ea t e  an  engag i n g  

and  s ha r e ab l e  Thank s g i v i n g  

ex t en s i o n  o f  Ha rpoon ’ s  

#LoveBee r Lo veL i f e  c ampa i gn  

Ob j e c t i v e :  Encou r a ge  

con sume r s  t o  s ha r e  and  

c e l eb r a t e  Thank s g i v i n g  by  

s ha r i n g  a  pe r s ona l i z ed  eCa r d  

w i t h  f r i e nd s  and  f am i l y  

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

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


WHATABURGER ’S  

“SEASON ’S  EAT INGS ”  

EGREET ING  CREATOR  

Concep t :  C r ea t e  a  f u n  and  

s ha r e ab l e  ho l i d ay  eG r ee t i n g  

c ampa i gn  t o  en cou r a ge  

Wha t abu r g e r  con sume r s  t o  s ha r e  

eCa r d s  w i t h  f r i e nd s  and  f am i l y  

Ob j e c t i v e :  Have  con sume r s  

pe r s ona l i z e  and  s ha r e  b r anded  

Wha t abu r g e r  ho l i d ay  eG r ee t i n g  

c a r d s   

Use  Ca se :  eG r ee t i n g  C r ea t o r  

http://info.wyng.com/blog/whataburgers-seasons-eatings-egreeting-creator


FEBREZE 'S  

#ODORODES  

Concep t :  Feb r e z e  h i t  i t  head -on :  

t h e i r  p r odu c t  i s  u sed  f o r  sme l l y  

s i t u a t i o n s .  They  l a un ched  a  

c ampa i gn  whe r e  con sume r s  we r e  

a s k ed  t o  emb r a ce  t h a t  f a c t  by  

c r e a t i n g  an  #Odo rOde  by  

up l oad i n g  a  pho t o  o f  s ome t h i n g  

t h ey  l o v e  (bu t  wh i c h  s t i n k s )  and  

g i v i n g  i t  a  c u s t om  c ap t i o n  

Ob j e c t i v e :  Gene r a t e  buz z  f o r  

#Odo rOde s  and  i n s p i r e  con sume r  

pa r t i c i p a t i o n   

Use  Ca se :  F i l l  i n  t h e  B l an k  

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


ONE  PLATFORM ,  I NF IN I TE  

D IG I TAL  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/

