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Foreword

Welcome to the Fall Inspiration Guide, proudly presented by

Playable — the gamification platform for marketers. As the leaves will soon
crunch under our feet and pumpkin spice will fill the air, we're thrilled to
showcase 8 standout seasonal fall campaigns from our customers that
really hit the mark.

In this guide, you can explore those real-world examples spanning
Halloween chills, Black Friday thrills, and autumn-themed creativity.
We're here to fuel your inspiration, nudging you to break the mold and
achieve even better results with your own fall marketing plans.

With years of experience aiding businesses big and small across many
industries, Playable is your trusted partner for enabling awesome gamified
campaigns! Let this guide be your launchpad, propelling you toward
innovative ideas and successful strategies that capture the essence of this
season.

Get ready to transform your fall campaigns into something extraordinary.

Andreas Fabricius
Co-CEO, Playable
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Natusan’s very engaging Shoot the
Zombie Cats Halloween campaign

For their Halloween 2022 campaign, Natusan aimed to craft an
enjoyable yet thematic experience for the celebrations.

Following a collaborative brainstorming session with
the

Playable team, the concept of a “zombie cats” t
Shooting game emerged, designed to evoke the natusan
nostalgic appeal of 90s arcade games while
maintaining a “cute” and on-brand aesthetic

with the zombie cats. Participants engaged in
shooting the zombie cats, competing for a chance
to secure a year's worth of cat litter supply.

Participants also gained a 15% discount on
their next order so they could give their cat
a Halloween treat.

Incentive

Possibility to win a year's supply of cat litter
(worth £215!). Plus, a 15% discount code for

playing.

Marketing objectives

Drive conversions

Collect permissions

natusan

Natural cat litter and

eco-friendly cat accessories
Part of Mars group

) ¢

natusan

SHOOT THE ZOMBIE
CATS!

The apawcalypseis here!

Shoot all of the undead cats and enter
our prize draw to win a spooktastic
prize: a year's supply of cat litter! PLUS
an extra thank you discount for playing.

Playable campaign



natusan

Natural cat litter and

PI’O mOtiO n st rd tegy eco-friendly cat accessories

To promote their Zombie Cat campaign, Natusan leveraged all their channels.

This included organic posts on Instagram and Facebook, paid promotions across
Instagram, Facebook, and TikTok, as well as a tailored CRM flow to engage their existing
customer base with the game.

4 )

Promotional posts

o Natusan - Follow ¢ natusan_uk
28 Oct 2022 - &
Starting today until Monday, play our Halloween game
to be in with a chance of winning a spooky surprise
C) One lucky player could get their paws... See more
PLAY TO WIN registrations
o
o ]
7 \) clicks on the “Shop now”
.ol CTA button
g "
minutes is the average time
a participant spend with
2 the brand per session
16 likes
natusan_uk Happy Halloween! Today is your last
Natusan Play Game chance to play our Halloween game: you could be in

with a chance of winning a year's supply of... more

31 October 2022

\ J

Part of Mars group



Thorpe Park’s Fright Nights Gaming

Halloween campaign

At Thorpe Park, Halloween is not a single day, it's a month of
festivities under the name “Fright Nights.” While the entire park
is filled with terror and thrills, Thorpe Park also wanted to reach

their visitors on their phones by creating fun
horror-themed games.

Participants entered the “Locksmith's Workshop”
where they were presented with 6 different doors
with keys to unlock different games (including a
memory game, a drop game, etc.). Participants
had to complete each challenge one by one to
unlock the next door.

To participate, visitors simply had to fill in a lead
form with their name and email, plus agree to
receive Thorpe Park’s newsletter.

Incentive

The challenge to unlock the 6 different doors
and see what's at the end of the experience.
Plus, different giveaways.

Marketing objectives
Gamify your content

Collect permissions

Welcome Fearseeker!

You have entered the Locksmith's Workshop.
Here this demon of FRIGHT NIGHTS hand-crafts
the doors and keys to unlock your worst
nightmares.

Each challenge must be completed in order for
the Locksmith to open the next door. Good luck!

-
[}

Complete Door unlocked

¥ 25

Theme Park

Time left

Playable campaign
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Promotion strategy

The Fright Nights Interactive Games were shared through Thorpe Park’s organic social

media platforms. Additionally, they were highlighted on the park map and displayed on

printed signs throughout the premises.

@ thorpeparkofficial

Qv W

1.298 likes

thorpeparkofficial Guess who got their hands on the
Locksmith's master key?99 Oh yes we did! & And
we've cloned it so you can get a copy too! .

Get yours in-store at the Island Shop or Megastore
NOW! Not only is it an #awesome piece of #merch, it
will also unlock a mouth-watering offer @ If you're one
of the first 200 people to have brought a key in-store at
#ThorpePark from tomorrow you will receive a half price
voucher to use on our devilishly delicious #FrightNights
cupcakes from the Birthday Bash Bakehouse g

Pre-book your #epic spine-tingling FRIGHT NIGHTS
visit using the link in our bio

B9 thorpeparkofficial
N—

Qv

1.752 likes
thorpeparkofficial The Crows are giving us all the

#SundayScaries @

Have you yet dared to venture even deeper into the
cursed village of Mawkin Meadow and unearth the
origins of the infamous Crows?! §§

For those who are brave enough to wander through the
darkened fields of corn, you better trek carefully and
hope your presence goes unnoticed 99 These folk
don't take well to outsiders @

Pre-book your tickets using the link in our bio @

Promotional posts

sessions

hours of engagement with the
brand in total

minutes is the average time
a participant spent with
the brand per session

Theme Park
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That Spooky Feeling with
Costcutter Halloween campaign

Costcutter's Halloween gamified campaign, sponsored
by Mars Wrigley, took the form of a landing page
strategically designed to captivate shoppers during
this key seasonal event while also growing their mailing
list. The landing page featured a captivating Wheel of
Fortune game, offering chances to win cinema tickets,
delectable treats, and more. Complementing this, the
page showcased themed recipes and a local store
locator. In addition, the campaign highlighted various
discounted Halloween-themed products. All-in-all,
this campaign resulted in an all-encompassing and
immersive Halloween experience.

Incentive

Possibility to win cinema tickets, treats, and
Halloween merchandise. Plus, access to
Halloween-themed discounts.

Marketing objectives

a Drive store visits

e Capture consumer data

4 )

Costcutter & - Follow

Costeutter

19 Oct 2021 - &

Halloween essentials |’ Creep on down to your local
Costcutter - bit.ly/CC_StoreFinder
#ThatSpookyFeeling

Qo 2 shares 8.6k views

dY Like Q comment A> Share

Playable campaign
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Costcuttere¢

Chain of convenience
shops & supermarkets



Costcuttere¢

Chain of convenience
shops & supermarkets

Promotion strategy

To boost traffic to their landing page, Costcutter used paid ads across a range of social
platforms including Facebook, TikTok, Snapchat, and Instagram. Additionally, they used
email marketing and strategically placed website banners to drive clicks.

4 )

e COSteutter @ - Follow
15 Oct 2021 - ©
Terrifyingly tasty sweets for just £1! You better boo-
lieve it @

registrations

Shop local at your nearest Costcutter in time for
Halloween bit.ly/CC_StoreFInder

hours of engagement with the
brand in total

minutes is the average time
a participant spent with
the brand per session

Os 238 views

Promotional post
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ILVA's Black Friday
Wheel of fortune campaign

ILVA's Black Friday campaign featured a wheel of fortune
contest, strategically designed to attract new leads ahead of
the shopping event.

The competition was live the weeks leading to
Black Friday, culminating in the draw of the lucky ILVA
winner on the morning of the shopping extravaganza.

Participants tried the wheel of fortune for a chance
to qualify for the gift card draw, an action not KLIK PA HJULET FOR AT STARTE
restricted by a lead form. However, to enter the draw, i
participants were required to provide their contact
details, including name, email, birthday, and the
nearest ILVA store location from them.

Thus, allowing ILVA to collect valuable data about
their new leads.

Incentive

Entering a draw to win a gift card of
10,000kr (approx. 1350€) to shop at ILVA for
Black Friday

Marketing objectives

Collect permissions

Capture consumer data

ILVA

Chain of furniture stores

ILVA

BLACK FRIDAY-KONKURRENCE

VIND

ET GAVEKORT PA
10.000.-

Vind 10.000.- at shoppe for i ILVA til
Black Friday.
Deltag i konkurrencen og var med i
lodtrazkningen.
Den heldige v sendt gavekortet
direkte til deres indbakke pa Black Friday.

DELTAG HER

Vinderen trzkkes d. 26. november blan

- 24. novem

r har deltaget mellem d. 1

Playable campaign



Promotion strategy

ILVA's Black Friday Wheel of fortune was advertised through META (Facebook & Insta-
gram), on ILVA.dk, and in different newsletters (with the intention of obtaining updated

permissions from their contacts)

@ ILVA &
2 Nov 2022 - &

Vind 10.000 kr. at shoppe for hos ILVA til Black Friday.
Deltag i konkurrencen og veere med i lodtraekningen —
den heldige vinder far tilsendt gavekortet... See more

Promotional post

See Translation

VIND

10.000-

TIL ILVA

ILVA

Chain of furniture stores

unique registrations

traffic to ILVA's website

minutes is the average time
a participant spent with
the brand per session

hours of engagement
with the brand in total
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Kop & Kande's Black Friday KopXKande
Drop game campaign Local and online stores

Kitchen equipment, table settings, and gifts
During Black Week, Kop & Kande used a Drop Game to generate
new qualified leads they could target on Black Friday.

To play the game, participants needed to catch
discounts
while avoiding paying too much.

The lead form was simple, asking for first and last
names, email address, and marketing permissions.
In addition, players could participate again and
again for extra chances to win, thus multiplying
their time spent with the brand. Kop & Kande

knew a Drop Game was an experience their
customers loved to interact with, and that they
would spend a long time playing it. So, they also
took the opportunity to highlight their most
popular brands at the bottom of the landing page.

Start spillet

Incentive

Possibility to win a Kop & Kande gift card of
1.000kr (approx. 135€) that could be used on
Black Friday.

Marketing objectives

a Collect permissions

Drive awareness
and engagement

Playable campaign




Promotion strategy

Kop & Kande utilized both organic and sponsored social media ads to promote
the Drop Game, aiming to acquire new leads. Additionally, they leveraged their
email lists to share the campaign with their current audience, effectively
enhancing awareness and engagement surrounding their Black Week

offerings.

o Kop & Kande & - Follow
22 Nov 2022 - @

@ VIND 1000 KR. TIL BLACK FRIDAY @

Fang procenterne og veer med i lodtraekningen om et
gavekort pa 1000 kr. til kop-kande.dk, som du kan
bruge til Black Friday &

Spil med her <~ bit.ly/fangprocenterne

See Translation

4 Y

Promotional post

KopXKande

Local and online stores
Kitchen equipment, table settings, and gifts

9000

unique registrations

Over 550

hours spend with the brand

4950

clicks on the “See all
discounts” CTA

4,38

is the average amouth of
times participants played
the game
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Kaufmann's Black Friday
Scratchcard campaign

KAUFMANN's campaign, a Scratchcard, was designed to
generate leads before Black Friday, amplifying their subscriber
base and strengthening their email marketing for the event.

The gamified approach sought heightened user
engagement, making it more enticing and fun KAUFMANN
than a simple sign-up form. Participants who
succeeded in gaining 3 of a kind in the Scratchcard
game could enter a draw to win a gift card of
1000kr (approx. 135€). SKRAB 3 ENS OG VIND 1.000.-

TIL BLACK FRIDAY
In addition, they could register on KAUFMANN's __
VIP Black Friday list where they could access -
exclusive Black Friday offers before everyone else. ' waurmann ?‘

Incentive

Possibility to win a KAUFMANN gift card of
1.000kr (approx. 135€) that could be used on
Black Friday. Plus, access to KAUFMANN's VIP
Black Friday list.

KAUFMANN ;??- = KAUFMANN

FOLG OS

Marketing objectives ¢ &

Collect permissions

Drive conversions

KAUFMANN

SINCE 1908

Local and online stores
Men clothes and accessories

KAUFMANN

SKRAB OG VIND

Skrab 3 ens og deltag i konkurrencen om et
gavekort pé 1000,- til Black Friday.

Ved deltagelse far du ogsé VIP-adgang til
vores eksklusive Black Friday tilbud, fer alle
andre.

Start spillet

Konkurrencebetingelser

FOLG OS

f © &

Playable campaign



Promotion strategy

KAUFMANN's campaign was promoted through paid ads on Facebook and TikTok (with a
small budget), featured in their email newsletters, showcased as a welbsite pop-up, and

displayed on physical exhibits within their stores.

(

Promotional post

Vind 1000kr til Black
Friday

KAUFMANN

SKRAB & VIND ET GAVEKORT P&
TIL BLACK FRIDAY

OG Fﬂl T BALF AR
FOR ALLE ANDRE!

Nil Ve

KAUFMANN

DELTAG | KONKURRENCEN OM

1.000 KR TIL BLACK FRIDAY og fa
adgang fer alle andre!

Spil med i vores skrabespil og deltag i konkurrencen om
1.000 kr til Black Friday + VIP-adgang til tilbuddene fgr alle
andre!

KAUFMANN KAUFMANN

KAUFMANN KAUF)

SPIL MED HER

KAUFMANN

SINCE 1908 ——

Local and online stores
Men clothes and accessories

paid ads CTR
unique registrations

of all unique registrations
converted

of subscribers are still
active subscribers

and of those have
become/are customers
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krifa

Krifa's cold subscribers fall campaign ST,

social security fund

Krifa launched a Fall Wheel of fortune campaign, inviting cold
subscribers to engage in a fun leaf-surrounded game with
the possibility to win small and big prizes instantly. The game
was a great opportunity for Krifta to learn more about
their cold subscribers by asking them their email,

teleph b d job situation. g P g,
elephone number, and job situation Vind 1.000 kr. i Krifas

lykkehjul

Det rusker | traserne, himlen er gra, og luften
emmer af regn. Det er tid til stearinlys og

Plus, at the end of the experience, they drove
conversions by saying “You didn’t win the big

prize of 1000kr? No worries, you can still get

your T1000kr giftcard by becoming a member today!"

I du muligheden for at gere efteraret
endnu hyggeligere - prev vores lykkehjul og
vind et Luksusgavekort pa 1.000 kr.!

Incentive

Possibility to win 100kr (approx. 13€) in
takeaway or a big prize of 1.000kr
(approx. 135€)

Vinder du ikke hove en, har du ogsa
muli 0 rttil takeaway.
: dlavningen.

START SRILLET

Marketing objectives

Collect permissions

DREJ HJULET! Spred god arbejdslyst pa
#godarbejdslyst
og felg os pa:

0000
\. Playable campaign

Drive awareness
and engagement
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krifa

Trade Union and

PromOtiOn st rdtegy social security fund

Krifa used email marketing to promote their campaign, sending an initial invitation email
followed by a reminder, targeting cold leads from their subscriber list.

The selected leads had a registration date older than 3 months and lacked vital data
points like phone numbers. In fact, a third of the 23,000 leads had only provided email
addresses.

The objective was to enhance these cold leads 4 Promotional post
with data, facilitating their transition from
top-funnel stages to lower ones, all while offering
them an opportunity to re-engage with Krifta's
brand, often for the first time in a while.

Kkrifa

499

unique registrations

20

Hej FIRSTNAME clicks on the CTA to
Har du lyst til at vinde et Luksusgavekort p§ 1.000 kr., eller var det noget become members

med 100 kr. til laekker takeaway?

S8 spil med i Krifas store efterdrs-lykkehjul og f& mulighed for at forsode
det ruskende og regnfulde danske efterir

Spillet er helt eksklusivt til dig, der er pd vores mailliste.

leads from this campaign
are still paying members

Du kan spille én gang om dagen indtil 23. oktober 2022 - der er praemier
hver dag resten af efter8rsferien!

\_ J
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Fri Bikeshop's fall @ Fri Bikeshop
engagement campaign Bike shops

Fri BikeShop introduced 3 distinct games on their website in
October 2022, aiming to engage their audience and extend

their time spent with thae brand. With the primary aim of fostering
engagement, these games were accessible to all visitors

without being gated by a lead form.

The initial game involved a Snake challenge
where players aimed to expand their “bike" by
capturing “Hello October” toggles.

The second game was a Memory challenge,
prompting participants to match bike images
to complete the game.

The third game, a Spot the Difference experience,
required players to identify 5 differences in an
image of a man on a bike.

Incentive

The fact that these games were not gated and
were simply there to entertain their audience
made it possible for Fri BikeShop to generate
success without incentives.

Marketing objectives

Drive awareness
and engagement

Playable campaign

Drive conversions
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@ rriBikeshop

Promotion strategy

Fri BikeShop promoted these games both organically and through paid ads on Facebook.
Moreover, they used email marketing to reach their current email list. It was a great way for
them to have their audience spend some time with their brand in a fun and interactive manner.

Fri BikeShop H
< . ryanig Promotional post
Tid til lidt efterarshygge? s &
En varm kop kakao og teeppet over en i sofaen efter
en dejlig cykeltur. Uuuh, vi kan neesten se det for os
& Og vi bidrager gerne til hyggen med tre helt nye

spil, som passer lige til sddan en efterarsstund.

Find fem fejl, snake og vendespil venter lige her «
https://bit.ly/3e3WNQ3

God forngjelse &
See Translation

Snake: Fang de orange brikker

Se hvor mange brikker, dukan fange o lav en lang (cykefllange

Rt

brand image

audience

Match billederne sammen

Kan du huske, hwor billederne gemmer sig? Prav vores vendespi og se om
du kan finde alle parrene. Du har at finde dem alle

B!‘ééﬂﬂ time spent with their brand
P A =

Bike shops

playable



hello@playable.com

playable.com


https://playable.com/
mailto:hello%40playable.com?subject=

