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SPONSORSHIP & GAMING
THINK SPONSORSHIP! CONFERENCE > 11/11/11



2First We‘ll Focus On Fun > Then We‘ll Explore Monetisation Role

Entertaining > Useful > Good

http://www.youtube.com/watch?v=eElb1ctoWKk


3Good Week For Gaming Talk > Call Of Duty: Modern Warfare 3

http://www.youtube.com/watch?v=coiTJbr9m04


4Gaming Growth > Call Of Duty > Entertainment Record Breaker 



5Call Of Duty: Modern Warfare 3 > Pepsi Sponsorship/Partnership



6Gaming‘s Role In Sponsorship Activation > Themes & Trends
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7Particpation > Deepen Consumer Engagement In The Property

1 Participation



8Hero Honda > Kricket Ka Karizma > ICC Cricket World Cup

http://www.youtube.com/watch?v=60RcVtMi9OY


9Hero Honda > Kricket Ka Karizma > Buy/Rebrand Existing Game

http://www.youtube.com/watch?v=TaYpqpOyNuE


10Johnnie Walker > Step Inside > Vodafone McLaren F1 > Filmic

http://www.youtube.com/watch?v=vjaFoBIvBvU&feature=related


11Personalisation > Make Games Individually Customisable

2 Personalisation



12Carlsberg > Rugby Fever Streak > Hong Kong 7s > Photo Avatar



13Carlsberg > Rugby Fever Streak > Hong Kong 7s > Photo Avatar



14Carlsberg > Rugby Fever Streak > Hong Kong 7s > Incentives



15You Vs > Oakley > Tour De France > Product Showcase

http://www.youtube.com/watch?v=3q7YwXCWT1U


16You Vs > Oakley > Tour De France > Share > Real World Link



17Socialisation > Link To Social Media > Share & Spread

3 Socialisation



18Farmville > FaceBook > Vancouver 2010 > Consumer Created



19Mercedes-Benz Tweet Race > Super Bowl 2011 > CyberPhysical

http://www.youtube.com/watch?v=67_8X7kKUfs


20Mobilsation > Use Games To Tell Stories Through Mobiles

4 Mobilisation



21Angry Birds Rio > 20th Century Fox > Super Bowl 2011



22Heineken > Star Player > UEFA Champions League

http://www.youtube.com/watch?v=XP5yySEZub8


23Localisation > CyberPhysical > Community/Geohraphical Target

5 Localisation



24Sony Ericsson > UEFA Champions League Final 2011



25Integration > Link With Wider Activation > Games Not In Isolation

66 Integration



26Bud Light > Unlock The Spot > NFL Super Bowl 2011



27Kia Optima > One Epic Ride / Contest > NFL Super Bowl 2011

Cli k i t l

Kia Optima > One Epic Ride > NFL Super Bowl 2011 > Pre & Post Event Competition

Click image to play



28Product Integration > Products As Gaming Platforms

7 Product Integration



29Cadbury> Spots v Striples > London 2012 > Augmented Reality

http://www.youtube.com/watch?v=TtnNgRSu4gE


30Back To Monetisation > The Role Of Gaming In Money Making
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31Traditional Marketing Funnels > Where Does Gaming Fit?



32Where Does Gaming Fit > Not Necesssarily About ‘Awarness‘ 

“We pay a truckload for this sponsorship 
so we need to make it work harderso we need to make it work harder

Traditional media works for awareness  Traditional media works for awareness, 
but our Euro awareness is already high

Being present isn’t enough, we need more. 
i if ll d h hiOur target is if we pulled the sponsorship 

people would be at our office wanting it p p ff g
back”

Floris Cobelens, Heineken Digital Head



33Where Does Gaming Fit > Aquisition, Engagement & Advocacy

“Acquisition was a key objective.

Almost doubled Twitter Feed followers -
from 35 991 to 70 198 in just a few daysfrom 35,991 to 70,198 in just a few days.

i i iGot 320,000,000 Twitter impressions one
team became a trending topic on Twitter.g p

40% rise in Facebook Likes post game ”40% rise in Facebook Likes post game.

M d B  T  R  P  R lMercedes-Benz, Tweet Race Press Release



34New Marketing Funnels > Where Does Gaming Fit?



35Judging Success > Which Metrics & Measurements If Not Money

10m actively involved consumers10m actively involved consumers

177,000 campaign sign ups177,000 campaign sign ups

700,000 games played700,000 games played

5% rise in brand preference5% rise in brand preference

13m + Challenge Bars sold13m + Challenge Bars sold



36Communication Media Model > Where Does Gaming Fit?
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37Final Thought > Liquid & Linked As A Gaming Guide

Flat, one-way communication is long gone

A multi-dimensional connected world now

Is Coca-Cola’s 2020 vision ‘Liquid & 
Linked’ strateg  a good gaming g ide?Linked’ strategy a good gaming guide?

i id hi fl iblLiquid – everything connects flexibly
(content, ideas, apps, games, experiences)( , , pp , g , p )

Linked – stay true to the brand & property Linked stay true to the brand & property 
(values/benefits/strategy/idea/story)
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