
GAMIFICATION 
BY JESSICA LAU 



Présentateur
Commentaires de présentation
How many of you have played video games while growing up? PLEASE STAND UP



Présentateur
Commentaires de présentation
How many of you play games on any devices now?  PLEASE STAND UP



Amassed 100 million players 
within two weeks of its December launch 

JUMP EXAMPLE 

Présentateur
Commentaires de présentation
You GUYS, you are in good company, over 100 million CHINESE users downloaded this game from TencentIN CHINA there is 500M CN people playing online GAMING => LY 32.5 Billion USD.



WHY 
IS IT RELEVANT TO                        
OUR INDUSTRY? 

Présentateur
Commentaires de présentation
TO UNDERSTAND WHY IT IS RELEVANT, we need understand CHINESE CONSUMERS. => PERSONAL STORYno surprise / single children homes/ social connection / forge an identity. larger community / broadcast to millions of other users.BECAUSE PRC SHOPPERS ACCOUNTS FOR MORE THAN 50%



WHERE  
CHINA & CHINESE  
CONSUMERS ARE AHEAD 

Présentateur
Commentaires de présentation
AS THEY HAVE EMBRACED GAMIFICATION AT AN EARLY STAGE. GAME CULTURE, ALWAYS PLAYED (Casino, Majong…).AND WE SEE EMERGING A NEW PRC GLOBAL SHOPPERS



MEET THE PRCs  
GLOBAL SHOPPERS 

+150M Chinese Tourists in 2017 
220M by 2020 

Nearly 50% of TR shopping spend 

in 2017  
were from Chinese Travelers 

8% own a passport…  



MEET  
THE HENRYs 

CHINESE MILLENIALS 
THE CONSUMER OF 2020 

 
6,000 USD per trip 

“High Earners, Not Rich Yet. 

74M = Travel Ready Millennials  
who will graduate  
in the next 10 years = HENRYs 

Présentateur
Commentaires de présentation
growing demographics / fast growth in purchasing power early 2000’s in Western markets price of real estate / but travel, consume premium products, and let their network know about it.MOST HENRYs are MILLENIALS



THE HENRYs, 

Are MOBILE FIRST 95%   

Présentateur
Commentaires de présentation
SO NOW YOU KNOW WHERE WE CAN REACH THEM, SEDUCE THEM, CATCH THEM => CONSUMER CENTRICHERE THEY ARE !!!



HOW  
TO ENGAGE  
THE GLOBAL CHINESE SHOPPER 

Présentateur
Commentaires de présentation
As the highest potential consumer segment for luxury brands, it was only a matter of time before industry leaders introduced gaming to attract the millennial shopper.



What is GAMIFICATION? 

STAND OUT  ULTIMATE GOAL  

FROM THE COMPETITION 

FUN WAY  

TO INTERACT WITH  
CONSUMERS 

EMOTIONAL 
ENGAGEMENT TO TRANSFORM THE  

PLAYERS INTO A CUSTOMER 

Présentateur
Commentaires de présentation
Let me Define GAMIFICATION



HAT LUXURY BRANDS 
CAN LEARN FROM 
POPULAR MOBILE 
GAMES IN CHINA 

W 
Many luxury brands believe 

GAMIFICATION  
cannot fit their brand positioning… 

UT it is changing = 
 We have to be 
  CONSUMER CENTRIC     
    

and could hurt their premium perception 

B 

Présentateur
Commentaires de présentation
PRESENT EXAMPLE FROM ONE OF THE MOST LUXURY BRAND IN THE WORLD1. 2. 3.



Interactive Treasure Hunt by Dior 

  Collect items from the latest collection 

DIOR Introduced its latest                        
STORE in SHANGHAI 

 Chance to win tickets to the opening 
event 

Présentateur
Commentaires de présentation
STEPs BREAK, 1. COLLECT  2. HOT AIR BALLON 3. LUCKY DRAWLUXURY BRANDS GOING BECAUSE TARGET AUDIENCE IS A PLAYER ON MOBILE !!!



TO MASTER GAMIFICATION TIPS 

Know your audience and focus on PRC Global Shoppers 

Understand and PLAY Popular Games Yourself in CHINA 

KEEP IT SIMPLE, the best games are relatively simple and short contests 

Games are fun, interactive but what are players winning = INCENTIVES 



TO MASTER GAMIFICATION TIPS 

Have CLEAR Terms and conditions and timeframe: e.g. limited edition games 

Define clearly what are the KPIs for the brand and how to assess the success of  
the campaign 

Work with strong partners and always look out for NEW technologies  
such as AR, AI 

SUCCESS 

Présentateur
Commentaires de présentation
ADD COMMENTS ON YOU CAM AND LINK TO ONLINE CHINA PLATFORM + POP UP FOCUS TO MAKE ONLINE GAME MORE LINKED TO OFFLINES STORES



ENGAGE YOU 
      RECRUIT NE 

CASE STUDIES 

R CUSTOMERS 
W CUSTOMERS 



KISS KISS GAME 

ENGAGEMENT VIA GAMING 

DELIVER High levels of enjoyment and addiction 

- KEY: players share items, scores and compete with people around 

Rated Most Engaging Game by Jing Daily of 2017 

Chance to convert players into shoppers 

Social Function 

Présentateur
Commentaires de présentation
Education – Gamification opens up a whole new way to educate users about your brand history in an engaging and highly shareable manner.Drive conversions –Games like those from Guerlain and Dior were designed to drive conversions. Guerlain selected 300 users to win a KissKiss lipstick to be picked up in store. By bringing users to the point of sales, there is a great opportunity to upsell additional items.



ENGAGEMENT VIA GAMING 

Create awareness before China Launch 

O2O: Winners can collect the product offline  

Timer with ranking to increase competition 

ROUGE G GAME 

 Drive traffic to stores 

Présentateur
Commentaires de présentation
Not in CHINA LM LaunchEngagement – Their highly shareable nature not only increases follower engagement, but encourages viral sharing thereby growing the follower database.LINKED TO OFFLINE POP UP at Shanghai Airport + YOU CAM ONLINE : a Beautifying app RECAP BEFORE OPENING:HENRYS CONSUME ON MOBILE => CHINA FUTURE 8% PASSPORTGAMIFICATION POWERFUL TOOL TO ENGAGE AND DRIVE CONVERSIONS TO BUSINESS



 
CUSTOMER DATA ACQUISITION 
TARGETED CONTENT 
 
Beginnings of SOCIAL CRM in TRAVEL RETAIL? 

FUTURE OF GAMES 

Présentateur
Commentaires de présentation
SOMETHING INTERESTING FOR THE FUTURE WE DO NOT OWN OUR CUSTOMERSCollect data –Online games present the perfect opportunity for brands to collect data from users. In the case of Guerlain, users were asked to share their personal info for a chance to win a lipstick.
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