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Changing how brands connect with
consumers, at scale
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TODAY'S CHALLENGES IN BROADCASTING

The problem with
traditional one-way marketing

300 90% 2 sec

Ads are seen by the average consumer ] .
every day of potential customers are banner blind for consumers to decide whether to engage

to ordinary marketing. with an ad

Broadcast marketers face more
pressure than ever to grab and hold
the attention of busy, overwhelmed

consumers

Failing to do so risks missing revenue
targets, stagnating growth, and losing
market share

Facebook 1Q, Infolinks, CBS News
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Consumers judge whether your messaging and content is worth their time in under two seconds. With every one-way marketing touchpoint that fails this test along the customer journey, your busy, tired and overwhelmed potential buyers become more and more disengaged. Continuing to serve an overload of ordinary content, sweepstakes, promotions and loyalty programs to consumers moved the needle a decade ago. Now, it’s only putting marketers under more pressure than ever:
- Digital engagement is plummeting with nearly 90% of consumers becoming "banner blind" to the 300+ ads they are bombarded with every day, putting resistance toward those ordinary one-way marketing communications at an all-time high. 
- Customer acquisition costs increased 222% over the past decade, while marketers face relentless pressure to do more with less and to find more effective solutions to convert engaged consumers into paying customers. 
- Even after winning new customers, 50% drop out of loyalty programs within months, exposing a crucial gap with these initiatives; it’s not enough for brands to simply have a loyalty program to increase retention—they need to actively drive program and app engagement by motivating customers to participate. 
If brands can’t tackle these challenges, they risk losing potential and existing customers to competitors, compromising their growth. A downward growth trend can cause a lot of frustration and stress for marketers already dealing with restricted creative freedom and shrinking budgets. For many, this could spell more job dissatisfaction and insecurity, and could even negatively impact career progress.  


THE PROBLEM

Why traditional one-way
marketing fails in 2025

Hands-on experiences engage the human brain more effectively than
passive verbal or visual content

Humans remember... @&

70%
2 O% what they

10 experience
% what they read

what they hear
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Why is traditional marketing underperforming today? One-way marketing is all about sharing information, relying on appealing visuals, persuasive language and consistent messaging to motivate consumer action. But, in today’s crowded landscape, where attention is harder to capture than ever, this type of marketing falls short. Therefore, just 10% of humans just remember what they hear and just 20% of what they read. What really matters and stays memorable today is what they experience!
The human brain responds more powerfully to hands-on activities and experiences than to passive verbal or visual content. 





THE WINNING SOLUTION

Gamification Marketing delivers impactful
Interactive experiences

Humans remember...
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So when we talk about experience, we directly asked ourselves, what’s the biggest possible experience that a consumer can have? The answer is clear – With 3.3B Gamers, gaming is the biggest community in the world. If we bring now game elements from gaming into a marketing context and challenge user with entertaining game elements, we talk about Gamification Marketing. Gamification Marketing transforms passive, informational marketing touchpoints in your content, sweepstakes, promotions, and loyalty programs into interactive brand experiences that engage, convert, and retain more customers.


THE WINNING SOLUTION

Gamification Marketing delivers impactful
Interactive experiences

Humans remember... Extrinsic rewards
f\‘\ ““““““““““““““““““““ Q Reward-based Gamification
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Intrinsic rewards
Challenges, autonomy, social

connectedness efc.
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As consumers, we love encountering tangible extrinsic rewards, like discount coupons in loyalty programs or “buy one, get one” retail offers. But, what truly unlocks real, long-term engagement and impact for brands aren’t extrinsic, but intrinsic rewards: that sense of achievement from earning enough ‘stars’ to access your new membership level at Starbucks or the thrill of swiping away on a digital scratch card to see what you’ve won. Intrinsic motivations for mastery, purpose or autonomy are so powerful that it compels 3.3 billion gamers—the biggest community on the planet—to seek out challenging, engaging, and rewarding digital experiences. Imagine unlocking this type of engagement for your brand. 


THE WINNING SOLUTION

Gamification Marketing delivers impactful
Interactive experiences

Humans remember...

10%
what they what they read
hear

BRAME

70%

what they
experience

Q Extrinsic rewards
i Reward-based Gamification

Intrinsic rewards

Challenges, autonomy, social
connectedness etc.

-

@@ More engagement

|/-/ More conversion

@ More retention
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This type of engagement mainly brings out 3 outcomes: More engagement from users to collect signups and additional data attributes, higher conversion rates and promotion effectiveness for more revenue growth and increasing retention and transaction frequencies through deeper emotional connections on the brand’s loyalty channels. 


We empower marketers to win

BRAME transforms ordinary incentives, forms, promotions, and loyalty initiatives into interactive

ENGAGE MORE CUSTOMERS

Gamify sweepstakes,
incentives and forms

Gamified incentives and forms increase
digital engagement, the number and
quality of opt-ins, and data
enrichment.

and impactful brand experiences

CONVERT MORE CUSTOMERS

Gamify promotions
and offers

Gamified promotions and offers
increase your redemption rates,
sales conversions, and margins.

RETAIN MORE CUSTOMERS

Gamify apps and loyalty
initiatives & programs

Gamified apps and loyalty
initiatives increase active usage,
brand love, and transaction
frequency per customer.
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Brame doesn’t invent the wheel from scratch. We just gamify activities that our clients are already doing, bring an interactive fun layer into it and create intrinsic motivation which lifts up the KPI’s:
Gamifying incentives, sweepstakes and forms to activate and motivate people to get in touch with a brand a marketing activity, to signup for their newsletters, loyalty programs or apps or to get to know the client even better by gamifying data capturing experiences.
Gamifying promotions and offers to increase the perceived value of a promotion through the created sense of achievement and therefore increasing revenue growth
Gamifying apps and loyalty initiatives to enhance regular deeper connections with a brand, animate users to do more transactions and therefore increase overall customer lifetime value.
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How broadcasters make marketing
fun with Gamification
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Trendy events & time spent listening

FIFA World Cup 2026 expected to be the most-
watched sporting event in history, and will
dominate conversations across demographics.

@

)

BRAME

Broadcasting still
outperforms

Passionate, loyal and
competitive key audience

Marketing innovation sticks
when they're part of a trend

AVERAGE ATTENDANCE OF MLS GAMES FROM 2015 TO 2023 ®
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FAST 10%

% of fans who selected platform as their #1
choice for watching sports

Sources: emw-global.com
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FAN BY AGE
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Age ranges % interest in football
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During big events like FIFA, Time Spent Listening almost builds itself. ��But turning those temporary listeners into loyal fans takes innovation geared at consistent re-engagement.

(That’s where Gamification comes in, transforming short-term attention into long-term loyalty)


https://emw-global.com/fifa-world-cup-2026-report
https://emw-global.com/fifa-world-cup-2026-report
https://emw-global.com/fifa-world-cup-2026-report

Trendy events & time spent listening

FIFA World Cup 2026 expected to be the most-
watched sporting event in history, and will dominate
conversations across demographics.

Broadcasting still
(€N
(@) outperforms

Passionate, loyal and
competitive key audience

@ Marketing innovation sticks

when they're part of a trend
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14


Presenter-Notizen
Präsentationsnotizen

During big events like FIFA, Time Spent Listening almost builds itself. ��But turning those temporary listeners into loyal fans takes innovation geared at consistent re-engagement.

(That’s where Gamification comes in, transforming short-term attention into long-term loyalty)


https://www.ebu.ch/

Boost your seasonal campaigns with
Gamification Marketing

Try one of our hundreds of customisable game templates for your football campaign.

Hit the Goal - WEURO 2025 LOEB TREFFE UND GEWINNE!

— 1881
Test your shooting skills in this thrilling game

inspired by the Women's Euro 2025! Hit the 'WIN PIEL "{'l‘l'l‘
moving targets to score goals - precision, speed,

Mache dein Heimspiel jetzt mit uns perfekt.

Triff einfach mit dem FuBball innerhalb von 12
4y YHENY - . ; .
and reflexes are key. Every successful shot brings MITMACHEN! Schissen und in der vorgegebenen Zeit so viele

you closer to championship glory. A . . ! AEG Waschepflegegerate wie méglich und
Sencidey heisst es: Tore schiesseoiaS sichere dir so die Chance auf tolle Rabatte auf
You must hit at least one target before time runs Preise abraumen! ” = . =

unser gesamtes Sortiment! Die Gutscheine sind
out to move to the next level!

Schiessen Sie so viele Tore wie moglich und
gewinnen Sie LOEB Geschenkkarten und weitere

tolle Preise im Wert von tiber 1300 Franken. 10+ Tref-fer = 6% Rabaﬂ
6-9 Treffer = 5% Rabatt
3-5 Treffer = 4% Rabatt

im Zeitraum vom 01.06-14.07. einlésbar.

—
JETZT STARTEN UND
TEILNAHMEBEDINGUNGEN®* ZUSTIMMEN

- y
JETZT SPIELEN w/r

Start the game | BT, *Teilnahmebedingungen
B T g e s s R TN

PLAY AND

WIN

Show what you're made of and save as many
shots as you can. Five goalies will have the
chance to win a shopping voucher worth

100 Euro

for our online shop. Good luck! ‘

START THE GAME ) %
( >\
< J




How Westfunk generates more engagement during key

events for customers

BLOG POST MOBEL REHMANN
BROCHURE

135 Years of Rehmann Furniture: Anniversary
Puzzle

Published: Thursday, 03.11.2022 12:33

Win vouchers worth up to €1,000 with Mibel Rehmann!

Anzeige

Sparen Sie
bares Geld
auch beim
Kiichenkauf!

Vouchers for the 3 fastest participants

The fastest participant will receive a €1,000 voucher ! But that's not all: second and third place will also be
rewarded. With a little luck, you can win a €250 voucher ! If both participants have the same time, a draw will
decide.

PROMOTION

Das Mabel Rehmann
Jubildumsratsel!

* Wer schnell ist gewinnt: Auf
welcher Seite im Prospekt findet ihr
die folgenden Bilder?

GAME FLOW
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Westfunk’s football quiz game flow

M FUNKE

Medien

Nordrhein-Westfalen

z M FUNKE z M FUNKE z M FUNKE
radio essen Medien O\ radio essen Medien radio essen Medien
Ll = i = = Nordrhein-Westfalen Ll i = = Nordrhein-Westfalen Ll i = = Nordrhein-Westfalen

APT.

° APT.
ROSE & BRUNO MARS

TWO PRINCES °
ROSE & BRUNO MARS

SPIN DOCTORS

%9, .

°, %0, .

=)

Mehrfachteilnahme ist maglich. Mehrfachtelinahme ist moglich.

135 Years of Rehmann Furniture:

Anniversary Puzzle
Published: Thursday, 03.11.2022 12:33

Win vouchers worth up to €1,000 with Mibel Rehmann!

= Anzeige

JETZT REGISTRIEREN
UND GEWINNEN! 8 \on 5 richtgl

Vielen'Dankfur die Teilnahme:

Gewinnt mit etwas Gliick einen
© Rehmann Furniture Gutschein von Mébel Rehmann
im Wert von bis zu 1.000 €. Viel

0 O Erfolg!

Vorname*

Die'Gewinner*innen Werden von
uns benachrichtigt:

The anniversary puzzle: how does it

work? 0 Fi made n Nachname* ©2022 WestfunktindMebelHehmarn
ippingBoo! %
Datenschutzerkiaring'|

To participate, you need the latest Mébel Rehmann e
= e 5 -l 1=/
brochure. You can find it under the competition section. Vouchers for the 3 fastest = Rehmann Mobel | Jubilaum | Quiz Q
The puzzle consists of five pictures from the brochure. participants
+ The goal is to indicate which page of the brochure each \

et

Telefonnummer*

Visitors read a Players refer to the Mobel Players complete the  Players enter lead details  Players are served with a

promotional article and Rehmann brochure game to continue results page
start the game

BRAME



More Gamification ideas for radio

Klickt einfach auf das Turchen des
heutigen Tages, um mitzumachen!

Ostergewinnspiel

Sammelt moglichst viele Eier ein und

weicht dabei den kaputten Eiern aus.

Jedes gesammelte Herz schenkt euch
ein Leben.

Findet das Men(!

Merkt euch, unter welchem Hut das
Menu versteckt ist.
Gewinnt 3/3 Runden um im Lostopf zu
landen.
Ihr habt insgesamt 2 Leben.
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Gamification: the future of

omnichannel engagement in
broadcasting
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BRAME Studio: The leader in Gamification Marketing

BRAME Studio includes our drag and drop Builder and is the easiest, fastest and
most cost-effective end-to-end solution to gamify your marketing.

Home Campaigns  Prize Management  Account Sig
9
+ 4 © S 7 g B E saveas @) Preview @  Publish §
B3 cContainers - Properties
Aa Typography v Choose your game
Caﬁ%k?é‘%& Fruit drop
22 Buttons v
Preview game in builder
[ Media v FIND THE EGG!
Settings
-+ Forms v Which go'?ﬁg :;;:y is hiding Basic settings
£ Games s Drop directior
From top
Movement mode
= =) =) / Follows the cursor exactly
L Lr

Phaser Pshaser Phaser - Player lif
game text button = -
: ol B

<>

/ == / Endless time
- -
™ Email ~ ro T 3 A
il il
~ Lgfg o~ "!@g,
e & s
e EE s S 5 :

Difficulty
Easy
Advanced settings

Lanes offset

From Left/Top From Left/Bottom

0 V 0

>
<>

BRAME



Increase customer acquisition through
referral challenges

p— Hello Anne! @ p— Hello Anne! @
S August 14th 2025 ¥ August 14th 2025 ¥

¥y

1 Referral

Campaign idea
Referral challenge: keep referring other customers to earn
increasingly valuable prizes.

Refer customers and
win rewards!

Invite Your Colleagues

& Earn Points! 1 Y Getloyalty points

o
Share the app with your Qo ) Get a discount
6 colleagues and earn
m referral points every time

someone joins using 10 Y Get a special gift

your link.
Increase customer Minimize fraud Boost customer

acquisition

Refer the 1st customer Refer the 3 customers and Refer 10 customers
and get 100 points get a 10% off coupon and get a special gift

BRAME
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Share the app / Invite colleagues


Turn app downloads into engagement

that builds CLTV

Campaign idea

Download the mobile app, engage with the it 4 times a
month, and earn extra € 20 minimum purchase voucher,
redeemable for exciting offers.

%>

Fill your most Accelerate loyalty Build lasting
engaging channel adoption customer habits

BRAME

Hello Anne! @
August 14th 2025

My progress

@ Download the mobile app

Engage 4 times in June
D D D
1/4

Receive voucher

Download the Engage 4 times in a month Receive $20
mobile app purchase voucher
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Thank you

Ready to get practical with
simple, scalable solutions?
Get in touch!

Dominic Eva Hellmann
CRO & Co-founder Digital Development
BRAME AG Westfunk GmbH

dominic.spescha@brame.io eva.hellmann@westfunk.de

% Heineken Gl REWE.. OBIX SPAR® NESPRESSO.

GGGGG

AEG BIPA & Tehibo PAPA JOHNs core D sOQiver



	Foliennummer 1
	Foliennummer 2
	Foliennummer 3
	Your speakers
	Changing how brands connect with consumers, at scale
	The problem with �traditional one-way marketing
	Foliennummer 7
	Foliennummer 8
	Foliennummer 9
	Foliennummer 10
	We empower marketers to win
	How broadcasters make marketing fun with Gamification
	Trendy events & time spent listening
	Trendy events & time spent listening
	Boost your seasonal campaigns with Gamification Marketing
	Foliennummer 16
	Westfunk’s football quiz game flow
	More Gamification ideas for radio
	Gamification: the future of omnichannel engagement in broadcasting
	BRAME Studio: The leader in Gamification Marketing
	Increase customer acquisition through referral challenges
	Turn app downloads into engagement that builds CLTV
	Thank you



