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Using game mechanics provide incentive for action. 
 
• Connects with conditioned, internal reward systems 
• Helps us do things we may not normally do 
• Makes things we have to do more rewarding 

 
 

Where do we see this in the real world today? 

What is Gamification? 
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• We like to play 
• We like to be good at things 
 We like people to see how good we are at things 

• We like to see how we measure up against others 
 We like people to see how we measure up (mostly) 

• We like to win 
 We like people to see us win 

 
Why do we have these feelings? 
 

Some simple facts 
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Presenter
Presentation Notes
We’ve established that we see gamification in a lot of different places today. Lets explore why.



http://4.bp.blogspot.com/-Cpi9Up36lG8/TdCJry1_OFI/AAAAAAAAA2Q/YzMiuBIYLDw/s1600/IMG_8905.JPG








How many of you: 
 
• Played a game while traveling to Orlando? 
• Checked in on Foursquare™ when you got here? 
• Played a word in Words with Friends™ today? 
 

The conditioning continues all our lives 
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Presenter
Presentation Notes
Probably joke about how many people played words with friends during someone else’s presentation? During our presentation? Playing one right now? To drive home the point about intrinsic rewards, ask how many hours were invested in getting the reward shown on the next screen?
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• Autodesk makes 3D design, engineering, and entertainment 

software, and helps people imagine, design and create a better 
world 

• Trials are essential to our business 
• In-trial marketing is tasked with taking trial users, and converting 

them to sales in the Autodesk Online Store  
 
 

About Autodesk, its products, and software trials 
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Type 1: Drive to Purchase 
 
 
 
 
 
 
 

Testing in-trial marketing provides insight 
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Type 2: Create engaging trial experience 

Presenter
Presentation Notes
For a particular subset of products - generally the less expensive ones - the best approach to get people to buy is to clearly display the price, promo when applicable, and a very easy path to actually make the purchase. For the future, we'll call this the "baseline" approachFor the remaining products, just giving a price and a buy now button doesn't really do it for them. These are the products that people are making some incredible stuff with. The new bay bridge in San Francisco, movies like Harry Potter, Transformers, and Hugo, nanotechnology medical devices, bioengineering - heavy duty stuff. And its expensive - most start at about $3500 USD (international pricing will vary).  If we want people to buy this software, they have to really see the value in it beyond its price. We used gamification for one of the latter, harder-to-sell-online products, Autodesk® 3ds Max®. Autodesk's business intelligence team can make a definitive link between people who use the trial a lot and people who buy. And we have the best kind of problem a marketer can have - we have great products to sell, and we know that if people will give them a shot, they will sell themselves. So here is our challenge, to make an in-trial marketing experience that will make people want to use the trial more. To vicerally show them the value of the software and the most compelling features. We boil this down by stating it like this:Create an engaging trial experience for the customerSounds good, right? How many of you out there want people to "engage" with your marketing? Marketing that is engaging is just begging to be gamified. 



         14% increase 
           Trial Usage 

         No change 
           Trial Usage 

Presenter
Presentation Notes
Here is a history of what we had done in the past with this product to make the trial experience engaging.First, the baseline approach that doesn’t work. Why do we do this if we know it doesn't work? Well, we have an annual release cycle with all our products coming out at the same time all over the globe. To support this global launch initiative, we go out the door with baseline and all the products look the same. Plus, we get the halo effect on sales from the products being new, so the first 30-60 days after launch is when we have to do the least "sellingHere is an approach that we took to make people get the most out of the trial experience. This is more of a gateway to existing content than it is a sales tool. Here are some cool tutorials to check out while you have the trial, here is some new stuff in this year's version, and here is this awesome community of CG artists managed by Autodesk that can help you out if you have a problemThis worked really well. We saw a tripling of engagement (measured as clicks on content - although admittedly this metric really isn't fair because there is a lot more content to click on in the new version)The metric we really care about and measure for these kinds of initiatives is trial usage. We saw a 14% increase in trial usage over 3 months after we launched this approach. A measurable, statistically sound, 14% increase in trial usage, just by showing people how they could possibly do stuff with their trial. Huge win.Someone once told me that adequacy is the enemy of excellence, so we continued to iterate.  We know that a large number of users of 3ds Max are sole proprietors or work in very small companies that catch some overflow or outsource work from larger game studios or VFX houses. And we know from talking to our product marketing teams that a lot of these people are doing this to gain the experience needed to move up to one of the big studios. So we leveraged some good timing and launched a new version during Oscar season, using the Oscars as an opportunity to feature our customer who had been nominated for best visual effects using Autodesk tools. The subtext of this message is that this is the tool that the big boys use, so you better be using it too.Side note, every year for the last 17 years the winner of the best visual effects Oscar has used Autodesk tools to create their award-winning entertainment, including Hugo, the 2012 winner, featured here.The results of this oscar promo were mixed. We didn't see any significant change in trial usage, but we saw a reduction in engagement with the content we made available in the trial window - probably because of the reduction in stuff to actually click on.
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Gamification Project Goals 
 
• Create an engaging trial experience 

 
• Create awareness for 3ds Max trial through buzz 

 
• Influence purchase decisions by causing decision makers in 

professional segment to use the trial 
 

 

Enter Gamification 
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Presenter
Presentation Notes
Like any good project, we began with the end in mind. Our success objective was to create an engaging trial experience for the customer, but we had to put some measurement around that. Our success metric is trial usage. If there is more trial use during the campaign than before, we will have accomplished our objective.We also had a couple of secondary objectives. We wanted to create some social buzz by making the game inherently social and rewarding people when they shared, so we designed the user interface to make it easy to share on Facebook and Twitter, and added achievements and point values to incentivize sharing.We also know that this is expensive software - certainly not meant for consumers. This is a business product that business customers need to buy to enhance their own efficiency and performance. A lot of our customers buy through the channel and have long-standing relationships with their channel partners. Those folks are welcome to play, but they aren't the people we're targeting with the Autodesk Online Store. We're targeting the small business, many times freelancers or small mom and pops that get some overflow work from visual effects or video game production studios. To those people, time is money. If you're using an old version of the software, and your clients are happy and you are getting your job done, why change? And furthermore, why invest any time into checking out a new version - you're not getting paid when you evaluate new software, right? When are you supposed to do it, with all your free time? Ha! Anyone who has ever been a consultant or freelancer knows that free time is a complete myth. So we have to make it worth it to take the time to check out this new software. If we do that - if we can just get people to spend time using the trial, they will see its value and want to buy it. Some of them will even buy it in the Autodesk Online Store. So the incentive of the prize gets them to start, the engaging experience gets them to finish, and they will have spent meaningful time in the trial seeing its value. Secondary objective #2 is to influence sales conversion in the online store. Now to the fun stuff. What is our game all about? We are going to show you. But first, a disclaimer. Remember, 3ds Max is software for people who make movies and video games. So we tailored this game to our target audience by making it look and feel like a video game. The look and feel is video-gamey, but the takeaway is not the look and feel. It’s the way we used game mechanics to accomplish our objectives.

















Case Study: Results 

         40% increase in trial usage 
           Ratio of day 2-30 trial use to day 1 use increased 40% 

What You Need to Understand:  Connecting game mechanics to an 
ordinary tutorial drove our key objective higher than any previous attempt 

! 
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• Create engaging experiences to take on your biggest challenges: 
 

• Meaningful relationship building 
• More engagement 
• Higher quality sales leads 
• More sales 

 

Gamification is not a toy 
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Presenter
Presentation Notes
More pageviews!This one is a no-brainer. Make something people want to come back to and engage with, and people will spend more TOS, go deeper, and experience moreMore leads, just kidding, better leads, no  - more leads!Most forms are daunting, and people need a reason to fill them out. How about this, bronze star for "registering" for the webinar, silver star for attending, gold star for asking a question, double gold for filling out the survey afterward? And double gold stars are entered to win a book on a relavent topic? FILTERS LEADS—a person who engages and learns about your product—is well informed and educated…is a much more qualified lead than a person who has only filled in a formSell more stuff!As I heard once, you can't solve a product problem with marketing. But, if you have valuable products that people would want if they would just learn more about them (like Autodesk does), then today's case study is all about the kinds of things you can do.Prospects can vicerally experience the value of product—very different from being “told” the value…the internalize…see experience in contextual and relevant way….



 
• Create engaging experiences to take on your biggest challenges: 
 

• Meaningful relationship building 
• More engagement 
• Higher quality sales leads leads 
• More sales 
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Gamification engages 
customers and creates 

memorable experiences 

Presenter
Presentation Notes
More pageviews!This one is a no-brainer. Make something people want to come back to and engage with, and people will spend more TOS, go deeper, and experience moreMore leads, just kidding, better leads, no  - more leads!Most forms are daunting, and people need a reason to fill them out. How about this, bronze star for "registering" for the webinar, silver star for attending, gold star for asking a question, double gold for filling out the survey afterward? And double gold stars are entered to win a book on a relavent topic? FILTERS LEADS—a person who engages and learns about your product—is well informed and educated…is a much more qualified lead than a person who has only filled in a formSell more stuff!As I heard once, you can't solve a product problem with marketing. But, if you have valuable products that people would want if they would just learn more about them (like Autodesk does), then today's case study is all about the kinds of things you can do.Prospects can vicerally experience the value of product—very different from being “told” the value…the internalize…see experience in contextual and relevant way….



Thank You 

Dawn Wolfe 
Senior Marketing Manager 
Autodesk 
dawn.wolfe@autodesk.com 
  
Andy Mott 
Marketing Manager 
Autodesk 
andy.mott@autodesk.com 
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