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Gamification in B2B

1 What is it and why should | care?



What is Gamification?

Using game mechanics provide incentive for action.
e Connects with conditioned, internal reward systems

e 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?

_,/ ~ .
: A0 marketingsherpajcaeruze
e U O st g SO



foursquare
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Badges v James Badges
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Newbie Adventurer Explorer Superstar

Crunked Super User

Explorer

You've checked into 25 different venues! Got
any great recommendations (like the best time to
visit or a secret menu item)? Share them with the

world! Add Tips to places you love and get Player School Night  Photogenic Ziggy's
suggestions from others. Flease! Wagon

Unlocked at Applebee's Neighborhood Bar & Grill

Friends Friends
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I | 95%, profile completeness

#B2Bsummit

Complete your profile quickly
{B Import your résumeé to build a complete profile in
minutes.

Who's Viewed Your Profile?

Profile C'ﬂmpletiﬂn Tipﬁ Why do 12 Your profile has been viewed by 12

people in the past 7 days.

% Add your summary (+5%)

1 8 You have shown up in search results
18 times in the past 7 days.

Your Linkedin Network

43 Connections link you to
7,022,394+ professionals

20,549 \etieee vieren 16

Add Connections
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delete photos? More Like This

18 Views 1 Reply Latest reply: Aug 3, 2012 9:45 AM by Allan Sampson |
= . Deleting photos

.. delete photos
oldcdr B
ii— Aug 3, 2012 9:38 AM «. how do you delete photos
. How can | delete photos from my iPhone that were synced from my desktop? . How do | delete photos
Level 1 (0 : : ... delete photos
polnts) This solved my question by Allan Sampson on Aug 3, 2012 9:45 AM : P
Removed the same way they were transferred from your computer - via the
iTunes sync process. Bookmarked By (0)
See the answer in context :
View: | Everyone ¢
o Categories: Camera, Photos and Video . . No public bookmarks exist for
I have this question too (0) this content.
E Allan Sampson Central Texas Legend
@ This solved my question Re: delete photos?
o Aug 3, 2012 9:45 AM (in response to oldcdr) €2 This solved my question -
Level 10 . . 10 points
Removed the same way they were transferred from your computer - via the iTunes sync 3 )
(109,875 process. # This helped me - 5 points
points)
Like (0)
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Some simple facts

e We like to play
e 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?
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Presenter
Presentation Notes
We’ve established that we see gamification in a lot of different places today. Lets explore why.
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SCORE REPORT
SUMMARY

800 MATHEMATICS 800 WRITING 800

Requires Adobe Acrobal Reader.

SUMMARY OF RESULTS
Congratulations on taking the SAT You're showing colleges that you're serious about getting an education.
The SAT iz one indicator of how ready vou are to handle college-lewvel work. The test measures the critical thinking skills that you learned in

school and that will help you succeed in college.

Learn more about who takes the SAT.

Understanding our Score Report

crimicaL rReaping: 900
TOTAL CORRECT INCORRECT OMITTED

QUESTIONS AMNSWERS ANSWERS ANSWERS

RANGE
200 BO0 CRITICAL READING
SENTENCE COMPLETION 19 19 0 0
770 - 800
When you take a test more than PASSAGE-BASED READING 45 47 1 0
ONCE, YOUr Scores may vary. This
expected variation is conzsidered TOTAL 67 66 1 0
e EL AL L More on Critical Reading: Your Score Details | Compare Your Score

Mational Percentile: 99%

maTHEMATICS: S00
TOTAL CORRECT INCORRECT OMITTED

RANGE QUESTIONS ANSWERS ANSWERS  ANSWERS

200 B00 MATHEMATICS

NUMEBERS & OPERATIONS 11 11 0 0

770 - 800

‘(Ymarketingsherpajcarruze
V B2B summit 2012/ converr

#B2Bsummit




_____ _ Closed Seles QTD _ Sales by Country ¥TD

Sales QTD 1557

226
21
] 41253’310 24,000,000 L] 1 lnjsoo 5,000,000
Sum of Amount in USD Sum of Amount in USD 2,159
Sum of Amount in USD Thousands)
Targe! 1850 slrelch target 24M Targel 4 2250, Strelch larget SM
Closed Sales by Industry New Business Pipeline FTr—
I T T S T M B Cuada B Uk B ous ther
February 2006 Prospecting
Qualification Key Opportunities (Pipeline)
i March 2006 Opportunity Name Sum of Amount
* Needs Analy...
v H Cardinal & GC 5000 USD 860K
ril 2006
L add Value Propo... Edge 6 GC 5000 USD 860K
PraposalfPri... LLoyds 6 GC 5050 USD 800K
May 2006 : { "
i o 9 & P & ATH Financial upsell -
° \ " I ) opportunity
Sum of Amount in USD (Millions) Sum of Amount in USD (Thous ands ) >d00K + <90 dlays
Industey Account Typs
B Insurance B Manutacturing n - W Prospect E—D S Sales il o
B Raail Financial Services B Customer - Direct Othar
B Services Andy Macrola
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S
The conditioning continues all our lives

How many of you:

 Played a game while traveling to Orlando?
e Checked in on Foursquare™ when you got here?
e Played a word in Words with Friends™ today?
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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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Gamification in B2B

2 Autodesk’s Business Problem
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About Autodesk, its products, and software trials

 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
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Autodesk’ 3ds Max: 2013 Autodesk

Thank you for exploring
Autodesk® 3ds Max® software.

Want to advance your skills even faster?
Wisit the 3ds Max YouTube Learning Channel.

Price: US$3,495*

BUY NOW | 2

Upgrading? US51,745 for 3ds Max 2010 -
2012 customers.

CONTINUE TRIAL 4

*Frices and/or promotional dizcountz shown are based on Aufodesk’s Suggesfed Retail Price [SAP), &
in the 50 Unifed Stafes and Cansds

Autodezk rezerves the right fo alfer the 5RP, product offerings, and ap

are only valid
ance or provigion for installation or faxes.
on of itz products and ices Sf SNy
time without nofice, snd iz not responsible for typographical, graphical, or other emrors that may sppear in thiz fext. 29 Days Remaining

The SAF doesz not include any allo

M've purchased a license for this product and have a serial number: My product key is: Activate

CONVERT.
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S
Testing in-trial marketing provides insight

Type 1: Drive to Purchase Type 2: Create engaging trial experience

_,/ ~ .
: A0 marketingsherpajcaeruze
e U O st g SO


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" approach
For 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 customer
Sounds 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. 




Autodesk: 3ds Max: 2012 Autodesk

USE 3D5 MAX

Tutorials What's New for 2012 3ds Max® Community

Learn at your level, from beginner to expert, See the iray Renderer, sculpting and Interact with fellow CG artists using 3ds Max

with the 3ds Maxvideo leamning channel. painting enhancements, and ProOptimizer and see artist-submitted images in the
enhancements in action Showcase

AREA

Autodesk:

Tutorials A Tips  Cowndoads  Showcase  Blogs

ota

e
$1,745 i §3,495°

Upgrade: Available for Autodesk :  Full Commercial License

3ds Max 2009-2011 customers

5DAYS REMAINING

his product and have a serial number:

14% increase
Trial Usage

#B2Bsummit

No change
Trial Usage

Autodesk: 3ds Max: 20 Autodesk’

3ds Max®
g fiware.

Full Commercial License

B DAYS REMAINING

Fee purchased s fcens: huct Snd have 8 serisl number My product key &

y
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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 "selling
Here 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 problem
This 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.



Gamification in B2B

3 Case Study



B
Enter Gamification

Gamification Project Goals

e Create an engaging trial experience

e Create awareness for 3ds Max trial through buzz

* Influence purchase decisions by causing decision makers in
professional segment to use the trial
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: / (Ymarketingsherpajcarruze
e U O st g SO


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.



Autodesk’ 3ds Max: 2013 Autodesk

SCOVERED " LEAD THE MISSION,

1. JJ314

=]

. Eric Bogard

WELCOME TO YOUR TRIAL

Begin your quest. Crack the code. Dizscover a hidden city. You could win.
Explore Autodesk® 3dz Max® 2013 trial software while
competing to dizcover a hidden city

STARTED > e w@n)

]

. scoftsidea

derik’ Entertainment Creation Sulte

4. HeidiHewett

5. alnadel

= BUY NOW > | Pries

[ Activate

_ y (\ morkehn Sherpq CAPTURE.
e U Q BZBSUI?‘ImI1'2012 SN vERT



MISSION MAP

MY CURRENT MISSION MY STAMPS &

ISTANBUL, TURKEY

*—— A
= | covm |
o ugi’ | PORTUGA \]

@ ﬂ |S TURKEY

LEADERBOARD

PASSPORT PROFIL

l_am?nﬁ|

' Mike Daniels
9800

FAQ 6

E?’*"i

SHARE ACHIEVEMENT
How you stand up to the
competition? You've che
the Leaderboard enough s
earn the Ego Maniac badge.

ACHIEVEMENTS

Mike Daniels POIHTS

POINTS [EIXD L i
RANK  HC Q

15 . i T
= @ Quick Draw
S-I"TM{;U @i) Ego Maniac

SPAN
@ Show Off

Ego Maniac

oA
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:‘ @ Racing Ahead
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ATLANTIC OCEAN

MISSION 5

MISSION &

PASSPORT PROFILE MISSION

MARRAKESH, MOROCCO

#B2Bsummit
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MISSIONS ACCEPTED
SOMEWHERE OVER THE h‘“

GIZA, EGYPT T g, |

LEADERBOARD

- MISSIONS _

Mike Daniels

FAU - I 880

COMPLETE A §UEST ARDUND THE WORLD IN
EIGHT MiSSIONS TO FIND THE HIDDEN CITY.

]
|_COMBRA |
| PORTUGAL

MISSIDN 1

Lf|

THE JOANINA LIBRARY,

COIMBRA. PORTUGAL

MISSION 4

MISSIDN 3

ISLAND
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ISTANBUL, TURKEY

MISSION 8 - -
THE DESERT, AanM P
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EARN MIRE POINTS. Fﬂﬂﬂﬂ SFMN \\

A MEDITERRANEAN
/

‘g‘

arketingsherpa
B2B summit 2012

CAPTURE.
NURTURE.
CONVERT.



. |
1

F 4

LEADERBOARD  FAQ B e 105

[

PASSPORT PROFILE MISSION MAP

Mission Map » Missior

MISSION STA

TUS MISSION OBJECTIVES

() IN PROGRESS
(O SUBMITTED FOR APPROVAL
(O APPROVED: MISSION COMPLETE

LOW POLYGON
* Create a shell that will house the

high poly model.

ISTANBUL, TURKEY WATCH A TUTORIAL >

You make it to the port of Turkey's largest city (barely), .
ready fo find the next piece, Amidst the hustle and g

bustle of this unigue place, where the orient meets the . : SUBMIT HLES FBR APFRB“AL
occident, you must seek out an old tapestry vendor.
In a city of 20 million, it almost feels like trying to find

a needle in a haystack. You proceed to the largest Submit your completed mission lo
unlock (he next destination

Once completed, upload and submit your mission
to the Autodesk review panel. You will receive
nolification once the panel has approved or

covered market in the world, the Grand Bazaar. rejected your submission. Share your completed
Following the small map found on the island, it feels like mission on the Autodesk Facebook page for
you're going in circles —wasn't that the same coffee additional points.

stand from five minute ago? Finally the crowd parts and

you see your man: the kesper of your fourth mission. SUBMIT >

S g AT -«q:;lnmh ﬁ
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PASSPORT PROFILE MISSION MAP

Mission Map » Mission 4

‘41 SION 4

ISTANBUL, TURKEY

You make it to the port of Turkey's largest city (barely),
ready to find the next piece. Amidst the hustle and
bustle of this unigue place, where the orient meets the
occident, you must seek out an old tapestry vendor,

In a eity of 20 million, it aimost feels like trying to find

a needle in a haystack. You proceed fo the largest
coverad market in the world, the Grand Bazaar,
Following the small map found on the island, it feels like
you're going in circles — wasn't that the same coffee
stand from five minute ago? Finally the crowd parts and
you see your man: the kesper of your fourth mission.

LEADERBUARD FAQ

“”bixf%’ STATUS

) IN PROGRESS
~ SUBMITTED FOR APPROVAL
’ - APPROVED: MISSION COMPLETE

PASSPORT STAMP

B L

C = i.:TA‘IBUL
TURKEY

Fa b b e E————T

. Mike Daniels et

*4-8-0

EARN MORE POINTS

* Complete missions quickly
* Complete missions accurately
+ Share your stamps on Facebook and Twitter

* Encourage friends to like your posts

SUBMIT FILES FOR APPROVAL

Congratulations.-Your mission has been approved
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PASSPORT PROFILE MISSION MAP LEADERBOARD FAQ el 100 |

*8-9-0

Mission Map » The Hidden City

SHARE ACHIEVEMENT

You've not only built a pretty Yn“ MABE l'l'l
impressive data pad, you've found -

the hidden city
feat. Display y i
Explorer badge proudly. In the heart of the desert...

...you pull out the small scrap of parchment from the seventh
mission. Your gut told you to save it and now that the data pad is
in your hands, you know what you need to do.

Holding it over the tattered paper, you're startled to see the script
move. After a moment you realize that the script isn't actually
moving, but that the screen is deciphering the text. Those words
at the bottom of the page? The ones that looked like ink blots?
Under the screen you realize that they are deciphered to reveal
coordinates to the city. Moving forward into the desert you know
that your next stop will be the end of your journey

...or maybe just the beginning?
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LOG IN LEADERBOARD FAQ

LEADERBOARD,

THE W!HHF" THE PLAYER WITH THE MOST PEIINTS. W[NS
ENTERTAINMENT CREATION SUITE ULTIMATE 2013. WANT TO EARN MORE POINTS?
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M

. Eric Bogard m
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W

xronex unlocked Quick Draw
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33314 unlocked Triple Threat

. HeidiHewett
13314 unlocked Mediterranean Island B

. mahmouddallah

=}

33314 unlocked Santiago, Spain

~

. yritag m

Lich120 unlocked Quick Draw

[=2]

. xHalibelO3lover

Lich120 unlocked Campaign Rookie

EEEEE>EHPE

-]

. alnadel m
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Case Study: Results

t 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

4
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Gamification in B2B

4 \What can | do?



Gamification is not a toy

e Create engaging experiences to take on your biggest challenges:

Meaningful relationship building
* More engagement

* Higher quality sales leads
 More sales
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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 more
More 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 form
Sell 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….


Gamification is not a toy

e Create engaging experiences to take on your biggest challenges:

Gamification engages
customers and creates
memorable experiences
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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 more
More 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 form
Sell 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

e U Y B2B su n€1] mit 2012|converi



CAPTURE.

(\Qmorkeﬂngsherpc CAPTURE

B2B summit 2012/ converr
August 27-30 - Orlando

B2B Gamification

How Autodesk® used game
mechanics for in-trial marketing

y
Dawn Wolfe Andy Mott y

Senior Marketing Manager Marketing Manager
Autodesk Autodesk

y



	Slide Number 1
	Session Speakers
	Gamification in B2B
	Gamification in B2B
	What is Gamification?
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Some simple facts
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	The conditioning continues all our lives
	Slide Number 16
	Gamification in B2B
	About Autodesk, its products, and software trials
	Slide Number 19
	Testing in-trial marketing provides insight
	Slide Number 21
	Gamification in B2B
	Enter Gamification
	Slide Number 24
	Slide Number 25
	Slide Number 26
	Slide Number 27
	Slide Number 28
	Slide Number 29
	Slide Number 30
	Case Study: Results
	Gamification in B2B
	Gamification is not a toy
	Gamification is not a toy
	Thank You
	Slide Number 36

