
Native Advertising - Andreas Fabricius

Game-Changing Engagement  - The Power of Play in 
Advertising



Key takeaways

● How to leverage the power of play  – why marketing gamification 
works as highly effective tool.

● Exploring playable ads for both advertisers and publishers.

● Be inspired from real-world live stories that showcase the impact of 
playable ads and marketing gamification.



● The gamification platform for marketers - a flexible SaaS 
platform to create, tailor and deploy marketing gamification 
campaigns.

● Founded in 2017 in Denmark - expert teams in Aarhus, 
Copenhagen, Amsterdam, Helsinki and London.

Who are Playable?

Powering the playable 
marketing of 650+ 

brands globally.

650 + 15

game plays every 
second from our 

platform.

99.4 %

Customer support 
satisfaction rating.



Unprecedented impact for 650+ brands globally



Media experience



Game selection

Luck games Skill games Knowledge games

Wheel of 
fortune

Scratchcard

Slot machine Roll the dice

Lucky number Rock paper 
scissors

Spin the bottle Roulette

Banko

Drop game

Hit the target

Shell

Slice It

Hit-a-mole

Spot the 
difference

Snake

Memory

Tapping game

Sudoku

Shoot It

Sliding puzzle

Puzzle

Bounce battle

Quiz Personality 
test

Advent 
calendar

Guess the 
picture

Priority puzzle

Place the item

Product selector

Prediction

Guess the word

Swipe it

Video quiz

Survey

Poll



Embed campaigns where and when you meet your 
audience

QR-code

Integrate game campaigns 
in offline activities or OOH 
ads, to be scanned and 
connected to your digital 
properties.

QR-code

App

Integrate game campaigns 
in-app so they are displayed 
in that digital universe.

App

Landing page

Create a landing page in the 
Playable platform that will 
add to the digital universe 
of your brand.

Landing page

Iframe

Embed gamification 
campaigns where it makes 
sense; a homepage, landing 
page or other webpage.

Iframe

Pop-up

Use the pop-up builder to 
easily integrate gamification 
campaigns on to a page to 
activate site visitors.

Pop-up

Integrate interactivity as 
game campaigns into 
display ads, engaging users 
within the ad space.

Playable 
ads

Playable
ads



The power of play in 
marketing



The power of play

Hardwired
To have fun, compete, be rewarded and feeling 
a sense of belonging.

Dose
Play triggers our brains to release 
feel-good hormones, leaving a lasting 
impression.

1st screen attention
Minds enter an active and alert state, securing 1st 
screen focused attention like no other content format.

Memorability
Games allow audiences to enter that world, 
enabling brands to be etched in our 
memories—a feat unmatched by any other 
marketing technique.

Play is the most ordinary human instinct - 
it’s how we connect, learn and grow.



Play & gamification = Playable marketing
Game mechanics are the building blocks for how players interact with a game. 
Marketing gamification adapts then to incentivise user behaviour in a marketing context. 

Desire to win 
over someone 
else.

Compete

To feel easy-going, 
lighthearted, and 
happy.

Have Fun

The opportunity to 
compare ourselves 
to others.

Mirroring

A task set for the player 
that is nontrivial 
to accomplish, typically 
an obstacle to 
overcome.

Challenge

Incentive, feedback, 
or even the challenge 
itself.

Reward



Play & gamification = Playable marketing

As a performance-driven solution, 
playable marketing supports a wide 
range of KPIs across every touchpoint 
of the customer journey.

An inherently data-focused approach , 
it provides valuable insights to help 
marketers acquire, grow, and personalize 
audience experiences. 

Using interactivity to engage , 
marketers can connect deeper 
with their audiences to create more 
memorable brand experiences.

Proven to be both efficient and effective , 
delivering measurable and impactful 
results that optimize marketing budget 
spend and focus. 

Inspiring meaningful relationships.



Unparalleled marketing performance
Whatever your marketing goals, transform your brand impact throughout the customer journey 
for unparalleled results.



The power of play in 
advertising.



Yesterday: the evolving display 
advertising landscape

● Shift from direct sales to programmatic advertising.

● Challenges with banner ad effectiveness 
and user engagement.



Ad Experience & Tactics, Different Output & Opportunities
…With interactive banners?

General statistics

CPM views/clicks

Retargeting

Opportunitie
s

4

3rd party ad 
preferences

Direct traffic 
(normal)

Output3

 Traffic
Clicks

2 What 
happens
?

Normal Ad1



Today: key challenges facing publishers and 
advertisers

 Challenge
s

Need for 
differentiation

Banner blindness 
& consumer fatigue

Data privacy 
regulations

Limited interaction 
& user engagement

Decline in direct 
sales quality

3rd party 
cookies



Future: In-ad interactivity with playable ads

Playable ads 
Static display ads, with no interactivity, moving content 
at most. 

Or playable ads within the gaming industry offer a 
limited-interactivity 'try before you buy' experience 
within the ad, allowing users to preview games or apps, 
before driving to a full app or game download.

Traditional ads 
Playable expands playable ads to all sectors, 
transforming display banners into dynamic, interactive 
spaces where users engage with gamified marketing 
campaigns, boosting engagement and brand 
memorability.

Traditiona
l ad

Playable 
ad



Ad Experience & Tactics, Different Output & Opportunities
…With Playable?

Opportunitie
s

4Output3

 

Traffic
Clicks

Form/Registration
Time spend in ad

Experience

2 What 
happens
?

Playable Ads1

1st party data 
enrichment

More clicks & 
Engagement

Permissions 
(Co-created)

Direct Traffic 
(engaged)

More endpoints

Enrich cookies

CPM views/clicks

Revenue on 
sign-ups

Longer page time

Retargeting 
(more related)

Optimized post 
reactions



 
Playable

ads

Key benefits of playable ads

Interactivity  
            

directly in ads enhances user 
enjoyment and memorability

Seamless experience 
            

without leaving the ad space for a fluid user 
experience and engaging user experience

Enhanced engagement 
            

captures user attention, increases time 
spent and brand affinity

Data-driven optimization
            

with precise adjustments to spend and strategy, 
for maximum impact and ROI/ROAS

    

Interactivity

directly in ads 
enhances user 
enjoyment and 
memorability

Enhanced 
engagement 

captures user 
attention, 
increases time 
spent and brand 
affinity

Seamless 
experience 

without leaving 
the ad space 
for a fluid user 
experience 
and engaging 
user experience

Data-driven 
optimization

with precise 
adjustments to 
spend and 
strategy, for 
maximum impact 
and ROI/ROAS

Playable ads

Interactivity directly in ads 
enhances user enjoyment 

and memorability

Enhanced engagement 
captures user attention, 

increases time spent and 
brand affinity.

Seamless experience 
without leaving the ad 
space for a fluid user 

experience and engaging 
user experience

Data-driven optimization 
with precise adjustments 
to spend and strategy, for 

maximum impact and 
ROI/ROAS.



Playable ads for advertisers
Maximize engagement, zero party data and ROAS with more meaningful experiences.

Playable 
ads for 

advertiser
s

Enhanced user 
engagement

Zero-party data 
integration

Data-driven 
insights

Quality 
interaction & 
memorability

Cost efficiency 
and higher ROI



Playable ads for publishers
Maximise user experience, ad revenues and effective inventory growth with interactivity.

Playable 
ads for 

publishers
Enhanced user 

experience

Increased time 
on-site

Higher CPM 
rates

Innovative ad 
product offering

Optimized ad 
inventory usage



Basics of how it works
- create game in playable, then what??

Where can they be used?
- specifics of which ad networks
- Google display? Adnmami, others? Own closed publisher 
networks, retail media?

Tracking & measurement
- detail on what they see and where?
- per game standard analytics in the platform?
- integrate with 40+ ?

Playable ads
How it works

Similar diagram to below 1. game 
created in playable platform
2. Ad networks (Google, Adnmami, 
$??)
2. wireframe of ads in situ on 
publisher site

Launch ads
Download for ad server 

and launch.

Create your 
gameBuild your game in the 

Playable platform

Choose ad 
formatSelect classic display 

or high-impact 
banners, and test.

Track & evaluate
Measure full game 
funnel flow and ad 

engagement metrics



Sponsored Games Own Games

Ad GamesNative 

Co-branded games on isolated 
landing pages

Games onsite, landingpages etc. to 
promote services, drive 

engagement and sign-up 
permissions & customers

Iframed games on page  Games in ads, direct banners as well 
as programmatic banners

Playable for Publishers and advertisers



Own Games

Games onsite, landing 
pages etc. to promote 

services, drive 
engagement and sign-up 
permissions & customers

Playable proposition for advertisers

Games on site/ landing 
pages to promote 
services, drive 
engagement and 
sign-up permissions 
& customers

Own Games

Games in ads, direct 
banners and 
programmatic banners

Ad Games

Own Games

Games onsite, landing 
pages etc. to promote 

services, drive 
engagement and sign-up 
permissions & customers

Ad Games

Games in ads, direct 
banners as well as 

programmatic banners

Playable ads for advertisers

Landing 
page

 Pop-up

Iframe

zPlayabl
e

ads

App

QR-cod
e



Landing 
page

Sponsored Games

Native 

Co-branded games on 
isolated landing pages

iframed games on page  

Playable proposition for publishers

 Pop-up

Iframe

z
Playable

ads

App

QR-cod
e

Sponsored Games Own Games

Native 

Co-branded games on 
isolated landing pages

Games on site/ landing 
pages to promote 

services, drive 
engagement and sign-up 
permissions & customers

iframed games on page  

Playable ads for publishers

Games in ads, direct 
banners as well as 

programmatic banners

Ad Games



Sponsored Games

Sponsored and/or Co-branded games on 
isolated landing pages

Sponsored games



Own games

Own Games

Games onsite, landing pages etc. to promote 
services, drive engagement and sign-up 

permissions & customers



Primary KPIs:  
               

3%
af alle der så kampagnen blev også betalende abonnement 
hos Kristeligt Dagblad
               

7000 permissions
40% af disse permission havde aldrig før været i kontakt med 
Kristeligt Dagblad.
               

88%
af alle der startede testen færdiggjorde også testen

Sekundære KPI’er:
        

1. Databerigelse af permissions & Cookie tracking mv. til fordel 
for ex. Retargeting
2. Tid med målgruppen (Mere end 2 minutters fokuseret 
engagement time og interaktiv tid brugt med målgruppen)

Kristeligt Dagblad

Link til webinar med Kristeligt Dagblad

Own games

http://drive.google.com/file/d/1s_2eT033e4gDgnF_AZM4f0w2esxFbKW0/view
http://drive.google.com/file/d/1s_2eT033e4gDgnF_AZM4f0w2esxFbKW0/view
https://content.leadfamly.com/webinars/view/brug-gamification-som-kommunikationsv%C3%A6rkt%C3%B8j?submissionGuid=f2bb18c9-7a1c-437a-bdd1-9540c43b4dc3
https://docs.google.com/file/d/1GUcRp1s08gvBLIOZGXmhOz2w3kASusHx/preview


Native advertising iframe games

Native

Iframed games on page  

https://appv2.leadfamly.com/campaign/view/demo/59810/token:c5e9a774df7a80fb7d10e002192a3ca8
https://appv2.leadfamly.com/campaign/view/demo/59810/token:c5e9a774df7a80fb7d10e002192a3ca8
https://docs.google.com/file/d/1QU0-xMdap23dPbEL91CTLH7s2Nv0wsxb/preview
https://docs.google.com/file/d/1QU0-xMdap23dPbEL91CTLH7s2Nv0wsxb/preview
https://appv2.leadfamly.com/campaign/view/demo/59624/token:843cc3a32e3d703edde0c48e9cd72af3
https://appv2.leadfamly.com/campaign/view/demo/59624/token:843cc3a32e3d703edde0c48e9cd72af3


Focus points:
+  Sign-ups

+  Want people to engage/click

+  More time with ad/audience

+  More seamless experience

+  Avg. more time spend on landing page

+  Avg. more time spend on result page

Results:
Click Rate x 4 compared to normal click rate 
on ad banners

Ekstra Bladet & 
Playable Ads 
med Sol & Strand

 

Campaign (WoF) running live in a 
banner ad. Participants plays 
directly in the banner. 
In this example registration is taken 
out on another landingpage, could 
as well have been done within the 
game ad as well.  

Playable Ads



Focus points:
   

+  More time with ad/audience

+  More seamless experience

+  Avg. more time spend on landing page

+  Avg. more time spend on result page

Campaign (WoF) running live in a banner ad. 
Participants plays directly in the banner. 
In this example registration is taken out on another 
landing page, could as well have been done within 
the game ad as well.  

Ekstra Bladet 
& Playable Ads 

 

Playable Ads

http://drive.google.com/file/d/1s_2eT033e4gDgnF_AZM4f0w2esxFbKW0/view
http://drive.google.com/file/d/1s_2eT033e4gDgnF_AZM4f0w2esxFbKW0/view
http://drive.google.com/file/d/1s_2eT033e4gDgnF_AZM4f0w2esxFbKW0/view


      

MATAS, Playable 
Ads,

Mobile

http://drive.google.com/file/d/1ZDuMvRgdBaMvKCGIBNea0Fuottu3fNCO/view
http://drive.google.com/file/d/1ZDuMvRgdBaMvKCGIBNea0Fuottu3fNCO/view


http://drive.google.com/file/d/1IRyldUddhF0HU54lePNWuhmTUtv7tbLt/view


MATAS, Playable 
Ads, Woman.dk 

http://drive.google.com/file/d/1xoFBEOVOcNL_PKFZoaaf0o5B2qOwop36/view


    

Playable in Native 
Advertising

Welcome Joen from EB 
Brand Stories and Dennis 
on stage for a short Q&A



Native advertising - Max @EB.dk

https://docs.google.com/file/d/1TiUOUWwKcGm3mv7F20R66bQ3gFoB2kuX/preview


Native advertising - Synoptik @EB.dk

https://docs.google.com/file/d/16qrSnf8wAQMUaq1TY5TwrUvDrSF_shc6/preview


Don’t forget!

13:45 -  Tools of Engagement 
Roundtable



Interested to learn more?

Playable ads
Resources for 

media industry


