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Online platform: http://url.m75.ro/DrumulTaberelorGame
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THE
CHALLENGE

The rebranding proposed a new way to look at this commercial center.
Going by the tag line “Here for Drumul Taberei” and illustrated with the
Image of a young boy with a flag announcing the new face of the venue,
the communication concept tapped in the emotional side of the place, not
one just for shopping experiences but for all types of experiences - from

| community gatherings, events for families, teens or seniors, to a place to
?g';’:'n%ton. ) start new Initiatives to change the neighborhood for better.
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FACILITIES CENTER OF THE CENTER



Castigi garantat un premiu instant si o sansa in extragerea de la finalul
campaniei.
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(2018)
Experiences

HOW?

Using an established game
mechanic from Solitaire and
combining it with the game
principles from 2048, we
created a personalized game
that reflected the core values
and changes of the rebranded
center “Drumul Taberelor”.



HOW?

Through this game concept - designed
to look and reflect the new visual
identity & communication concept
“Here for Drumul Taberei”, we managed
to recreate the story of the center: the
already known center unveils a new
look & feel.

In a subtle way, but with strong
relevance, the way we intertwined two
game mechanics led to the creation of a
new and unigue experience for users,
experience that reflects the rebranding
process the center went through.

SHOPPING

AUCHAN

COMMUNITY HUB

SPORTS /
FREE TIME

SERVICES




EXECUTION

Ne bucuram cd ai intrat in joaca si ai descoperit experientele din The main purpose was to engage with
Centrul Comercial Drumul Taberelor.

residents from the neighborhood and make
them compete for the area they live In (inside
the neighborhood) and in order to that, we
gave a creative spin to the Drumul Taberel
- map (that is also the logo of the new
Favorit = T 99
commercial center “Drumul Taberelor?”).
" Before entering the game, each user had to
Drumetul f | pick one region for which he wanted to play
| the game. Each game session contributed
. with points to the previously selected region.
Valea Oltului The players had to reach the highest card in
21.6 M . . .
the game - 2048, using different tactics and
making the most out of our special card that
doubled the number of one card.




EXECUTION

FOOD COURT

SHOPPING

We wanted clients to discover the new experiences in the center in a memorable way.

The 6 main commercial areas were represented within the game through eye catching
designs displayed right on the cards. Each card represented one of the commercial area

and with every card matched the result was a new card design along with the short
display of the area name (ex: Food court/ Sport/ Shopping).

These in-game details helped us shape the way customers perceive the new concept.

AUCHAN | COMMUNITY HUB | SPORTS | SERVICES | FINAL CARD
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Felicitari!

Al contribuit cu 7804 pentru zona ta.

Completeaza formularul pentru a primi prin 5M5 codul unic in baza
caruia iti poti revendica premiul.

Prenume

Telefon

Experienta preferati

Prin completares formularului de inscriere va exprimati acordul de s prirmi informari cu
privire la campania actuwalé.
Sunt de acord s8 primesc informatii cu privire la camganil viitoare de marketing (newsletber,

noutati despre evenimente si promoks).

|:| Informare prin E-mail. |:| Infarmare prin SAS.

|_| Am oitit regulamestw @ sunt de acord cw termeni @ conditide campanieL

|:| Sun

Consultd angejermentul nostru privind prelucrares datelor cu caracter personal sici.

t locwitor al cartierului Drumul laberei (Folosim aceastd informatie in scopur skatistice)

Finalizeaza inscrierea

EXECUTION

We wanted to reward our users, to know from where our
audience Is from and how to get in touch with them for further
announcements.

he rewarding component and the collection of personal data was
an important aspect of the campaign.

In order to check these two aspects we designed a data collection form
that helped us assign prizes and identify our audience.

The prizes were instantly assigned, but one could pick up the reward
only by visiting the commercial center within two specific days.

This contributed to the overall objective of the shopping center to
drive in-store traffic from online channels.



-

~
~

oo \IIO \caulocrzlfa“; d‘ee Stei:’"“'"“‘“ Marius eeonora oo, o Aurel

Ana-Maria "\b

serba% . Deli Thomg “o, Andree eor
Dor,D o\% e7 lonela Alexandra Mlhal Oana Dumitru ms Ioan?\narlaﬂa a Ieaxae ggristla§Eta A' Mallna
Teodof uevo'“‘ % E I ena Daniela '“"agox ana $oou o, Adrian i ~ e Cristian “A'L'Lari'anaul 4%, &

Crenguta_ % a2l _
m Liliana g\_au‘e S “\“ Mlhae'a 'PAnlsoara Florlan"\'-';'::n AndrEIa‘%‘ e}éceogdan Mal:!aro., Tibe Erl'brt.,,”

codora 1‘7 P4 Jang  tsn luliang
%T :;u\s‘d StE|l?ta Q C Fi Stl NAa = Dbaniel< E"a“u?.gl;'\?alut (tfgtﬁﬁto[.\nd re|Mere:a§, il ogtlfgtlggsﬂ ; ?
3 Viore o Mihaela Sergiu ‘a‘“
3, Crlstlan Constantin | d,

Violeta Serban

Mihaela _ chiodea ™ s

Cristian Alin n
Madahna F\or‘a icolae n 3
-\liorel e Maria ol DﬁEifla Bhe Setand “Andreea Dsein s
Radu Io re a & Radu V/ atal,, Luciy,, Made,re” Antomo Mara \hﬁo rg e ian el oa: Malin
Laura

< Andreea CatalinaIrina giana O \
Alexandru g, ceqean @) Gabrielasiiz/oan, ,, ihai piggandra e Laurents loan b, Vet i Lo
rt todics - g Ecatern? FEG U 4o ”4 Loding iana Etru;Zul 'onUt S\“':; &

Dan tMara Allna Lau F’o”anMarlus Marlana«b Cal‘men George ‘9/ Vatavu Alexandra con tantln DragOS N \.\50‘ cr stina
. \c isti

¥ Marinela Crlstlan Liviu

Bet
Aura tice Mada |nac:a,,d,a arian" Ral "”e,f“ =
EXECU I ION & Stroi rana e Ionut lenad:n; ra N'cn?afntmat e T Y
¥ corinel My, I-\d 2 An rE|\1\‘ e * Y m' Onel ,/". s ma Raluca Lol-\r’l)lsoaraw ria
%an arce| q
I t 7, .

LU|za %,o EIAI a&é‘\ N\I\'\a\ )
Viad @ 4,

BO dan Georglana Oana'® c Emilia ¢ .
bertg loana 5I|‘UIU BogdanRa| ca’ arla Stefan Cosmln Nq, **" Mariana
- 0 et o5™ Daniela S - Nico®® e e rgetd,
73 Olimpia |ana Mlhaela 0iy Turcuianu & tos "' \s) S TR T e
et @ Gheorghe Rdr |y Cistina D; a I'IStIn Beatrlce & ey pura 00 L Alexang UT\“" ov
N\& Adriana Tatiana aana "5 a \"i:lorlna oxana Rar Alexandra Vinia Malina
lonel ¢ Laura \\Ialentlna el ““Alis 0ana'ernadina

\ ancd Bnndusa o

silviu g, o"’ Andrei E Qo Daniel S
George 0"—? e n a@ paul Ecaterlna ar,,-,A Aurlca {°

Georgeta
Miy M:’ Sa Dutulescu I Ie: Eanaa e xa n r u \Ja en;\:r f:ba:sma ": e‘a(\

orina ':‘I-"l a_nao M.h I
% \
ﬂ!gol_\ﬁatla: IOD Adr lan rl _SE [ a n 3 \\& fl: Gabr 'X.'ata'uﬁtp 6°‘/ NB Valentin
Srnee avinia ‘=i xand'a Ana“:l aria’%Qy°080an o«
GabI'IE| Ore[!$t! one ia Q M I haa a\\l\"ﬁachlglnan lo ';;a ra o \F"E’e,“t'??oe%‘"."’%,,,
Marius RuxaRg'rsa"ara e M Roxana “Mlhagae 'St:ﬂ'““"ama M a rlana Robert Geo'®® Paraschlv Gunther- G‘SEI  Dang

Cq

Our creative concept revolved around the community and how can we promote the rebranded center,
provide instant fun and in the same time find the right means to nurture that feeling of belonging.

In order to get even closer to the target group, to be relevant and to engage in the conversation, we
created a word cloud that was displayed for the first time during the launching event.

The names of the players, the most common ones, were distributed on the neighborhood map,
reflecting the region they played for.



WILD CARD

USE OF MEDIA

On 20-21 October, a two days event was held at Drumul Taberelor to celebrate the
rebranded center. In this weekend, customers that played and won an instant prize could
come am pick up their well deserved personalized bracelet. Special guest: Vlad Munteanu.

he vlogger presented to his audience the online platform. Through an authentic approach,
Vlad Munteanu invited users to join the movement and play the game, showing them a short

how to game play.

The campaign gained national coverage through this partnership.



DEMONSTRATED RESULTS
(3 WEEKS OF CAMPAIGN)

TRAFFIC

3.6/78 unique users on the 2048
campaign landing page

from which -
2./32 unique players EIII.IJ-HUL

TABERELOR

85% were mobile users




DEMONSTRATED RESULTS
(3 WEEKS OF CAMPAIGN)

DEMOGRAPHICS

2.400 users from Bucharest
1.300 were from Drumul Taberei

/1% were women

The campaignh was most popular among the age group
25-34, followed by the age group 35-44




DEMONSTRATED RESULTS
(3 WEEKS OF CAMPAIGN)

CONVERSION RATE

’ 85% from those who claimed their instant prizes are from Drumul Taberei - the

Bttt campaign achieved its purpose to speak the language of their core target
85 GAINED THROUGH CAMPAIGN
PERCENT

35% from total users from Drumul Taberei (core users) took home their prizes

45% from total online visits ended with the users playing the game

CORE USERS

RETENTION RATE

19% retention rate - even after a week, users came back to play the game
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THANK YOU FOR YOUR TIME!

We look forward to discovering all the other tailor-made digital ideas
and...never-made ones on November 15" @ ab. ... .
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