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About Playable

Where play means business

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.

brands are powered by played every second Customer support
Playable globally from the Playable satisfaction rating
platform
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Proudly powering the playable marketing
of 650+ brands globally

@rlsés;l;gp V’/ﬂiﬂ de@ RITUALS... | sPAR[D)
@N co unicef@  iceanoar d sssse
on QIAGEN

playable




SUMMER 2026 SUMMER 2026 SUMMER 2026 SPRING 2026 SPRING 2026 SPRING 2026 SPRING 2026 WINTER 2026 WINTER 2026 FALL 2025 FALL 2025

Momentum
Leader

Momentum
Leader

Leader

ENTERPRISE

Leader Leader Leader Leader Leader

ENTERPRISE

Leader Leader Leader

ENTERPRISE MID-MARKET ENTERPRISE

Don't just take our word for it

"Playable and gamification for
retail media"

"User-Friendly Gamification
with Unlimited Creative
Freedom"

"The most in-depth
gamification service"

"Taking our marketing efforts
to a new level"

"Powerful engagement engine"

One of the standout features of
Playable is how it transforms
ordinary content and campaigns

into dynamic, interactive

Their work with retailers means they

have a good understanding of product

needs in data and scale where they
continuously innovate. Customer

Playable is a powerful and
user-friendly gamification platform
that makes it easy to create engaging,
interactive experiences. Whether

Playable offers the most settings,
ensuring you can tailor your game and
flow to your needs.

Playable gives us a new dimension
within our marketing mix. To use
gamification as an integrated part of

our campaigns - both online and

service is superb. you're a beginner or an expert, Allowing customize any offline - is essential for our future experiences that truly captivate
the platform offers the perfect element with custom CSS is a huge marketing efforts. audiences.
balance between simplicity and benefit that | haven't seen in other
creative freedom. alternatives. The Playable system is easy to use and
have a lot of nice features, that allows
One of Playable’s biggest strengths is us to customize our campaigns in a
its versatility. way we like and/or finds suitable to
create involving campaigns for our
customers.
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https://www.g2.com/products/playable-playable/references/don-t-just-take-our-word-for-it-facc0023-26af-4ef1-8060-283af692acd0

How Playable fuels effective marketing
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inferacted with gamification this year?
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Gamification comes in many forms...
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Gamification comes in many forms...
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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

POWER

OF PLAY

Memorability
Games allow audiences to enter that world,
enabling brands to be etched in our memories
- a feat unmatched by
any other marketing technique
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Play & gamification = Playable marketing

Game mechanics are the building
blocks for how players interact
with a game.

Marketing gamification adapts
them to incentivise user behaviour
in a marketing context.

Challenge

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

Compete @ Reward

Desire to win over ¢1E CHQ Incentive, feedback, or
someone else. N <. even the challenge itself

Mirroring
The opportunity to
compare ourselves

to others.

Have Fun
To feel easy-going,
lighthearted, and happy.
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Play & gamification = Playable marketing

Inspiring meaningful relationships.

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
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Unparalleled marketing performance

Awdreness

Whatever your marketing
goals, transform your brand
impact throughout the
customer journey for
unparalleled results.
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Turning moments info minutes
Why gamification works

Average screen-based 825 Average human attention
focus time seconds span in 2026

Average time spent with More attention than
a playable campaign standard digital content!
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Brand equity Data-driven insights

Unlock
actionable
insights

Marketing effectiveness

Transform
engagement
intfo
conversions

Create
unforgettable
brand moments

Transform your brand presence Turn engagement into insight. Maximize interactions and active
with interactive experiences that engagement to drive ROl at
captivate, engage and leave a Playable helps brands collect every touchpoint, for greater
lasting impression. valuable zero-party data marketing effectiveness.

in a fun, transparent, and
With Playable, your brand compliant way; fuelling smarter Playable campaigns capture
becomes unforgettable; personalization and better attention, optimize spend,
boosting recognition, loyalty, marketing decisions. and deliver higher conversions
and advocacy. across paid, owned, and

earned channels.

playable



Game selection

40+ no-code marketing gamification concepts — ready to customize, launch and play.

Luck games Skill games Knowledge games
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Luck games

Give your audience a chance to win &
create instant excitement.
&
V\éi;?teulnoef Scratchcard
Slot machine Roll the dice
Lucky number Rock paper
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Skill games

Reward focus and competition with
memorable interaction.
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Knowledge games

Challenge their minds, spark curiosity
& gain valuable insight.
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Embedding campaigns where and when it makes sense

Landing page

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

Embed gamification
campaigns where it
makes sense, whether
that’s a homepage,
landing page or
other web page.

Pop-up

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

Integrate game
campaigns in your
app so that they are
displayed as part of that
digital universe.

QR-code

Integrate game
campaigns in your
offline activities or OOH
advertisement just scan
the code and connect
your offline ad to digital
universe.
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Let's jump info a real

example...
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The effect of daily games in app

M. . AR s - BB

Spil og vind
forfriskende gaver
med Coop app’en

c00pP | @rlsberg

Spil & Vind
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Purpose

«To flood the new app with traffic and memberships.
«To influence customer behaviours and sustain brand
engagement

Insights

In the month of December alone, the app saw:
» 300,000 downloads as a result of the games
» Over 10,000,000 participation's overall
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The effect of daily games in app

R oo
Vind ny 6-pack fra Carisberg
sqm smm mifeet for over 1200 tons plestik.
Du skal vaere. over 18 & for at deltage.

SkAI o9 ho‘d 8 lykke
S

Vind miljvenlig 6-pack
fra Carlsberg

Coop og Carlsberg
star sammen om at
reducere maengden af
plastik

Spil og vind
forfriskende gaver
med Coop app’en

©op | (@rlsbery

Jubiii...!
-Du har vundet

tl Cocp Mebl ¥

Din gave

DINPRIS ) 00

Kom og hent din gave!
Vi glmder o5 tl at se dig,
Hilsen Kvickly

| Automatically the prize is
. removedfromthe receipt in
the POS system

300,000 unique game sessions per day with
users spending 60-90 seconds per
campaign
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The effect of daily games in app

Game winners visit on average the stores ~0.7 times more per

week

Methodology and control groups of the gamification analysis

Based on four games
'@;u * Game 1: Tortilla ¢ Game 3: Snickers

* Game 2: Sprite * Game 4: DGF Jam

One game per week - a ‘gameweek’ equals
from thursday to wednesday

Numbers are based on receipt data, campaign
status from customer data warehouse, and
game status from RWA

unique member winners out of a total of 53.472)

Winners from week 3 have been filtered out
of the analysis

Only considers players who have redeemed a gift a
max. of one time during the entire period (42.313

The analysis includes two control groups:

(1) Players who have not won a game
despite participating in at least one of
the four games (160.415)

(2) All other members who have not
participated in any of the four games
(963.326)

Control group index
basis is week 1

Week 1 Week 2 Week 3

Note: Winners are measured as consumers picking up their winnings from the prior week; Exchange rate EUR / DKK is 7.45

1) Measured as number of receipts for goods sold.

Development after games?), week 4-8, index

Game 1 - Tortilla

Week 4
e
I
100 I
|
I
Game 2 - Sprite 1
= Week 5 :
LA |
b 104 1 -
I
I
Game 3 - Snickers !
Week 7 :
|
I
I
Game 4 - Jam :
_— Week 8 1
2 |
|
100 : o7

I B winner

Control group I: Participant | Control group |I: Didn’t play

Legend

Extra customer visits per gift collected
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The effect of daily games in app

Game winners have on average an approx. EUR ~10 higher spend

Control group spend before games, index Effect by running games measured in increase average spend, EUR

Total additional spend
Development after games No. of awarded gifts from games Effect per gift awarded
(index) #) (EURK) (EUR)

Week 4

- 10 n 1358 + =

e Week 5

8,265 + 5 =]

111 110 —_—

Week 7 spend is EUR ~10

SH-m - » =
—_— Week 8

- e n 16'421 + e

Legend
: ; -
B winner I Control group II: Didn't play ! Increased avg. spend, EUR
155

T
1
1
1
1
1
1
I
1
1
1
1
1
™ 1
B0 100 T o8 101 [plord ‘> Average increased .-l ___________ gommeemeer
1
1
1
1
1
1
1
1
1
1
1
1

Week 1 Week 2 Week 3

Note: Winners are measured as consumers picking up their winnings from the prior week; Exchange rate EUR / DKK is 7.45 Control group I: Participant
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| et’'s welcome Laura from

Co-op!
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GAMIFIGATION IS MORE
THAN JUST PLAY.

IT DRIVES MEANINGFUL VALUE ACROSS THE
ENTIRE LOYALTY EXPERIENGE.

coO
op



IN 2025, OUR MEMBERS
PLAYED FOR A TOTAL OF
23,610 HOURS.

THAT'S 2.1 YEARS OF ENGAGEMENT.

coO
op




g8 N £1000 YOU'VE GOT£2

o
e Y ON YOURCARD OFF YOUR SHOP

GET MONEY OFF

Can youmatch the ' I;’I:llgyl}s'?g

purrfect pairs?

Mat
ff pe

f Co-op Pet Insurance
Start game

Skip and reveal reward

tck lling Fairt

5in 10 56

ivacy notice

Served.

SPIN THE
WHEEL

Spin the wheel by tapping the button for

Question 3 of 4

What's your dream

YOU'VEGOT £2 dinner side?

BUILD THE PORTAL TO OFF YOUR SHOP
THE 0vEnwnnln Congratulations, you've got £2 off your

shop. Your reward is on your card ready

a chance to win up ta £2 off your shap.

Start game

10 use and vou'll find it on vour Wallet






REDEMPTION DRIVES
MEMBERS TO STORE

co
op
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VY EVEHY N ) 7 HE

FRIDAY

CWEEKLY = |  _ WEEKLY =
#_ WINS * #_ WINS *

Week 1 of 4 Week 2 of 4

HEBEMPT“"‘ \*\ '/ E&Eﬁ}r AW A EAI"E]%
DRIVES MEMBERS '3 () g - WEEKLY -
UEL # WINS * | # WINS

MORE FREQUENTLY

co
op

BUSINESS USE



SOMETIMES MEMBERS
ARE DRIVEN TO STORE
TOO FREQUENTLY!






CONTRIBUTETO
SOCIAL VALUE

S,

FARTRADE

' @

GET MONEY OFF
FAIRTRADE
PRODUCTS

Catch the falling Fairtrade prod

avoid the banana peels
Save the planets for bonus points

Get 30 points to get the reward

Start game

BUSINESS USE

YOU'VE GOT 50P OFF
FAIRTRADE PRODUCTS

Congratulations, your reward is on your
card and ready to use. You can close the
game and find it in your Wallet.

10 prizes to be won
Win £50 on your Wallet by
sharing your opinion

What are you most likely to do to
support Fairtrade Fortnight?

O Swap to Fairtrade alternatives
O Find out more about Fairtrade

O Join a local Fairtrade Event

Submit answer and enter draw




Hint: Every member has one when it

comes to shaping our Co-op
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Close

4

START FINISH

D @ %

of 3 ..
wur first car. GREAT cHnIcE Question 2 of 3 GHEAT cHu'cE Question 3 of 3

will be: Congratulations, you've bought Life has been kind and it's time
ou k t exclusiv e r i )
—— Did you know you get exclusive vgm'"b’e your first property. Ahome is a big investment. Creating a to start thinking whaft you vlvould
pmf/cheJ:\ s oy rfm_)trance pf:f uc:m Do you choose: will with Co-op Legal Services ensures want from your Aingra’.
countryside skl it i that this valuable asset, and everything You would like:
holiday, we've got you covered. O A cosy cottage A ;
else you've worked for, is passed on - 5 2
g O A unique celebration of life
ith friends

(O Contemporary apartment exactly as you wish
Next O Something with a personal touch
O A renovation project

Next

- O A traditional tribute

BUSINESS USE
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GAMES CAN BE APPLIED TO A RANGE OF FORMATS

Play our Easter game, exclusive to our

member email readers, for your
chance to win.

We've added 5 extra Easter eggs into
our Easter range. Find them all within
15 seconds for an entry into our prize
draw to win £100 on your
membership card.

Skip game and enter prize
draw

FIND THEEGGS

We've added some extra eggs into
our Easter range, but they're not
chocolate ones! Tap or click on all 5
before the time runs out to be in with

a chance of winning.

| THEEGES

TRY AGAIN

You ran out of time to find the eggs.

Play again

BUSINESS USE

YOU'REINTHE
DRAW

You've now been entered into our
Easter prize draw for a chance to win
£100 on your membership card.

Winners will be contacted soon.

The hunt is over

Shop our Easter range now at your
local Co-op.

Shop Easter

YOU'RE ALREADY
ENTERED

You've already been entered into the
draw. But don't worry, you'll be
contacted soon if you're the winner.

The hunt is over

Shop our Easter range now at your
local Co-op.



GAMIFICATION IS MORE THAN JUST PLAY.
IT DRIVES MEANINGFUL VALUE ACROSS THE ENTIRE
LOYALTY EXPERIENCE.

1) Delivers commercial impact
2) Contributes to value beyond commercials

3) Creates value across a range of touchpoints

BUSINESS USE



