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Increasing visitor engagement-
- through social media and Gaming
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15+ years experience in digital innovation

 Managed digital and social strategies for
over 20 brands : Millionaire/Agatha
Christie/Dancing with the

.
stars/Mastermind/ Deal or no Deal & lgm

* QOver 100 games launched globally
(smartphone, tablet, online, console)

MUSIC TELEVISION®

* Generated more than S400m

‘ aliscovery

) CHANNELY
 Won 11 industry awards
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Of the 13000 cabs in New York City, only one pays you i
Welcome to the Cash Cab Game. Click play to take a ride
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Jump over the Sweeper by hitting space inside the Good Jump! zone.
Make sure you time your jump right or you'll end up in the pool!
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BROTHER WATCH CBS - 8PM Y

850 p1S

WHO WILL SURVIVE THE
LONGEST IN THIS CHALLENGE?

BRADEN

200 PTS ['Submit




I bbestrictly

Get full info on Dates & Times for
this year's Semi-Finals and Grand
Finadl at www.bbc.co.uk/strictly
#sc

@5uzieLouB Details of the dances for the final still to be
announced. And yes, Final is JUST on Sat 18th. 2 live shows!

@staceyTT They'll be on the Sunday results show, 7pm-
7.30pm.

On Weds' ITT: Scott & Natalie, Len's Dance Clinic, Erin's
midweek report, and guests Colin Jackson, Austin Healey and
Gethin Jones! #scd

Name BBC Strictly
Location BBC TV Centre,
Web http:/ fwww.bbe.c

Bio The official B8C Strictly
Come Dancing twitter feed,
brought to you by 88C
Strictly Website and Publicity
teams.

23605 25200 568
lowing followers.listed
Tweets 3734

Favorites

Lists
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From TV to Tourism

* Brand management: cities,
museums, attractions should be
managed like TV brands; IP and
content —digital to remain relevant

 Competing with other type of
entertainment ...




What do visitors need for engagement?

Informed
e (Case study: Paris Museums

Connected

 Empowered by social - visitors to become ambassadors
e (Case study: Paris Fashion week

Entertained

* Increasingly competitive world; digitally immersed natives and
digital natives

* Case study: Augmented Reality Treasure hunt games




VISITPARIS g
1- Inform REGION
e Consolidation of content

 Smartapp —location-based relevancy to offer targeted suggestions in real-time
* Centralise, simplify; maps, tickets, travel, tours, restaurants, hotels, reviews

* Paris Region: VisitParis smartapp — stage 1 real-time queuing
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2- Connect through Social media

: o A
- P c * Review social media strategy
 |dentify target, tone, channels used, content;
Q 0O event/products to showcase...
O * Examples

e Agatha Christie — Twitter challenges
N * Dancing with the stars - facebook voting and
Moo Wz W conversation aggregation
i Complete a 360 strategy

f\} Snapchat ‘@l Instagram




Dialogue: facilitate, not prevent!

 Millennial toolkit

e Create dialogue; before, during and
after visit




nnllls VISITPARIS Case Study: Paris Fashion week

P
FASHION REGION

Brief: Re-position Paris as a vibrant city for
young people and showcase events

Strategy: challenge Paris’ established mature
image of elegance and history with rawness of
Snapchat

Relevance for Fashion week —

* 50% more time spent per user than
instagram

* Reach —Snapchatters getting older, France
79% over 18yrs

* 65% upload images and Fashion week
centred on imagery




Campaign

e Budget allowed for Geo filter & audience filter (vs
Stories or Lenses)

e Design: Trial (Cardiff, Serbia, and California).

* Postcards

* With real-time results we could A/B test and optimise
: media spend
B o i 7 4 £ A
£ K .
Geogle =
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Stratégies emploi | Stratégies formations | Nos événements | Guides des agences | Compétit

= MENU STRATEGIES
Accueil » Cubture Tech » Losil digital »

- o
LA REGION ILE-DE-FRANCE S’OFFRE

UNE CAMPAGNE SNAPCHAT POUR LA
FASHION WEEK

MOBILE NEWS

ME NEWS FEATURES PROJECTS  MAI
BILE PARTY & AWARDS  LOVELY MOBILE RANKINGS & REPORT

NENCONE]

How Paris and IRM turned Millennials  Recent Posts
into ambassadors for the city i

[ | i |
rmly on tourists’ must-see list, there

PPS  INNOVATION REPORTS SHOWCASE

Paris Fashion week - Results

Snapchatters became city ambassadors

Viewed 8.2 million times

200,000 shares

High % of people saving the picture to share across
other social media

Over achieved by 12 times

Achieved with a extremely small budget!!!



g | 3 - Entertain through games

2.2 billion active players in world (2017)

S108 billion revenues in 2017 >
Hollywood

* Engage a younger demographic by
discovery through puzzles, AR, VR

* Orient people for their visit -
understanding the context/relevance

* Encourage people flow and data insight

* Generate new revenue stream




3 - Entertain through games

e Museums: British museum, Louvre

* Paris and Region: VivaTech innovation
award (Macron’s new digital initiative)

 Brands: Hidden Secrets

The British
Museum

VISITPARIS gk
REGION

Winning solution enriches life for Paris tourists

m 27 Jun 2017

Solution helps to reduce waiting times and turns dead
queuing tfime into a digitally rich experience

000

IRM founders Megan Goodwin and Valerie Bozzetto with other shortlisted entrants
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Case study: Paris region

* Engage and orientate
with surroundings

Entertain and educate
during ‘dead’ time

* Connect in queue |
* Encourage people flow
* Game types; . RS

* Puzzles LIBEEI M_WP?"J

* Hidden Object — ' [

* Serious games =

AR or VR — pros and cons
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Case study 2: AR - Destination and
brand

e Qutdoor location-based meets mystery

puzzle game
* AR Adventure game which gets people out
and reward players with real cash/prizes

* New challenges are released



What does it bring Partners?

* Connect with players in specific locations

* sponsor geo-stops -Players have to visit this physical
location

e Sponsor puzzles or new content

 Relevant brand engagement
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Social media take outs

* Social media is an amazing and very cost effective
marketing tool for tourism.

* Fun way to engage a “hard to reach” demographic.

e Behave like a brand — tool kit to allow visitors to

become city/brand ambassadors: Geofilters/ Lenses/
Stickers.



Games are a fantastic tool to engage and entertain
before, during and after visit.

* Helps differentiate your destination - Players gain
knowledge and have fun

* Most interesting opportunities are in AR and VR
* Games can be designed to achieve specific objectives
* Disney: Anticipation/Experience/Memory

* |RM: Engagement is connecting people with the
physical world through an enriching digital experience!
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Contact: lgm

Megan Goodwin: Co-founder
mgoodwin@irm.tv

m www.linkedin.com/in/megangoodwin1
,@IRM_media or @IRM_mediafr

WWW.irm.tv




