
6. radicalrealms - a ready made mobile 
gamification platform for brands

2. why does it work?

“Gamification is the use of game 
thinking and game mechanics in 

non-game contexts to engage people 
and to impact their behaviour.”

START

3radical has developed the first comprehensive mobile 
gamification platform that enables Brands use a wide range 
of di�erent gamification techniques to engage with 
individual consumers quickly, easily and at low risk.  

Brands get a high level of engagement with consumers and 
ultimately impact their behavior, whilst consumers get a fair exchange 
of value with brands and highly relevant communications and o�ers.

In 2012, users of My Reward 
totaled about 4.5 million. The 
cards alone accounted for $3 
billion in sales per year.

In 2011 the number of players 
using Nike’s Fuelband was 
5 million. By 2013 this had 
reached 11 million.

Boosts community 
engagement by 1000%

Through it’s Monopoloy Campaign, 
McDonald’s increased its sales by 
5.6% in USA through this program, 
with many people engaged in 
impulse buying just to get tickets.

Consumers are willing to engage 
more with brands in return for:

60% untargeted 
of marketing today is untargeted 
and not relevant.

50% disengaging
of consumers disengage with 
brands because of irrelevance;

41% irrelevant 
of consumers would 
consider ending a brand relationship 
because of irrelevant messaging. 
Source: Precision Marketing
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From a spend of just $100m in 2010, 
organisations are expected to spend 

to $2.8 billion on gamification by 
2016, growing to $5.5bn by 2018. 

70% of the Global 2000 
Brands will introduce 
gamification into their 
marketing and customer 
service mix in 2014.
Gartner70%

Because mobile 
is growing

Because it’s relevant 
and rewarding

Because mobiles are used socially
and at times when impacting behavior is key for Brands
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61% Games

55% Weather 

50% Maps/search 

49% Social networking 

42% Music 

36% News 

33% Entertainment 

25% Dining 

21% Video 

20%
of the entire Singapore population 

‘Like’ shopping on Facebook

Singapore ranks as the 4th 
country in the world for 
smartphone penetration

9 out of 10 people in Singapore 
own a Smartphone 
Source: Experian

91% of mobile internet access 
is for social activities versus just 
79% on desktops

89% 
of smartphone users 

use their smartphones 
throughout the day

Mobile will be the most powerful comms tool in Singapore by 2015 
Source: Experian

90%

of Singaporeans use social 
media networks from the 
mobile phone, 25 % higher 
the global average

70%

41% Cash rewards

28% Loyalty programme points

21% Exclusive deals from 
        that company

16% VIP perks

16% Exclusive deals that 
        interest you

1. Gamification Works!

5. why is this so relevant in singapore?

4. applying it in mobile is key...

3. gamification is becoming an 
important part of the marketing mix...

Source: Forrester, 2013

Source: smartinsights.com

98% At home

89% On the go

79% While shopping

64% on public transport
Source: We are social

Traditional marketing techniques are: 
failing because people today are seeking 
more reward and more engagement 
from experiences than ever before.
Gabe Zichermann, Gamification.co

During 2014, we’ll pass a key 
milestone: an installed base of 

2 billion smartphones globally. 
Mobile is becoming not only the 

new digital hub but also the 
bridge to the physical world.

Source: Forrester

Gamification 
results in a 
41.6% increase 
in website 
activity. 

Participants experiencing gamified loyalty programs 
open emails 86% more often than participants in 
non-gamified loyalty programs. 

86%

Source: Maritz Motivation Solutions

Average amount of 
time spent on website:

BEFORE
gamification

AFTER
gamification

41.6%

Currently available in Singapore, the platform 
will be launched in other countries during 
2014 and is available as a customized 
solution branded for specific 
organisations, or as radicalRealms 
(3radicals consumer brand).


