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WHY?
The 
consumer 
experience is 
a human 
experience.

We help 
organizations 
listen to their 
customers and 
adapt 
accordingly.

We use game 
science to 
create fair value 
exchanges that 
result in earned 
data.

HOW? WHAT?



Experiential 
Personalisation
in Gamification
Gamification Europe 2022
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Experiential Personalisation
serves the right content 
based on what consumers 
care about and not what a 
brand has on sale



Personalisation is increasingly 
difficult to achieve
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65% of consumers feel they 
received actively irrelevant offers

Brands still have work to do 
when providing tailored 
offers and promotions

Source: 3radical 2022 Consumer Survey Report

42% of consumers would be less inclined to 
shop with that brands that did not 
personalise communications

This lack of tailored 
communications is 
increasingly harming 
brand loyalty

52% of consumers stated a sense of 
frustration from receiving irrelevant 
communications
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Personalisation, once limited mainly to targeted 
offers, now extends to the entire customer 
experience. This means that customers want 
personalisation throughout their interactions with 
a retailer—with multiple, personalised
touchpoints that enable them to allocate their 
time and money according to their preferences.

Personalizing the customer experience: 
Driving differentiation in retail

April 28, 2020



Personalisation
Matters
And it needs to be part of 
the full experience to align 
content with interest, 
motivation, and intent



Getting personalization wrong

The perfect 
“Girls Yellow Puffer Coat” 
my daughter HAD to have

It filled my search history
It filled online adds
It filled my inbox

But click through to the sites and I 
am having to search for the product



Getting personalization right

Shortening the journey to conversion

THANKS FOR SHOPPING
Why were you here….



Continuing personalization

The coat my daughter HAD to have for school 4wks 
ago is not the suit I need for a wedding

WELCOME BACK
How can we help today…

Men's Clothing

Women's Clothing

Kids Clothing



Adaptive gamification 
solutions in action
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Earned Data Fuels Experiences

The largest arts and crafts retail chain in North America utilized a 
digital gamified experience to reactivate more than 80,000 unique 
email addresses and obtain valuable, previously uncapturable, 
earned data that power future, tailored marketing campaigns.

Leading Arts and Crafts Retail 
Chain in North America

2,500 
Unique Data 

Points Captured

$400K 
Estimated Value

33% 
More Data 

Collected Than 
Before Experience
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Don’t Treat Everyone the Same

Alternative Learning 
Program Provider

533% 
Higher 

Engagement

40% 
Decrease in 

Website Bounces

216% 
Higher Enrollment 

Rate

A flexible alternative learning program provider attracted 
higher engagement from their audience, encouraged more 
interaction, as well as developed a better understanding of 
what types of content appeal to each of the two main 
groupings of their audience –prospective and returning 
students, and their parents.

Email and live communications were more relevant based 
on what they learned about their audience.



Experiences Must Be Adaptive
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A global pet care brand directly captured the attention of their 
consumer by providing a compelling experience that encourages 
pet owners to share information about themselves and their pets. 
After completing the initial survey, pet owners could access tailored 
rewards based on survey responses.

The brand added ‘current pet’ information to an additional 5% of 
their consumer base.

Global Pet 
Care Brand

3X 
Higher Click-

Through Rates

44% 
Clicked through 

experience to 
website

63% 
Responded to Full 

Experience
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3radical Supporting All Stages 
of the Customer Journey

Quickly deploy from an 
extensive games 
library. Simple, 

business user level 
configuration and 

optimization

Consented / Earned Data fuels:
Marketing

Data and analytics
E-commerce Media

Loyalty
Website Creative

Resulting Consented /  
Earned Data powers 
downstream martech

stack
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Steve.Rogers@3radical.com


