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Abstract 

This research looks at how interactive marketing can become more motivating for 
customers by designing it as a full game, not only by adding some game elements like 
in gamification. The result of the research gives marketers an alternative and 
complementary way of incorporating game design in their work. 
The theory builds on fundamental online game elements and player types, assembled 
into a model for analysis also useful as a planning tool. The research conducted a 
qualitative case study of the Volvo XC90 First Edition campaign which gave insight 
on how game theories can be applied for more engaging interactions. Through 
dialogue with team members and an overview of design artefacts it showed that when 
all elements reinforce each other for a certain mix of player types, not only one type, 
it creates dynamics that strongly motivates the audience to interact. The data also 
revealed that when any of the fundamental elements are missing the result will not be 
as engaging, which confirms what have already been found in earlier research. 

Keywords: Interaction Design, Game Design, Gamification, Interactive Marketing, 
Player Types, Game Elements, Timing 

 
  



   

Sammanfattning 

Denna studie undersöker hur interaktiv marknadsföring kan bli mer motiverande för 
kunderna genom att designa det som ett komplett spel, inte bara med några 
spelelement som i spelifiering. Resultatet ger marknadsförare ett alternativ och 
komplement till hur man kan använda teorier från speldesign för bättre interaktion. 
Teorin baseras på grundläggande spelelement och spelartyper som har satts samman i 
en analytisk modell, också användbar som ett planeringsverktyg. Studien 
genomfördes i en kvalitativ fallstudie av Volvo XC90 First Edition-kampanjen och 
gav insikt om hur spelteorier kan tillämpas. Genom dialog med medarbetare i 
kampanjens projektgrupp och en överblick över designartefakter visade det sig att när 
alla element förstärker varandra för en specifik mix av spelartyper, inte bara en typ av 
spelare, skapar det en dynamik som starkt motiverar målgruppen att interagera. 
Studien visade också att när några av de grundläggande elementen saknas blir inte 
interaktionen lika engagerande vilket bekräftar vad tidigare forskning hittat.  

Nyckelord: Interaktionsdesign, speldesign; spelifiering, interaktiv marknadsföring, 
spelartyper, spelmekanismer, timing  

 
  



   

Content 
1. Introduction 5 _________________________________________________

1.1 Area of Research 6 __________________________________________
1.2 Limitations 8 _______________________________________________
1.3 Disposition 9 _______________________________________________

2. Theory 10 ____________________________________________________
2.1 Schell’s Four Basic Game Elements 10 __________________________
2.2 Bartle’s Player Types 15 ______________________________________
2.3 Timing 17 _________________________________________________
2.4 Summary 18 _______________________________________________

3. Methodology 19 _______________________________________________
3.2 Methodology Analysis  20 ____________________________________

4. Result 22 _____________________________________________________

5. Discussion  28 _________________________________________________
5.2 Conclusion 30 ______________________________________________
5.3 Future Research 30 __________________________________________

Bibliography 31 _________________________________________________

Appendix 1 - Questionnaire Marketers 33 _____________________________

Appendix 2 - Finding game elements 35 ______________________________

Appendix 3 - Summary of dialogues 44 _______________________________

Appendix 4 - Design Artefact: Pioneer, Daniel Ek 49____________________

 
  



1. Introduction 
This is a study within interaction design that looks at online game design to 
find more engaging ways to create interactions in a marketing setting. 

Online game theories in general have come a long way in understanding how 
to simplify interaction and create hedonic situations (Lowry, Gaskin & 
Moody 2015). Schell (2015) claims “Good game design happens when you 
view your game from as many perspectives as possible.”. Gamification is a 
marketing tool based on game theories for engaging customers by adding 
game elements in a non-game environment (Toth & Tóvölgyi 2016). Some 
researchers have though found that many marketers fail using gamification 
(Hofacker, de Ruyter, Lurie, Manchanda & Donaldson 2016; Lucassen & 
Jansen 2014; Toth & Tóvölgyi 2016). Hofacker et al (2016) found for 
example through a systematic review that it is common to only focus on 
points and awards, forgetting the dynamic side of games which through 
stories, challenges and design create excitement. Lucassen and Jansen (2014) 
interviewed marketers who thought that game mechanics such as 
leaderboards and awards somewhat raise engagement but that they have 
limited knowledge about how to make it compatible on the market.  

Game elements in gamification seem to exclusively refer to mechanics, but 
in game making, elements are everything that a game can consist of, for 
example the design, technology and narratives (Schell 2008). Mechanics 
alone can create some motivations to use a system but to create intrinsic 
motivations it needs to be more (Toth & Tóvölgyi 2016). It seems that a 
couple of game mechanics alone are not enough to create good interactions 
in marketing. One possible solution could be, taking a step back, and plan as 
if it was a complete game, not fragments of a game. Hofacker et al (2016) 
suggest to plan  according to Schell’s fundamental tetrad game design model. 
But by definition it will then become a game and should not be labelled 
gamification.  

Furthermore the audience of marketing campaigns are usually segmented by 
demographics and external attributes which not reveal the audience’s inner 
motivations for wanting to interact, which are important to consider in any 
interaction design (Lowry, Gaskin & Moody 2015). Online game theories 
offer a more personality type of segmentation; player types (Bartle 1996), 
which could potentially extend traditional marketing segmentation to include 
personal motivations.  

The research conducts a case study in a qualitative manner which is a 
methodology that reveals contemporary and real reasons (Yin 2014, Robson 
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& McCartan 2016). Qualitative methodology also seems natural when the 
area of research is floating between technology and human behaviours. The 
case comes from the automotive industry which with its complex buying 
behaviour (Kotler & Armstrong 2014), would benefit from game’s hedonic 
ways of creating meaning for people (Lowry, Gaskin & Moody 2015). 

1.1 Area of Research 
This section explains relevant literature that inform the study about the area 
of research and wraps up in a single research question to answer. 

Gamification versus Game in marketing 
According to Toth and Tóvölgyi (2016) gamification really has no definite 
definition. The one that seems mostly accepted is one defined by Sebastian 
Deterding; Gamification is the use of game design elements in non-game 
contexts (Deterding, Sicart, Nacke, O’Hara and Dixon 2011). 

A game is, as defined by Salen and Zimmerman (2004) “... a system in which 
players engage in an artificial conflict, defined by rules, that results in a 
quantifiable outcome.”  

Hofacker et al (2016) suggest that Schell’s (2015) four game elements; 
mechanics, story, aesthetics and technology could be, if carefully planned, 
the main drivers for a successful gamification. Zichermaann and 
Cunnningham (2011) suggest that marketers should be using the term player 
instead of customer to shift the mindset towards someone to engage with 
rather than someone to sell something to. This leans towards an idea about 
building interactive marketing like a complete game, as defined by Salen and 
Zimmerman (2004) rather than only adding a few game elements using 
gamification techniques. 

Players and their motivations for play 
A game without players cannot be a game (Salen and Zimmerman 2004). 
How to know who the player is, is not though a common theory. If MBTI 
(Myers-Briggs Type Indicator) and the Big 5 are considered well explored 
and accepted as models for determining personality types there are still some 
concerns regarding player type models. Bartle’s (1996) four player types, 
Explorer, Socializer, Achiever and Killer have been of popular use but have 
got some criticism of being too narrow and even wrong in some assumptions 
(Yee 2006). Bartle found the types in a world video game scenario which by 
itself attracts a limited type of personality which his model does not tell 
anything about. Therefore one could argue it is not applicable to general 
gaming, yet player styles should perhaps be separate from personality and 
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could therefore be found in every MBTI type without interfering with 
personality. 

Bartle has to the point of being too narrow created an extended 8-type model 
based on the four original types; Scientist & Hacker (Explorers), Networker 
& Friend (Socializers), Opportunist & Planner (Achievers), Politician & 
Griefer (Killers). This extended version makes it possible to create detailed 
player profiles  as similar to the MBTI personality types.  

Internet as a game field 
Bartle’s player types models are like mentioned for world video games which 
also indicates the player has an inner strong motivation for playing to begin 
with. The context of interactive marketing is outside such games and target 
people who may not at all have game-playing as a prioritised interest. 
Therefore alternatives such as the four social gameplay motivations, 
Immersion, Cooperation, Achievement and Competition from Radoff (2011) 
have sprung out of the need of something more situated and serious in 
business matters. There is also LeBlancs taxonomy of game pleasures, 
Sensation, Fantasy, Narrative, Challenge, Fellowship, Discovery, Expression, 
Submission (Schell 2015) that would be of use because of its more hedonic 
and general appeal. But one way of looking at interactive marketing would 
be as if they were part of a social world game, which they kind of are if you 
look at the whole of internet as one MMORPG. (Massively multiplayer 
online role-playing games). There is also a difference in real and online 
identities (Radoff 2011) which somewhat supports the idea of internet being 
structured like a game. Yet the use of internet is generally for serious matters 
in real life and therefore pure hedonic models seem out of context.  
By this way of looking at it, Bartle's player types, which theoretically also 
include serious games (1996), should be useful for analysing interactive 
marketing productions from a game - not gamification - point of view. 

Timing 
Besides having done a-by-the-book perfect game for all player types there is 
one area that should be added to the research. Schell (2015) describes that 
whatever you plan, being a game or else, if you are a bit late or too futuristic 
it will not spread. A game concept needs to fulfil a contemporary need, 
technology needs to be understood, design needs to be in fashion and a story 
feel interesting (ibid). Timing is also very relevant in marketing were it is 
common to want to target the bigger mass of people that are in early and late 
mainstream of Kotler & Armstrong's Adoption of Innovations map (2013). 
Timing is furthermore about matching the content and message to global 
events and trends. So timing seems to be crucial from many perspectives, to 
create an engaging experience for a single user in a global competitive world. 
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Research Question 
The purpose of the study is to research how interactive marketing can 
become more motivating for the customers by building it like if it was a 
game, not only containing some game elements like in gamification. The 
result should give marketers an alternative and complementary way to 
incorporate game design in their work. 

- How should online game design theories be applied in interactive 
marketing to engage customers? 

To answer the question it will be necessary to know what a game needs to 
consist of to be a game and test it in a marketing setting to understand how it 
behaves in a non-game environment. This will be done by assembling a 
theoretical model that will be used to analyse a case in the automotive 
industry.  

1.2 Limitations 
This research will not compare game theories to principles of marketing. 
There may be overlaps that would be interesting to look at but it would 
interfere with the understanding how game theories alone affects interactive 
marketing. The art of balancing game elements and player types will partly 
be covered because it is considered a part of the core structure, but it will not 
be described in its full extent. “The Art of Game Design” by Jesse Schell 
(2015) provides detailed descriptions of how to balance elements.  
One key practice within interaction design is to involve the user as an active 
participant in the design process. This practice is called participatory design 
and aim to give voice to the end users who else tend to be forgotten 
(Simonsen & Robertson 2012). In this study the end users, the players, are 
not reachable but Bartle, who is the study’s main source of understanding 
players, has done research in many years (1996, 2003, 2015) and is regarded 
as a valid voice on behalf of the end user.  

Tolk (2012) explains that serious games are games for educational and 
strategical communication and that the difference between games as a 
general term and serious games is that games consist of artificial conflicts to 
solve, they are not real or have a serious value for people, but in serious 
games it is about learning to deal with real conflicts for serious matters. 
Because of the complex buying behaviour in the automotive industry and  
because buying a car is very much a real deal the branch serious games 
would add knowledge how to assure steady progress in interactions. But to 
look at both serious games and more general online game design would split 
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the area of research. Serious games are a branch of online games and are 
therefore out of scope for this study. 

Games can be anything from tennis to chess to tetris to world of warcraft and 
there are casual games and hardcore games. Casual refers to the easiness and 
non-commitment while hardcore involves more complex rules and can be 
time consuming (Ip & Jacobs 2005). This study looks at online games, 
sometimes referred to as “worlds” (Bartle 2015) because the context of 
internet which is the arena of interactive marketing is somewhat similar to 
artificial worlds, especially how people behave, they become a role rather 
than themselves (ibid). All other types of games or strategies of how to play 
are not included because it would be too broad to take on. 

1.3 Disposition 
The research starts with a theory section explaining how Schell’s game 
elements (2015), Bartle’s player types (1996, 2003, 2015) and the Timing 
element (Schell 2015) could be assembled into a model useful for analysis, 
or planning, of interactive marketing. This is followed by a methodology 
section describing how the research did a case study to collect empirical data. 
The result is thereafter presented and analysed. Finally there is a discussion 
around the result that also returns to the question of research.  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2. Theory 
For this research a model has been assembled to analyse a case from an 
online game design view. It could also be useful as a planning tool. The 
model uses Schell’s four game elements mechanics, story, aesthetics and 
technology (2015) with an additional element for timing through the lens of 
Bartle’s four player types, Explorer, Socializer, Achiever and Killer (1996, 
2003, 2015). Every part of the model is explained and summarised at the end 
of the chapter.  

2.1 Schell’s Four Basic Game Elements 
According to Schell (2015) there are four fundamental building blocks, also 
known as elements, that are the core components of a game. Every element is 
in relation to the others as illustrated in Fig 2.1.1 
 

Fig 2.1.1: Schell’s elemental tetrad (adapted from Schell, 2015). 

2.1.1 Mechanics 
Games include mechanics such as the goal, rules and methods (Schell 2015). 
Some define mechanics as only being the verbs (Sicart 2008) like tiling the 
tiles in Tetris, and sometimes as the noun, eg a leaderboard (Hägglund 2012) 
but in this model mechanics are both the tiling and the leaderboard because 
they are regarded being in a one to one relationship.  

Because mechanics are unique to each game there are no standard setup but 
Schell suggests 7 categories should be considered. Not all of them need to be 
present but it is a good idea to plan for their existence or decision of non-
existence. 
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1. Space 
Space is a mathematical construction which were the game take place. It can 
be 2D, like Tetris or 3D like most console games of today. A game space 
usually consists of several spaces, eg a chessboard is 8 x 8 spaces in one 
whole space. Space can also be either discrete, eg the square in tic-tac-toe or 
continuous like pool tables where the ball can move around freely. The space 
of gamification, usually internet, is a continuous uncontrolled space that 
allow for building blocks of discrete isolated spaces. (Schell 2015) 

2. Time 
Games allow us to somewhat be in control of time and give a sense of time 
freeze. We can even be allowed to go back in time, correct our mistakes or 
even gain extra time after game over. Time in games are of delicate matter 
and can create frustration and negative stress but also be the one mechanism 
pushing the player to achieve better. Even when time is not relevant to the 
game it matters because of just the lack of time, the player is free to explore 
at his own pace without constraints (Schell 2015) 

Single typical time mechanisms for gamification purposes are countdowns 
which can be used for trigger people to try doing something fast enough. 
There is also Enigma which refers to a countdown to a specific event to 
explore (Hägglund 2012) 

3. Objects , Attributes and States 
Simply described; objects can have attributes that can have states. For 
example, in chess there is the object King which has the attribute movement 
mode which has three states; “free to move”, “in check”, “checkmated”. 
(Schell 2015) 

Points, Virtual Goods and Leaderboards are popular gamification 
mechanisms that are typical objects (Hägglund 2012). There are also object 
with possible secret attributes (maybe even objects) which only a few within 
the game are aware of. For example, a player's hand in poker or hidden 
treasures in a video game. Making things unavailable for some and only open 
up for a few can make a tremendous change in the sense of the game and 
create strong motivations for wanting more (Schell 2015). In gamification 
objects can be used for attracting people to feel ownership of for example a 
fictive pet or avatar (Hägglund 2012).  

4. Actions 
This refers to what people can do within the game. It is split in basic actions 
such as jumping over an obstacle and strategical moves such as sacrificing a 
life to get a certain coin. With more basic actions and goals there will be 
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more room for strategic thinking which creates emergent gameplay which is 
what most game designers want to achieve (Schell 2015). An idea from 
Hägglund (2012) for gamification purposes is that a discovery mechanism 
could include secret objects; “A website could have hidden pages which are 
accessible through some links which can be hard to find.” 

5. Rules 
Rules are though the foundation of play, wherever that is, and bring all the 
other mechanism together. Rules provides reason and explains how to play 
the game. It is also the mechanism which make sure the goal of the game is 
concrete, achievable and rewarding. There are eight different rules according 
to David Parlett as cited by Schell (2015) ; operational, foundational, 
behavioural, written, laws, official, advisory and house rules. These can vary 
greatly in shape, size and matter between games. Even for the smallest game 
it is a good idea to step through each of them to make sure every corner is 
covered. (Schell 2015) Even interactive productions should have rules - how 
to interact, what you can and cannot do. Loss aversion is a mechanism that 
depend on the rules and what you are not allowed to do and is sometimes 
used in blog magazines, if you don’t post every week you loose points. 
 (Hägglund 2012) Goals can be high motivators and mechanics such as 
collecting for a common epic goal becomes a strong reason for interaction. 
Rules are also important for prevent cheating. 

6. Skill 
This mechanic is for the player only and is a key motivator (Schell 2015) and 
is therefore popular in gamification. Points, levels, leaderboards, 
competition, collaboration and ownership mechanics are all there to let 
people test their skill which they willingly do (Hägglund 2012). When 
building games it is important trying to match the difficulty level, it cannot 
be too easy nor too hard. Letting people practice and go from novice to 
master have proven to be important too. Generally skills can be divided into 
physical, mental and social skills (Schell 2015). Mental and social are easiest 
to target in marketing purposes, but brands such as Nike has successfully 
incorporated the physical part in their campaign “Join the movement” which 
encourage people to improve their running skills. Physical can also refer to 
how fast you can react with a mouse and keyboard (ibid). 

7. Chance 
Probability is something humans are not so good at predicting correctly and 
therefore chance is always a welcoming choice. To become good at 
incorporating chance mechanism a game designer need to understand the 
math (Schell 2015). This area is too big for this report but for gamification 
chance mechanisms such as lottery are common. 
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Balance the mechanics 
There are always multiple mechanics working together, which the lines 
between the elements in Fig 1 shows. The art of balancing them to meet 
expectations and make sense to the players is key to keep players wanting 
more. A good way to start planning for this is to look at the twelve most 
common types of balancing (Schell 2015).  

1. Fairness - No one should have advantage over another unless there is 
a real-world (because real-world is not fair) reason. Everything 
should be beatable, eg Rock, Paper, Scissor 

2. Challenge & Success - The amount of effort needed for improvement 
must be balanced so that the player is kept in the flow and does not 
get bored or anxious. 

3. Meaningful choices - Interaction means taking decisions and to chose 
wisely which is a mental skill leading to a feeling of meaningful 
choices. Triangularity of Low risk/low reward and High risk/high 
reward can be used to balance choices. 

4. Skill & Chance - A balance between judgment and risk management. 
Too much of either can put the player off. 

5. Head & Hands - Could also be described as mental challenges versus 
physical efforts. Both right and left brain want to play. 

6. Competition & Cooperation - This is a basic human need of power, 
wanting to win, yet feel a belonging to a social group, being a 
member of the pack. 

7. Short & Long - A game should be short enough to avoid boredom but 
long enough to develop meaningful strategies.  

8. Rewards - Humans like rewards even for the smallest improvements, 
especially when you are a novice but as when you get more skilled, 
too much rewards can be regarded as silly. 

9. Punishment - This refers to removal of things which can be a strong 
trigger for continuous play. Too little can make the interaction being 
too easy, and too much create frustration.  

10. Freedom & Controlled Experience - Games are mainly made for joy 
so too many choices makes it too complicated which takes away the 
joy. On the other end a too narrow path gives no mental stimulation 
which leads to lack of joy as well.  

11. Simple & Complex - “It seems that perfection is reached when there 
is nothing left to add, but when there is nothing left to take away” - 
Antoine de Saint-Exupery. Every element in a game should be there 
for a reason. 

12. Detail & Imagination - Leave room for the player to fill in the gaps 
and add some of their own personality.  
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To sum mechanics up, they are the bone and joints and therefore essential in 
interactive marketing because without them you only get a one-way 
communication such as in advertising films and posters. They need to be 
balanced well to meet expectations and motivation for continuous use. For 
players to make sense of mechanics there needs to be supporting technology 
and emphasising aesthetics. To further engage they should be accompanied 
by a telling story. (Schell 2015) 

2.1.2 Story 
A story is a description of how something happened, that is intended to 
entertain players, and may be true or imaginary. In the world of games a 
story is explained mainly with the help of mechanics yet aesthetics and 
technology are there to enrich it into an interesting story (Schell 2015). The 
story element provides the emotional reason why a player would want to 
reach the goal of the game. Without a story you can still build a good game 
but it will be difficult for the audience to feel a strong motivation for 
engaging at all. Furthermore, what global events and trends are present at the 
time, influence how players will perceive a story (ibid). 

2.1.3 Aesthetics 
This is about the look and feel which will set the tone of the whole 
experience. How the interaction appears to the player’s senses will reinforce 
the story and make the mechanics understandable. Aesthetics execution is 
furthermore in a one to one relation with technology, which can both limit 
and make room for improvements in the scenes (Schell 2015). Like with 
stories players perception of aesthetics much depends on trends and the feel 
of being right in timing. A simple online search can help analyse or plan this 
element correctly. Of course aesthetics is also very much a marketing core 
element which is connected to a brand’s image and should follow the 
graphical rules of the brand (Kotler & Armstrong 2015). 

2.1.4 Technology 
Technology makes the game possible to play. It doesn’t have to mean digital 
technology, it could as well be pen and paper. Like aesthetics it sets the 
boundaries and enable other things. (Schell 2015) If technology doesn’t work 
it may add a lot of frustration for the players which can make them want to 
leave. It is therefore of importance to test the technical platform before going 
live and have a backup plan ready if systems fail.  
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2.2 Bartle’s Player Types 
Beside physical elements, games need players. Therefore the model adds a 
layer which allow for looking through the lens of Bartle’s four player types 
(Fig 2.2.1) Bartle; Explorer, Socializer, Achiever and Killer (1996).  

Fig 2.2.1: The visualised framework now containing Schell’s four elements from the view of 
Bartle’s player types.(adapted from Schell 2015 and Bartle 1996, 2015). 

Every player type will regard a game differently and be attracted to different 
elements within it (Bartle 2003, 2015). By making sure to have something 
for all player types you should be able to reach the full audience. But it is 
also important to decide which mix of players you want and balance the 
game elements for that mix (Schell 2015, Bartle 2015). 
In online social contexts, where interactive marketing usually act, there is a 
mix of player types, and all types need to be around for each type wanting to 
keep playing.  

“a sharp reduction in the number of explorers for whatever reason 
could mean a gradual reduction in achievers, who get bored if they're 
not occasionally told of different hoops they can jump through for 
points; this could affect the number of socialisers (the fewer players 
there are, the less there is to talk about), and it would certainly lower 
the killer population (due to a general lack of suitable victims).” 
(Bartle 1996). 

For solitary interactions other players don't matter but players somewhat 
compensate it by mentally travel through the types and become a bit of every 
type even though they usually stay mostly true to one. This reveals that a 
player needs other types around to continue being one type, and as explained 
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the player also needs others to find the interaction interesting enough. It also 
subconsciously tells that there should be something for all player types to 
ensure interest over time. It is a subtle task to maintain the right balance of 
player types. The right balance is unique to each marketing effort and needs 
to be carefully planned and administered regularly to be kept in balance.  
Each of the player types can be divided into two subgroups, being either 
explicit or implicit to allow for variations within each group.  

2.2.1 Explorer “♠” 
Represented by Spades. They are attracted to games that offer several 
dimensions and details to explore. Single playing can be of great appeal if 
allowed to look in many corners of the play field (Bartle 1996) 

The explorer can be divided into the Scientist (explicit), who methodically 
explore to test theory and the Hacker (implicit), who is more curious and is 
street smart. (Bartle 2015). Even though these two may seem very different 
they share the same drive to experiment and add things to their knowledge 
base. It is the way they acquire the knowledge that splits them.  

2.2.2 Socializer “♥” 
Represented by Hearts. Socializers like people and would interact with a 
game for pure fun and to be helpful. They are usually big numbered and 
therefore tend to enjoy multiplayer arenas over single play. (Bartle 1996) 

The socialiser can be divided into the Networker (explicit) who search for 
people, known as well as unknown, to interact with and the Friend (implicit) 
who rather have one to one conversation with familiar faces. (Bartle 2015).  

2.2.3 Achiever “♦” 
Represented by Diamonds. They are driven by reward and climbing up 
leaderboards and are always into a challenge that includes some kind of 
personal connection. Both single interactions and multi player interactions 
appeal. They are triggered by competition and if things appear too simple 
they might get suspicious and leave. (Bartle 1996) 

The achiever can be divided into the Planner (explicit) who similar to the 
scientist methodically plan how to reach the set out goal and the Opportunist 
(implicit) who is driven by chance and somewhat share the street smart gene 
of the hacker (Bartle 2015). The achiever’s two split roles may like the 
explorer’s split roles seem very apart but they both are determined to reach 
the top. One of them think their way forward, the other practically try things 
out until it works. 
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2.2.4 Killer “♣” 

Represented by Clubs. Enjoys being annoying and is looking for competition 
with other players, fighting them up close. (Bartle 1996). As a Single Player 
they enjoy to create and destroy.  

In a social context killers can be trolls, They want to gain power over others 
and is willing to go on the weaker to succeed. They seldom have any fair 
intentions. Usually a killer wants to become the one everyone fear and 
dislike. This group is usually small numbered but give socialisers something 
to talk about and Achievers some competition. Without them the game can 
appear to simple or boring. (Bartle 1996) 

The killer is divided into the Politician (explicit) who manipulate people 
intentionally. Like with the scientist and planner they organise their moves 
using their brains. Then we have the other killer, the Griefer (implicit) who is 
attention-seeking and really up in your face like an annoying wasp (Bartle 
2015).  

2.3 Timing 
Last to examine is the timing element, Schell (2015) points out that a game 
can be perfect but if your audience perhaps don’t have the right technology at 
home to be able to play, it doesn't matter how perfect it is. Maybe it need to 
rest a few years for technology to advance or it has to take away some of its 
tech heavy features to make it work with what is available to the players. 
Like with the other elements it is all about balancing. Timing itself could be 
seen as the dotted line between the elements because it is also very much an 
abstract that affect every part of it. In marketing timing is one of the key 
stones (Kotler & Armstrong 2015, Gerber 2008). Going to market at the 
wrong time would leave a campaign without success at all even if all other 
aspects are considered (ibid). Timing is also according to Gerber (2008) to 
“reaching them when they are most likely to respond favourably”. 
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2.4 Summary 
The now complete assembled model (Fig 2.4.1) is designed to be, as initially 
explained in this chapter, to be a tool for analysing interactive marketing like 
if they were games. It is possible to reveal how elements have been balanced, 
or not balanced, for a specific mix of players. 

!  

Fig 2.4.1: The complete assembled model of fundamental game design theory. Four basic 
elements from the view of each player type in a contemporary context - Timing. (adapted 
from Schell 2015 and Bartle 1996).  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3. Methodology 
Because interactions are for humans it is natural to perform qualitative 
research which focus on meanings and deeper perspectives on things 
(Robson & McCartan 2016). Qualitative research also allows to collect 
useful empirics through a relatively small group of people (ibid). By using 
case study as a qualitative tool it is further possible to detect patterns even 
from one single source because it can give a deep insight of the matter (Yin 
2014).   

3.1 Case XC90 First Edition 
Volvo XC90 First Edition interactive marketing campaign aired 2014 and 
was chosen as a case study because of two reasons, firstly because it was 
known to contain game mechanics such as countdown and first-come-first-
served elements. The other reason was that the campaign sold out all 1927 
campaign cars in less than 47 hours, which indicates it was quite epic and 
successful. Based on these reasons it appeared to be a case that could reveal 
how game theories successfully can be applied in a marketing setting. 

3.1.2 Dialogue with Team Members 
This was done in an unstructured face to face interview with 5 persons from 
different roles in the campaign, spoken to individually. The unstructured way 
opens up for discussions and allow for unseen opportunities in the area of 
research (Robson & McCartan 2016). Every session started with the 
researcher introducing the subject and also giving the person some time 
frames to help remember as when the case study happened three years ago. It 
was followed by asking about their role in the project to understand their 
personal view and some personal general thoughts about the campaign which 
help the interviewee relax and remember more (ibid). These were followed 
by asking to, with own words, explain how the campaign processed from 
their point of view. The researcher regularly checked against a predefined 
questionnaire, Appendix 1 - Questionnaire Marketers, to make sure every 
topic was covered. The interviewer only interrupted if it was something that 
was not understood and at the end to discuss game design theories to get the 
person’s view on how it could be applied and had been applied in the case 
context. Every session was also recorded, documented and followed up by 
letting the person review what was documented before publishing (ibid). 

3.1.3 Design Artefact Analysis 
It was planned to do an analysis of the complete set of design artefacts 
because it would inform the study with details that could have been lost in 
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human memory. A questionnaire for guiding such analysis was put together 
and is available in Appendix 2 - Finding game elements. Several efforts to 
find all artefacts were done but it was just not possible to collect them all, 
time had made them disappeared into archives. The few that were found 
instead enriched the result of the dialogues.  

3.2 Methodology Analysis  
The choice of collecting empirical data through qualitative research in a case 
study was the right choice because it revealed details of the process which is 
important to look at in the analysation of the result. 

The missing design artefacts made it a bit complex to test the theory because 
there were not a complete visual reference for all parts that surfaced during 
the dialogues. Details important to the theory can have been missed. Some 
artefacts were retrieved in the last minute and these have been added to the 
dialogue result. Focus groups rather than interviews would perhaps have 
been better because, together with other team members it would be easier to 
remember and it would have been interesting to commonly discuss how 
game theories can contribute in their daily work in a marketing setting. Due 
to time restrictions it was too ambitious to gather all in one room at the same 
time.  

The fifth interview become a repeat of the others, nothing new was added to 
the overall information. Repeating information surfaced already in the third 
interview. Therefore the number of interviewees were sufficient. At least one 
person from every team were questioned so the range was sufficient too. 

3.2.1 Validity 
The empirical data have been collected through unstructured interviews by 
persons from the campaign team. The persons had various roles in the 
campaign and came from both business side, Volvo Cars and from the 
agency, DigitasLbi which gave a good span of perspectives. All interviews 
were recorded using a smartphone and transcribed which every interviewee 
was given the opportunity to review and correct.  

The researcher knew about the campaign because she worked as a project 
manager on a virtual reality project within the bigger XC90 launch at the 
time when the campaign were in planning. She knew who was driving the 
campaign from Volvo Cars and contacted this person who helped reaching 
out to other relevant members. The criteria of a “relevant member” was 
someone who were involved in the planning of the creatives and concept 
building. There were about ten people who fell into this criteria and five of 
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them were interviewed. The campaign aired 2014 so people from the team 
were now in different places which also made it difficult to reach some of 
them. Some of the interviewees were former colleagues to the researcher, 
some she had never met or spoken to before. 

The researcher has a background from working as a project manager for 
digital marketing in more than ten years and before that as a graphic designer 
for about six years. This study is about interaction design so the researcher 
has taken extra care to ensure the viewpoint stays within the interaction 
design field, which focus on users need and to design with users not directing 
something to users.  

Because the researcher had some knowledge about the campaign she let the 
respondents speak freely and took extra care not to ask leading questions. 
Analysis of the interviews were done only through the view of the assembled 
theoretical model for this study. The researcher’s marketing knowledge 
contributes to the discussion and conclusion were relevant.  

3.2.2 Ethical considerations 
All participants have consented to being part of the study. Every interview 
started with informing the person about the purpose of the study, any 
potential risks and benefits of participating. Every session was also recorded 
after asking for permission to do so. After every session the transcript of the 
recorded session was sent to the interviewees for validation giving them an 
opportunity to add, delete or edit the transcript before next step in the study.  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4. Result 
There were 5 individual dialogues held in different places such as outdoor, in 
office and via Skype. Two came from Volvo Cars; a Project Manager, a 
Social Media Manager and three from DigitasLbi; UX lead, Creative 
Director and Creative Manager. 

The result were coded and analysed manually using the theory model as 
guide. This type of coding is in line with Saldaña’s way of making sense of 
qualitative data. By manually it means no CAQDAS software has been used, 
only simple text softwares like notepad. It was a flexible approach going 
back and forth, comparing and combining chunks of answers to unfold the 
full story which in a first round were summarised in a descriptive manner, 
see the  Appendix 3 - Summary of dialogues. Rather than following a strict 
way of coding, eg in vivo style or simultaneous coding (ibid) the approach 
has been to find patterns and form a mental picture of the scenario in the case 
(Yin 2014) and from that find the core codes that matters in this study 
(Saldaña 2015). The coding procedure were done in two iterations were the 
first looked for game elements and player types according to theory. The 
second iteration could then search for other patterns, values and common 
things (Saldaña 2015). The first three interviews informed the research with 
all data needed, the additional two repeated what the others had said. 

First iteration - how the theory model apply to the case 

Mechanics 
The campaign mechanics were built from the number idea and exclusivity in 
the limited edition (1927) into a “fear of missing out” concept. The rules 
were simple, find a free car number and race to buy it before someone else 
does. When a customer entered the purchase flow, he had limited time 
completing the purchase before the car was out for grabs again which 
triggered the customers to buy rather than to step out - you don’t want to risk 
losing your car. These mechanics combined with stories around pioneers, 
were extremely well balanced for targeting the Achiever. 

Players 
It was not deliberately planned for the Achiever,  instead segmentation were 
done in a traditional marketing way based on who the XC90 owner is - 
which when examined closer is quite similar to the Achiever. The XC90 
owner is a middle aged professional who has a successful career and a stable 
life. He lives in a house close to larger cities. He is also a typical Achiever, 
probably a planner type of Achiever even - he don’t put things at risk like the 
opportunist do. If you look a bit closer it is possible to follow the Achievers 
path in the campaign. He caught up with his socialiser friends who told him 
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about the campaign, so he asked his explorer-scientist friend what he knew 
about it and to give him advice on which numbers were available, He also 
asked his killer-politician friend about what to watch out for.  
This shows that by adding player type analysis to market segmentation it is 
possible to reveal the segments network of players and consequently make 
sure the elements are balanced for that mix of players. Because there need to 
be something for all even though you are most interested in reaching one of 
them (Bartle 1996, 2003, 2015). 

By doing like this there were not much room for the others. Socializers 
helped spreading the word in the beginning of the campaign which attracted 
Achievers, and possibly Explorers who were attracted to the graphical wheel 
(Fig 4.1) which let them look around quite a bit. It was probably they who 

informed the Achievers on what numbers were available and not, which 
allowed the Achievers to act even faster when the gate opened. Killers were 
there initially too, like trolls complaining about the limited edition only 
available for a few. As soon as one player entered the e-com part it was not 
possible to share until the end (Fig 4.2). And because it was mainly Achievers 
who bought the car, it was not shared, because Achievers don't care about 
sharing, they just want to win and have a reasonably fun battle before it. If 
there is not a new goal presented after the first one is met they leave. 
Explorers probably felt a bit stressed about the countdown which did not 
allow them to decide in their own pace.  
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Fig 4.1: Graphical wheel to explore the numbered cars.

Fig 4.3: Daniel Ek was one of the pioneers who made the stories attract 
Achievers through Socializers.



Story and balancing  
The case told a story about the pioneer and number (Fig 4.3) connection to 
attract Achievers. The story were reinforced through time mechanics, a 
dynamic labelled “fear of missing out” and implemented through a limited 
edition and a countdown. These two elements were supported with the right 
technology, a website available from anywhere and appropriate design, rich 
in graphics for the initial interest phase and simple graphics for the e-com 
part to ensure technology worked when in real business. Timing were also 
perfect because the car itself was in high demand and the way of selling the 
car online had newsfactor at the time. No other brand had really succeeded in 
that before. 
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Fig 4.2: The flow of sites. The campaign site in the grey area were shareable 
from start. The e-com flow in the blue area were not shareable until the end. 



Technology, Aesthetics, Story, Mechanisms and Timing were all in a one to 
one relationship and well balanced. Looking at Schell’s (2012) twelve 
mechanism-balances only one was unbalanced - 1. Fairness, because to 
reserve cars for famous people (pioneers) when there were so few cars were 
not appreciated by the players, mostly Socialisers and Killers complaining 
though - and by lowering the number of cars that were up for grabs it 
triggered the Achiever even more. Graphical elements were kept to a 
minimum for allowing the technology to work even with heavy traffic and to 
reinforce the stories (Fig 4.4). And the meaningful stories were told in a 
every part of the campaign, starting already in initial phase when the choice 
of having precisely 1927 cars told the story of Volvo’s first car ever made. 
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Fig 4.4: The e-com flow was designed minimalistic to 
work even when there were heavy traffic to the site.

Fig 4.3: Daniel Ek, one of the pioneers that contributed to the story 
element of the campaign.



It is a game 
The campaign was not intentionally planned as a game. It was planned to be 
a sales campaign which turned out to also, by definition, be a game. All 
elements and all player types were there affecting the outcome of it. The 
balance were heavy in timing followed by story, mechanics and the others as 
visualised in Fig 4.5. 
 

The follow-up campaign 
There was a campaign that launched some weeks after which goal was to 
reach the customers who did not get a car in the first campaign. This follow 
up campaign only consisted of stories, no mechanics really. It did not reach 
the same level as the first at all, probably because the game field were now 
empty of most players and no other elements to back the stories up. Some 
Socializers were still there because the stories were stories that can be told 
but they were not so interested in buying the car and without the other players 
around and no mechanics to interact with they dropped out too. Simply put, 
Achievers took it all in the first campaign and left. 
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Fig 4.5: Visual analysis of the XC90 campaign .



Second iteration - except for being a game 

Even though it was nearly three years ago the campaign went off the team 
members still remember it quite well and they are all proud to have been a 
part of it. It was a unique project in many ways. 

The personal engagement, based on trust, and the massive effort the team put 
up to make the campaign work was an experience by itself. The inner drive 
came from several sources but the strongest being a very strong urge at the 
time to go to market differently which affected the whole campaign. 
Everything was different; there was a new brand language, both values and 
design wise, the way of selling the car online was a different act and the 
product, the car, was completely different compared to its predecessor. There 
were some strong internal voices that doubted this new way. The small fear 
of failing seemed to have nurtured the common spirit to take extra care in 
planning the elements for the untouched ground and calculate risks with 
absolute caution.  

The campaign were packed with meaningful stories around the right people 
and about the brand. Everyone enjoys a good story, but it was the 
collaboration in the team and the dedicated planning that made all the stories 
worthwhile and that it reached out to the right audience. 

Overall the hard work, together, in a perfect timing made it into what it 
become. It dared to be different and showed that everything is possible, it is 
only about finding the way.  
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5. Discussion  
The study started off by stating that the online game industry has come a long 
way in creating techniques for good interactions. Gamification in marketing 
use some of these techniques but many marketers fail because it seems it 
needs to be more than mechanics to engage users, (Hofacker et al 2016; 
Lucassen & Jansen 2014; Toth & Tóvölgyi 2016) One solution could be to 
build interactive marketing like a complete game, not partly a game like 
gamification is about. So indirectly the study has suggested not to do 
gamification because it is like building half a house when you need the full 
house. This seems to be true because the XC90 campaign contained all 
necessary elements to make a complete game and was well balanced to reach 
out to the target group. The campaign that came after the XC90 campaign 
was not as successful, it only contained two elements really, the story and 
technology to bring the story out. 

Was the XC90 campaign a successful game? Yes and No. Yes because it 
clearly hit the target of selling all cars and the targeted Achiever player type 
ran to the scene buying all cars within two days in an exceptionally unique 
way. No because it all stopped after this. There were really nothing planned 
for the aftermath that appealed to the rest of the players (Explorers, 
Socializers, Killers and also of course more Achievers). Only the stories 
which only appealed to Socializers so by themselves they were not strong 
enough to reach the heights which the pre-selling campaign did. All this kind 
of prove that the arena of the campaign, the internet, is actually a MMORPG 
like explained by Bartle (1996) !  

Even though the XC90 campaign was very well balanced it had one 
unbalanced mechanism which was the fairness. There were some negative 
voices in social media about the fact that some cars were more or less already 
taken by celebrities before the race even begun. This did not at all disturb the 
overall success of the campaign though, because the rest was strong enough 
to survive such minor disturbances. The fact that some cars were directed and 
reserved for those celebrities probably just made the Achiever wanting the 
car even more. So perhaps it was a tactical unbalance in favour of a more 
compatible race.  

One of the player type alternatives were the four social gameplay 
motivations; Immersion, Cooperation, Achievement and Competition from 
Radoff (2011) but I believe they would have complicated the picture. 
Achievement and competition is for example, from my point of view, both 
present in the Achiever. It takes a bit of a competition to achieve something, 
without it, it’s not possible to achieve. 
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Schell claims “Good game design happens when you view your game from as 
many perspectives as possible.” This was very prominent in the XC90 
campaign were a great and rare compilation of people from different 
departments, markets and agencies pulled their weight to make every view of 
the campaign as good as it could be. The opposite showed, again, in the 
campaign that came afterwards which was made by only one department. It 
reached only modest results compare to its predecessor.  

Zichermaann and Cunnningham (2011) suggested that one should be using 
the term player instead of customer to shift the mindset toward someone to 
engage with rather than someone to sell something to. The XC90 campaign 
approached the customer in a very personal way and the stories were built 
with care and engagement. The team did not use the term player, but had the 
right mindset which is more important than the right word, but I do think 
words can help in reaching that mindset. I would even suggest for marketers 
stop trying to do gamification, rather they should do a game for marketing 
purposes. 

Timing, weather it is in games (Schell 2015) or marketing (Kotler & 
Armstrong 2015, Greber 2008) it affects the result of things. I believe it to be 
a universal element affecting everything in life. This was true for the case as 
well, in all perspectives. So no matter what you do, planning a game, or a 
marketing campaign or something else. Timing will affect the outcome and it 
seems like the way to get a good timing is to do calculated risks and be well 
informed about the daily context the target group is surrounded by. By 
knowing this it is possible to understand how they will perceive the 
interaction.  

The missing design artefacts would have added an extra level of detail. It is 
generally known that memories can change as years go by, that’s why 
documentary is good as proof of historical events. But like mentioned in the 
methodology analysis section it was the right choice to collect empirical data 
through qualitative research in a case study. It revealed details of the design 
process which contributed to a rich view of how the campaign was planned 
and therefore made it possible to find patterns even if the number of sources 
were few. 

 
 !  ( ! ) 29 51



5.2 Conclusion 
Let’s return to the research question: 

- How should online game design theories be applied in interactive 
marketing to engage customers? 

The research found that by designing interactive marketing like if it is a 
complete game it creates strong dynamics that motivates all player types in 
the audience to engage. To further strengthen the engagement the elements 
and mix of players should be carefully balanced to reinforce each other. If 
some elements are missing the drive to engage drops which adds to earlier 
research findings that gamification is not enough to succeed with game 
elements in non-game environment. Another key take out is that all player 
types needs to be communicated to even if only one of them is the primary 
target. Marketers are used to target a specific target group by communicating 
only to that group. This viewpoint needs to be adjusted so that the 
communication is directed towards the network the target group is 
surrounded by. 

5.3 Future Research 
It would be wise to continue research and apply the assembled model on 
several cases to see how it behaves in different scenarios, for example in 
smaller teams were multiple perspectives can be tricky to achieve when 
resources are limited. It would also be of value to try the model as a planning 
tool for a future campaign.  

Marketing and games are not so far apart - they both want to motivate people  
to interact with them. It would therefore be of interest to compare theories 
from both games and marketing to find similarities and differences. Lucassen 
& Jansen examined literature and found synergies between marketing and 
gamification goals but that these two areas never really have been researched 
in the same study (2014). 

Bartle’s player types are somewhat similar to the MBTI personality types. It 
would be of interest to study their similarities or differences in a focus study. 
Perhaps it is only the context and the naming that differ. 

The case in this study is a time boxed campaign and does not give any 
insights in how game theories would behave in a long term marketing 
setting.  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Appendix 1 - Questionnaire Marketers 

Introduction 
Thank you for being willing to take part in an interview around the XC90 
First Edition campaign. It is a case study around how fundamental game 
theories can be applied in interactive marketing. Not only game mechanics, I 
want to see how game design thinking can be used for marketing purposes. 

With your permission,  I would like to record the session for more accurate 
documentation and it would also allow me to focus on listening. Later this 
week I plan to write it out and send you a copy for reviewing. After this, the 
recorded session will be deleted and only the written document remains. -. So 
are you ok with this?  
if not, continue anyway, but take notes as necessary 

1. What was your part in the campaign was? take details of  
(a)   Client / agency  
(b)   Why the person got involved in the campaign 
(c)   Role description  
(d)   Who else were involved  

Probe until feel like done 

Now lets talk about the making of the campaign please give me as much 
details that you remember.  

When did the planning work start? and when did the campaign launch?  
How did the campaign idea initially developed? 
What tools were used for planning? 
Trends? (timing) 
Target group?  (player types) 
Design research?  
Focus groups? 
Pre-testing methods? 
Marketing channels? 
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Campaign idea statement? 
What was the flow of things in the campaign? 
Mechanics? 
Story? 
Technology? 
Design aesthetics? 
Timing? 
Material ok for sharing? 
KPI’s 
Good and bad? 
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Appendix 2 - Finding game elements 

Schell's four basic elements 
What game mechanics are there?  

How are the mechanics balanced? 

1. Fairness - No one should have advantage over another unless there is a 
real-world (because real-world is not fair) reason. Everything should be 
beatable, eg Rock, Paper, Scissor 

2. Challenge & Success - The amount of  effort needed for improvement 
must be balanced so that the player is kept in the flow and not goes 
into boredom or anxiety. 

3. Meaningful choices - Interaction means taking decisions and choose 
wisely which is a mental skill leading to a feeling of  meaningful 
choices. Triangularity of  Low risk/low reward and High risk/high 
reward can be used to balance choices. 
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4. Skill & Chance - A balance between judgment and risk management. 
Too much of  either can put the player off. 

5. Head & Hands - Could also be described as mental challenges & 
physical efforts. Both right and left brain want to play. 

6. Competition & Cooperation - This is a basic human need of  power, 
wanting to win, yet feel a belonging to a social group being a part of  
the pack. 

7. Short & Long - A game should be short enough to avoid boredom but 
long enough to develop meaningful strategies.  

8. Rewards - Humans like rewards even for the smallest improvements, 
especially when you are a novice but as when you get more skilled, too 
much rewards can become silly. 

9. Punishment - This refers to removal of  things which can be a strong 
trigger for continuous play. Too little can make the game feel too easy, 
and too much create too much frustration.  
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10. Freedom & Controlled Experience - Games are made for joy so too many 
choices and roads that can be followed takes away some of  the joy. On 
the other end a too narrow path gives no mental stimulation.  

11. Simple & Complex - “It seems that perfection is reached when there is 
nothing left to add, but when there is nothing left to take away” - 
Antoine de Saint-Exupery. Every element in a game should be there 
for a reason. 

12. Detail & Imagination - Leave room for the player to fill in the gaps and 
add some of  their own personality.  

Is there a story? 

If  yes, What story? 

If  no, do you have an idea of  a story that could fit? 
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What technology is used? 

How is the Aesthetics designed? (if  possible, screenshots) 

Screenshots: 

Do all elements reinforce each other? 

If  yes, how do they reinforce? 

If  no, why not, are some connected and some not? 

 
 !  ( ! ) 38 51



Timing 

When did the production aired toward customers?  

Where geographically did it go live? 

What was going on in the world at the time of  the production?  

What trended in the targeted geographical area, eg in fashion, food, 
lifestyle? 

Did the campaign use these global news and trends?  

if  yes, how? 

if  no, how could it have? 
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Player types 

Socializer 

Panda = networker (interacting, players, explicit) Pandas are socializers who are 
actively looking for friends, as opposed to those who already have them. Hey, 
everyone loves a panda!  

Old Man = friend (interacting, players, implicit) Old men (and old women—I 
chose which figure to use at the toss of  a coin) are socializers who stay with 
their close-knit friends whom they’ve known forever (at least in MMO terms). 

Look for:  

- Community 
- Chat room 
- Share share share 

How the Socializer views the production elements: 

Mechanics: 

Story: 

Technology: 

Aesthetics: 

Timing: 
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Achiever 

Dog = planner (acting, world, explicit) Planners are classic achievers. They 
pursue their goals doggedly. 
Bear = opportunist (acting, world, implicit) Bears are early-stage achievers who 
do whatever is easiest, about which they don’t have to think too much. 

Look for:  

- Give me a leaderboard 
- Levels 
- Competition (fair) 

How the Achiever views the production elements: 

Mechanics: 

Story: 

Technology: 

Aesthetics: 

Timing: 
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Explorer 

Pig = scientist (interacting, world, explicit) Scientists are explorers, trying to 
make sense of  the world. The pig is the Chinese zodiac sign for such hard-
working, thoughtful, intelligent people.  

Cat = hacker (interacting, world, implicit) Cats are explorers who own the 
world. Nothing bothers them, and they can’t be made to do anything they don’t 
want to. They go where they will.  

Look for:  

- Big worlds 
- Nested worlds 
- Much items to collect  
- Hidden places 
- Treasures 

How the Explorer views the production elements: 

Mechanics: 

Story: 

Technology: 

Aesthetics: 

Timing: 
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Killer 

Hen = politician (acting, players, explicit) Hens are those killers for whom the 
word didn’t really work. They’re often guild leaders, acting like mother hens for 
their brood.  

Tiger = griefer (acting, players, implicit) Tigers are the killers that gave the 4-
type version its name. They eat people. 

Look for: 

- Need prey 
- Are like trolls 
- Want an arena to track on other players 

How the Killer views the production elements: 

Mechanics: 

Story: 

Technology: 

Aesthetics: 

Timing: 
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Appendix 3 - Summary of dialogues 
Background 
The initial campaign idea started to take shape in 2013 and came from two 
directions. One from sales about how to utilise the e-commerce trend within 
automotive. Selling products online had been around in other industries for 
some time but it was still quite untouched ground for car retail. The other 
part came from within marketing where the senior management at 
Marketing, Sales and Service had put out a question to the team asking them 
to come up with a pre-selling campaign idea on how to sell the new XC90 
almost a year before release date. The criteria was that it had to connect to 
the overall strategical goal “Digital Leadership” and also feel innovative and 
unique.  The whole XC90 launch were done differently and in stand alone 
settings to not compete with other brands, like you do at for example motor 
shows.  

“we came to the insight quite early that it is not possible to plan this 
campaign through existing principles, because there are none, only way to 
understand is to learn by doing” 

A group of three members from the marketing team jointly came up with the 
campaign idea of selling a numbered limited edition online. This idea also fit 
well with the urge to try out e-commerce. With further input from other 
departments the limited edition was decided to come with a unique launch 
specification with exclusive materials such as Orrefors glass in the gear knob 
and that the exact number of cars counted to 1927 which is the year when 
Volvo launched its first car ever. This input become the foundation for a 
campaign brief and at the point when the brief got to DigitasLbi, the chosen 
campaign agency, most of the concept was already shaped and it was the 
agency’s task to together with Volvo Cars to further develop it. The campaign 
was one part of a bigger whole. There were also special made events and VR 
experiences produced within the overarching launch project. 

Planning phase 
The pre-selling campaign was briefed in 2013 to be built for three stages; 
interest, participation and selling. The campaign’s airtime were from August 
to September 2014, starting with posts in social media and later including a 
campaign site followed by e-com. 
The campaign idea evolved around Volvo XC90 pioneers, local celebrities, 
which would act as brand ambassadors and being the perfect customer for 
the car. The concept were internally named “Volvo Finds You”. Early 
segmentation of the audience were done in different contexts. The sales team 
had done general e-commerce research and found the younger generation 
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being the ones most interested in buying cars online but the campaign 
targeted the existing XC90 customer who is generally older. Lots of effort 
were put down finding the right pioneers to suit the XC90 customer. Personal 
stories were copywrited to connect numbers with key pioneers,  

“To drive the story it was put down lots of effort finding the right people for 
Volvo - pioneers. That part was developed a lot together with the agency. So 
this is all happening in 2013, and it won’t be in action until late 2014 so 
pretty much time in advance.” 

“we knew who the XC90 customer and it was a great opportunity to 
capitalize on that” Creative Director 

The campaign was a global initiative but the purpose was to reach locally so 
the markets participation were important therefore lots of effort were put on 
internal marketing. It was presented to management in December 2013, and a 
short time after it was presented further to the markets. There were some 
concerns that this unproven idea would not be feasible which led to extra 
pre-cautions and preparations in the planning of the campaign. Closer to the 
e-com launch date in early September 2014 it became clear it would 
probably be the other way around. There were quite som buzz in social 
media so there even became a need to secure the technical platform for heavy 
traffic. A stand alone platform were built to ensure airtime and the graphics 
were kept to a a minimum for that reason. 

“There were lots of technical planning to make it work. Extremely many 
people where visiting the site at the same time so performance requirements 
were high”  

Just a few weeks before e-com launch, which initially was planned to launch 
during a press event,  the actual launch date were put forward one week. 
Because the event turned out to be a great opportunity to give a final push to 
boost social media buzz, giving markets an opportunity to create something 
special for their key customers, which they did.  

“It became a relaxed social night where you ordered pizza and talked about 
the numbers you received etc. It became a special evening because of the 
certain time launch, it had not been the same without a certain launch time.” 

Campaign elements 
The mechanism behind the whole campaign was built on the “fear of missing 
out” which was reinforced through official but directed letters to the 
pioneers, and the countdown on the hub and the numbered limited edition. 
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There was a comment from one of the interviewees that socializers probably 
helped spreading the campaign but it was achievers that entered the e-com 
site. The share functionality came late in the process and should perhaps 
have been their earlier for socializers and explorers to consider buying - or 
sharing. There were also no room for killers really. At one point it was 
discussed to have a board showing who bought the cars afterwards but it 
would show people which might not wanted to be seen in public so they 
never did. Such board could have perhaps attracted killers. 
The campaign consisted of social posts, posting stories about the pioneers, on 
Twitter and Facebook directing the audience to the campaign hub (a website 
separate from volvocars.com) where there were a graphical wheel 
with all numbers. Choosing a number gave the visitor either a story about a 
pioneer or a message telling that the specific car was “up for grabs”. This 
part of the hub was live a while before the actual release. These pages were 
also shared in social media.  

When the e-com were launched the customers could go from the hub to the 
e-com site where they were presented with a simple table showing which 
numbers were available, sold or about to get sold. There were also filter 
options. This e-com site where not shareable.  
One week before launch a timer was activated on the hub, counting down to 
a certain time when the sale would start. The e-com site had a very thought 
through buying process which were planned and wireframed in detail. 

The design of the campaign elements, especially for the e-com site, were 
minimalistic to make sure the technology worked. Also with such strong 
stories the design should not be so prominent. The hub were though 
somewhat more graphical while the e-com site had to function on 
functionality with simplicity as a key word. Lots of research were done to 
make the flow as logical as possible and it turned out very well, even on a 
global level. 

Participants thoughts on best practices and lessons learned 
The goal was to get maximal attention and sell all the cars which were 
reached within 47 hours from campaign release. It was a complex campaign 
idea but it was planned very well and therefore it hit the goal.  

“For future similar campaigns there is a need to do more planning for 
different scenarios then what we did, we were a bit unprepared for the 
immediate sell out.”  
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“The whole campaign was a great success from a selling point of view. The 
digital keys (direct links to a specific numbered car) were really good 
because they bridged traditional offline sales with digital sales.”   

Dealers could give them to special customers enabling personal sales. The 
keys contributed to about twenty percent of the sales. In terms of additional 
value and stretch for the brand in short term the metrics were ok but there 
was a bit of social emotion that kind of reserving for famous people (the 
pioneers) when there were so little cars was not fair but social tend to always 
attract some voices that are negative, but these did not necessarily affect the 
campaign.  
All stories together helped express what the new XC90 was about and in 
many ways it revived what Volvos values are about.  

“The product itself was also exclusive enough, interesting enough, credible 
enough and came from a strong brand which allowed for creating a digital 
artificial test drive using different tools helping the audience see how 
amazing the product was in a very different way that had not been done 
before.”  

“A part of the thinking was the exclusivity and the way the project unfolded 
from a digital perspective and the fact you could actually not see the product. 
The car wasn’t even made yet. “ 

“The campaign served its purpose at the time. People liked the previous 
XC90 and were excited by the new one, so it was in demand.”  

Marcus: The success of the campaign mainly came from an extremely desired 
product and a very good UX design which were flaw less, else the customer 
would drop out. I don’t think the campaign itself drove the sales. we also had 
surrounding activities and things like VR, oculus rift, for example. 

It was also the first time going out with the new line and tone of voice which 
originated from the concept cars, so it was possible to build an independent 
site to align with the new aesthetics and vision. So when it came out with a 
bang in such a new and innovative way, both the car itself and that it was 
sold exclusively online, in a limited edition and to a cost in the range of 1 
million SEK it kind of hit the ceiling. Others had tried digital commerce but 
not succeeded. “We were ahead of the pack”said Kia. It was also a great 
opportunity for local marketers to talk to local key customers. Digital 
commerce is today its own division at Volvo Cars.  
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“The level of internal commitment was crazy high” Kia explains. There were 
one of the rarest connections between client and agency which was built on 
trust between people allowing innovations to furnish. It was a bit of an 
opportunity lost though that it could not continue to be explored. 

“Sometimes the good is the enemy of great ( a French saying). Sometimes if 
a project reaches a small win, a milestone or success metric - its good - its 
good enough. There are different factors of course and sometimes a complex 
structure which can make it difficult to continue but I think there were some 
lost opportunities afterwards. 

“Technology worked in the end but the day we went live - it had to go live on 
all markets - it did put stress on the infrastructure to achieve this“.  You 
don’t want to wait when been told on social media and in all other campaign 
elements that it should be available at a certain time. It was critical - 
especially when the car was sold to such a high price as well. The added 
stress to be up and running at a specific time across the globe reinforced the 
need to have infrastructure and processes flawlessly organised in advance of 
such a big campaign, especially if we were to try this style of campaign again 
in the future.  

After the campaign 
There was a post-sell campaign which prolonged the stories created during 
pre-selling. These prolonged stories were prebuilt and were directed to 
people who did not get a number or chose not to buy in the pre-selling phase 
but needed to be kept in the loop of interest for the actual launch of the car in 
2015. 
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Appendix 4 - Design Artefact: Pioneer, Daniel Ek
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