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BBrraanndd::   Walk the Walk collaboration with AdInMo 
 
SSeeccttoorr::  Charity 
 
DDiiggiittaall  BBuuddggeett::  Rather not say 
 
PPrriimmaarryy  OObbjjeeccttiivvee::   Awareness and consideration 
 
FFoorrmmaattss  UUsseedd::  In-game advertising   
 
BBaacckkggrroouunndd  aanndd  OOvveerrvviieeww::   
 
This case study looks at the brand effectiveness of the hottest new media channel, mobile 
in-game advertising. Sharing exclusive insights from a brand uplift study carried out by 
mobile specialists, On Device Research it analyses a campaign from InGamePlay 
specialists AdInMo on behalf of UK breast cancer charity Walk the Walk. 
 
WWhhaatt  wwaass  tthhee  rroollee  ooff  ddiiggiittaall  wwiitthhiinn  tthhee  mmeeddiiaa  mmiixx?? 
 
The pandemic has forced all charities to rethink their marketing, and this gaming case 
study demonstrates the impact of gaming to reach existing audiences in new ways as well 
as reach new audiences as part of a digital media campaign that included DOOH and social 
channels. InGamePlay brand advertising offers more immersive more engaging user 
experience as ads are seen to be part of the actual gameplay. 
 
WWhhaatt  rreessuullttss  ddiidd  yyoouu  aattttaaiinn??  WWhhaatt  wwaass  tthhee  bbiiggggeesstt  aacchhiieevveemmeenntt??  
 
The InGamePlay campaign delivered over 300K brand interaction minutes for the charity. It 
achieved a 12% uplift in intent to donate to the charity, nearly 12 points higher than the 
industry digital benchmark; jumping to 24% among all-males, a key target audience of the 
campaign. The campaign particularly excelled at ‘bottom end of the funnel’ goals. For 
example, nearly a third of players in the brand effectiveness study said they would search 
for more information on male breast cancer and/or the charity as a result of the ad 
campaign. 
 
WWhhaatt’’ss  tthhee  kkiilllleerr  hheeaaddlliinnee??   
 
InGamePlay breast cancer awareness excels at targeting younger audiences and male 
mobile game players.  
 
 


