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Executive Summary



In March 2015 Absolut Vodka needed to launch the Andy 
Warhol Limited Edition bottle to re-establish the link between 
the iconic vodka and contemporary art and recruit advocates 
amongst 25-34 Urban Creative Millennials. 

Objective



Scale of Task

The challenge was drive brand fame in a crowded spirits market with a fraction 
of the mainstream players’ budget. The aim was reach hard to impress 
Millennial tastemakers. We knew the experience economy and immersive 
theatre were high as passion points for these consumers. 

The brief was simple – create a groundbreaking immersive experience to 
celebrate the launch of the Warhol Limited Edition bottle so captivating that 
consumers would have to talk about it, creating a strong emotional tie to 
Absolut Vodka and increasing brand affinity. 

Punchdrunk was the perfect partner who had a loyal audience overlapping with 
that targeted by Absolut. Punchdrunk proposed exploring the 
intersection between digital and real worlds, envisioning a simple, addictive 
game. The more you play the more you discover. 

Somethin' Else was approached to make the game and related content a reality.  
An extremely ambitious project was envisioned through multiple channels, 
combining story, gameplay, texts, phone calls, live events and a heart stopping 
finale centred around an Absolut drinking experience. The aim was for a truly 
immersive experience pushing the branded content boundaries. 



Key Results
In 3 weeks Silverpoint achieved: 

- Media Reach 1 million (72%, 25-34’s in London) 

- 44.5 million impressions served (281,631 engagements) 

-    22,000 downloads, 13,000 players  

-    5,000 Absolut cocktail samples served 

- 2,500 attended live locations 

- 2 hours average player time (above average for games) 

- App Store Top 10: puzzle and adventure games 

- 2,400 organic social media mentions 

-    Absolut Andy Warhol bottle sold out in 6 weeks (Pernod Ricard expectation 3 months) 

-    Post campaign Absolut became fastest growing spirit brand for on trade. 

-    60% positively impacted brand preference 

-    50% would recommend Absolut to a friend 

Total Word Count for Executive Summary (not including graphics or screen grabs): 300





The Experience



Absolut engaged immersive theatre company Punchdrunk and 
content agency Somethin’ Else to create a game and real-world 
theatrical experience that would appeal to London based 
tastemakers with branded content that was truly innovative and 
ground-breaking. The brief was simple - impress this hard to 
reach group with innovative content and get them to engage 
with the brand and sample the product. The tastemakers we 
needed to reach are marketing savvy. Credibility and quality of 
experience was key. Further, the market for games, especially 
one only available for two weeks, is a difficult one to break 
through. The big challenge though was to engage an audience 
for several weeks as well as encourage them to leave their 
homes (up to three times) to have real world experiences. 
Punchdrunk’s involvement, and a carefully designed experience 
across both the digital and live elements, ensured that many in 
this group would be attracted to what we created.

A game was created that on first appearances seemed to be a 
typical “match 3” app where players matched planets to score 
points (picture, top right). As players succeeded in doing this 
they unlocked the narrative to a story about a girl called Chloe 
who had become obsessed with a game and gone missing 
(picture, left). At the same time, players were prompted to enter 
details such as their name, mother’s maiden name and their 
social media details. Further play unlocked invitations to 
continue the story by visiting bars where Punchdrunk 
continued the narrative with live interaction and sampling also 
took place.



Having been drawn to these locations around London, 
players were automatically ‘levelled up’ for their efforts. The 
use of iBeacons was key – these were installed in key 
locations and enabled the creative team to send messages to 
players and to increase their score when they entered the 
venues ("I knew you'd come"). Further, by obtaining the 
social media details of players and through a sophisticated 
back-end and team of content producers we were able to 
message individual players at any time ("I can see you are 
playing, but you haven’t come to see me", "I saw you on the 
street last night”, “Why are you going to football today - you 
should be playing me”). The game was always watching and 
communicating with its players. Once in the real-world, these 
players were delighted with bizarre real-world interactions, 
such as a stranger placing a rose in their hand (the rose was 
part of the story narrative) or receiving strange phone calls 
("Are you looking for me?") that were created by Punchdrunk. 
These interactions took players closer into Chloe’s world to 
unlock the mystery of what happened to her. 



Examples of personal messages that appeared during game-play



Some players started to find their lives taken over by 
the game. They couldn’t stop playing. Social media 
became full of talk about how addictive the casual 
game was, what were Absolut up to, how weird the 
real world interactions were, and how their lives 
were being affected.  

Those who had played through to completion (some 
players spent over 20 hours matching planets in the 
game) were invited to the finale – a chase around the 
streets and into a dark den, where the secret of 
Chloe was finally, chillingly revealed (and where they 
then sampled Absolut cocktails).  

Ultimate players were also surprised by the Andy 
Warhol bottle being delivered to their house (see 
right). 



With this level of integration between game play and real world experience, for a 
branded content project players were unusually vocal and extremely positive on 
social media and the app store about the experience and how unique it was. 



Campaign Magazine chose the work 
in its “The World’s Talking About” 
column. Brand Republic, Marketing 
Magazine, The Drum and Marketing 
Week also featured the work 
extensively. 

In November’s Drum Content 
Awards, Silverpoint won Best 
Interactive and The Chairman’s 
Award.



There was extensive consumer print coverage 
with a  reach of 2,124,203 impacts



Online coverage was large and obtained a reach of 339,847,071 impacts



Further helpful information can be seen here: 

Explainer film:  https://vimeo.com/134427370 

Trailer for game: https://www.youtube.com/watch?v=sntaJsNCmnM 

App Store: https://itunes.apple.com/gb/app/silverpoint/id979975753?mt=8 

Blog account from player http://www.overyourhead.co.uk/2015/04/silverpoint.html 

https://vimeo.com/134427370
https://www.youtube.com/watch?v=sntaJsNCmnM
https://itunes.apple.com/gb/app/silverpoint/id979975753?mt=8


The Marketing Campaign



Overview  
There were 3 key stages to the campaign  

Tease  Launch Celebrate 

Build anticipation 
and drive website 

sign ups 

Drive awareness 
and downloads  

Coverage and link to 
the bottle  

1. Pre 2. Live  3. Post  



40,000 visitors to 
absolutsilverpoint.com

http://absolutsilverpoint.com


Announce Trigger Launch

eCRM emails to Absolut and Punchdrunk mailing lists



OOH: Building art was created 
in key London locations with 

three different creatives across 
4 weeks (pictured Great Eastern 
Street, Shoreditch). This work 

generated social media activity 
with the public questioning 

what was going on.



OOH: 300 fly posters were 
seen in key locations 

across multiple areas of 
London over 6 weeks



OOH: 11,000 polaroids were left as 
“cooler” flyers in bars and key locations



Paid social: reach 5 million users across Twitter and 
Facebook with 200,000 engagements



The game reached the Top 10 on the App store for puzzle and 
adventure games - a real achievement for a branded content project.



Results



The Game
35,000 website visits

22,000 downloads 
(target set by client was 20,000)

2,500 bar visits 
(maximum we could accommodate)



Gameplay breakdown

Hours of engagement per level of game

Average gameplay: 2 hours per player



Reach

Media

72% (1 million) 25-34s in London
over 44.5 million impressions served

281,631 click engagements

PR

Print: 2,124,203
Online: 339,847,071

Social: 5,110,199
Instagram Influencer Reach: 1,581,600



5,000 Absolut cocktails 
consumed in game 

related bar sessions 
and game finale

Sampling



Social Media: 2,431 organic mentions from enthused players



Impact



Andy Warhol Special Edition sold out in 6 weeks 
(Pernod Ricard’s expectation was 3 months)



In the period after the activity, Absolut became the 
number 1 fastest growing spirit brand for on trade.



Of those who took part in the activity, our post campaign survey of 
350 respondents showed:

60% said they would purchase Absolut as a result of the campaign
62% said they were positively impacted on brand preference

58% said they would recommend Absolut to a friend.

Campaign budget was £350,000.

Total Word Count for Entry (not including graphics or screen grabs): 1290



The Client

Agencies:
content agency 

(game and social media)

theatre agency
(immersive theatre and storyline)




