Flint Case Study:
How we reached 550,000 users
on Facebook and attracted
10,000+ new fans
Client: Snack Production

Client
Flint is a brand within company Snack Production Ltd, this is
a group of companies that occupies a leading position in
the market of snack products in Ukraine.

Challenge
— To engage as many subscribers as possible during
a monthly campaign;

— To increase the out-reach on social media using
the behavioral stereotypes of subscribers.

Initial data
After blocking VKontakte social media in Ukraine, the Flint brand lost more than 125,000 subscribers. There was no convenient
way to transfer from one social media platform to another, so the team had to work on a creative, yet fast solution.

Solution
Our team came up with an idea of a spinner contest on Facebook.
Project period: September, 6th – October, 8th 2017

Issues faced
— Subscribers did not trust contest results when the winner was chosen by a random number generator;
— 90% of the people who participated in contests with standard mechanics (like & repost & choosing
the winner using random.org) were prize catchers*.

*A prize catcher is a profile or several profiles created to help the
user win a contest with simple mechanics. The problem is that
such players aim to win a prize and then sell it. Such subscribers
do not have anything in common with the interested and engaged
audience. The life of such profiles in the community typically
«develops» in two ways:
a) They may stay at a subscriber list but do not participate in the
life of the community. Usually, prize catchers do not care about
the page they have been following;
b) After the competition is completed (over a couple of months
period) a smart prize catcher unsubscribes from the community.

Contest details
The main task was to develop the mechanics of a contest, in which the winner was genuinely interested in participation in the
community’s life. We designed how to transfer user activities from VKontakte to Facebook as soon as possible. But the main thing
was that the solution should have viral potential so that every user had an incentive to bring a few friends with them.
The team decided to choose a spinner. At the stage of development of the campaign (in August), a spinner was very popular. The
launch was scheduled for September, as it was obvious that all children would spin the spinner at school.
We transferred the simple spinner mechanics to the Flint page and integrated it into the app.

Terms of reference
—
—
—
—
—
—

Developing a solution for both PC and mobile platforms.
All app users have equal chances to win.
No random number generator.
Users who received the top-10 results win.
In the app, inexpensive prizes are used as incentives.
The contest period is 5 weeks.

Contest mechanics
— To get started, users should become a part of the Flint
community on Facebook. The ‘Like’ button was placed on the
homepage of the app.
— Everyone who used the app subscribed to the Flint page.
— All the participants could select a spinner they liked.
— Every participant got ten 30-second attempts to spin
their spinner as fast as possible.
— If a user followed a referral link provided by another
player, they received an additional attempt.
— If a user invited a friend, he or she received three
additional attempts.
— In order to receive a guaranteed prize, participants
needed to get into the top-10 spinners.

Selecting a spinner

Sample of a player’s profile

Contest results
Every Monday during the contest period, we rewarded the top-10 spinners without any random number generators.
The top-7 participants won the electronic certificates for 300 UAH. Participants who occupied 8-10 places won a box
of Flint crackers.

Additional attempts
To receive additional attempts, users placed their personal referral codes and links to the app on all sorts of forums.

+3 attempts

+1 attempt

Content strategy
We took a chance and tried to make the content strategy as engaging as possible. It was more about the players
who spin the spinner. Based on past campaigns, it became clear to us that users did not trust a number of posts
nor an outstanding rubricator, but they valued real people’s opinions.
Rubricator

Statistics.
About the numbers: how many
participants, what the highest score, etc.

Interactive.
Building a dialogue with subscribers as a
basis of almost any our content strategy.

Tips.
The winners shared their experience on how
to gain more points.

Innovative solutions
After each week, we interviewed the winners. Each participant answered questions the same day, when they
received our questions, no one postponed the interview. In fact, the format of congratulating a winner was
not just the basis of the content strategy, but the opportunity for another weekly prize.
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