


 Overview

Situation:

At the start of 2025, an economic slowdown stalled Mower’s new business 
pipeline as client budgets tightened. Despite award dominance and 
repeated Agency of the Year wins, we had an awareness problem. People 
didn’t know who we were or how to say our name.

The Challenge:

Break through a crowded agency landscape with a memorable way to 
drive engagement and recall. With the goal of increasing our new business 
pipeline by 2-3X the final nine months of 2025.

The Insight:

Active participation drives memory. Research showed interactive, play-
based learning leads to 60% higher recall than passive content. Gamified 
experiences are 90% easier to remember, and visual mnemonic recall rates 
are double those of traditional messaging. 

The Strategy:

Disrupt, engage and educate prospective clients with marketing they’re 
sure to remember. True to Mower values, the experience needed to be fun, 
relatable and unexpected. 

The Big Idea:

Mower Mania. A retro-inspired video game built to break through 
conventional agency advertising and tap into our audience’s natural 
competitiveness. Players race against the clock on a customizable riding 
lawn mower—a visual mnemonic for our name—cutting grass, dodging 
obstacles, and grabbing cash. In-game pop-ups deliver key facts about 
Mower’s Agency of the Year status, employee ownership and focus areas. 
The longer they play, the higher they climb the leaderboard with prizes to 
match. And the more they remember.

We launched Mower Mania as a live activation at the largest annual 
gathering of B2B marketers, the ANA Masters of B2B Conference. Two 
weeks ahead of the event, we teased the experience via social and targeted 
emails. On-site, ambient media drove tra�c to the game and showcased 
real-time high scores.

Lines quickly formed. While attendees waited, Mower employees connected 
with prospects and discussed their brands and ambitions. Players entered 
their name and email to join the leaderboard, and every participant walked 
away with MOWER-branded socks as a physical reminder. Daily high score 
winners received Carhartt jackets, highlighting a key Mower client. 

Post-event, we followed up with collected contacts to continue the 
conversation. To extend reach, we also launched a holiday email campaign 
inviting select clients, prospects and employees to play. Each game 
triggered a donation to No Kid Hungry. Reinforcing goodwill alongside 
memorability.

Mower Mania



Mower Mania Online Game



Mower Mania Online Game

CLICK THE PLAY NOW!  BUTTON TO PLAY THE GAME

https://celebrate.mower.com/mower_mania/


Social & Targeted Emails



Tradeshow Booth Experience
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B A C K L I T  G R A P H I C  W A L L
W E L C O M I N G  AT T E N D E E S  F R O M 

N E A R  A N D  FA R

B O O T H  F E AT U R E S

T W O  M O N I T O R S  F E AT U R I N G  L I V E 
G A M E P L AY,  A N N O U N C E M E N T  O F 

W I N N E R S  A N D  A G E N C Y  R E E L

C U S T O M  “ M O W E R ”  R I D I N G  M O W E R 
S E R V E D  A S  W I N N E R S  P O D I U M

A N D  P H O T O  O P  F O R  G U E S T S 

T W O  K I O S K S  W I T H
G A M I N G  W H E E L S  A N D  M O W E R 

B R A N D E D  G I V E A W AY S

F I E R C E  F R I E N D S  W E L C O M E  M AT S



ANA Masters of B2B Conference
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Social & Targeted Emails



Mower Mania Campaign

M O W E R  M A N I A  O N L I N E  G A M E T R A D E S H O W  B O O T H  E X P E R I E N C ES O C I A L  &  TA R G E T E D  E M A I L S P O S T S H O W  S O C I A L  &  TA R G E T E D  E M A I L SP O S T S H O W  S O C I A L  &  TA R G E T E D  E M A I L SP O S T S H O W  S O C I A L  &  TA R G E T E D  E M A I L S



Results

With $0 paid media, Mower Mania exceeded every goal. 

Visits to our website
378

Average game play
time

4:43

Marketing Qualified Leads
71

Prospects reached
449

Game plays
1,954

30+%
Of attendees played the game

& shared contact info

6.2x increase
in average pipeline value

50%
RFP win rate

11+ minutes
Average engagement time

on mower.com/mowermania

ANA MASTERS OF B2B 
CONFERENCE

HOLIDAY
CAMPAIGN

2 0 2 5  Q 2 - 4  N E W  B U S I N E S S 
P I P E L I N E




