


THE CHINAJOY EXPERIENCE 

Engaging the Audience with Play

The innovative engagement strategy revolved around 

Carmello and an interactive, analog activity. Alpha Games 

set up a playful challenge at their stand, inviting attendees 

to craft a play-doh companion for Carmello. This hands-on 

activity not only facilitated direct interaction with the brand 

but also sparked creativity among participants. The event 

culminated in a contest where the top three creations, as 

judged by the Alpha Games team, were awarded full-size 

Carmello plushies.

 

Results

The Carmello initiative was a resounding success, drawing 

over 500 visitors to the Alpha Games stand and generating 

numerous leads for follow-up. The mascot e�ectively 

served as a non-verbal communicator and brand 

ambassador, transcending language and cultural barriers. 

The playful interaction fostered by the play-doh activity 

created a memorable experience for attendees, 

signi�cantly enhancing brand recall.

Alpha Games' strategic use of a low-tech, highly engaging mascot at ChinaJoy demonstrates that creativity and direct audience

 engagement can triumph over budgetary and technological constraints. Carmello not only facilitated meaningful interactions 

but also left a lasting impression on attendees, proving the enduring value of mascots in brand marketing. This case study 

exempli�es how innovative, grassroots marketing strategies can achieve remarkable results in a competitive landscape.   

Conclusion

Carmello, the cuddly toy

Click the link below to see Camello in action


