Screwdom 3D’'s Winning Creatives
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What powers their
winning ads?
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TOP CREATIVE TAGS
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100% gameplay focussed
creatives with “guiding hand”

g

60% of them use “challenging”
type of hook text!

80% Video creatives are followed
by a playable ad!

80% playables use “guiding hand”
element and end in the middle of
gameplay
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NEW CREATIVETAGSINLAST 3ODAYS

Calming/Restful Hook Scene Text
experiments

Let your mind rest for a while LET YOUR MIND REST FOR A WHILE
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NEW CREATIVETAGSINLAST 3ODAYS

More playable ads and new objects

to unscrew
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NEW CREATIVETAGSINLAST 3ODAYS

Using UGC as a hook before
gameplay style creatives
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NEW CREATIVETAGSINLAST 3ODAYS

New elements for 1Q, progress,
and both together!
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CHEAT SHEET: WHAT YOU CAN STEAL

Use "guiding hand" elements In
gameplay, but end mid-solution

M Follow video ads with playable
experiences for higher engagement

«« Try "challenging" or "calming" hook
texts to capture different audiences

“ Add IQ counters and progress bars to
trigger competitive instincts
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