Bringing millions of gamers
together to raise
awareness about dementia

Watch the video here >

Background & Insight

India’s 150 million elderly population is staring at a dementia epidemic.

It is a ticking time bomb but social stigma prevents any open conversations
about the condition. The traditional joint family structures are disintegrating
and as younger generations are moving out for work, the elderly find
themselves more isolated than ever.

40% of dementia cases are preventable. But only if we address the
controllable risk factors such as isolation, physical inactivity and lack of
mental stimulation.

How do we break the silence to effectively get this message across?

As a leading gaming company, we turned to India’s young gamers for the
answer. If we are able to sensitise them to this issue, they could go out and
spread awareness within their families and communities, potentially saving
millions of lives.
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Strategy:

Our strategy was to build alliances on two fronts. First, we had to create a
coalition of experts in dementia and elder care. They served as knowledge
providers —we worked with them to develop accurate and informative
resources, tailored to raise awareness among our target audience—the young
people—as well as reach the older generations.

Second, we built an army of people who could go out and help raise
awareness. We had our own gamer base of over 200 million users.
Additionally, we partnered with the Esports Player Welfare Association
(EPWA), an organization of gamers who provided us access to a vast network
of gamers who could become champions for the campaign.

We launched the campaign on World Alzheimer’s Day and over the following
months, used a diverse range of challenges to reach various audiences.

Execution:

With over 400 million gamers, the campaign aimed to transform this highly-
engaged cohort into champions

e The campaign revolved around a five-point pledge encouraging young
gamers to spend quality time with their elders, help them stay
cognitively and physically active by teaching them new ways to stay
engaged, and help them combat social isolation.

e We launched a website where we published content covering crucial
aspects like preventative measures, and how to seek help.

e MPL's social platforms and app, reaching 200mn gamers, became an
amplification tool. We shared informative posts and exhorted gamers to
take the pledge.

e We organized events in old-age homes across India, focusing on
under-served communities where residents lacked family support.
Along with gamers, we organized games and conducted workshops,
empowering participants with actionable knowledge on delaying
dementia. Finally, we distributed "Get-Active Kits" equipped with
resources to help them continue their well-being journey beyond the
event.

e |ndia's top gaming creators became our campaign ambassadors. They
created videos about how they spent time with their elders, teaching
them how to play games & participating in activities like dancing and
singing and invited their 6 million followers to do the same.



By transforming them from passive observers into active champions, the
campaign sought to make a lasting impact on dementia awareness and
inspire positive action.

Impact:

The "Gamers for Dementia Awareness" campaign ignited a wave of positive
change:

e QOver 2.46L gamers across India took the pledge and became
advocates.
e We reached 250 million young gamers.
e We engaged with over 100 old-age homes across the country.
® Increased Awareness:
o The campaign generated significant online buzz, registering over
20% engagement rate on social media
o We secured media coverage in top national and regional
publications in key Indian states, where dementia is most
prevalent, contributing to a wider conversation about dementia in
India.
e As aresult of this, after the campaign we achieved a brand trust score
of 95%.



