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• “A Song of Ice and Fire” is an intensly 
popular fantasy book series by George R. 
R. Martin. 

• Set at the end of a decades long summer, 
the plot follows the rise and fall of 
several noble houses vying for power in 
the fictional lands of Westeros and Essos.   

• HBO bought an option on the television 
rights to the series in 2007, exercised that 
option in 2008 and ordered a pilot for 
November of 2009 

• In March 2010, HBO ordered a full series 
of 10 episodes to air in the Spring of 
2011.

a song of ice & fire



game of thrones
the challenge

• In the lead up to the airing of the new 
series HBO faced a challenge, how to 
market the new show to new-comers 
George R. R. Martin’s series without 
alienating long-time fans.  

• Added to that George R. R. Martin is 
known to be very protective of  the 
characters and their surroundings he 
created. 

• HBO established sites on the most 
popular sites, Facebook, Twitter, etc. but 
knew that it needed to reach out in a 
different way to create interest. 



• HBO approached media firm, Campfire to work on 
the marketing strategy for the launch of Game of 
Thrones. 

• Campfire had created a successful campaign for 
HBO’s other fantasy series, True Blood.  

• Given the constraints dictated by Martin’s preferences 
regarding his material, Campfire created a strategy 
based on the 5 senses and relating them to the world 
of Game of Thrones.

Campfire:
crafting a solution

“Experiences that touch all five senses 
are a big part of Game Of Thrones.”*

 -- Mike Monello
Partner and Chief Creative Officer 

Campfire

* “Face Slams: Event Marketing Takes Off,” Hanlon, Patrick, May 9, 2012, Forbes.com



THE MAESTER’S PATh:
The five senses

• In the world of Game of Thrones, maesters are an order of scholars, healer and advisors to the 
nobility of Westeros. 

• Every maester must forge a chain. Each link in that chain represents his mastery of a specific 
topic (i.e. medicine, state-craft, etc.).

• Campfire started their campaign to create interest in the show by creating a website, “The 
Maester’s Path,” which is still live today. 

• Visitors to the site were invited to take begin a journey to become a maester, and complete 
their chain by engaging in Game of Thrones related challenges. Each challenge was inspired 
by the five senses. Solutions to the challenges unlocked rewards and uncovered clues to the 
next challenge.

• As part of their quest, visitors were also required to invite five friends to take the Maester’s 
path as well, thereby increasing the games outreach.

“Summers span decades.  
Winters can last a lifetime. 
And the struggle for the 
Iron Throne has begun.” 

-- HBO’s website



SMELL:
The Maester’s Path Scent Box

• Campfire’s campaign was not just limited to 
the website. They also reached out to influential 
fans, journalists and bloggers. 

• Influencers were each sent an antique box 
filled with custom-made scents inspired by the 
regions of Westeros.  

• Each box contained vials of the scents, scrolls, 
strips of paper for sampling the scents, and vials 
for personalizing the scents --  all executed in 
fine detail and beautifully crafted. 

• Within 48 hrs. the influencers shared the receipt 
of the boxes through “unboxing” videos, blog 
posts and articles. 



SOUND:
The inn at the crossroads

• The campaign’s second sense, sound, was realized through the launch of “The Inn at the 
Crossroads.” 

• In George R. R. Martin’s books, the inn is a recurring location where intrigues are hatched 
and adventures begin.  

• Located on the Maester’s Path site, the Inn is an “interactive sound environment” that allows 
visitors to eavesdrop on the conversations of various patrons and innkeeps.  

• The environment was recorded using an advanced binaural recording setup that creates a 
simulated 3D effect when experienced with headphones.



sight:
the wall

• The campaign’s third sense was 
sight.  

• Through first-person simulation, 
visitors to the Maester’s Path site 
can walk in the shoes of the Night’s 
Watch--an order of soldiers sworn to 
protect Westeros from the horrors of 
the North--as they guard the 700 ft. 
wall of ice that seperates Westeros 
from the wilds of the northern lands.   

• A player’s goal is to spot invaders 
from the North and blow a horn to 
sound the alarm. 

• While playing, users 
-  learn the history of the wall
-  engage in social interaction with 

other guards picking up clues 
along the way.



TOUCH/FEEL:
Ice and fire weather app

• To achieve the fourth sense, touch 
(or feel), Campfire created an app 
for both iPhone and iPad that 
provides fans with a “climate-
driven storytelling experience.”  

• Before the series aired, “Ice & Fire” 
gave users glimpses of Westeros, 
through video stills from the show, 
by illustrating the land’s extremes 
of heat and cold.  

• The app also draws parallels 
between the weather in different 
regions of the kingdoms of 
Westeros and the forecast for 
the user’s personal geographic 
location.

Choose a location in this weather-driven  
storytelling app (or use your built-in GPS locator) and 

view a scene from Westeros (and beyond) that  
matches the current weather of that location,  

whether snow, rain, sun or fog. 

-- iTunes Store



TASTE:
The food Truck Experience

• The Fifth and final sense was Taste. 

• By this time the campaign had created a great deal of 
momentum. 

• Chef Tom Colicchio, of Top Chef fame, was engaged to create 
a series of regional dishes inspired by the seven kingdoms of 
Westeros.  

• Each day, a recipe video featuring Colicchio was released. 

• Food trucks were dispatched in New York and Los Angeles, 
and clues to the truck locations were revealed via Twitter and 
Facebook. 

• The food was served free of charge, alongside menus containing 
a hidden message that linked back to the Maester’s Path website 
challenge. 

• This resulted in long lines of fans waiting in anticipation, peaked 
the curiosity of passers by, and garnered widespread, mainstream 
press interest.



LINKS ACROSS MEDIA

• Puzzles on the Maester’s Path website 
rolled out weekly in sync with each sensory 
experience, quickly creating anticipation for 
“Maester’s Path Mondays.” 

• To increase fan buzz, social mechanisms were 
built into the puzzles. 
- Players on the Maester’s Path were required 

to recruit “apprentices” to explore and solve 
puzzles.

-  Puzzles required visits to sites throughout the 
web. For example to solve the scent challenge, 
players had to visit the sites of bloggers who 
had received the physical scent boxes. 

- Participants were rewarded with GetGlue (a 
social media site dedicated to TV watching) 
stickers which provided additional clues 
and let user’s friends know about their 
participation in the Maester’s path challenge.



Conclusions

• The Maester’s Path website served two 
purposes:
- A portal to a new world, for new-comers 

to the storyline. Allowing them to dip into 
the site and gain a general idea about the 
storyline

- Providing deep engagement for long-time 
fans through weekly challenges.  

• By feeding, news, swag and clues to fan portals 
like WinterIsComing.net, Campfire created 
additional hard-core engagement.  

• The wrap-around quality of Campfire’s 
transmedia campaign succesfully drummed up 
excitement about the show. 

• Over 8 million viewers tuned in to watch the 
season premiere. 

• The campaign received so much attention that 
HBO has continued the momentum to launch 
the season 2 box set.



take the black:
season 2 dvd release party

• With a now fully engaged fan-base HBO has been able 
to use the interest in the show to sell merchandise. 

• Working in conjunction with Campfire, HBO 
transformed the release of the season 2 DVD and 
BluRay box set into a fan event.  

• Using elements similar to the original campaign, the 
launch event was centered around theme of  “Taking 
the Black” -- the oath of allegiance taken by guarders of 
the wall in the north. 

• Again, HBO reached out to fan portals online to spread 
the word about the event.



take the black:
monday, february 18, 2012   |  12am

• Devout fans of the world of Westeros lined up in 34F/1C 
weather at the BestBuy in Union Square for the party sched-
uled to start at eight. 
- By five-thirty people had already started to queue. 
- Wristbands were passed out to mark the first three-hundred 

fans, and were gone by 8:30.

• Fans were filmed wearing a black cloak infront of a green 
screen, reciting the first few lines of the Night’s Watch oath. 
The footage was edited and put on YouTube within minutes. 

• Those in line were offered free food from the official Game of 
Thrones cookbook and were treated to a live performance of 
the show’s themes by a string quartet 

• At eleven, the crowd was let into the store. Those with wrist-
bands were given Swag bags with scarves emblazoned with 
the house sigils of the series’ major noble families, cookies and 
scrolls containing a note from the leader of the Night’s watch. 
Four of the notes announced the bearer had won a prize: 



take the black:
PARTNERS

• The launch event was notable also for the use of 
fan-partners.  

• Food bloggers Chelsea Monroe-Cassel, Sariann 
Lehrer owners of InnAtTheCrossroads.com, a 
fantasy food recipe site, were tapped to create the 
menu for the event.
-  Four months after starting the blog shortly before 

the Game of Thrones aired in 2011, Chelsea and 
Sariann began working on the official Game of 
Thrones cookbook

- The cookbook has sold upwards of 20,000 copies.  

• Jason Yang, a violinist who gained notoriety on 
YouTube for his rock interpretation of the Game of 
Thrones theme song, was engaged to perform at the 
event. 

• Using the creativity of fans has strengthened the 
relationship between them and the series and has 
provided HBO with new ways of engagin both new 
and fully involved enthusiasts.



My Watch begins:
continuing the momentum

“Night gathers, and now my watch 

begins. It shall not end until my death. I 

shall take no wife, hold no lands, father no 

children. I shall wear no crowns and win 

no glory. I shall live and die at my post. 

I am the sword in the darkness. I am the 

watcher on the walls. I am the shield that 

guards the realms of men. I pledge my life 

and honor to the Night’s Watch, for this 

night and all the nights to come.” 

-- Oath of the Night’s Watch

• In the lead-up to the third season and as a tie-in with the season 2 DVD release-party, fans of 
the show have been invited to “Take the Black” by recording themselves take the Oath of the 
Night’s Watch. 

• According to Forbes.com as of Tuesday February 19th, ten thousand fans have taken the oath--
most from their home computer at MyWatchBegins.com. 

• HBO will be compiling the oaths to create a chorus of voices, thereby creating a reason for visi-
tors to return to the site.


