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Executive summary
A COMMON definition of gamification is
‘the application of game-design thinking
and mechanics in non-game contexts to
engage users and solve problems’. In a
business context, another description could
be that it uses the principles which incentivise
people to play games and compete, in
order to motivate individuals and teams in
an enjoyable way. However, when defining
the term, it is equally important to consider
what is not encompassed by it. Specifically,
gamification is not about games or
technology, but rather about encouraging
the personal and professional behaviours
that drive business value and engagement.
There are numerous studies confirming
the status of gamification as a global
business trend: for example, Gartner predicts
that, by 2015, 40 per cent of global 1,000
organisations will use gamification as the
primary mechanism to transform business
operations.1 It has also been estimated that
if employers can find a way to make work
feel like a game, they can increase their
employees’ ability to learn new skills by
40 per cent.2 Having said this, it is important
to remember that the underlying principles
of gamification are not new. From receiving
a gold star at school, to awarding a medal
to recognise an accomplishment, to adding
a ‘shout-out’ to an employee newsletter,
being motivated and incentivised by tokens,
status, and other non-monetary rewards is
arguably an intrinsic part of human nature.
Since the advent of LinkedIn endorsements
and the ‘profile strength’ bar, the site’s

users have been happily using a gamified
application, although many are unlikely
to consider it in this way.
The rise of gamification is especially
pertinent to consider in the context of
employee engagement. International
research has found that truly engaged staff
make up on average only 33 per cent
of a company.3 Worryingly, this lack of
engagement is impacting the bottom line:
companies with engagement scores in the
top quartile have twice the net profit of those
in the bottom quartile, and also demonstrate
revenue growth which is 2.5 times greater.4
There is, therefore, great potential to utilise
gamification to drive employee engagement
and knowledge capture within business.
This report will consider what
gamification is and why it is important for the
enterprise. It will outline the key factors to
consider when implementing a gamification
strategy, and includes case studies where
game mechanics have been successfully
introduced to realise business objectives.
The case studies feature companies with
gamified systems of varying maturities, to
provide insight into the variety of ways in
which this phenomenon can be leveraged.
In order for a gamification initiative to
be successful, it is important to identify the
appropriate motivators: the drives that will
engage people and stimulate the thoughts
and actions that will achieve the business’
objectives. One contribution therefore
discusses how, with an appreciation of
the different needs and motivators of
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employees, it becomes possible to create
a gamified solution which appeals to the
widest possible audience, and illustrates this
using a case study of LiveOps. Recognising
what motivates the intended audience for
a gamified solution is important, especially
because not all business are achieving
the results they are seeking from their
gamification efforts. This is partly because
simply repackaging content, or adding a
series of badges and leaderboards, will
not create a truly gamified application. The
need for gamification to go beyond this,
and be designed in a way which is humanfocused, is discussed in a thought leadership
piece from an expert with over ten years’
experience in the field. The piece also
provides a framework which can be used to
build a strategy based on the various drivers
which make games fun and engaging, in
order to motivate employees in the right
way to achieve the desired results.
Another article tackles the topic of
motivation by providing a breakdown of
user types, discussing the different ways in
which these groups of people are motivated,
and explaining the game mechanics that
will best support and engage each type. An
understanding of this is necessary in order
to create gamified systems which are well
balanced, and even encourage certain
desired behaviours. Another article discusses
the need for a balance right between
extrinsic motivators, which may keep people
interested for the short-term, and the intrinsic
motivators which are more likely to keep
people engaged over time. This article is
based on first-hand experience implementing
gamification and employee engagement
projects within organisations, in order to
effectively motivate employees.
Once motivating factors have been
established, consideration must be given as
to how to practically apply gamified systems
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in the enterprise. Another article examines
this, identifying key considerations for
applying and designing gamified systems,
how to ascertain the situations where they
will succeed, and the importance of ensuring
their introduction is effectively explained
and communicated.
The report also includes reflections
from two game designers as to what makes
a successful gamified application, based
on their experience of breaking down
game-thinking and game mechanics into
understandable elements for professionals
working in non-game environments. One of
these also outlines a framework with which
to do this, which is available to download,
and also features a worked case study
example from banking group BBVA. The
other provides a practical step by step guide
to gamification system design, considers
some of the common unforeseen variables
that can cause unexpected changes in a
gamified system, and discusses how to
manage them.
The articles and case studies within
this report illustrate how gamification can
be used effectively to tackle business
problems. For example, businesses are
constantly tackling the issue of resistance to
knowledge sharing, striving to establish a
knowledge culture, and creating knowledge
bases that enable knowledge retention. The
case study from the Financial Ombudsman
Service considers the ways in which
gamification could usefully contribute to
improving knowledge sharing across the
organisation, and the steps that are being
taken to begin this process. Another case
study profiles how game mechanics are
being applied in practice at Wipro Limited,
both online and offline, to achieve these
objectives. Another article outlines a series
of gamification principles based on a
decade of experience rolling out one
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major gamified programme per year at
Eureka Forbes, also illustrating the ways
in which activities in the workplace can be
gamified without the use of online systems.
This report includes contributions from
thought leaders in gamification, which
also reflect upon the programmes within
their organisations, The incorporation
of gamification into social collaboration
platforms is discussed in a piece from IBM,
the leader in social business applications
according to the International Data
Corporation (IDC). This article reflects on
real-life examples of success in this area
which added business value, as well as
including an extended case study focusing
on the gamification of talent management
and career development. Also included is a
though leadership contribution from Deloitte,
a leading thinker in gamification in both the
commercial and enterprise arena. Another
thought leadership piece is provided by
Accenture, who boast an industry leading
social collaboration programme, which has
had successful gamified aspects for over
seven years.
As well as being used to enhance
knowledge sharing and collaboration,
it is also possible to utilise game mechanics
to drive learning and development.
Game-based learning is becoming popular
due to the potential for games to increase
engagement: learners remember only
10 per cent of what they read, but they
take an active role, such as participating in
a learning game or virtual world, retention
rates skyrocket to 90 per cent.5 One article
considers how knowledge retention rates
can be increased through gamification, and
this is further explored in the case study of
La Salle Universities, which discusses how
minimal resources have been used to apply
gamification techniques within courses, in
order to improve both the acquisition of

knowledge and the academic performance
of students.
Whilst gamification is relatively
well-established within sales and marketing
initiatives, the potential to use gaming tools
and theories within the enterprise represents
a significant untapped opportunity for many
businesses. This report practically illustrates
how, when leveraged appropriately,
gamification can be a powerful tool to
drive employee engagement, collaboration,
and innovation. And with more than
70 per cent of the world’s largest 2,000
companies expected to have deployed at
least one gamified application by the end
of 2014, this is not something organisations
can afford to be missing out on.6
References
1. See www.gartner.com/newsroom/id/2211115.
2. See www.businessinsider.com/gamificationtechniques-increase-your-employees-ability-tolearn-by-40-2013-9.
3. See www.gallup.com/
strategicconsulting/157187/customerengagement-core-strategy.aspx.
4. See www.slideshare.net/engage4success/
employee-engagement-the-evidence.
5. Metcalf, T., ‘Listening to your clients’, Life
Association News, 1997.
6. See www.gartner.com/newsroom/id/1844115.
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