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What is gamification?

The use of design elements 

characteristic for games in non-

game contexts. 
(Deterding et al. 2011)

#fact

Whatever your job might

be, 

you can always make it

more interesting.

Using game-based mechanics, 
aesthetics, and game thinking 
to engage people, motivate 
action, promote learning, and 
solve problems.  
(Structural gamification / 
Content gamification).    
(Kapp et al. 2014)



Old tricks, new concept and name

Search hits for “gamification” 2010-2013. From “Does gamification work? — A literature review of empirical studies on gamification.” Proceedings from: 47th Hawaii International Conference on System Science. 

Retrieved from: http://ieeexplore.ieee.org/stamp/stamp.jsp?arnumber=6758978.



What is gamification used for?

1. Rising engagement

2. Creating interactivity / improving user 

experience

3. Positively changing behavior / persuading

4. Building an authentic practice

5. Stimulating innovation

Proven credentials in 

fields of

Education 

(Kapp, 2012; Osipov et al., 2015) 

HR and employee motivation 

(Dale, 2014)

Product advertisement 

(Bittner & Shipper, 2014)

Purchase intentions 

(Shang & Lin, 2013)

Fundraising

(myself, 2016)

The Gamification of Learning and Instruction Fieldbook, Ideas into practice, K. M . Kapp, L. Blair, R. M esch,, Wiley 2014 + I. Bieliunaite-Jankauskiene MSc thesis 2016 



Gamification is not Game

Game

A system in which players engage in an 

abstract challenge, defined by rules, 

interactivity and feedback, that results in 

a quantifiable outcome, often eliciting an 

emotional reaction. 

(Kapp et al. 2014)

Gamification

Using game-based mechanics, 

aesthetics, and game thinking to engage 

people, motivate action, promote 

learning, and solve problems.  

(Kapp et al. 2014)



KEY MOTIVES

POWER

SELF ESTEEM

FUN

SOCIA-
LIZING

REWARDS

Why people engage into gamified solutions?

Burke, 2014; Barlte, 1996

EXPLORING



The way decisions are made



Decision making (D. Kahneman, 2014)

Fast

Unconscious

Impulsive

Associative

Automatic

Emotional

Slow

Conscious
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Deliberative

Analytical

Rational

Logical

95% of 

daily

decisions



Motives into triggers:

There is no clearly predefined list of game-design elements that would trigger 

involvement into gamified solutions, but some triggers constantly reoccur: 

1. Competitiveness

among players or teams, against system or oneself

2. Fun

pleasant, playful process

3. Visual curiosity - aesthetics
the digital world is a very visual world – infographics, avatars etc.



Examples
IN DIFFERENT AREAS OF BUSINESS
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Engage to Fundraise

White Label – K. Silins

All 3 triggers used: competitiveness, fun, visual aesthetics

Results: 250.000 USD fundraised in 8 weeks

CASE

file://Users/IevaBieliunaite/Desktop/Donation alumni_case_2013 copy.mp4


Engage to HR

1,5 trigger used: fun and some positive competitiveness

Goal: to give ownership to employees of their role

Means: 2 titles – formal and informal, eg.:

Research: Job Titles as Identity Badges: How Self-reflective Titles can

Reduce Emotional Exhaustion by A. M. Grant, J.M. Berg, D.M. Cable,  

Journal of Management, 2014 .

Article Published in Harward Business Review, May 2016 

CFO – the Minister of Dollars and Sense

Office Manager – the Keeper of Keys

X-ray technician – Bone Seeker



Engage to HR – hunger games

OSLO CITY HUNGER GAMES

3 triggers used: fun, aesthetics, competitiveness

Results: won international prize in retail sector for higest employee 

engagement

https://vimeo.com/110167051


Engage to Watch Politics

1 trigger used: fun

Results: >8 mln views in 5 days



Good news: there is 

no need to look that 

far as we have great

examples in house
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Please share what you are 

doing, this is useful and 

inspiring information!
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Way to start:

1. Define your goals or challenges 

2. Outline your target audience

3. Establish player goals 

4. Create an engagement model

5. Give play space and ensure a fine journey

6. Understand the game economy

7. Play, test,  iterate

Gamify, Burke, 2014



Let’s gamify a bit
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Internal Creditifno Academy – next webinar

The objective during our next webinar will be to broaden our employees’ 

knowledge in leadership & management practices using non-standard 

psychologic tools and insights.   

My personal challenge is to have triple participation rate in a Creditinfo webinar

compared to today, on the 25th of August 2016. 

We will try to gamify a bit using simple tools and 0 EUR. 

WAIT FOR A CURIOUS ENQUIRY FROM US IN THE NEXT DAYS ENTITLED: 

«A SURVEY ON PSYCHOS».



Key gamification limitations:

Fun is an outcome, not a cause. It’s easy to get carried away. Watch out. 

One can not gamify about the same thing forever. Better if gamified solutions 

are framed in time and space,

Younger generations might be more prone to it.

One can not be forced into play, but it can become an addiction.



Conclusion

I will gamify and invite colleagues to gamify as well. 

There is no rational reason not to. 
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