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GAMIFICATION IN BUSINESS: CONTEMPORARY APPROACHES
AND PRACTICAL APPLICATIONS

TEAMI®IKAILISA B BI3HECI: CYUYACHI IIJIXOIH
TA IPAKTUYHE 3ACTOCYBAHHS

The purpose of this study is to analyze modern approaches to implementing gamification in business processes and assess its
practical value for increasing productivity, competitiveness and customer loyalty. The article defines the concept of gamification,
outlines its basic principles and classifies the main methods used in modern business practice to optimize user experience and
increase employee motivation. The research methodology includes the analysis of practical cases that include game mechanics
in the areas of marketing, management, and production. The study results demonstrate a significant increase in employee
productivity, customer satisfaction, and overall business operations efficiency. The study’s practical conclusions include the
formulation of actionable recommendations for integrating gamification strategies tailored to specific business needs to promote
sustainable development and long-term success.

Keywords:gamification, motivation, human resource management, customer loyalty, game mechanics, competitive
advantage.

Tetimighikayis 6 Oi3HeCi € OOHUM [3 CYUACHUX THCIMPYMEHMIB, AKULL 0038015€ NIOSUWUMU eheKMUBHICMb, 3AYHeHICMb | MO-
mueayiio y4acHuxie oisHec-npoyecie. Memoiwo 00cnioHceHHs: € 8UBUEHHA CYUACHUX NIOX00I8 00 BUKOPUCTNAHHSA i2DOBUX MEXAHI3-
MI8 8 PI3HUX acnekmax Oi3Hecy ma 6UBHAYEHHSL IXHbOI NPaKmMu4HOl YiHHOCMI 015 NIOBULYeHHS. RPOOYKMUBHOCIME NPAYI, KOHKYDEH-
MOCHPOMONCHOCIE MA OSILHOCH CROMCUBAYLE. AKMYAbHICIb MmeMu 00YMOBIeHa HeOOXIOHICIIIO NOWLYKY IHHOBAYIUHUX PilieHb
ona adanmayii 00 OUHAMIYHUX 3MIH Y Oi3Hec-cepedosuwyi ma 30iNbuenHs pieHa 3aayyeHocmi Yinbosoi ayoumopii. Memoouka
Qocniodcen st OA3YEMbCs HA 3ACMOCYBAHHT KIILKICHUX T AKICHUX NiOX0018, 6KIIOUAOYY AHANI3 YCNIUHUX Kelicls, 2etiMIighiko8aHux
biznec-npoyecie ma oyin06anHs ix egpekmugnocmi. Y pobomi 6UKOpUCIAHO MEMOOU CROCIMEPECEN S, Y3a2albHeHHs Md AHAi-
3y NiOGUWEHHSL ODIZHAHOCTI Y BNPOBAONCEHHI 2etIMIPiKayitiHux etemenmia y OizHec-npoyecu disibHocmi komnaHiil. Le dozeonu-
J10 BUBHAYUMU KIHOYOBT YUHHUKY YCRIWHOCMI 2etimighikayii ma suasumu moxcaueocmi ii inmezpayii  pisHi OisHec-moodeni. 3a pe-
3yIbmamamit Q0CAOHCeHHst 6YI0 008€0EHO, WO 2eUMIpIKAYIsl CRPUSIE NIOBUUEHIIO NPOOYKMUSHOCIME NPAYIEHUKIE, IX MOmMueayii
ma 3a00801eHOCHi poOOmMO. 3acmMoCy8anHs i2POBUX MEXAHIK Y MAPKemuUH2y 003805E 3ANyUUMU HOBUX KIIEHMIE 1 30itbuumu
pisens ix nosaabHocmi 00 Opendy. YV supobnuuux npoyecax ceumigikayis nokpawyye KOMaHoHy pobomy ma cnpuse onmumizayii
BUKOHAHHSL 3a60aHb. OOHUM (3 KIHOUOBUX PE3VIbMmamis € (opmMyno8ants peKoMeHOayiti oo epekmusHo20 BNPOBAONCEHH S
eetmigirayii 3anexcHo 6i0 cneyuixu Oi3HeCy, WO BKIOUAE BUOIP [2DOBUX MEXAHIK, adanmayito 00 KOPROPAMuUEHoOI Kyisnypu
ma OYiHIOBAHHS Pe3yTbmamie 6npoeaddicents. IIpaxmuuna suayywjicms pe3yivmamis 00CAiONCeH s NOIASAE Y MONCTUBOCTIE
ix 3acmocysanus O onmumizayii OisHec-npoyecis, NIOBUWEHHS PIGHS 3AYYeHOCI KIIEHMI6 Ma NPAYieHUKIE, A MAKONHC No-
KpauwjeHHsi KOHKYPEHmMOCNPOMONCHOCII KoMnaHitl. Pekomenoayii, 3anponoHoeani ¢ pobomi, Moxcyms 0ymu 6UKOpUCMaHi 0
PO3POOKU THOUBIOYANbHUX 2eUMIQIKOBAHUX cmpameziil, SKi 6paxo8yOmy CneyuiKy 2anysi ma 0coorusocmi yiibosoi ayoumopii.
L]e 0o36ons1€ OizHeCy epekmusHO adanmyeamucs 00 CyY4ACHUX BUKAUKIB T 3a0e3neyumu Cmitikuil po36uUnox.

Kniouosi cnoea: zeiimigixayis, momueayis, YnpaeiiHHs NePCOHANIOM, JOSIbHICMb CHOJICUBAYA, [2POBI MEXAHIKU,
KOHKYPEHMOCNPOMOICHICNG.

Problem statement. High competition, rapid ability to solve a wide range of business problems: from

technological development, and rapidly changing consumer
needs and expectations require companies to adapt to new
conditions and look for innovative approaches to attracting
customers, improving employee efficiency, and increasing
audience loyalty. Gamification is one of the tools that
demonstrates its effectiveness in the modern business
environment. This tool has become widespread due to its
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attracting new customers to increasing employee productivity
and optimizing internal processes. Global companies such
as Nike, Starbucks, and Microsoft demonstrate successful
examples of gamification implementation, which confirms
its importance for achieving strategic goals.

The relevance of gamification research is driven by the
need for new, creative approaches to doing business that
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meet the challenges of the digital age. Studying modern
approaches to gamification and analyzing its practical
application allows not only to understand the mechanisms
of its impact, but also to identify the potential for use in
various industries, such as marketing, human resources,
training and development of organizations.

Formulating the purposes of the article. The purpose
of this article is to study the peculiarities of introducing
game mechanics elements as an effective tool for adapting a
company to modern challenges and increasing productivity
and competitiveness.

Presentation of the main research material. In the age of
digitalization, companies face a variety of challenges related
to employee retraining and training. Routine work is being
taken over by robots and technology, and the development
of artificial intelligence and Big Data is speeding up and
simplifying work processes. This leads to radical changes in
the nature of work, with some professions becoming irrelevant
and others appearing on the market [1]. For example, the
automation of call centers and the introduction of chatbots
using artificial intelligence have significantly reduced the need
for people to perform routine tasks to receive customer calls.
Call center operators have been replaced by chatbot managers
who set up, train, and optimize chatbots. This profession
requires new knowledge and skills [2].

The digital transformation of the labor market is also
underway, resulting in constant changes in the demand for
skills and competencies required by employers. Companies
must therefore retrain their employees and develop new
skills [1].

There are many approaches to training employees and
improving their knowledge, but it is the use of gaming
techniques that helps to maximize employee engagement
and develop new skills. These gaming techniques are

called gamification. The term gamification was coined by
Nick Pelling in 2002. But it was only in the second half
of 2010 that the term became widespread. As the term
implies, gamification is not really about creating a game, but
about transferring some of the characteristics of a game to
something that is not a game. Later, two definitions emerged
that are considered to be the main ones: “Gamification is
the use of game thinking and game mechanics to engage
users and solve problems” [3]; “Gamification is the use of
game elements and game design techniques in a non-game
context” [4].

The analysis of different approaches to the definition of
the term for game mechanics allowed us to emphasize that
gamification is used in non-game contexts, i.e., not about
creating real games, but about using some characteristics
of games to attract users.

So, “gamification” is the use of game elements, such as
points, rewards, titles, to increase motivation and engagement
of customers to achieve their goals. Gamification can be
used to achieve a variety of goals, such as increasing product
sales, optimizing the hiring process, increasing employee
productivity, and detailing customer information.

Due to the wide range of results that can be achieved
with gamification, it is clear that it can be used in all areas
where human engagement is important, whether it is
employees or customers.

According to a study by Growth Engineering, more
than 70% of Global 2000 companies have implemented
gamification. The most widespread areas of gamification
are retail and education. In the former, the purpose
of its application is usually to increase employee
engagement in work, and in the latter, to improve
learning efficiency [5]. Let’s consider other areas where
gamification is used (Fig. 1).

—[ Use of gamification in various fields ]
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Figure 1. Examples of areas of gamification use in Ukrainian business

Source: built based on [6—12]
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Before implementing gamification in your company,
you need to know the goal to be achieved with this solution.
Depending on the goal, there are several ways to classify
gamification (Fig. 2), but the most popular is the Werbach
and Hunter division, which includes three definitions [4]:

1. Internal gamification: “the use of gamification
to increase productivity in an organization to promote
innovation, enhance camaraderie, or otherwise generate
positive business results through its own employees” [4].
That is, it is the use of gamification to improve business
processes and reduce costs.

2. External gamification: “the use of gamification with
customer engagement as a way to improve the relationship
between companies and customers, driving increased
engagement, loyalty, product identification, and higher
revenues” [4]. So, it is the use of gamification to improve
customer relationships and increase revenue.

3. Gamification for behavior change: “secks to create
new healthy habits among the population. This can include
anything from encouraging people to make better health
choices to redesigning a classroom so that children learn
more while enjoying school” [4]. In other words, it is
the use of gamification to motivate people to improve
themselves and their environment.

Consumer behavior change focuses on individual user
habits. The goal is to engage them in repetitive actions,
such as frequent purchases or exercise, through rewards,
points, statuses, or ratings. In this approach, it is important
to stimulate instant participation by supporting personal
motivation. For example, mobile fitness apps such as
BetterMe use individualized goals and feedback to
motivate users to make progress [9].

Gamification to change community behavior is aimed
at creating new social norms and collective interaction.
This approach is used to promote sustainable development
or engage people in socially important initiatives. For
example, urban projects with gamification elements can
encourage citizens to participate in environmental events
or volunteer programs. Such tools help to build a sense of
shared responsibility and achievement.

In summary, the key difference lies in the focus:
consumer gamification works on individual behavior, while
community gamification works on collective participation
and shared values, helping to create long-term changes in
the community [4].

When creating a gamification system, the following
important aspects should also be taken into account [13]:

1) user actions should be relevant to your goal. If you
want to increase employee productivity, the elements of
the game must relate to the results of their work;

Organizational benefit

Y
Internal External
gamification gamification
SN
Employe‘es Individuals
community TN N
Gamification Gamification
of community of personal
behavior behavior
change change
SN

Personal benefit

Figure 2. Classification of the main ways of gamification
Source: built based on [4]

2) the results of gamification should be clear to users.
This requires that the components of the system be
described in detail;

3) gamification should not be too simple to keep
consumers engaged. If success is easy to achieve, the
system will become uninteresting.

Understanding consumer behavior is important in
gamification. For the best user engagement effect, there are
three main techniques that are related to the human psyche
(Table 1) [14].

Like any system, gamification has its advantages and
disadvantages. The advantages are numerous, namely:

— increased customer engagement and loyalty;

— ncreased brand awareness;

— new social connections are created, which facilitates
the exchange of information;

— the effectiveness of training increases;

— helps in data collection.

Although the results of gamification tend to confirm
its effectiveness, there are also drawbacks. In some
cases, gamification has the opposite effect: it can be
counterproductive and harmful to employee well-being, so
you need to carefully consider how to adapt gamification to
your company’s industry.

In addition, if the game is too difficult, no one will be
truly motivated to participate. Conversely, if the game is too
easy, people will get bored. So you need to find a balance.

Another disadvantage is that gamification technologies
often face fraud or hacking problems. Therefore, it

Table 1

Basic gamification techniques

Gamification technique Main features

Example of use

Game mechanics
rewards, and ratings. They will

Gamification should include points,

encourage the user to engage in order not | for completion. This allows you to turn boring and
to lose the opportunity to use bonuses.

BrainActs Commerce has developed a list of actions and
assigned a reward for each of them in the form of points

complex tasks into an interesting process for employees.

The presence of competition

helps people to socialize.

Competition encourages people to get
involved and achieve better results. It

Kyivstar holds contests and challenges among
subscribers where users compete for prizes for using
mobile services, such as traffic packages or discounts.

Regular updates

time, consumers get bored.

To keep users engaged, it is necessary to
update rewards and tasks, because over

The To Sim chain of stores updates the list of goods that
can be purchased for points, the internal currency that
customers accumulate with each purchase, every month.

Source: built based on [4]
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is necessary to hire developers, which increases the
company’s expenses.

Despite the complexity and high cost of creating
gamification, companies are combining it with more and
more processes. Domino’s Pizza has already gamified
its hiring and training processes. Microsoft created a
gamification to encourage team members to send feedback
on the product, which resulted in a 16-fold increase in
feedback. Toyota uses gamification to encourage its
customers to become more energy efficient [5].

Every year, gamification is reaching a new level
with the help of other technologies. For example, some
companies are working on combining gamification
with digital reality technologies to create a better user
experience. Also, gamification has great potential if it is
based on artificial intelligence. For example, Procter &
Gamble used Al in its gamified recruitment process. The
results exceeded forecasts, leading to a 300% increase in
positive results. The trend of combining technologies such
as the Internet of Things and blockchain is not avoided,
the former will increase the level of user acceptance and

engagement, and the latter will create a safer and more
transparent gamified experience for users [5].

Conclusions. The analysis of modern approaches
and practical cases has confirmed that the introduction of
game mechanics contributes to the growth of employee
motivation and satisfaction, strengthening customer brand
loyalty, and improving the overall efficiency of companies.
Particular attention should be paid to the complexity of
game mechanics, ensuring a balance between motivation
and user interest.

Thus, gamification, integrated with the latest
technologies such as artificial intelligence, blockchain,
and the Internet of Things, opens up prospects for
creating innovative strategies that promote sustainable
development of companies in the modern digital
environment. To summarize the results of the study,
it is worth noting that gamification helps to increase
employee productivity, customer loyalty, and overall
business efficiency. Its use helps to create a modern
corporate environment that quickly adapts to the constant
challenges of a turbulent environment.
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