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1 Introduction

The Introduction chapter will provide a brief overview to the gamification origins, the
modern state of gamification, its application in the business as well as personal and
academical motivation for the study. As there is some distinct terminology present in

the paper, a small glossary is provided below for the convenience of the reader:

Game design —is a process of creating content, environment, rules for a game or

educational, experimental, or exercise purposes.

Game thinking — using game design tools and techniques to create an engaging
experience that motivates desired behaviors in a non-game context. (Werbach &

Hunter 2012, 41)
Gamified system — a system or process created with the application of game thinking.

PBL — points, badgers, and leaderboards, most commonly used gamification tools in

modern gamified systems.

Avatar —is a graphical representation of a particular person in the digital

environment (videogames, internet forums, etc.).

1.1 Background

Video games have been a significant part of our culture for a while now (Anderton
2018). Stable annual growth between 9% and 15% over the past 25 years allowed the
video game industry to settle down firmly among global entertainment industries
(Marchand & Henning-Thurau 2013). There are research groups such as Qutee, which
are researching for positive impact video games have. At the same time, with the
growing popularity of video games, the media blamed them for causing addiction,
raising violence levels among youth, and other negative influences. (Anderton 2018)
Additionally, studies like “Priming Effects of Computer Game Violence on Children’s
Aggression Levels” (Zheng & Zhang 2016) demonstrate an academic interest in what

kind of social influence video games have. Regardless of what influence they have



over society, with an estimated 2.5 billion gamers worldwide and growing (Wijman

2019), this influence seems to be getting more significant.

By nature, games are made to be enjoyable and enthralling, even when playing the
game is difficult. Rules of a game might be complex and intricate, but it doesn’t stop
players from taking part in an exciting gameplay process and genuinely enjoying it.
For some reason, people voluntarily take on overcoming “unnecessary” obstacles for
rewards, which often don’t have any real-life value, even though the process of

overcoming can be, without exaggeration, very challenging. (McGonigal J. 2010, 22)

Experts have been trying to figure out what elements make games such a fun and
engaging activity, despite lack of obvious profit from it, and whether it is possible and
beneficial to implement video game principles in a non-game context. Due to
advancements in communication technologies (e.g. global spread of Internet or
general improvement of digital technology), new opportunities had arisen for
applying these principles to resolve various real-life problems, and this process
became widely known as gamification. (Growth Engineering 2019) Even though
gamification and games are two different concepts, they also have a lot in common.
Thus, understanding of games’ mechanics, principles as well as reasons behind their

popularity will provide a more holistic insight into ideas behind gamification.

Gamification, as a holistic approach to resolving organizations’ business challenges, is
a relatively new concept, and there is no single, unified definition of the term yet.
Experts argue whether gamification should alter the core of the activity, should it
enhance the value of the activity without directly affecting it, or it is just “the high-
fructose corn syrup of motivation” for more traditional marketing/educational

techniques (Werbach & Hunter 2012, 60).

Regardless of how gamification should be exactly defined, there is at least one
universally agreed aspect of gamification. The main purpose of gamified systems is to
increase engagement and motivation among its users as well as to give additional
stimulus to reach their goals. For example, such systems can be used for personal
growth efforts, educational processes, marketing engagement, or encouraging

teamwork among employees within an organization. (Zichermann 2011)



There are three general ways organizations can approach gamification to solve their
business problems: internal gamification (e.g to improve organization’s productivity),
external gamification (e.g to increase customers engagement, loyalty subsequently
increasing revenue), and behavior-change gamification (e.g to create new, beneficial
habits, such as healthier eating or reduced electricity consumption, among system’s
users ). (Werbach & Hunter 2012, 20-23) This study will largely focus on external

gamification, which involves interaction with current or prospective customers.

1.2 Motivation for the research

According to Werbach & Hunter (2012, 8), “organizations whose employees,
communities, and customers are deeply engaged will outperform those that cannot
engender authentic motivation. It is especially true in a world where competition is
global and technology has radically lowered barriers to entry”. Engaged and
motivated people would do anything in a more passionate manner, which is a
significant competitive advantage in the business world. Additionally, even though
this statement was given back in 2012, the relevance of the message only grows. The
advent of social media created an enormous flow of information so competing for
the attention of prospective and current customers is getting even more challenging
for companies. On top of that, the evolving culture of remote working and wider
awareness of career possibilities create staff flow more dynamic than ever before. In
a world, where competition is global, external motivators, be it high salary or low
prices, aren’t reliable enough since those can be outbid eventually. Many
organizations acknowledge this tendency and started readjusting their strategies to

create and sustain internal motivators for both customers and employees.

Gamification is just one approach to develop such a strong but complex and delicate
motivators. However, gamification, in one form or another, has been around for a
long time and proved its effectiveness a long time ago. However, it is only now when
digitalization of the world allowed organizations to deliver gamified solutions in a

convenient form at a lower cost. (Gartner, 2014) Even though this approach is no



panacea, it can be systemized and applied in many very diverse scenarios, making it a

very applicable tool (Werbach & Hunter 2012, 43).

From a business standpoint, gamification is a powerful tool to solve various business
challenges. One such challenge is customer engagement, which became a high
priority topic in strategic marketing and branding several years ago. Marketers have
been trying to cope with the constantly evolving social dynamics of postmodern
consumer behavior. These efforts are aimed at establishing a bond between brands
and consumers and gamification can be an effective solution for reaching this
objective. Increasingly, gamification is becoming an essential part of any good,
versatile marketing strategy. Good marketing relies less and less on giving away free
and focuses more on engaging customers in meaningful ways. (Cramer 2014, 9) Even
though gamification is still in its early stages of development in the business world,
there are already multiple successful cases of its application, as well as startups that

focus on developing and implementing gamified solutions.

From an academic perspective, the number of articles and researches on the
gamification topic has been increasing rather rapidly since 2011 (Hamari, Koivisto &
Sarsa 2014, 1). There are plenty of studies from a psychological and sociological
perspective like “The Proteus Paradox: How Online Games and Virtual Worlds
Change Us—And How They Don't” (Yee 2014) as well as studies dedicated to the
utilization of gamification in training, learning, and management process (e.g “The
Gamification of Work: The Use of Games in the Workplace” (Savignac 2016) or
“Visualisation and Gamification of e-Learning and Programming Education” (Olsson,
Mozelius & Collin 2015)). However, in comparison with these topics, the number of
articles and studies regarding the utilization of gamification in marketing is in a
minority. There are, of course, works on this subject as well, for example, “Games
and Gamification in Market Research: Increasing Consumer Engagement in Research
for Business Success” (Adamou 2018), but the research niche is still lacking and there

are plenty of blank spots to fill.

As for the personal motivation for the study subject, it is closely tight with my three
fields of great interest: gaming, marketing, and applied psychology. Both board and
video games hold my interest. However, | see board game gatherings as more of a

social event where the game itself might be a secondary thing for the experience



quality. At the same time, playing video games is, more often than not, pure
interaction with the game itself, where the social aspect also can be important, but
the focus remains on the gameplay and game design with its nuances. Myself, |
started playing video games as a hobby many years ago at a very young age, and they
have been a big part of my life ever since. However, | had never tried to understand

the essence of games and mechanisms behind them until a couple of years ago.

One day, | stumbled upon an applied psychology book, written by Mihaly
Csikszentmihalyi, “Flow: The Psychology of Optimal Experience” (1990). In his book,
Mihaly Csikszentmihalyi introduces and breaks down the concept of the flow which is
defined as “a state in which people are so involved in an activity that nothing else
seems to matter; the experience is so enjoyable that people will continue to do it
even at great cost, for the sheer sake of doing it” (Csikszentmihalyi 1990, 4). This
state is familiar to most people, a state where the sense of time duration and
concern of self is lost. People may reach this state doing highly enjoyable and
engaging activities, be it a creative process, playing a game or, in the best case, some
are capable of reaching it by doing mundane and routine tasks. Mihaly
Csikszentmihalyi breaks down this state and identifies its necessary elements as well
as possible ways of achieving it. The work of Mihaly Csikszentmihalyi is quite
controversial, it is often claimed to be lacking scientific evidence. However, | enjoyed

this book and often notice the accuracy of the author’s ideas in my everyday life.

Sometime after | got myself familiar with the flow concept, | took an introductory
course on game design. While | found the course very informative, | have also
noticed plenty of similarities between game design principles and the flow concept.
Later on, when | decided to learn more about subjects of game design and
gamification, | found out some works also refer to Mr. Csikszentmihaly's framework
in their researches (McGonigal J. 2010; Werbach & Hunter 2012). On top of that, the
author himself refers to games as an activity which predispose to the state of flow.
Subsequently, I've decided to explore the same ideas and concepts but in the context

of marketing.



1.3 Research question

This study will focus on gathering primary data via interviews with relevant
marketing experts. Gathered data will be broken down through the lenses of the
gamification framework in the context of marketing. To narrow down the scope of

the paper, the following question was formulized:

How gamification affects customer experience in the digital environment?

1.4 Structure of the thesis

The Introduction chapter provides background and introduction to the study. The
Literature Review chapter introduces relevant concepts, terminology, and the
theoretical framework. The Methodology chapter explains the research methods and
approaches. The Results chapter covers the data from primary and secondary
sources. In the Discussion chapter, gathered data is analyzed through the theoretical
framework, and results are summarized. References and other appendixes will be

presented after the Discussion chapter.



2 Literature Review

The Literature Review chapter introduces the concepts of gamification and game
design. Self-Determination Theory and the Csikszentmihalyi’s “flow” theory are

introduced as psychological concepts behind game design principles.

Additionally, the chapter explains the concept of customer experience and its
nuances in the digital environment as well as points out the importance of the
customer experience for modern business. The Octalysis Framework is introduced as

a practical tool for analyzing collected data.

2.1 Gamification

2.1.1 Defining gamification

Ideas behind gamification aren’t new. Companies have been applying game thinking
to resolve business challenges for quite some time. There are references to
“gamifying” online systems that go way back to the 1980s. First to use term
“gamification” was Nick Pelling, a British game developer who founded a short-lived
agency in an attempt to provide service of creating game-like interfaces. At first, the
term didn’t meet a lot of popularity, although during following years, game designers
like Amy Jo Kim, Nicole Lazzaro, Jane McGonigal, and Ben Sawyer, as well as
researchers such as lan Bogost, James Paul Gee, and Byron Reeves, began to talk
about the serious potential of video games. Only in 2010, term gamification became

adopted in a sense it is used now. (Werbach & Hunter 2012, 25)

There is no unified of the term and many experts try to give their definitions or
redefine existing ones. Werbach and Hunter (2012, 26) explained gamification as
“use of game elements game-design techniques in non-game context”. Nick DiMoror
gave a more specific definition: “a process of game mechanics and psychology to
drive a set of specific desired behaviors by the user” (Cramer 2014, 8). Moreover,
Hamari, Koivisto, and Harri (2014, 2) described gamification as the following: “A

process of enhancing services with (motivational) affordances in order to invoke
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gameful experiences and further behavioral outcomes”. In this definition,

gamification is separated into three main parts:

1) Motivational affordances: these are elements, similar to ones used in games,
to invoke game-like experiences for players. Such elements could be points,

badges, leaderboards, progression systems, etc.

2) Psychological outcomes: which are a result of the player reacting to the
motivational affordances. Since it is psychological outcomes, they typically

affect the inner feelings and emotions of the players towards affordances.

3) Behavioral outcomes: which are outcomes of gamification that appears in

the player’s behavior. Comes after reacting to psychological outcomes.

Moreover, another definition was given by Gartner (2014), where (gamification is)
“the use of game mechanics and experience design to digitally engage and motivate
people to achieve their goals”. This definition was criticized a lot for being rather
narrow and not grasping the full scope of gamification. However, it also underlines
an important aspect of using modern gamified systems — utilization of digital space.
One of the most important reasons for gamification to gain attraction is the
development of digital and communicational technologies. These advances allowed
gamified solutions to be conveniently delivered to the end-users at lower costs.
(Gartner 2014) Accordingly, gamification often implies the utilization of digital

technologies, even though, gamified systems aren’t restricted to them by nature.

From a service marketing perspective, Huotari & Hamari (2012, 19) explain
gamification as “a process of enhancing a service with affordances for gameful
experiences in order to support user’s overall value creation”. In this definition,
experts argue that gamification should come in form “service packaging” which
enhances a core service by providing service system endowed with feedback and
interaction mechanism to support the user’s overall value creation. In other words,
gamification should come as a supporting mechanism instead of being part of the

core service.

Hence, the definition of gamification in a business context can be summarized as, the

use of game mechanics and psychological techniques in a non-game context to
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achieve specific business objectives, be it external customer-facing activities or

internal organizational efforts, often with the utilization of digital technologies.
2.1.2 Game design

From the perspective of Burke (2014, 6), the goal of gamification is to enable
motivation. Even though games and gamification use the same game design tools,
the final objective of both is sundry. While games are about providing entertainment
to their users, unleashing “ineffable quality of fun” (Werbach & Hunter 2012, 47),
gamified systems are about motivating changes in behavior and engaging in an
activity (Alsawaier 2017, 5). Incentive programs, such as loyalty programs, are a basic
example of a gamified system used to reach a certain business objective. Such
programs heavily utilize “points” element to encourage their users to make more
purchases from the program owner business, rather than from competitors’, thus,

influencing change in behavior.

In order to understand how to motivate behavioral changes, it is important to
understand the types and nuances of motivation. Psychologists identify two general

types of motivation:

e Intrinsic. Intrinsic motivation occurs when a person acts guided by his internal
desire to do so, with no obvious external reward (Ackerman 2019). Such
internal desire may come from enjoying the activity itself, desire to self-

develop; from a person’s core life values, interests, or sense of morality.

e Extrinsic. Extrinsic motivation is a drive to behave in certain ways which are
based on external sources or external rewards (Koestner & Hope 2014). Such
sources include awards, grading systems, performance reviews, and the

respect/admiration of others.

In essence, intrinsic motivation is about enjoying the process or activity itself,
regardless of the outcome, while extrinsic motivation focuses solely on the reward
from the activity. At first glance, it may seem that those two types of motivation are

opposite, however, both of them are necessary for efficient goal striving.
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Activities people perform do not strictly fall in these categories, motivation builds on
how particular people relate to particular tasks. However, if the extrinsic motivation
is often obvious, such work to get paid or studying to get a degree, intrinsic
motivation can be harder to grasp. (Werbach & Hunter 2012, 55) At the same time,
intrinsic motivation is as important for needs of satisfaction and well-being, as
extrinsic (Ackerman 2019), if not more. According to Koestner & Hope (2014),
research on goals confirmed that success in goal striving is more likely to occur if
goals are intrinsic and intended to satisfy intrinsic needs. Success in goal achieving is
also more likely if a person’s intrinsic motivation is support by empathetic and
supportive people, instead of by controlling and directive people (i.g. people who

would support the fear of punishment as a motivator) (Koestner & Hope 2014).

Both, intrinsic and extrinsic motivations, are powerful forces in shaping human
behavior and decision making (Ryan & Deci 2000, 76). However, while benefits or
external rewards are obvious, the benefits of satisfying intrinsic needs are not so
much. According to Deci & Ryan (2000, 76), people experience greater levels of
satisfaction and success in goal striving when they pursue goals in their own,
autonomous way. Even when pursuing extrinsic rewards such as wealth or fame,
people are more satisfied and self-actualized when pursuing them for their own
reasons, with their own methods. Compensating lack of intrinsic motivation with
external motivation wouldn’t help since a study showed that when people are
receiving external rewards for doing something, they eventually become less and less
interested in doing it, compared to people who didn’t receive anything for the same

activity. (Ackerman 2019).

Both types of motivation are important for harmonious, enjoyable and successful
goal striving. Cutting away extrinsic motivation might neglect the initial push, most
obvious motivation for something to be done while cutting away intrinsic motivation
will make the process dull and unenjoyable. Thus, it is important to satisfy both,
extrinsic and intrinsic desires and needs. In other words, it is objectively better to

enjoy the process and the outcome than just the outcome. (Ackerman, 2019)

Deci and Ryan (2000) formulated a Self-Determination Theory (SDT) to identify and
explain those intrinsic needs. This theory suggests that intrinsic motivation is driven

by three congenital and universal psychological needs:
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e Autonomy: need to feel in control of own decisions and goals, to take actions
which seem meaningful and do not contradict with one’s values

e Competence: or mastery, means effectively dealing and overcoming external
challenges. People would more willingly take actions necessary for achieving
their goals if they believe that they have the skills and competence required
to act.

e Relatedness: or connection, universal desire to socially connect, interact and
be involved with friends, family, and other people around. It can also emerge
as a desire for a higher purpose, greater meaning. For example, to be part of

something which makes a difference, makes the world a better place.

Autonomy Competence

Relatedness

Figure 1. Elements of Self-Determination Theory (Werbach & Hunter 2012, 57)

It is not required for the activity to satisfy all three needs simultaneously to motivate
internally. Tasks implicating one or more of these elements will tend to be
intrinsically motivated. Furthermore, according to SDT people are inherently
proactive, with a strong intrinsic motivation for growth, accomplishment, and
development, but the external environment has to support that, otherwise, these

internal motivators will be suppressed.
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Werbach and Hunter (2012, 59) state that well-designed games are perfect examples
of SDT put in practice. First, playing games is voluntary and, once played, the game
allows the player to make decisions and to choose between different experiences
(Autonomy), for example, the game provides multiple options of solving a puzzle and
lets the player choose his own way. Second, a well-designed game adapts to the
player’s skill by offering different levels of challenge (Competence). Finally, it allows
the player to experience social bonding by interacting with other players
(Relatedness). Gamified systems use similar game design tools to satisfy these three
intrinsic needs. Giving players choices and offering a range of experience responds to
the desire for autonomy. Accumulation of points can be a marker of competence and
mastery. Leaderboards and badgers can facilitate social interactions, such as sharing
your advancements on social media platforms, thus, responding to the need for
relatedness. Alternatively, the desire for relatedness might be satisfied by “higher

purpose” goals, such as reducing waste or conserving energy consumption.

Although gamified systems can be fun in themselves, they are not just about intrinsic
motivation. Gamified systems often offer some kind of extrinsically motivated
benefits, such as discounts, to attract new users. From a broader point of view,
extrinsic motivation for joining a gamified fitness app can be to get in better shape
and to be more attractive. Most of the activities people do are easily extrinsically
motivated but often lack clear elements necessary for intrinsic motivation, putting
these activities into suboptimal conditions for performing. Gamification solutions
help to resolve this problem by building systems for harmonious and engaging

activates which motivate on both levels. (Werbach & Hunter 2012)

Another perspective on activity engagement is given by Mihaly Csikszentmihalyi in
his flow theory (1990) which concludes that for the activity to be immersive and
enjoyable several factors have to be present, among which are a sense of control,
clear goals, unambiguous feedback, and challenge-skill balance. These factors are
particularly interesting as they intersect with elements of SDT, underlining the
importance of intrinsic motivation to feel happy doing something. Other factors
include action-awareness merging, concentration on the task at hand, loss of self-
consciousness, and altered perception of time (Nakamura & Csikszentmihalyi 2002,

7), however, all these factors do not need to be present in order for the activity to be
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immersive and enjoyable. The presence of several of aforementioned factors can
also trigger the “flow” state. Mihaly Csikszentmihalyi emphasizes the importance of
proper challenge-skill balance as it is not only important for the challenge to be in
the competence of one’s abilities but also not to be too easy to overcome.
Otherwise, it will cause boredom, thwarting potential engagement. Figure 2

demonstrates this balance between challenge and skill.

0
(High) Anxiety
Increasing Skills
g =) &
g 5 5
g g
: o
=
> E
:Lﬂug /nnrﬂling Skills

0 (Low) Skills (High) oo

Figure 2. Flow channel (Csikszentmihalyi 1990, 74)

On top of that, Schell (2008, 154) states that game design by the light of nature
follows the framework of the flow theory since a well-designed game challenges the
player based on his skills and abilities facing him with suitable tasks, not too easy but
not impossible to do. Mihaly Csikszentmihalyi also pinpoints games, such as tennis or

chess, as a perfect example of activity structured to experience the state of “flow”

(1990, 50).

Therefore, in light of the SDT and the flow theory, it can be stated that games and
gamified solutions are designed as internally motivated, immersive, engaging, and
highly enjoyable activities, that are performed for the sake of performing them,
rather than for achieving external materialistic and non-materialistic rewards. This is
done by providing players autonomy to make decisions, challenging them by skill-

matching tasks, giving unambiguous feedback, and introducing elements of

relatedness.
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2.1.3 Games and gamification in marketing

Games and gamification have a lot of common traits. For example, in both
participation have to be voluntary, the player must have a certain degree of
autonomy, and some sort of feedback system should be implemented so the player
can feel a sense of progression and accomplishment. However, there is one
important element that separates games from gamification — the final objective.
While the final objective of games is to deliver an ineffable quality of fun to the
players, the final objective of gamification is to achieve a certain business objective,
apart from delivering a fun and engaging experience. Accordingly, gamification
requires algorithms to measure and respond to actions in a very precise manner. On
top of that, it should be easy to track and record players’ activity, so the relevant
data can proceed through online systems to retrieve valuable insights and to adjust
gamified systems to deliver the best possible experience and, ultimately, reach the

business objective. (Werbach & Hunter 2012, 47)

In other words, designing gamified systems requires an approach different from
designing games. While some game design principles are applicable to both, gamified
systems require additional means and tools to reach goals set by the system’s

creator.

Game design is built around various cognitive and psychological biases, and
marketing often studies and exploit these same biases. Thus, it led to the utilization
of separate game elements in marketing efforts. (Hamari & Lehdonvirta 2010, 26)
One such example is points, part of numerous incentive programs. Hsee, Yu, Zhang,
and Zhang (2013, 11) concluded that points as a medium of exchange (i.e when
goods are purchased with points, instead of directly with money) have a noticeable
effect on people’s purchasing behavior. According to the study, the medium created
an illusion of advantage, linearity, and certainty and caused test subjects to alternate
their preferences and choose the options that were less desirable without the

medium.
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Hamari & Lehdonvirta (2010, 26) suggest that many traditional marketing techniques
can be seen as game design patterns. Accordingly, the task of planning a marketing
strategy can be approach as creating a game design: a structure of choices,
limitations, and stimulus that engages the player/consumer into an interactive
relationship with a brand and its products or services. The aforementioned example
is an instance of utilizing game design patterns as marketing tools and multiple other
instances can be found across various marketing strategies; however, those hardly
can be called well-designed gamified solutions. According to Hamari & Lehdonvirta
(ibid.), such “marketing games” have a number of issues. These games are often too
simplistic, fail to engage for a long period of time, they are too easy to be exciting or
too difficult to be rewarding. On top of that, marketers’ commercial motives are

rather obvious, preventing immersion.

Hamari & Lehdonvirta (ibid., 26) suggest marketing managers to approach marketing
tasks as a game design challenge: to hire game design professionals and study
relevant literature on gamification topic. This approach will allow creating engaging
and immersive gamified solutions around one’s products or services. Attempting to
implement gamification without sufficient expertise in game design would likely lead
to the creation of obscure “marketing games”, while depreciating the marketing
aspect may cause missing out on means necessary to reach the business objective.
This implies that designing games and gamified systems should be approached
differently and collaboration of experts from both fields, marketing and game design,
is necessary to build an effective gamified system that would actively contribute to

business objectives.

2.2 Customer experience

2.2.1 Defining customer experience

According to Lemon & Verhoef (2016, 70), customer experience is defined as a
multidimensional concept focusing on customer’s cognitive, emotional, sensorial,
social, and behavioral reactions to interaction with the brand during the customer’s

entire purchase journey. In other words, customer experience is the customer’s
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perception and feelings caused by interactions with the brand throughout the
customer’s life cycle (Ameyo 2019, Gartner 2019). Experiences caused by
interactions may relate to various aspects of the company’s offering such as the
technology used, the brand itself or direct contacts between the firm and the
customer (Lemon & Verhoef 2016, 70). Even the smallest aspects, for example,
packaging or a notification e-mail, ultimately affect customer experience (Powton

2017).

According to Kriss (2014), investing in creating positive and satisfying customer
experience leads to an increase in revenue. In his research, Kriss found out that
customers who had the best experience spend 140% more in comparison with those
who had the poorest experience (Kriss 2014). Additionally, positive customer
experience contributes towards reduced customer retention costs, positive brand

image, customer advocacy, and customer loyalty (Ameyo 2019, Kriss 2014).

Nowadays, customers have significant influence over a range of marketing functions
(e.g. marketing communication, product innovation, customer acquisition, and
retention). This transfer of control over marketing activities can pose a significant
threat as well as potential opportunities for a firm. (Harmeling et al. 2016, 312) In the
last decade, the popularization of social media and digital technology development
led marketers to the conclusion that there are other ways a customer can contribute
to a firm or influence its processes, besides direct interactions. These ways include
discussing the brand on social media, leaving feedback on the company’s website or
referencing the company to a wider range of acquaintances online. (Gupta et al.

2018) This led to the development of the customer engagement concept.

Customer engagement is an important element of customer experience (Suthar

2019). Bowden et al. (2009) and Zhang et al. (2017) explain customer engagement as
the psychological process of constructing relationships between brands and external
stakeholders (e.g. customers) based on emotion and rational cognition. Additionally,
Brodie et al. (2011) define customer engagement as a repetitive, interactive process

where customer and organization co-create experiences in specific situations.

Pansari and Kumar (2018) defined customer engagement as “the mechanics of a

customer’s value addition to the firm, either through direct or/and indirect
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contribution”. A direct contribution can take the form of purchase from the firm,
while an indirect component of CE includes customer referral value, customer
influence value, and customer knowledge value. Customer referral value is the
customer referring others to make a purchase; customer influence value is the
customer discussing the brand on social media and influencing his social contacts
regarding interaction with the brand; customer knowledge value is the customer
providing feedback/suggestions on the firm’s products, services, processes. (Pansari

& Kumar 2018)

Additionally, successful engagement is times more effective than the efforts of more
traditional marketing means (Katz & Lazarsfeld 1995). Other potential benefits
include reduced acquisition costs, promoting customer-centric product innovation,
providing means to monitor behaviors outside of the core transaction, and
enhancing customer satisfaction and loyalty (Kumar 2013). Overall, research shows

that engaged customers provide 23% more revenue than average (Clarabridge 2019).

Harmelling, Moffett, Arnold & Carlson (2016) explain customer engagement as
“customer’s voluntary resource contribution to a firm’s marketing function, going
beyond financial patronage”. Additionally, (Noort et al. 2012) also state that
customer engagement is driven by motivation, outside of purchase behavior.
Harmeling et al. (2016, 316) emphasize that customer engagement should occur
organically as a response to marketing communications and product/services

experience without dedicated actions from the firm to motivate the customer.

To summarize, customer engagement can be defined as an interactive process of
building relationships between brands and customers based on emotion and
cognition, which organically motivates customers to bring additional value to the

brands, going beyond direct financial patronage.

According to de Mantos & Rossi (2008), organically occurred customer engagement
is more memorable and enders more trust. Engagements initiatives largely
motivated with economic incentives tend to be unreliable, short-lived, not cost-
effective and may make the firm vulnerable to customer abuse (Verlegh et al. 2013).
Additionally, extrinsic rewards tend to corrupt relationships (Liu et al. 2015) and

negatively affect intrinsic motivators (Harmeling 2016, 322).
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On the other hand, customer engagement marketing focusing on intrinsic motivation
tends to strengthen the psychological and emotional connection to the firm, to its
products and services, as well as to other customers (Harmeling 2016). Such
internally motivated initiatives often generate lasting memories, shifts in behaviors
and support longer-lasting customer engagement (Schouten et al. 2007).
Additionally, internally motivated initiatives stimulate the aforementioned value

contribution to the brand (Harmeling 2016, 322).

Thus, it can be concluded that effective customer engagement marketing should
focus on intrinsically motivating customers to form healthy, long-lasting relationships

and to deliver the best possible customer experience.

2.2.2 Digital customer experience

Digital customer experience accounts for experiences perceived through a digital

interface, for example, via a smartphone, tablet, or computer (Borowski 2015).

According to Accenture (2013), 49% of consumers believe that the best way to
improve the purchasing experience is to integrate online and mobile shopping
channels. Moreover, 89% of consumers conduct online research before making a
purchasing decision (Accenture 2013), and 82% of smartphone users would turn to
their devices to make this decision (Mooney & Johnsmeyer 2015). These findings
evidence that digital solutions are shaping essential marketing KPls and becoming an

essential part of customer experience design (Qualtrics 2019).

Borowski (2015) points out that it is important to distinguish offline and online
customer experience. Offline customer experience consists of a great number of
factors, including the behavior of other customers, temperature, lighting, music,
ambient noise, and physical location. Customers realize that some of those factors
are outside of business control, so they naturally set a lower expectation bar for

what accounts as satisfactory experience.

On the other hand, online customers are much more demanding. A study found out
that if a website page takes 10 seconds or longer to load up to 50% of consumers

would leave (Muther 2016). Microsoft researches found out that a website starts



21

losing traffic to competitors if it takes 250 milliseconds longer to load. Borowski
(2015) concludes that when customers have less favorable digital experience, they
immediately fault the company. Additionally, once the customer invests effort
involved in physically visiting the store, it increases his chance of making a purchase.
At the same time, it requires much less effort to visit a website or to open up an app
making the customer more likely to leave immediately if dissatisfying digital

experience occurs. (Loyalty Lion 2019)

To summarize, it can be concluded that digital customer experience is an essential
element of overall customer experience. With a higher risk of losing the customer
within a short time after first encountering the company’s offering comparing to the
physical environment, designing digital customer experience should be approached

with greater care, aiming for as polished experience as possible.

2.3 Octalysis framework

As a practical tool for analyzing data collected for this study, the Octalysis framework

will be utilized.

This framework was chosen as it demonstrates which gamification elements
associated with a negative experience (Black Hat) and which are with a positive
experience (White Hat). Additionally, it shows which elements act as intrinsically
oriented motivators (Right Brain) and which as extrinsically orientated. Thus, putting
gamification elements through the Octalysis framework would allow identifying how

exactly do they affect overall customer experience.

The Octalysis framework is the most famous gamification framework created by Yu-
Kai Chou (2020). The framework is based on prioritizing “human-focused design” that
optimizes humans’ motivation and respond to their emotional needs, instead of
“function-focused design” which focuses on pure efficiency and assumes that

workers will perform tasks because they are required to do so.

This framework identifies 8 core motivation drivers: Meaning, Empowerment, Social

Influence, Unpredictability, Avoidance, Scarcity, Ownership, and Accomplishment.
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Under each core, there is a summary of the most common game design techniques
to induce that motivational driver. Yu-Kai Chou states that everything a person does

is based on one or more of these motivational cores.

-Narrative -Beginners Luck
-Status Points -Elitism -Free Lunch
-Badges (Achievement Symbols) -Humanity Hero -Destiny Child
-Fixed Action Rewards (Earned Lunch) -Revealed Heart -Creationist

-Leaderboard
-Progress Bar
-Quest Lists
-Dessert Oasis
-High Five
-Crowning
-Anticipation Parade
-Aura Effect
-Step-by-Step Overlay Tutorial
-Boss Fights

Meaning

Accomplishment  Empowerment

-Exchangeable Points
-Virtual Goods
-Build from Scratch
-Alfred Effect
-Collection Sets
-Avatar

-Protection
-Recruiter Burden
-Monitor Attachment

Social

Ownership Influence

Scarcity Unpredictability

-Appointment Dynamics
-Magnetic Caps
-Dangling

-Prize Pacing

-Options Pacing

-Last Mile Drive

-Count Down Timer
-Torture Breaks

-Moats

-The Big Burn

Avoidance

-Sunk Cost Prison
-Progress Loss

-Rightful Heritage
-Evanescence Opportunity

-Status Quo Sloth
-Scarlet Letter
-Visual Grave

-FOMO Punch

(9 (O

-Milestone Unlocks
-Real-Time Control
-Evergreen Combos
-Instant feedback
-Boosters

-Blank Fills

-Plant Pickers
-Poison Pickers

-Friending

-Sacial Treasure/Gifting
-SeeSaw Bump

-Group Quests

-Tout Flags

-Brag Button

-Water Cooler
-Conformity Anchors
-Mentorship

-Sacial Prod

-Glowing Choice
-MiniQuests
-Visual Storyrelling
-Easter Eggs
-Random Rewards
-Obvious Wonder
-Rolling Rewards
-Evolved Ul
-Sudden Rewards
-Oracle Effect

Figure 3. Octalysis framework (Yu-Kai Chou 2020)

1) Meaning (Epic meaning & calling)
According to Yu-Kai Chou, people feel motivated if they believe they are part of
something meaningful, something bigger than themselves. This core correlates with
the Relatedness element of the SDT, where the need for Relatedness can be satisfied

with social interactions or being part of something with a “higher purpose”.

An implementation example of this core is Wikipedia. Numerous people spend their
time editing informational materials for no pay but for a higher purpose of providing
a neutrally written summary of mainstream knowledge on various topics (Wikipedia

2019).

2) Accomplishment (Development & Accomplishment)
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This core driver relies on the inherent human desire for growth and development.

This desire was identified by Deci & Ryan (2000, 76) in the SDT.

In the practice of gamification, this usually means unambiguously marking the
player’s progression. Furthermore, it is the most spread implementation of
gamification since PBL, most commonly used gamification tools, heavily emphasize

progression, thus, answering the accomplishment need.

3) Empowerment (Empowerment of Creativity & Feedback)
Yu-Kai Chou discusses that people are by nature creative, and taking part in a
creative process is enjoyable in itself. In gamification, Yu-Kai Chou identifies game
design techniques such as millstone unlocks, choices, and instant feedback to

cultivate this core driver.

In order for the player to creatively express himself, certain tools and frameworks
have to be provided. The game may start relatively simple, with limited functionally,
but as the player progresses, new tools are unlocked to handle the game’s
challenges. Instant feedback is utilized here not to reinforce the progression, but
rather to show whether the approach taken by player works, encouraging him to

keep brainstorming if the picked tactic was unsuccessful.

Yu-Kai Chou also points the importance of allowing to make choices. Not only
freedom of choice is an essential part of any creative process, but making
autonomous decisions also carries in additional meaning and motivation into activity.
This point correlates with autonomy and a sense of control mentioned in the SDT and

the flow theory.

4) Ownership (Ownership & Possession)
According to Yu-Kai Chou, ownership of something changes people’s behavior and
attitude with respect towards the subject of ownership. The fact of the possession
incites a desire to protect, improve, and accumulate the subject. This principle is
applied to virtual goods and commodities introduced across gamified systems. On a
more general spectrum, if a person invests time into customizing something (e.g
customizing avatar or customizing preference for a music streaming service), he

would also feel more ownership towards it.



24

5) Social Influence (Social Influence & Relatedness)

The core driver well covered as part of the SDT.

Driving social elements include companionship, mentorship, acceptance, social

responses as well as competition.

6) Scarcity (Scarcity & Impatience)
This core driver relies on the principle of recourse scarcity, cultivating a desire to
obtain these resources. This is a well-known principle in psychology and reinforced
by experts such as Robert Cialdini (Cialdini 2006). Some traditional marketing
techniques have been relying on this principle (e.g. limited offers) long before the
gamification emerged. In games, scarcity-based technique Appointment Dynamics
(come back in x time to get a reward) is often implemented. Such techniques incite
the desire to obtain limited goods, which would be less desirable in different

circumstances.

7) Unpredictability (Unpredictability & Curiosity)
According to Yu-Kai Chou, people’s intellectual conciseness is inherently lazy and only
wants to be disturbed when it is absolutely necessary, for example when the brain
encounters new information or when a threat is present. Once it falls into familiar
patterns, attention wanes. Thus, it is important to face a person with a reasonable
amount of new, unexpected information to maintain one’s interest and engagement.

In gamification, random rewards and events are often utilized for this.

8) Avoidance (Loss & Avoidance)
This core principle relies on the fear of losing something, representing our time and
resources investment, or having undesirable consequences, such as punishment.
This principle also spreads to fear of losing an opportunity, not acting on time. In
games, fear of loss can be represented in punishment for your character death (e.g.

losing in-game currency or points) or losing daily rewards by not logging in time.



25

Meaning

Left Accomplishment ~ Empowerment R ig ht
Brain Brain

Social

Ownership Influence

Scarcity Unpredictability

Avoidance

Figure 4. Left Brain & Right Brain Drivers

Left Brain & Right Brain Drivers. Within the Octalysis framework, core drivers are
allocated in a way to represent two sides of the brain, explaining the nature of core
drivers. That way, Right Brain Drivers are more related to creativity, social aspects,
and self-expression; these core drivers are intrinsic motivators. On the other hand,
Left Brain Drivers are more related to logic, ownership, and calculation; these core
drivers and intrinsic motivators. It is important to note that this representation is not
scientifically based, but rather symbolic, to make the framework easier and more

effective to use.
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White Hat Gamification

Meaning

Accomplishment ~ Empowerment

Social

Ownership Influence

Scarcity Unpredictability

Avoidance

Black Hat Gamification

Figure 5. White Hat & Black Hat Gamification

White Hat & Black Hat Gamification. Additionally, another element of the Octalysis
framework is that core drivers at the top of the octagon are considered by Yu-Kai
Chou as positive motivators (White Hat), while ones in the bottom — negative (Black
Hat). In other words, if something motivates via expressing creativity or skill mastery,
those are positive motivators. If something motivates via fear of loss or avoidance of

negative consequences, those are negative motivators.

Black Hat drivers aren’t necessarily bad drivers. They can be effectively used to
accomplish healthy results, however, unlike White Hat drivers, they won’t make the
system user feel good. Thus, such negative motivators shouldn’t be relied on too
much, otherwise, they might encourage the user to leave the gamified system to

avoid constant pressure.
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3 Methodology

The research question of this study is: “how gamification affects customer
experience in the digital environment?” This chapter will present research approach
and strategy chosen to answer this question, research context, data collection and

data analysis processes, and means taken to verify the results.

3.1 Research approach

There are two possible research approaches, inductive (quantitative) and deductive

(qualitative) (Saunders et al. 2009, 3).

The deductive approach is used to develop a hypothesis or hypotheses based on
existing theory, and then the research approach is formulated to test it (Silverman
2010, 214). This approach is based upon development from general to particular:
first, the general knowledge base and theory are established, then, the specific
knowledge gained from the research process is tested against it (Kothari 2004). The
deductive approach is characterized by having a structured theoretical framework
and methodology, operationalizing of concepts in a way that allows testing facts
guantitatively, and having an option to statistically generalize obtained data

(Saunders et al. 2009, 125).

The inductive approach enables to create a theory from gained data instead of
adopting an existing one (Saunders et al. 2009, 126). In this approach, no framework
initially informs the data collection, and the research focus can be formed after the
data was collected during the research process (Flick 2011, 150). However, even
though the inductive approach allows the creation of new theories, it is possible that
analyzed data might fit into one of the existing theories (Greener 2008, 18). The
inductive research approach is typically used for qualitative research. Interviews, as
an approach of collecting primary data, are carried out concerning specific
phenomena. Once the data is collected, it may be examined to find patterns between

respondents’ answers. (Flick 2011, 150)
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Research types can be broadly divided into two categories, quantitative and
gualitative (Kananen 2011, 36). Quantitative research focuses on the collection of
numerical data, a summary of the data, and concluding inferences from the data
(Herbst & Coldwell 2004, 15). On the other hand, qualitative research is based on
emotions, feelings, sounds, words, and other types of non-numerical data.
Information is considered qualitative in nature, and mathematical techniques cannot

be applied to analyze such data (Herbst & Coldwell 2004, 13).

An inductive, qualitative approach was chosen for this study. The qualitative
approach was chosen due to the lack of numerical data available since interviews
were the primary data collection method. An inductive approach was chosen as it
was impossible to preestablish strict methodology and theoretical base due to the
nature of the topic as well as its relative novelty. Additionally, an exploratory
research design was chosen due to the lack of prior research on the topic to conduct
formulaic research. This research design approach would allow informing further

research on the subject (Neuman 2003, 107).

The research strategy chosen for the study is grounded theory. Grounded theory is a
gualitative method based on an inductive research approach whereby patterns
identified from the data as a precondition for the study (May 2011, 153). This implies
that the results are derived fundamentally from the conducted research, instead of
examining whether it fits with the pre-existing framework (Flick 2011, 55). This
strategy was chosen as the qualitative nature of the topic, and limited prior research

doesn’t allow constructing sufficient pre-existing framework.

For this study, a cross-sectional time horizon was chosen, a horizon characterized by
limiting the study to a specific time frame (Saunders et al. 2009, 155). This is justified
by the time constraints and the lack of resources available for designing a

longitudinal horizon study.
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3.2 Research context

Interviews with relevant experts were utilized as data collection method for this
study. To find experts with knowledge and experiences relevant to the study subject,

the researcher utilized his own network, selecting three participants in the end.

The first expert is an entrepreneur, co-running his own company. He has rich
experience of implementing gamification elements and gamified solutions across
various web and mobile applications. Additionally, he has an in-depth expertise in

the nuances of the customer-facing digital environment.

The second expert is a freelance marketing consultant and has experience of working
in a creative marketing agency. He provided strategical guidance in regards to how

and when gamified solitons should be implemented.

The third expert is a senior lecturer in an educational institution. He has practical
experience of designing and creating video games. He has profound understanding of
gamification principles and academical ground behind them. Particularly, from

utilization of gamification in educational practices perspective.
Further into the paper, interviewees are referred as 1, 2, and 3 accordingly.

All collected data for this study is based upon knowledge and opinions of the

aforementioned experts, thus, may be affected by their biased views.

3.3 Data collection

The primary method of data collection for this study was semi-structured, in-depth,
face-to-face interviews. Semi-structured interviews cover a range of themes with no
strict structure, thus, questions may vary depending on the discretion of the

researcher (Saunders et al. 2009, 320).

The semi-structured interview method was chosen due to the inductive, exploratory
nature of the study. No strict pre-defined theoretical framework and ground theory

as a research strategy would not allow structured interviews to gather sufficient
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amounts of in-depth data, while unstructured type had a risk of drifting away from

the study subject to irrelevant topics during the interview.

According to Creswell (2009, 98), interviews are beneficial when direct observation
of participants is not possible, and historical information is required. It was the case
for the study, since direct observation is only possible in a longitudinal horizon study,
and in a cross-sectional horizon study, historical data is required to build an

understanding of gamification effect on customer experience.

At the same time, interviewees might give bias responses due to the presence of the
researcher as well as due to participants' views shaping provided information
(Creswell 2009, 98). The researcher attempted to neglect this threat to the study’s
validity by structuring interviews to get the most objective responses in the given

context.

Due to the explorative nature of the study and lack of unified points of view on the
study subject, participants were chosen to have diverse experiences and expertise

regarding gamification.

The first specialist had practical experience of implementing gamified solutions in the
digital environment. The second specialist, a digital marketing expert, took part in
several digital gamification projects as a strategy coordinator. The third specialist is
teaching and researching gamification from an academic standpoint, particularly

focusing on how gamification can engage a user in the digital environment.

Two interviews were conducted face-to-face and were recorded with a self-phone
audio recorder. One interview was conducted remotely with Zoom software and was
recorded with a build-in Zoom recorder feature. Each interview took from 40 to 60

minutes.

3.4 Data analysis

The data analysis consisted of 4 consecutive steps: organizing data, coding data,

drawing conclusion from coded data, representing findings.
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For the first step, interview data were transcribed from audio format to the text
format to simplify the data analysis. Additionally, one of the interviews was

conducted in the Russian language, so it had to be translated first.

Edited transcription approach was utilized to make data more readable, thus, easier
to analyze. Edited transcription includes only relevant parts of the audio files,
removing any stuttering, interjections, or sometimes whole words/sentences
irrelevant to the interview subject. This approach sacrifices the exact context of the

discussion but significantly improve the readability. (Donders 2018)

This chose is justified by two main reasons. First, one of the interviews had to be
translated into the English language from Russian. Due to language differences, it
was impossible to transcribe the interview word to word. Second, due to the semi-
structured nature of the interviews and prior acquaintanceship of the research with
all participants, sometimes discussions switched to topics completely irrelevant to

the study subject.

For the second step, data were coded by themes and theme subtopics. Since the
research strategy chosen for this study is grounded theory, the themes derived from
the data, contrary to deriving from the pre-defined theoretical framework. The
researcher repeatedly studied transcribed interviews in search of relevant to the
study problem themes mentioned by each of the three participants. In the end, 4
common themes were identified: digital customer experience, positive effect of

gamification, negative effect of gamification, and additional findings.

For the third step, based on the pre-defined Octalysis framework and the

researcher’s judgment, conclusions were drawn from the theme organized data.

Finally, those conclusions were visualized in the form of the text, images, and theory
was formalized regarding the effect of gamification on customer experience in the

digital environment.
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3.5 Verification of the results

According to Kananen (2011, 66), reliability and validity concepts are difficult to

verify in qualitative research, as they were originally meant for quantitative research.

Furthermore, unlike quantitative methods where a copy of the questionnaire and
statistical results can be provided in the appendix as evidence of findings, qualitative
research methods don’t allow providing full evidence in such an immediately
accessible manner. Thus, data included in the study is selective but presented in a
way to construct a meaningful, holistic picture. (Moghaddam 2006) Therefore, in the
case of grounded theory research design, it is important to track the process is it
evolves and to point out critical breakthroughs in terms of theory formation

(Goulding 1999, 20).

Overall, grounded theory is often criticized due to its methodology stressing the
importance of generating a theory at an expense of theory verification and validation

(Haig 1995).

This study takes the perspective of the Barney G. Glaser grounded theory approach.
According to Glaser, "The goal of grounded theory is to generate a conceptual theory
that accounts for a pattern of behavior which is relevant and problematic for those
involved. The goal is not voluminous description, nor clever verification." (Glaser
1978, 60) Mr. Glaser questions the traditional Qualitative Data Analysis approach and
sees it as somewhat suboptimal as it forces the data to be analyzed strictly according
to the pre-defined theoretical framework and prevents emersion of concepts and
findings which could have been derived from the data without limitations of QDA.

(Glasser 2004)

Thus, the main validation method used to verify the results of this study is a constant
comparative method. According to Glaser (2004), this method enables theory
generation through systematic coding. Three types of comparison are involved in the
process. Incidents are compared to incidents, establishing uniformity and varying
conditions of them. The uniformity and the conditions turn to concepts. Then,

concepts are compared to more incidents to generate more concepts and
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hypotheses. Finally, concepts are compared to concepts to identify best fitting

concepts, merge them with the hypothesis, and establish a theory.

The utilization of the constant comparative method was possible due to the
extensive practical gamification experience of all the participants. This lead to a lot of
practical examples of gamification implementations being mentioned during the

interviews, allowing the comparison of incidents to incidents.

Overall, the research admits the lack of validity and verification in this study from a
traditional QDA point of view. However, the nature of the study subject, time
constraints, lack of resources, and data available convinces the research to adopt

such a controversial research approach.
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4 Reserch results

This chapter will present the study findings resulted from the analysis of the

collected data. The analysis was approached in the following manner.

The first step was to go through the transcription of the interviews, identifying four
common themes between the three interviews, which are represented in Table 1.

Subsequently, theme coded data was organized in an Excel sheet.

The second step was to go through common theme coded data to identify more
narrow themes, expanding each of the common themes by several subtopics.
Subtopics of each common theme are represented in Table 2, Table 3, Table 4, and

Table 5.

The final step was to put fully coded data through the lenses of the Octalysis
framework for subtopics, where it was applicable. In the end, findings retrieved from
the data were presented in the Research results chapter, utilizing quotes of the

interviewees for greater presentation clarity.

Table 1. Main themes identified from the analyzed data

Digital customer experience

Negative effect of gamification

4.1 Digital customer experience

In order to identify how gamification can affect the customer experience in the
digital environment, it was decided to explore what distinctive features digital

customer experience has. As all three interviewees had extensive experience of
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working with digital technologies, they could provide an in-depth insight into this

topic.

Table 2. Digital customer experience subtopics

Digital customer experience
Instancy/rapidity

Process guiding

Process smoothness
Process predicatbility
Entertainment

The first identified feature of positive digital customer experience

is instancy/rapidity. In this case, instancy/rapidity is not only about technical aspects
(e.g how quickly the web page loads or how quickly application starts up), but also
about catching the person's attention instantly, not allowing him to leave. Whatever
message is being delivered through a webpage or application, it should be clear and

straightfoward for everyone.

“fl umero 8eudy, Ymo 8 OHAAlIH Mbl 00AXEH CPA3Y 3AUHMEPeCcO8aMb Yesa08eKa. [lomomy Yymo, eHe
OHAaliHa, ecau Yesa08eKa 3anymasca uau He 3auHmMepecosaH — OH Moxtem Crpocume
meHedxepa/KoHcynbmaHma. B oHnaliHe, ecau yenosexky He UHMePECHO, e2o0 Mo He npusaekaem —
OH npocmo cpasy ytidem. ... Celiuac, 100U Npo8odam 8 cemu o4eHb MHO20 8pPEMEHU, Yepe3 HUX
1poxoo0um mak MHO20 UHgopmayuu. PaHbwe, ntodu bblau 6osnee meprneanussi 8 cemu, HO €
passumuem UHMepHema aA00u cMasnu nposodumes MeHbWe 8peMeHU Ha cmpaHuye. Ecau ymo- mo

CAUWKOM MedneHHoe, ecsiu Ymo-mo HeuHmepecHO — OH rpocmo yxodum.”

“I mean, in the digital environment, you have to immediately interest a person. Because in a non-
digital environment, if the person is not interested right away- he can ask the manager/consultant. In
digital, if the person does not find something interesting, attractive — he leaves immediately. ...
Nowadays, people surf the net so much, consume so much information. In the past, people were more
dedicated to whatever are they doing on the internet, but with the development of the internet, people

spend less time on a page. If something is too slow, if something is not interesting — he just

leaves.” (1)
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One reason justifying the importance of instancy/rapidity would be an increasing
amount of content people face on the Internet. There is heavy competition for users’
attention. If the message is not clear or technology is lacking, disrupting the

customer experience, users are very likely to leave for the competitors’ content.

Additionally, the instancy/rapidity feature goes in line with Loyalty Lion (2019) point
of view, stating that since the customer invests less time and effort into opening an
app or visiting a website (in comparison with visiting the physical store), he/she will

be more likely to leave should unsatisfying experience occur.

Another important element of digital customer experience is process guiding. In the
digital environment, the user has to be constantly guided whether he is being
convinced to buy something, being informed about something, or processes are part
of the company’s product/service. This will prevent the user from getting confused
and leaving as well as will allow incentivizing him to take certain actions, beneficial

for achieving business objectives.

“Ewje 00uH 8axcHbIli MomeHM 3mo Hanpasaame aAdeli 8 npoyecce. [lo moemy oneimy, celivac A100u
He 16am pazbupamescs camocmoamesnsHo 8 oHAaliHe. [laxce ecsu 3mo He MAK C/I0XHO, OHU 8ce
pasHo He 6ydym amum 3aHumMamecs. Moxcem b6bims, paHble 03epsbi ObiU 20MO8bl K MOMY Ymobbi
pa3bupamosca camocmoamesibHO, HO celi4ac 8ce MPUBbLIKAU K MoMy, 4mo Um ece rnokassiearom. Hado
6yK8asnbHO 6pameb atodeli 3a PyKy U MOKA36I8aMb UM YMO Mbl OM HUX XOYelWb, Pa36/eKas Ux 8

npouyecce.

Ecnu mel senu nrodell wiae 3a wWia2om, NOCMOAHHO MOKA3b6I18ASA YMO HYMXHO dename, KOHeepcuA bbina

HAMHOeO0 8blwe, 8 CpaBHEHUU C mem, K020a Mbl 0CMasAAAU Ux pa36upambc;=l camocmosmersnobHo.”

“Another important factor is to guide people through the process. From my experience, people in
digital don’t like sorting out things on their own nowadays. Even though it might be not challenging to
do, they still would rather leave. Maybe in past users been more loyal to not being guided, but now
people are used to be guided. You have to literally take their hands you lead them wherever you need,

entertaining them in the process.

If we guided users step by step, constantly telling them what they should do, the conversion rate was

much higher in comparison with when we left them to sort out anything on their own.” (1)

In addition to guiding, there are some other digital customer experience features

related to processes.
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One is the overall smoothness of a designed process, meaning that the process
should be clear and structured, and the user shouldn’t be distracted by any technical
or design flaws. Of course, this would also relate to non-digital customer experience.
However, in the context of the digital environment, process smoothness plays an
even greater role since, as was mentioned before, customers are much more

demanding and less forgiving in the digital environment.

On top of that, the user should be aware of where the process leads him. It doesn’t
mean that the element of predictability should be completely excluded from the
process design. However, the user should have a general understanding of what is

happening, what is going to happen next, and what would be the outcome.

Another notable feature of positive digital customer experience is not to overwhelm
the customer with information. Whatever message is being broadcasted, it
shouldn’t be delivered in one, gigantic piece (e.g. “wall of text”), but instead, it
should be split into smaller, digestible pieces. People generally feel more
comfortable dealing with smaller pieces of information in comparison with taking it
all at once. Thus, such information splitting techniques are used for comforting the

user, not forcing him to make an extra effort, improving the experience.

“fA 3amemus umo 0s1uHHbIE hopmbl, boabUIUE KYCKU UHGOpMayuu He pabomarom, 0axce ecau
UHGOPMaLUA 8aXHA U M0e3Ha 0415 103epd. bobWUHCMBOo NPOoCcMo He MoXtem nepesapums 3mo,

OHU CPa3y Xe mepaom uHmepec, KK mMosbKo 8UOAM MHO20 UHGOPMayuu cpasy.

Y MeHsA coxun0cs srneyamseHue Ymo, 8o-repesix, Atodeli nyaaem ko20a 60s16wWoe Koauyecmeo
UHGopMayuu 8bi0aemcs cpasy U, 80-8MopPLIX, AOOU MPOCMO HE Mo2ym 80CAPUHUMamMb boabuiue

KYCKU UHopmayuu.”

“One thing I've noticed that long forms, large chunks of information do not work, even if the
information is useful for the user. A lot of people just cannot process it, they lose interest as soon as

they see large chunks of information.

I had the impression that first, people are just scared off by large amounts of information/work given

at once, and second, people are simply not able to digest such large chunks.” (1)

One major topic, that came up during all three interviews, was that people always

want to be entertained.

“Umobbl ntodu He 0enasu, oHU 8ce20a Xomsam pPa3enekamsocs, Moay4Yame KaGKUe mo no3umusHsle

amouuu. ... [To cymu, Ham ece20a Hy#CHO pa3esekamocs.”
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“Whatever people do, their main goal is to be entertained, to have fun, to get some positive emotions.

... We are by nature need to be entertained.” (1)

Interviewees agreed that whatever people are doing, whatever their goals are, they

always purse getting positive emotions, enjoying themselves, and having fun.

Having fun can be hard to define from a scientific standpoint. However, Self-
Determination Theory attempts to explain why people get positive emotions from
certain actions. It explains that certain actions are aimed at satisfying internal,
psychological needs of Autonomy, Competence, and Relatedness, which aren’t that

obvious to us as physical needs.

In regards to gamification, in the Octalysis framework Yu-kai Chou (2020) breaks
down how each gamification element affects us emotionally and how they can

contribute to satisfying aforementioned needs.

The next subchapter will present how gamification can positively affect the digital

customer experience.

4.2 Positive effect of gamification

Before diving deeper into findings, it is important to note that all of the interviewees
agreed that it is difficult to precisely measure the effect of gamification on digital

customer experience.

“If you are thinking from a marketing point of view, engagement, loyalty to the brand is also difficult

to measure. Overall, it is quite hard to precisely measure the effect of gamification.” (3)

First of all, it is not easy to measure the customer experience itself. Most companies
use surveys and questioners to determine customer satisfaction. However, such
approach allows measuring customer experience only from one perspective, leaving
aside full grasp of experience versatility. (Gartner 2020) Additionally, when using
surveys, customers might be not motivated enough to invest time in leaving genuine,

in-depth feedback.
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Another challenge with measuring the effect of gamification comes from users rarely
consciously noticing implemented gamified elements to give clear, constructive

feedback.

“Mo moemy onbimy, 60a6WUHCMBO At00ell He 3aMevano anemeHmel [eelimudukayuu], Komopeslie Mol

8800usuU. OHU He 0CO3HABAAU UX Npucymcmeue U He Mo27au 0admb KOHKpemHbil ¢puob3K.”

“From my experience, people mostly didn’t consciously notice [gamification] elements we

implemented. They didn't register them to give any clear feedback.” (1)

In addition, sometimes it can be challenging to simply tell apart gamification

elements and other elements of engagement.

“When coaching, | was focusing on how to engage final users of the game/application. And it is
actually hard to draw a line on where the gamification starts and what are other kinds of engagement.
... If you are talking from a research point of view, sometimes it is hard to tell which gamification

elements really work.” (3)

Table 3. Positive effect of gamification subtopics

Difficult to precisely measure the effect of
gamification

Accompishment core dirver instruments
Action feedback

Positive effect of Black Hat elements
Additional value of gamification

However, despite these challenges with measuring the effect of gamification, all of

the interviewees agreed that it generally positively affects the customer experience.

“Mbi omnpaensnu CX onpocHUKU, U 100U oyeHusanu CX sblwe ¢ 3nemeHmamu 2elimugpuxkayuu, yem
6e3 Hux. OOHAKO, Mbl He CMO2/1U OUeHUMb KaK KaxcOblli omoesnbHbll 31emeHm noseausan Ha amom
onbim. A AUYHO CYUMA0 YMO H3epPam HPABUAUCL 3MU 3AeMeHMbl, HO Y MeHA Hem OaHHbIX Ymobbl

noomeepoums amy 002a0ky.”
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“We did some CX surveys, and people rated their experience as more positive with gamification
elements than without. However, we couldn’t evaluate how each, separated element affected the
experience. | personally think they enjoyed these features, but | don’t have data to base this

assumption.” (1)

“I believe that gamified elements can truly engage people. They make people loyal to the brand, make

people come back to the website/app. (3)

Out of a great variety of gamification instruments, interviewees pointed out a few
ones that proved to be effective in reaching business goals and improving customer

experience.

The first set of instruments belongs to the Accomplishment core driver. According to
Yu-kai Chou (2020), Accomplishment belongs to White Hat, Left Brain core drivers,
meaning it incentivizes intrinsic motivation and appealing to the rational side of the
brain. Since it motivates intrinsically, it aims at satisfying internal needs, meaning it
should bring positive emotions. This core driver includes gamification techniques
such as earning badgers for achievements, leaderboards, progression bars, status

points, and others.

One of the interviewees gave an example of how a progression bar was used to put

users through the registration process.

“Mbi nposoOuu skcriepumeHm, y Hac bbiaa 0AUHHAA pe2ucmpayuoHHaA (hopma u hpopma pazbumas
HQA HECKO/bKO He B0os1bWUX KYCKO8, C MPUKPYy4YeHHbIM 6apom npozpeccuu. @opma pazbumas Ha mMmanble

KYCKU ysenuyusaa KoHeepcuio 8 08a pasa.”

“Once we conduct an experiment, we had a long registration form to fill and a form separated into
small chunks with a progression bar on top of it. Separated form improved the conversion rate twice.”
(1)

This also shows how a progression bar can be utilized to deliver information in
smaller pieces and to guide the user through the process, ultimately improving the

customer experience.

Another example was points implemented in a forum-like website. These points
allowed users to unlock special platforms features and to earn a badge for a certain

amount of points. Additionally, those points could be gifted to other users.

“Mei cOenanu nouHmel, pelimuH208yr0 cucmemy, Komopble MOXHO 6bis0 NoaAYy4UMS 34

KOMMeHmMuUposaHue, peayriApHbie rnoceweHusA, naliku meoux nocmos U mak 0asee. MoxHo 6biau amu
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rnouHmel nepedasame Opyaum 03epam, MOXHO Obls10 UX M0aY4amMb OM HUX, MOXHO ObliU OMKPbIMb
crneyuasnsHole hudu, Mo#HO 6bia0 noay4ume ambaemy 3a ornpedenéHHoe Koauyecmaso nouHmos. 1

amo cpabomarno, n0dAM MoHpasuaoce.”

“So we implemented points, a rating system, you could get for various actions like commenting,
regular platform visits, getting your posts liked. You could give those points to other users, you could
receive them, you could unlock special features with it, you could get a badge for a certain amount of

points. And it worked, people liked it.” (1)

Additionally, it is important to point out that points themselves hold no additional
value to the user. They have to be used to unlock special features, to earn a badge,
or to rank higher in the leaderboard. Simply adding points with no accompanying

mechanics won’t benefit to customer experience.

“Mourmesl camu o cebe, 6e3 Hazpada, He pabomatom. OHU beccmbicsieHHbl. Ho ecau 3a HUX MOX(HO

Ymo mo noay4Yume — moaoa 0a, t0U HAMHO20 oxomHee bydym cmapameca ux 3apabomame.”

“Points on their own, with no reward behind them, won’t work. They are meaningless on their own.

But if you can get something for them — then yes, people would be much more eager to earn them.” (1)

In this particular example, points also correspond with Ownership and Social
Influence core drivers, both of which are neutral drivers, not belonging to White or

Black hat gamification.

In both examples, gamified solutions led to people spending more time on the
platforms, to improved conversion rates. Additionally, Yu-kai Chou states that
utilization of the Accomplishment driver leads to a positive experience, which was
also proved by conducting CX surveys for both cases. Thus, it can be concluded that

these gamification techniques improved the customer experience.

Another technique that demonstrated itself effective for enhancing customer
experience is action feedback. Since action feedback is a response to a user action, it
can relate to multiple core drivers. For example, action feedback can take the form of
a progression bar when filling a form, earning points for posting a comment, a visual

effect from pressing a button.

“B yacmHocmu, 2oeops rpo bap npozpeccuu, OH NO3UMUBHO 8/1UAA HA OMbIM MAK KAK /00U
10AYy4aAU KAKyo mo 0bpamHyto peaxkyuto, pezyaemam ux delicmeuli. CX onpocHUKU NOKA3aau Ymo
00U nbam uHgpopmayua pazbumyio Ha Hebonbuwiue KyckKu u ¢pudb3ak, sudUMble pe3ys1bmamel mozo

ymo oHu deaarom.”
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“Particularly talking about progression bar, it affected positively since people got some sort of
feedback, results of their actions. From CX surveys we conduct, it was clear that people liked smaller
chunks of information, as well as some sort of feedback, visible results from whatever they are doing.”

(1)

“Another example [of effective gamification element] we found was an immediate response. That’s if

you do something — you get some kind of reward.” (3)

Unlike the physical environment, the digital environment is non-native to people, so
it is much easier to get lost there. Thus, for providing the best possible experience, it
is important to constantly guide the user and give appropriate feedback to his

actions, even when it is as primitive as giving a button visual effect.

“Moyemy celiyac o4eHb MHO20 KHOIMOK 8 OH/aAliHe, 8 MPUIOHEeHUAX UMEmM KaKol mo 8u3yasbHsil unu
38yKosoli agppekm? /1lodu xomam sudemes, ec/u OHU YmMo-mo 0eanarm — 4mo-mo npoucxooum 8

omeem, dasali KAK020-mo poda ¢udbsk, daxce makol npocmodi.

3mo HACMObLKO PACIPOCMPAHEHHO, YMO ecsIu KHOMKA He UMerm KAKo20 Mo npocmo ¢udb3k
agppekma — nrodeli amo bydem cmyuw,ams, U OHU He b6ydym noHumams pabomaem U KHOMKA

soobuwe.”

“Why nowadays a lot of buttons on the internet, in apps have some kind of visuals effects, sounds?
People need to see that if they do something — it does something back, giving you some kind of

feedback, even as simple as that.

It is so common nowadays that if the button doesn’t have this simple feedback effect — people get

confused and question themselves if the button even works or did it break down.” (1)

However, it can be argued that visual response from pressing a button is not a
gamification element but rather an interface design element. This is one of the cases
where it is difficult to draw a line between gamified solutions and other engagement

elements, making exploration of gamification effect even more challenging.

Finally, it was noted that the utilization of Black Hat gamification techniques does

not necessarily result in negative customer experience.

“It is possible to use both hats elements for positive experience and vice versa.” (Mikkulainen 2020)
For example, gamification techniques related to the Unpredictability core driver can
be used to enhance the customer experience. The most common gamification
solutions incentivizing this core driver would include random rewards, sudden

rewards, and other random, unpredictable events. Yui-kai Chou (2020) points out
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that this is a mostly harmless core driver. However, this is also the primary factor

behind gambling addiction.

As for the positive effect of the Unpredictability, it can drive curiosity and keep the

user engaged and interested in what is going to happen next.

Avoidance is another Black Hat core driver that can be utilized without negative
consequences for the experience. One example given by the interviewee is related to
e-commerce. Sometimes, people go through the entire process of picking certain
goods, adding them to the check-out cart, but then they leave the website instead of

buying items in their carts.

In order to prevent this from happening, avoidance core driver can be utilized. Once
the customer added several goods to the cart, a pop-up message offering to check
out now for a 5% discount. Should the customer leave anyway, the discount will fade

away.

According to Yui-kai Chou (2020), fading away opportunities have strong utilization of
the Avoidance core driver as people feel like they must immediately not to lose the
opportunity forever. Thus, the aforementioned example should be a strong
motivator for customers to finish a buying process. Additionally, since the Avoidance
wasn’t an initial or primary core driver for this process, users are less likely to get
negative experience out of it. However, it is important to note that the
overutilization of this core driver is likely to lead to negative consequences to the

customer experience.

To summarize, all of the interviewees agreed that gamified systems, if designed
correctly, provide additional value to the users. Even though gamification might
manipulate people into taking actions they otherwise wouldn’t have taken, it also
provides positive emotions. Apart from reaching business goals such as increasing
sales or conversions, gamification also brings value by intrinsically motivating users

and their satisfying internal needs.

“I think gamification, apart from business objectives such as sales, brand awareness, etc. also simply
bring people good time, good experience.” (2)

“Of course, gamification is manipulation of people’s subconsciousness but that not the only thing

there. People also get genuine fun from using gamified systems.” (3)
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At the same time, all of the interviewees agreed that gamified solutions do not
deliver exclusively positive customer experience. A poorly designed gamified system
can deal more harm than good. Even reliance purely on White Hat core drivers

doesn’t guarantee positive customer experience.

The next subchapter will present findings regarding the negative effect of

gamification on customer experience.

4.3 Negative effect of gamification

Table 4. Negative effect of gamification subtopics

Negative effect of gamification
Different perception

Addictive nature

Manipulating with Black Hat elements
Poor design

Even well designed gamified systems can cause negative customer experience. One
reason for that is a different perception. Gamification is not a universal tool, and
different people perceive things differently. For some, even the most effective

gamification elements can be unnoticeable, useless, or irritating.

“Kpome moeo, nodobHble Hebosbuwiue 3nemeHmel [2elimugpurkayuu] delicmsyrom Ha 8cex Mo-pasHOMY,

Kmo-mo ux uzHopupyem, um ece pasHo.”

“Additionally, these kind of small details [gamification elements] do not affect everybody in the same

manner, some people just ignore it, they don’t care.” (1)

A well designed gamified system would bring a positive experience to a heavy
majority of users. However, there also will be users who might find gamification
elements annoying and distracting from their original goal of visiting the

website/application.
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Similar to video games, another downside of gamified systems is their addictive
nature. Of course, due to the number of design differences, gamified systems aren't
as addictive as games. However, addiction is still something that can negatively affect

long-term relationships with customers.

“Gamification certainly can bring you a good time, however, they also might be addictive to the point
you don’t enjoy them but keep playing anyway.” (2)

In the short term, creating a very addictive gamified system can be beneficial for the
company. However, in the longer term, the customer might feel anxious and stop
enjoying the process while keep using the system out of habit. It is particularly
noticeable if the system is aimed at manipulating users into taking designated actions

instead of bringing additional value.

Overall, gamification has a number of tools to manipulate users into taking certain
actions at the cost of customer experience. These tools will exploit Black Hat core
drivers such as Scarcity, Avoidance, and Unpredictability, resulting in the user taking

the intended action but getting negative experience and being left unsatisfied.

This approach is focused on very short-term benefits for the company and doesn’t
have a goal to retain the customer. Most of the modern business models focus on
keeping customers for the long-term. However, there are also business models

where such approach can be utilized.

Finally, a poorly designed gamified system can be a source of dissatisfaction than a
source of added value for users. Even with reliance on purely White Hat core driver,
not thought out gamified system (e.g. points are meaningless and have no function
apart from earing them; badger are accessible for everyone from the get-go instead
of displaying certain achievements; etc.) will be unnoticed at best or annoying and

irritating at worst.

4.4 Additional findings

Due to the semi-structured nature of the interviews, the subject of interviews

occasionally drifted away from the research main subject. This resulted in several
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findings that do not demonstrate the effect of gamification on customer experience

but showcase other features of gamification.

Table 5. Additional findings subtopics

Gamification helps to reach business
objectives

Gamification is more effective with
younger audiences

Gamification will evolve and spread in the
future

First such finding is that gamified solutions improved KPIs and helped achieving

business objectives.

“Kaxcoelli pasz 2elimughukayua enausana noaoxcumensHo. lpodaxcu, KOHeepcuu yeeau4ueanucs.”

“Every time gamification elements affect positively. Increased sales, conversions.” (1)

Even the simplest, most primitive gamification elements increased sales,
conversions, time spent on website/application. These elements managed to catch

the users' attention and interest, guiding them through intended processes.

The second finding is that gamified solutions are generally more effective with
younger users, aged roughly below 30 years old. This conclusion emerged from two

factors.

The first factor is that younger users demonstrated less patience in the digital
environment. They are less likely to leave once they get confused or lose interest.
They are less dedicated than older users to sorting out how website/application and
what is in it for them. Younger users tend to leave and move on as soon as they face
the smallest dissatisfactory experience. Application of gamification reinsures positive

experience for them.
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“HasepHoe, Hesb3sa cKA3amb, Ymo 3mo ¢hakm umo ro3epsbl nocmapuwe 6oaee cocpedomoyeHHbl 8

OHnaliHe, HO Y MEHA C/1I0XUsI0Cb 8rieyamsieHUe, Ymo Yem MOsI0H(e H03ep — mem bonee oH becrneyeH.”

“Perhaps, you can’t say that it is a fact that older users are more careful with whatever they are doing

in digital, but | got the impression that the younger a user is — the more careless he is about it.” (1)

The second factor is that gamified solutions demonstrate themselves to be more
effective with younger users. They keep younger audiences on the
website/application for a longer time, they drive greater sales and conversion

numbers, in comparison with users of older age.

Finally, all of the interviewees agreed that gamification will evolve and will be even

more spread in the future.

“O0uH U3 mpeHoo8 2eliMuuKauuU 3aKA04aemca 8 MOM, YmMOo OHA 380/10UUOHUPYem, CMAaHO8UMCA
b6onee uzowpéHHol. PaHblWe, NpuMUumMuUBHbIX 3AemeHmos, Ha nodobuu NouHmMos uau 6adxepos,
661710 docmamoyHo. Celivac yce, 8ce Ux UCMoAb3yom, U A00AM bosabwe He UHMepecHsl makue

npumMumuseHsie peweHus.”

“One particular trend is that gamification is evolving, becoming more sophisticated. Earlier, primitive
gamification elements such as PBL were more than enough. Now, everybody does this, and people

aren’t that interested in such primitive solutions.” (1)

As competition in the digital environment for peoples’ attention grows, gamified
systems will be more spread. Since they provide additional value apart from the
good/service the company is offering, gamified solutions will be a competitive
advantage for attracting and maintaining people’s interest. Gamified systems will
become complex and will go way beyond simple PBL solutions. At the same time,
gamified systems will stay easy to start with and user friendly in order not to scare

off potential customers with its internal complexity.

However, one particular field where gamification can grow even wider is education.
Since students should be initially motivated to study, gamified systems don’t have to
be limited to more simplistic design allowing for more complex, in-depth solutions

that will be more effective for the educational process.



48

5 Discussion

This study aimed at exploring how gamification affects customer experience in the
digital environment. This chapter will summarize the aftermath of the study by
answering the research question, pointing out the practical implications of the

results, and giving a recommendation for future research.

5.1 Answer to the research question

The research question of this study is: “how gamification affects customer
experience in the digital environment?”. The research strategy of this study is
grounded theory. Thus, the result of the study should be a new theory that emerged

from the concepts that were identified from the collected qualitative data.

After the analysis of interviews conducted with three relevant experts with diverse
backgrounds and experiences, the following theory could be proposed. Gamification
should positively affect customer experience in the digital environment for the
majority of users, with a minor possibility of negative experience backlash from the
utilization of certain gamification techniques. The source of positive experience
from gamification lies in intrinsically motivating the user to take certain actions
aimed at satisfying his internal needs. Such conclusion was made after carefully
analyzing data, collected via interviewees with the experts, through lenses of the

Octalysis framework.

In order to give a more detailed answer to the research question, it is important to
identify which aspect of digital customer experience gamification can affect and what
that effect would be. Customer experience consists of many elements, and not all of
them can be improved by means of gamification. However, since gamification can be
seen as optimizing processes for the satisfaction and engagement of its participants,
it could be assumed that gamification affects nuances related to processes in the
digital environment. According to the interviewed experts, such nuances include

process guiding, process smoothness, process predictability. Additionally, the need
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for instancy/rapidity and entertainment in the digital environment can be also

partially applied to the process design.

In order to identify how gamification affects those nuances, positively or negatively,
and, subsequently, overall customer experience, the Octalysis framework was
utilized. The creator of the framework, Yu-Kau Chou, separates gamification
elements into two groups, White Hat (positively affecting experience) and Black Hat
(negatively affecting experience). Gamification elements, brought up during the
interview, were put through this framework to identify how would they affect the
customer experience. However, Yu-Kau Chou himself states that such separation to
White Hat and Black Hat elements is rather conditional, and the real effect of the
gamification element is largely dependent on the context of its implementation.
(2020) Thus, in addition to the Octalysis framework, opinions of the interviewees
were also taken into account for a more accurate assessment, providing the

following results.

Accomplishment gamification techniques demonstrate themselves beneficial for
enhancing customer experience by meaningfully rewarding users for taking
designated actions and putting in an effort. Action feedback techniques effectively

guide users through processes and keep them engaged.

All of the interviewees agreed that, regardless of the manipulation aspect of
gamification, it also provides additional value for the users, delivering positive
emotions and experiences. Additionally, Black Hat core driver techniques can also be

leveraged to achieve the aforementioned enhanced customer experience.

At the same time, misuse of Black Hat and extrinsically motivating techniques can
lead to negative customer experience. A poorly designed gamified system can lead
to anxiety, irritation, and general dissatisfaction from the users’ perspective. On the
other hand, a gamified system intentionally designed to manipulate at the cost of

customer experience can be beneficial to certain business models.

A carefully designed gamified system can also deliver negative customer experience.
It can derive from the varying users’ perception of gamification techniques. The
minority of users can find certain gamified elements not as engaging, ignoring them

at best, and being irritated by them at worst. On top of that, the system can be too
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addictive, which would negatively affect the long-term relationship between the user

and the system's owner.

As an additional finding, gamified solutions have a significant positive impact on
achieving various business objectives and seems to be more effective with younger

audiences.

Overall, regardless of the core driver, all utilized gamification techniques should
come as one thought out gamified system. Implementation of a gamification
techniques without planning out its interaction with each other is very likely to be

non-beneficial or counter-beneficial for the customer experience.

5.2 Practical implications

The results of this study demonstrate how gamification can be utilized to create
additional value for the customer in the digital environment. In the environment,
where competition for people’s attention grows daily, creating additional value is a
strong competitive advantage. Moreover, establishing such a delicate and intricate
process as satisfying the internal needs of Autonomy, Competence, and Relatedness,

would notably distinguish an organization among competitors.

Companies should take note of how gamification tools can be utilized to empower
customer experience, increasing customer retention rates, and ultimately improving
brand image. Additionally, it should be pointed out how even the simplest, easy to
implement gamified elements can improve the customer experience as well as help
to achieve business objectives. Thus, gamification solutions are worth exploring,

even with rather limited resources.

From a broader perspective, findings of this study can be utilized in internal
marketing and management of organizations, in the educational sector, in other
fields where digital technology is spread and people’s dedication to processes is
important. How to engage people, guide them through designated steps,

entertaining, and providing other additional value in the process are very universal
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insights. Gamification itself is not a universal tool, but certain principles and

techniques from it can be very adaptable for a great variety of cases.

Additionally, findings regarding nuances of digital customer experience can be
utilized outside of the scope of gamification for designed virtually any digital

application.

5.3 Limitations of the research

The study had several notable limitations mostly related to challenges with data

collection, data availability, and validation of the study.

The first major challenge was the qualitative nature of the topic. Firstly, it is difficult
to accurately measure customer experience as it is an intricate concept related to
feelings and emotions. Secondly, it is particularly challenging to measure the effect of
gamification as it functions alongside other aspects of the digital environment, such
as visual or sound elements, and cannot be measured accurately separately. Finally,
the analysis of qualitative data and the chosen method of data collection are
inevitably affected by bias opinions of interviewees or the researcher. On top of that,
collected data could not be strictly fit into a pre-defined theoretical framework to
give a detailed answer to the research question. Such approach enabled a more
careful data analysis process, resulting in a few additional findings. However, at the

same time, it disrupted the consistency of the research process.

Additionally, time and resource limitations did not allow for a longitudinal study,
which prevented from retrieving first-hand data. Thus, all of the data has to be
collected from the interviews with relevant experts. This data was inevitably affected

by the perception and bias opinions of the interviewees.

The second challenge was data availability. Due to the recent novelty of the
gamification topic, and rather narrow focus on one particular aspect of it, it was
challenging to find experts with relevant knowledge and expertise. Additionally,
gamified solutions in the business environment often primarily focus on achieving

various business objectives, establishing customer experience as a secondary



52

objective, or not a priority at all. This leads to challenges in data collection as effect

on customer experience often would not be tracked.

Finally, the grounded theory research strategy is often criticized for stressing the
importance of theory generation at the expense of theory validation (Haig 1995). The
only validation method used in this study is a constant comparative method. Due to
the data volume being not significant enough for this method to be as effective, it

can be argued that this study lacks validity and verification.

5.4 Recommendations for future research

Due to the relatively broad scope of the study, it provides rich ground for future
research. Positive and negative effects of gamification, utilization of gamification in
other fields, nuances of digital customer experience, and other themes could be

explored further.

The most obvious direction would be to confirm or deny the formulated theory with
longitudinal research and first-hand data collection. With sufficient resources, it
should be possible to conduct research with higher validity which would confirm or

deny the findings of this study.

Other benefits and downsides of gamification could be explored further. This study
focuses primarily on the aspect of experience deriving from taking part in gamified
processes. However, aspects of engagement, manipulation, the correlation between
achieving business objectives and enhancing the customer experience can be studied

further.

Additionally, the study takes the perspective of external gamification, i.e.
gamification facing current and prospective customers. A closer look could be taken
at internal gamification, which is utilized for improving internal processes of an
organization, and at behavior-change gamification, which is utilized for creating
beneficial habits among users. All three gamification types have different
circumstances to them and varying initial motivation of users, allowing for multiple

research perspectives. (Werbach & Hunter 2012, 20-23)
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Finally, digital customer experience and its differences from non-digital experience
could be explored. In the increasingly digital world, studying and understanding

nuances of the digital enironment would be highly relevant.
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Appendices

Appendix 1. List of semi-structured interview questions

1)
2)
3)
4)
5)
6)

What are the differential features of the digital customer experience?
What is your experience with gamification?

What effect gamification has on achieving business objectives?

What effect positive effect gamification has on CX?

What negative effect gamification has on CX?

How gamification is going to develop in the future?



