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Gamification in organizations

Findings based ona scoping review

Gamification s defined differ-
ently in both the research literature
and among people. Gamification
science differs not only from game
seience but also from other types of
gamification research that are not
grounded in scientific principles.
Gamification science is not intended
to condemn non-scientific methods
of studving gam ion, bt rather
to set specific boundaries for what
the subdiscipline encompasses. The
goal of gamification scientists is to
understand how to use games to in-
fluence human behaviour, attitudes,
ani other states.

Although gamification has gar-
nered significant research attention,
the results and literature are scat-
tered, There is a lack of long-term
studies analysing the effects of gami-
fied interventions in this field of re-
search, which makes the assessment
of active learning strategies diffi-
Due to the limited generaliz-
ability of much published research
on this topic, our primary ohjective
is to expand the knowledge evalua-
tion component to encompass future
applications of gamification in busi-
ness contexts, Based on the above
summary, four themes have been
identified as 1) human-centred de-
sign methodology; 2) emphasis on
inclusivity and diversity in gamifica-
tion stratemes 3} the role of gamified
elements in improving engagement;
and 4) the effects of gamification on
emplovee behaviour,

Human-centred design
methodology

Designing products, services, or
experiences with a deep understand-

ing of the people who will use them
is known as human-centred design
(HCD). In gamification, HCD ensures
that the game elements and mechan

nePl‘]ﬁ plet rences, and moti
The concept of points and badges is
not a new one. The video game in-
dustry and academic research into
the benefits of games have led to the
idea of "gamification”, Gamification
utilises game elements and mechan-
ies to motivate and engage end-users,

Gamification has become in-
creasingly erucial in human-com-
puter interaction recently, with ap-
plications in education, health and
wellness, tourism, and driver train-
ing. User-centred design practices
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profile users, define their behav-
iours, and utili nformation
to inform design decisions. Since
the introduction of gamification, it
has been utilised to achieve a range
of objectives, Users were motivated
by points, badges, and leaderhoards
) in the early days of gamifica

reward structure as “pontification”
hecause it takes the least essential
aspect of games and makes it the
centre.

Likewise, it is practically neces-
sary to incorporate human-centred
gamification elements to create en-

gaging game-based features, such
as leaderboards, upper levels, and
higher wirtual rewards, which are

widely used in game-based learning
settings. One such example is that,
gamification or pgame-based ele-
ments can be considered as powerful
teols to influence employee behav-
iour such as enthu engagement,
on-time work submission and meet
ing the proper deadlines, higher per-
formance driven working mindset,
and also in creating a more engag-
ing and dynamic workplace in vari-
ous sectors including retail, sales,
healthcare and education. Hence,
human-centred gamification strate-
gies can also motivate employees to
excel in multiple aspects of their jobs
by aligning them with specific firm-
ariented ohjectives,

Inclusivity and diversity
in strategies

As gamification is becoming a
trend in many industries today, the
extent to which engagement can be
achieved as a result of gamification
is indisputable. The reason gamifica-
tion is so popular is that it provides
easy access o a sense of engagement
and self-efficacy that would other
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wise be impossible due to its ease of
use, Through this scoping review, it
was identified that the application
of gamification to employee perfor-
mance management has tremen-
dous organisational potential. With
its wide array of concepts, theories,
and empirically validated benefits,
gamification enhances employee
engagement, motivation, and over:
all performance. To motivate users,
game-based approaches are em-
ployed to present them with chal-
lenges they must overcome, as well
as to utilise narrative structure, vi-
suals, strategic elements, and game
rules to engage them.

Furthermore, gamification straf-
egies must emphasise diversity to
create an engaging and supportive
environment for all users. For exam-
ple, when designing and |m[.1|emenl-
ing gamified systems, it is i
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to ensure that these principles are in-
corporated to enable a diverse range
of individuals to participate and be;
efit from the systems, Similarly, it is
necessary to utilise pictures, appeals,
and narratives that reflect the diver-
sity of gender, race, and even genera-
fion gaps among consumers, as this
will also influence the adoption of
gamification strategies, It is also cru-
cial to refrain from reinforcing ste-
reotypes and strive to appeal to a var
ied au It has been identified
thar gamification has heen studied in
four areas related to HRD: employee
learning, task performance, employ-
ee wellness, and emerging contexts,
Additionally, it is essential to fo-
Cus More on engaging users’ infrin-
sic mativation, as most emplovees
are concerned with promotions, sal
ary increments, and incentives. It is
also necessary to make professional
tasks more enjoyable and entertain-
ing, and to encourage continued
participation at the organisational
level. Theleime one effective strat-

egy is the use of leaderhoards and
challenges, which encourage benefi

cial competition among participants
within the firms.

Role in improving
engagement levels

there has been re-
in motivating behav
iour changes among users and help-
ing them achieve tasks and goals
maore productively and efficiently by
changing their behaviour. The con-
cept of gamification is well-known,
characterised as the application of
game design elements to non-game
contexts. The last two decades have
seen a growing trend towards the ap
plicability of gamification in helping
users to solve prablems, learn, and
explore their motivations.

For example, various contexts,
including education, business, and
healthcare, can benefit from appli-

Recently,
newed intere:

cations incorporating gamified ele-
sations can enhance
ion, parficipation, and
overall experiences by incorporating
game-like or game-based features
and mechanics into non-game envi-
ronments.

When considering gamification,
goals are often set, accomplishments
are earned, and rewards are ob-
tained. Furthermore, to enrich user
satisfaction, gamification  urilises
heuristic design patterns and va
ous technical features, such as mo-
tion in ohjects within the visuals and
dynamic game elements.

It is crucial to have a greater fo-
Cus on engaging users’ intrinsic moti-
vation, as tasks become maore enjoy-
able and entertaining, and they
encouragerd to continue particip:
ing. The leaderboards and r'h'llleug
es encourage beneficial competition
among participants. The past decade
has seen rapid development in game-
hased motivation research. As users
compete to outperform each other,
social interaction and competition
can significantly inerease engage
ment. For example, levels and prog-
ress bars are commeon visual indica-
tors that clearly show the progress in
gamified svstems.

The immediate effects on
employee behaviour

Although the former research
demonstrated the utility of lead-
erhoards, the techniques show ef-
fectiveness at specific levels or in
different domains, such as soeial
networking, health and fitness, or

productivity. The leaderhoards con-
cepl 1s identified as one of the
ten key “ingredients” in the game de-
sign context,

Similarly, it is possible to create
these kinds of leaderboards, which
are widely used in game-based learn-
mg contexts, by arranging the names
in such a way that the user appears in
the middle, with hetter- and worse-
erformmh in unls  positioned
around them for further supervision,
For example, gamification can be a
powerful toal to influence employee
behaviour, drive pelfDllTl:ll‘lC‘E and
creale o more engaging and dynamic
workplace in the retail sector. i
fication strategies can also motivate
employees to excel in various aspects
of their jobs by aligning them with
refail objectives.
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