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Gamification is…

“the strategic attempt to enhance systems, 
services, organisations, and activities by 
creating similar experiences to those 
experienced when playing games …..”



Poll #1 (word cloud)

In a word, how would you describe the value gamification 
brings to your business or brand?



“the strategic attempt to enhance systems, 
services, organisations, and activities by 
creating similar experiences to those 
experienced when playing games in order to 
motivate and engage users”

Gamification is…



What is Engagement?

● Interactions between you and 
your customers

● They require active participation

● A foundation for building trust and 
long term relationships



Why is Engagement 
Important?

● Connect customers beyond the Tx

● A springboard for repeat purchase 
and long term retention

● Build more meaningful relationships: 
emotional connectivity



“As customers’ relationships with a brand 
deepen, they move along the pathway 

toward full emotional connection…
fully connected customers are 52%

more valuable than those who 
are just highly satisfied” 
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Harvard Business Review 2015



Evolution of Gamification





  



  



3 x intrinsic user needs



User Autonomy



Relatedness



Competence



What should we expect? 

Engage Extend Embed Differentiate Connect



Key Stats

30% 22%48% 25%
Increase in engaged 
customer numbers 
with gamified 
mechanics

Uplift in time spent 
on brand apps and 
websites

Increase in customer 
retention with 
gamified loyalty 
programmes.

Potential elevation of 
a brand’s conversion 
rates

The Case for Gamification in Marketing & Branding



Key gamification components



Points: simple feedback 
on our actions



Badges: showcase status and 
advancement



Levels: outline the challenges 
for users by stage



Leaderboards & ratings: offer 
visibility to the strongest



Challenges: a test that’s 
demanding but acheivable



Poll #1 (word cloud)

What type of player are you?
● A score builder who likes to progress

● Being the best and being top of the pile

● A puzzle solver who loves discovery and surprise

● A collaborator in a shared goal

 



Consider the Player Psychology

10% 80%<1%

‘The Achiever’ ‘The Killer’ ‘The Explorer’ ‘The Socialiser’

10%



Gamifiying the customer relationship



Gamification as relationship rocket fuel

Differentiation03 Can we be matched?

Engagement02 Connection beyond the Tx

Experience01 Reduce friction points, fun

Loyalty04 Protect and grow share of wallet

Emotional connectivity05 Beyond the rational



Experience

A  virtual recreation of a 
physical exhibition



Engagement

Keeping travel relevant 
during the pandemic



Differentiation

Pre-purchase discovery 
and virtual trial



Loyalty

Immersive programme 
participation



Emotional 
connectivity

Healthy and happy 
banking customers



Keep it simple
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COMPETITION CAPABILITY

STRONGER ENGAGEMENT

DEEPER PERSONALISATION

Contests

Polls

Video Giveaways

Social Displays

Landing Pages

Quizzes

Promotions

SurveysForms

Simple gamification - campaign types



Interest Purchasing needsLifestyle Product knowledge

Intelligent data capture



Non TX engagement

Educational content and 
exclusive tips



Inspiring community

Fitness driven engagement



Top 3 takeaways

● Set clear goals

● Understand your customers

● Start simple



This report offers insights across multiple dimensions of cross-channel 
marketing, exploring how brands can create relevant marketing 
experiences that turn customers from fickle to faithful.

DOWNLOAD THE



Thank you!
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