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ARTICLE INFO ABSTRACT

Key Words: Artificial Purpose: This article aims to contribute to build an understanding of the
intelligence, Gamification, new concept of gamification that has made a buzz for itself recently. Despite
Mobile Culture, Six Thinking being a trendy research topic, it still lacks sufficient literature studies to
Hats, Thematic analysis, Virtual understand this concept from all angles. . This article initially aims to
Recreation provide an introduction to this trendy concept along with its applications

and examples.

Proposed Design/Methodology/Approach: Inspired from Dr. Edward de
Bonos, six thinking hats this article provides a new and detailed analysis
of the gamification concept from different angles. 12 Qualitative interviews
were put to thematic data analysis under Nvivo software for coming to the
research findings that are very interesting and one of its kind.

Findings: The findings of this study are very crucial for brands involved and
interested in the business of gamification. From the positive and creative
sides that this concept offers, this paper has also indicated the negatives, facts
and figures, feelings aspect as well as the planning required for this concept.
Practical/Theoretical implications: With many new trends emerging in
the world of digital marketing over the past couple of years, gamification
has created a buzz for itself. An innovative yet appealing tool to attract
consumers towards brands and keep them emotionally involved, it has
been increasingly used across different types of brands.

Originality/value: A novel approach for understanding the brand gamification
concept on 6thinking hats approach is presented in the study. This article
provides a base for future studies from an empirical angle in this domain
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that has not been taken up in this particular study.
Limitations: This paper used qualitative study and the
quantitative study has not been addressed in this article.

Introduction

The growing use of internet and technology have made
games a necessary part of our lives providing enter-
tainment (Malaby, 2007). Due to this many daily life
activities have become ‘game-like’ for us, and it is not
only related to the traditional video games, but our
mobile apps, shopping experience and other processes
are increasingly becoming gamified (Deterding, 2015).
Gamification has become a new trend whose popular-
ity is rising and its use is also increasing in many activi-
ties, so is the research also in this area (Eppmann, Bekk
& Klein, 2018; Koivisto & Hamari, 2019; Seaborn &
Fels, 2015; Terlutter & Capella, 2013).

Gamification has little features of game-like,
but not all the features of gaming. It is used in many
industries like retail, media, consumer goods etc. It is
used for employee education and consumer interest
generation. The brands must understand the users’
responses in designing their game features like lead-
er-boards, rewards and other ‘in-game level outcomes.
Gamification can be also used within the company to
increase motivation of employees, job satisfaction, pro-
ductivity, reduce job turnover etc.

Smartphones, virtual reality or VR and augmented
reality or AR have helped in increasing the use of gami-
fication for non-game activities (Maican, Lixandroiu, &
Constantin, 2016; Mekler et al., 2017; Seaborn & Fels,
2015). Also the modern lifestyle that wants things with
ease is a main reason behind rise of gamification. This
idea increases the interests of consumers in education,
healthcare, training, and shopping (Bunchball Inc.,
2010; Takahashi, 2011). It can be used easily with social
media-based apps (Jin, 2016). Businesses also make
use of game like features in their apps to link with the
consumers in a better and trendy way. This is a form
of gamification only. It not only helps in soon meet-
ing of their needs but also rises their joy. Also this is a
more owner based way of linking with the consumers,
over the mass media based ways. Thus, this concept has
become very important now.
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Despite gamification idea having a huge growth
rate, it has been used very less and majorly its use is
to create interests among employees and consumers
(Bittner & Shipper, 2014; Conaway & Garay, 2014;
Hofacker et al., 2016). The purpose of this paper is
to address the gap by trying to introduce this trendy
concept along with its applications and examples.
Later, inspired from Dr. Edward de Bonos, six think-
ing hats this article provides a new and detailed anal-
ysis of the gamification concept from different angles.
This paper is expected to help businesses by giving
them some key points about this concept that is very
new and trendy.

Literature Review

Gamification refers to the “transformation of technol-
ogy to become more game-like, with the intention of
evoking similar positive experiences and motivations
that games do (the gameful experience) and affecting
user behavior” (Hogberg, Hamari & Wistlund, 2019a,
p- 620). Gamification features can be included in any
business “activity, system, service, product, or organiza-
tional structure” to make it more trending and appeal-
ing (Wiinderlich et al., 2020, p. 273). Gamification is
a recent trending concept “denotes the introduction of
the main components of a game, such as fun, rewards,
and competition, into a non-game context, such as a
website or an application, to increase user engagement”
(Lee & Jin, 2019, p. 3).

Because of changing technology and cultures
this concept has become popular (Maican et al., 2016;
Zichermann & Cunningham, 2011). The rise in smart-
phones and app culture as well as changing likes of
people in favour of games (Maican et al., 2016; da Rocha
Seixas, Gomes & de Melo Filho, 2016) that makes busi-
nesses to sell goods and services in a gamified way that
is also entertaining. Some gamification elements are
rewards, competition, victory, fun, story

telling etc. Brand gamification can help to make
apps more communicative and consumer based to
increase their interest in them (Marie et al., 2018;
Yu & Yu, 2007). The help of VR and AR ie virtual
and augmented reality can be made to make the in
game brand features more appearing to the custom-
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ers or users with smartphones (Di, 2010; Dodds,
Mohler & Biilthoff, 2011; Slater et al., 2010). AR is
uses real and virtual reality features to make things
more interesting (Benyon et al., 2006; Di, 2010; Slater
et al.,, 2010).

Gamification as a concept is seen to be a good influ-
encer for many business sectors like retail, healthcare,
education etc (Blohm & Leimeister, 2013; Conaway &
Garay, 2014; Koivisto & Hamari, 2019; Seaborn & Fels,
2015) with beliefs that it will be adopted by many busi-
nesses (IEEE, 2014; Takahashi, 2011). Brand gamifi-
cation can lead to higher sales, happy consumers with
good feedback also (Conaway & Garay, 2014). Studies
looking for the various short-term and long-term
effects of gamification on consumers are less (Bittner
& Shipper, 2014; Harwood & Garry, 2015) and more
research is needed about this concept.

Game design features like badges or leader-boards
impact consumer’s motivation, emotion and brand
attitude. Lee and Jin (2019) have shown that winning
badges make the consumer choose the brand again
also, highlighting the positive role of in-game features
on consumers. Leader-board design is important to
consumers to keep in their sense of winning and enjoy-
ment which impacts their attitude for the brand also
(Mekler et al., 2017). Gamification is both cognitive
and emotional so game mechanics must be based on
both (Lee & Jin, 2019)

Brand apps used to deliver brand and product
information to customers can help in linking with
the consumers interactively (Jin, 2016). Brand apps
can also create ‘real-world experiences’ (Lombard &
Ditton, 1997). Based on past studies brand apps with
gamification features can increase the consumers
response for the brands. Fun, rewards, competition,
and storytelling are considered as main features of
gamification. Consumers enjoy from the ‘fun story-
telling’ in the brand apps as a feature of gamification.
Gamification done using brand apps, having fun and
storytelling features have strong effects on consumers
over others.

Bittner and Shipper (2014) study impact of con-
sumer motivation over brand buying based on game
feelings of expressive freedom and self-development.
With discount and reward coupons advantage, gam-
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ification increases loyalty also (Harwood & Garry,
2015). People like to have fun and like interesting
things, thus gamification is based on both these two
ideas- fun and interesting. Brand gamification can
make boring things fun and enjoyable (Maican et
al., 2016; da Rocha Seixas et al., 2016). Zichermann
(2010), a famous Youtuber in one of his Google Tech
Talks has defined gamification as the fun for future by
stating that it involves “the use of game elements and
the process of game-thinking and game mechanics to
engage users and solve problems”

With including game features in brand apps, the
real location of customers can be known and many
offers and services can be changed according to them
(Benyon et al., 2006; Di, 2010; Dodds et al., 2011;
Marie et al., 2018; Slater et al., 2010; Yu & Yu, 2007).
Brand gamification can help in real communication
with customers and know their feedback directly in
fun way (Dodds et al., 2011), which is very unique and
interesting way also. Use of brand gamification in the
healthcare sector can lead to some positive impact over
patients as well educate them in a play-way (Huber &
Hilty, 2015).

Brand gamification research is a latest and emerg-
ing field (Fijnheer, van Oostendorp & Veltkamp, 2016)
where the impact of in-game designs, gaming elements
and influence on consumers is yet to be understood
properly (Mulcahy et al., 2018). Some studies have
also shown that gamification concept can be used
inside of the business to improve job satisfaction and
employee productivity (Oprescu, Jones & Katsikitis,
2014). Zimmerling et al. (2019) have looked into the
brand gamification for employees satisfaction, achieve-
ments, and progress. Gamification can also result in
knowledge-sharing among employees with motivation
(Mekler et al., 2017). All this can help in improving the
corporate culture of business.

However, some also believe that if this trendy
concept is not properly implemented then it could be
a big failure for the business also (Burke, 2013). Many
businesses have failed or suffered losses due to wrong
designing or planning for this concept and the little
research and understanding of this concept is one
factor behind this (Morschheuser et al., 2018). The
paper shows that companies must develop their apps
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with latest technologies to link with customers and pro-
vide them with great benefits by using gamification.

Methodology

The paper aimed to explore the new trendy concept of
brand gamification, to explain the concept provide its
examples and applications. Apart from these, this paper
has made use of Dr. Edward de Bonoss, six thinking hats
to provide a new and detailed analysis of the gamification
concept from different angles. For this use of Judgement
sampling was made to interview 12 marketing research
scholars to uncover the key characteristics of this trendy
concept from different angles. Judgement sampling per-
mits us to select units of sample that in most probabil-
ity can fulfil required objectives for the study (Bryman,
2016). During June 2021 the research scholars from age
26 to 35 years from Delhi University were interviewed
as a focused group online. The focused group interviews
were put to thematic data analysis under Nvivo software
for coming to the research findings that are very inter-
esting and one of its own kind. The thematic analysis
kinds of forms themes in the data to come out with the
findings. Since this study has made use of 6 thinking hats
technique, there were 6 broad themes that came in the
thematic analysis.

6 thinking hats is a technique of parallel thinking
used in group setting to provide detailed and combined
thinking for any idea from all possible angles to get
effective solutions or outcomes (De Bono, 2017). This
technique was given by Dr. Edward de Bono in 1971.
He has described this techniques as a brainstorming
activity in his book ‘Lateral Thinking for Management’
(Aithal & Kumar, 2017b). The simple logic is that
human brain can analyze any problem from many dif-
ferent angles, so must be done by the business firms for
any business idea or problem (Aithal & Kumar, 2017a;
Gogmen & Coskun, 2019). The 6 different hats as given
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by Dr. Bono are- White hat for factual information,
real figures or data available; Yellow hat focusing on the
positive or benefits side of any idea, what good can that
idea bring in; Green hat that sees for the creative side or
how can a new idea lead to doing new things in a more
innovative way; Red hat sees for the emotional side of
any idea or how can it affect people’s feelings; Black hat
sees for the dark or negative side of any idea, the pessi-
mism or dis-advantages that can happen with the idea;
and the Blue hat for the full planning or organization of
an idea (Serrat, 2017).

There are only a few marketing studies that have
made use of this technique in research, as mostly this
technique has been used in HR and OB majorly (Aithal,
& Kumar, 2017c). Thus, the use of this technique in
this paper is new and innovative for research. Also, this
paper has used innovative Nvivo software for coming
with the new and interesting findings. Table 1 shows
quotes of research scholars as found in analysis and
the coding that has been done with the help of Nvivo.
Nvivo can do graphical analysis like generating word
clouds from the most spoken words of the interviews.
The Figure 1 shows the word cloud.

Analysis

Gamification has become a new trendy area for research
(Hammedi, Leclerq & Van Riel, 2017; Hogberg et al.,
2019b; Jang, Kitchen, & Kim, 2018; Parjanen & Hyypié,
2019; Zimmerling et al., 2019), but still is little research
on this concept from different approaches. This paper
has looked into this area by doing 12 qualitative inter-
views of marketing research scholars and then using
Nvivo software for thematic data analysis on the lines of
six-thinking hats method. This section has shown the
analysis of the interviews on 6 thinking hats approach.
Table 1 summarizes the views of interviews as found by
the 6 thinking hats approach.
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Fig. 1: Word cloud
Source: Author

Table 1: 6 Thinking Hats views summarized for Brand Gamification
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mification.

ﬂ \s0

White Hat, Facts and Figures

“....you know India has a huge number of internet users, after China, that is, the sec-
ond-largest internet user country. So the possibility of using anything related to mobile
phone use will be profitable in India.”

“I have seen in marketing reports that in 2020 only, many people in India have started
playing some type of mobile or computer game daily, of course that is due to Covid.”
“There are some notes about India like a rapid rise in use and cheap price of smart-
phones with cheap mobile data have made mobile phones as the most preferred device
for playing games which can impact decision making of firms....”

Summary themes

- large number of internet and
smartphone users

- cheaper mobile data and smart-
phones

- many online gamers after Covid

Yellow Hat, Positivity

“When consumers become players for a brand in their games and they earn some
reward points or discount coupons then chances of they coming back to buy from that
brand in future are high I guess.”

Summary themes

- rise in consumers revisit num-
bers

- interesting advertisements

“....the game like features can make the simple brand advertisement more dramatic and
visual, and I believe that can make the advertisement more interesting for consumers.”
“... I guess the simple plus of brand gamification is making the buyers know a lot about
a brand and its products. You see if you teach small kids the a to z with some mobile
apps having better graphics and design they learn easily. Same is with consumers, where
the game like brand apps can make consumers learn about the brands..”

- innovative way of sharing brand
related information
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Green Hat, Creativity

“... brand need data for consumers to better the brands. With gamification the data can
be collected easily and in a creative manner plus it can be of unique type also like how
different emotions while playing the games affect consumers.”

“... you see with games come competition, and if brand gamification can be used for
competition among company’s employees then that will be a creative use of gamifica-
tion.”

“ we have seen people blocking ads on internet or mobiles, but on a gamified brand app
that won't happen provided the story is interesting for them.”

Summary themes

- unique and new kind of data
about consumers can be collected
- can be used to create feeling of
competition among employees

- can prevent ad-blocking prob-
lems

Red Hat, Emotions
“....I myself play mobile games. With winning the games come some medals and
badges. They make me feel proud. What if brand gamification can make use of this

feeling of

Summary themes

- feeling of pride with brands -
can make consumers share and
talk feedback easier

“....the game like features can make the simple brand advertisement more dramatic and
visual, and I believe that can make the advertisement more interesting for consumers.”
“... 1 guess the simple plus of brand gamification is making the buyers know a lot about
a brand and its products. You see if you teach small kids the a to z with some mobile
apps having better graphics and design they learn easily. Same is with consumers, where
the game like brand apps can make consumers learn about the brands...”

- innovative way of sharing brand
related information

Green Hat, Creativity

“... brand need data for consumers to better the brands. With gamification the data can
be collected easily and in a creative manner plus it can be of unique type also like how
different emotions while playing the games affect consumers.”

“... you see with games come competition, and if brand gamification can be used for
competition among company’s employees then that will be a creative use of gamifica-
tion.”

“we have seen people blocking ads on internet or mobiles, but on a gamified brand app
that won’t happen provided the story is interesting for them.”

Summary themes

- unique and new kind of data
about consumers can be collected
- can be used to create feeling of
competition among employees

- can prevent ad-blocking prob-
lems

Red Hat, Emotions
“....I myself play mobile games. With winning the games come some medals and
badges. They make me feel proud. What if brand gamification can make use of this

feeling of

Summary themes

- feeling of pride with brands -
can make consumers share and
talk feedback easier

pride of consumers for their brands.... That can be something new don’t you agree?”
“... modern day people are able to use and talk easily with some apps. If brands create
game like app features for brands and use that to talk to consumers then the consumers
would also be more ready to talk...”

“... I have read in a magazine report that gamification is 75% use of psychology with
25% use of technology, so brands can use various psychological features in designing
games with technology to make consumers feel good....”

- good way to attract consumer’s
psychology

Black Hat, Pessimism

“In India some consumers may not like this idea or may not understand or may not use
the idea totally, especially the older ones. They fear new things according to me” “for any
new concept the brand needs to be clear in objectives. If they are unclear then wrong
design, wrong planning, wrong training all is waste of money... and that is huge...”
“many companies don’t have skill and quality to design games and apps. That is a
minus”

“doing new things, new ideas is expensive, so money management may be an issue as
per me..”

Summary themes

- old consumers may not like or
support

- may be a failure without plan-
ning for everything

- lack of skill set

- costly affair
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Blue Hat, Planning or Organization

“.... For gamification the brand systems, activities and plans need to be on same lines as | - develop designing and game
of the game-design features, dynamics and mechanics. That is main requirement.” making skills

Summary themes

- create ideas from crowds - get
funds from big investors

things”

“Gaming would need learning, crowdsourcing of ideas, great design and visual skills.”
“... it would help if any firm can get funds from big investors or other sources to manage

Source: Author

Findings

The findings of this paper are very crucial for brands

involved and interested in the business of gamification.

The findings as seen in 6 themes of qualitive study on

the basis of the 6 thinking hats lines are as follows:

*  White Hat, Facts and Figures- The white hat meant
to factual information and figures about the brand
gamification make the focus group member think
from objective angle. As stated in Table 1 there are
some factual points about this concept. India is a
country with not only large number of smartphone
and internet users, resulting in mobile and app
culture, but also the internet costs and smartphone
prices are very cheaper here as compared to
elsewhere. Also, the Covid has increased the online
game players or users.

*  Yellow Hat, Positivity- The yellow hat meant to
share good and positive things about the brand
gamification make the focus group member think
from positivity angle. As stated in Table 1 there
are some good points of this concept. With brand
gamification consumers can win vouchers, scratch
cards, coupons thus the sales of the brands can
easily rise. Also the advertisements done in brand
gamification manner can impact the consumers
more visually and in an interesting manner. It can
also in a new way and interesting manner provide
brand information to people via game like features,
storytelling games.

* Green Hat, Creativity- The green hat meant to
share newness and creative things about the brand
gamification make the focus group member think
from creative angle. As stated in Table 1 there are
some creative points of this concept. Brands need
data of consumers and with gamification new and

interesting kind of data can be collected from the
apps about what game features effect consumers
and the reactions also. Also consumers block
ads on digital platforms easily. But an app with
interesting gamified features can solve this problem
and the consumers can also enjoy the ads that are
more interesting. Not only this concept can help
the consumers, but if companies use this concept
to create a game or competition among employees
then employee productivity can also rise.

Red Hat, Emotions- The red hat meant to
share feelings and emotions related to the brand
gamification make the focus group member think
from emotional angle. As stated in Table 1 there
are some feelings points of this concept. The digital
trophies or digital awards that users win while
playing on the gamified apps brings feeling of self
pride and also pride for the brand. Also, the victory
can result in bragging rights that results in creating
good motivation. The modern time is mobile
culture and app culture, where apps make it easy for
the consumers to talk to brands and give feedback.
In games some features may make the consumers
happy, or some may make them sad, some thrilled.
These psychology emotions can be known by the
brands via gamification and use in future to make
further plans, ads or brand features.

Black Hat, Pessimism- The black hat meant to
share warnings or pessimistic things related to the
brand gamification make the focus group member
think from pessimistic angle. As stated in Table
1 there are some negative points of this concept.
This is a new concept, so old consumers may not
understand or like this well. Also, many companies
do not have game making skills or mechanics with
them and doing anything new costs huge money.
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Plus, if the planning or strategy fir this idea goes
wrong then the whole effort may fail totally.

* Blue Hat, Planning or Organization- The blue
hat meant to share how to planning or organize
the strategy related to the brand gamification make
the focus group member think from organizational
angle. As stated in Table 1 there are some points
related to planning for this concept. For getting

Brand
Gamification

Blue Hat

Figure 2: 6 Thinking Hats Overview for Brand Gamification
Source: Author

Year 2021, Volume-15, Issue-2 (July-December)

this idea into reality the companies must work to
develop their game designing and making skills.
For ideas to make brands gamified the companies
can get ideas from people itself. And since this
concept needs huge money, so big investors can be
reached to get those funds.
Summary of the findings are presented in a dia-
gram view given as in figure 2.

* high internet and
smartphone users with
low cost internet and
smartphones

* many online gamers
after Covid

* interesting ads

* innovative form of
brand information
sharing

* used to create
competition among
employees

« prevent ad-blocking

Green Hat

* pride with brands

Red Hat « feedback sharing easy

* lack of skill set

Black Hat .
ackHa * costly affair

*work on game
development skills

ereach big investors
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Discussion and conclusions

This paper has focussed on an emerging area of research
called brand gamification concept, its examples, fea-
tures and has looked at this trendy idea from all main
angles from which any business will look at it. Brand
gamification is now popular because of the mobile and
app culture growing which has made the use of apps to
promote a brand very easy and also interesting. This
makes it possible for companies to easily promote their
brands with the process of brand gamification, using
game-like features in brand apps to attract consumers.

The sub-elements of gamification that make it
trendier are fun, competition, storytelling, rewards etc.
The study found that the subfactors of gamification
Both competition feeling and storytelling feature have
great impact on users along with fun and rewards. It
is because the people always like the fun and competi-
tion feature of games which make the games also more
interesting. And it is that users enjoy the brand stories
as they are told in between the games, that many people
block in other apps. But with brand gamification,
brands use their own brand apps and tell them stories
about them in that in a game like way. This makes the
story reach to the consumers in a fun way.

Also, when consumers win the games and win
rewards like brand coupons or discount vouchers
that is more likely to increase the sales of brands. Not
only for consumers, but this concept can be used for
the internal employees also for training them, testing
them or motivation them. This can be a new and time
saving way of motivating or encouraging the employees
also. With changing times brands also need to change
and learn. This paper’s findings provide interesting
and important information to brand marketers, game
designers, and importantly companies using apps to
reach consumers in this era of app culture.

The 6 thinking hats technique used in the study
provides the companies with all the angles good, bad,
creative, facts, feelings and planning needs for this
concept to be used by them. While the scope is large
for this idea as seen by white hat, also there are many
good points like rise in sales and get feedback seen by
yellow hat. The red and green hats show the feelings
that can be used in creative ways and also the use of this
concept for employee development training. While the
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black hat has pointed out the cost and skill lacking by
the companies, the blue hat tells if the companies plan
and coordinate resources and learn for new skills then
the limitations can be reduced.

Future Scope and Limitations

Brand gamification can make use of latest technologies
in a fun way and make some boring things fun for con-
sumers. Brand gamification can not only make things
entertaining for consumers but also satisfies them in a
fun manner. Companies can also use this concept to
talk to their consumers, how about them, over the older
means of promotion. It can also help to improve the
brand features. This paper hopes to be a great guide for
future research on brand gamification in business field.
Also, more studies to explore this filed from quantita-
tive or empirical angle can be done which are the lim-
itations of this paper. This paper has not studied the
gender or age differences which is also a limitation of
the paper.
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