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ABOUT PETE

• CEO – GAMIFICATION+ LTD (BOFTA 2018 Award 
Winner)

• Export Champion – Department for International Trade

• Honorary Ambassador - GamFed

• Lecturer - University of Brighton

• Chair - Gamification Europe Conference 

• Founder - Gamification Awards

• Ambassador - Brighton & Hove Chamber of Commerce

• Guest Lecturer – King’s College London & ESCP Europe
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GOALS OF GAMIFICATION IN HR
Attracting

Inducting

Learning and 
developing

Engaging

Retaining 

Improving 
health & 
wellness

Innovating

Changing 
culture



WHEN AND WHAT DO YOU PLAY?

1. Your favourite game?
2. Most recently played 

game?



V I D E O  
G A M E  

M A R K E T

P C  G A M E S
C O N S O L E  G A M E S

M O B I L E  G A M E S



A. 100 million

B. 1 billion

C. 10 billion

Activision Blizzard’s players racked up how many 
hours of play time in 4th Quarter 2017?

A. 9 billion

B. 19 billion

C. 29 billion



https://massivelyop.com/2020/01/07/aarp-study-of-gamers-over-50/

https://melmagazine.com/en-us/story/video-games-retirement-senior-men



What percentage of video game players in the 
UK (in 2014) are female?

A. 27%

B. 41%

C. 52%



Gamification is the process of making 
activities more game like

(Re)Defining Gamification: A Process Approach
Werbach (2014)



WHAT DO WE USE GAMIFICATION FOR?

Less of a 
behaviour

More of a 
behaviour





“Games give us unnecessary obstacles that we 
volunteer to tackle” Bernard Suits



“UX design is 
about removing 
problems from the 
user. Game design 
is about giving 
problems to the 
user” 
Raph Koster



DOPAMINE

Dopamine is released before an event that requires some sort of response, 
pleasurable or otherwise, and drives us to act.

So when it comes to a reward, dopamine is released in anticipation of receiving 
the reward, rather than after. This is known as incentive salience.

“I’m going to use gamification to ……………”



OXYTOCIN

Oxytocin is key to how we bond to others (lovers, friends, parents to  babies). It 
can give us a strong feeling of contentment. This can even occur remotely, i.e. via 
social networks such as Twitter!

Oxytocin has been shown to increase trust in groups, altruism in individuals, 
arousal and more.

Now say which goals you liked



SEROTONIN

Serotonin is a mood regulator. If you have enough you will be happy, if you don’t 
– you will be miserable.

It is triggered when you feel wanted, important and proud. This could be when 
you are thanked or have achieved something that required true effort.

“I am proud to have achieved ……………”



ENDORPHINS

Endorphins are opioids that we produce naturally as a reaction to certain stimuli. 
When they are released we feel good, possibly even high or euphoric.

Overcoming the challenges in games can stimulate the release of endorphins.



MASLOW’S 
HIERARCHY OF 
NEEDS



Three basic needs

Competence

Autonomy

Relatedness

Self-Determination Theory



Three key drivers

Mastery

Purpose

Autonomy

Daniel Pink - Drive



F R E E R I C E . C O M



M A R C Z E W S K I ’ S  T H R E E  L A Y E R S  
O F  M O T I V A T I O N



FLOW

“state of concentration so focused that it 
amounts to absolute absorption in a activity” 

Mihaly Csikszentmihalyi (1990, frontpiece)



CSIKSZENTMIHALYI FLOW MODEL

Csikszentmihalyi (1997)
Image from https://en.wikipedia.org/wiki/Flow_(psychology)



E M P L O Y E R  
B R A N D I N G

G A M I F I C AT I O N  
E X A M P L E S



E M P L O Y E R  B R A N D I N G
• Domino’s Pizza Hero

• Players made over 7 million 
pizzas

• Almost 800 of them got to 
actually work in their local 
Domino’s

https://www.unit9.com/project/dominos-pizza-hero/



E M P L O Y E R  B R A N D I N G
Maersk – Quest for oil

http://www.maersk.com/en/hardwa
re/quest-for-oil



E M P L O Y E R  B R A N D I N G
• Shell Explorer Game

• Trailer: 
https://vimeo.com/181806774



P S Y C H O M E T R I C S  
&  T E S T I N G  
S K I L L S

G A M I F I C AT I O N  
E X A M P L E S



P S Y C H O M E T R I C S  &  
S K I L L S
• Arctic Shores

• https://www.arcticshores.com/h
ow-it-works/



P S Y C H O M E T R I C S  &  
S K I L L S
• Owiwi

• https://owiwi.co.uk/science/



P S Y C H O M E T R I C S  &  
S K I L L S
• Benchmark Games

• https://owiwi.co.uk/science/



O N B O A R D I N G  &  
I N D U C T I O N

G A M I F I C AT I O N  
E X A M P L E S



O N B O A R D I N G  &  
I N D U C T I O N
• PwC: The Game!

• Virtual Onboarding

• https://www.hrdive.com/news/h
ow-pwc-uses-gamification-to-
support-learning-
engagement/582440/



O N B O A R D I N G  &  
I N D U C T I O N
• Gametize

• https://gametize.com/templates
?type=project&categoryId=3



O N B O A R D I N G  &  
I N D U C T I O N
• SelfDrvn

• https://selfdrvn.com/future-of-
employee-engagement-is-here-
2/



D E S I G N I N G  P L AY E R  
J O U R N E Y S



PLAYER JOURNEY

Discovery Onboarding Scaffolding Mastery



Discovery Onboarding Scaffolding Mastery

Interest, 
anticipation, 
curious, 
empowered

Social, 
understanding, 
comfortable

Inspired, involved, 
community, 
acceptance, focus

Joy, recognition, 
pride, protective, 
achievement,  

DESIGNING THE PLAYER JOURNEY

Feelings / Emotions:  What do you want your players to feel 
during the 4 phases of the player’s journey



E M O T I O N S
Player Journey:

1. Discovery

2. Onboarding

3. Scaffolding

4. Mastery

http://blog.thejuntoinstitute.com/the-
junto-emotion-wheel-why-and-how-we-
use-it



- I M P L E M E N T I N G  G A M I F I C AT I O N  
P RO J E C T S  F O R  4  Y E A R S

- A C H I E V E D  A  6 %  I N C R E A S E  I N  S A L E S

- A N D  A N  1 1 %  I N C R E A S E  AT  Y E A R - E N D

- N O W  T H E Y  A R E  R U N N I N G  1 2 5  G A M E S

https://www.thenewbarcelonapost.com/en/gamification-when-
digital-transformation-makes-work-fun/

“ G a m i f i c a t i o n  i s  t h e  
i n c e n t i v e  o f  t h e  2 1 s t  
c e n t u r y , ”  
L l u í s  C o s t a ,  B u s i n e s s  P a r t n e r  
M a n a g e r  a t  M a r s  I b e r i a



R E S O U R C E S
https://gamificationplus.uk/resources/



GAMIFICATION+ SUCCESS 
FRAMEWORK

https://gamificationplus.uk/game/



THANK YOU FOR PLAYING

CONTACT PETE

• pete.jenkins@gamificationplus.uk

• https://gamificationplus.uk

• https://www.linkedin.com/in/jenkinspete/

• https://twitter.com/petejenkins

• https://www.instagram.com/petejenkins/

BOOK A FREE 20 MINUTE 
VIDEO CALL WITH PETE

https://outlook.office365.com/owa/calendar/GamificationLtd1@
gamificationplus.uk/bookings/

Any questions?


