
The race for gamification 
strategy is on like Kong. Get 
ready to run, not walk. 

> Charlie Sheen may be onto something. Well, many things. But he 
has a valid point about winning. Scientists say it’s in our nature to 
compete with each other. “We have an intrinsic love of play; we’re 
very playful creatures. That’s why playing games are so interesting, 
they give us environments in which to play,” says Dr. Christopher 
Moore from Deakin University in Melbourne. “And by being 
rewarded, you get satisfaction and the drive to do it again.”  It’s this 
drive to compete that has clever marketers frothing. 

If you haven’t heard of it already, the concept of gamification is 
fundamentally about making us do stuff that we think is fun, but 
it’s actually serving a business purpose. 

Gabe Zichermann, CEO of Dopamine Inc. and Chairman of 
the gamification summit in San Francisco explains it like this: 
“Gamification is the process of using game mechanics and game 
thinking in non-gaming businesses, to engage users and to solve 
problems”. 

Oh and how we love to 
play! Digital gaming is a 
billion-dollar industry. The 
mobile game Fruit Ninja 
makes around US$400,000 a 
month in advertising revenue 
and Angry Birds has been 
downloaded over a billion 
times. Winning? You betcha. 

The exact origins of the 
term “gamification” are not 
clear cut. However, at the 
beginning of 2010 there were 
zero results for the search term gamification. Less than three 
years later, it has four million hits. Explosive growth by anyone’s 
standards.  

“Unlike most fads in marketing, gamification is backed by 
serious results, and results that only continue to improve,” says 
Gabe Zichermann. “Large organisations are increasingly turning to 
gamification as a key strategic competitive advantage in the future  
and organisational investment continues to bear fruit. 

“In addition, the longterm demographic trends are solidly 
in gamification’s corner: an increasingly gamified generation, 
ever-more distracted employees, higher and higher adoption of 
mobile and social technologies. Together, this portends a future 
where attention and engagement are more important than ever. 
Gamification is the best tool for making this happen.”

“After a certain point, 
money is meaningless. 
It ceases to be the goal. The 
game is what counts.” 

Aristotle Onassis. 
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Despite the name, it’s not all about playing games but “making 
something more like a game,” explains Colin Cardwell, CEO of 
3rd Sense and a leader in introducing gamification to Australia. 
“Essentially, for the last 40 years, game designers and developers 
have had to find ways to keep people engaged to their games 
without paying them any money to do so. Gamification takes these 
methodologies and applies it to a variety of platforms.”

For real? People will do something for nothing? “Absolutely,” 
says Cardwell. “Most people strive to do better, be better in life. 
Consider the Frequent Flyer program, where the status of Bronze, 
Silver and Gold is something to aspire to, to reach the next level. 
People spend more money on a specific airline with the purpose 
to reach that next level or status. And, oddly enough, research 
shows a lot of people don’t even redeem their points.” According 
to research conducted by Monash University in Melbourne, one 
in three people don’t ever redeem awards or points from a loyalty 
card scheme, and over 70 per cent of those who do, estimated the 
value redeemed at AU$100 or less. Airlines should be high-fiving 
Platinum flyers through the gate. 

“So the ultimate aim is to motivate and engage the consumer, 
without paying them any money,” explains Cardwell. “Instead of 
financial benefits, we give them points, badges and we use progression 
levels, give them goals, missions or quests and use leader comparison 

boards to encourage competition between  
each other.

“Research shows an engaged customer 
is more valuable to companies than 
several unengaged customers. Indeed, 
consumers are a fussy bunch. People 
are more resistant these days to direct 
marketing campaigns and tend to be 
dismissive of blatant advertising. So 
gaming is a naturally engaging behaviour 
that makes the user more receptive to 
brand messaging.”

And according to Cardwell, the fact 
is consumers don’t have any idea how good a customer they are. 
“Gamification allows businesses to feed back to them just how 
great they are through points, status tiers and badges. 

“The really interesting area for business is not actually about 
loyalty to the brand, but about data collection,” he says. “It’s a 
new level of consumer data available for businesses to understand 
behavioural activity.

“Say for example you’re a retailer, your mobile phone app could 
reward people just for walking in the door. With location services 
already in mobile phones, you’re able to collect data on how often 
customers shop, how long they are in the store, you could see how 
many times they enter the store before they purchase - enabling 
you to build behavioural data.”

Nike has morphed into a virtual electronics company with 

let the
games Begin

the launch of Nike+ footwear. Their shoes, fitted with motion 
sensors, collect data from your movements and uploads it to a 
website, where you can compete with others (and yourself). As a 
result you’re motivated to run more. And more. And with all that 
running you’ll be needing some more new Nikes. Genius.  

It’s not just about the data either. Changing deep-set behaviours 
has always been a challenge, yet gamification is skillfully being 
introduced to tackle everything from education to health and 
wellbeing. And the results are encouraging. 

According to research from Deakin University in the ACT, 
incorporating games into the curriculum dramatically alters 
students’ attitudes about maths. Another study by the Australian 
Journal of Educational and Developmental Psychology found play-
based learning increases children’s attention span. 

Just like Instagram, Pinterest and news-reading apps - ideas that 
seem so simple we kick ourselves for not thinking of them first - 
playing games is the way forward. 

Al Gore addressed the Games for Change Conference in 2011 
saying: “Games are the new normal”. J.P Rangaswami, Chief 
Scientist of Salesforce.com says gamification is the future of work. 
According to strategic marketing and consulting firm M2, research 
currently estimates the size of the gamification market at US$242 
million and will grow to more than US$2.8 billion by 2016. The 
race is on. Are you ready to play? 

According to Gabe Zichermann, Chairman of the 2013 
Gamification Summit in San Francisco, businesses who 
are open to using game mechanics to engage their 
customers will be successful in utilising a reward 
cycle that keeps their customers coming back to them. 
“ "Some companies are intimidated by the idea of 

gamification,"” he says. "They might believe it 
requires too much effort and that they would have 
to become game designers and compete with the likes 
of Zynga or Electronic Arts. This is simply not the 
case. Implementing subtle game mechanics to increase 
engagement among your employees, can be as simple 
as creating friendly competition among them for a 
specific project."”
And it doesn’t need to break the bank. “For a very 

minor cost, you can engage your customer. "Think 
about the ‘profile in progress’ bar on LinkedIn. This 
is an example of gamification as it gives the user a 
goal and gives them feedback – effectively engaging 
them," explains Colin Cardwell, CEO of 3rd Sense, a 
leading Australian provider of games and apps. 
Although large corporations also love to save 

money, most small businesses will find it necessary 
to emphasise rewards that don't involve large costs 
on their part. “"You can give your customers special 
status, or access, instead of giving away product,"” 
says Zichermann. "A great advantage a small business 
has is more intimate knowledge of their customers that 
can be used to make them feel special. Gamification's 
engagement tools can bridge the resource gap a small 
business has with their larger competitors if they 
can create a great game that brings people in." 
What else do you need to know to get started? 

“"Designing a good gamification solution is both very 
complex and very easy at the same time. At its heart, 
the idea is to engage users with the best ideas from 
games, loyalty programs and behavioural economics. 
You need to build a system that delivers the three 
Fs: Feedback, Friends and Fun - and do this in a 
sustainable way.  Once you have the design concepts, 
you can then decide to work with one of the industry’s 
vendors to further develop your idea and bring it to 
life," says Zichermann. 

gamification.org
3rdsense.com
dopa.mn 
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how to

Let us know how you gamify
#collectivehub+

At the beginning of 2010 there 
were zero results for the search 
term gamification. Less than 

three years later, it has 
four million hits. 
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Being a world leader wasn’t on the agenda for the 
Commonwealth Bank of Australia. But it happened, and they are. 
Take a peek inside one of gamification’s success stories. 

Back in 2011, the CBA faced a conundrum. The value of the 
Investment Home Loans (IHL) market in Australia was around 
AU$5.5 billion per month, but it had been stagnant for some time. 
With housing prices on the rise this meant only one thing; less 
people were taking up investment home loans. 

There were many economic factors influencing the decline; the 
funding crisis and the resulting global recession had taken their toll 
on consumer confidence. Many ‘would be’ private investors were 
continuing to hold their investment capital in cash for the short 
term. CBA needed to attract new investors to the lucrative property 
markets.

According to the General Manager of Consumer Marketing for 
CBA, the initial brief was for a direct mail campaign to existing 
customers. “In the past a campaign of this type, targeting potential 
property investors, would have likely been executed using direct 
marketing. We would have typically used our data to shape a 
campaign of potential prospects, and designed a mail pack to send 
them. However, that has obvious limitations in terms of being 
able to measure effectiveness and engagement of audience to your 

message,” says Whelan.  Hands up who 
actually reads those flyers sent inside your 
statement? Thought so.

“Traditional marketing typically pushes 
messages at people, often after having 
interrupted them while doing something 
else – that’s not great,” admits Whelan. 

“As a marketing team we recognised 
we were more broadly responding to 
how technology is changing banking, 
and how marketing is done effectively. 
Gamification was an emerging technology 

we had been watching, there had been lots of examples in other 
businesses, and particularly in the area of education, where gaming 
principles had been applied to communication. We run a process 
called an ignition session with our agencies in the upfront briefings. 
In one of those sessions we determined property investment 
would be a great opportunity to apply gamification and engage the 
audience much more effectively in communicating the benefits of 
property investment. Monopoly is a great property game and super 
popular – so you kind of know how well it can work.” 

hands up who 
actually reads

those flyers sent inside
your statement? 

Thought so.

 
+++
Check out Investorville at investorville.com.au 
Or Coinland at coinland.com.au

 

 CASE STUDY WE LOVE: GAME ON
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CBA’s big idea was to overcome any fears of becoming a property 
tycoon by creating a safe environment to explore, play and learn 
about property investment. Based on numerous academic and 
practitioner papers on the impact of gamification on learning and 
behaviour change, Investorville was born and became the world’s 
first property investment simulator. 

Collaborating with Google Earth for visualisation and partnering 
with RP Data (the number 1 provider of real estate analytics), 
Investorville takes a snapshot of the Australian housing market for 
every suburb. The site allows ‘investors’ to get a real feel for what it’s 
like to invest and manage a portfolio of properties. From searching 
and purchasing, setting rent to making repairs and renovations, you 
are guided through the real-life highs and lows of property investing.

Since it’s launch, Investorville has clocked up 20,000 registered 
users, nearly 4,000 completed a home loan application, over 400 
home loans were funded, and this earned the CBA over AU$1.4 
billion in incremental revenue. Not too shabby. 

But they didn’t stop there. The same year CBA launched an 
online destination called Coinland, where kids can learn about the 
basics of money. CBA figured increasing the financial literacy of just 
10 per cent of the Australian population would result in an injection 
in excess of AU$1 billion back into the Australian economy and the 
creation of 16,000 jobs. 

With over 140,000 kids joining Coinland and currently over 
91,000 active members, the game has been extremely successful , and 
they’re not stopping there either. 

  “For Coinland we have a roadmap for development. One of the 
obvious things we want to do is get a tablet and mobile version of 
the game going. Kids love playing on touch screens and we need to 
evolve the game to work there. We’ve also got lots of other ideas 
of how we can keep building it – keeping it fresh and interesting is 
key with kids. We are firmly of the view it needs to be more than 
just a game – we want it to be educational, to help kids learn the 
positive benefits of saving, and to help improve financial literacy 
among young Australians. We’ve had a long history of this through 
our school banking programs and through technology this is a way 
we can extend on those programs.” 

Andy Lark, Chief Marketing Officer for CBA adds, “Gamifiying 
processes and information is a better way to engage and educate. 
It can make the complex easy - and more importantly, fun.” And 
he’s right. We’ve been tinkering away in the office on Coinland all 
morning and we’re almost grown-ups. “Gamification isn't just about 
engaging the customer. It’s also about providing them with a simple 
way to engage their family and friends. Network effects then come 
into play, accelerating the pace of learning and business. At the end 
of the day, marketing needs to make the experience of buying fun. 
The more smiles you generate, the stickier it gets. And the stickier it 
gets, the more your business grows.”


