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3¢« Introduction: Welcome to the Loyalty Game

Remember the last time you played a game and couldn’t stop? Nothing engages more than
fun, and that’s exactly what games excel at. And you know where engagement is especially
important? Loyalty. So why not merge the two and create a loyalty program that your cus-
tomers will actually enjoy?

Gamification has quietly infiltrated loyalty programs across industries — according to the
Business Research Company, the gamification market will grow to $73.66 billion in 2029 at
a CAGR of 28.4%.

And it's working like a charm — because people love games. We love rewards, recognition,
progress bars, leaderboards, mystery boxes, and that dopamine hit from leveling up. In
fact, according to Comarch’s Loyalty Prediction 2025 report, 33% of consumers want to
see games and quests with challenges, rewards, and bonuses as a feature in their loyalty
programs.

Whether you're looking to enhance your existing gamification strategy or add game-inspired
elements to your loyalty program, this e-book is for you.

Each chapter brings you closer to becoming a Loyalty Program Game Master. By the end,
you'll not only understand gamification — you'll have a ready-to-use loyalty strategy tailored
to your brand, your goals, and your customers.

Here's what to expect:
Actionable tips, expert insights, and current trends to stay ahead
Tools and frameworks to help you design your own gamified loyalty program
Real-world examples of gamification in action

A short quiz to help you find your ideal gamification strategy

Get ready to level up your thinking, challenge your assumptions, and unlock the secrets of
truly engaging loyalty. Let the game begin!


https://www.thebusinessresearchcompany.com/report/gamification-global-market-report
https://www.comarch.com/trade-and-services/loyalty-marketing/resources/report-customer-loyalty-predictions-2025/

= Level 1: The Basics of Gamification -
What Is It and Why Do You Need It?

What is Gamification?

Gamification is the process of adding game-like elements — points, badges, challenges,
leaderboards - to non-game environments. It's not about turning your loyalty program into
Mario Kart. It's about using the mechanics that make games irresistible to make loyalty
more engaging and motivating, ultimately boosting retention and revenue.

In a recent Forrester report, gamification has been identified as one of the 14 functionali-
ties that loyalty platform vendors offer to address core and extended use cases. It's used
mostly for program development and management, as well as customer experience and
engagement optimization.

Gamification’s popularity has grown alongside smartphone adoption — 91% of Americans
now own a smartphone, and by the end of 2024, 57% of the global population was using
mobile internet, with that number continuing to rise.
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https://www.forrester.com/report/the-loyalty-platforms-landscape-q3-2025/RES184839
https://www.pewresearch.org/internet/fact-sheet/mobile/
https://www.gsma.com/r/wp-content/uploads/2024/10/The-State-of-Mobile-Internet-Connectivity-Report-Key-Findings-2024.pdf

Why Do Businesses Need Gamification?

Loyalty programs are increasingly popular — reports show that people are join-
ing more of them every year. In the US, the number of programs the average
consumer belongs to has increased by approximately 10%.

However, at the same time, member engagement and brand attachment are
declining:

/» While 52% members use loyalty programs at least weekly, only half of them
feel more positively about the brand because of its program — a noticeable
drop from 67% in 2024.

» 38% feel only slightly — or not at all — emotionally connected to the programs
they're enrolled in.

» 79% of customers participating in the Gartner survey claimed that they don’t
actively participate in all the programs they join.

The conclusion is simple: as consumers join more loyalty programs, competi-
tion for their attention intensifies. Because if your customer has 15 programs
on their phone, yours can easily be forgotten. It doesn’t help that attention
spans are shrinking — just 8 seconds on average, shorter than a goldfish’s 9
seconds.

Meanwhile, studies show that fully engaged customers tend to bring in about 23%
more in terms of spending, profits, revenue, and overall relationship growth com-
pared to the average customer.

So if you don’t want to fade away in the thicket of mobile apps, you need some-
thing that sets you apart — and what delivers these quick dopamine hits cus-
tomers crave. That something can be gamification.
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https://www.bcg.com/publications/2024/loyalty-programs-customer-expectations-growing
https://www.ey.com/content/dam/ey-unified-site/ey-com/en-us/campaigns/cmo/documents/ey-loyalty-market-study-2025.pdf
https://www.ey.com/content/dam/ey-unified-site/ey-com/en-us/campaigns/cmo/documents/ey-loyalty-market-study-2025.pdf
https://www.gartner.com/en/documents/6472039
https://time.com/3858309/attention-spans-goldfish/
https://www.gallup.com/workplace/311870/customer-centricity.aspx

Benefits of Gamification

1. Increased Customer Engagement and Loyalty

Gamification gives your customers a reason to come back, explore, and interact — even if
they're not ready to buy yet — resulting in a 47% rise in engagement and a 22% rise in brand
loyalty. Moreover, game elements make programs more enjoyable for 53% of shoppers,
and 81% of members join challenges to earn bonus points or rewards. As customers invest
effort in completing challenges or achieving a status, they build a stronger sense of owner-
ship and attachment, which deepens their loyalty to the brand.

2. Gathering Valuable Customer Data

Gamification lets you collect unique customer insights in a fun and engaging way, with-
out feeling intrusive. When customers play along, they naturally share details about their
behaviors and preferences, giving you everything you need to personalize their experience
later on.

Building significant, long-term loyalty isn’t about grand gestures, but about fostering
small, consistent customer actions that compound over time - it's fundamentally
about habit formation. However, many brands suffer from ‘data blindness.’ To truly
succeed, you must make sense of your customer data and use it to personalize the
engagement, delivering the right experience to the right customer at the right time.
Without that data-driven personalization, you simply can't engage them effectively.

Premal Patel
Lead Consultant
at The Loyalty People

3. Enhanced Brand Awareness and Differentiation

Almost every brand has some type of loyalty program, and with the increase in loyalty pro-
gram enrollment, the competition is higher than ever. Gamification can help you stand out
and make your customers truly remember you. Additionally, elements such as badges and
achievements encourage social sharing, making your brand more recognizable, leading to
even 15% rise in brand awareness.
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https://themanifest.com/digital-marketing/blog/how-use-gamification-improve-loyalty-program
https://www.incisiv.com/report-loyalty-program-index-2022
https://themanifest.com/digital-marketing/blog/how-use-gamification-improve-loyalty-program

4. Building an Emotional Connection

Gamification transforms routine tasks into enjoyable experiences, leading to the creation of
positive associations and deeper emotional connections with a brand. When customers feel
like they’re making progress, are being recognized, or are unlocking something special,
the brand affinity increases, and they’re far more likely to stick around.

5. Higher Customer Lifetime Value

Loyalty program members generate 12-18% more revenue than non-members, and gamifi-
cation amplifies this effect by encouraging more frequent and deeper brand engagement.
Working toward a clear goal, such as earning a badge or reaching a higher tier, triggers the
goal gradient effect — a mechanism where people intensify their efforts as they get closer
to a goal. This, combined with loss aversion — the fear of losing accumulated progress or
status — creates powerful retention mechanics that increase interactions with your brand,
encouraging extra purchases and boosting customer lifetime value (CLV).



https://newsroom.accenture.com/news/2016/members-of-customer-loyalty-programs-generate-significantly-more-revenue-for-retailers-than-do-non-members-accenture-research-finds

M Level 2: The Secret Behind Gamification-
Driven Engagement: Customer Psychology

We know that gamification drives engagement. What we don’t know yet is why it does it so
well. Of course, the answer, as for everything that we do, is rooted in human psychology.

BJ Fogg's Behavior Model: The Magic Formula

Why do people do anything? According to Dr. BJ Fogg, a behavior scientist at Stanford
University, three things need to show up at the same time for action to happen:

/° Motivation — The desire to act; can be intrinsic or extrinsic.

/7 Ability — The ease of taking that action; the easier it feels, the more likely it is to be

performed.

/7 Trigger — The nudge that prompts the behavior; it can come in the form of progress
bars, encouraging messages, or alerts about a new challenge or achievement.

For gamification to work, it should boost
motivation, keep things easy, and use
timely triggers when the customer is
most likely to act. If one thing is missing,
nothing will work:

»# Trigger shows up, motivation is high,
but your customer doesn’t know what
todo, ortheactionistoo complicated?
Instead of action, you get frustration.

Motivation’s high and action is easy
to take, but there's no nudge? The
customer will probably quickly forget
about you.

N

/ Ability is high, the trigger is there, but
your customer doesn’t feel motivated?
It's the quick path to turned-off
notifications and being ignored.

Motivation

Fogg Behavior Model

B=MAP

at the same moment

Prompts

succed here

Action Line

Prompts

fail here

Ability Easy

to do
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Intrinsic vs. Extrinsic Motivation

Traditional loyalty programs tend to rely heavily on extrinsic motivation, offering external
rewards like discounts or free products. While effective to a degree, this motivation is often
fleeting. Gamification excels by tapping into much deeper and more powerful intrinsic moti-
vators. These are internal drives that make an activity inherently rewarding.

Intrinsic motivation comes from within. People engage in something simply because they
enjoy it or find the outcome satisfying. These motivators can include a sense of achieve-
ment or mastery, the desire to improve or outperform others, or the need to do something
purposeful. For this kind of motivation to work, the tasks must be understandable, doable,
and meaningful.

Example: Nike Run Club rewards users not with discounts, but with a sense of personal
growth — tracking runs, celebrating milestones, and highlighting personal records. Users
are driven by seeing their own improvement and can also compete with others through
in-app challenges.

Extrinsic motivation, on the other hand, is about doing something for a reward or to avoid
a consequence, even if the task itself feels repetitive or uninteresting. It's essentially the
“carrot” approach. The SAPS model outlines four main types of extrinsic motivators:

1. Status — Prestige and recognition
2. Access — Exclusive opportunities or experiences
3. Power - Control or influence over others

4. Stuff — Physical goods or prizes

While intrinsic motivation might seem more meaningful, it's also harder to spark and sus-
tain. That's why the most effective gamified systems — and loyalty programs — blend both
approaches. Tangible rewards like points, badges, or prizes can hook users, while intrinsic
elements like progress, purpose, and social connection keep them coming back.
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The 8 Core Drives Behind Human Motivation

To design for what truly drives people to act, it helps to break motivation down into its core
components. The Octalysis Framework, created by Yu-kai Chou, does exactly that — iden-
tifying eight distinct drivers that explain why users take action and how you can design
experiences that align with those motivations:

Epic Meaning
& Calling
The drive to becomes
Development & part of something Empowerment of
Accomplishment bigger than ourselves. Creativity & Feedback

The drive to level up, improve, The drive to use one's creativity
and achieve mastery. l and adjusting through feedback.

Social Influence
& Relatedness
The drive to collaborate,

compete, and express
social appreciation.

Ownership &
Possession

The drive to collect,
accumulate, and organize.

‘ Unpredictability

. & Curiosity
The drive to obsess over what

we see but cannot have. Loss & Avoidance The drive to crave what is
unpredictable and new.

Scarcity & Impatience

The drive to avoid what is
undesirable or changing
one's behavior.

1. Epic Meaning & Calling: It’s the feeling of being part of something bigger — like you're
“the chosen one” or a member of an elite group. It also includes Beginner’s Luck — the
belief you have a rare opportunity or insight that others don't. This drive motivates users
to invest more time and effort into the cause, whether it's contributing to Wikipedia or
rushing to buy the next Apple product even before you know what it is.

2. Development & Accomplishment: It's fueled by making progress, building skills, and
being rewarded for overcoming challenges. This is one of the easiest drivers to design
for, often powered by levels, progress bars, badges, and leaderboards.

3. Empowerment of Creativity & Feedback: This driver taps into our need to explore, create,
and see the impact of our actions. It shows up when users solve problems, experiment
with options, or customize experiences — and get real-time feedback in return (e.g., cus-
tomization, sandbox tools).




4. Ownership & Possession: People are more motivated by the things they own — in gami-
fication, it can be points, badges, avatars, or virtual goods. The more they own (or cus-
tomize), the more they want to protect it, improve it, and collect even more. It's why
collecting, upgrading, and accumulating rewards feels so satisfying.

5. Social Influence & Relatedness: We're social creatures — we care what others think, do,
and feel. Whether it's keeping up with a friend on a leaderboard, feeling nostalgic over a
childhood memory, or teaming up for a group challenge, these social dynamics shape
how we engage. Recognition, competition, companionship, even a little envy - all of it
fuels action.

6. Scarcity & Impatience: If everyone can have it, it loses its appeal. The harder something is
to get, the more we want it — especially when time is running out. Limited-edition rewards,
countdown timers, and early-access drops tap into this driver by creating urgency and
exclusivity. Just knowing something isn’t always available makes it feel more valuable.

7. Unpredictability & Curiosity: What's behind the curtain? That simple question can keep
us hooked. When outcomes are uncertain — like mystery boxes, sweepstakes, or surprise
rewards — we can't help but lean in. The brain loves novelty, and the unknown keeps it
on high alert. This drive fuels everything from binge-watching to lotteries, and when used
well, it adds excitement and anticipation to the customer journey.

0

. Loss & Avoidance: Nobody likes losing progress — or missing out. This drive kicks in
when there’s something to protect: a streak, earned rewards, or time already invested.
Whether it's expiring points, limited-time offers, or the threat of starting over, people are
motivated to act now to avoid losing what they’'ve already worked for.

The Octalysis helps you balance intrinsic and extrinsic motivators, so you're not just hand-
ing out rewards, but you're creating a system that speaks to emotion, logic, and behavior.
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The 3 Fs of Effective Gamification

Gamification is based on three fundamental elements:

/7 Fun: It's all about creating enjoyable experiences. What feels fun varies from person
to person, but in gamified systems, it often comes from small surprises, opportunities
for mastery, or simply making everyday tasks feel more rewarding.

/7 Friends: This refers to social interaction and community. Whether through
collaboration or friendly competition, the presence of others adds meaning and
motivation. Features like teams, shared goals, or leaderboards connected to real
people can foster a sense of belonging and encourage engagement.

/ Feedback: Members should be kept informed about their progress. By breaking long-
term goals into smaller, achievable steps, feedback helps users see their actions as
part of a larger journey. It can take many forms — points, levels, progress bars, pop-up
notifications — but all serve to reinforce a sense of direction and accomplishment.

Together, these three forces — emotional, social, and cognitive — create experiences that
make users want to return, improve, and engage. Gamification doesn’'t need to be complex
to be effective — it just needs to speak to what really motivates people.

We must move beyond predictable, boring’ gamification tactics, such as the
ubiquitous ,spin to win.’ Real success lies in continuous innovation, keeping the
customer experience fresh and exciting by truly leveraging data insights to drive
meaningful improvements. It's essential to think creatively, going far beyond the
most straightforward or common mechanics, to maintain genuine engagement.

Premal Patel
Lead Consultant
at The Loyalty People
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7 Level 3: Building Your Gamified Loyalty
Program: From Concept to Execution

You now know what motivates your customers and how to trigger the behavior — at least
in theory. Now it's time to put it all into action, showing you how to apply these insights to
incorporate gamification into your own loyalty program.

Before implementation, you should consider three levels:

1. The Dynamic Level: Foundational decisions on game design and overall rules.

2. The Mechanical Level: Defining core gameplay elements like challenges, rewards, and
victory conditions.

3. The Detailed Level: Implementing specific elements like avatars, badges, and team
mechanics.

Step 1: Define Your Strategy

The initial phase is the most critical, as it sets the strategic direction for the entire program.
Rushing this stage is a common cause of failure.

1. Define Clear Goals and Objectives

Before any design work begins, you must clearly define your goals. Is the primary objective
to increase customer retention by 10%? To boost the frequency of repeat purchases? To
drive referrals and new customer acquisition? Or is it to collect data to fuel personalization
efforts? The chosen goals will dictate every subsequent decision, from the selection of
mechanics to the structure of rewards.

2. Understand Your Target Audience

A one-size-fits-all approach to gamification is doomed to fail. Conduct research into your
target audience to understand their motivations, preferences, values, and habits. What
truly motivates them - is it status, competition, collaboration, or value? What kind of rewards
do they find appealing? Are they tech-savvy and mobile-first? Answering these questions
through surveys, interviews, and data analysis is crucial for designing a program that reso-
nates and feels relevant.



3. Define the Behaviors You Want to Drive

Translate your goal into specific, granular customer behaviors that the program will incentiv-
ize. Simply aiming to “increase loyalty” is too vague. Target concrete actions like posting a
review, trying a new product, downloading an app, making frequent purchases, or using a
service. A clear list of these target behaviors forms the blueprint for the program’s challeng-
es and reward structure.

Step 2: Choose the Mechanics

Start by selecting the gamification mechanics that would best fit your loyalty program.
Think of them as building blocks. The ones you choose determine how customers experience
your loyalty program and shape how they connect with your brand. Consider each mechanic
carefully. Would it resonate with your audience? Does it reflect your brand personality?

Gamification mechanics, such as levels, act as visible status milestones. They powerfully
fuel the core psychological need for progress by constantly reminding customers exactly
how much they've achieved within the program.

Wojciech Osuch
Head of Growth Strategy
Poland, Accenture

Let's explore your options.

|
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1. Points

Points are often the go-to mechanic when brands think of gamification, and for a good rea-
son. They're easy to understand, track, and can visibly reward progress, acting as a positive
reinforcement that enhances customer motivation to engage with the brand.

Why It Works:

Clear Progress Tracking: Provides a measurable way to track user activity and
progress, boosting motivation as customers see themselves nearing a goal.

Immediate Reinforcement: Instantly rewards desired behaviors, reinforcing actions
customers are likely to repeat.

Tangible Benefits: Easily convertible into meaningful rewards such as discounts,
special products, or higher membership statuses.

Things to Watch Out for:
<. Transactional Focus: Relying solely on points can encourage transactional behavior.

<. Sustainability of Motivation: Continuous reliance on external incentives can lose
effectiveness over time, if not paired with meaningful, intrinsic motivators.

Loyalty Tip
To avoid purely transactional interactions, allow customers to earn points
@ for non-purchase actions like exercising, recycling, or sharing on social
q\ media. Want extra impact? Offer special occasions or limited-time events

where customers earn double or triple points — studies show 61% of cus-
tomers want to have this option in a loyalty program they participate in.



https://www.ey.com/content/dam/ey-unified-site/ey-com/en-us/campaigns/cmo/documents/ey-loyalty-market-study-2025.pdf

2. Badges and Achievements

Badges are like collectible trophies — virtual symbols that celebrate customers for accom-
plishing specific goals or actions. They're perfect for satisfying people’s natural desire for
recognition, status, and a sense of achievement. Badges can range from simple rewards for
individual tasks to progressive awards earned through a series of activities, to even complex
challenges requiring strategic thinking.

Why It Works:

Visible Recognition: Showcase customer achievements, providing strong visual
acknowledgment that’s more noticeable than points alone.

Social Motivation: Badges inspire users to stay engaged by fostering friendly
competition or comparison with others, even without physical rewards.

Collection Appeal: Leverage the natural human drive to collect and possess,
encouraging ongoing participation to “complete the set.”

Things to Watch Out for:

<. Potential Overuse: Too many badges without a clear meaning or value may overwhelm
members and make the gamification feel forced and inauthentic.

Loyalty Tip
((j(}\B Use badges to encourage repeat behavior. For example, you can award
q_) your members for daily logins or visiting a coffee shop for several days in
| a row. Introduce badges tied to special events, limited-time challenges, or
unique actions.




3. Leaderboards

Leaderboards let users see how they stack up against others, sparking their natural com-
petitive spirit and tapping into a social validation mechanism. We love comparing ourselves
to others - it helps us determine how difficult a task was, or how well we performed. That's
why the leaderboards are so motivating, making members want to stay engaged to maintain
status within the community.

Why It Works:

Friendly Competition: Customers see their position relative to others, motivating
them to improve performance to earn a higher spot.

Social Motivation: Taps into people’s natural desire to compare and compete with
others, strengthening a sense of community and belonging.

Visible Recognition: Leaderboards provide clear validation of achievement and effort,
highlighting user success to peers.

Things to Watch Out for:

<. Possible Demotivation: Members who consistently find themselves at the bottom of
a leaderboard may feel discouraged, negatively impacting their engagement.

Loyalty Tip
((?13 Design leaderboards thoughtfully. Display only the top rankings and those close
q_) to the user’s position to make competition motivating without feeling overwhelm-
) ing. Update leaderboards regularly, and use tiers or segmented rankings to help
newcomers feel welcome and keep motivation strong for everyone.




4. Levels and Tiers

Just like in actual games, you can let members level up within your program by introducing
tiers. Each level signals progress, mastery, and status. As members earn points or complete
actions, they unlock better benefits, such as free items or exclusive offers, earning a sense
of accomplishment and feeling like a real VIP in your brand’s universe.

Why It Works:

Visible Goal: Tiers give members a clear goal to work towards, enhancing motivation
and encouraging repeat actions.

Sense of Recognition: Unlocking new perks with each tier makes members feel
recognized more than any one-time reward.

Motivating Through Progress: Showing how close someone is to the next tier taps
into the “almost there” effect, boosting effort and engagement.

Things to Watch Out for:

<. Progress Fatigue: Just like with leaderboards, if leveling up feels too hard or time-
consuming, members may get discouraged and disengage.

<. Complexity and Low Perceived Value: Tiers can be complex to manage, and if the
perks don't clearly improve with each tier, members won't see a reason to move up
and may stop caring altogether.

Loyalty Tip
((jf:;} Don’t only focus on the goal; highlight the journey. Use progress bars to
q\ show members how far they’ve come and what’s waiting ahead. Keep tiers

meaningful, with rewards your customers will actually want to work towards.




5. Challenges and Quests

Take your customers on a mini adventure with challenges and quests. They turn everyday
actions into short, satisfying journeys by introducing a series of tasks or specific goals that
members must complete to earn rewards. These can be quizzes, time-limited activities, or
logic puzzles.

Why It Works:

Goal-Driven Fun: Challenges give users a clear objective and a sense of
accomplishment upon completion, tapping into the self-actualization need.

Stay Top of Mind: Daily or weekly quests bring users back consistently, making your
brand part of their routine.

Extra Motivation: Gamified challenges and contests to earn additional rewards and
points are desired by consumers.

Things to Watch Out for:

<. Risk of Fatigue: Too many or overly challenging quests can feel like busywork, leading
users to drop off.

<. Complex to Design: Crafting quests that are meaningful, varied, and seamless
requires more planning, creativity, and tech support

Loyalty Tip
((';}\3 Think of each quest as a mini “campaign” with its own flavor, not just a
q_) checklist item. Keep them short, clearly defined, and sprinkled with sur-
\ prise. And always deliver on the reward — nothing kills enthusiasm faster
than unrewarded effort.




6. Surprise & Delight and Chance-Based Rewards

Everyone enjoys pleasant surprises. Mechanics like spin-to-win, scratch cards, or mys-
tery boxes introduce elements of unpredictability and luck into your program, creating
moments of instant dopamine hits. Members can perform a simple action, like spinning the
virtual wheel, to win an instant prize, such as extra points, a discount, or a free item.

Why It Works:

Instant Excitement: Quick wins tap into that dopamine rush, making customers
excited and eager to return.

Encouraging Repeat Action: Curiosity drives repeat visits; “What will | win next time?”
is a powerful motivator.

Emotional Bond & Social Sharing: Unexpected perks spark delight, creating emotional
loyalty and often getting shared with friends or on social media.

Things to Watch Out for:

<. Surprise Overload Risks: If everyone wins all the time, no one actually does. Surprises
that happen too often or feel cheap lose their magic.

<. Design Complexity & Cost: Mystery boxes and randomized mechanics need careful
planning and a sustainable budget — and still not every surprise will deliver the
emotional hit you hope.

Loyalty Tip
((Jf':;B Keep surprises rare, but meaningful. Tie them to special moments, like
q\ birthdays, holidays, and loyalty anniversaries, and keep the rewards var-

ied, valuable, and — when possible — shareable.




7. Other Mechanics Worth Exploring

Looking for something extra special? While these six mechanics are the most commonly
used, there are a few more that can level up your loyalty program, such as:

©

OH“”

/N

Streaks

Reward consistent actions, such as daily log-ins, weekly purchases, or back-
to-back workouts. Streaks build habits and foster long-term loyalty by mak-
ing customers feel recognized for their ongoing commitment.

Progress Bars

Show members how close they are to achieving their next goal, whether it's
earning a reward or reaching a new tier. Visualizing progress fuels motivation
and leverages the goal-gradient effect, where effort increases as a person
gets closer to their goal.

Social Sharing

Turn your members into your best acquisition channel. Offer rewards for
referrals and organize contests that encourage users to create and share
content featuring your products.

Treasure Hunts

Send members on mini-missions — finding hidden codes on different product
pages of a website or specific products in a retail store. It's an excellent way to
tap into natural curiosity and desire for discovery, bringing attention to new
products or underutilized features of your service.

Gamified Surveys and Quizzes

Transform the tedious process of data collection into a fun and rewarding
activity. Offer points or a chance to win a prize for completing a personality
quiz, a style preference survey, or a product trivia game. A perfect way to
gather invaluable zero-party data in a non-intrusive way.

Significant pitfalls arise when gamification is treated as a generic, one-size-fits-all
solution. Over-reliance on simple, transactional rewards, such as points and discounts,
appeals only to rational motivation, missing deeper drivers of engagement. Furthermore,
introducing overly complex or confusing mechanics can quickly backfire, transforming
potential fun into tedious busy work’ that ultimately disengages the customer.

Wojciech Osuch
Head of Growth Strategy
Poland, Accenture
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Challenge

Primary Psychological
Driver

Best For

Points System

Badges &
Achievements

Leaderboards

Levels & Tiers

Challenges
& Quests

Surprise
& Delight

Streaks

Progress Bars

Social Sharing

Treasure
Hunts

Quizzes
& Surveys

Bonus
Alert:

Immediate
reinforcement

Recognition, social
validation, collection

Competition, social
comparison

Mastery, self-actualiza-
tion, status

Goal-setting, mastery

Positive association,
curiosity, reciprocity

Habit formation, loss
aversion

Endowed progress
effect, goal-gradient
effect

Social validation

Curiosity, discovery

Curiosity, self-reflec-
tion, reward-seeking

Boosting engagement frequency,
driving specific actions, increasing
purchase frequency

Encouraging diverse behaviors, foster-
ing emotional connection

Driving engagement, identifying brand
advocates

Long-term retention, increasing CLV,
identifying high-value customers

Driving specific actions (e.g., product
trial, repeat visits), habit formation,
event-based engagement

Enhancing emotional loyalty, spiking
short-term engagement

Increasing visit/purchase frequency,
daily/weekly engagement

Motivate task completion, reduce churn

Low-cost customer acquisition, com-
munity building

Product discovery, increasing time-on-
site or app

Zero-party data collection,
personalization

Once you've mapped your strategy and explored the mechanics,
flip to the end of the e-book to take a quick quiz and discover

the gamification style that best fits your brand.
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Step 3: Launch, Learn, Level Up

Selecting gamification mechanics is only half the battle — choosing the right technology is
equally important. Make sure the chosen platform can integrate with your existing loyalty
framework and can support all the needed mechanics.

After launching your gamified loyalty program, conduct regular analysis, checking what'’s
working and what needs to be changed. Gamification provides you with tons of behavior
data and customer feedback — make sure you use it.

Some most important KPIs to track are:

/

N

N

° User Engagement Rates: Track actions taken, session frequency, and active

participation in challenges.

" Frequency of Interactions: Gauge how often users engage with gamified features

like daily quizzes, spins, or quests.

' Retention Rates: Monitor how many users return and how long they stay engaged over

time.

’ Customer Lifetime Value (CLV): Measure how gamification increases overall spend over

time.

' Member Feedback: Leverage surveys and feedback from participants to understand

what'’s resonating — and what'’s not.
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Level 4: Get Inspired: Gamification

in Action

Need more inspiration for your program? Or maybe you're still not 100% sold on whether
gamification is the right move for your brand? Below you'll find some real-world examples of
successful gamification implementation from different brands and industries.

Real-World Inspiration

Ry

Starbucks
Rewards

Mechanics: points, tiered structure, challenges

How It Works: Customers earn Stars for each purchase, which can be
redeemed for free drinks. Earning enough Stars within a year upgrades
members from Green to Gold status, unlocking additional perks.
Starbucks keeps things engaging with regular challenges like Star
Dash (“Visit three times this week to earn 50 bonus Stars”) and limit-
ed-time Double Star Days, which create urgency and drive repeat visits.

Walmart
Rewards

Mechanics: collectible rewards, challenges, milestone perks

How It Works: Walmart transforms everyday shopping into a game-
like experience. Members earn “Walmart Rewards” by purchasing
specific items or completing in-app challenges, building toward larg-
er perks over time. It turns routine purchases into a rewarding adven-
ture, making customers return as they seek to complete collections
and hit new milestones.

W

)

)

Nike
Run Club

Mechanics: fitness challenges, leaderboards, achievement badges,
scavenger hunts

How It Works: Nike engages its community through apps like Nike Run
Club, which motivates users through gamified fitness challenges and
leaderboards. Runners set goals (e.g., monthly distance challenges)
and see how they rank against friends. As they hit milestones, they earn
digital badges and share their progress. Nike has also famously used
AR-powered scavenger hunts through its SNKRS app to launch limit-
ed-edition shoes, blending real-world exploration with digital interaction.
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- Duolingo

Mechanics: points, tiered structure, challenges

How It Works: Customers earn Stars for each purchase, which can be
redeemed for free drinks. Earning enough Stars within a year upgrades
members from Green to Gold status, unlocking additional perks.
Starbucks keeps things engaging with regular challenges like Star
Dash (“Visit three times this week to earn 50 bonus Stars”) and limit-
ed-time Double Star Days, which create urgency and drive repeat visits.

=

JetBlue's
TrueBlue

Mechanics: badges, leaderboards, activity counters, challenges,
social sharing

How It Works: CIn partnership with Comarch, JetBlue gamified loyalty
through over 300 collectible badges tied to travel, purchases, social
activity, and brand engagement. Members track their progress on an
interactive flight map, complete challenges, and compare achievements
on configurable leaderboards. The program focuses on fun, feedback,
and social interaction, shifting loyalty from transactional to emotional.

j—

=_E
TFG
Rewards

Mechanics: points, tiered benefits, personalized challenges

How It Works: TFG integrates gamification across its multi-brand loy-
alty program to drive engagement beyond purchases. Members earn
points not just for shopping, but also for completing style quizzes,
interacting with brand content, and joining seasonal challenges. This
gamified approach has not only earned recognition at the International
Loyalty Awards but also contributed to a major revenue boost, with TFG
Rewards members accounting for 82.2% of TFG Africa sales over the

past 12 months.
/@

=
PN

nnn

Points
by NBB

Mechanics: points, tiered benefits, personalized challenges

How It Works: Leveraging the Comarch Loyalty Marketing Platform,
the National Bank of Bahrain enhanced its “Points by NBB” program
with gamification mechanics that turn everyday banking into rewarding
challenges. Through the “Points Monthly Challenge,” customers com-
plete tasks like daily spending or ATM withdrawals to unlock additional
rewards. Members earn base points redeemable for cashback, Air Miles,
or charitable donations, while bonus points can be exchanged for raffle
tickets to win prizes. Awarded “Best App for Customer Experience in
MENA 2023,” the program blends practical financial engagement with
fun and lifestyle rewards, strengthening customer loyalty through digi-
tal-first, gamified experiences..
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1, Level 5: What's Next in Gamification?

Hyper-Personalization with Al

Al and Machine Learning are transforming gamification from a one-to-many to a true one-
to-one experience. By analyzing individual behaviors — like past purchases, browsing habits,
and engagement patterns — Al can dynamically tailor the experience to each user.

Personalized Challenges and Rewards: Al enables creating personalized challenges,
recommending relevant rewards, and even adjusting the game mechanics to match a
user’s specific interests and motivations.

Dynamic Rewards Optimization: By processing live behavioral data, Al can determine
which rewards are most appealing at any given moment — then adjust thresholds or
offers in real time to maximize both engagement and ROI.

Predictive Analytics and Proactive Churn Prevention: Al can detect early signs of
disengagement and trigger timely, gamified interventions — such as a special challenge,
a surprise bonus, or an exclusive offer — to re-engage that customer before they're lost.

Advanced Fraud Detection: Al algorithms can monitor for and flag suspicious activity,
such as unusual redemption patterns or duplicate accounts in real time, helping protect
the integrity of loyalty programs without hurting the user experience.

All of these capabilities are not just future possibilities — they are already part of today’s
most innovative loyalty systems, including the Comarch Loyalty Marketing platform.
From personalized challenges to predictive churn prevention and fraud detection, all these
features actively support our clients in running secure, effective, and highly engaging loy-
alty programs.

From the customer’s viewpoint, Al delivers truly appreciated personalization. By
tailoring gamified elements, offers, and challenges to the individual, Al captures

their attention and increases their program engagement. From the business owner’s
viewpoint, Al helps to optimize marketing budgets and offers. It enables precise targeting
of the right customers with the right deals, based on sophisticated mechanisms like
Customer Lifetime Value (CLV) and Churn Rate analysis.

Wojciech Gil
Business Solution Manager,

‘ Loyalty at Comarch
-



https://www.comarch.com/trade-and-services/loyalty-marketing/

Immersive Worlds with AR

Augmented Reality (AR) is blurring the line between digital and physical loyalty experiences,
creating deeply immersive and memorable brand interactions.

/7 AR-Powered Treasure Hunts and Experiences: Brands like Nike have used AR scavenger
hunts to launch limited-edition products, sending customers into real-world environments
to “find” virtual rewards. These experiences drive foot traffic, spark social sharing, and
create genuine excitement.

/° Gamified Product Try-Ons: AR try-on tools - like virtually testing lipstick shade, or placing
furniture in your living room - can double as loyalty challenges (e.g., “Try on five products
to earn 50 bonus points”). Sephora has already tested this with its Virtual Artist, letting
users experiment with makeup through AR. This drives engagement while also reducing
purchase friction and return rates.
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Purpose-Driven and Community-Focused Gamification

Aligning a loyalty program with customer values has become essential. Modern consumers,
especially younger generations like Millennials and Gen Z, increasingly expect the brands
they support to have a positive social and environmental impact.

/7 Sustainability-Based Challenges: Offer bonus points for recycling, completing eco-
friendly challenges, or choosing greener delivery options.

/7 Point Donations to Charity: Let members convert loyalty points into charitable
contributions — turning rewards into real-world impact.

/7 Value-Aligned Campaigns: Tie gamified experience to meaningful causes. For example,
Adidas’s “Run for the Oceans” challenge linked in-app fitness activity to fighting plastic
waste, fostering a sense of shared purpose.

I would say an underestimated mechanism is the so-called adaptive gamification.
This is about tailoring the experience to match different user characteristics and

their behaviors — we can see some similarities here with personalized or customized
communication — designing for that diversity instead of pushing a single incentive for
everyone. On the other hand, this is also quite a bittersweet symphony’ because while
adaptive gamification performs well and is effective, it requires considerable effort and
data. This mechanic is sophisticated and requires significant effort to implement it
properly and leverage its potential.

Wojciech Gil
Business Solution Manager,
Loyalty at Comarch
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(2ss Final Boss: Your Gamification
Launch Checklist

Before you roll out your program, here’s a quick checklist to make sure your gamification
strategy hits the mark (and doesn’t flop on day one):

Start by defining your goals — make sure they are clear, realistic, and measurable.

Know your players — align your strategy with your customers’ motivations, values, and
behavior patterns.

Choose mechanics that match both your goals and your audience — don’t force what
doesn't fit.

Give it a story — craft a compelling narrative and theme that makes even simple
actions feel like an adventure.

Add social dynamics - let members compete, collaborate, compare, and show off.

Sprinkle in surprises — make your members excited for what's next with unexpected
rewards and bonuses.

Keep it simple — make sure all mechanics are easy to understand and engage in to
drive loyalty, not confusion.

Don't over-gamify — balance existing loyalty initiatives with gamification mechanics;
some customers prefer a more traditional, straightforward approach — make sure
your program is enjoyable for them as well.

Integrate with your existing loyalty framework — gamification should support your
loyalty strategy, not function beside it.




‘.’ Gamify Customer Experiences
with Comarch

By now, you've seen just how powerful gamification can be. But translating theory into exe-
cution? That's where the right tech partner makes all the difference. The Comarch Loyalty
Marketing Platform supports various gamification mechanics, helping you create a gami-
fied experience that resonates with your customers.

Some of the functions include:

® Badges: Whether it's rewarding a first purchase, completing a product quiz, or hitting a
spending milestone, Comarch'’s badge system lets you define, track, and reward just about
any customer behavior.

0 Create simple, progressive, or complex badges to fit any campaign structure.

¢ Tie badges to specific actions or sequences — like purchase frequency, channel use, or
quiz completion.

0 Letusers track their own progress with visual indicators right in the app or member portal.

® Counters: Behind-the-scenes tools that track customer activity, based on which CLM
allows for monitoring progress of Badges, as well as granting them and calculating the
customer’s position on the Leaderboards. They're flexible, scalable, and can be configured
at either the customer or account level.
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® Leaderboards: Give your customers a reason to come back — because they're not just
earning rewards, they're climbing a leaderboard.

¢ Rank users by activity, points, or custom-defined behaviors.
¢ Reset rankings on a regular cycle to keep things fresh.
0 Customize visibility so users can choose how their names appear.

® Advanced Gamification Techniques: Looking for more than just badges or leaderboards?
Our flexible Promotion Engine supports multistep promotions, personalized offers, custom
attributes, and even gamification elements powered by predictive insights — giving you the
tools to design experiences that go far beyond standard loyalty mechanics.

m Seamless Administration & Control: Every gamified element — badges, counters,
leaderboards — is managed from the Administration view, letting you have full control
without needing to call in IT every time you want to tweak the rules. You can:

¢ Define conditions, thresholds, and accumulation periods
0 Assign different badge types and progress levels
¢ Refresh caches instantly across badge, counter, and leaderboard systems

Contact us and let’s design a gamified loyalty program that fits your business goals and the
needs of your customers.


https://www.comarch.com/trade-and-services/loyalty-marketing/contact/

«= Bonus Quiz: Discover the Perfect
Gamification Strategy for Your Brand!

Welcome to your final challenge, Gamification Master! You've absorbed the theory, studied
the tactics, and now it’s time to design your ultimate gamified loyalty program.

Ready? Let's play.

Question 1: What industry is your brand in?
A. Retail, Grocery, or E-commerce

B. Travel or Automotive

C. Fitness, Wellness, or Beauty

D. Banking, Insurance, or Finance

E. Telecom, Tech, or Entertainment

Question 2: What's your loyalty program'’s main goal?
A. Drive repeat purchases

B. Encourage long-term brand engagement

C. Build community

D. Build an emotional connection

E. Make your brand stand out from the crowd

Question 3: What best describes your brand personality?
A. Straightforward and practical

B. Bold, empowering, adventurous

C. Social, energetic, community-driven

D. Conscious, ethical, value-led

E. Fun, playful, and a little unpredictable



Question 4: What motivates your customers the most?
A. Tangible rewards like discounts

B. Unlocking milestones, setting goals, and completing challenges

C. Comparing, competing, or collaborating with others

D. Making an impact through their choices

E. Discovering surprises and rare experiences

Question 5: What kind of experience are you trying to create?
A. A reliable system people can count on

B. An adventure they can level up through

C. A social experience that feels like a group game

D. A purpose-driven journey with real-world impact

E. A delightful game full of mystery and surprise

Question 6: How often do you plan to update or refresh your program?
A. Rarely — set it and forget it

B. Occasionally — with new challenges or seasonal events

C. Frequently - it should always feel fresh and evolving

D. As needed — especially around key social or environmental initiatives

E. All the time — with fresh rewards, hidden surprises, and new games



Results: What'’s Your Gamification Style?

5% Mostly A's: The Builder
Best Fit: Points + Tiers + Progress Bars

You're all about structure and reliability. Your loyalty program should feel straightforward
and rewarding for consistent action. Customers trust your brand to deliver value, and they’ll
keep coming back if they know exactly what they're working toward. Tiers, streaks, and
goal-oriented rewards will help them track progress and feel recognized along the way.

¥ Mostly B's: The Explorer

Best Fit: Challenges + Badges + Quests

Your customers crave a sense of journey. They want to unlock, earn, and evolve. Design mini-ad-
ventures, limited-time missions, and achievement badges to keep them hooked. Whether it's
fitness challenges or travel progress badges, the key is to keep them moving forward.

** Mostly C’s: The Social Climber

Best Fit: Leaderboards + Referrals + Group Challenges

Connections are your most valuable asset. Your customers want to show off, compete, and
connect. Design opportunities for them to do that: create public rankings, team quests, and
social share incentives. Create a community, and loyalty will follow.

Mostly D’s: The Purpose Seeker

Best Fit: Impact Challenges + Purpose-Driven Quests + Quizzes

You don't want to create a basic rewards structure — you're here to create meaning. Your
audience is purpose-driven — they care more about the “why” than the “what.” Offer gamified
ways to support causes, reduce waste, or contribute to a mission.

i Mostly E's: The Trickster

Best Fit: Surprise & Delight + Mystery Rewards + Spin-to-Win

Your brand thrives on joy and curiosity. Your loyalty program should feel like a party, a puzzle,
and a prize wheel all rolled into one. Reward discovery and create “what’s next?” moments
that make customers keep checking in.



COMARCH

About Comarch

Comarch is a global provider, with 30 years of experience, of technologically advanced software designed to help enterprises improve their business efficiency,
reduce operational costs, and build strong relationships with all of their partners and clients. Comarch has made its name by working with some of the most
renowned brands and organizations in the world, including various airline holding companies, telecoms, financial institutions, retailers, and many others.
Comarch'’s clients include JetBlue Airways, Heathrow Airport, BP, Carrefour, Heineken, Goodyear, Pepsi, and Vodafone.
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