literniationiad

f“? 11 of

5

lournal.hrmars@@gmail.com
v hrmars.com/journals

%,:% ?‘% pAA LY




Abe;st Int. Journal of Academic Researchin Business and Social Sciences {IJARBSS)
Impact Factor -2012: 0.305 {Allocated by Global Impact Factor, Australia)

The 1J-ARBSS is an interdisciplinary open access blind peer-reviewed refereed journal published by Human
Resource Management Academic Research Society (HRMARS) that publishes significant contributory researches
regarding different fields of social sciences, business and education management. [J-ARBSS publishes twelve issues per
year. [J-ARBSS publishes original research articles related to

Business Management, Human Resource Management, Leadership. Marketing
Management, Psychology, Sociology, Education Management, Teacher's Training, Education Training, MIS
(Management Information System), Business law, Marketing theory and Marketing applications, Business
investméni, Business finance. Public ethics, Operations management, business research, Organizational
behavior, Business and economics education, Case studies, statistics, Industrial relations. Econometric, Personnel
relations. management & public policy, Management organization and Innovation & technology.

By praviding'easy access io the insights of social sciences & Business information, case studies and researches,
1J-ARBSS aims to extend and supplement the knowledge of scholarly world.

Types of péper '

Regutar articles: These arlicles shou dd have cautiously confirmed findings and the research methodologles
used should be explained in sufficient detall in order o be sasily verified by others, The length of a full paper
should be the minimum required fo describe and interpret the wsk clearly,

Short communications: in order to record the resulls of col np tete small invesligations. deialling new models
and innovative technigues, short communications should be used. kiain sections styles may n OL cont form to the
full lengih papers. They are 2-4 printed pages in detail (about 6-12 1 *1anusmpx pages).

Reviews: Srzbmissions of reviews are welcomed. Reviews should have brevitv and clarity, covering 4-6 printed
nages mbaui 12-18 manuscripi pages).




Editorial Board-IJARBSS

ISSN: 2222-6990

Editor-in-Chief
Professor. Or. Aslam Adeeb
Chairman, Central Executive Commitiee, Human Resource Idanagement Academic Research Society.

Associate Editors
rir. Hassan Danial Aslam
Founder President, Human Resourca Managemsnt &cademic Research Society,

Dr. Meif fawzl

Vice Dean fur Academic Affairs and HR Dapartment Olrector of Business Administration Coftege at orthern Bordar University
Saudi Arahia .

Executive Associale Editor(s)
it Shakeel Sarvar
Resaarch Scholar, Department of kanagement Sciences, The Islamia University of Bahawalpur, Pakistan

Edftorial Boarcd?Advisory Board

Professor Dr. Mkasiobi Silas Oguzor
Provost, Federal College mEducauQn xTechmcal; Omoku-Rivers State, Nigeria
Dr Mubammad Ali EL- Haiji .
Former Leclu irera gt Livetpoal John Moores University. UK,
- De Fllcf:ma Vrorma Rirea

Associate Profassor, Facully of Finance and Accounting, Spiru Haret University, Arges, Romania
Dr. Cezarina Adina Tofan
Associate Professor, Faculty of Finance and Accoummg‘ Spiru Haret University, Arges, Romania
- Dr. Cristina Alina Naftanaila :
PhD Professor Assistant, Faculty of Finance and Accounting, Spmz Haret University, mrge«: Romania
" Professor Dr. Raja Rosta Bin Raja ABD. Rehman
University Technical Ialaysia Mefaka
Professor Dr. Ofiver E. Osuagya
"Federal University of Technology, Qwerd, Nigeria
Professor. Dr. Tarek Taha
- Faculty ﬁ)ean Pharos Uni‘fersity ‘mﬂ!exandria, Eqypt
or, Ahmad MOA Zamil :
nssomaze Professor | In Marketmg, r\dmmr:trahve Sc;emes Depi RCC Vzng Saud Untwrsv‘g
. Professor Radwan Sahm tdahadin
Faculb,* of Fc»(eign Languages Depamnent of English, Umxf&rsxt} ofJafdan JOfdan
'Dr. Eugenia Panitsidou
' Sc;er‘mﬁc Callaborator, Unwers;t&;mﬂacedoma Department ofEducat;onal and Social Policy, Country: Greece
: Dr. Sormei Capusneanu :

hssomate Frofessor, Aritex Unmors"f‘,. Buchares‘t Homama
T o Crtstmn Manau Barbu .
" Assoclate Professor Amfex Unwers ty. Bucharest R0n1ama

Pye 1o ¥ ke Bamskannily § fnanntare




Associate Professor, Artifex University, Bucharest, Romania

Dr. ir. Lily Montarcih Limantara

Water Resources Deparlment, Faculty of Engineering, Brawijaya, Indonesia

Dr. Selin Metin Camgoz

Business Administration Department, Hacettepe University, Hacetiepe University. TURKEY

Dr. Sorin Briciu

Phd. Professor, Faculty of Sciences, "1 Decembrie 1918, Alba lulia, Romania

Dr. Agreement Lathi Jotia

Adjunct Assistant Professor, Departmeant of Educational Studies, Chio Unwomt/ Atheng, Ohlo, USA
Dr, Scott Goldberg

Faculty of Graduate Business, Unijversity of Phoeniz, Japan/UusS

Dr. Mohammad Mousa Alalaya

Department of econometrics, AlHoussain Ben Talal, JORDAN .

Dr. Yunus Adebunmi Fasasi,

Senior Lecturer, Depariment of Educational Management, Faculty of Education, University of ltorin, Horin, Migeria.
pir. Chii-Hung Tsai

Professor, Yuanpel University, Taiwan

Dr, Liang-Xin Li

Professor of Finance, University Hunan International Economics University, China

Dr. Hazmi T. Al-Shatabi

Assistant Professor of American Literature, The Hashemite University, Jardan

1. Vafi Mehdinezhad

Assistant Professor, Depaniment of Education. Faculty of Educetion and Paychology, University of Sistan % Baluchestan. Zahedan.
fran

Dr. Abraham L Oba

Principal t4anager, Niger Delta Development Commission, Nigeria

or. Mohd Salehuddin Mohd Zahari
Associate Professor, Faculty 0:Hotei and Tourism Management, Um"er ity Technology MARA, Shal Alam, Selangor, Malaysia

Dr Notiszura lsmail
Associate Professor, Schoof of Mathematical Sciences, Faculty of Science and Technolegy, Universiti Kebangsaan
Malaysia. Malaysia
Dr. Ali Ahmad Alawneh
Head, Department of I4IS- Assistani Prof, Phitadel phaa University, Jordan
Dr, Longe Olumide ,
Research Fellow, I>ziacsac11Lxse§ts Insfitute of Technology, USA
Dr Abubakr Suliman ' ' o
Head of M8¢ HRm Frogramme. Tlte Brm=h Univers ity in Dubai, United Arab Emirates

- Dr Sodienye Austin Abere . ‘ ’ '
Senlor Lecturer, Rivers State Universify Qf Science and Technology, Port Harcourt, Nigeria
br. Samimi Abhmad Jafari
Professor of Economics, The Unwersnty of Mazandaran, Eabolsar Iran
Dr. Al Khaled Ali Bawaneh
Research Associate, University Science of Malaysia, 1 ah"ma
Dr. RajarshiRoy :
Associate F‘mfessorNahnnal 1n<mufe of Techmcal Teachprs Training & Research Kclkata India
Dr. Ndawu!a Stephen . :
Senior Leclurer, Cumrulum Studxes‘Educatsonal Communication and Technomgy Kyambogo Unwerut:
or. Shamst Bawaneh : : .
Chatrman of Business Depaﬁment Princess Sumaya Umversm‘ for. Technology Jordan
Dr. Niradhar Dey .
Assistant Professor Depaﬂmem of Educanon Curu Ghasxdas Cenirai Umverci*y Bllaspur lnma
Br. Pacha Maiyadn Lo ‘ ’ :
Pnncapal Covemmemoegree Col!ege Osmanla Unwersnty lndaa

br. Nan;unda nc

. Dlredor Namnal Schaol forAd\fanced Study indxa.

B Ul l‘iULRﬂ l T\U 7\[\1{] U lbl‘\

: :'Assnstant meessor Schoot of beeral hftS Shinav vatra lntemaﬂonal Unwereity Thalland .
br. Gbadebo Olusegun Abidemi Oduiatu oo i : .
- Reqgional Policies and Markels Anai)st, Forum for Agncunural Pes«an,h in Afnca (FARA*k Ghana Mgena -




Regional Policies and Markets Analyst, Forum for Agricultural Research in Africa (FARA), Ghana, Nigeria

Dr, Saheed Ahmad Rufai

Department of Arls and Social Sciences Education, University of Lagos, Nigeria.

Dr. Padmakumar Ram

Associate Professor, School of fdanagement, New York Instituie of Technology. Jordan

Or. Opas Piansoongnern

Schoo! of Management, Shinawatra University, Bangkok, Thailand

Dr. Sherrow O, Pinder

Associate Professor of Political Science and KMulticultural & Gender Studies, California State University, Chico, United States
Dr. Pacapol Jakrapan Anurit

Assistant Professor, Shinayealra University (SIU}, Thailand

D, Khan Rubayet RAHAMAN

Assistat Profassor, Khulna University, Bangladesh

Dr. Sangeeta Trott

Asgistant professar, Institute for Technology & Management (TR}, Mavi Mumbai, INDIA

Dr. Hammadullha

Founder Dean, Faculty of Social Sciences, Greenwich Universily, Karachi. Pakistan

Dr, Araby Naz i
Chairman, Deparnment of Sociology and Social Work, University of talakand, Pakistan. :
Or. Wagar Un Nisa Faizi

Assistant Professor, University: Jinnah University for Women, Karachi, Pakistan

Dr. Syed ftiktvar Hussain Shah

Direcior (Research & Developmenty, Technical Education and Vocafional Training Authority, Gavernment of the Punjab, Palistan
Dr.ljaz Ahmed Tatlah

Chief Coordinator, Educational Tesling Service (ETSL University of Fanagement and Technilogy (UIMT}, Pakistan

Salah Naghshbandi

Department of Sport Management, Science and Research Branch, lslamic fzad Untversity, Sanands] Branch, lran

M. Vighnamjah ’

Lecturer, Schoal of Education, Languages and Communications, Wawasan Cpen University, Balaysia

Dr Ko hammad Reza lravani
Assistant Professor, Depariiment of Social work. Azad University of Khomelnishalr istamic Azad Universit: Khormeainishals Branch,

) Wir. Ahmed Al-Asfour

" Wir. Hosseln Gazor .

" Asaistant Professar, Faculty of Law and Social Sciencas, University of Craiova, Romania
; § ' b

ST

Iran
o, Khalid Sultan
Depariment of Communication Studies, Minisiry of Higher Education. OMAR

Business Assaciate Professor at Cglala Lakota College, Rapid Cily, 30, United States.

LA in tanagement lnformation Syctems from Afla'méh Tabataba'ee University. Tehran, kari

D, Ceistian tefan CRCIUN ’ ’
Associate Professor, "Dimilie Cantemir” Cliristian Untversity, Bucharest Romania

deayet Tifdk '

Twmz% Czal Um“ersu’, Pro act Management Office )

Specitaization Areaisy Manz=§emz@'3rxt3 Project lanagement, Human Resources. Leadership, SME's
Cristina ILIE

Specitaization Arza{sk Socinlogy, Social Assisiance

Dr. Jake M. Laguador

Lyceum of the Philippines University - Bafangas »

Specitiztion Afeaf;s}r Eduaat:orﬁa[ Psychology, Information Technology? Gradgate Empxoyab‘itity. Teac@xe( Eduz:aﬁon, Curric:ulum
Developmient :
gglﬁgggae&AMarm-Pantelescu PhD Lerlurer Facu!t;, aiTounsm and Gaography BucharestUmvemt} ofEconomxc Studxes ) ; -




Abstractmgi nﬂexmg

ISSN: 2222-6990

Intemational Journal of Academic Research in Business and Social Sciences has linked its papers to references by DCls assigned
by Crogsref, UK,

1. Global impact Factor, Australia {Impact Factor 2012: 0.3053 1

2. RePEc(Research Papers in Econamics) [URL: hitpy//ideas, repen.org/s/nur/ijarbs.himi }
3. Australian Research Councit {(Excelience in Research for Ausiralia)(ERA)

4. UlrichWeb (Global Serial Directoryl, USA

5. Cabells Diractories, USA

5. ProCuast, United Kingdom

7. index Capernicus, Foland

&. The University of Motth Carolia, GREENSEBCRO (Joumal Finder}

S, Brawn University Library

10, Z. SKUTH REYNCLDS LIBRARY (Wake Forest Universit

11 E-Resources Subject Access {ERSA; Shanghat Jaip Torg! rdversity
12. Gale | Cangage Learning

13. MeMaster University Library

14. Southren Virginia University, Library Resources (Journal Finder

14, Database of Open Access Joumnals iDCAD

16, Faulimer University (ichols Uibraryy
rd

{. Indiana University Bloomington. Librartes

18, Wittenbery Univarsity, Library Resources

19, Ida» Perutz L’hrar‘;

20, Journal Seek

21, Academic Resoureas (ourGiocal com}

22, Electronic Joumnals and Newsletters (Open New Jour

23, world's bigaest open access English mcusaomume!s partal (Open J-Gate;
24 Library UNISA

28, southwast-German Unien Catalogue (SWE}
29. Kansruhe Virual Catelogue (KVK:
30. Electranic Journals Library, Gﬁrman‘,; {EZB:
31, German National Serials Database {708}
32. Nomegaan Association of Higher Education Institutiens gUHR}
3 Nomegiﬁﬁ Social Science Data Serviges (NSD}
‘34, NCSU Ubraries, USA'
35 Duke Umvorcm USA _
36, Cerman National Serials Databaaelzettschn‘tendateqbam FDB Germaw/
37. Germany WZ Wissenschaftszentum Berlin fir Soziatiorschung
38. Gerrﬂan‘s BUH Bibxiot‘xekw;st»m Universitit Hamburg

‘QQ; Pm‘mﬁmf QQ D.‘hlmﬂ akssapvice-Zontrum-Baden !\lurﬁnmharg
. 40, berah; USA Woridcaz




HRuars

&gty iokeibectin Cageint

International Journal of Academic Research in Business and Social
Sciences :

Volume 5, Issue 10 (October, 2015}

RAWE Lo

Author(s): Musirat Patve s Pages; [16-29;

A Coralation O

erpganG !

Author(s): Adamu Zakiva Ubale, Tahir Abdulrahman Ahthakar, Abdul Hakim Abdullal - Pages:[36-44]

Author(s): Ciita Hamarinoy  Pagesi {69771

Author{sj: Faraz Ete

Author(s): Taudk Parinduti - Pages:{103-11

13 Adoplion of £

Author(s): Funmilola Cmetays  Pages: [113-137%

Author(s) V. Brinla  Pages: {138-142}

Elars wward A

¢ ent iy Lgan

Klgnaganant in Kampala Cenual

o WWe

Author(s): Alupo, B.A., Opo.ku. LLP Nduvi, SN, . Pages:{152-184}

5 {01 Accountin

Author{s): Jon Wanvick. Anna Roward Pagesi 1165-174;

Aonial valunRyy Tunever ol
g and P

PEH FERERtO L Lo £ 13 [ =W AT F St A= 1o MR BTN

Opporunities, Dala Saren

Author(s): Talaly Raiya Umar, Faridanwail kohd. Shamsudin, Chandrakantan a1 Subramanizm, Johanim Johari
pages: [175-187} ' C : o ’




The Evaluaton of Foienfials of Gamification in Tourism Markelng Communication

Author(sj: N. Serdar Sever, Goknll Nur Sever, Safar Kuhzady Pages: [168-202}

Acknovdedgement of the Flagrant Crime as Regards the Trafic of Hew Subsiances with Peychoactve Properies

Author(s): Nicoleta-Elena BUZATU  Pages: [203-205}

Juenes of Envreprensurial Group Dynamics on ihe Perlamance of Women owned Entarprises in Kenya

author{s): Ann Teresa Warjiru Mwaura. Jane Wanjiku Gathenya, John K Kihere  Pages: [208-223]

A Swmdy on impact of Fogign Direci nyestmenion Gross Domestic Produchon in

Author(s): k. Tamilselean, S. Manikandan . Pages: [224-232}

curementin County Governms

Jting 1o ADoREen
Author{s): Hgeno Kipherir Ronaid. Jane Queen Omwenya  Pages: 233-239}

Dirent by

Author(sy: Marieh Ecfandyan  Pages: [240-248

s HEuEe Rl Adaving 9

Author(sy: Justin Kyalo. Laxrence Njoroge  Pages: [249-258]




: e International Journal of Academic Research in Business and Social Sciences
HRMARS Oct 2015, Vol. 5, No. 10
Exploring Infellscts Copitd ISSN: 2222-6990

The Evaluation of Potentials of Gamification in Tourism
Marketing Communication

N. Serdar Sever
Associate Professor, PhD, Turkey
(Corresponding Author)

Goknil Nur Sever
Associate Professor, PhD, Turkey

Salar Kuhzady
PhD Student. Turkey

DOl:  10.6007/1JARBSS/v5-i10/1867 URL: http://dx.doi.org/10.6007/1JARBSS/v5-i10/1867

Abstract

Traditional communication theory that marketers are active and consumer is passive is
going to be obsolete. Instead, by developing participatory culture with Web 2.0, Co-creation
and engagement marketing are suggested. By entering the Conceptual age which game and fun
in life and work is emphasized, Gamification can be effective tool to motivate customers to
collaboration. Accordingly, with review the theoretical background of gamification, the paper
aims to evaluating the potentials of gamification in online tourism marketing. The results of
review of gamification literatures showed that, gamification by boosting data driving, customer
loyalty, brand awareness, user generated content, viriality, online engagement and of course
revenue can be useful tool for success of online advertising activities.
Keywords: Gamification, Online Advertising, Tourism, Participatory Culture
Corresponding Author: Necip Serdar Sever nssever@anadolu.edu.tr
JEL Code: M37

1. Introduction

The importance of marketing communications (MARCOM) as a promotion part of
marketing mix has increased dramatically in recent decades (Shimp 2006). Actually, As has
been mentioned by Lamb, Hair and McDaniel (2011). Surviving in the high competitive
marketplace without effective use of promotion is really hard for products and services; “no
matter how developed or priced”. In the tourism as a service industry (Singh 2008), promotion
is even more vital than other industries (Morgan and Pritchard 2013). However, advertising
which is the most visible part of iceberg of MARCOM mix (Pride, Ferrell, Lukas, Schembri and
Niininen 2012} has been assumed as a key tool in the tourism.

Such as tourism which information communication technology (ICT) has become a
central part of that (Neuhofer and Buhalis 2012) there is same story for advertisement. In 2014,
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according to the Internet World Stats, more than 3 billion people worldwide used the Internet;
this means 42% of the whole population and 741 % growth in comparison to 2000 (IWS 2014).
Based on this situation, more and more advertising company and business are going to shift
their spending from traditional to the online advertisements due to its efficiency (Kuo 2011).
The latest estimates of PWS (2014) which by 2018, Internet advertising will be poised to
overtake TV as the largest advertising segment (pwc.com) can be evidence.

In addition to changes in ads, ICT has changed consumer behavior too. “Web 2.0 by
facilitating information sharing, user-centered, collaboration and interaction” (Power and
Phillips-Wren 2011}, has shaped new culture as the “participatory culture” which in it
individuals do not act as consumers only, but also by actively participate in different social
media act as contributors or producers of information (Delwiche and Henderson 2013). This
situation especially in tourism is obvious, because “tourism consumption often takes place in
the social contexts, which interactions and shared experiences with other tourists form a crucial
part of the service experience” (Rihova, Buhalis, Moital and Gouthro 2014). Thus, today should
not be overlooked the fact that organizations, destinations and firms are no longer the only
source of information and messages for consumers. For effectively use of this situation, “Co-
creation ads” (Thompson and Malaviya 2013) and “engagement marketing” (Goodman 2012)
has been suggested. But, attracting the attention of consumers to participate is not easy.
Therefore advertisers must look for an updated and creative way to motivating customers. It
seems that by entering the conceptual age which in it game will be one part of our life (Pink
2006), integration game mechanics and game design techniques or in another word;
gamification, can be innovative tool o motivate consumer to co-creation and engagement.
Accordingly, research aims to evaluating the potentials of gamification in the online advertising.

2. literature Review

Before praising the “goods” of gamification, it is imperative to draw a picture of
marketing communications as a concept. All in all, marketing communications is the process of
interaction between the product, service or brand with its key publics. These publics would
range from consumers to suppliers, even employees of the particular business venture. It
should be noted that the deployment of marketing communications tools and tactics by no
means limited to a business enterprise. It may well be applicable to non-profit sectors.

The key term here is “communication” and its not limited to a message conveying
procedure, verbally or non-verbally. It is a perceptual process and often accomplished when a
particular brand or a product is placed in stakeholders’ mind in a desired slot. What is this
“desired slot” or having positive associations in peoples’ mindset? How it can be attained? And,
What is it called? Answering these questions will not surface the value and practicality of the
marketing communications; it will also fill the gap between gamification and communication.

Evidently, the most easy answer goes to the very last question that it is called
positioning. Physical world alike in individuals’” mind terms, concepts, names and fogos have a
certain place. That place might have positive connotations so as to when an individual recalls a
particular name or logo; it is retrieved along with positive associations, experiences or stories.
This is a desired state of mind and very essence of positioning.
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How this can be attained is another obstacle to tackle. Obviously, when it comes down
to how to accomplish a good or desirable positioning, marketing communication mix or tools
must come into the play. These tools are advertising, public relations, sales promotions,
personal selling and direct marketing. Note that, tolls like advertising and public relations to
some extend require a medium in order for mediating messages to audiences. Other marketing
communications mix elements may not require a medium however this does not alleviate their
essence of being a communication processes in the first place.

For instance, with or without a medium, personal selling is a human communication
activity that involves face-to-face interactions undertaken by individuals. it is instantaneous and
often feedback is possible.

None of these aspects makes the gamification significant for marketing
communications. The answers can be found in “sharing” and “participatory” nature of it. The
traditional marketing communications, on the other hand is much more a “one way” street of
which messages can only be effective if media, message and the consumer trio meets in a
circle.

2.1.  Participatory cultural and prosumer
Web 2.0 and Social Media {e.g. Facebook, Couchsurfing), visual social medias (e.g.
Paintrest), microblogging services (e.g. Twitter), content-sharing sites (e.g. YouTube and Flickr),
wikis (e.g. Wekipedia), location based sites (e.g. foursquare), and review sites (e.g Tripadvaisor)
have offered large scale online participation (Rotman et al. 2011).

Jenkins {2009) believes that developing Web 2.0 by increasing the ability of people to
create, upload, share and recirculate information has been shaped participatory cultural. This
new culture can be characterized as:

e Low obstacles to public engagement

e Strong support and motivations for creating and sharing of information and content

o Members feel that their participations are helpful (Hopkins, Hare, Donaghey and Abbott
2014).

Based on this new situation, some researches have emphasized transformation -of
consumer to more active roles, which is called prosumer (lzvercian and Potra 2014; Johnson et
al. 2013). The concept of the prosumer, one who is both producer and consumer, is certainly
not new. It was mentioned by Karl Marx and later by McLuhan and Nevitt (1972), (Trentin and
Repetto 2013). However, the term was introduced by Alvin Toffler (1980) in his book “Thired
Wave” (Renna 2012) and in the 21st century emphasizing on it is being increased. In generally,
following factors can be the reasons of rise of prosumer:

e [Emerging “factory without walls” (Gill and Pratt 2008); especially about activates such as
marketing, advertising and software which are primarily about the production of ideas.

In these activates customer actively promote and encourage to active engagement. For

example, the open-source software (e.g. Firefox) or review websites (e.g. tripadvisor).

[EXY

www.hrmars.com




; e International Journal of Academic Research in Business and Social Sciences
HRMARS Oct 2015, Vol. 5, No. 10
Explosing Imstiecioat Capitat [55 N: 2222_6 9 90

s The rise of the service industries and emphasis on “putting customers to work” which
based on those customers do much of works by themselves (e.g. taking food to the
table). This strategy is common in the fast food industries (e.g. McDonald) (Ritzer 2009).

e The development of ICTs help consumers to become prosumers (Han et al. 2013). For
example, in the field of tourism, travelers with help of websites, social medias and apps
such as priceline, kayak, expedia, and skyscanner can more easily do almost all of the
work by themselves (e.g. search, compare, reserve and buy).

2.2.  Gamification

The concept of gamification first introduced in 2008 and has raised in 2010. Some
factors including; smart phone, tablet and cheaper technology, have played a great role in re-
emerging of gamification (Nelson 2012). As a new term, its definition is continually changing.
“Gamification is the use of game design elements, characteristic of games, in non-game
contexts” (Simdes et al. 2013). In other word, “the process of adding game mechanics to
processes, programs, and platforms that would not traditionally use such concepts. More
recently, Gartner redefines gamification as, “the use of game mechanics and experience”
design to digitally engage and motivate people to achieve their goals” (Dale 2014). In this
definition, interaction only is limited to digitally engagement; meaning interaction with digital
devices, rather than with a person. The definition has been criticized by Marczewski, Herger
and Rackwitz (2014) for limiting engagement to only digital ones (Burke 2014). Regardless of
same differences, most of definitions have focused on the following factors:

e There is differences between game and gamification: While the main aim of game is pure
fun and entertainment, gamification isn’t only about entertainment (Marczewski 2013)
but it's about using game mechanics (e.g. point, levels, badges, and etc..) and dynamics
(e.g. rewards, status, competition, and etc..) to motivate engagement in non-
game contexts; for example advertisement, royalty programs, etc. (Flory 2012).

e Gamification can helps fo costumer engagement: Almost all definition have suggested
gamification as an effective tool for engagement (Nicholson 2015; Rauch 2013; Cronk
2012; Zichermann and Cunningham 2011).

e Gamification can increase the efficiency of customer loyalty programs: Paharia (2013)
who is recognized as “the father of gamification” (Fleming 2012} in his book “loyalty 3.0”
suggests that loyalty is going to enter the next level. According to Paharia (2013) loyalty
3.0 has tree leverages

Figure 1: Tree leverages of loyalty

{ Motivation i l@{ Big Data }*{ Gamiﬂcation}

Soruce: Paharia 2013

[ ]
Loyalty 3.0
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Yo}
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e Gamification can be data-driven motivation: in the connected world which customers
spend more time online, “user generated content (UGC)” (Moon, Kim and Armstrong
2014; Smith, Fischer and Yongjian 2012) are exploding. The UGC has become more
influential; due to its help to better understanding target customers, being more
trustworthy in the information search and the decision making process (Cox, Burgess,
Sellitto and Buultjens 2009; O’Connor 2008). Accordingly, today business tries to
motivate customers to generate content. For being successful, gamification is suggested
as an effective tool (McNeal 2014).
As a result, Gamification is gaining more and more attention. “With over 70% of the
Forbes Global 200 saying they planned to use gamification for marketing purposes by the end
of 2014 in a survey performed by Gartner” (Forbes 2014).

2.3. Game Design Elements

In order to being successful in gamification, the game design elements play critical role.
Leading IT research and analysis companies, Gartner has warned that 80% of all gamification
apps will fail to meet their objectives due to poor design (Browne, Anand and Gosse 2014). In
generally, game design elements are divided into two groups: game mechanics and game
dynamics (M&D). While they are closely related and sometimes used interchangeably (Chandler
2013); but game mechanics (rules of game) are “mechanisms that are used to gamify an
activity” (Simdes, Redondo and Vilas 2013) and Dynamics are consequence of mechanics
implementing (Dillon 2010) or motivations of play a game. Some of the most popular M&D are
shown in Table 1

Table 1. Main Game Design Elements

Mechanic Dynamic
Points: “the heart of any game” Status: Most humans have a need for
(Zichermann and Cunningham, 2011) are status, recognition, fame, prestige,
rewarded users for completing actions. attention and, ultimately, the esteem and

respect of others. Status can be earned by
the user in isolation, by performing certain
actions

Levels: Levels indicate the proficiency of the | Collaboration: The community

player in the overall gaming experience collaboration game dynamic rallies an

over time. entire community to work together to solve
a riddle, resolve a problem, or overcome a
challenge.

Bonus: Bonuses are rewarded for having Achievement: A reward for completing a

completed a series of challenges or core clear and desirable goal.

functions.
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Badges: Badges consist of optional rewards
and goals whose fulfilment is stored outside
the scope of the core activities of a service.

Competition: Competitions enable users to
challenge each other.

Leader Boards: Leaderboards are used to
track and display desired actions, using
competition to drive valuable behavior.

Altruism: Altruism refers to virtual gift
giving with the aim of strengthening the
relationships between users.

Virtual goods: Virtual goods are non-
physical, intangible objects that can be or
traded.

Self-expression: Self-expression results
from having a desire to express autonomy,
identity or originality, or to mark one's
personality as unique.

Source: Thiebes, Lins and Basten 2014

As mentioned, encourage to engagement is the main aim for gamifing of an activity, in
order to want individuals to do this end; the psychology of motivation has effective role. In
other word, effectiveness and success of gamification depend on the motivation.

In generally motivation can be divided into two groups; intrinsic and extrinsic. Intrinsic
motivation, is defined to do activity for the enjoyment of the activity itself (e.g. positive feelings
and happiness, and etc.), and extrinsic motivation, refers to perform something for its external
rewards (e.g. praise, money, and etc.) (Ryan and Deci 2000). Based on motivation, Bartle {(1990)
suggested four type of player, including:

e Achievers: the key motivation is getting reward.

e Explorers: finding and learning new and unknown things motivate them.

e Socializers: the main motivator is communication with others.

o Killers: competition with other players is the main motivator behind play a game
(Insight and Gauge et al. 2010) ;

Bartle’s classification is based on game, but as mentioned, gamification is not
completely the same as a game. Therefore, it seems that Bartle’s typology need to be revised in
the field of gamification. One of the valuable tries in this area is Marczewskis’ works. By
integration of Self Determination Theory (SDT) and Daniel Pink’s Theory, he suggested a more
detailed and specific typology for gamified systems (figure 2).

Pink (2015) indicated in his book; Drive: The Surprising Truth about What Motivates Us,
that in contrast of most common believe that external rewards like money is best way for
motivating others, autonomy, mastery, and purpose are three elements of true motivation
(Pink 2015). Same as Pink, Deci and Ryan focus primarily on three intrinsic motivations,
including:

Autonomy, Competency and Relatedness (Deci and Ryan 2000). According these two
theories, The transformation from motivation 2.0 to motivation 3.0 is suggested (Benson and
Morgan 2014; Williams and Reitman 2013; Dolenc 2011).
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Figure 2: Gamification User Types
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As Figure 2 shows, Marczewski has accepted the motivation 3.0 as the root of his
typology of gamification user types. However, by using player term indicates that till now
external motivation is important in the gamification.

2.4. Potentials and Application of Gamification in Tourism Marketing Communication

During the past few years ago, gamification has been used to a variety of fields such as
education, health, environment, news and work (badgeville.com). According to the main aims
of gamification which involves: motivation, increasing engagement, loyalty, and brand
awareness, applying gamification to marketing and advertising activities is being approved
(Lucassen and Jansen 2014).

Emerging concepts such as In-game advertising (IGA), Advergames (Terlutter and
Capella 2013) and game based marketing (Zichermann and Linder 2010) can be evidence for
acceptance of gamification in advertising and marketing.

Motivation, engagement, loyalty, and brand awareness are key concepts for consumer
marketing. Therefore, in the tourism as a high competitive consumer centered industry
applying of gamification in marketing and advertising activities which most of them take place
in an online format can be helpful for meeting the key factors of consumer marketing.

Todays, which being online is vital, gamication can offers following benefits for online
marketing and advertising activities of business and destinations:
e More funny and enjoyable online experiences: According to Pink (2006) by entering the
conceptual age, only being serious will not be enough for success of business. In this age,
marketers must look for tools to add fun and play to their activities. In this situation, the
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gamification which fun and play are two main roots of that, can helps marketers to offers
more funny and atiractive activities.

e Encourage online engagement: According to Peterson visitor engagement is a function of
the number of pages view (Click Depth Index), the spent time on website (Click Depth
Index), the rate at which the visitor returns to the site over time (Recency Index), their
long-term interaction with the site (Loyalty Index), their measured awareness of the brand
(Brand Index), their willingness to directly contribute feedback (Feedback Index) and the
interaction with content (Interaction Index) (Jackson 2009). But, motivating customer to
co-creation and engagement in online advertising activates is not easy and need a creative
and innovative strategy. In this situation, the most of gamification based researches have
suggested gamification as an effective tool for increasing engagement (Xu, Weber and
Buhalis 2013). For example according to study by “Gigya of billions of user actions with
partners like Pepsi, Nike, and Dell, adding gamification to site boosts engagement by
almost a third. In fact, gamification boosts commenting 13 percent, social sharing to
Facebook, Twitter, and networks 22 percent, and content discovery by a massive 68
percent” (Kumaresan 2013).

e  Today, people are no longer just a consumer, receiver or “reader” of information, they are
producing and consuming content (King 2012). Based on development in ICTs and “Internet
of Things (loT)”(Zhao, Sun and lJin 2015), prosumers more easily can receive and upload
photographs, videos, texts, audio, anywhere and anytime. Interesting is here that
prosumer generated contents are more important for others; even more than marketers
generated content. For example, in the tourism industry, based on a study by Tripavisor
(2013) around 69% of global travelers have been used travel review websites and only 30%
of them have been used magazine and brochures for travel planning (TripAdvisor 2013). It
is estimated that gamification by focusing on internal and external motivation can boosts
user generated content.

e  Virality: viral advertising means persuading individuals to send a marketing message to
others through Internet (Petrescu and Korgaonkar 2011). According to Osipov, Volinsky
and Grishin (2014) applying of gamification can successfully boosts virility.

e Revenue: through effect on, internal and external motivation, engagement, virality, and
user generated content, increase in revenue can be expected (badgeville.com).

Based on these Potentials, as table 2 shows, applying of gamification in tourism industry
is soaring.
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Table 2. Gamification in Tourism

Section

Company

Description

Game Elements

Transportation

American
Airlines

“A simple game mechanic is used by
American Airlines to visually
represent your current elite status
qualification” (Edwards 2011) .

Levels, Points

Turkish

Airlines

“QR-coded national flags have been
placed on 100 digital bus shelters for
London 2012. Users who read the
code can win a ticket to Australia.
Goal

is to have most check-ins in one
place or individual place” {Xu et al.
2013:532)

Physical rewards

S

Food&Beverage

Starbucks

Motivating members to register and
spend their gift cards to receive
bigger and better benefits with every
purchase (Postano.com)

Progress bars,

eveling and rewards

4foods

Motivating customers to create
sandwiches as they want and share
them. The most popular choices rise
to the top of the leaderboard
(Yukaichou.com, n.d.)

Leaderboard,

Relatedness

Destinations

Foursquare

Foursquare is designed to “turn life
into a game” by rewarding people
with mayorships and badges for
going to physical locations (Frith
2013).

Points, badges

Real rewards
{discounts)

Tour

Stry Boots

“is a new game that is available in
the US where travellers or local
people can go on an urban
adventure, solve fun clues, discover
cool spots and learn more about the
destination or particular
places”(Thinkdigital.travel).

Achievement

Competition

“Expedia.com, the world’s largest
online travel agency, launched a

Real-world Expedia
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Expedia travel Around the World in Reward
100 Days game in June last year. The
game was created to increase the
awareness of

Expedia’s loyalty program and
engage with customers. Players can
earn”{(Weher 2014)

3. Conclusion

By integration of ICTs in tourism industry, transformation of activities, approaches,
strategies and even structure of business involved in tourism is in process. In general,
Marketing as one of the main dimensions of tourism and marketing communication in special
as one of the most determinative factors in the success of this sector are in pressure to change.
Traditional communication theory which based on that, firms, companies, marketer are active
and consumer is passive is going to be obsolete. Emerging terms such as C2C, value co-creation,
User generated ads, and prosumer can be witness.

Today injecting information and messages directly in to the mind of customers, who are
more powerful, knowledgeable and have more control over the information they want to
receive, is really hard. For using power (E-word of mouth) and knowledge of customers and
finally increasing the efficiency of advertisement, marketers need to look for creative and
innovative tools to motivate customers to engaging in the advertising activities.

Evidently, gamification by improved customer loyalty, expanded brand awareness and
offering more funny experience boosting data driving, user generated content, viriality, online
engagement and of course revenue can be effective tools. Due to being new concept there are
few empirical study about gamification, but by passing time, we will hear more about new
benefits of gamification.
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