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INTRODUCTION
Contrary to popular belief, gamification is not about
playing games. Instead, it is fundamental to changing
behaviour and enabling brands to build better and longer
relationships with customers.
Gamification:

Revolves around building a long-term
relationship between the brand and customer.
Facilitates changes in customer behaviour,
influencing key business objectives.
Gathers engagement and behavioural data,
allowing for better more informed engagement.
Encourages customers to proactively engage
with brands on their terms.

In part, this is done by engaging customers in different, more innovative ways.
Even though gamification techniques are generally used to motivate people to
buy a product or use a service by influencing them through incentives, they can
also be used to achieve business outcomes based on an identifiable challenge.
For example, shift the use of plastic bags to biodegradable bags by providing an
incentive and ensuring the customer is recognised for that behavioural change.

These techniques tap into the core drivers that influence the
decision of the customer, be it a selection, or purchase, or usage
decision. This entails creating a need by understanding the likes
and dislikes of a customer better.
Gamification is not a quick win but a long-term commitment to building
meaningful relationships. By providing engagement mechanisms, the brand and
customer follow a journey together that rewards both parties. Think of it as
harnessing engagement data to allow the brand to deliver customised digital
product or service experiences, while customers receive rewards for engaging.
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BUILDING RELATIONSHIPS BY USING BEHAVIOURAL TACTICS
To build these long-term relationships, there are certain behavioural tactics that
can be employed. Consider the following when building a gamification strategy:

Epic meaning and calling
• Motivates customers to act by believing in something
bigger than themselves, e.g. Unilever’s water-saver
game, where people collected virtual buckets of water
that translated to real-world behavioural changes,
helping the Western Cape with its water shortage.

Empowerment of creativity and
feedback
• Encourages customers to engage in their own creative
space to come up with a solution to a problem.
Minecraft has employed this well. Here, the user
unleashes their creativity to personalise the experience.

Development and accomplishment
• Setting a goal for the customer to achieve a desired
outcome that makes them feel like they have
accomplished something. A great example is
Discovery’s Vitality app that provides users with
feedback on how close they are to completing their
daily fitness goals.

Ownership and possession
• The sense of ownership encourages improvement and
ongoing interaction, such as creating a customisable
avatar on an app or game. Consider PlayerUnknown's
Battlegrounds (or “PUBG”, an online multiplayer battle
royale game), which allows a player to create their own
character, resulting in a sense of ownership within the
game.

Social influence and relatedness

Scarcity and impatience

• These are the social elements driving people in terms
of what they relate to or feel close to, such as sharing
the game on social media to your friends to gain more
gems to purchase an in-game item.

• Influences perception by making an outcome desirable
through scarcity, such as placing a delay on a reward.
Gaming tactics frequently rely on this mechanism,
which ensures prolonged engagement with the app.

Unpredictability and curiosity
• Making customers curious about an outcome or item
because it might not be immediately apparent to them.
Consider the Lotto, where each participant does not
know the outcome but they are curious, so they interact
and play.

Loss and avoidance
• Motivates through the fear of losing out on something
or the fear of undesirable events occurring, such as
Black Friday promotions, which have special deals that
last for only a short amount of time.
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Gamification is an incredibly useful way for a company
to crowdsource complex business problems. This is
where the ‘creativity and feedback’ driver kicks in. By
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To start your gamification journey, here are
five key steps to implement the gamification
techniques mentioned above:

empowering customers in this way, they feel like
valuable stakeholders connecting to the brand.

1

Understand your audience’s needs,

2

Identify your business objectives

wants and desires

Done well, this leads to proactive consumer engagement
without the brand having to initiate communication close to the Holy Grail of brand building.

PROACTIVE ENGAGEMENT
It must be remembered that gamification
is a tool that transcends digital channels.
Irrespective of whether the brand relies on
email or uses an app, drives traffic to its
website or embraces mobile technologies
(SMS or USSD), gamification becomes an
enabler for change using any number of
methods.

3
4
5

and outcomes
Select specific core behavioural
tactics based on your desired
business outcomes
Insert gamification techniques into
customer engagements
Analyse and monitor the
engagements to continually develop
your customer relationships

It is about allowing consumers to engage with a brand

Ultimately, gamification is not about playing games.

on their own terms. It could be via social media or a chat

It is a digital enabler that affects customer behaviour

bot; email or a phone call. The key is to effectively

and entrenches the relationship between the brand

capture the data, analyse it, and leverage it to nurture

and its customers, with a strategic focus on meeting

that relationship.

key business outcomes.

In a data-driven business environment, those brands that
most effectively analyse and draw insight from the
customer information they have on hand, will be the
ones who compete most effectively. And gamification
becomes a vital tool in this regard.

For further information regarding implementing your
gamification strategy, please contact me:
Michael Tiltmann
Account Manager
Digitata Insights

Mobile: +27 73 623 5578
Email: michael.tiltmann@digitata.com
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ABOUT DIGITATA LIMITED

ABOUT 4SIGHT HOLDINGS

Digitata Limited is a multinational technology
company, focused on providing Industry 4.0
solutions to the telecommunications industry
across the areas of revenue management,
customer engagement through gamification
and mobile network management.

As a multi-national diversified investment
holding Group, we leverage our subsidiaries’
extensive product and services portfolio of
Industry 4.0 technology solutions, to create
impact that empowers customers to make
better and more informed decisions in the
modern digital economy.

Our

intelligent

pricing

solutions

and

customer

engagement technology (incorporating gamification)

Our business model is to enable our subsidiaries to

ably assist mobile operators in maximising revenue and

take advantage of various products and solutions

advancing their digital transformation journey.

within our Group of companies, to deliver digital
transformation solutions to their customers.

Our mobile network management

offering adds

efficiencies to mobile operators of all sizes with

Our subsidiaries focus on a cross section of

solutions that monitor, audit, control and automate

established, new and emerging technologies. This

quality of service and customer experience.

includes (but is not limited to) Autonomous and
Artificial Intelligence (AI) solutions with Machine
network

Learning, Big Data, Cloud and Business Intelligence

vendors, brands and agencies to offer their customers

solutions, Simulation, Augmented and Virtual Reality

greater value and enhanced customer experiences.

solutions.

Our

solutions

enable

mobile

operators,

This is achieved through the application of machine
learning and automated intelligence across our range

These technologies manifest in the various solutions

of products and services.

we deliver to customers in the telecommunications,
mining, manufacturing, energy, chemicals, private and
public sector.
4Sight Holdings is now positioned as the “Digitalisation
partner of choice ”for customers to embark on and take
advantage of the Fourth Industrial Revolution journey.
.

For further information, please contact me:

For further information, please contact me:

Thabo Jautse
Chief Commercial Officer
Digitata Limited

Willie Ackermann
Chief Sales Officer
4Sight Holdings

Mobile: +27 82 680 9557
Email: thabo.jautse@digitata.com

Mobile: +27 83 653 4885
Email: williea@4sightholdings.com

