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Over the last couple of years
the concept of gamification
has swept across the

marketing industry




Read this
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Behaviour scientists studying
games realised that there Is
often little other than a mindset

to distinguish work from games




And so If you can
understand how games
work...




You have the potential to
get people to do all sorts
of stuff for free!




Quite an attractive
proposition for market
researchers too!




What defines a game?

11‘ *



A game Is just about any form

of thinking activity that we do
for fun

Have 3 core elements:
- an element of & rewards




Gardening
Cooking
Photography
Twitter




In fact Surveys technically
are games



HOw tO
gamify your
surveys






Most online surveys are simply not competing
with our other online experiences
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Here I1s how a typical survey starts...



We jump straight into the nitty-gritty

Which of the following financial products do you currently have?
Flease select one answer in each row.

Daon't know

Frefer not

Yes Mo to answer
Personal and, or Homeowner Loan O O O
Current Account O O O
Credit Card @] O O
Savings Account O O O



No understanding of the value
Foreplay



Say you were having to do some
research on chocolate how could you
start the survey?

What brands of chocolate are you

aware of?




But you could start with
guestions like this...

What is the longest period you

have gone without eating
chocolate




But you could start with
guestions like this...

If the government banned

chocolate how would you feel?



2. Copywriting & art
directing questions




A rethink on question
wording

Analyzing where the problem lies with surveys
being seen as boring it all really does centre around
the questions themselves.



Particularly old
skool, face to face
guestioning
techniques



Hello and welcome to this survey for Royal DSM N.V. We are currently conducting a short study in the area of chemicals
and products containing chemicals, and would like to ask you a few questions. The survey will take approximately 15
minutes to complete

All data generated in this survey will remain anonymous at all times and will be treated in accordance with data
protection laws and market research ethical guidelines. Your name will not be mentioned at any time, connected to any
data or disclosed to a third pany, unless you specifically wish to exchange more information by providing us with your
contact details at the end of this survey,

Which primary industry do you work for?




Did you purchase any of the following for your own personal use in the é-month period beginning
February 2007 and ending August 2007, approximately 12 1o 18 months ago?

Please dick “Yes™ or "Mo” for each option.

Yes No

An MP3 player
A desktop personal computer
A Segway personal transporter
A digital camera

A flat-panel television, induding either a plasma or LCD
television






Ways to make
guestion
more fun



1. Inject some humanity
Into the questions...



Personalisation...

If you had to paint your room in one of these
colours which one would you pick?



Emotionalisation...
whatwould vou wear?

what would you wear on a first date?



Projection...

Imagine you are the boss of a company. Your
job is now to evaluate this new product...



Fantasy

Imagine you could set up your own perfect
shopping centre just with shops you want can
you make a list of the shops you would have

INn your shopping centre?



Changes like these can
often deliver 2 or 3 fold
iImprovements In

feedback



Question: list your favourite Game: Imagine you could design
shops your own shopping centre

X ) ) shiops | Furmiture shops | liposac ton clinic | teeth clinic | housing agents | childrens
Apple store | Garme | Currys | Biver 1sland | Bank | Republic ) ; .
stares| kitchen shops | haivdressers imakeap artiste | campet shops | laptop
suppliers |office furniture suppliers
LD PRIMARE| MATALAN | BEC Shoe, dlothes, ooks, music, food, independent shops
. ' Giant ethnic food store, DI shops, Coamelo W shop,Cld fashioned hardware shop, B
Jahin Lewis | Delbenhams | Marks 5 Spences . ) .
Wl ar suchliloe shiop lahi Lewvis store, Large garden centre
Mext, debenhams, jane nomman, dorothy perkins, UVE, NMew look, costa colfee,
privank, e by, buildd a bear, disney store, boots, super diog. matalan, b, mothe
dlebimams | Asda [next o ani spensers care, tgi fridays, house of frazer, cult clothing, something different, uiban decay, jJane
ill-l|.||r' |'||.||-|"ll|r. lllp '.|'|1 J A I'|l|||_ i||1-.‘|||.1| i ||||i| & A505, Iulllhuu_ Cralials, o .'.|l1'|iu||'.|'
Fizza huit, ben & jervys, mcdonalds, ¢ hinese pestarant
stationery, music, model, gadgets
) ) N garden and plant shop-diy shop-model shop-craft shop-cotfesand tea outlet-wine
Funlky Fish | Bock Collection | New Look | HEM
merc hant-food outlet -book and mag shop
White Stuff, Fat Face, Monsoon, Accessornze, Joules, lack Wills, Jlohin Lewis, Boden,
. House of Fraser, Revital, Waitrose, Sainsburys, Waterstones, Godiva, La Redoute,
enettan, alii, asda, charity clothes shops, marks and spencer, e mass, currys , ,
lones The Bootmaker, Fossil, Lush, Cwell, Ikea, Hoblyoraft, Duneling, Costeo, Faith
Choes, Bally, The Matuiral Stoie,
boots the chemist| an electrical store | a coffee shop | a supermarket| a cinema | store
Tescos selling housewares and fancy goods | somewhere just to sit and relax | marks and

spencer | shoe shop | spa



Example...
| |

Imagine if you were on death row and had to
plan your last meal what would you order?



The result: Richer more thoughtful feedback
A question A game

Steak au pouivre Scotch broth soup as a starter served with garlic bread. Medium
grilled gammon steak with a lightly fried egg on top with chips and
side salad. A glass of red wine. A sticky toffee pudding, followed

Pesto Pasta by cheese and biscuits.

fish and chips Bacon chips and tinned tomatoes and an egg butternut squash

_ _ soup(homemade) fillet steak well done (not burned) new potatoes
garlic chicken fresh garden peas fresh fruit salad and cream all served with a
good white wine

Calamari for starters Curried goat with rice & jerk chicken with
plantain and fried dumplings for main meal and hot sticky toffee
treacle pudding with hot custard for dessert with a triple amaretto
and lemonade to drink

Classic roast dinner with beef cooked medium rare, pink in the
middle and a little bit of blood, the roast potatoes crispy on the
outside soft on the inside, Yorkshire puddings, peas and gravy
cooked in shallow oil and chips



Likert question example...
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How much like you are these people...



Average thinking time

How much like you? How much do you agree/disagree?




2. The application of
Rules

Abstract rules are a core constituent of most games

Roves
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Strip away rules from games and
what do you have?

Golf A long walk with a heavy bag

Football ——— Run around for hour and a half



Rules can turn
guestions into mental
puzzles

Which are more fun for respondents to answer



Example...

Describe yourself?

Describe yourself in EXACTLY 7 words

2.4 (85% 14.5 [98%

Answered Descriptors || Answered

Descriptors




3. Turn guestions into
quests...

We will do more work witha & =
clear fun purpose...




e.g. World of Warcraft: Involves

people spending hours of their life
doing meaningless chores to earn
reward points to go into battle
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By devising a motive to answer a
guestion you can turn it into a
“queSt”

A quest...

Imagine you owned your own radio station
and could play any music you liked which
of these artists would you put on the

A question...
How much do you like
these music artists?

playlist?
Artists .
evaluated Artists

evaluated



Take partin..

The Advertising Game

You have £1 million to spend on an advertising campaign

to reach you! how would you spend it?




Advertising game metrics

« Developed with the advice of AMS media, we adapted from a
traditional media Touchpoint survey

« Spent 20% longer answering like for like questions v control
media Touchpoint survey set up in a traditional way

 “Not seen” media scores dropped from 23% to 14% (an
Indirect measure of the depth of thoughts put into answering the
guestion)

 Enjoyment ratings increased from 61% to 82% despite having
to answer a survey which was 4 minutes longer

 Average completion rate move moved up from from 78% to a
95%



4. Add In a competitive
element

Many, if not most games tap
Into our competitive spirit

Down to our survival of the
fittest instincts we have a
near Pavlovian response to
challenges and opportunities
when presented to us.




Adding a competitive element

A question Framed competitively
What brands of deodorant how many brands of deodorant can
come to mind? you guess

Guesses
Brands



5. Give them rewards

At the heart of
most games are
mechanisms for
rewarding
participants.




Adding rewards...

A question Framed competitively
What emotions do you think ...win a point for everyone you guess
people associate with this... right
Seconds
Seconds 9 O O/
enjoyment

enjoyment






100
90
80
70
60
50
40
30
20
10

Normal way

Fun

Game




8.0
7.0
6.0
5.0
4.0
3.0
2.0
1.0
0.0

Average Answer consideration time

(seconds)

2.8

=

Without reward

With reward mechanic




Zero straight-lining

(v 18% with traditional method)



Mo 1 teothpaste brand

used by dentists®

Arm &

Aquafresh
Juaires Hammer

Colgate Crest Macleans Oral B Sensodyne



8. Allow them to think!

Most of the best
games encourage us
to think.

We like to think!




What brand do you use?

How much do you agree with this?

Do you like this?




Think about respondents as
consultants

Pitch them the problem...

Do you like this product?
Would you invest in this product?



Designing
guestions to be
more game-like.



Understand the value of imagery In
surveys




We don’t invest anywhere near
enough thought in the creative
selection of iImages.




This sort of approach is not good enough

Do you think each of these industries or individuals is making . ?

’ } ” n Pl " re A A sl M phat Aot Hoerrih | N
Eal( Qroup (Nal Sppears | w, eCl | nat Dest gescripes Now

5

Consumers

A significant effort to reduce Some effort to reduce No effort at all to reduce
emissions of greenhouse emissions of greenhouse emissions of greenhouse
gases gases gases

.
1t

Electric companies

Q=

Automobile
companies

i

-hik.
Manufacturers

50 % Complete



Images can add measurable value when used
properly...

Roughly how many glasses of water do you drink every day?

> (=
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What they can do Iis encourage respondents to
stop and think!

When did you drink some tap water yesterday?

Please click with your mouse on all the times you recall di

\
Q

7am Ssm %am 10am 1ism 12am ipm 2pm 3pm 4pm 5Spm 6pm 7pm Spm 9pm 10pm 1ipm 12pm

Drink tap water

| did not drink any tap water &




What they can do Iis encourage respondents to
stop and think!

When did you drink some tap water yesterday?

Please click with your mouse on all the times you re« di

7am Ssm %am 10am 1ism 12am ipm 2pm 3pm 4pm 5Spm 6pm 7pm Spm 9pm 10pm 1ipm 12pm

Drink tap water

| did not drink any tap water V]




Resulting in richer feedback

35% more
drinking incidents
recorded across the day




We want to know all the foods you hate to
Thero always seems to be that time in the day eat,
when your energy supply s low and you need
something to pick you up

Use it as a hat

30%
Better
ideas

Clicks




2. Make the selection process more fun

Which of these emotions have you experienced or associate with shopping?

i 7 ,L / oy




Volume of data
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Dislike a lot Dislike dislike

g
L

Dislike a lot

Meither like or

’,a a-'.- ) @
\E'v ) = &

Dislike Neither like or Like
dislike

Like a lot

Like a lot




Standard deviation

B \Words ™ Faces

Australia China India Japan Korea Singapore

1.4

1.2

=

0.

[ 4]

0.

(=21

0.

F

0.

e




1. Bin the girds!

How much do you like these sports?

= mpeitd - Windown imeimes Caplaisr provided by Datal Markes Inrhs, Inc.
F e S A 3 e [ T i T g b i o

Huw much di you sejoy wabching thase sparts an TV

- Tennis

-
o —— e 3 1E!I N l!:’
# @ Irasmet e -
Niether Like or
(%
Drshike dislike Love



http://interactive.gmisurveys.com/survey/surveysentry.php?pub=9979&rid=0&sm=2&cPreview=1&logicMode=1

Grid Question just not capturing
the imagination of respondents




Average consideration time given to answering to a
typical question in a survey




Average consideration time given to answering a
likert scale question in an online survey




% of respondent who speed
through them




% OF PATTERN ANSWERS*

35%

26%

15%



Its a Pavlovian response!

What topics in marketing and advertising research will be "hot” in the future? Please indicate which category best describes each item
below, looking ahead 5-10 years from now. If you are not familiar with the term at all, or do not feel you know enough to evaluate it,
please just indicate that below.

Timeless: this | Cutting edge: | Hard to say:

Trendy: here is tried and we'll be I've heard of Mo idea: 1

Fading fast: its| today, but true and will | seeing more | this but don't don't even

days are maybe gone | be around for | and more of | know enough | know what

Marketing research on/for... numbered tomorrow avehile this to judge this means

Media planning/mix optimization
Maobile marketing

Digital marketing

Multicultural marketing
Meuroscience

CRM

Cultural trends

Customer loyalty

Integrating “design thinking™ into
marketing

Shopper insights
Product/service innovation
Touchpoint effectiveness
Impact of social networks

Brand strategy/management

Marketing /advertising effectiveness



Results in mediocre data

How much do you like watching 1= Dislike alot
2= Dislike a little
these sports on TV? 3=Neither like or dislike
4=Slightly like
5= Like alot

Standard likert scale




Behavioural reality




Employ more imaginative approaches...
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Impact these can have...

Less straight-lining: up to 80% lower levels Iin
some experiments

 Lower neutral scoring: average 25% lower

« Higher enjoyment: rating scores could be increase
from 3 out of 10 to 8 out of 10

 Lower dropout (if questions are designed
ergonomically): able to reduce from 5% to 1% In
test experiments.



Thinking of more fun ways to answer
guestions...

This next question is about your perceptions of different ways to “search” for information.
Please indicate which media you associate with each statement in the context of local search to
potentially buy a product or service. You can check as many or as few media sources for each statement.

The Information sources easiest to use

Auction, Talamg
clasiferd 2
Preat Ordine Searcd Dwrect Community Daily Outooer shopping Mendy, Social
Dhreciones Shecione  sngnes M Papeny rewapogery  Tetevmon fAsan QilDoarte iy tamiy medis

istchoice @ O © O O ® ® o
ndchoice @ @ @ © © ® ® o
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Your award for the Information sources easiest to use

Please drag and drop with your mouse the 1st.2nd prize to the best information sources

Ilfllf

Online directones Search engines

”

Print Directotieos

Ditect Mail

Commwinity papers
L T ]

Daily newspapers

Y.

(.U 3[& " 5‘5-
|

Auction ‘classified Talking to friends
Telovision Ha

0 Outdoos/ Billhoards shopping sites tanvly Soc
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70

&0

50

40

30

20

10

Respondent reaction

Boring/repetitive
m Standard m Prizes




25

20

15

10

Consideration time

(seconds)

Standard

Prizes

18%
16%
14%
12%
10%
2%
6%
4%
2%
0%

Straight-lining

Standard

Prizes




N
Another example...

How interested are you in watching these different types of TV programme?
S0P operas | [ .
Documentaries | [ .
Mewis & current affairs '—-

Science programmes . [

Reality TV shows | [ .

Prime time entertainment shows [
CIUiF shows I
Crrama I

Sport |




N
Another example...

How interested are you in watching these different types of TV programme?

S0P operas | I . ?‘lr
Documentaries | [ . ﬁ

Mewis & current affairs '—- h
Science programmes . [ h
i !

Reality TV shows | [ .

Prime time entertainment shows [
CIUiF shows I
Crrama I

Sport |







35%
30%
25%
20%
15%
10%

5%

0%

Enjoyment Rating

B Pain sliders MAnimated sliders

Aus

China India Japan Korea

USA




45
40
35
30
25
20
15
10

Consideration time

® Pain sliders ®mAnimated sliders

India

Australia China Japan

Korea




Standard Deviation

®m Pain sliders  m®sliders withimages

1.4
1.2

0.8
0.6
0.4
0.2

Australia China India Japan Korea Singapore US

Source: ESOMAR Asia April 2012
Can gamification techniques cross cultures



WARNING...
Games can
effect data!



Greater focus & thought

30%

Regularly notice Sometimes May have noticed | am certain | have
noticed but not often never noticed

25% -

20% -
15§
10%

9%

0%

m Standard
» Game version




Changes in mindset

Personal Perspective
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Point scoring systems can badly steer
the data...

Correct:2

& p=

R - S




mGame m Standard

1. Aleaning effect and desire to win
2. Prediction not the same as personal perspective



Requires some imagination & pragmatism

Research
objectives

Game
objectives




Impact can be volatile
S0...

HANDLE WITH CARE




Who responds to game mechanics?

If you pitch it right....

Nearly everyone

Last meal 7 words
95% 98%
Answered Answered

(v 85% standard) (v 82% standard)

Favourite Brand

Food personality
(o) (o)

95% 100%

90% listed more Completion

than 20 rate
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ENTERTAINMENT = CONCENTRATION

=
“GMI



Fun Answer time Straightling

vl mv2 mv3



GAMIFICATION:
A CREATIVE SOLUTION




Extremely versatile concept
which can be applied on lots
of different levels.




Requires the same
guality of thinking
Involved In
designing great
advertising
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GO OUT AND
PLAY!!!




