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Abstract: Gamification has been a topical item in education, marketing, human resources management,
business, and organisational consulting in the past decade. Nowadays, companies have a wider range of
available organisational consultations: organisational supervision is developing, coaching is popular, and
there is a wide offer of business training sessions. This study aims to research gamification in
organisational consulting, analyse the differences in the opinions regarding the use and availability of
gamification in the professional activities of coaches, supervisors and business trainers. The survey
developed by the authors of the study consisted of four sets of items (Information about Gamification,
Application and Awvailability of Gamification, Believing Gamification Methods, Team/Group
Responsiveness to Gamification) and two additional statements for the purpose of confirming the
responses given by the respondents regarding their beliefs in gamification as an effective method and their
readiness to use it. The associations related to the game and gamification were also researched. The
guestionnaire about gamification in the professional activities of supervisors, coaches and business trainers
was sent electronically to professionals practising in Latvia. Questionnaires from 85 respondents were
received and processed. The results demonstrated no statistically significant differences in the opinions of
coaches, supervisors and business trainers regarding the use of gamification in organisational consulting.
It was found out that the concept of gamification has not been sufficiently explained and there is still no
common understanding regarding it in Latvia. More than half or 55 % of the 85 respondents in the survey
do not know where to acquire gamification. At the same time, 91 % of the respondents in the survey specify
that they are willing to acquire the methods of gamification. The authors of the study believe that it is
important to proceed with the research in organisations to find out the experience of the organisations in
gamification and to develop gamification training programmes for the organisations.
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Introduction

Gamification has been a topical item in education, marketing, business and organisational consulting in the
past decade. Nowadays, more than 40 % of the top 1,000 organisations in the world use gamification as the
primary mechanism in the transformation of their business operations (Hayward, 2017). As anticipated by
some future strategists, gamification has constantly increasing impacts on human life not only within
organisations, but also outside them (How to Succeed..., 2018; Schnell, 2010). Y.K. Chou also specifies
that, over the past few years, gamification has reached a social breakpoint and is starting to emerge in every
aspect of life from education, work, marketing, upbringing of children, sustainability to even the healthcare
sector and scientific testing (Chou, 2019). The international gamification market was 5.5 billion US Dollars
in 2018, already 7.17 billion in 2019, and a substantial growth is still being anticipated to reach 12 billion
US Dollars in 2021. It is largely rapid due to the technological innovations, particularly the tremendous
number of mobile devices already being manufactured with a wide base of settings adapted to the needs of
the gamification market (Joy, 2020). The increase is also being experienced due to the fact that gamification
systems are becoming increasingly acknowledged as suitable in the formation of human behaviour for the
purpose of supporting innovation, engagement and productivity (Gamification market. .., 2020).

The simplest and most widely published definition of gamification reads as follows: gamification is the
application of game design elements in non-game contexts. (Deterding et al., 2011). Other, more detailed
definitions are also available. For example, gamification is taking the most essential from a game and
applying it for real business targets (Saran, 2015). Or, for instance, gaming expert K.M. Kapp believes that
gamification is the use of game-based mechanisms, game design and game thinking to engage people,
motivate action, facilitate learning and solve problems (Kapp, 2012). Gamification is a simple concept for
making non-game systems or processes more attractive by using the principles of a game (Bishop, 2014).
Generally speaking, the aim of gamification is to change something in a game so that the behaviour is
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changed or, in other words, a game becomes more than just absolute entertainment (Hayward, 2017).
Gamification offers the best tools mankind has ever invented to create and maintain engagement of people
in work (Zichermann, Linder, 2013). The size of the organisation is of no significance, the biggest
challenge is the engagement of the employees in work (Padgett, 2013). The significance of engagement in
work is also emphasised by B.Bruke, who provides the following definition for gamification:
“Gamification is the application of game mechanisms and design experience for the purpose of digitally
engaging and motivating people to achieve their targets” (Bruke, 2014). Highlighting the substantial role
of gamification nowadays, B. Bruke has said: “Gamification creates entirely new work engagement
models by reaching new communities of people and motivating them to achieve targets they even might
not have been aware of!” (Bruke, 2014). The author also specifies that gamification is a powerful, goal-
oriented approach in the engagement and motivation of people while, in the meantime, pursuing the aims
of the organisation. Gamification can be used to motivate people to change their behaviour, develop skills,
and guide innovation. A key factor of success in gamification is engaging people on emotional level, by
motivating them to attain the set targets (Bruke, 2014). Engagement of employees covers everything —
with own engagement in work, with the management and leaders, with anyone else, and with the
organisation (Zinger, 2014). Nowadays, gamification is mostly applied in training sessions and education
by encouraging innovation and increasing the performance of the employees, focusing on the areas with
clear targets, including sales and other support areas (Mathieson, 2017). One of the gamification trends is
that it is more frequently applied in corporate learning, business training, partially or fully gamified
systems which meet most of the corporate training needs are used (Pandey, 2019). Gamification is used in
many more professional fields, including pedagogy (Lukashenia, Levanova, Tamarskaia, 2020).

A survey of the situation in Latvia, i.e., the gamification practices and experiences, the most frequently used
games and their elements, leads to a conclusion that organisations have little information. However,
a doctoral thesis on the impact of gamification on employee engagement in a complex system of human
resource management processes (Ergle, 2020) was defended very recently. The Educational Games and
Methods Association has been operating in Latvia since 2018 and unites the authors of games and other
interested parties. The most well-known event in the organisation of which the Association has been
participating several times in collaboration with the developers of games is The Carousel of Methods during
which the interested parties and anyone using gamification in organisations (including supervisors, coaches
and business trainers) can learn information about the latest games and attend seminars and workshops.
Company Tavas Metodes has also been operating actively in the area of games and methods. The
organisation offers interactive and gnostic methods as well as games for professionals for working with
personal and professional growth of people, relationships, and emotions (Par mums, 2018). Additionally, the
benefits.lv internal communication platform for the engagement and evaluation of employees is operating in
Latvia. The company provides employers with personnel engagement and motivation tools to use as rewards
to the employees for their loyalty, allowing them to choose the benefits they are interested in, to create
positive motivation and facilitate engagement and work productivity. It helps companies to become better
aware of the needs and interests of their employees, whereas the employees gain access to a personalised
account where they can manage the benefits awarded to them (Cela pie laimigiem..., 2020). A similar
platform is efectio.lv which offers a digital micro learning platform supplemented with elements of
gamification to give an opportunity to educate, engage and unite company employees with a modern human
resource management approach (Efectio programmu piedavajums.. ., 2020).

The aim of the study is to research gamification in organisational consulting, analyse the differences
in the opinions regarding the use and availability of gamification in the professional activities of coaches,
supervisors and business trainers.

Research questions: Are gamification methods used in organisational consulting in Latvia? What
information about gamification is available in Latvia? Are there significant differences in the opinions of
consultants of various types (coaches, supervisors, business trainers) regarding the use of gamification?

A tendency observed in Latvian companies is that they purposefully plan and introduce elements of a game
not only as a bridge between the clients and the services/product of the company, but also as a tool in the
personnel management processes, including learning, in the so-called onboarding processes and elsewhere
(Rusa, 2016). The summary leads to a conclusion that there are some organisations in Latvia which make
games, there are Internet platforms based on gamification solutions as offers to organisations, games are
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developed or adapted by various learning and business training enterprises. However, there is no vision of
the overall development of this area, and there is also no such information. Therefore, it is important to
explore the opportunities available to supervisors, coaches and business trainers (henceforth referred to as
consultants) for the use of gamification. The research in the practical part is also based on analysis of the
experience of the professionals from these three areas in the use of gamification.

Methodology

Study procedure. The primary data have been obtained using a questionnaire developed by the authors of
the research study. The questionnaire about gamification in the professional activities of coaches,
supervisors, and business trainers was sent electronically to coaches, supervisors and business partners
practising in Latvia. The questionnaire was sent to 130 supervisors, 100 coaches and approximately 80
business trainers, including the companies representing them. A link to the questionnaire was also created
on specialised websites where the direct target audience can be reached, such as Linkedin, specialised
websites on Facebook, including the page Latvijas kouci (Latvian Coaches) and others. The contact
details of most of the supervisors whom the questionnaire was sent to can be found on the website of the
Latvian Association of Supervisors. The research study was conducted between January and May 2020.

Participants. As a result, correctly completed questionnaires from 85 respondents were received and
processed. 41 or 48 % supervisors, 31 or 37 % business trainers and 13 or 15 % coaches took part in the
survey. Most or 29 % of the respondents have been operating in organisational consulting for up to five years,
and a very similar amount, i.e., 26 %, of the respondents have experience of 6 to 10 years. 21 % of the
respondents have just started their professional career, 13 % of the respondents have long-term experience
of 11 to 15 years, and 11 % have been operating in this area for more than 16 years. Most or 46 % of the
respondents in the research study represent the age group of 40 to 49 years, the next largest group with 27 %
of the respondents is 30 to 39 years, followed by the age group of 50 to 59 years, represented by 22 % of the
respondents. The groups represented the least are 60+ years and below 29 years, represented by 1 % and 4 %
of the respondents respectively. The vast majority of the respondents are females (84 %), and 16 % are males.

Instrumentation. The aim of the survey was to find out the opinions of organisational consultants (coaches,
supervisors and business trainers) about the use of gamification in organisational consulting. The
questionnaire developed by the authors of the research study consists of the following parts: the first
guestion determines the area of consulting, namely, whether the respondent is a coach, a supervisor or
a business trainer. If the respondent has several roles, the questionnaire has “Mark the main one” as an
option. The further completion of the questionnaire should be based on this main role. The questionnaire
begins with two questions regarding associations: the first one is about a single word the respondents
associate with the concept ‘Game’, and the second one is about what they associate ‘Gamification’ with.
The questionnaire consists of 4 sets of items or scales with statements, with the responses to them provided
in a Likert scale of 1 to 4 where “1” is ‘disagree entirely’, “2” is ‘rather disagree’, “3” is ‘rather agree’, and
“4” is ‘agree entirely’). The statements of the first scale are regarding the information available to the
gamification consultants, it comprises seven statements (Information About Gamification). The second
scale refers to the application and availability of gamification in terms of games and in the context of costs,
and it comprises five statements (Application and Availability of Gamification). The third scale is about the
belief of the consultants in the gamification methods, it comprises 10 statements (Believing Gamification
Methods). The fourth scale is about the participants in gamification and their responsiveness and
engagement in it, and it comprises 5 statements (Team/Group Responsiveness to Gamification). There are
also two additional statements whose purpose is to additionally confirm the responses given by the
respondents regarding their belief in gamification and readiness to use it. They are the following: 1. | believe
gamification as an effective method in organisational consulting (Q1); 2. I am planning to apply
gamification methods in organisational consulting within the nearest year (Q2). The respondents had to rate
the last two statements on a Likert scale of 1 to 7, where “1” is ‘disagree entirely’ and “7” id ‘agree entirely’.

Data processing methods: methods of descriptive statistics and methods of conclusive statistics were
used for the processing of the data. The statistical analysis was carried out using the IBM SPSS 23.0
statistical data processing software. Research study restrictions: the research study restrictions relate to
an insufficient study sample. Additional research studies need to be conducted to research the given
problem with a larger study sample.
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Results and Discussion

The reliability of the internal content of the survey was verified using the Cronbach’s Alpha coefficient.
The total value is 0.896, and this suggests that it is good, close to excellent. The Kolmogorov — Smirnov
test (K-S test) has been performed, and the data show that only one scale, Believing Gamification
Methods) corresponds to the normal distribution, because it is the only one with sig > 0.05.

Since one of the questions in the research study is whether there are statistically significant differences
between various types of consulting (coaches, supervisors, business trainers), the non-parametric analysis
method was used for a comparison of three and more groups using the Kruskal-Wallis test. As shown in
Table 1, the four principal scales and the two additional questions have a sig > 0.05, and this means that there
are no statistically significant differences between the types of consulting. Although, regarding Q2, the study
sample has no statistically significant differences between the groups (sig = 0.078), the significance is pretty
low, and this means that, potentially, a larger number of respondents would result in significant differences.

Table 1
Kruskall-Wallis test results for the determination of the differences between the groups of
respondents
Information | Application and | Believing Rezegrrg/iSerﬁéjsg to
About Availability of |Gamification PONSIVEN Q1 Q2
o ——. Gamification
Gamification | Gamification Methods
Methods
Coaches 47.73 43.42 46.08 37.46 46.54 | 44.31
Supervisors | Mean 42.48 38.11 39.23 40.77 40.07 | 37.26
i rank
Business 41.71 49.29 46.69 48.27 45.39 | 50.05
trainers
Asymp.
Sig. 0.745 0.158 0.393 0.241 0.542 | 0.078

The calculation of the correlation was done using the Spearman’s correlation coefficient determination test
(because the data do not correspond to the normal distribution). There is a weak correlation between the
following scales: Information About Gamification and Team/Group Responsiveness to Gamification,
where the correlation coefficient is 0.269. There is also a correlation between: Team/Group Responsiveness
to Gamification and Q1 and Q2 (or two additional questions), 0.360 and 0.343, respectively. A statistically
strong correlation, characterised by a coefficient of 0.6 to 0.8, is between the following scales: Information
about Gamification and Application and Availability of Gamification, which is logical; and means that the
more information there is, the more opportunities are sought for and the more gamification is used among
the consultants, and between: Believing Gamification Method and Q1 and consequently, the higher the
Belief in Method scores, the higher the score on the two additional questions, and this confirms belief in
and readiness to use gamification in organisational consulting within the nearest year (Table 2).

Table 2
Correlation between the principal scales of the questionnaire and the additional questions
Information Application and Believing Team / Group Q1 Q2
About Availability of Gamification Responsiveness to
Gamification Gamification Methods Gamification
1.00 0.626** 0.507** 0.269* 0.443** 0.493**
1.00 0.690** 0.431** 0.580** 0.780**
1.00 0.505** 0.675** 0.621**
1.00 0.360** 0.343**
1.00 0.587**
1.00

** Correlation is significant at the 0.01 level: p (sig) <0.01
*  Correlation is significant at the 0.05 level: p (sig) <0.05

The first scale is about the information available to the consultants regarding gamification. More than
half or 55 % of the respondents disagree or rather disagree with the statement, that they know where to
learn gamification methods in Latvia and 46 % disagree or rather disagree that organisations in Latvia
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have information about the possibilities of using gamification. At the same time, 91 % of the respondents
indicate that they are willing to acquire the methods of gamification, and 80 % would use gamification
more often if they had acquired them (Table 1).

I would use gamification more often if I had 0 0
acquired the methods of using it a0 e
I would like to acquire gamification methods 37%
I know where to IearCa%sirzlflcatlon methods in 17% 38% 14%
I would use the gamification more often if | had
more information about it = 28 aai
I know where to look for information about
gamification if I need it = o
I have enough information available about the g 0 0
possibilities of using gamification o A L
Organisations in Latvia have information about g 0 0
the possibilities of using gamification oA e o
0% 20% 40% 60% 80% 100%

m Disagree m Rather disagree Rather agree Agree

Figure 1. Summary of the responses provided by the respondents for the Information about
Gamification scale (n=85).

The second scale is about the application and availability of gamification among the consultants. Most
of the respondents (74 %) rather disagree or disagree with the statement that gamification is a frequently
used method in organisational consulting in Latvia, with only 1 % indicating that they agree with this
statement. 81 % indicate that they would use gamification more often if a wider range of games and
their elements was available. At the same time, 66 % of the respondents have gamification tools
available for organisational consulting. To the fourth statement, which is about whether the consultants
apply gamification in organisational consulting, 60 % of the respondents have provided responses that
they rather agree or agree with the statement. Respectively, the response to the first research question
(whether gamification is used in organisational consulting in Latvia) is yes (Figure 2).

The costs of using gamification (costs of

games/supplementary materials) in organisations are 53% 13%
reasonable
I have tools/games for the use of gamification 40% 26%
Gamification is a frequently used method in organisational 7% 67% 2506 1%

consulting in Latvia

0% 20% 40% 60% 80% 100%
m Disagree  m Rather disagree Rather agree = Agree

Figure 2. Summary of the responses provided by the respondents for the Application and Availability
of Gamification scale (n=85).

When viewing the scale’s responses by the groups of respondents, the most substantial difference among the
consultants is for the availability of games/tools, where 46 % of the supervisors respond with ‘disagree’ or
‘rather disagree’. For the coaches and business trainers, this score is 15 % and 34 % respectively, and this is
comparatively lower. The third scale is about believing the gamification methods as efficient methods in
organisational consulting. The statements of this scale have practically no ‘disagree’ responses. An exception
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is the reversibly analysed statement that gamification is just a tool for entertaining the team/group with no
significant impact on the result, as 77 % of the respondents either disagree or rather disagree with this
statement. The highest ‘rather agree’ and ‘agree’ score, which is 100 %, is for the statement that the use of
gamification facilitates engagement of the participants (Figure 3). The respondents believe the positive effect
of using gamification, which is also 100 %, the statement “I like Gamification” also has a high score (98 %),
and the score for the “The use of gamification facilitates openness of the participants” is 97 %

I like gamification # 41% 57%

The use of gamification helps to achieve the set goals
efficiently
The use of gamification facilitates openness of the 3
participants
The use of gamification facilitates engagement of the
participants

69% 23%
52% 45%
39% 61%

I believe in the positive effect of using gamification 52% 48%

Gamification is only a tool for entertaining groups/teams

with no significant impact on the result

Organisations have real benefits from consulting using 8

gamification
Organisations support the use of gamification as an 3 o

effective tool in working with groups/teams 2% 63% 12%

The use of gamificationin working with groups/teams o o

facilitates the development of organisations o6% 40%

Gamification is an effective tool in organisational 60

consulting

38% 39% 17% 6%
60% 32%

59% 35%

Ofﬁ% 40% 60% 80% 100%
ather agre

. . 0%
m Disagree  m Rather disagree e Agree

Figure 3. Summary of the responses provided by the respondents for the Believing Gamification
Methods scale (n=85).

The fourth scale is about the participants in gamification and their responsiveness to gamification. It
comprises 5 statements, with two of them to be analysed reversibly. No ‘disagree’ responses have been
received to the last three statements of this scale, and there are also few ‘rather disagree’ responses. 9 % of
the respondents have provided ‘rather disagree’ responses to the statement about the positive perception of
gamification, and 13 % of the respondents have responded with this to the engagement of the teams/groups
in the gamification process. The results suggest group and team interest, openness and engagement in the
process of gamification (Figure 4).

It is hard to engage team/group participants in 90% 71% 20%

gamified activities
Team/group participants do not trust the gamification

methods 8% 66% 26%
Team/group partig;pﬁ:}tii :E% ri1nterested in using 73% 14%
Team/group participzr;ltr?1 ifﬁ((e:;{)igzitive about the use of 7906 19%
Team/group participantpsrg(r:i S?Spen to the gamification 7504 12%

0% 20% 40% 60% 80%  100%
m Disagree  m Rather disagree Rather agree ~ Agree

Figure 4. Summary of the responses provided by the respondents for the Team/Group Responsiveness
to Gamification scale (n=85).

As mentioned previously, the questionnaire includes two questions regarding associations: the first one
is about a single word the respondents associate with the concept ‘Game’. The second one is regarding
what they associate with ‘Gamification’. The first associations were summarised for the word ‘Game’.

489



RURAL ENVIRONMENT. EDUCATION. PERSONALITY. Vol.14. ISSN 2661-5207 Jelgava, 7-8 May 2021

The results suggest that the most frequent (15 times) association appearing in the responses provided by
the respondents can be characterised by the word ‘interesting’. The further words are: fun, joy and
cheerful (repeated in the responses 13 and 12 times respectively). Frequently mentioned associations
are excitement, fascinating, creativity, competition, childhood, rules, easy.

For demonstration purposes, the associations with the word ‘Gamification’ are shown using a cloud of
words (Figure 5). The words most frequently mentioned by the respondents for their associations with
the concept Gamification’ are: interesting, fun and excitement. In addition to these specific associations
with gamification, different from the associations with a game, there are words like team, learning,
engagement. It should be noted that, in the context of gamification, in contrast to a game, there are
negative associations as well — disbelief, manipulation, not till the end, resistance, artificiality, non-
Latvian, cunning and others. There were about 80 unique associations for the word “Gamification”, only
the most frequently mentioned are included in the cloud of words (Figure 5). For the word “Game” there
were mentioned more than 100 unique associations.

Process
Adventurous |, iy
PlayingTeam

Innovation Easily

Engagement Creativity

Timel nésr';emsytl NG| ea rning

Motivation

inking EXCItement
Goal ™gkng

e Different Result
Differrent

Competition
Figure 5. The cloud of words for association with the concept ‘Gamification’ (n=85).

These results are similar to the results of other conducted research studies where gamification has been
recognised as one of the increasingly frequently used methods in corporate learning and business training
where partially or fully gamified systems are used to meet most of the corporate training needs (Pandey,
2019), and it is considered to be an innovative solution to facilitate motivation (Dulskaia et al., 2017). By
using gamification in training, organisations can improve the engagement of the employees, increase
productivity and improve operational performance (Gamification..., 2012; Zichermann, Linder, 2013;
McCormick, 2013; Bruke, 2014; Dulskaia et al., 2017). Similar results have been obtained in Latvia as well,
where two groups of participants responded to the same questions in a survey about gamification. The
survey shows that 89 % of employees believe that they would be more productive if they had more tools
with game elements, such as collaboration or inner communication tools. The results of the research study
show that learning with gamification provides significantly higher motivation (by even 83 %), compared to
the score of 28 % without gamification, boredom drops from 49 % to 10 %, and only 3 % of the respondents
feel non-productive in learning with the use of gamification (Dudko, 2020). Therefore, it is essential to
proceed with research studies to find out the experience of organisations in gamification. For example,
whether gamification is used in organisations, to what extent and what games, for what purposes and what
the short-term and long-term benefits the organisations have from gamification.

Conclusions

The results of the research study show that gamification is applied in organisational consulting, but 74 % of
the respondents still mention that gamification is not a frequently used method in Latvia. The level of belief
in gamification as an effective method in organisational consulting is high, and 73 % of the respondents
have specified that they are planning to use gamification in organisational consulting within the nearest
year. The theory and the results of the research study lead to a conclusion that organisations see substantial
benefits in the use of gamification, because 75 % of the respondents have responded positively to
organisational support to the use of gamification as an effective tool in working with teams or groups.

The concept of gamification has not been sufficiently explained and there is still no common understanding
regarding it in Latvia. There is very limited information regarding the theoretical approaches to gamification,
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the views of various globally renowned experts, or successful game designs. In the meantime, new companies
are emerging and offering gamification platforms for organisations and employees, and this suggests that
gamification is developing in Latvia. Organisational consultants have insufficient information about the
opportunities for acquiring gamification and methods of gamification. This is suggested by some of
the results of the research study, such as the low levels of knowledge about the opportunities for the
acquisition of gamification and its methods (more than half or 55 % of the 85 respondents do not know where
they can be acquired). At the same time, 91 % of the respondents indicate that they are willing to acquire the
methods of gamification, and 80 % would use gamification more often if they had acquired them. This
suggests that game developers have vast opportunities in this field. Although only approximately 34 % of
the respondents indicate that do not have the necessary tools/games for using gamification, 81 % of the
respondents state that they would use gamification more often if they had a wider range of games available.

There are no statistically significant differences in the opinions of the coaches, supervisors and business
trainers regarding the use of gamification in organisational consultation-Nevertheless, business trainers and
coaches plan to use gamification within the nearest year more frequently than supervisors. Although
statistically insignificant, there are differences in the availability of games: 46 % of the respondents have
responded ‘rather disagree’ or ‘disagree’ to the statement “I have tools/games for the use of gamification”,
whereas this score is not that negative for coaches and business trainers (15 % and 34 % respectively).

The authors of the study believe that it is important to proceed with the research in organisations to find
out the experience of the organisations in gamification and to develop gamification training offerings
and programmes for organisations.
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