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Abstract
The service sector including tourism and hospitality have recognized the need for a turn to a
customer-centric approach that primarily values tourists’ needs, wants, preferences and
requirements as major determinants in travel decisions. Considering that mobile devices are
becoming travel buddies and that their use is profoundly influencing traveller’s journey highlights
the need of Gamification. As a relatively new phenomenon in the industry, motives encouraging
usage behaviour have yet to be researched. Identifying these motives could offer several advantages
to hotels by providing relationship marketing, engagement and strengthening customer loyalty. This
research tries to fill this gap and enlighten existing gamification research by understanding the
motives of users’ continuance intention in adopting technology with gamification characteristics.
Visual material based on the current definitions of gamification was prepared to create a hotel
gamified application to help participants discuss their preferences.
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1. Introduction
The fields of tourism and hospitality have recognized the need for a turn to a customercentric approach that primarily values tourists’ needs, wants, preferences and
requirements as major determinants in travel decisions to enhance both consumer

satisfaction and the quality and memorability of the tourist experience [1, 2]. Today’s
increasingly technology-savvy hotel guests [3], contributed to the evolution of the
phenomenon of Gamification due to the favourable environment that such context offers.
Recent evolutions indicate that mobile devices are becoming travel buddies and their use
is profoundly influencing the different phases of a traveler’s journey [4].
Gaming is in its infancy in many industries, hospitality being one of them, and
very few successful examples have already been established, mainly specialised treasure
hunts and culture heritage applications [5]. The phenomenon of gamification has, however
been applied with several objectives, ranging from increasing brand awareness to
encouraging consumer engagement [5]. Even though the hospitality industry has already
used game elements [5], limited research has been focused on individuals’ motives to use
them [7]. Hence, this study aims to identify individuals’ motives when they use a mobile
application with gamified characteristics. Identifying these motives could offer several
advantages to hotels by providing relationship marketing and engagement, increasing
revenue and strengthening customer loyalty.
Many studies have explored users’ initial adoption of e-commerce (see [8],[9])
and m-commerce (see [10]), but little has been done about influencing factors of
continuance intention towards gamification (see [11],[12]) and users’ behavioural
intention to try new mobile gamified applications in the context of the hospitality
industry. The sustainability and success of a mobile gamified application relies on users’
continuance usage rather than first-time adoption behaviour. Thus, the creation of an
engaging experience is more likely when the users’ motives are identified [13]. This
research tries to fill this gap and enlighten existing gamification research by
understanding the predictors of users’ continuance intention in adopting technology with
gamification characteristics. To do so this research’ objective is to understand the key
factors influencing the adoption of a hotel gamified application.

2. Theoretical Background
Gamification not only refers to applying a game mechanic in a non-game
context, but it includes a much more complex process of understanding human behaviour
to encourage activities such as motivation and problem solving. To achieve this,
gamification uses a range of elements derived from games such as: points, leaderboards,
badges, virtual currency, narratives and avatars [14].
Gamification is used already in various domains, such as e-commerce, mobile
marketing and innovation [15]. Within the hospitality industry, gamification has been seen
to encourage engagement, enhance tourist experience, improve loyalty and increase brand
awareness [16]. A tourist is rather despairingly referred to as a person who typically has
“little or no knowledge of the environment”, so using gamified systems allows the tourist
to learn more about the local environment, allowing destinations and hotels to promote the
history of the location and create an emotional experience between the visitor and Point of
Interest [17-18]. At the same time, gamification could enable hotel visitors as gamers to
have a sense of engagement, immediate feedback, feeling of accomplishment and success
of striving against a challenge and overcoming it [19].
Gaps in gamification scholarship arise in relation to marketing communication
and shopper response. Research by [20], mentions that, even though business analysts
suggest that more than half of all organizations would have had gamified parts of their
organizational

software

and

internal

practices,

most

of

these

gamification

implementations fail due to the poor understanding of the gamification design process.
While gamification has been notably successful in the commercial, mobile, and healthcare
sectors (amongst others), little work has been done to explore how game design
contributes to its success [21]. Organizations seems to focus on the obvious game
mechanics such as points, badges and leader boards, rather than the more subtle and
important game design elements, such as balancing competition and collaboration, or

defining a meaningful game economy. Hence, gamification users are not as engaged as
gamers.
In the literature of games several theories emerged to understand the motives of
gamers when playing games (see Bartle player types [22]; Yee’s components [23]). In
relation to motives of users when using gamification, limited research exists (see
Marczewski user types [13]). Although it is possible to design games, serious games or
gamified systems without knowing who the target players and users are, it is more likely
to create a more engaging experience when the target players are identified first [13].
With gamification being in its infancy [6,21], further research is required to understand
the factors that will make gamification a successful engagement tool in the hospitality
industry. Thus, this research aims to understand hotel visitors’ motives when using a
mobile hotel gamified application.

3. Methodology
This study has objective of understanding the motives of hotels’ visitors when using a
hotel gamified application. Considering the aim of this research on an in-depth
understanding of social and human behaviour and the reasons behind such behaviour [24],
qualitative inductive approach is more suitable. Qualitative inductive approach will
benefit the scopes of this research as it allows in-depth understanding of peoples’ opinions
when exploring key motives towards intention to use a hotels’ gamified application.
Semi-structured interviews were conducted with hotel visitors under the
condition that they have experience with mobile applications. For these two criteria to be
ensured, a snowball sampling was utilised, allowing the researcher to initially sample a
small group of people relevant to the research questions, and these sampled participants
propose other participants who have had characteristics relevant to the research question.
To ensure that the theoretical saturation has been achieved [25], it is recommended to
continue collecting qualitative data until data saturation is reached. For the purposes of
this research 25 interviews have been conducted. 19 interviews secured before no new

themes emerged from interviewees’ responses, but 6 further interviews were carried out in
case new information arose. Considering that the purpose of this approach is to search for
themes or patterns that occur, a data thematic analysis used [25], to indicate patterns of
key hotel visitors’ motives towards engagement with hotels’ mobile gamified
applications.
Since there was no existing mobile gamified application in the hospitality
industry, it was decided to develop visual material based on the definitions of
gamification, the game mechanics (i.e., points, badges) and game motives (i.e., exploring,
achieving) (see fig 1).
Figure 1 Example of visual material

It is acknowledged that mobile applications such as Chipotle gamifies loyalty
program with extra perks and Pizza Hut Delivery UK gaming arm have developed
strategies adding mainly game mechanics, however for the scopes of this research original
material was created to ensure focus on hotel sector. The aim of using the visual material
is to give an idea to the interviewee of how a hotel’s gamified application would look like.
This helped the interviewee to focus on the elements they find more attractive and
encouraging to use, making the conservation motives to use the technology easier. This
research is embedded in the body of literature of the hospitality industry as the
participants elaborate opinions based on the material in front of them. The idea is that, if
the active ingredients that make games engaging could be isolated, then developers can

put those ingredients into their digital technologies to ensure that engagement in their
products.

4. Findings and Discussion
Both genders were almost equally represented among the participants involved in this
study with 56% being female and 44% male. All the participants are adults with 60% in
the 21-31 years old group, 24% between 32-41 and 16% 42 and above. The analysis of the
data reveals two findings about the main motives influencing the engagement of hotel
visitors with hotels’ mobile gamified applications. The first finding shows 8 motives of
users (familiarity, socialising/social influence, perceived informativeness, fun, perceived
usefulness, ease of use, rewards and trust), to engage with the technology. Second
interesting finding indicates that a hotel gamified application has different purposes at
different stages. During the thematic analysis it was discovered that certain motives were
linked with before visiting the hotel activities and others linked with during the stay at the
hotel activities. Hence, hotel visitors’ motives towards engagement with hotels’ mobile
gamified applications was divided into two categories. Using a hotel’s gamified
application during staying at the hotel is linked with games and gamification literature
whereas, using the technology before visiting the hotel is linked with motives from the
technology adoption literature.
Familiarity - Familiarity promotes its hedonic meaning when it is linked with
games: [“familiarity helps in order to make things clear and understandable, so it does
help in order to make it fun” (Interview 20)]. Based on the literature familiarity is a broad
construct where knowledge about the organization can be resourced from sources as
varied as individuals’ prior visits to the destination, the media, word of mouth or publicity
[26]. Familiarity has been discussed in the adoption of technology literature by [27]
affecting trust in the e-commerce. However, there is a limited connection of familiarity
with intention to use [28].

Socialising/Social Influence – Socialising or social influence appears to be
important feature included in a hotel’s gamified application: [“The socialising aspect is
important in the point I could ask others about what I can see nearby. Where they have
been and what they liked. Is mostly related with my during staying activity” (Interview,
3)]. Participants agreed with socialising linking to fun highlighting the hedonic value that
promotes to the application. This finding is linked with the gaming literature and the
motivation to play games (see [22]) and gamification literature (see [13]) as a motive to
use gamification.
Perceived Informativeness - Perceived informativeness has showed an effect on
the enjoyment of staying at the hotel. [“the perceived informativeness is important due to
the fact that the application itself informs me about certain things regarding my staying
there” (Interview, 3)]. Participants argued that it is important for the technology to
provide details about the services and functions of the hotel. In the literature,
informativeness describes users’ feelings that they are informed about a particular product
or service, such as its technical capabilities and the likely experience associated with
using that product or service [29].
Perceived Enjoyment/Fun – Most of the participants declared that the element
of fun is a strong motive in the continuation of using this technology highlighting the
importance of the gaming element an application can provide. The motive of fun seems to
have greater importance during the visit of the hotel visitor at the hotel: [“it is fun and
makes you relax a bit more. This is the gaming aspect. I would say that the gaming
characteristics are more applicable or attractive to say better during the visit at the hotel
because the tasks will be interesting to do. Also, I am more in the mood of being more
active in this sort of thing” (Interview, 10)]. In the context of gamification studies found
positive effect of perceived on intention to use Gamified Smart Tourism Applications [11]
and on customers' intention to engage in gamification [12].

Perceived Usefulness - The motive of perceived usefulness is an important
feature that should be included in hotels’ gamified applications: [“overall I would say that
being useful is the most important element I would look for in this application. I do have a
lot of applications on my phone, but unless they are useful, they are not there” (Interview,
5)]. This shows the importance of the motive of perceived usefulness for hotel visitors
when they would download this technology. Previous studies on similar context by [30]
and [12] have shown a positive impact of perceived usefulness on intention to use mobile
shopping applications and intention to shop online.
Perceived Ease of Use - Ease of use contributes towards intention to use hotels’
gamified applications, through saving time [“the fact that it is easy to use is also a very
important aspect because it is time efficient” (Interview, 2)]. Perceived ease of use is a
prominent construct in tourism information systems research [10]. The less effort a
technology requires, the more tendency and intention consumers will feel to use it [8]. In
the context of gamification, it is found positive effect on customers' intention to engage in
gamification [14], and intention to use Gamified Smart Tourism Applications [15]. This
highlights the fact that this technology should be easy to use when a hotel visitor decides
to make the booking with the brand.
Rewards - Being rewarding is an important aspect in hotels’ gamified
applications: [“the reward is important especially as the first incentive to download the
application. This is how people will start thinking the application as the first choice for
choosing this hotel brand over another in the future as they see that the money spent so
far is acknowledged and we get something back” (Interview, 17)]. Rewards are among the
most widely accepted motivations and individuals will engage in behaviour that they
perceive will eventually lead to valued rewards [31]. Despite rewards being either
tangible, (such as monetary bonus, certificate, prize and award), or intangible (such as a
skill that is perceived to be more useful or needed in the future or that improves one’s
special standing) [32], in this case hotel visitors showed a significant preference on
rewards being a form of future discount, hence tangible rewards. The hospitality industry

introduced loyalty programs, frequent-flyer programs and repeat customer programs,
becoming common practices for customer-relationship management [33] and the results
of this research agree on the importance of the reward in this manner. Tangible reward is
classified as a before visit the hotel motive, but the opportunity of hotels to attract visitors
for future sales through rewards could also benefit hotels for post visit purposes.
Trust - Finally, trust appears to be an important influencer when designing
hotels’ gamified applications: [“trust is the number one regarding using this application.
I want to be able to trust this application, because I am sharing valuable information such
as ID and most importantly things like bank accounts and financial details” (Interview,
9)]. Trust is seen important in technology use considering consumers are unlikely to shop
online if they do not trust the seller’s website on which they are shopping [34]. Hotels’
gamified application should maintain trustworthy relationship between the hotel and the
user.

5. Conclusion
Gamification can be applied in technology-mediated and non-technology-mediated
contexts [35], however the creation of an engaging experience either way is more likely
when the users’ motives are identified first. Considering that there is insufficient research
upon the identification of the motives influencing the usage of a hotel’s mobile gamified
application, this research fills this gap by understanding motives of users when using
hotels’ gamified applications to engage with the technology. There are important changes
in users’ behaviour depending on the time of use.
Figure 2 Gamification motives as hotel visitors

Before visit the hotel
Perceived Usefulness
Ease of use
Trust
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During the visit
Familiarity
Socialising
Perceived Informativeness
Fun

Using a hotel’s gamified application before visiting the hotel, promotes
behaviour linked to technology adoption literature (perceived usefulness, ease of use,
reward and trust). These motives are associated with budget elements, payment
procedures, and decision making. Using the application during the stay at the hotel
promotes behaviour linked with gaming and gamification literature (familiarity,
socialising, perceived informativeness and fun).
This study comes with inherent limitations. Firstly, the limited (if any
knowledge) of the sample in relation to the context of hotel gamified applications led to
the development of visual material by the researcher. Therefore, the sample’s opinions are
based on having the product in front of them, which is a development of the researcher
and not an existing product. Also, it is worth noted that the sample age is younger guest so
it worth looking into other age groups as part of future research either qualitatively or
quantitatively. Additional factor to take into consideration for future studies is the purpose
of visit a hotel (i.e. business or leisure) and whether different motives appear. To provide
generalisability, future studies should consider quantitative methodologies to explain the
relationship between the factors. Quantitative methodologies might also clarify different
motives based on demographics and the purpose of staying in a hotel. In conclusion, as
new technologies have been developed to enhance individuals’ motivation, adding
beneficial behaviour of the users towards the developer, gamification is seen as the most
popular trend in this respect [11], highlighting the importance of the phenomenon for
hospitality organizations.
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